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Abstract: The specific task of the national tourism marketing is to increase the
effectiveness and impact of national marketing activities, market information
and transparency in order to help diversfication of tourism products and
markets and sustainable development of tourism in Bulgaria. One of the most
significant national tourism marketing challenges is the need for an effective
destination positioning strategy. In order to be successfully promoted in the
targeted markets, a destination must be favorably differentiated from its
competition, or positively positioned, in the minds of the consumers. A key
component of this positioning process is the creation and management of a
digtinctive and appealing perception, or image, of the degtination. This
exhibition aims to present the image of Bulgaria as a tourist destination, which
iscrucial for the development of national tourism marketing.

Keywords: national tourism marketing, destination image, effective
destination positioning strategy.

1. Introduction

The tourist marketing is purposed to bring econobanefits and development of
specific regional economy. It creates, managesappties techniques that provoke, inform
and motivated the potential customers to visitecHje landmark, city, district, state etc.(7)
In order to achieve these results, every munidipalesort, district or state has to develop
its tourist infrastructure and to unify its natyrhistorical and cultural granted values into
tourist product. Next follows creating of qualitgheertising campaign, that is to impose a
specific tourist brand, to create cognoscibilityl doyalty to the audience.

Development of national tourism marketing is pdrtttee national strategy for
regional development (NSRD), which is purposed thieve dynamic and balanced
development of the separate regions for plannirdy@msiders the tourism not only as a
means of “strengthening of the relations betweemgoand regions and strengthening the
social and economic bringing closer”.
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Today's consumers, facilitated by increased leistiree, rising levels of
disposable income and more efficient transportatietworks, have the means to choose
from among this much larger variety of destinatiohs a result, tourism marketers are now
faced with influencing consumer decision making an increasingly complex and
competitive global marketplace. One of the moshifiigant national tourism marketing
challenges is the need for an effective destinafionitioning strategy. In order to be
successfully promoted in the targeted markets, atirdgion must be favourably
differentiated from its competition, or positivghpsitioned, in the minds of the consumers.
A key component of this positioning process is ttreation and management of a
distinctive and appealing perception, or imagehefdestination.

This exhibition aims to present the image of Bulgaas a tourist destination,
which is crucial for the development of nationalrism marketing.

2.lmage as an Element of National Tourism Marketing

The specific task of the national tourism markeimtp increase the effectiveness
and impact of national marketing activities, markdbrmation and transparency in order
to help diversification of tourism products and ks and sustainable development of
tourism in Bulgaria. This is associated with thiof@ing indicative activities (6p.6):

e Preparing of medium term and long term nationahtstiies and programs for
development and marketing of the tourism and theisbproducts;

* Advertising activities such as preparing and disiion of information and
advertising materials on the national level, adzerg in the media, participation
international tourist fairs, organizing of nationalrist fairs, exploring trips, visits
of travel agents and touristic operators, authbguae books, journalists etc.;

» Activities for informing the public such as campasdgfor improvement awareness
about natural and cultural heritage and the siggifte of the tourism on national
and international level;

» Activities on creating of regional identity and bda as a voluntary regional
certification of places accommodation, attracti@msl services, introducing of
common regional systems of marking, specific fa thgion norms of behavior
and standards etc., developing and introducing neirenmental standards for
tourist services;

» Organizing events of regional and national exterd anpact such as festivals,
open events, sport competitions, folklore actigitigoresenting local/regional
traditions, kitchen, handicrafts etc.;

The important role of destination image, both imte of understanding travel
behaviour and in designing eétive tourism marketing strategies, underscoreted to
develop methodologies to comprehensively and atslyraneasure this concept. This is
necessary to take these into account in the Ndt®mategy for Sustainable Development
of Tourism estimated tourism-related behavior teetwd2020, namely (p.13):

« Increase the requirements of tourists to the guadpecificity, attractiveness and
diversity of tourism services as a key factor far formation of tourist behavior;

« orientation preferences of tourists for the pe26@0 to haul (from 1 to 4 hours of
air travel), but there was a significant increasenterest in traveling to distant
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destinations, particularly to China, USA, Canadaut8 America, Indonesia and
others.;

» targeting the preferences of tourists from one trguo destinations and countries,
ensuring security and peace, and - to the spdoifins of tourism - spa tourism,
balneology, hobby and extreme tourism, eco and tawaism, sports and health
tourism adventure and more;

» increasing the supply of tourist trips at lowercps from tour operators, airlines
and others. The emergence of new low-cost (low) aastiers as a prerequisite for
substantial reductions in air fares and demandrémel at the last moment;

» increasing travel by the elderly for treatmentyvprgion, rehabilitation and recovery;

* Increase the proportion of children and youth thaespecially to students for
participation in cultural and educational tourisitravel for training in other
countries, student teams and others;

» increasing the proportion of marine cruises, eslgdor tourists solvent;

» significantly expand the role of ICTs in the ho#ld tour operator in terms of
demand planning and implementation of travel.

Tracking these trends in tourist behavior are di&deor increasing the efficiency
of the national tourism marketing. They will cobtrte to improving the image of Bulgaria
destination and increase tourism revenues by usiogern marketing techniques to reach
the tourist markets.

The result can be expected to improve awarenessnaange of the country as a
destination for tourism all year round, offeringariety of products, routes and places for
tourism, increase the number of visitors and chahge structure (new markets, wealthy
consumers) more evenly seasonal and spatial digtib of tourism with an expected
greater effect on specialized products and lessewk places and regions in the country.

It is commonly recognized that destination imaghe“sum of beliefs, ideas, and
impressions that a person has of a destinatiorp(}426)"- is an important aspect in
successful destination marketing; so one importspect of destination marketing is
“destination image management”. Image is a singaifmodel of multiple memories and
information that an entity (single or group) hawarist region (4p. 94). He created the
potential and actual tourists for its own use itniig the likeness of the actual object.
Murphy, Pritchard, and Smith (9. 267) have defined destination image as a sum of
associations and pieces of information connected ttestination, which would include
multiple components of the destination and perspeateption. Destination image consists
of functional characteristics, concerning the mianegible aspects of the destination, and
psychological characteristics, concerning the niatiangible aspects (2, p. 43).

However, the latest guidelines for national tourismarketing admit that the
development of the image of a tourist destinat®ohdsed on the consumer’s rationality and
emotionality, and as the result of the combinatidtwo main components or dimensions
(3,p.17):

» Perceptual and cognitive: there is a primacy ofithgortance and value given to
each attribute of tourist destinations. In otherrdgo the destination image is
evaluated by the attributes of its resources atndctions which motivate tourists
to visit that destination .
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» Affective: referring to feelings and emotions raid®y tourist destinations . This
emotional component is also strongly affected leyrtiotivations of tourists.

Image is therefore the most important conceptritarpreting the choices made by
tourists but they warn that it is difficult for tdsts to gain a clear image of a destination
without having visited before . In this context wé¢he tourist has no experience in locum,
there are three factors that affect their imaga tdurist destination: tourism maotivations,
demographic variables and information about thetimlson. In Figure 1 is presented
anather factors which influence the process of fiegnthe image of a tourist destination .

Figure 1. Factors influencing the formation of theimage of tourism destinations
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For this last factor - information about the destion - sources of information are
magazines, celebrities (opinion leaders), telemigiad the internet, which will ultimately
influence the image that potential tourists wilvbaof a tourist destination. In information
technology, social networks on the Internet cay plaimportant role as a source of inside
information for potential tourists, whether throuighages, interaction and multimedia on
the Web, making it possible to configure a stronged lighter image of a destination.
There are two levels for the image of a touristidason, based on the type of information
transmitted to the tourist (1p, 309) :

* Organic image: i.e. all of the information trangett unintentionally by
representatives of tourism destinations. Such métion may be transmitted
either via television, radio, books on geographhistory, newspapers, magazines,
or by people living at a tourist destination.

* Induced image: i.e. the image formed by the proomstiand communications of
the tourism organizations involved in a regionislhaturally true, in this context,
that both reference or membership groups and apieiaders can have a powerful
influence on the perception tourists have of aipalr destination.

In forming the image of a tourist destination sliolde considered and any
conditions such as:

» The complexity of the tourism product whose mospamant elements are the
signs of the tourist;

« The image of a tourist destination is created ertlinds of potential tourists, often
without physical contact with the object;

» Lack of control on perceptions of a tourist dediorg due to information
independent of the targeted entities acting orctbation of image;
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» The formation of the tourist destination image reated by multiple actors
(tourism business, travel agencies, tour operatets,), who have different
viewpoints.

» Strategy for the formation of the image causes egusnces for a long period of
time as the already established image of a totgbn remains in the minds of
tourists for decades.

» Image of an individual country as a whole has aifigant influence on perception
to a tourist spot.

3. Image of Bulgaria in Serbia Touristic Market

In order to increase the effectiveness of the natitourist marketing and as a reply
to the need of information and information prowsitn the tourist sector, Ministry of
Economy, Energy and Tourism, successor of Statecgdger tourism, implemented a project
BG161P0001/3.3-01/2008/001-1 ,Marketing researcd astimation of effectiveness of
national marketing”, funded under the Scheme fangBG161P0001/3.3-01/2008 ,Support
for effective national marketing of the tourist gust and improvement of information
services” of Operative program “Regional developn#807-2013". In order to accomplish
that task Ministry of Economy, Energy and tourisomaucts extensive marketing research in
10 countries, that represent the largest generatangtets for Bulgarian tourism among them
Serbia. The research includes general researabun$tt demand and travelers’ behavior as
the quality of research of the consumers throughsagroups.

Destination Bulgaria is among very important foreigestinations for Serbia
market with market share of 9% for all travels aorand 12% vacation travels abroad.
When compare Bulgarian market share with that béiotlestinations in the region of East
Mediterranean and Black see one can reveal thatafoation segment Bulgaria has weaker
position than Monte Negro (18%) and Greece (14%j,dtronger position than Croatia
(9%) and Turkey (7%) and mostly Romania (1%) (12)p

As a tourist destination our country has positivage among Serbian citizens. As
reasons of negative image could be mentioned baeriexce of previous time and
prejudices.

For Serbian citizens that are interested in unkieigeof holiday in Bulgaria services
and hospitability clean and well-equipped beached sea water are very important.
Calmness good shelter and accommodation as goddafabcuisine are also significant.

Positiveimageis very important for development of tourism ineatain region or
country. It serves as an additional capital. Wherishabout to visit a certain country the
tourist decides depending on how attractive iniseigard of cultural, residential, financial,
educational and others of his interests. For exanspime countries are preferable than
others by the tourists, because of options for émtey and exit and safe movement around
the country. However overall tourist image of Bulgas rather positive than negative on
the Serbian market. The current presence of Bag@s a whole, but also as a tourist
destination) in Serbian media is very weak. Foré¢igliday destinations they make most of
reports in Serbia media are Greece and Croatidtiv®oaspects that are related to image of
Bulgaria on the Serbia market are:

» Very good prices, accessible vacation destination
e Summer holidays and sea side holidays
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» Excellent destination for winter holiday, ski haig
» Friendly people, hospitability

» Similar mentality and language

* Proximity, easy access

Sea side holiday is the most related to Bulgari@ed by winter sports holiday,
ski holidays. Bulgarian are perceived as warm habf@ people of similar language and
mentality. Feelings for our country are positiveountry where you have a good time) and
the values associated with it are related to theasprogress and development”. The colors
and images associated with Bulgaria are mostlye@l® the sea (brown) and nature (green).

Though there are also some deficits and probleriatimg to the image. The
Serbian tourists indicate some of them (8, p. 164):

« Unattractive sea, sea water (isn’t so “clean ane bas that of Mediterranean sea).
» ltis not safe, negative behaviour of border cdrara police.

* Negative prejudices from past time (for e.g. lovsandards of quality and
services).

To remove deficits of image (negative prejudicespaét times, quality of sea
water, problems with safety), it is necessary te tise strategy for improving and
expanding of the image. This strategy is directed o increasing the information about
offering of holidays with winter sports in Bulgaridaving in mind that some measures for
communication and promotions could be suded inramexpand the image mostly related
to holidays with winter sports and building thefma&Bulgaria”.

As about 70 % of Serbian citizens that are inteces visit Bulgaria, use Internet,
the internet page of Bulgarian national tourist adstration is an ideal instrument for
communication and promotion of Bulgaria on Serbraarket. It should be in Serbian
language and to include the whole important infdromaabout what is offered by Bulgaria
accomplished with excellent pictures and videosclmd should be well structured with
easy navigation. The page should include also pptior links with social media, which
should help to generate viral marketing, whichtie wvariant “word of mouth” in 21
century. The quality information, submitted via dmiet can remove the need of
“structured” tourist office on the Serbia marketdaaso to eliminate the need of some
expensive printed information materials.

Because of the need of improving of Bulgarian imagehe Serbian market, it is
very important to conduct an image campaign dickttethe users. It is recommendable to
use advertising means such as additional pageaduadtisements in catalogues of touristic
operators (basically in printed version), Interadiertising, for example campaigns with
key words in search engines that are used by Seditizens, banner advertisements, for
example internet pages of tourist operators, taageertisements in Facebook etc., as the
advertisements in magazines (it should be congideithin the general marketing budget).

4. Conclusion
As a conclusion it is needed to be underlined thatresearch of the markets,

segmentation and the choice of target markets, stibgnof needed profiled information
about tourist, tourist consumption management tjinomanagement of tourist flows and
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creating of variable individualized tourist prodsicare very important for developing of
sustainable, quality tourism in the country.

In the process of successfully creating a positivage of a tourist destination may

be useful following tools:

10.

11.

* The motto and the accepted values that have catgdbmightily to reinforce
positive perceptions of tourism destination;

» Generalized messages and guidelines for developofetaturist destination and
the mission, which should find a public domain;

» The logo or characters involved in visual promadiotools to advertise the tourist
destination (leaflets, brochures, albums, videostqrs);

» Different events or events occurring in regions af tourist destination
The position tourist destination amongst other isdiareas worldwide, including
specific aspects in which it differs from them.
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IMIDZ KAO ELEMENT MARKETINGA
NACIONALNOG TURIZMA

Rezime: Konkretan zadatak marketinga nacionalnog turizemadg uvéa
efikasnost i uticaj nacionalnih marketing aktiviodtZiSne informacije i
transparentnost, kako bi se pomoglo u diverzifikdaristickih proizvoda i
trziSta i odrzivi razvoj turizma u Bugarskoj. Jedath najzndajnijih izazova
marketinga nacionalnog turizma je potreba za gijatm efikasnog
pozicioniranja destinacije. Da bi bila uspeSno mweisana na ciljnim trzistima,
destinacija mora da se razlikuje od konkurendijgazitivno pozicionirana u
glavama potro8a. Kljutna komponenta procesa pozicioniranja je kreiranje i
upravljanje prepoznatljivim i privimim destinacijama ili imidzom. Cilj ovog
rada je da predstavi sliku Bugarske kao tukstidestinacije, Sto je od k{jonog
zna&aja za razvoj marketinga nacionalnog turizma.

Klju éne reti: marketing nacionalnog turizma, imidz destinacitategija
efikasnog pozicioniranja destinacije



