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HQEFACE

I have been keeping myself informed about everything which is going on around the initiative of
National Unity' TrS | & dzNB G KS . dzvérsinddilundérstbo8 atdbufi themp®ijéct about a year

and a half agolt provoked my professional interest not only because it is situated in my home country,
but also due to its modern architectural design and cultural significance. Since | was following the
development of the initiative, | noticed that nobody was reahlynking in depth of the future tourism
product which would occur in case the project is realized. This is how my wish to participate and
contribute to its development was born. Moreover, the courses at NHTV which were related to product
development have alays been of special interest to me and | would like to gain experience in this field.
In my opinion, involving myself in tigeuthopolisproject is a great opportunity to learn more at this
subject and put it into practice. Working on an actual projecttivated me to the utmost and even
though the process was not easy, | put all my will, efforts and responsibility in it. Furthermore, | feel
obligation towards my home country and would like to commit my final Bachelor study work to
enhancing the tourismeduct of Bulgaria. | also realize thatSéuthopolidegins operation according

to the proposition for tourism product development which | have written, this would be a big first step
in building my career as a tourism consultant. Wholeheartedly, | anshbelieve that | willvithess how
Seuthopolisvelcomesits guestdn the near future.

Aneliya Taneva
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E(ECUTIVE SUMMARY

The purism industry is the fastest growing oone a global level. Respectively, ibise of the
most developing business@s Bulgari@ O2y G NA O dziAy 3 y20G 2yf & oifbats 6 KS 02
popularity as a tourismRS&GA Y GA2YyY AYGSNYylFdAz2ylrfted . dzf 3 NRA I
development and improvement in the recent years of capitalist economy and glatiahzHowever, it
NEYFAya l[dzZAdS aAYLIAaGdAO RdzS G2 GKS YvYzaidte olaao
GKS SEOStftSyil O2yRAlGAZ2YAa Ay (GKS O2dzyiNE F2NJ OdzA Gd
this branch (George Prohasky Ph.D., 2005)

The ancient Thracian city of Seuthopolis, which is the major subject of this paper, is situated in the heart
of Thraciag one of the recently definedourist regions by the State Agency for Tourism in Bulgaria. This

is namely the Valley of the Thracian Kin§euthopolis is the most famous underwater archaeological
site in Bulgariagsituated on the bottom of the Koprinka dam. It was found by the Taraailer Seuthes

Ill in 323 B.C. and became the capital of the Odrysian Kingdbmbest developed Thracian city. After

its discovery and research in 194854, it was sunk by the waters of the artificial lake due to the
impudent attitudeof that time rding communist systertowards the unique cultural heritage.

Architect ¢ A f B\@8E®@ project to rediscover the unknown secrets of Seuthopolis holds a great
potential to reveal vast significant knowledge about Thracia and to create a unique tourism prdduct
suggests the possibility to uncover, preserve and patrtially reconstruct the city while making it publicly
accessiblé Yy arheladeiént dty is taken back from the water through a circular dam wall, resembling

a well on the bottom of which, as onstage, is presented the historical epic of Seuthopolls C2 NJ G K S
management of the Seuthopolis project is responsible the Bulgarian NGO, Nationatniy® | & dzZNB i K
. dzf 3 NR | yiwhd h&sNdsigriedtiie@uthor of this work to develop a tourism proghizh would

GdzNY | NOKAGSOGO ¢Af S@yamdiNduesSafractioh.y 62 +y AYGSNYFGAz2

The overall goal of this paper is to: Heélational Unity"Treasure the Bulgarian Heritagefi the
preservation and development of the Bulgarian cultural, histd and social valuesvhile developing a
well-planned and (inter)nationally competitive tourism product for the S dzii K @djget tThe debult

is a proposition for the development of the tourism product of Seuthopolis in the context of the natural
and cultural assets of the Valle of the Thracian Kimgsorder to complete this paper, the following
research questions had to be answered throughout the working process:

1. Do Bulgaria and the Valley of the Thracian Kings in particular have potentialttoactdurism
development?

Which are the desired target markets? What are their needs and preferences?

Who would be the main competitors of Seuthopolis?

What do the potential clients expect from Seuthopolis?

What should be done to make visiting Seuthopalimemorable experience?

What are the unique selling points of the Seuthopolis tourism product?

What conclusions and recommendatioios further development can be given?

No akwh
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The thorough analysis of the cultural tourism potential of Bulgaria and the Valley of the Thracian Kings
indicates a clear superiority of cultural tourism demand to supply of such products in the country. This

issue is obvious: starting from the major pighinstitutionsexercising power over the development of

cultural tourismg the Ministry of Culture and the State Agency for Tourism, seeing the development

level of the common and tourist infrastructure in the Valley, and witnessing the need for strimugér
participation. The high visitation of Thracian cultural sites by both Bulgarian and foreign residents is a

fact despite the missing market approach and special tourism product designit &pihears that the

increasing demand for cultural tourisptoR dzOGa FNRBY | 0 NRIF R A& dfthdrididzl £ £ & ¢
businesses, and those which are mainly engaged in 4sggle tourism developments, are now

redirecting their forces towarslthis growing tourist segment.

The target market segments, which weetaken into consideration when designing the tourism product

of Seuthopolis, were chosen as a result of a detailed overview of the characteristics of the tourist flows
in Bulgaria. Accordingp the statistics on the socidemographic profile and travel bavior of foreign
tourists of the State Agency for Tourism, the most durable and reliable segments are: couples between
the age of 26 and 35; families with young children between the age of 36 and 45; and empty nesters at
the age of 56 and above. It alsedomes clear that most important foreign cultural tourist markets
come from the UK, Spain, Italy and Japan. When the same analysis approach was applied to the
domestic tourist flow, it became evident that people between the age of 26 and 46, together with
school children share the highest propensity to visit cultural sites. An interesting market segmemt whic

is of great importance to Seuthopoligrned out to be those Bulgarians who are residing abroad. A
primary research indicates thahose BulgariansJing abroad, who are ageabove 56 visit cultural

sites the most and respondents between thge of 26 to 35 and 36 to 45 are equally interested in
combining both types of tourism, but are still more interested in cultural sites in gen&radther

survey conducted in relation tolLJS2 L SQ&a SELISOGI GA2ya FTNRY (KS R
demonstrates their positive attitude, personal perceptions and specific wishes. They form one common
idea of self improvement through knowledge delivered by meansaothenticity, culturality,
interactivity, modernity and experienceship.

CNRY (GKS S@lftdad GAz2y 2F . dzf 3 NAI Q& Odzf GdzNI £ G2 dzNR 3
which is so culturally rich that if proper investment, marketing and managemempiginented, it can

outrun even the success of Greece and the potential of Tuck&ytwo major competitors. Still, these

countries, including Bulgaria, can also be good partners due to the borders and Balkan culture they
share.

The proposition for touris product of Seuthopolis demanded a deep insight into the above answers. A
OSY iGNt NRES LI @&aLYIKIA WSS BEetperan® @igh.éSHarfhg ane
common vision, concept and a theme, six attractions comprise ataiight tourism product. Their
names have been formulated in a way appealing to the potential visitors and only suggesting what a
certain attraction may be likeSeuthopolis has extremely high potential to revive the tourism in the
region. But it surely cannot exist isolation from the rest of the heritage in the Valley of the Thracian
Kings. That is why it is appropriate to forniheritage networkin the precinct in which Seuthopolis will
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play the role of a central attraction. Important natural and cultural assetshefValley have been
analyzed. In case the tourism product of Seuthopolis will be developed according to this proposition and
included in the context of a heritage network within the Valley of the Thracian Kings, it will acquire a few
Unique Selling Poiat(USPs):

A An ancient culture

A In situ exposition

A Authentic experience

A Modern presentation

A Diverse regional tourism attractions

The tourism productproposition was developed in accordance with the thorough literature review,
research and analysis conductedthis thesis, which comes to say that if it will be applied, Seuthopolis
will quite surely succeed in achieving its goal. But in order to guarantee its success, this proposed
tourism product needs to be supported by wiibught management and marketindgms. In order to
facilitate the project work,all involved institutions need to improve the coordinatiathin andamong
eachother. The Seuthopolis project should be prioritized and treated as an action from which not only
the preservation of cultural®8 NA G+ 3S gAff o0SYySFAG Ay (GKS FdzidzNB:
tourism industry and image as a wholefrastructure improvement is crucial to thdevelopment of the
project, as well. The provision of data and analysis of toarist flow by the State Agency for Tourism
shouldalso be enhancedThis heritage site must be treated with great care and attention. Preserving,
exposing and delivering it as a tourism product is a complicated process demanding responsibility by a

number of partiesvhose coordination is of vital importance for the futureSEU'[hOpO”S

In the course of completing this thesis, a variety of research techniques have been applied. Such are
meetings, consultations, interviews, surveys, observation, literature reviewadous theoretical topics

and academic studies. The commissioner of this assignmént red#stire the Bulgarian HeritaGe
contributed to the work by providing necessary information from secondary research prior to my
involvement in the project, as wadk facilitating the primary research through its public relations. A visit

to the Valley of the Thracian Kings made a big and important part of the primary research possible.
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CHAPTER ONE

INTRODUCTION
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In this first chapterbrief background and explanation of the fundamental reasons and personal
motives for the completion of this paper are given. It places the topic of the thesis in its context, states
its purpose in a clearly defined goal, followed by the main researchtignes answered throughout the
LI LISNX ¢KS (GKSaArAaQ adNHzOGdz2NBz YSGK2Ra | LILX ASR | yR
are also presented.

1. Background and project rationale

11. " Ol CAOEA80O OI OOEOI bDOiT AGAO

It would not be credible to writebout a tourism product, concerning the tourism development of a
whole region in Bulgaria, without discussing the context, in which this product would be shaped.
CKSNEFTF2NBE>: (GKS NBOSyd adraS FyR LINEINSLaderatdF GKS C
in this section.

The burism industry is the fastest growing oo@ a global level. Respectively, itoise of the most

developing businessem Bulgari@ O2y iNRodziAy3a y20G 2yfée (G2 (GKS 0O2c
popularity as a tourist @G A Yl GA2Y AYOGSNYylFGA2yFfted . dzf 3F NRAI Q:
development and improvement in the recent years of capitalist economy and globalization. However, it
remains quite simplistic due to the mostly basic types of tourism taking place tothery. The branch

is very much monatructurally developed (Assoc. Prof. Vania Kuzdova Banabakova, 2007)
LINSBR2YAYIlyGfe FlrY2dza F2NJ aSI FyR Y2dzyilAy NBONSBL!
tourism suffers geatly from the seasonality of its product and the-ialtlusive cheap packages offered.

Asthed! yydzr £ wSLERNI 2y (GKS [/ 2YyRAGAZY HIORR 5 HERSIAZTLIVES )
alternative perspective types of tourism that could offer momgportunities for attracting richer tourists

are weakly developeéd(George Prohasky Ph.D., 200H)also admits that the specialized forms of

tourism in the country like rural and adventure tourism have improved significaBlythe report also

Ot SINITe adrliéSa GKFIG RSaALMAGS GKS aSEOSttSyid O2yRA
progress has been achieved in this branch.

Just recently the Bulgarian State Agency for Tourism (SAT) has developed a plapdodirg to one

of the objectives in the National Strategy for Sustainable Tourism Development) for creatarglsev
tourist regions which dividéi KS g K2t S O2dzy i NE Ay {2 ( SINNRelEdR I £ Of
and entrepreneurial initiativesvithin in the boundaries of greater regional destinations in order to
overcome the existing problems of localized tourism product development and limited resource for
development of the SMEs and local communities and to improve the marketing actitgliya
Krushkova, 29 May, 20Q8Thus, Bulgaria can also be presented as an aggregate consisting of eight
tourist regions (destinations within the country), each of which is specific, has its own image, unique
resources and podsilities for various types of tourism. They will be developed and marketed as
separate tourism products which would serve bettervarious tourist market segments. One of these
territorial clusters is namely the Thracian region (Thracia) in Central Bulggypendix 1, figurel).
According to the same plan, the main specialized type of tourism which would be best suitable to this
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cluster is the culturat educational one. SPA, balneamd wellness tourism, wine tourism, rural tourism

and festivals are potad out as additional to the main tourism product for the region. The ancient
Thracian city of Seuthopolis, which is the major subject of this paper, is situated in the heart of this
tourist cluster. This is namely the Valley of the Thracian Kings. A medimap of the territorial tourism
clusters of SAT and the lands of present Bulgaria in ancient times is provided in appendix 1, figure 2. It
locates Seuthopolis and the Valley of the Thracian Kings. The following section clarifies the nature and
signifi@ance of this Thracian cultural heritage.

1.2.  Seuthopolis z the city

Seuthopolis is the most famous underwater archaeological site in Bulgarisithe only completely
studied Thracian city in the country.i#t not only unique as an archaeological anddristl site, but it is
Ffaz2 | -KAMBS& dNBYy i AyAy3d @Fad ({yz26f SRIShekitg@dzi G KS
the Thracian king Seuthdd, and the capital of the ancientat of Odrysia, (end of IV 8C.) was
discovered and explored ih948 - 1954 duringthe construction of the Koprirk dam near Kazanlak,
Central Bulgaria. Seuthopolis was thoroughly studied photographedbefore it was sunk byhe
waters of the Koprinka daneuthopolis was t;ded by the Thracian ruler SeuthBkinthe heart of
Kazanlak region in 323 B.C. The city quickly dpedlianto a political, economiand cultural centeiof
the Thracian state. Wasi KS O LJA { Isthte uht# 279 B@zi K S & Q
The archaeological eavations revealed that the toweconsisted dafortified settlement on an area of 5
hectares and seral suburbs. It was builbver the ruins of an older palace complex and a Thracian
settlement.Some of the numerous archaeological monuments wehe palacetemple complex, the
temple of Dionysusand the Temple of the great Thracian godibe incredible scale of the construction
of Seuthopolish & GSAGAY2Yy ALt (2 (K SapiGl@edyit political significhikca for2 ¥ { S«
the region. According to th opinion ofarchaeologists, in théown planning of Seuthopolis stand out
principles of the Greek tyi of the same era, but ihad mary specifics, which made the towdifferent
than the other ones in Thraci#ts vivid economi@and cultural relationswith the great urban ceters in
the Greek wrld and its highly developeiddigenous crafts made Seuthopolis the mosh#igant center
of Thracia Many elements of the Greek culture can beioed, but Seuthopolis retains a number of
special features, distinctive for the Thracian cultuBautheslll was the Thracian ruler who started
producing Thracian coinage. During the research of Seuthopolis were discovered 2000 eualimshof
800 have the face of Seuthékhe archaeologists also discovered many luxurious Greek ceramic vessels,
jewels, fragmats of stone statues, amphorae and other precious artifacts.

The above information has been adopted from the website of t8euthopolis"National Initiative
(http://sevtopolis.suhranibularskoto.org/en_obekt.phpby National UnityNU)W ¢ NS | & dzZNB G KS . dz
I S NA.{Thigi§ @nogovernmental organization, which, in cooperation witht A £ S@ O KA G SO
undertaken the initiative and responsibility to manage the only project, whidpgses rediscovery of

the city of Seuthopolis. This project is briefly presented in the following section 1.3.



http://sevtopolis.suhranibulgarskoto.org/en_obekt.php
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1.3.  Seuthopolis 7z the project

Architect ¢ A f SPQa LINRB2SO0 (2 NBRAAO2OSNI GKS dzylyz26y
reveal vast significant knowledge about Thracia and to create a unigue tourism prédect.ding to
architect Tilev one of most prominent architects in Bulgaria

The project for exhibiting Seuthopolis suggests the possibility to uncover, preserve and
partially reconstruct the city while making it publicly accessititeough the project the
exceptional historical, educational, cultural and touristic value oftffegolis is realized

in a unique architectural structure in the natural environment. The ancient city is taken
back from the water through a circular dam wall, resembling a well on the bottom of
which, as on a stage, is presented the historical epic ah&eolis. Approaching the
surrounding ring by boat from the shore Seuthopolis is completely hidden for the eye.
But the view from the wall is breathtaking with its scale, comprehensiveness and
unique point of view; from the boundary between past and gmesThe possibility to see

the city from the height of 20 meters allows the perception of its entigetgn
exceptional possibility for excavations of such a scale. The movement with the
panoramic elevators providing access to the ground level furtheichas this
impression.

(http://sevtopolis.suhranibulgarskoto.org/en_proekt.php

For a more detailed description of the project and picture material, please refer to appendix 2,
presenting the project information bookletaf ¢ A £ S@ | NOKAG1SOGa¢ @

As mentioned earlier, for the management of the Seuthopolis project is responsible theiduly&30,
National Unityd ¢ NB I & dzNB (1 KS & MainBoaNBbf lthg ordadizstfori dre3He freservation
and development of the Bulgarian cultural, historical and social valaed,the integration and
development of the European values inBulgaft& | OGAGAGASE 2F bl A2y f
I S NR iare Bridfated towards the participation and involvement of young people in campaigns,
programs and initiatives at local, national and international leVéke organisation partners sucsédgly

with  many Bulgarian and foreign governmental and negovernmental organizatiords
(http://www.sevtopolis.info/).

It has launched thé{ S dzii K 2lnitiatieitdingake this project a national campaign and tapplarize it

2y Iy AYGSNYridAzylt tS80Sto LGa FAY Aa G2 aidl 18

Ay 2 0dKS 0 NB I & dzNB K2dza$s 27 adKS
(http://www. suhranibulgarskoto.org/bg_initiatives.php

as

y A

o |

It 2
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2. Problem analysis and purpose of study

2.1. Problem analysis

After having researched the published information about the city of Seuthes and the national
initiative dedicated totj prior to the beginningvork on this paper, | realized that nothing has been
done and written on this subject so faNational Unity "Treasure the Bulgarian Heritage$
successfully working on creating public awareness and supportnibidern architectural project
design is thes, together with some ideas for tourist services and facilities,thattourism product

has not been developed yet. That is why | contadtexlUnity, responsible for the management of

the project,to make sure that my conclusion is correct and to ofteerh my help in this activity.
After exchanging some information, it became clear that National Unity is looking for someone to
help them with exactly what | had noticed was missing in the project planning. We both agreed that
in order to complete this wWesounding project, the tourism product of Seuthopolis nbastery well
discussed and designéd advance. When doing s6 KS NBIA 2y Qa LRGSYGALf F2N
(discussed in chapter Threeust be taken intcconsideration.As a result of our talk, National

Unity Wreasure the Bulgarian Heritagbecame my commissioner araksigned me to develophe
tourism productof the abovedescribed project under the following title:

Tourism Product Development:
Rediscovering the Ancient Thracian GitlySeuthopolis
in the context of the natural and cultural assets of
the Valley of the Thracian Kings in Central Bulgaria
for National Unity "Treasure the Bulgarian Heritage"
dzy RS NJ (G KS NafiofaltiittavéJ2 £ A & Q

Seuthopoliscould play the role of a g NI € F GGNF QliA2yTX SKAOK g2dzdZ R 02y
development. The project could bring together the main natural and cultural attractiortseafeigion in

order to create coperation among them, and not compete with them. In this way, th&ueness of

the site and the fact that it will be taken back from the waters of Koprinka dam would not cast a shadow

above the rest of the places of interest in the region. Moreover, it would help the region develop
economically through tourism by estaltling partnerships with various stakeholders. In addition, such a
YySGig2N] 62ddZ R RN} g FdaGdSyadAz2y |yR ONBFGS LlzmtAO I
also boost the comizy A 1 A S& Q LINJ dp&ation ¢n&y/aldo chahgg Re apifion Gatitude of

those who do not believe in the success and/or value of the project due to competitive reasons. The
project already has many supporters, but also a few detractsrgentists who work on other Thracian

sites in Bulgaria, seeing a problem ie tinega potential of th&euthopoliproject.
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2.2.  Thesis goal

The overall goal of this paper is to: Hdlational Unity"Treasure the Bulgarian Heritagefi the
preservation and development of the Bulgarian cultural, historical and social yaunde designing a
well-planned and (inter)nationally competitive tourism product for thg S dzii K@djgett A & ¢

The expected result is a proposition for the development of the tourism product of Seuthopolis in the
context of the natural and cultural assetsthie Valle of the Thracian Kings. Such a proposition would
increase the chance of this significant heritage site to become an (inter)nationally recognized tourist
attraction. Resulting from this would be the improvement of the tourism product of Bulgasand®le

due to the cultural importance and uniqueness of Seuthopolis.

5dzS (2 GKS O2YLX SEAGe |yR @2ftdzyrS 2F GKS LINR2SOG=
dzE AENREFY |ISNARGFIASQ FyR AlGa I dzi K2 NJ Oltohd todrigm G KS O7
product of Seuthopolis should be dealt with in a separategpap

3. Research questions

In order to make the present paper complete, the following research questions will have to be answered
throughout the subsequent chapters:

1. Do Bulgaria anthe Valley of the Thracian Kings in particular have potential for cultural tourism
development?

Which are the desired target markets? What are their needs and preferences?

Who would be the main competitors of Seuthopolis?

What do the potential clients exget from Seuthopolis?

What should be done to make visiting Seuthopolis a memorable experience?

What are the unique selling points of the Seuthopolis tourism product?

What conclusions and recommendaticios further development can be given?

No MDD

4. Report organiz ation

The report is organized according to the above research questions. The second chapter of the thesis
summarizes the theory and good examples utilized in the course of work. Chapter Three analyses the
cultural tourism context in which the future touris product of Seuthopolis will be placed. Further on,

the cultural tourism potential othe Valley of the Thracialings is thoroughly examined, including the
expectations of potential clients from Seuthopol@hapter Four comprises the proposition for tsm

product development of Seuthopolis and its unique selling pointshe final fifth chapter conclusions
andrecommendationsre provided.
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5. Methodology

In order toanswer the research questions from section 3, relevant academic literature and reports on
tourism product development havieeen reviewed. A variety of resedrtechniques have been applied
such as meetings, consultations, interviews, surveys, obseryatiterature review on various
theoretical topicsand academic studiesThe commissioar of this assignment NU Wréasure the
Bulgarian Heritag@¢ has provided me with all necessary and available information from secondary
research prior to my involvenm in the project. Moreover, they helpethe with conducting the primary
research which | had planned in advance. For this purpbaedtakeninterviews and surveylated to

the market analysisA visit to the Valley of the Thracian Kings made a biggfahe primary research
possiblel have also performed an extensive desk research on the following topics:

Cutural tourismin Europe and Bulgariasupply and demand
Tourism product development

Tourism supply and demarad the Valley of the Thracianngjs
Direct competitors analyster Seuthopolis

> > > >
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CHAPTER TWO

LITERATURE REVIEW
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Chapter Two presents a theoretical overview of the main questions raised in this paper. It defines
essential terms and discusses important processes within the toumsiustry, which are directly
related to the assignment of the thesis. In Chapter One it has already become clear that Seuthopolis is a
unique ancient city with very high cultural significance. Moreover, the proposed project for
rediscovering the archaedjical site holds a great potential for turning Seuthopolis into a central tourist
attraction and develop the tourism in its region. The natural assets of the area will also be taken into
consideration due to their abundance and quality, but the project bagizes the cultural aspect of its
future tourism product. That is why this chapter begins with the concept of cultural tourism.

1. Cultural tourism
1.1.  Defining cultural tourism

It is not necessary to explain how complex the taourismis by itself. Experience has shown that no

single opinion can be formulated and the reason for this is the variety of activities and experiences
involved in the act of tourism, confirmed by McKercher and Cros (2602)K SNBX | NB I f Y2 &
definitons2 NJ @F NAF GA2ya 2F RSFAYAGA2ya 2F (e dadeNI £ G 2
studied a number of definitions, which have been placed into four categotasism derived,
motivational, experiential, and operational.

According to the first ategory of tourisraderived definitions, cultural tourism i€ I & LJISOAF £ Ay
tourism, where culture forms the basis of either attracting tourists or motivating people to travel
6alOLyiz2a0K IyR D2Sf RY S NA pudklpmdivatietallsidfidn istherape given LI ™M b d
by UNWTO, which positions cultural tourism asy2 gSyYSyida 2F LISNaA2ya Saas
motivations such as study tours, performing arts and cultural tours, travel to festivals and other events,

visit to sites and monumers (i NI} @St (2 &addzRe Yyl GdzNBEbF2h] wehNB Y2 bl
The experiential definition is of special interest to the subject of this paper, because it is directly related

to the development of tourism products or experience creation. Adicg to McKercher and Cros:

G/ dzf GdzNF £ G2dzNRAaY Aa fa2 Ly SELSNASYGALt | OGA
and aspirational element. As a minimum, cultural tourism involves experiencing or
having contact of differing intensity with the gpuie social fabric, and special character

of places (TC 1991; Blackwell 1997, Schweitzer 1999). It is also hoped that by
experiencing culture, the tourist will become educated as well as entertained (VICNET
1996), will have a chance to learn about the comityu(IDCCA 1997), or will have an
opportunity to learn something about the significance of a place and its associations
with the local community, its heritage, and a cultural or natural landscape (AHC and TCA
1999). Some people even liken cultural touritma quest or search for greater
understanding (Bachleitner and Zins 1999; Hannabus 1999). These people suggest that
by leading the observer into a cultural past, cultural tourism can help them see the
LINBaSyd FNBY || RAFFSNBY(d OASGLRAY(H ®E
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Operational dehitions are most often used because they can be found within the other definition
categories. They clarify the purpose of a trip, characterizing it by participation in a very wide range of
activities and experiences.

Richards (1996, p.21) states that tmm can be defined either conceptually, or technically (Smith,
1988). Therefore, cultural tourism can also be seen through these two perspectives. After conducting a
Cultural Tourism Research in 1991, the European Association for Tourism and Leisutierfc(ATRAS)
formulates the following two definitions for cultural tourism:

Conceptual Definition
"The movement of persons to cultural attractions away from their normal place of residence, with the
intention to gather new information and experiences atisfy their cultural needs"

Technical Definition
"All movements of persons to specific cultural attractions, such as heritage sites, artistic and cultural
manifestations, arts and drama outside their normal place of residence".

In order to remain cretile and tolerant in the tourism product development of Seuthopolis, both
meanings of cultural tourism will be taken into account further on. They are also related to the existing
types of cultural tourists, which will be discussed later in this section.

Richards also provides a list of types of cultural sites and attractions, which exert a pull force on the
tourist (ECTARC, 1989):

archaeological sites and museums

architecture (ruins, famous buildings, whole towns)
art, sculpture, crafts, galleriefestivals, events
music and dance (classical, folk, contemporary)
drama (theatre, films, dramatists)

language and literature study, tours, events
religious festivals, pilgrimages

complete (folk or primitive) cultures and suiltures

> > >y > D>

From the above listrad the project background information on Seuthopolis, given in Chapter One of the

thesis, it can be concluded that the first two types of attractions will be inevitably present at the site.

According toMcKercher andCroséO dzf G dzNJ f (0 2 dzNding Mdeks areJAlBoghidunitydlofa o dzA €
Y6IEGA2y Qa Odz ( dzNIAty OS NeRy(SH 35T | (BkaASE AR 2 S O0G Qa | AYa
important heritage asset, it would be correct to also see whatitage stands for.& L / h a h { omMmdphd!
defines heritage as @road concept that includes tangible assets, such as natural and cultural
environments, encompassing landscapes, historic places, sites, and built environments, as well as
intangible assets, such as collections, past and continuing cultural practicesleétgewand living

S E LIS NA(Rok@cer & Cros, 2002%till, it is important to note that there is a vast difference
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between a cultural asset and a cultural tourism product. This topic will be discussed laterdnatpisr,
when the tourism product will be defined. But before making the important step towards product
development, the tourism potential of the region must be assessed.

1.2.  Assessingtourism potential

Prior to the project proposition by architect Tilev, baeologists, scientists and other specialists have
researched the state of the ancient Thracian city of Seuthopolis, in order to assess the value of the asset.

From the fact that the Seuthopolis project is going on, it becomes evident that the researshdvas a

L2 AAGADS NBadzZ 6 IAGAYT (GKS AYyAGAFGAGS | a32¢é d C:
FaasSaa AGa LROGSYGOGALFLf® {GAfTEX AYy [/ KIFLIISNI ¢KNBS ||
region is conducted, emphasizing itscultural aspect

CANRG 2F FfftX Ay 2NRSNI (G2 o6S [o6fS G2 laasSaa GKS 0
must be taken into consideration. Cooper and Hall (2008) define the tourism resource as the
oacomponent of the environmerfphysical or social) which either attracts the tourist and/or provides the
infrastructure necessary for the tourist experience (Hall 2007:84) CdzNII KSNJ 2y (KSe& ARSYy
resources which need to be present in order to attract a tourist to dimigison:

A Resources in the form of physical and cultural attractions to induce people to visit.

A Resources in the form of facilities and services, including human resources, that enable them to
stay at the destination.

A Resources in the form of infrastructiand services that makes the destination accessible as
well as the various attractions, facilities and services within the destinations accessible.

A Information provision so the consumer actually knows about the destination and its resources.
(Cooper & Hall, 2008)

There are a plenty of methods and audits published on the assessment of tourism potentied.case

of the Valley of the Thracian Kings in Central Bulgtéa9 dzNB LISy / 2 Y YA & a4 123 XQa3 3 dzA
Natural andCultural Heritage for the Development of Sustainable Tourism irirAiditional Tourism
Destinations! a4 Saa Ay 3 ¢ 2 ¢ENdpaar Cannisstoyl, 2002, p-88) will be applied The

guidelines have been developed especially for European destisatind concerngt LINRA Y NA £ & € S A
rather than business tourism and focuses on rural areas rather than on urban or already popular coastal
2NJ Y2dzy Gl Aly thilN&dse MByifié dery well the NB bittafion and level of tourism
development. Moreoer, they are very well structured and therefore will lead the thesis towards clear

results. According to the European Commission, in order to verify if tourism development can be
justified, the supply and demand of tourism must be analyzed in déifHilisshould bedone over a
geographically or socially distinguishable area and not necessacdtprding to administrative
boundariest (EUCommission, 2002Due to the fact that The Valley of the Thracian Kings is located in

severd administrative districts, it will be analyzed as one precinct which is not related to the
administrative units of the countryin the thesis this will be done in a structure borrowed from the
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abovementioned guidelines. The following issues will be aber®d in this situation analysis tfie
Valley of the Thracian Kings:

Tourismsupply
Natural features Tourism demand

Cultural features Use of existing resources
Area as a whole Current and potential markets
Stakeholders Target market segments
Infrastructure Competitors

Legal and policy context

PP I A P P2
v By P P

For a more detadd list of the situation analysis contents, please refer to appendix 3. After completing
the research, all features will be given one of three possible levels of tourism interest, defined in the
guidelines as:

A strong tourism interest, strong enough to incjpeople to come to the area

A moderate tourism interest, which can complement the primary attractions and diversify the
offer

A little or no tourism interest

1.3. The cultural tourist

In order to complete the picture of cultural tourism, two very important questions must be answered:
who is the so called cultural tourist; and what does the cultural tourist want.

1.3.1. Who is the cultural tourist?

McKercher and Cros (2002) have analyzedi$isise and offer an extensive overview of various sources.

' O0O2NRAY 3 (2 (KSA NI The2PdRnership betwéedzNdulism angl €aNiiral Meetag

alb yI3sSySyidé¢ I ACeamiiodeNdhé visiis2admbidied Gultural or heritage attraction, a
museum, art gallery, historic site, goes on a cultural or heritage tour, attends a festival, sees a live
performance, or participates in some other defined activity at some point during their trip, regardless of
GKS NBIFazy T2N OA(MdKardhet R Cipgk 2002Sthis] defihitian AiRig €learly
noticeable how unimportant the original purpose of the trip is, in order to classify someone as a cultural
tourist. But there must be made a differentiation among cultumalrists, because in this case a visit to
any of the abover SY i A2y SR T GGNFXOGA2y & R2Sa y20 alLISOATe

i K

LJdzN1LI2 8 ST aOYSNOKSNI I yR / NR& KI @ $asedRrbtyelmpditarsdof T A S

cultut £ G2dzZNAEAY Ay GKS 2@0SNIff RSOAAA2Y . The ar®A aAd

presented in figure 2.1.where the horizontal axis shows how important the cultural element of the
destination is in the decisiemaking process, and the verticaxis represents the depth of experience
sought. The importance of cultural tourism may vary from low to high and the experience spinght
shallow to deep.
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Depending on their positions on the axes, these two dimensions formulate five existing typatucdl
tourists, who are defined as follows:

A Purposeful cultural tourist g A Cultural Tourist Typology
cultural tourism is the primary Deep
motive for visiting a destination, A | Serendipitous cultural tourist | Purposeful cultural tourist

and the individual has a deep
cultural experience.
A Sightseeing cultural touristg ,

. . . Experience
cultural tourism is a primarpr  goqnt
major reason for ViSiting a Incidental Casual Sightseeing
destination, but the experience is cultural tourist cultural tourist cultural tourist
more shallow.

A Serendipitous cultural tourist a A/
tourist who does not travel for Shallow
cultural tourism reasons, but

Low < » High
who, after participating, ends up Importance of cultural tourism in the
. . decision to visit a destination
having a cultural tourism _
. Figure 2.1. Cultural tourist typology; McKercher & Cros, p.1
experience.

A Casual cultural tourist cultural tourism is a weak motive for visiting a destination, and the
resultant experience is shallow.

A Incidental cultural touristc this tourist does not travel forcultural tourism reasons but
nonetheless participates in some activities and has shallow experigiwesercher & Cros,
2002)

They can be found simultaneously at the same destination. Still, the numbers of each type dafl cultur
G2dzNRAadGa FtdzOddz2r &S | O0O2NRAY3I (2 GKS RSadAylraAz2yQa
note a tendency towards larger amounts of cultural tourists as a whole at popular cultural or heritage
destinations, especially from the purpsfsil, sightseeing rad casual types. The pictureomewhat

changes at lesknown destinations, which appeal to either the purposeful cultural tourist, or the
opposite ¢ to the types with weaker cultural motives and shallower experience than the sightseeing
GAaAG2NID aOYSNDKSNJI I yR / NZ tensitly & 2xpeFiengeRandlthe &fary y S O G A
required by the individual to gain satisfactory experiéende ¢ Kdza >~ F2NJ Ayadl yOS:
tourists are more likely to be found in museums amd galleries than the other types; and other

cultural attractions offering more entertainment and freedom are attractive to those seeking shallower
SELISNASYOSo L A& Fftaz ¢g2NIK y2idAy3 GKIFIG GKS £ NJ
and the local culture, the bigger the chance to attract purposeful cultural tourists. The opposite, though,

counts for the domestic visitors, whose intensity of experience grows with the similarity of national or

cultural core values. It is understandalbhet all tourists to a destination bear different reasons in mind

and pursue different experiencét is interesting to point out a few facts, which would close up the
jdzSatdAz2y G2K2 Aa GKS Odz GdzNI £ G2 dzNR & e, care wella S NDK
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educated and spend more than the mass tourist. The length of their stay is longer and they participate in

more activities while at the destination (Richards 1996b). Dickinson (1996) and Sugaya and Brooks
(1999) claim that aging baby boomer®ldh the highest potential to visit many cultural tourism

FGGNI QGA2yad [26SYydaKEFft 6 wmdpy @ pedply Rge, 3heyObedoyigirofe O M o
interested in their cultural roots, in things historic, and in developing a greater understanding of the

LI &G X @fikySnarRe@aéhitN3eniors are felt to hold the greatest potential for growth in cultural
G2dzNA alYé AAYAT I NI O2NNBfFGA2y Aa T2 dzy Rwillioghe8sstS§ Sy |
participate in cultural tourism. The higher the levlo SRdzOI G A2 Yy ZREXKBENE NH2 (1 S8 KNI €
alternative lifestyle and to experience different thia@@elcKercher & Cros, 20Q2)

Ly GKS O2yGSEG 2F GKS NBftlIGA2y 06SG6SSypridtaSte LI SQa
mention the thirteen truths about travel behavior of baby boomers according toAlsociation of
Travel Marketing ExecutivéaATMEwww.atme.org. Baby boomers:

>

consider travel a necessity, not a luxury
have traveled more than their predecessors
see themselves as forever young

want to have fun

demand immediate gratification

are not passive

think they are special

like creature comforts

are time deprived

will pay for luxury, expertise and convenience
are skepticabf institutions and individuals
like to associate with people like themselves
are not homogenougRoss, 2008)

p SN S S SN SN S S S S S

The Mintel International Group Ltd reported a research on cultural tourists conducted by ATLAS in 2002,
which pointsout the following characteristics:

A Not all visitors to cultural sites are touristsabout 36% of the respondents were locals and less
than 36% were foreigners, which leads to the conclusion that the domestic market is of vital
importance.

Most cultural burists fall in the age group of &9
They are generally better educated,

Are experienced travelers

Seek quality products

They are environmentally and socially concerned
Often take holidays outside the peak season

> > > > > D>


http://www.atme.org/
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G¢CKS Hnnu ! ¢[!{ MBnae peddlre AlfeilyiinNditant ségikaentiof
the total audience. The single largest age group is in the®8fge group, and almost
40% of visitors are under 30. The report points out, "The youth market is important for
cultural tourism not only becaugeeople visit cultural attractions when they are young
(and many use youth discount cards to do so0), but also because the cultural experiences
they have in their youth may influence their future tourism behaasowell."

(Mintel, 2004)

1.3.2. What does the cultural tourist want

In order to make sure a tourism product is developed according to the needs of its (potential) visitor, the
market for this product must be welksearched. In the following paragraph an overview afso
common features of the cultural tourist are presented.

The first and probably most surprising one is the need for controlled experiéhMesercher & Cros,

2002) No matter how much people nowadays strive for independencythefr perceptions, the

dzy RSYIl yRAY 3 LINB a Sy aéasylichrduynptithy R Ti KISKNSS FI2aNE6S Ga K+ LILIS Y &
importance. The reason for this unexpected tendency is that entertainment and recreation in most

cases play a central role while havimdpreak. Thus, for instance, the casual cultural tourist do not like

G2 0SS SRdzOFIGSR ¢KAES G GKS RSaGAY!l (A2 yiégreesok SNB I &
challengg ® ! y2 G KSNJ A YLR NEreoypical Mfage lofdiiéTBlestnation i K EA GK KI a 06 &
F2NY¥YSR AY (KS QGAAA02NBQ YAYR LINR2NJ (2n dhg Sspdild I NNR @
This means that many of the tourists remain ignorant to the asset and its meaning and presentation. But

what impresses them isthecar a0 06 S0 6SSy GKS FyOASyd LI ad FyR (2
fSraldx gAGySaaray3ad aldziKSyadAOAGee YIF1Sa GKS Odz  dzn
Unsurprisingly though, the destination does not have to present the assetfmlitgealistic form. This
NBflFGSa G2 LIS2LX SQa S a Ofrohditheit even@i&y | ifd matteds. drk drderSto 6 S A y 3
Of F NATe (GKA&A LRAAGAR2YS GKS AaadzsS 2F al dzikKSyagAaAoOAaide

¢CKS GSN)Y Gl dzi KSy A OA (i &yearsKwhith hiie madé iRverRidlativela®izroad2 NJ Y |
a OYSNOKSNI | YR thé Wikdas ofyChagsiBal GréBbnian @étymological origin and was used

initially to indicate a sense of a true, sincere, or original element in a historical cortextL yhtext 6fS O 2
KSNAGEFEAS yR aaSad S@Olfdad dAz2ys al dzZiKSYydAOAGee KI &
G 2 imKsS praduction and a greater homogeneity of material culture in the twentieth céntry G K S
preservation of heritage highlighted thegsificance of the original asset. For this reason, heritage assets

with minimum alternations were most highly valued. However, nowadays conservation practices strive

to present assets wholly and not necessarily originally. Such procedures, though, saqéddrmed

only if a detailed monitoring of the asset is conducted before and after the conservation actions. When

it comes to tourism, the issue becomes even more complex due to the commoditization of assets,
needing them to be authentic at the same timAs it was explained above, the majority of cultural
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tourists prefer an authentic experience to rough originals. A good explanation of their choice is offered
08 aOoOYSNDKS gantempdtary/ sdbRti ¥sesopast in the following ways: as a commodity
(particularly in tourism); to control, confirm, or confront present beliefs, for leisure, education, and profit,
and for articulating national pride or group identityd

In his workUnderstanding the Behaviour of Cultural Tourists: Towards a classificztibutch cultural
G2d2NARAGAQY LAFIO o0nHnny0 NBEGASsa aidzRASAE RSRAOIGSR
to travel. He reveals that due to the variation in perceptions and attitudes towards certain cultural sites

and attractions, he motives driving visitation diffesfrom person to person. Even thougtsaac finds a

common thread in their travel behavior.

| 26 SASNE Ylye G2dz2NAadGa FyR LI NledhéndeimenNI & wOdz id
rather than the avoidance of selfKIS& &4dz0 AONRA o0 S {(avdth@idl a0KSQa @
should be a steady process of knowledgeking and seifmprovement.
X
Rather than the simple aimless pleasures of ni@gdsm, the cultural tourists are those
who go about their leisure in a more sersoframeof mind. Meethan states, to be a
cultural tourist is to attempt, to go beyond idle leisuaad to return enriched with
knowledge of other places and other people even ifinvaivast 1T Ay 3é | G 2NJ O2f S
some way, the commodified essence thfeoness.

(Isaac, 2008)

Isaac (2008) has also reviewed a joint research of ATLAS and the International Student Travel

/| 2YFSRSNIGA2Y oL{¢/ 0> adraAay3a GKFEG aRAZO2OSNAyYy3
SELINBdE&dSR o0& @2dzy3 (NI @St S Ngouwhmarket iigd¥es énpoitaht fai KS 02
cultural tourism not only because people visit cultatétactions when they are young (and many use

youth discount cards to do so), but alsecause thecultural experience they have in their youth may

influence their futurdoehaviour as well (Richards, 203D

The above clearly statettends andpreferenceswill be very influential when choosing the target
markets for the tourism product of Seuthopolidn the case of these tourists, the only obstacle to
participating in cultural tourism is again the time budget. Natural wonders and physical outdoor
activitiesare often on top of the list.
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2. The Tourism Product

First of all, in order to bable to write about tourism product development, what a tourism product is
must be defined. This is no easy task since many opinions on this topic exist. This part of the chapter
reviews literature which clarifies the content of the tourism product, howisitdeveloped and
augmented. This theoretical framework would facilitate the professional development of the tourism
product of Seuthopolis further in the thesis.

2.1.  Defining the tourism product

The tourism product is a very complex notion, for the explamagdwhich, two main approaches have

0SSy F2NX¥SR (GKNRddzZAK (G(KS @SINaR® !'a RSAONAWWER o6& a
different dimensions for understanding the tourism product, one of which is the product perceived by
customers and the otles the narrower view of products taken by marketing managers of individual

tourism businesses. ¢ KS FTANEBRG RAYSyaizy LINBaSyida GKS (2dzNRa
which together make up the complete experience of the visitor. The seconddefines tourism

products as separate services, which are delivered by a variety of businesses. Due to the fact that
Seuthopolis will be viewed in the context of its region, it is impossible to take into account all present

single businesses and the seedcand goods they offeb ! & ¢ NB I &dzZNB G KS . dzf 3+ NRA |
destination management or marketing organization to be able to control all elements of a whole region

as a tourist destinationMoreover the focus will be set on Seuthopolis itself and akteaction which is

going to evolve from it. For this reason, the experience which Seuthopolis will offer to the customer is
YdzOK Y2NB AYLERNIFYyd G2 b! G¢NBFadaNBE GKS . dz 3F NALy
will probably be multiple busesses present within Seuthopolis, as well, which at this stage of the

project makes the view through the second dimension very difficult. Furthermore, the overall
occurrence of Seuthopolis is very important to be defined at the stage prior to the project
implementation.  That is why the tourism product of Seuthopolis will be developed as a single
experience and this approach is explained further in this section.

First of all, in order to clearly define the tourism product as experience, a few sentepdéisitheton &
Clarke, 2001, p. 122 shld be kept in mind

OAny individual product is composed of a series of elements or processes that combine to
alrdrate GKS ¢JzZNOKIF ASNBQ ySSRao

(Middleton & Clarke, 2001)

OAs far as tk tourist is concerned, the product covers the complete experience form the
GAYS KS t£SI@gSa K2YS (2 GKS GAYS KS NBddNya a2
F& Ly FYFE3AFY 2F GKNBS YAy 02YLRySyida 2F | ad

ayR | 0O0SaaroAtAle 2F GKS RSAGAYIGAZY QO

O

(Medlik and Middleton, 1973)
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It is important to note that the so called product conceptualization has found broad application
worldwide. The key components listed above are discussed in the following paragraph.

According to Middleton & Clarke, 2001, p.125, the first compormgiie attractions and environmeng
FNB GKS RNAGAY3I Y2U0AP0S 6KAOK AyFfdzSyoOoSa (GKS Odzaiz
into four types of attractions:

A &b I ( daiddctions: landscape, seascape, beaches, climate, flora and fauna and other
geographical features of the destination and its natural resources.

A Built attractions: buildings and tourism infrastructure including historic and modern
architecture, monuments, promenadeparks and gardens, convention centers, marinas, ski
slopes, industrial archaeology, managed visitor attractions generally, golf, specialty shops and
themed retail areas.

A Cultural attractions history and folklore, religion and art, theatre, music, dance @ther
entertainment, and museums; some of these may be developed into special events, festivals
and pageants.

A Social attractions way of life and customs of resident or host population, language and
2L NI dzy AGASE F2N) a20AFf SyO2dzy i SNE d¢

When writing abat the cultural tourism product in its regional perspective, McKercher and Qef2)(
begin with this same component and characterise it in the following way:

OAttractions are the demand generators that give the customer a reason to visit a
destination auwl, further, usually form the central theme for the visit. Ideally, they should
be experiential, unique, exciting, eoéakind encounters that appeal to the target
market (EPGC 1995). No destination can succeed abkuibreadth and depth of
attractions, first to draw the tourists and second to retain them in the region for long
periods¢

(McKercher & Cros, 2002, p. 101)

Facilities and services any destination make the stay possible. Together they make up the simpgport
element. Without them it is very likely that the customer would not be satisfied with the tourism
product. Such are:

A GAccommodation unitshotels, holiday villages, apartments, villas, campsites, caravan parks,
hostels, condominiums, farms, guesthouses

A Restaurants, bars and cafasnging from fasfood through to luxury restaurants

A Transport at the destinatiantaxis, coaches, car rental, cycle hire (and ski lifts in snow
destinations).

A Sportginterest activity ski schools, sailing schools, golf slumd spectator stadiums; centers
for pursuit of arts and crafts and nature studies.

A Retail outlets shops, travel agents, souvenirs, camping supplies.

A Otherservice6 AYF2NXNI GA2Y aSNBAOSaASX SlidZALIYSYd NByOl f
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The last key tourism product ogonent is thedestination accessibilitylt addresses directly the
transportation to the desired place and it has a public and private aspect:

A Infrastructure of roads, car parking, airports, railways, seaports, inland waterways and marinas.
Equipment size, speed and range of public transport vehicles.

Operational factorsroutes operated, frequency of services, prices charged and road tolls levied.
Government regulationghe range of regulatory corals over transport operationgMiddleton

& Clarke, 2001)

> > >

In the case of the tourism product of Seuthopolis, accessibility issues will be taken into account mainly
FNRY | LINAGFGS LRAY(G 2F OAS6 RdzS Thesariekafproach ie§ Qa & L.
been adoptedoy Gilbert (1990), who defines the tourism product in the following way:

6An amalgam of different goods and services offered as an activity experience to the
0 2 dzN@illdeit £990:20)

(Cooper & Hall, 2008, p. 27)

Coopert YR 1 I ff (K2dAKZ YIS | RApcHENSaHOPeriensell 6 58Y OB A f
Ad FTNRBY (KS @ASgLRAY tourisnT produdtsS devlazd shr’ 8nyiBeered yaR &
experiences ® { dzZOK LINP RdzOG A& o NAY 3 (K SNd DeespedalNySiésigied/for | dzi K S
GKA& LJzN1J2 aSd ¢ KESeA Y NBK FadyY I tyAadyF30 OHBARIBIRA f Y2 NBS B LMSINTY S
According to them, the need to show selfOG dzl t AT I A2y G6KAES dzy RSNIF 1 Ay3
values. As it can beoncluded from figure 2.2. below, commodities, goods and services can no longer

satisfy their needs. A product of a higher level is necessary and this comes to be the staged experience.

This is exactly the tourism product which Seuthopolis will offer.

Dvifferentiated Relevaril for
Stage

| Expericnces
S

7

| I heliver

- . Servi ‘
Competitive L relces MNeeds of

Position / Customers
—

Extract
[ Caorrermpoad ities

Unadifferentiated - Trrelevant fo

Muarket Prerisn

Pricing

Figure 2.2.Welcome to te Experieme Economy, Pine & Gilmore, 1998
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LG ¢62df R 0SS y26 FLILINBLNRFGS (G2 &1 édctus wheya SELISN
company intentionally uses services as the stage, and goods as props, to engage incligiguaers in

a way that creates a memorable event. Commodities are fungible, goods tangible, services intangible,

and experiences memoralléPine & Gilmore, 1998)hey offer a clear economical distinction among
commodities goods, services and experiences, presented in figure 2.3.

Economic Distinctions

Economic

Offering Commodities Goods Services Experiences
Economy Agrarian Industrial Service Experience
Economic

function Extract Make Deliver Stage
Nature of

offering Furngible Tangible Intangible Memorable
Key

attribute Nuatural Standardized Customized Personal
Method of Stored in Inventoried Defivered Revealed
supply bulk after production  on demand over a duration
Seller Trader Manufacturer Provider Stager
Buyer Market User Cliert Crueest
Factors of

demarnd Characteristics Featuires Benefits Sevtsations

Figure 2.3. Economic distitions, Pine & Gilmore, 1998

A major difference between an experienc
and the other economiofferings is the level
2F Ay@2t OAy3a | LISNEZYQa aSyaSi.hyYR K2g YdzOK
he/she takes the product personally. Thus
commodities, goods and services keep th
consumer distant from the product matter,

)’

The Four Realms of an Experience

D

whereas experiences aim at as deeper Entertainment Educational
Ay @2t @SYSy (onladembidriala A 6 £ S ' @
physical, intellectual, or even spiritual le&veP  passive Active

. . . articipation artici pation
In order to classify experiences, Pine and™ PraE

Gilmore place them in two dimensions. Onge Esthetic Escaplst

2T (0KSY wiSadiQ (GKS [HdzSadiQa LI NUAOALI GAzy (fSgSt
on an axis from passive to active, and the

second one ¢ thS ervironmental

N\B f I lj AR Nﬁzmngefbétvkeérytbe Immersicn

guest and the product, varying from Figure 2.4. The Four Realms of an Experie

Pine& Gilmore, 199
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absorption to immersion (see figure 2.4.). Accordingly, experiences are categorized in fourgealms
entertainment esthetic educationa) andescapist

So & to not fall into details describing these four categories, they can be related to the cultural tourist
typology of McKercher and Cros (2002), discussed in the first part of this chapter. As it was already
explained, the level of experience sought and thgortance of the specific activities vary. Therefore

the desired cultural tourists can be classified in the four experience realms as follows:

Entertainment A Incidental cultural touristCasual cultural tourist
Esthetic A Serendipitous cultural toigt

Educational A Sightseeing cultural tourist

Escapist A Purposeful cultural tourist

tAyS YR DAfY2NB KI 0S8 DRYSNIAGKIKE DR2ONIMEAMETE X K
F2dz2NJ NBFfYas F2NYVAYI | Ga6SSitamadtl2bi CAlYRRA AR (KK S G N
is the main task of the tourism product of Seuthopolis. But in order to do so, we must get acquainted

GAGK GKS LINPOS&aa 2F WSELISNASYOS LINRRAzZOGQ RS@St 2 LIY

2.2.  Tourism product development

As it has become clear, the tourism product of Seuthopolis is going to seek experience in each aspect of
its existence. In other words, experience will be the core of the product. That is why the process of
experience design is presented on tiirst place.

2.2.1. Experience design

Ly GKSANI f A EXgériéndedEs toNBr@prBiuctE 2y 2@ LISNJ YR 1€t OwHnny
very valuable conclusion concerning important issues related to destination development.

oFor the destination, deliveringnd engineering the experience involves infrastructure,

narrative content and a context, each of which are heightened by technology. Effectively,

engineering these experiences demands that destinations and operators migrate to
experienceoriented tourism strategies, where the common thread is authenticity,

delivering experiences that are perceived to be real, unsullied and rooted in the
RSabGAYylIGA2yX LG Aa RStEAOSNE YR RAYSyaiazya 27
maturing of the experience econoraythe destination level and will begin to influence

the buying decisioa.

(Cooper & Hall, 2008, p. 30)



Aneliya Tanevg 33
Tourism Product Development of Seuthopolis, 20

Pine and Gilmore (1998) have recognized fivegpias that underpin experienagesign, which will be
utilized throwghout the process of tourism product development of Seuthopolis. They are:

Theme the experience

The experience is staged by envisioning a-defined theme. It is the foundation of the experience. The
theme defines both the overall design and the desighl Af a yR ONBI{iSa | v,
characterizes the environment for the customer.

Harmonize impressions with positive cues

LYLINSaaAzya NB (GKS Wil 1Sl 61 &at créate desifedimBdsdidBsNA Sy O ¢
companies must intrduce cues that affirm the nature of the experience to the géiest{ dzOK 0dzS & >
instance, are signs, architectural features, visuals, etc., which support the theme, make the stay easier,

but also more pleasant.

Eliminate negative cues

OExperience stagemsust eliminate anything that diminishes, contradicts, or distracts from the thefhbe
Such cues can be unnecessary signs or ones that call unpleasant associations. Another example is bad
service, which for sure will be a memorable experience, but not otldsered kind.

Mix in memorabilia

aSY2NI oAt AL INB Iff (K2&aS dLKeaAOlIf NBYAYRSNEE: oK
shirt or any other good attached with a sentimental meaning about an experience. The richer the
experience, the more mearabilia is sold.

Engage all five senses

GThe sensory stimulants that accompany an experience should support and enhance its theme. The more
senses an experience engages the more effective and memorable it éanfeli A f £ = (GKS 0O2Y0
sensations mudbe carefully picked. Otherwise some cues might end up being negative.

Creating a strong theme is a complicated process itself. As it became clear, it is the most important
principle among the five because it creates consistency within the whole experience. Likéimise,
GHnncoLZ | YLSWIoBANY SN aletatioR Bedv@ehh a common concept within a
product and staging a memorable experience. His definition of a concept seems to be very similar to a
0KSYSQa TFdzyQiAz2yyY

OA concept is a leading principle. It acts as an umbrella for the development of experience
{GNRYy3 O2yOSLJia INB 2F0S$§VINRBKSESYiSR o8

The methodology of thedl Y I 3 A Yy S S NA yfalows Diedk Sages étowards the creation of
memaorable experiences, presented in figure 2¥ison4 Concepd Memorable experieces
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The process begins with building \asion which expresses &

coherent future view provoked by past practice, supports the
2NBHFYATFiA2yQa @QAaA2Yy3I 0 dzi Sédl%l- aUNRY3
the target market. Three main steps lead to the creation of sych B i

aVision
(sub)concept

A Sep 1: to have knowledge of the kject or sector
A Sep 2: to create a coherent view
A Sep 3: formulate a visioary image and a firm statement

The final formulation, though, requires a situation analysis of the
supply and demand side of the market. According to Vink (2006), JM?
the topics, which need to be researched are:

A What is already on the market, compare different supply
A Observe people, trace their passions and needs, rgad
articles, do market research
A Look at leigre products: what is attractive, what inspires N
. . . Figure 2.5. Experiential Concept
people, which emotions are involved Development, Vink, 2006
A Formulate an opinion of gur own
A s this opinion shared by others

Memorable
experiences

The next stage in the process of experience creation is the choicEoficep leddsito apherencin

order to reach certain targets or aighgd ! O2y OSLJi Aa RSGOSE2LISR Ay 2NRS!
touch the values of the guest, and last but not least, to make the experience memorable. The question

of how an experience is staged has alrea@grb discussed in the five guiding principles of Pine and

DAf Y2NB® hyS 2F GKSY Oly 068 nbadgneehinghdadeRy Ay Ri KX AYAS §
namely the fivesensesstimulation. In the presentation of Vinkylemorable experiencesan occur

whSy | LISNB2Y A& LINP@2]1SR LKeamGlAS&E ¢l ¥ RILNKEY DKt 1O
the physical stimulug hear, sight, touch, smell and taste. Emotions evoke experiences mentally. Vink

splits them into two groups as follows:

Prima Secondary

Joy A Pride
Sorrow A Envy
Anger A Jealousy
Fear

Surprise

Disgust

Love

Guilt

Shame

> D> D D>
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In order to guarantee the memorable nature of the experience, a-thelight mix of physical and

YSy G+t adAYdd A YnoaginkeriagScadBig s&/ded a0 a4 G KS  F LILX A OF G A

technique, which stands for:
Unexpected
New
Inspiring
Qualitative
Unconventional
Educating

The two approaches of Pine and Gilmore (1998) and Vink (2006) to staging memorable experiences will
be combined andmplemented in the process of tourism product development of Seuthopolis.

2.2.2. Developing cultural tourism products

The presence of cultural assets in any region surely does not mean that it already has a tourism product.
McKercher and Cros (2002) offer a fewattgies to development of cultural tourism attractions. Due to
GKS O02YLX SE ARSI 2F (GKS {(G2dz2NAaY LINRRdz2OG 6KAOK
tourism assets, a combination of these approaches is necessary. For this purpose, a cerbfmtibbf

the most appropriate ones will be applied. The available strategies are briefly presented in the following
paragraphs.

Purposebuilt primary attractionmay happen when a region possesses:

A Resources

Innate tourism appeal

Proximity to major markis

Themes around which an attraction can be built: of existing but undeveloped heritage asset or
cultural heritage theme parkgMcKercher & Cros, 2002)

> > >

Due to the costly process of converting assets into tourism attractia@ry,often the effort is left either

to the public sector or to a nprofit community baseebrganization. In such a case, building a primary
attraction is justified by the benefits which it would bring to a society like boosting community pride,
educationalprospects, employment opportunities and economy diversification. Private businesses may
also undergo development, e.g. lodging establishments, retail and food and beverage services.

Within the development of cultural tourism productsundlingO 2 Y 6 Aayvé&rigty ai similarly themed

{

é

~

LINE RdzOG & YR SELSNASYyOS&¢ | yR LINRBY2(0Sa GiKSAN O2f

create a theme for a place, creating a stronger sense of destigauthan approach suggests wider
distribution of economic benefits due to the greater number of assets included in the product.
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Cultural tourism precinctsire similar to bundled products but in greater proportions. The product is
offered and consumed more easitlue to the direct benefits it realizes for both sides. Resulting from
this is a higher tourist attendance which facilitates the development of supporting services and
attractions. Moreover, the powerful consumer demand creates economic opportunitiesdards
conservation works.

Heritage networksmay be composed by cultural assets of similar or complementary character. This
strategy relies on the stronger pull power of the destination facilitated by the variety of its assets and
the more of benefits it ffers to the consumer. Thus, touring routes make a destination more appealing.

Festivals and eventéserve to concentrate a wide array of activities into a condensed time frame,
creating a critical mass of products for tourism consumgtign ¢ K S @& d&dnti@dlSo biedorSe LJ
products of strong brands which are associated with positive experience.

As Pine and Gilmore offer principles for staging a memorable experience, McKercher and Cros provide
eight useful tactics for converting cultural assets to tourisradpcts. They are listed below without
explanations attached. A description and justification of the tactic or combination of tactics, which will
be applied on the tourism product of Seuthopolis, are included further in the thesis (see Chapter Four).

A Mythologize the asset

Build a story around the asset

Emphasize its otherness

Show a direct link from the past to the present

Make it triumphant

Make it a spectacle

Make it a fantasy

Make it fun, light, entertainingMcKerche& Cros, 2002, p. 128)

N S S N N

There is an obvious link between a staged experience and its guest. The following section presents a
viewpoint supporting the marketing approach to tourism product development.

2.2.3. A marketing approach to product development: cultural durism

Most probably it has already become evident that tourism demand will play a central role in forming the
tourism product of Seuthopolis. As all used methods in this thesis, the marketing approach to product
development stems from the theoretical rewr on this topic. It is not a secret that the majority of

marketing managers have already accepted this approach as a law. Middleton and Clarke (2001) have
SYLKIaAl SR 2y [ SJA Rebpeado doti buyi Bod&g, (theydobuydticederp¥ctation of

bey STAGA® LG A& GKS o Gyhd Samé Bne df ought thelBavelakdSincluds® R dzO {
Y2if SNDRa 2 dzR IneSysiomeod imidoking Yor particdlar atilities. Existing products are only a

current way of packaging those utilities. T¢twmmpany must be aware of all the ways in which customers

Sty 3ALAy (KS a2dzaKd &l (A A& TF.TRe(an® yobntstidk Buisn pR@@s v S K
McKercher and Cros relate this theory to the experience design.
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GTourism products must be shapéo satisfy the needs and wants of the consumer.
Designing the tangible product to deliver a certain type of experience enables the
attraction both to meet visitor expectations and to control the experience. The failure to
do so can result in an agdmeing overwhelmed by tourists.

It is better to appreciate what product is being consumed and to manage the experience
accordingly than to ignore this fact.

Tourism is the quintessential example of a sector that must adopt a marketing approach
to products; byits very nature, it sells dreams and experiences that satisfy the
O2yadzySNRa ySSRag glyidiar IyR RSaiANBao

(McKercher & Cros, 2002, p. 104:106)

A few benefits of the marketing approach have been outlined. By degjdhe experience in line with

the needs of the target markets, unwanted tourists will be likely to stay away from this product. This
does not mean that the various types of cultural tourists would not be satisfied with their experiences.
They will most pobably be just different and will depend on the level of participation of the visitor. Of
greatest importance is the similarity in their core needs. Practice has proved that targeting everyone is a
secure way to failure in satisfying consumers. Havingiimd the last two points, it can be concluded

that there is a single way to avoid unsuccessful product desiggmpatible target marketing. Cooper

and Hall (2008) have a good grip on the change in tourism markets, which is interest of the tourism
productof Seuthopolis:

X GKS G2dz2NRAY YIFEN] SO KIFIa OKFy3aSR Fa | NBadz
LISNOSLIiA2ya YR RSY23INI LIKAO&ADP CSAFSNOBMpypOL KI
G2dNAaG&aQd ¢KS& | NB SELISNRSyYyOSRMheyRigita OSNYy Ay 3 |
demonstrating ethical consumption and behavior at the destination. -fosists

demonstrate changing values and preferences, increasingly seeking authenticity and
well-managed, tailored individual experiences that allow them to both get closand

7 A

Ffa2 LINIAOALIGS Ay (&KS AyaAYlI Oe 2F GK RSaAGAY
(Cooper & Hall, 2008, p. 35)

Chapter Two has extensively presented the theoretical framework which is put into practice in the
following parts of this paper.hE concepts of cultural tourism and the tourism product have been
discussed. Guidelines for assessing tourism potential have been adopted. The process of product
development in the form of staging experiences has been explained. Principles for develdping c
tourism products in particular have been reviewed.
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CHAPTER THREE

SITUATION ANALYSIS
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The third chapter of this thesis gives comprehensive information and a thorough analysis of the
context in which the tourism product of Seuthopolis Ww# situated. First of all, a general picture of the
development of cultural tourism in Europe is presented, followed by an overview of opinions on
dzf A NRF Q& Odzf GdzNF £ G 2dzNRAaY LRGSYdAlf > oKSAT)SR dzLJ
in Bulgaria. The last and main part of the chapter comprises an analysis of the tourism development
potential of theValley of the Thracian Kingased on the guidelines & dJsing Natural and Cultural
Heritage for the Development of Sustainable TourisnNoni NI RAGA 2y I f ¢ 2dzZNAayY 5Sa&a
discussed in Chapter Two.

1. TourisminEurope - OEA T 1 A Ai1 OET AT 6860 bPI AAA ET OEA AOQI

Qu

ltisawell Y26y FFOG OGKIG 9dzNRBLIS K2f Ra | 3N FhéritadgdNP L2 NI |
which makes it a popular cultural destination. In order to sustain the credibility of this paper, the state

of tourism development and particularly of cultural tourism in Europe must be researched. For this
purpose, reports on this topic have bebriefly reviewed.

Ly AG& da¢2dz2NRAY wnun *AadA2ys Df2olf C2NBOlFaid IyR
Organization states that destinations within Europe will be confronted with severe competition due to
economic, political, social drtechnological factors. The currently most visited part of the old continent,

which is namely Western Europe, is expected to have the least tourist arrivals, losing market share to
the other subregions (see appendix 4, figurg 4

OArrivals in theCentral/Eastern subregion are expected to grow the fastest, and by

2020, Central/Eastern Europe will attract almost 40 million more visitors than Western

Europé.

X

The highest growth rates for the 192020 period are forecast for Croatia (+8.4 per cent

a year on average), the Russian Federation (+6.8 per cent), Slovenia (+6.0 per cent),

¢dzNJ S& obpdp LISNI OSyido | yR . dAURWTOR2001) YR w2 Yl yA

For more @tails, see appendix 4, figure Bisimport y i G2 y23GA0S . dzZf 3 NARI Q& LIN
FraiaSad RS@OSt2LAYy3 G2dz2NARAY NBIA2yad ¢KS 3IAy3a 27
AAAYATFAOLIYHD FFLOG2NR AyFidsSSyOAy3a GKS G2dzZNRAaY Ay Rdz
Commision of the European Communities points out the changes in the demographic structure in the

EU. According to the Commission, even though the number of people above 65 will continue to grow,

they are experiencing less health problems. Thus, due to the hiifeeexpectancy, in a combination

with the greater spending power, people over the age of 50 who travel more in general, are supposed to
AYONEB I &S othaewilbhe dange indpublic demand with regard to types of tourism. Health

tourism and touism relating to cultural and natural heritage are expected to undergo the most
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significant growtld @A renewed EU Tourism Policy: Towards a stronger partnership for European
Tourism, 2006)

Another interesting marketlevelopment is the forecasted growth of tourists coming from East Asia and
the Pacific, which in 2020 will outnumber the current largest generating tourist market for Egribge
Americans (see appendix 4,ig 6).

Richards (1996) notes the signifi€a® 2 F 9 dz2NRLISQa LJ LX I OS 2y (GKS g2NI
He pays special attention to the role of cultural tourism in the economic and social change on the

O2 y (i A Yhe uitwpal and tourist industries appear to be advancing in all Europetions and

NE 3 A Righards, 1996, 2005, pp. Corijn & Mommaas, 1988)increasing number of regions are

adopting development strategies which would promote them as cultural destinationss, Tihe

increased emphasis on cultural assets has led to a bigger amount of cultural attractions and therefore to

a more competitive supply of such. In this sense, the supply of cultural tourist attractions will
correspond to the market forecasts of UNWTO.

GThe opening up of new cultural tourism destinations in Eastern and Central Europe will
add to the growing supply of distractions for the European cultural tourist in fature.
(Richards, 1996, 2005)

Even though no exact daof European cultural tourism exists, many specialists have observed a steady
AYONBFAS 2F RSYIl YR laigk NihlwzAd toulignSstudieS haMdidentified cultural
tourism as a major future growth area both in Europe and elsewhere (Janu8f,Zeppel and Hall,
1992; Boniface and Fowler, 19%ichards, 1996 & €

C2NJ Y2NB AYTF2NNIGAZ2Y 2y 9dz2NRPLISQa AAIYATFAOFIYOS Ay
p 6KAOK LINBaSyla Mal DéclarationNah OulturdfoddBny ItsiEKcBuragement and
Controt @

Isaac (2008) also discusses the development of cultural and heritage tourism. In his study he
O02YSa (2 GKS Mas ywedohsdnid kiedtifationskade 6n thé move or would like to be on

the move to developg cultural and heritage based tourisn® hy S 2F (KS ydzySNRdza SE
2T al f i maviKghfOK Bldedo Grey Tourism: Reinventing Malta(Ashworth and Tunbridge,

2005 @ LG A& FaadzySR (K Hilure Gndzkell grvitlit & dbRiseNAddideal A & (0 K
opportunity to convert heritage into tourism destinations while ensuring good economic growth.
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2. Bulgaria in the context of cultural tourism development

2.1.  Cultural institutions and partnerships related to cultural tourism development

Logically, in this section are presented the two main public institutions, which have legal tools for
exercising power over the development of cultural tourignthe Ministry of Culture and the State
Agency for Tourism in Bulgaria. It also informs abdbeoorganizations and associations concerning
tourism industry partnerships in the country which could have an impact on the tourism product
development of Seuthopolis.

CANRG 2F |ttt AlG g2dd R 0SS 3A22R (2 siduBdlpolicigs avdi y R
instruments, which have been a constraint for the development of an appropriate -satticral
environment and thus for the relevant type of tourism. Since this is not of central interest to this thesis,
such information is providedn appendix 6. The text presents an abstract from t@euncil of
Europe/ERICartsCompendium of Cultural Policies and Trends in Europe, 10th &d2@H8 The most
decisive factor for the retreat rather than progress of European cultural values amdggrians has
been the strong communist ideology dictated in the course of 45 y@akova & Andreeva, 2008)

Todaythe Ministry of Cultureconsists of eleven directorates, of which several are directly related to the
developnent of cultural tourism in the country. These are the directoratedifiieatre, Variety and
Circus Arts "Music and Dance 6a dza Sdzya > DI f f SNA S @mniovale Culturaldzl €
az2ydzySyidaQ ¢t 'Negal diasst andh Prgperty Manageménand "European Union and
International Ceoperatiori’. Due to the abovanentioned reasons, most of the processes which take
place within these bodies are slow and the working methgdsitdated. Attempts are being made to
FRIFLIWG GKS &Yl OKA y Srhode2nTEurdp&as apardéayhksitaichliral deXelofinie. This
is one of the obstacles which the mepeject of Seuthopolis will probably face in its course of action.
Thus, for instance, theaw for Cultural Monuments and Museufd969) is one of the most ¢diated
regulations within the legislative framework of the cultural and historical heritage sector. Moreover,
there is no clear programme for cultural heritage preservation. Another existing issue is the discrepancy
between the dLaw for Organisation of thderritory¢ and the dLaw of Cultural Monuments and
Museumg @ C2NJ SEF YLX ST (GKS 1 GGSNI 2yS AyRAOI(GSa

g K 2

AYy@SaGA3araGAz2y | YR LINE G Savaverztye digision etéeid tedidcdmpeYefcgsdzY Sy (i

causessome problems in practice, for example, one immovable cultural monument comprises of great
number of movable ones, which may be under the responsibility of a different administrative body
(Arkova & Andreeva, 2008, p. 3The main issue in such situations is related to state financing. Private
cultural monument owners are not relieved or funded by the Ministry, but are required to maintain and
guarantee quality and access to their property. To mention one more key pooveern which relates

to Seuthopolis, is the lack of specialized state bodies throughout the administrative regions of the

country, resulting in mad site managemerit.dzOK O2NXB LINRPO6f SYa YIS GKS

cultural potential into cultural totism projects quite complicated.
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Apart from the Ministry of Culture, other institutions responsible for the protection and development of
culture are the variety oNGOs According toArkova and Andreeva (2008), they have beemied due

to the need for sch bodies in the course of decentralization of power. They are mainly two tgpes
2LISNF GA2y It YR 02 YY dzélkaices, dodietied, Assaditibaslfoanfatians nds & &
unions, committees,centers festivals, academiesChitalishte trustees, independent theatres,
federations, institutes, et€(Arkova & Andreeva, 2008, p. 45)

Since the Ministry is aware of the weaknesses of its legislative framework, it has begun to promote and
take part in partnership between the governmental and mgwvernmental cultural institutions,
especially when it comes to financing. Resulting from thishe increasing interest among private
businesses in partnership and sponsorship of projects dedicated to cultural development. This is a very
important progress for the tourism product development of Seuthopolis because among the most
financed projectsare such related to festivals and preservation of valuable culustbrical heritage.

To this conclusion has arrived Soros Arts Centre after researchin@tisiness support for culture and

art in Bulgarid among 100 Bulgarian and foreign compar(iégkova & Andreeva, 2008, p. 46)

When discussing theecent cultural policy issues and debateg\rkova and Andreeva mention the
developments in the cultural and creative industries concepts in Bulgaria. According¥Ya tinetine

period 20032004, 19 regional projects were implemented under PHARE (BG 01X0R68glopment of

Cultural Tourism in Bulgaria" with a total budget of 4 726 000 &€(#okova & Andreeva, 2008, p. 23)

Thisiss FF OO0 ¢6KAOK aK2ga GKIFG Odzf GdzNF f (G2dz2NRAayYy KI &
agenda. What is important is to make such actions a tradition and facilitate the development of projects

like Seuthopolis.

There is an issue which is directilated to the construction and development of the Seuthopolis

project and the solution of which depends entirely on the Ministry of Culture. It was supposed to
establish a working committee to approve the project and to announce an international teadénef

election of an engineering company by 30 September, Z008den, 2009) The author of armrticle in

G+l 3L 0o2yRéE al IFLTAYS F2NJ F2NBAIYSNB Ay . dzf 3 NR I \
Bulgarian Government. H®ntinues as it follows:

0So far nothing happened. Neither is the ministry making public the ongoing findings of
its committee that was set up to establish the technical aspects of the project such as
gathering data about soil composition and geologiaaiditions, including the possibility

of seismic activity. A Bulgarian Institute of Oceanography submarine was due to start
surveying the reservoir this past winter. But the government still seems to be lukewarm
about the issue.

Time will tell whether thegovernment eventually pulls its finger out and lends its
support. Surely this is one instance in which party politics can take a back seat. Or is
Bulgaria forever going to be blighted by suspicions about corruption and demeaning self
interest (NurdenyYagabond Magazin@009)
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The above words clearly define the political situation in which the development of a so much
economically, culturally and socially significant project is sapdao happen. Not only does not the
government facilitate the project by executing its obligations, but also prevents it from further and quick
actions. It must be taken into account that the longer administration work lasts, the more expensive the
devebpment process of the project will become and thus, the more difficult to implement. Even though
GKS YSYO6SNB 2F G(KS ©b! G¢NBFadaNB GKS . dz 3FNRLFY
governmental support is probably of greatest importance in this situat

The issue of infrastructure improvement not only in the popular tourist regions of Sofia and the Black
Sea Coast, but also in other parts of the country has been much discussed in the recent years. Even
though it does not address cultural tourism ditly, it would be appropriate to mention it due to its
importance for the tourism development of Bulgaria as a whole. The Ministry of Regional Development
and Public Works (MRDPW) and the Ministry of Transport have been suffering big critics due to this
existing problem. In July 2008 infrastructural EU ISPA programme funds for Bulgaria were frozen due to
O 2 NNXHzLTheA Bundpban dCommission made a decision to terminate the funding for infrastructure
projects from the cohesion funds of the ISPA programid the EC chief spokesmadreitenberger
(SofiaNewsAgency, 2008ust a few days ago on May 12 the European Commission unlocked 115 M of
the ISPA funds for infrastructural projects. This comes to say that efforts have beeraddrmaost
probably transparency in EU money matters will continue improving. This is very crucial for the

{ Sdzik2LR2tAa LINR2SO0 06SOldzaS b We¢NBI AdzNE GKS . dz
Moreover, the improvement of the infrastructure in thregion of Seuthopolis is also dependent on
these funds.

As it was pointed out in the Introduction of the thesis, Seuthopolis is a unique city which contributes not
only to the cultural treasure of Bulgaria, but via the proposed project for its rediscoitecgn also
become an (inter)nationally significant tourist attraction. That is why the institution which is responsible
for the tourism development in the country and its actions are surely relevant to the future tourism
product of Seuthopolis. In shqrthe State Agency for Touris(®AT) in Bulgaria:

A Works out ort-term concepts and prograsifor tourism development and proposes a strategy
for tourism development to the government
A Organizes and coordinates thiality control over the tourism product oBulgaria; registers
tour operators and tourist agencies; categorizes tourist cites
(SAT, 2006)

GThe priority actions of SAT in 2008 have been the sustainable tourism development, following the world
tourism trends and the psentation of Bulgaria as an attractive yearund tourism destinatiod.(SAT,
Report on the Actions of SAT, 2009)

I O0O2NRAY3 (2 GKS &alyYS NBLRNIS . dzf 3FNAF Q& YSYOSNAF
the partnershig in tourism of the country. A detailed monitoring of concepts, programs and the

strategy for tourism development of Bulgaria has been conducted. It has shown that many international
2NBIFYATFGA2Y & FYR AyadAddziA2y alopméiNaddd progut STNiSisiai SR Ay
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fact of very high imortance to the project of architectilev, since support and financing are expected
from foreign companies and external political bodies. Moreover, except marketing support, the Agency
has relations in ta sphere of tourism which could be beneficial to the Seuthopolis project.

Speaking ¥ YINJ SdAy3as Ad A& {!¢Qa NBalLRyaroArftride G2 L
abroad. Thus, the Agency fulfills its obligation by a variety of toolschwBieuthopolis can take
advantage of. These are:

A International tourism expositions and fairs

A Bulgarian and foreign medium, including familiarization trips, printed advertisement, film
advertisement, etc.

Seminars and presentations

Advertisements in the Wdat Wide Web

Tourist informationcenters

Brochuresand souvenirs

Specialized campaigns

> D> D

(Arkova & Andreeva, 2008)

It is important to note the positive attitude and expectations of the Head of SAT, Mrs. Aneliya
Krushkova, from theliscussed project. According to her the realization of the Seuthopolis project would
f SIR G2 | &l 2 dzNXddTouris, 2008)EvanythoughlZBAT lis el of the few official
political supporters of the project, the Agency has not initiated any practical participation in creating
public awareness of it.

Of course there are other institutions in the country which work in the sphéteuwrism and therefore
most of them are relevant to the tourism product development of Seuthopolis. There are three existing
specialist produecbased associations in Bulgaria:

A Bulgarian Association for Alternative Tourism (BAAT)
A Bulgarian Association fé&ural and Ecological Touri§BARET)
A Bulgarian Association for Cultural, Ecological, and Rural To(BS@®ERT)

For a longer list, typology and description of the key tourism organizatioBsilgaria please refer to
appendix 7.



Aneliya Tanevg 45
Tourism Product Development of Seuthopolis, 20

22. " Ol CAOE A3 tnfluericiGgiclit@r&l drism development

The Introduction of this paper already gave a hint about the agetgntial for cultural tourism
development in the country. Surely there are numerous positive opinions on this topic. The aim of this
sectionistda NS a Sy d | FS¢é 2F GKSY FyR &adzZLJL2 NI GKS NBa&dz
assets.

Specialized types of tourism are still a novelty in Bulgaria due to the predominant-sizalge
developments in the sector which have been taken placafiong period of time. The same counts also

for the initial attempts to promote the vast cultural heritage contained within the borders of the
O2dzyiNEd | OO2NRAY3A (2 .dzZA AL NRFY blEliA2yIlf wlRAZ2Q&
Bulgariahas y adzy G LILISR LR GSYGALlIf ¢3S @ KAOK (ple@sdzdefdrtoo S G dzN.
appendix 8 for further information on Bulgarian cultural heritag€pis conclusion has been derived

from discussions during th¢"SS RA G A2y 2 F 6/ dosiibdzaNVdliko Tanoxe,\Balyada inS E LJ
2008. Businesses in the sector have assessed this failure as a result from the insufficient efforts of state
YR 06N}y OK DesRte sisihg ihterest2nycdltdral tburism, only 17% of Bulgarians practice it

and only 11% of foreign tourists coming to Bulgaria visit cultural and historical siestdang to

relevant statistic§ (Nickolova, 2008)The author points out two very problematic sides of tourism in

Bulgaria as a whole, which logically have an impact on cultural togri@nierior promotion and lack of
informatioré. What directly concerns the Seuthopolis project is the opinion of arcloggst Prof.

Nikolay Ovcharov Thé interest in Bulgarian culture is all too evident and Bulgarian archeologists must
GFr1S 3INBIFG ONBRAG T2NJ GKAA 0SSOl dzaS 26FL 00 KSA Ny 2 o 5R
chance that such authoritative iatnational publicd A 2y a4 Fa abl dA2@AFT A YPS2 IR K
LYRSLISYRSyGé |yR aDdzZ NRAFYé€S [ S CAIFNRBE YR afl
dzt AF NRF Yy Odz {{Ndekblova, 2008)Vhdzit$ gMelka Tarnovo has been announced the

cultural capital of Bulgaria. Mr.Daniel Panov, the municipal tourism agency managing director, claims

that the cultural tourism season lasinuch longer (from midvarch until late November) than the few

months of the taditional mass tourism. This is clear evidence for the ability of this form of tourism to

bring yearround benefits to businesses and local residents of cultural destinations across the country
(Nickolova, 2008)In her earliéld NB L2 NI O6HnnT0I bAO12f20F LRAYyGA 2d
9| I 00SaaAzy 2y GKS AyaGSNBad 2F 204KSNJ YSYOSNI adl
folklore. The following sentences indicate facts related to this tendencyhwdrie of great importance

not only to the future development of cultural tourism in Bulgaria, but also to the Seuthopolis project

the central issue of this thesis.

oForeign tourists are interested in monuments of culture put on the UNESCO heritage

list, including the breathtaking Sveshtari Thracian tomb from 3rd c. BC and the unique

Kazanlak tomb from the 4tBrd c. BC. According to Boyan Manev from the Sunshine

Tours Travel Agency recent finds of ancient tombs and gold treasures in Bulgaria have

revivedA Yy G SNB &G Ay a{LISOALItAT SR | dzRASYyOSa 2LJi ¥F2N
T FydAyS OdzZ GdzNB Ay . dzZE IFNRIFZE aNWp alyS@ al e
rock sanctuary in Perperikon, in the Rhodopi Mountains. Another key attraction is the



Aneliya Tanevy 46
Tourism Product Development of Seuthopolis, 20

collection of gold treasures found in the Valley of the Kings in Kazanlak, southern
Bulgariaé

(Nickolova, travelguidég, 2007)

In confirmation of the above opinion, here is the answer of Mrs. Sokolova, President of Board of the
DANBOG2NE 2F GKS . dzZ IFNARFY ! 8420AFGA2Yy 2F ¢NIF @St
the EU will influence the country competitiveness in the international travel market:

oBulgaria will certainly continue to be an interesting destimatnot only for Europe, but

also for overseas countries like Japan. Theme events like the rose festival, the newly

discovered Thracian tombs, tours round vkelbwn Bulgarian monasteries, wine tours,

bird watching, city breaks, etc. will become increagirigimediate and topical in the

fAIKG 2F . dzf AL NRIF QA FRYAAdAaAz2y & | LI NI 2F 9dzN

(Kirekchiev, 2006)

Ld FLIWSKFNBR GKFEG GKS AyONBIF&aAY3a RSYFYR T2 MhgOdzZ { dzNJ
GKS SeSaqQ 2F {(2d2NRaY odzaAySaasSas | yskale io&igna S 6 KA
developments, are now redirecting their forces towards this growing tourist segment. This is also the

case of Sunshine Tours Travel Agency. Mr. Boyan Manevsdthai the tourists from the EU member

states represent the highest number of cultural tourists in Bulgaria due to their significant knowledge of

GKS 2fR O02yGAySyiQa KAal2N®R YR KSNARGII3IST Y2adaG 27
agent notes the recent rise of guests from the Far E&specially from Japan.

Nowadays, in the planning and development of any tourism product, especiallysifai big one as
Seuthopolis the impact of the much discussed World Economic Crisis carmainttted. Tourism is
experiencing a breakdown globally, as well. Still, it seems like most influenced is conventional tourism,
which in Bulgarias the best developedype. What is of greater interest to this chapter is if Bulgarian
cultural tourism is orwill be shaken by the crisis. The answer to this question gives Mrs. Aneliya
Krushkova, Head of the State Agency for Tourism duringsikte annual "Cultural Tourism Ay (K S
Bulgarian city of Veliko Turnovo this year for Sofia News Agency.

OAt the opening ceremony, the Chair of Bulgaria's State Tourist Agencyiyadnel
Krushkova, said that cultural tourism was one of the few sectors that have not been
affected negatively by the global financial crisis. Krushkova informed that while
Bulgaria's winterresorts registered a 6,5% reduction in the number of tourists this
season, 2,5% more people have visited Veliko Tarnovo's historicél sites.

(SofiaNewsAgency, 2009)

Therefore, from the above clear statement becomes quite cthat the demand for cultural tourism
products is not and probably will not decrease in the course of the World Economic Crisis. This piece of
news sheds a light upon the future development of this very important tourist segment for Seuthopolis.
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2.3.  Characteristics of tourist flows in Bulgaria

Just in the recent years SAT has initiated segmentation of tourist markets not only according to their
nationality, but also to their age, sex, level of education, occupation, types of tourism, length of stay,
means oftransport, booking behavior and travel partners. This sort of information on a national level is
important to understand the basic tendencies of tourist flows in the country and would facilitate the
final choice of tourist market segments prior to the t@m product development of Seuthopolis. The

key elements are presented in this section. The strong seasonality issue of the Bulgarian tourism product
was reviewed in Chapter One. This is namely the reason why SAT has conducted two separate studies on
summer and winter tourists, where cultural tourism activities are present only in the former one.
Conclusions on tendencies will be derived from the research on tourist flows in 2007 and 2008. Another
important and quite interesting tourist segment within theurist flows in Bulgaria is represented by
Bulgarians living abroad who visit the country and meanwhile travel for tourism and leisure purposes.
Official data for this tourist segment does not exist, but evidence of its presence has been derived from
desk researchpersonal experience, observation and knowledge and by an-gpestion survey.

2.3.1. Foreign tourist flow in Bulgaria

¢2 0S3IAY g A0 K =derogrphidi @odiENagt Bréigners willzb©predented with reference to
the figures in ppendk 9 in order respective to the data belo(6AT, Holiday touristssummer 2007,
2008)6 { ! ¢3x a! vyl tel Ay3a G2dzNR ai.Asitkah be obserzet ik lfighre @ dzY Y S NJ |
2008 Germa tourists have comprised the greatest proportion of all other nationalities (22%). It is
difficult to claim the same for the former year due to the difference in the list of representative
countries in the research. Even though in 2007 Balkan countries tlie leading generators of tourists

for Bulgaria, followed by Germany, the number of countries comprising this region must be taken into
considerationMoreover, according to Tourist Medianvw.touristmedia.infg the majority of tourists to
Bulgaria from the neighboring countries, especially from Greece, are interested rather in winter holidays
than visiting the country during the summer season. This is quite understandable due to the
geographical situation andimate of Greece. So, even though the Greek market waséeendlargest

one on a yearly basis f@008 (DAT,)it is not essatial to this study. On figure We can also observe a
significant increase of British and Scandinavian tourists. Another noteelifierence is the detached
presence of Romanians, Czechs and Ukrainians in the more recent pie chart of the two.

The percentage of foreign tourists between the age of 26 and 35 was the highest and in both years (27%
+) with a slight tendency to increast the account of those between 18 and 25. The second place was
taken by the age group 345.The elderly guests over 56 years of age have undergone a significant
increased by 4.8%. The number of foreign tourists with higher level of education has misenoesly

from 2007 to 2008 (by 16.5%). The change is from 48.6% to 63.1%. The statistical data also indicates that
the majority of foreign tourists visiting the country are working-@®@x%), the amount of students have
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increased by 5%, and the retired ane by 1.5%. Higher attention should be paid to the following
classification which presents the participation in various types of tourism. Even though the way of
classifying the types is similar, there are still some changes mainly in splitting culturshtainto
several components according to the various activities practiced and addogi@e of more types
(figure 12.

2007 2003
e [ | e [ -
Rl — sen [ =5
Baineology [RRNNNNNN= = Ethnographic -"f‘-1
ity break [N tco [ 22
gusiness [ '°*
Religious [RRR 15
Mice e architectural [ '°°
Horseback I1.d- Wellness -143
Yachting [ 1.1 Rural -13.1
-
ohet archaeological [ 125
Excursions -103

Types of tourism practiced by foreigners in 34, 2007-2008

From the specified ones, in 2007 cultural tourism was in the first three with 17.6% after beach and SPA
tourism, which is a subaftial amount for an underdeveloped specialized form of tourism for the
country. In 2008 cultural tourism was presented by a few forms due to the complexity of the cultural
tourism product¢ ethnographic, architectural and archaeologicaivhich together nake up 47.7%.
Please note that water sports and extreme water sports were separated into a different class which
comprises 100% by itselfinfortunately, there is no specific data of SAT about tourism type preferences
of the various tourist segments whickould have given a clearer direction in the choice of target
markets. In 2007 though, such aiusion has been made regarding timeain purpose of the trip
(figurel2) It shows that 69% of all foreign visitors have come to Bulgaria for a holiday bvek,

surely includes cultural tourism, followed by dwess tourists (13%). Figure KBows another
perspective of foreign tourist flows in Bulgaria in 2@0the amount of new and repeat visits. It is not
surprising that guests from the Balkan states jahhmost probably come from the bordering countries,
show highest repeat visitation (82.6%) due to the relatively close distance and easy access. It is not clear
whether transit tourists have been included in the statistics. On the other hand, the mostouwgists

for Bulgaria who come from further states, are known of their strong economies, and are likely to have
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greater spending ability. These are namely the North Americans, Russians and Western Europeans. Of
these Russians predominantly come for sumimalidays, seeking sun, sea and sand.

The foreign tourist flow travel behavior

Family | |27.4 analysis of SAT for 2007 shows that the

PartneriSpouse | =70 abovediscussed market segments equally
Friends | | 251 prefer to travel either in the company of

Mone [ 18 their family or of their partner or spouse

Colleagues  [T)5 27% for ech option(figure 14) Friends are

Other  [[7]ze on the third place, followed by a surprisingly

high percentage of people who travel alone

Foreign tourists by prefered company while Bulgaria in %, 2007 (almost 12%). Most foreigners visiting

Bulgaria either do not have children, or they
do not take them during the trips. The majyrof those who do, bring onehild. Please observe figures
15 and 16in appendix 81t is very likely that the reason for low participation of children is due to the
high percentage of people in the age group of3% Some still do not have children dtig time or if
they do, it is probably one child who is still quite young. Those who bring two children are probably in
the age of 36 to 45.

From the above analysis of the foreign tourist flow in Bulgaria, it is necessary to sift out those segments
which will play a key role in the decisianaking process related to the development of the tourism
product of Seuthopolis. Thus, according to the statistics on the starimographic profile and travel
behavior of foreign tourists in Bulgaria, the most duralbie aeliable ones in general are:

A Couples between the age of 26 and 35
A Families withyoungchildren between the age of 36 and 45
A Empty nesters at the age of 56 and above

Of course, in the context of the Seuthopolis project, the emphasis will fall on tiadse seek
exploration, authenticity and cultural experience.

Ly FILO0Gx I ftArad 2F GKS GhiGKSNE 3ISYySNIiGAy3a O2dzyil
distribution. In the previous section a few opinions on the development of cultural touridBulgaria

were reviewed. As it was mentioned, specialists have observed a significant interesEffamember
states, particularly from theUK, Italy, Spaimnd from Japan. Since these are the most important
generating markets in the focus of this studyore attention will be paid to their development in the

past six years. The data has been obtained by the National Statistical Institute (NSI) and personally
translated and transformed into tabldsy the author which are shown in append0 (tables 1 though

6). It must be taken into account that these markets, with the exception of the Britons, do not present
the common mass tourists for Bulgarian tourism. We can observe a steady increase in all chosen
markets in comparison to each previous year. Tlwsinstance, in 2004 all of them mark a striking rise

by over 20%. Supposedly, the reason for this is theagoeession agreement between the EU and
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Bulgaria, which has made the country more discussed and therefore popular in the European medium.
For theconsecutive year the tourist markets have kept growing, though at a slower pace. Only Spain has
registered higher percentage than the rest of the countries. An important event marks the development

of tourism in Bulgaria in general. This is the separatiba State Agency for Tourism (SAT) from the
Ministry of Culture and Tourism. The newly established Agency had the difficult task to begin the
international marketing of Bulgaria from scratch and therefore could not show positive result in the
following maths. In the year of 2006 a substantial slowdown of the growth of all listed cultural tourist
market segments has been marked. There are two main political factors which have influenced the
development of tourism as a whole. One of them was the electibrthe socialist party for the
F2NXIGA2Y 2F |+ ySg 3I20SNYYSyd 4G GKS SyR 2F wnnp
impression of Bulgaria as a backward country. The second and no less important factor was the
L2AGLIR2YAY3I 27F . davitA brieJydar@ie tdthe issu€sOnvBhinihie dational law, health
YR ONAYAYlItAal aeadSvya 2F (GKS O2dzyiNB® ¢KS I dd
tourist destination within the EU by calling associations of a still unsafe country. ®@8 a very
successful year regarding the chosen tourist segments, apart from Britons. This time the tourist flow is
positively influenced by the accession of Bulgaria as aifhit member state of the European Union.

Thus the law of free movement of mons has been accepted, making the country much more easily
accessible for EU citizens. When it comes to the fall of tourists from the UK, their already established
habit of buying second homes in Bulgaria has decreased because of the higher pricesestatea
properties. Another factor adds up to their low visitatiethe widely discussed boom of construction
business at the Bulgarian seaside, which has made their stay less pleasant. This trend though, does not
have much to do with the development ofiltural tourism which is of central interest to the thesis. In

2008 the tourist numbers continue to grow. Even though SAT expected higher percentages of increase in
comparison to the previous year, one event of international importance has influencegriogiobally.

The most discussed destination for the year was Chihe& host of the 2008 Olympic Games.

After the aboveforeign market analysis of the cultural tourist markets for Bulgaria, it is time to evaluate
their consumption ofcultural products ad services. The information on the European markets is
obtained from the country profiles of UK, Italy and SpairCbynpendium Cultural Policies and Trends in
Europe(www.culturalpolicies.nét In order toremain consistent and be able to compare the results of
the different nationalities, the museum attendance percentage is taken into account. This seems to be
the most relevant or even similar activity to the future cultural tourism product of Seuthopwiisg

the other activities given in the reports. Of course, they cannot be completely compatible due to the
greater size, attractiveness and significance of the ancient city. Still, museum attendance would give
some indication of how interested the market®uld be.

To begin with, the behavior and cultural consumption patternBiatfons will be examined. Before all, it

must be explained that the availabieformationis not directly related to tourism products but mainly

to arts.Figurel6 in appendix 18hows that 43% of all population of the kingdom attend art events. The

rest are mainly not interested in such activities. Of these 43%, 12% acclaim they are enthusiastic about
their attendance and 4% voracious. These both markets, which together compris€:1 2+ | YQa
population, are of primary importance to this study due to their high potential to be interested in
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cultural tourism products. The country profile states that the main factors influencing art attendance are
level of education and social statufhe higher an individual's level of education and social status, the
more likely they are to have high levels of arts attendar{teyssen & Fisher, 2008)ccording to the
report, elderly people are more likely to attend sualtivities and events than young people and
women do so more than men. Also, families with younger children are less prepared to attend arts. This
trend though, is probably closely related to the certain types of art and moreover, is not relevant for
visting cultural tourism sites. It must be taken into consideration that young children would rather enjoy

GAAAGAY T |y 2dziR22NJ Odzf GdzNF £ | GGNI OGA2YyST 6KAOK Aa

indoor art gallery or an opera performasmcincome level have minor influence on arts attendance,
which is a positive clue regarding expenditure on cultural product. The biggest barrier to participation is
said to be rather psychological than actual, relating mostly to social status and liféatglple sayithe

arts are "not for people like MeAs we can see dable 7, more than 30%f all visitors to museums and
galleries in the UK attendant suck3imes per year. Additionally, 7.5% participate each month. This is a
rather high percentage and, as we it was shown in the begging of this paragraph, the focus will be put on
those marlets which are enthusiastic and voracious attendants. Even bettes nmimgfigures17 and

18, which showthat 70% of all citizens of the UK visit historic environments, being the highest of among
all activities, even higher than museum attendance. Morgptiee interest and visitation of children

towards to such places is also quite high. Historic sites take third place with over 70% and museums,
even though lowest among all, engage 50% of the children between the age of 10 and 15 years f age (UK

Statistic Authority: www.statistics.gov.uk For Britons it can be concluded that the most beneficial
tourist market for the Seuthopolis project would be the earlier defimptbty nesters at the age of 56
and aboveand families with children between the age of 36 and 45

For Italians similar data is available. According to the Compendium Country Report of Italy, museum
attendance is defined as relatively higdodo & Bodo, 2008)n 2006almost 28% of all population of
Italy attended a museum exhibition, which is the second most practiced type of cultural activity after the
popular cinema attendancéable 8Yp Ly ISy SN} f (GKS LISNOSydlF3asS Aa
noted that Great Britain consists of a few states and has larger population. It is clear that ltalians have
natural affinity to culture due to their own vast cultural heritage. This makes them a strong cultural
tourist market for Bulgaria, also due to the presence afiant sites. Unfortunately, data on the cultural
travel behavior of Italians does not exist in order to surely place them into one of the three defined
segments. But due to the fact that Italy has magnificent summer and winter resorts, it is logical to
attract peoplebetween the age of 26 and 3 the off season, when those resorts are not as much
popular. Elderly peoplecan also contribute to the visitation of cultural tourist sites. As we have
witnessed with the British market they are more interestedcintural participation in general. Not
much can be said about the young families with children, but it is very likely that parents are busy
working throughout the low season.

Museum attendance is quite high 8pain Even though the percentage of Spadmwho have visited a
museum has been fluctuating through the years, nowadays more than 31% of the population is engaged
in this type of cultural activity, which is a comparatively high figtable 9) The situation is similar with

the attendance of monments and even shows better resul{s34%. Participation at cultural centres is

t

2
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also a popular activity, attracting almost 23% of all Spani@vikarroya, 2008)Therefore, as cultural
tourists of Bulgaria, they are likelp appreciate the character of the tourism product of Seuthopolis.
Thus, theCompendium Country Report of Spain confirms a strong resemblance in the attitude of Italy
and Spain towards culture. That is why the same tourist segments will be taken into evatisiat
couples between the age of 26 and 35 and empty nesters at the age of 56 and above

Japanis another important cultural tourist generating country for Bulgaria. That is why their travel
behavior is of primary interest to this study. According tofarstralian website dedicated to examining

Japanese lifestylavww.japaneselifestyle.com.au, 2008apanese tourists mostly prefer package tours.

It is interesting to note that many of them have begun to participate in sédall Wa G dzZRe& Q (2 dzN& @
ySOSaalNxte AyOf dzRS a i hakir@ihewteHeriddtdsBeable carzjpin 4 M@t NI § K &
private course such as gkening, natural therapy, pottengnd soon ¢ KS a Ay (i St IapaR dzLJ NBL
Outbound- October200% Of F AYa GKIFiG S@Sy (K2dAaAK WILIFySasS LIS2
FYR GKS LINRPLISyairide G2 GNF¥ oSt RSONBFasSa gthdayk | IS
are more likely to travel than their parents and grandparents when thaghré¢he same age because

they are often more experienced travelers and want to continue doihgrbe same report also declares

that single women, married men and women aged between3@8yearsare most willing to travel

overseas, of which 70% have exmed desire to travel abroad. Still, elderly people are not out of the
didzReQa FT20dzax 6SOFdzaS (KS ANRBgGK Ay 20SNESFa (NI
OFftft SR aHnnt LINRBOfSYE 6KAOK RSYI yR&de of'60. Bukthigi2 NE  NB
not a problem from the viewpoint of overseas destinations. On the conttahe retirement time for

Japanese Baby Boomers has come and more than 50% of them intend to celebrate this period by
travelling. Moreover, the most popularedtination for this purpose is Europe (31.6%). This segment is

also financially important.dMore significantly, firsgenerationDankai (the baby boomers in
guestion)hold substantial financial assets, and coupled with the ksom payments they are enttl to

upon retiring, gives this group considerable financial €ldthus, thoseaged 5559 usually spend almost

13.5% of their household income on package tours. This percentage increases for seniors between the

age of 6664 and 6569 respectively to 16%nd 16.3%(MintelGroup, 2007)As we saw earlier in this
chapter,Japaneseeopledefinitely have affinity for travelling to Bulgaria, and in particular for Thracian

culture, as Kirekchiev (2006) has noticed. But the question is what are the specific preferences of the
abovementioned agegroups. The report gives an answer to this, ai.w

GThe Japanese are generally not very adventurous by nature, preferring to visit
RSAGAYIlIGA2y A ¢AGK | Asighificant nanibar dfKdpaess Brd Jawii | G A 2 ¥ X
aSS1Ay3 tSaa ONRBRYRSR IyR fSaa oStf 1Y26Yy RSai
seeking places rarely visited by tourists. Men, both single and married, were more likely

than women to want to visit emerging destinationgn 2007, 75.6% of the respondents

in the JTM survey added that they prefer to relax at just one or two destinatioirg

their trip abroad. Just 21.6% will try to see as many countries as possible during their

stay£

(MintelGroup, 2007)
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Japanese overseas travelers can be attracted both during the high and the low season. They travel
mostly in February March, AugusSeptember and throughout the autumn season in the months of
OctoberNovember gee figure 19 So, from all this information, it can be concluded tlzdlt three

defined tourist markets are identified among Japanese travelers beneficial for the future tourism
product of Seuthopolis.

2.3.2. Bulgarian tourist flow

2.3.2.1. Domestic tourist flow

Analyzing Bulgarianlomestic tourismis an entirely new approach of SAT. The first data of such
character was obtained in 2008. First of #dlivould be appropriate to have in minithe relatively low
AyO2YS 2F . dz AFNRAlIya Ay O2YLI NRazy G2 GKS 2GKSNJ 9
spend most of their holidays, excursions and short breaks in Bulgaria. This does not medontbstic

travelers are not interested in cultures and the relevant type of tourism. Even though Bulgaria is a small
country, it has a varied cultural composition which forms a highly diversified tourism product of this

kind. Moreover, Bulgarians are aveaof the historical and ethnic richness of their land which they are

proud of and what is more importargtit increases their will and curiosity to get to know it. Much of the

historical and archaeological heritage included in the educational programrstudénts of all levels,
0S502YS adzo02SO00 27F (2dNARAG OGAaAld RdzNAy3I aoOKz22f 2NJ
offers on the general domestic tourist floof Bulgarians (see appendix 11, figuresapd 21). Similarly

to foreign tourists, he age group o026 to 35 yearcomprises the highest proportion and is almost equal

to the 36-46 one with a difference of only 2%. The vast majority of the tourists have a secondary or

higher level of education (97.2%), which may lead to a conclusionirthgéneral their interests and
preferences for tourism are varied due to their competence in different spheres. Therefore, they can be

an important target market for the project of Seuthopolis, as well.

From this recentlata on thedomestic tourist flow,tiis visible thatschool childrenof all ages are the
youngest cultural tourist segment to be targeted for the tourism product of Seuthopolis. They would
visit the site either with their teachers or parents, who both fall into the age groups of other grima
interest: 26-35 and 36-45. Higher education students would also be interested in such a site, depending
on their personal and academic interests.

S as to retain the consistent character of this situation analysis of Seuthopolis, the consumption of
cukural products on a national level must be reviewed. The major source of information used in this
aSOGA2y A& (GUKS O2dzyGNEB LINRPFAE S 2 TompamiuthloNJulturalLJdzo £ A 3
Policies and Trends in Eurép® ¢ KS R (0 It pré&séntéd hieléwi s bRh bifakdd from the
National Statistical Institute (NSI) of Bulgaria. Even though no specific information about the travel
habits and preferences of the population in this aspect exists, the consumption of cultural products can
give a general picture of how much cultural tourism is attractive on a national level. In 2005 the National
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Centre for Research on Public Opinion examined"fBeltural attitudes and consumption of cultural

products in Bulgaria'by means of serrétandardized interviews. Unsurprisingly, this was the first
thorough analysis of the matter for 15 years. As it was explained in the historical background of
Bulgarian cultural policies, such topics and issues have been of minor sigigferad discussion during

the communist regime in the country. Consequently, the sad results from this attitude to the cultural life

and education in Bulgaria are evident in the study in question. Naturally, the most popular leisure
activity is watching T\67.4%), followed by book reading (8%) and listening to music (6%). But the most
worrying is the tiny 1.4% of the population who regularly visit the theatre, movies, opera, ballet or
exhibitions. Of course, no matter how much forgotten and out of everyidiayhe last activities are, this

does not mean that people are not curious or interested in participating. The limited access to cultural
Ay@2t @SYSYyl KlFLa y2¢ WLzt SR GKS GNAIISND 2F LI GAS
is now consantly growing (10.4%). This means that the proportion of real and the potential audience is

1:10. Supporting the above picture are the reasons why the interviewed do not visit cultural events. 32%
stated that this is due to the low participation of suchtlir social environment and 17% admitted:

feel unprepared for this type of cultural entertainmén®herefore, concludé\rkova and Andreeva

(2008, p. 513 thaileading factor in low participation rates is more related to seaitural factors, such

as family, friends, and the environméntb ¢ KS& | f &2 | RR (KIFIG SRdzOlI A2y X
has decisive influence on the cultural consumption habits. The outdated education system in the
O2dzy iNBX AyO2YLI GAOGE S & A plEyeazndgyrIole lid$hss ladp&Qléadingd S Ra =
reduced demand for cultural products in the last decade. It can be observed on fRjr23and23in
appendix11.

Despite the mainly negative results, the fact that Bulgarians are curious and eager iwpp#et in

cultural activities brings a ray of light within the domestic tourist tendencies. As usualedusiated

people should fall in the focus of Seuthopolis.

2.3.2.2. Bulgariansliving abroad

Even though no official data is available about the travelver of this tourist segment, it cannot be
omitted due to its high propensity to travel in Bulgaria. The reasons for this are complex, but mainly
related to:

Nostalgia

Visiting friends and relatives

Business

Holiday

Internal need to get to know their owiand if they have not done before emigrating
To enjoy its cultural and natural heritage of which they are proyeiaf

To show these to their foreign partner, friends and colleagues

v v I B B D

Just recently the Head of DAT, Mrs. Krushkova, has expressegihem on the potential of this tourist
segment:
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She believes advertising Bulgaria as a tourist destination should focus on a few main
markets, one of the main targets being the Bulgarians abroad. She cited Morocco as an
example as the country advertisteir tourist product into six priority markets. Five of
them are other countries and the sixtthe Moroccans abroad'We advertise Bulgaria

in 50 destinations abroad, we invest tremendous efforts and funds and the results are
trifling," Krushkova saidThe Bulgarians abroad, with regards to tourism, possess huge
potential, which must be used.

(paper.standartnews.com, 2009)

A rough estimation of this market can be made. The total amount of Bulgarians residing abroadtis ab
3.5 million(www.dnevnik.bg, 2006)f we assume thalhalf of them visit Bulgaria due tone of several

of the abovementioned reasons, this means that 1 750 000 people are potential tourists who might
undertake trips withn the country. If only half of those Bulgarians participate in the inbound tourism of
the country, this market segment amounts 875 000, which outnumbers the second largest foreign
tourist market for Bulgarig Greece. The percentage of those Bulgarianglieg abroad who are active
travelers and particularly visit cultural sites was checked via a survey aalomgdred peopleby the
author of this thesisThe respondents took part in forum discussions on websites or social networks
dedicated to Bulgariandiving abroad¢ Facebook Group: Bulgarians abroad and Virtual Bulgarian
Society: Bulgarians Abroadttp://bgabroad.ning.com). Respondents residing in eleven different
countries contributed to the research. The bégtjamount of participants lives in the USA, followed by
Germany and the UK. The country of residence, though, does not concern the information which the
survey aimed to obtain. In order to have a representative result, twenty respondents for fivgraiges

were included. Please refer to appendix 12 for a sample of the survey and graphs representing the
outcome of all hundred responds.

Fromfigure 25it is worth mentioning four things. First of all, about 43% of the respondents living in Italy
stated thattheir stay in Bulgaria lasts more than 30 days. These are a rather high percentage and a long
stay. Even higher is the percentage of those visiting the country for 7 to 14 days. Therefore, the average
stay of this group is not the longest. This appearisé¢dhe group of Bulgarians living in Israel, where the

two longest periods comprise about 39% each. The reason for this may be the minimal choice for mode
of transport, where flights are the only (convenient) option and moreover, there are nadsivfligits.

It seems that the same logic cannot be applied for Bulgarian tourists from the USA, because they do not
stay as long as those from Israel do, despite the-loaugj flights. Still, a significant percentage of them
stay in the country for a period betwea two and four weeks. Similar is the situation with Bulgarians
residing in Spain. Cheap flights between the two countries have been introduced just in the recent
couple of years. Obviously short are the stays of those arriving from Belgium, IrelandKtlzend)
Denmark. An explanation for this can be sought in the presence of flyingdsivcarriers to Bulgaria
allowing frequentbut shortvisits, except from Denmark. On the other hand, Denmark is relatively closer
to Bulgaria than the other three countriesd can also be reached quickly by car or by bus.

Hgure 26 reveals how muclmore cultural sites are preferred to natural ones during the tourism trips of
nationals visiting the country. In total 70% of all respondents visit cultural sites and 54%atusél n


http://bgabroad.ning.com/
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sites. Given that 24% combine both types of sites while traveling, this explains why the sum exceeds
100%.

Figure27 comes to prove the statement dfowenthal (985) and Dickinson (1996) K lasi pedple age,
they become more interested in their auhl roots, in things historic, and in developing a greater
dzy RSNRBR Gl YRAY 3 2 Fifty in&ri&t ahd sénipié aré f&ltSo haldtEeNgreatest potential for
ANR UK Ay Od#lefedmdbbnies evidedrNiktihgse Bulgarians living abroad, avhoaged
above 56 visit cultural sites the most. A gradual increase of affinity to cultural tourism shows parallel
development with age. Respondents between #ye of 26 to 35 and 36 to 4&re equally interested in
combining both types of tourism, buteustillmore interested in cultural sites in general

The last figure in appendix 12 shows the type of company in which the respondents usually travel by the
age group in which they currently fall. We can notice that the earlier defined market segments are
confirmed by the results from this survey. For instance, during their trip those lagteeben 26 and 35

travel mostly with their partner and thus confirm the market segment of couples in this age group.
Apparently, AlImost 50% the respondents who fallia hext group dedicate most of their time to their
family during their trips in the home country. On the contrary, empty nestbrs/e the age of 55ravel

mostly with their spouse or with friends, most probably their peers. Of course, due to changees val
and interests, the latter hold the greatest potential to be a stable market segment for Seuthopolis.

2.3.3. Cultural heritage tourism for children

The site of Seuthopolis is expected to be visited also by children from Bulgaria and from abroad. It is a
well-known fact that their perception and viewpoint often differs from those of adults. That is why the
tourism product of Seuthopolis should call their attention in a special way. Cultural sites may often
appear boring to them due to inappropriate presatibn and interpretation for their age. That is why
children should be engaged in illustrative, practical and creative activities, which would surely be more
attractive and entertaining for them. In this way involving children in the ancient past can also
contribute to their common knowledge, without giving them the feeling of school education. Here is
what Jovana Tripkovic and Kristina Penezic conclude from the workshop held at Vinca archaeological site
for a few days with children from local elementarhsols:

oDesigning specific programs with aim to present cultural heritage to certain target
groups,such as children is a necessity. Challenge with designing such programs lays in
simplifying, interpreting and defining the presented past for them. Prewprdany

I NOKIF S2f23A0Ff 1y26ftSR3IS gAGK2dzi 0SAy3dI GKS2NB
avoided. Place we chose to start is an authentic environment where children could think
and imagine what one Vinca child could experience.

One thing we, as gmn-up individuals and researchers, are deprived of is a basic truth
GKIFIG 6S 20SNENBES OKAft RK22RI |yR UKSNBEF2NB | NB
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perspective. Our past is populated not only by adults, but by children as well, whose
growing up ve are not quite able to grasp.

(Penezic & Tripkovic, 2007)

As a result becomes clear that children should be treated very carefully as a tourist market segment,
especially when it boils down to culture, archaeology and learnin

2.4.  Direct cultural tourism competition for Bulgaria and Seuthopolis

This section analyzes the competing destinations for cultural tourism with Bulgaria in order to
demonstrate the general rivalry context in which the tourism product of Seuthopolibevidleveloped.
Competing cultural destinations within the country are also reviewed.

It would be very difficult to find a concrete source of information which clearly states which destinations
are major cultural tourism competitors for Bulgaria, which i da the immaturity of this type of
tourism product. The presence of ancient cultures as attractions within Europe will be taken into
account due to their direct link with the cultural heritage character of Seuthopolis.

One way of evaluating the culturaburism competitiveness of Bulgaria is to take a look at its
geographically and culturally closest countries, known as the Balkan states. The ones which, are
considered to be important cultural tourism destinations within Europe, will be reviewed.

Bulgara is a Balkan state. Even though this part of Europe is widely taken by Westerners as one whole
destination where a single type of culture exists, this stereotype has slowly begun to fall apart in

LIS2 L) SQ& YAYR® ¢KS &l YS 2 LJAckel, 2hg edddinichied &f Ringeriya SR o6 @
Xpress, who provides daily news on South East Europevfow.Reedmidem.comHe writes the

following:

oDespite being close to each other, Balkan countries have a numldffesénces in

terms of tourism development and perspectives. From the-destloped Greece and

¢dzN)] Sez (2 SYSNHAY3I .dzZ AFNRFXZ / NRBFGAF YR w2Yl
Albania, forces driving the development of each of these markets ardiffalfent,

varying from sunny coastlines and snowy mountains to businesg trip

(Dutchev, 2008)

The enlargement of the European Union has played a key role for the appreciation of the existing
cultural differences within thegeninsula. Thus, along with the political discussions and accession of
Bulgaria to the big European family, the cultural side of this land is being evaluated internationally as a

LI NI 2F GKS !'yvAzyQa AydSaNI GA2yweasigEudpestd thtleisL G A a
known specifically about the country as a result from the lack of information during the communist
NEIAYS Ay .df IFNAF® LG A& OSNB tA1S8fe GKFG GKS &d
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reporter Veneta Nikolova defines it, is probably the outcome namely of political history. But past is past
and we must not only learn from it, but also see it and make use of it as an opportunity for future
developments.

This competitor analysis cannot be fulfilled withailie use of reliable information about the main

tourism competitors of Bulgaria in general. Moreover, specific data on other preferred cultural tourism
destination than Bulgaria does not exist. That is why further conclusions are to be assumed according to
previous knowledge anddditional sources. Appendix I#gins with amap of the Balkan peninsula

which helps situate dzf 3 NA I Qa O2 YLISGA (2 NJ RS drémifigureBa Bhgmiostl O O 2 NR
culturally close ones to Bulgaria in general are Mimrea and Croatia. Due to the fact that Macedonia is

still in the development phase prior to emerging, it will be excluded from comparison. The reason for

al OSR2y Al Qa NIyl GKNBS 2y (GKS 02 YLIS( atsi Macédbid a i A a
and Croatia falbut because no ancient cultures of high significance form a cultural tourism product
there. Even though Turkey, Greece and Romania are bordering countries for Bulgaria and the cultures at
times merge, the cultural distance is biggeredo language, religious and ethnical differences. Even so,
Turkey and Greece are primary competitors for Bulgaria regarding the presence of cultural heritage sites
and atNJ O A 2y a ® 5 SjaintIacteSsiom gt Bufari © dhe EU which has raisetdzNRX & G & Q
interest to both countries, it will also be excluded from the analysis due to lack of similar kind of ancient
cultural sitesof major importanceon its territory. Thus, the list of cultural tourism competitors on the
Balkans shortendownto two ¢ Greeceand Turkey

To conduct a fair benchmark, these Balkans states are compared according to their Travel and Tourism
Competitiveness Report (2009) from the World Economic Forum. The focus is put on"tpéldrin

the country profiles cultural resources available in the countries. In order to have a clear point of view,
Bulgaria is weighed against all its competitors simultaneously by makiagf figures 31 and 32 in

appendix 13In this way becomed®A RSy G G KF G . dzf 3F NAF Qa adNRpy3aSada O2
are Greeceand Turkey This result is not surprising because, as it was mentioned earlier in this section,

the tourism producs of these two countries are well developed.

Greeces one ofthe richest and most experienced destinations regarding cultural heritage and its
management. This fact is confirmed by Richards (1996). He claims that the most important attractions of
Greece have always been the archaeological sites and their asspuiagims, which have established
GKS O2dzyiNEQAa AYIF3IS +a | OdzZf Gdz2NF £ RSAUGAYlI GA2Yy D a?2
popularizing modern Greek culture. Similarly to Greece, this cultural aspect is of great significance to the
diversificaton of the tourism product of Bulgaira, because the massively demanded sun, sea and sand
are also in the core attributes of both countries. Richards declaresctfassical sites act as a major
attraction for incoming tourism to Greec€Richards, 1996, 2005, p. 13&ven though most of those
sites are situated outside the big cities and close to rural areas, tourism activity is concentrated mostly
y' S I mMdyjorcurban centres, such as the Acropolis (Athens) and Knotsekijony @ wA OKF NRa | f &
that one very important factor which influenced the growth of cultural tourism in Greece has been the
development of many festivals and cultural events, located in ancient-apetmeatres. This has been
very attractive tothe tourists. The perspectives for cultural tourism development in Bulgaria are quite
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similar to the way Greece has achieved this strong image of a cultural destination. Even the ancient
Hellenic and Thracian cultures at times intertwint] gach of them possessing theurnique features,

being of primary importance for the world civilization progress. This is a reason to foresee an eventual
partnership in the development and diversification of the cultural tourism product of both countries,
rather than being severe comptirs. A couple of European tratrder tourismrelated projects for
cultural integration have already been realized.

Even though in recent dayBurkeyhas been perceived rather as a beach holiday destination, its
cultural resource ranks it high on thedfd Heritage List . In this sense it faces the sammbplem as
Bulgaria. Mass touristK I & F 3INBF G AYLI OG 2y ¢dzN)} SeQa AYIl ISz
and faith tourism of Turkey has been recognized in the recent years, as it has bBetgamia. This
neighboring country similarly needs improvement of infrastructure and serious investments in this
specialized form of tourism in order to develop and realize its potential (Turkish ministry of culture and
tourism, 2006). Even though both auties have similar issues to solve, our cultures are actually quite
different and therefore attract tourists with different interests. Moreover, the territory of Bulgaria is
much smaller where cultural monuments and architectural sites are densely loaatetecause of this
can be accessed more easily and quickly. Southern Bulgaria is partially populated by Turks which is a
cultural asset because it can demonstrate their culture and religion for those who are eager to

experience it.

From the above evalibA 2y 2 F . dzZf 3 NAF Qa (g2 NBIf O2YLISGAG2NA
that it is a country which is so culturally rich that if proper investment, marketing and management is
implemented, it can outrun even the success of Greece and the potaftiRlirkey. Still, these three

countries can also be good partners due to the borders and Balkan culture they share. Moreover, the
cultural significance and uniqueness of Seuthopolis, and the project which will reveal them, has no
equivalent worldwide. TRi ¢ Af f 0SS . dzf I+ NA I Q& WodzaAySaa OF NRQ T2

There is one competitor outside the borders of the Balkan Peninsula which cannot be omitted in this
analysis. This is namely Italy with its top rank on the World Heritage List, which can be digpmeo8l1

in appendix 13 Travel and Tourism Competiéiness Report of the World Economic Forum. It is a-well
known fact that the ancient Roman archaeological sites and cultural treasure which Italy holds are of
extreme significance and popularity not only in Europe, but also on the globe. That is why Bulgaria
cannot be compared to Italy at all. Maybe this is the only cultural tourism destination in Europe which
Bulgaria cannot outshine whit its ancient cultural heritage. But instead, it can learn precious lessons in
the development of cultural tourism.

The pesence of potential cultural tourism competitors for Seuthopolis within Bulgaria should not be
omitted. Even though SAT does not provide information on the attendance of major cultural
destinations, they can be clearly pointed out. First of all, this és Thracian town of Perperikon in
Southern Bulgaria which already attracts a lot of visitors despite the lack of appropriate tourist facilities.
The manager and main archaeologist professor Ovcharov actually has expressed his negative attitude



Aneliya Tanevg 60
Tourism Product Development of Seuthopolis, 20

towards the poject of architect Tilev because it would directly compete with Perperikon. There are
other Thracian sites in the same region for which the picture seems to be the same. But it looks rather
positive for Seuthopolis since it would be much more attractigeanly due to its greater significance,

but also to its location and modern vision. Moreover, they can also be assumed as contemplating each
20KSNNRA LINPRdAzOGA N GKSNJ GKIFIYy O2YLISiAy3 6A0GK 2yS
first chapterof this thesis, Bulgaria has been recently split into tourist regions by SAT, one of which is
Old Bulgarian Capitals. They can also be considered to be competitive, not only for the domestic, but
also for the foreign market. These are the cities of Velieonovo, currently marketed as the cultural
capital of Bulgaria, Pliska and Preslav. They are all situated in Northern Bulgaria right across the Balkan
Mountain Range. It happens quite often that tours through Bulgaria starting from Sofia and visiting
these places are offered. Sometimes though, Thracian sites like for instance the famous Kazanlak Tomb
are included in the programs of tour operators. This suggests that Seuthopolis would most probably be a
popular cultural site among them. Additionally, thigycof Plovdiv should also be considered as one of

the major cultural tourism destinations in the country, most popular for its Roman background and well
preserved architecture of its old town from the National Revival period. A little further away frem th
Valley of the Thracian Kings are situated a few old Roman towns which in present times are better
known due to their location at the Black Sea Coast. These are Sozopol, Nessebar, Pomorie and Balchik.
The first three can be thought of as competitors feuopolis because they are situated much closer

to it. On the other hand, though, in order to reach them travelling from one end to the country to the
other, one should pass very near Seuthopolis. Thus, it can become an important site attraction for them.
Alternatively, those who are staying in this area of the Black Sea Coast may also be interestat)ia

trip to the ancient city. Despite the numerous options for cultural tourism in Bulgaria, it is obvious that
due to its central location and attrigeness, Seuthopolis has the potential to attract visitors not only as

a major destination, but also for day visits.
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3. The Valley of the Thracian Kings z Tourism Development Potential

This last point of ChapteFhree analyzes the potentialf the Valleyof the Thracian Kings in Central

Bulgaria. As pointed out in the literature review for assessment of tourism potential, the European

I 2YYAEAaA2YQa¢ AR RII BYSE@NIFR NI YR / dzf GdzNF € | SNAGF IS
Tourism in Notraditional Tourism Destinations 8 8 S&aa Ay 3 ¢ 2 (ENdhpaayi Canenissoy/, (i A | f £
2002, p.3244)is applied.The overall structure for assessment is adopted. For the purpose, both primary
research iainterviews and guestionnaires at the destination and desk research have been applied.

3.1. Natural features

Even though the natural features of the Valley of the Thracian Kings are not of central interest to the
thesis, but rather of supporting character, thare very important to the overall experience. The natural
FSIGdz2NBa 2F GKS LINBOAYOl ONBIGS GKS LKeaAOlf Syoga
trip. The physical context, in which the product of Seuthopolis will be developed, iswauital, but

emphasis will be put on the most significant features. First of all, the surroundatgrs of the

Koprinka damare already an irreplaceable peace of the natural resource. It has the potential for the
development of a wide range of side adii®, which would enrich the core product. Therefore, a

number of SMEs and local entrepreneurs can benefit from these.

The region is quite popular also as tfalley of the RosesRosa Damascenmas brought from Asia to
GKS flyRa 27T O 2iéslagoQle in XX c@ntuyBitecan@ $hy¢ greatest wealth of the
Kazanlak region and a symbol of Bulgaifi@urism.kazanlak.bg, 2007 he rose oil extracted from this
special sort is broadly used in all kinds of indusfriasstly in culinary, cosmetics and perfumery. It is
the basis for many famous perfume and cosmetics brands. Nowadays, together with the Thracian
culture, the plantations of Bulgarian roses are the most prominent of all natural assets of the region.
Thee is a museum dedicated to it araf course the famous rose fields and distilleries, where the rose

oil is extracted. The traditional rogacking in June and the Rose Festival held every year attract guests
from all over the world. There exists great potiah for further development of tourism products related

to this great combination of natural and cultural resource. An evidence for this is also the Rose Museum
situated in Kazanlak.

Right next to the Koprinka dam is situated the small and quiet resem tof Pavel Banya which offers
balneologyprocedures andhermal springs Nearby is situated an agua park, which provides one more
L2aaAoAtAdGe G2 020K Syez2é IyR SYNAROK (GKS (G2dz2NhAadQ

Last but not least, the proximity @entral Balkan NationaParkoffers the opportunity to combine the

visit to Seuthopolis or any other of the surrounding places of interest with a hike in therestrved

nature of the park. Its management is walldzA § SR G2 GKS @GAaA02NAQ Yy SSR:
experienceamong the varied flora and fauna. It is a must to mention that Central Balkan National Park is

a PAN European Bawhich gives extra added benefit its guests. Wildlife and pristine nature are

becoming more and scarcer in Europe. Moreover, the name efpidrk itself prompts to the foreign
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visitors that they are having a trip through the heart of the Balkan Peninsula. This is also an important

KAaG2NROFE LI OS 6AGK | ydzYoSNI 2F Y2ydzySyida K2t RA

Ottoman ruk. In the region there are also two natural reserggéamenshtitsa and Leshnitsa.

3.2. Cultural features

Certainly, the number one cultural feature in the region is the Thracian culture as a whole, which is
evident in the numerous tombs scattered throughahe Valley of the Thracian Kings. Only 100 of all
1000 tombs have been examined and a few of them are accessible for tourlstdazanlak Thracian

Tombis da part of theUNESC@orld heritage and one of the most attractive tombs, with its magnificent
frescoes, depicting a Thracian burial £it@olyamaKosmatkatemple-tomb is éthe latest home of the
Seuthopolis ruler Seuthes lll. There have been found the golden cup, wreaithe Inarness and battle

F O02dziNBYSyidasz Fa ¢Sttt Ia (KSGoyamR\gdndke &iteBuref NB Y
represents theThracian idea of the world with the Sum the centerand the remainder the nether

world, the human world and the heaveriBhe Shushmanetsemple is unique on the Balkan Peninsula

and it representste mythological modebf the world(tourism.kazanlak.bg, 2007yhere are four more
accessible tombs also dating from IV and V century BC, in which have been found precious golden and
daily life objects which Thracians have used. Obviously, aiitly @amount of the Thracian heritage has

been excavated. The potential to reveal more of the Thracian secrets is literally vast. Archaeological
works are going on and discovering so much about this ancient culture, that it provokes enormous
interest to witness these authentic temples. Of course, after the excavation of the city of Seuthopolis,
they will remain the inextricable link between the Thracian capital, the ancient civilization and this

Odzft G dzZNBEQa NAGdzZ £ & | yR 0 S bykdwi af Kazahlék$oldg dzictd arction ofa | NI Q

objects which have been excavated from the tombs, including a newly created vault keeping the most
precious ones safe. This is the coordinating body for tourist visits to the Thracian tombs, the Rose

Museum,9 G Ky 2 INJ LIKAO / 2YLX SE WwWydzZ I 41 Q | yR adzaSdzy WL4&]

There are a few festivals happening throughout the year in Kazanlak. They are related to the two main
prides of this part of the country and are named after them: the Rose Festival and Celebnatibas i
Valley of the Thracian Kings. These themed events are especially attractive due to the significance of the
cultures they are dedicated to. They are visited by Bulgarians, as well as by foreigners willing to join the
authentic Bulgarian experience hagning right in its heart.

Of course, local culture and customs are also quite interesting not only to observe, but also to take part
in. In Kazanlak there are seven galleries and museums which present the historical background of the
local population andwvorks of prominent Bulgarian and foreign artists. Kazanlak is a town of well
expressed creativity, supported by the unions of archetiers and of fine arts. Guests are invited to take
part in workshops which teach and demonstrate to the curious visitors.


http://tourism.kazanlak.bg/en/discover/valeytrk/2-2-2-1.html
http://tourism.kazanlak.bg/en/discover/valeytrk/2-2-2-1.html
http://tourism.kazanlak.bg/en/discover/valeytrk/2-2-2-1.html
http://tourism.kazanlak.bg/en/discover/valeytrk/2-2-2-3.html
http://tourism.kazanlak.bg/en/discover/valeytrk/2-2-2-4.html
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3.3. Area as a whole

The Valley of the Thracian Kings is situated between two mountdains Balkan Mountain Range and

{ NBRYl D2N} I 6KAOK FINB (KS NBIAZ2YQ&a yhHuérdeNButt & € f .
more attractivefor the eye. They atscreate the specific climate of the valley which offers a rather mild
winter and warm humid summer to which contribute twenty miatams. The surrounding environment

of the Valley of the Thracian Kings is definitely not poor when it comes to attrachanhshey seem

rather minor in comparison with the significance and might of the Thracian civilization. Of course they
have their own charm and reasons to visit. For instance, there are numerous villages, which are
appropriate for rural tourism, offeringefaxed and traditional atmosphere and also genuine Bulgarian
cuisine. A few archaeological sites and ethnographic complexes can also be found in the nearby
settlements. Thus, the variety of possible activities, in which the guest of the region can paeticip
becomes even richer. The fertile lands in the valley are broadly used for alternative agricultural
plantations like roses, lavender, cotton, vines, peanuts, hop, honeybees, etc. Such cultures are very
attractive to see- the way they are grown, harvesl, processed and packaged until they reach the
customer which, eventually, is also the tourist.

3.4. Stakeholders

The public body responsible for the tourism promotion of the region is the Tourism Department in the
Municipality of Kazanlak. After a persdmaeeting with the Head of the Tourism Department and
Tourism Office of Kazanlak, Mrs. Rositsa Nikolova, it became clear that the Municipality of Kazanlak
gives its full support to the Seuthopolis project and considers it as the main catalyst for thentouri
within this precinct. The tourism business in the region is developing but is definitely not saturated by
numerous tourist agencies. The region offers good opportunities for tourism entrepreneurship in a few
types of tourism. Such are, as defined by 3A& SPA, balneology and wellness tourism, wine tourism,
rural tourism and festivals. The region also offers good opportunities for hunting and fishing tourism. All
of these, of course, would fall into the highly cultural contekthe Valley of the Th@an Kings. There

are about fifty Bulgarian and foreign tour operators which work on the territory of the municipality of
YETEFYyEF1® ' O0O2NRAY3 (2 GKS ISFR 2F (KS YdzaSdzy WLaA
each year. Therefore, one veryportant interest group is developing positively, which brings higher
visitation to the Valley of the Thracian Kings. According to him, the proposed project for the excavation
of the Thracian city will bring also higher investments in further archaeologaék in the valley, which

is of primary interest to the museum. From the direct interviews conducted in the town of Kazanlak,
becomes clear that the attitude of the local population to the Seuthopolis project is well positive. People
are curious towardshe site itself, but also realize that this project would create many opportunities for
starting off small businesses directly or indirectly related to tourism. It would also be beneficial for other
economic sectors due to the necessity for infrastructdexelopmentand various servicesast, but not

least, as Mrs. Rositsa Nikolova declared, the tourism product of the Valley of the Thracian Kings needs
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project supported by a wethought, organized and managed product. In its responsible development is
expected to take part Kazanlak Sustainable Tourism Association.kazanlaktour.com

The closest city ti&Kazanlak is Stara Zagora, which is one of the oldest settlements in Europe with an
eightthousandyear history. Situated on a crossroad, it is the best developed city in the region. It
possesses cultural heritage from many ages: Prehistoric, Roman, BgzdBdglgarian, and Ottoman,

until now in modern Bulgaria. Nearby, only 87km. away, across the Balkan Mountain Range to the north

Ad aAlddza GSR . dzZ 3FNRAF Q& OF LIAGFf R-deeliko/TarnouoKISholdgsS O 2 y R
the traditional stylearchitecture of houses which is presented in a very interesting way due to the steep

relief. Veliko Tranovo is most famous for the architectura¥’ dza Sdzy NB & SNBSS WwWeal NB O
Another adjacent city is the third biggest city in BulggrRlovdiv. i also incorporates the same cultures

as Stara Zagora. There has also been found traces of Thracian culture, but it is obvious that it has not
been a culturally and economically important centre as Seuthopolis. Plovdiv ikneeth for its

beautiful old bwn which combinesMacedonan and Byzantine fortress walls,Roman theatreand

National Revival architecture styles. All these cities have already established relations with big
international and national tour operatorand agencies. Due to the relativelell-developed cultural

tourism there for the country, the tourist flow is increasing and gradually creating balance in the
seasonality of the Bulgarian tourism product. A central attraction like Seuthopolis would not only
contribute to the alternative tarism force of the product, but can also benefit from the established

tourist market flow of these destinations.

3.5. Infrastructure

The infrastructure in the region is relatively wa#veloped but does not offer much comfort. The
accommodation establishmestare not many, but new ones are being built or adapted for this use.
Hotels are mostly -3tar ranked The majority of lodging facilities are guest houses and family hotels,
many of which are developed in the local traditional folklore style either in{akzar in the nearby
villages. In the town of Pavel Banya there is also a private centre for rehabilitation which has modern
medical equipment. There are also quite a few hotels which offer SPA and Wellness procedures. It is
evident that people realize # tourism potential of the Valley of the Thracian Kings, foresee its
development and show initiative to take part in it. In 2004 the total bed capacity of the Municipality of
Kazanlak was around 1000. Restaurants are not many, as well, but the localsitord are mainly
satisfied with the quality of the cuisine and service. Even some hotel & restaurant establishments are
rather visited for their ethnographic value. There are other F&B establishments which are popular
among the local population for quidknch but not necessarily offer fast food. There are a few shops in
Kazanlakwhich sellvariety of traditional Bulgarian souvenirs, but most popular in the region are the
products containing rose oil like cosmetics, perfumery, rose jam, etc. Most hotels their own
souvenir shops.


http://www.kazanlaktour.com/
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The Valley isgeographically situated in the center of Bulgaria and the town of Kazanlak is the center of
the Valley. Buses run regularly to and from the villages and most of the roads are convenient and
accessible with akinds of transportatioé (tourism.kazanlak.bg, 2007)he region has a welleveloped

road network which serves the access to and within the destination. The closest situated international
airport is in the city of Plovdig 121km. away from Kazanlak. Even though this airport is not broadly
used for international flight landing, there exists a project for its expansion in order to improve the
direct accessibility of Central Bulgaria from abro@dspite the fact thatt has lorg been discussed but

not initiated, a major attractioras Seuthopolis would contribute to the acceleration of the process. The
other two closest international airports are the ones in Sofia and Bouyga® of them in the far west

of the country and the ther cat the Black Sea coast. The distance to Kazanlak from both of them is
almost 200km by road. We can see that despite the good accessibility of the Valley of the Thracian
Kings, tourism has not undergone turbulent development. This is due to the Strpotarized mass
tourism product of beach and mountain tourism in the country, the conditions for which are equally
distanced from the region. The potential for cultural tourism development, though, is high namely in
this precinct and its accessibilitylidbe of favor to it. Opportunities for traveling and tourism in Valley of

the Thracian Kings are promoted by the Tourist Information Centre governed by the Municipality of
Kazanlak.

3.6. Legal and policy context

The Seuthopolis project is fully supported Bynumber of municipalities in Bulgaria, including the
Municipality of Kazanlak where the site is situated. A closer look will be taken at its regional
RS@OSt2LIySyid adGNridS3é Ay NBEILGA2Yy (G2 G2dNRaYoe L
SNI GS3& F2NJ {dzaldllAylrofS ¢2d2NRaYyY 5S@St2LISyiqQd ¢K
potential given by this document highlights the fact that the resources are not fully utilized. This is due

to the absence of the tourism sector in the structurapiortance in the municipality economy. Tourism

within the boundaries of the municipality of Kazanlak is growing steadily but not as fast as the mass
tourism in the country. It needs an overall tourism development strategy and investments in the
improvementof the tourism infrastructure, with a special emphasis on lodging facilifMsinicipal
Development Strategy of Kazanlak, 27 3)

' OO2NRAY3 (2 GKS wS3IA2yLFft hLISNF (A 2y fablet TMRiSSNT YY S
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resources which have been realized on weak or average l@vahicipal Development Strategy of

Kazanlak, 2002013) Two of the Regional Operational Programme priorities are focused namely on the

future development of the tourism. They are:

Sustainable tourism development:

A Development of tourist attractions and infrastructure
A Support for the development dburist services
A Development of the tourism products and destination marketing
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Integration and creation of opportunities for regional and local initiatives for development:

Regional initiatives and international cooperation

Strategic and organizationplans , identification and development of projects
Integrated local participation and development

Cooperation with European regions (Interreg 11IC).

> v >

(Municipal Development Strategy of Kazanlak, 22073)

The tourism departmet of the Municipality does not have a clearly defined marketing strategy for
which are accused the public institutions responsible for organizational planning, control and
investments in public infrastructure. Even though, the Municipality of Kazanldet&mined to
facilitate the tourism development in the Valley of the Thracian Kings and valorize its precious heritage
by prioritizing the following aspects:

A Synchronization of the actions of the cultural institutions and improvement of their material an
technical resources.

A Improvement of their accessibility and interpretation

A Creating new forms of cultural activities available both for the local population and for tourists

(Municipal Development Strategy of Kazanlak, 22013)

From the above priorities it becomes evident that the Municipality of Kazanlak will focus on the
development of the tourism industry in the Valley of the Thracian Kings, especially emphasizing on its
cultural resource. This is extremely important the Seuthopolis project and the desired high quality
experience of the visitors to come.

3.7. Tourism demand

The tourist flow in Bulgaria was broadly discussed in section 2.3 of this chapter where the major markets

for cultural tourism in the country were defined. In this last part of the assessment of the tourism
potential of the Valley of the Thracian Kings, aralysis of the tourism demand will be drawn up in

order to compare the cultural tourism markets on a national and regional level. It will verify if the
already defined markets are compatible with the demand in the region. Emphasis will be put on the two
main resourceg; the roses and the Thracian culture and the places of interest related to them. The
guantitative data on the attendance of these is obtained fritva coordinating body of these attractions
cadziSdzy WLAINI Q Ay (K SatalnBodtyhe ®UFist Markkbts wabk dblaited §id 38 OA T A C
extensive interview with the Head of the Museum, Mr. Kosyo Zarev. Primary research has also been
02y RdZOGSR Ay 2NRSNJ (2 O02t¢800 Iy 20SNItt 2LAYAZ2Y
product of Seuthopolis.
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Unfortunately, it is not a common practice in Bulgaria to create detailed data bases on the tourist flow,
especially in regions where the tourism business has undergone major development. This is the
situationin the Municipality é Kazanlak, where the only institution which has rough information for the
f1 a0 TF2dzNJ &SI Neperdx 14eratzniSthisYinfokativn imNthb@stand figures.

Fromtable 10canbe concluded that the most visited site through the years has ki@entomb of

Seuthes lll, despite the fact that the most easily accessible one is the Kazanlak Thracian Tomb, which is a
UNESCO site. The attractiveness of the former one leads us to the conclusion that the ancient city of
Seuthopolis, named after Seuthél$, would enjoy great popularity among tourists. According to Mr.

Zarev, the fluctuation in the attendance of all sites through the years is due to the higher interest caused

by newly excavated sites, followed by slight decrease in the consecutive tysavely likely that the

popularity of these will rise in the following years because active marketing abroad has been conducted

just in the last year in important European capitals like Madrid, Brussels, Rome and London and outside

of Europe in Japan. formative brochures and books on Thracian culture and the rose tradition have
0SSy Lzt A&dKSR o0& adzaSdzy WL &\ Nikemokeasily apprecialed/by dz 3 S a
the main tourist markets. Frorfigure 33becomesclear that the attendancedo the main places of

interest is higher for Bulgarians and is relatively stable. Even though less visits have been generated by
foreigners, the development of this market is more optimistic because they show steady increase except

in 2008, when fall inteendance has been registered at all sites. Despite the lack of quantitative data on

foreign visitors by nationality, Mr. Zarev has observed strong presefdtalian, Spanish, Britisknd

Japanese tourists through the years in the peak months from M#l@ctober. For instance, an English

professor organizes trips for British citizens with specialized interests in ancient cultures each month.
CKAA A& 2dzald 2yS FTRRAGAZ2YL NBfFGA2Yy (2 GKS pn
cooperates.The overall percentage of all tourists who are willing to repeat their visit to the Valley of the
Thracian Kings is between 30% and 50%. As we can see, the cultural tourist market segments in this
precinct are fully compatible with the cultural tourists @nnational level and therefore no further

gualitative research is necessary regarding the overall demand. In general, it can be said that the region

in which the Seuthopoliproject is about to happen i&illy representative for the demandaf cultural

tourism productson a national level. But in order to be even more precise in the assessment of the
tourism demand for Thracian cultural sites, it would be relevant to take a look at the demand side of
another significant Thracian settlement in Bulgaria. ©hy one, which could be roughly compared to
Seuthopoalis, is the ancient Thracian town of Perperikon in SBastern Bulgarianvw.perperikon.bg.

Even though it has not been cu a key cultural and economiientre as Seuthopolis, the tourist

numbers on its visitation are growing each year. Only for 2008 it has attracted about 225 000 tourists,

while in 2007 they were just 185 0Q@ouristMedia, 2009) This significant increaseas reached

despite the fact that the site is not very easily accessible (only by private car or organized bus trip), does

not offer any interpretation except for guiding and no actual marketing campaign has been conducted
abroad. The construction of a tast centre has been initiated this year (2009) in February. ThaHatt

' WNIF 6Q (2dz2NRAY LINRPRdAzOG 2F LzNBf & ¢KNI OAlLy Odz G dz
the lack of even basic facilities can only lead us to the conclusion th#idpelis probably has the
LR2GSYyaGAlt G2 GGNIOG G t€SFad R2dzotS FYy2dzyd 27F
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http://www.perperikon.bg/
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From the above analysis, accorgito which the tourism development potential has been assessed
(please refer toappendix b for a detailed evaluation), the Valley of the Thracian Kings has a rather
strong tourism interest in order to incite people to come to the area. The average resmitthe
assessment shows that cultural features score the highest among all categories. Stakeholders are aware
of the assets of the precinct and are willing to cooperate and take part in the development of tourism.
Demand for tourism is rather strong irlation to the present facilities. Interest particularly in Thracian
cultural sites is quite vivid despite the low contribution of public bodies to tourism development in the
area. Still, future priorities are beneficial to the revival of tourism in thkeYaf the Thracian Kings.

4. Seuthopolis project z primary research results

Since no other work apart from this paper has been initiated regarding the tourism product of
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conducted. For this purpose, the opinion of a group of people acquainted with the project had to be
collected. The only forum which guaranteed the fulfilment of this condition was the one on the

{ SdziK2L]2f Aa
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It both informs and urges the group members to discuss related issues and opinions. Receiving replies of
concrete survey questions med out harder than it was expecteBespite the large number of group
members(over 1000 people), only 14 of them gave detailed descriptions of what they would like to
witness during their stay in the tourist complex. Often used key words and expressitre answer to

j d¥BhatitldyBu/expect to see/experience during your @sit?s S NB Y
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Thracian

Unique

Archaeological

Lifestyle

Culture

Architecture
Reconstructed buildings
Replicas of tools and weapons
Living history

Get in touch with the past
Interactive presentations
Involvement

Architectural miracle combined with history

Studios for jewely
Fighting classes
Enactments
Competitions

Arts and crafts
Thracian theme
Guided tour
Beautiful panorama
Exciting experience


http://www.facebook.com/group.php?gid=9008653751&ref=ts
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Even though this piece of inmimation was obtained from a small amount of respondents, it
demonstrates tleir positive attitude, individuaperceptions and specific wishes. We should not forget
that these opinions are stronglyersonalbut they also form one common idea of self improwam
through knowledge and experience delivered by means of interactive communication with the
consumer. That is why these must be applied in the tourism product development of Seuthopolis.

5. Conclusion

The demand for cultural tourism on the Old Continkats been steadily increasing in the recent years
and cultural tourists continue to be one of the fastest growing tourist segments. If the ancient Thracian
city of Seuthopolis is rediscovered by implementing the modern architectural project of archiwct Til
andaweli K2 dzZaK(d G2dz2NAaY LINBPRdzOG A& RS@OStE2LISR:E AlG KI a
significant and attended heritage sites. Two Bulgarian institutions play a major role in the excavation
and preservation of heritage sites in the copntand in the provision of convenient accessibility for
tourists and proper marketing campaign. These are respectively the Ministry of Culture and the State
Agency for Tourism. They both express their support and appreciation for the Seuthopolis putject b
need to take further actions in order to facilitate its implementation. The context in which this tourism
product will be developed determines a quite beneficial environment due to the growth of cultural
tourism supply and demand in Bulgaria and incegamterest in the consumption of cultural products

as a whole. From the analysis of the inbound and domestic tourist flows three main tourist segments for
cultural tourism were recognized: couples between the age of 26 and 35; families with young children
between the age of 36 and 45; and empty nesters at the age of 56 and above. All of them have their
significant share in at least one of the following tourist markets: British, Spanish, Italian, Japanese and
Bulgarian ¢ domestic and incoming VFR. Of coyrdgulgaria is placed among cultural tourism
competitors on the Balkan Peninsula, of which the strongest ones are Greece and Turkey. Despite this
fact, opportunities have been recognized to establish partnerships in order to learn from the
experienced Greekeritage tourism managers and to reach high market share. The analysis of the
tourism potential of the Valley of the Thracian Kings in the last part of this chapter has shown quite
positive results. Even though improvements in the infrastioe of the region must be implemented

the high tourism potential of the Valley has been recognized by the Municipality of Kazanlak and
tourism product diversification is being sought. It fully supports the Seuthopolis project and perceives it
as an exceptional chande revitalize the tourism development in this precinct by involving its natural
and cultural assets. Moreover, the markets for cultural tourism in this region are completely compatible
with those which were recognized and analyzed on a national level. duashot least, important
AYVF2NNXEGAZ2Y 2y LIS2LX $Q&8 LINBFSNByOSa | yR SELISOGI G
gave rather specific clues and direction towards which its tourism product should be oriented. The need
for authenticity, culturally, interactivity, modernity and experienceship were confirmed.
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CHAPTER FOUR

PROPOSITION
FOR TOURISM PRODUBEVELOPMENT
OF SEUTHOPOLIS
IN THE CONEXT
OFTHE NATURAL AND CULIRAL ASSETS

OF THE VALLEY OF THH

RACIAN KINGS

TO BE USED ONLY IEIEATION TO THE
0O SEUTHOP OL NASI®NALMNITMTIVE
OF NATI ONA IREASNRETTME BULGARIAHE RI TAGEO
BY PROJECT OF AR@&QT JEKO TILEV
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1. Vision

Seuthopolis will engage its guests in the fully authentic environment of the centre of the Thracian
civilization in the context of the natural and cultural heritage of Valley of the Thracian Kings. It will
present the ancient Thracian culture in an entémiag, educational and interactive way, making it a
NAOKYX SEOAGAY3AS dzyAljdzS FyR YSY2NlotS SELISNASYyOSO®
L2 g SNFdzf OF LI OAGe G2 LINBaSyid GKS I yOASyd g2NIR (K

2. Concept

A modern vision of ancient truths

+Ayl o6Fa OAGSR SINIASNI Ay (l&adsio corerbided ordenitd réakhy/ 3 G K |
certain targets or aims ® ¢tKAa Aa GKS FLIINRIFOK G2 (GKS RS@St 2
tourism goduct of Seuthopolis in a simple but intriguing way. It states the main aim of the site

present the ancient times, making them accessible by means of modern interpretation of true scientific

data about the cultural and historical development of therdcians. It gives a possibility of an optimal
appreciation of the historical and aesthetic side of Seuthopolis. The concept suggests an experience
which involves the visitor through a variety of methods which are still to be witnessed. The phrase
dancienttruthste I A @S a (KS O2 yaQBripke ofla mysedistart @viliZatiord dz8so reveals

that the ancient spirit of Seuthopolis will be experienced in its authentic appearance. Thus, the message
refers simultaneously to visitors at differeng@s and having diverse interests. It also communicates the

idea that today both ancient and modern cultures can&& A & SA G K2dzi AYGISNFSNRAY
values but proving themselves in the contrast of their differences. Still, in the context dbtiniem

product of Seuthopolis, the concept emphasizes the importance of cultural heritage. It is a fact that the
GY2RSNYy OraAraz2yé Aa SELINBaasSR G2 | 3aANBIFG SEGSyd
facilitating the rediscovery and @sentatian of the ancient city in sitq on the bottom of the Koprinka

dam. This is the only way to correct the absurd mistake of flooding the unique site and abandoning it
underwater for over fifty years after its discovery.

3. Tourism Product of Seuthopolis

3.1. Theme

Ancient Thracian Civilization

The central theme of the tourism product of Seuthopolis will be Alneient Thracian Civilizatianit will

govern the whole experience in all its aspegtsom the major attractions, services, facilities and access

to the city, to the smallest details enhanciriige product. In order to give a feeling of authenticity in the

otherwise modern construction, the Thracian culture and style of living will be evident everywhere. The
majestic spirit of this ancient civilization will By G I y 3t SR Ay idi2 SIOK FyR S@SN
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experience. In order to gain an insight intpplease refer to appendix Mhich offers an abstract from

a nonscientific text of SAT. Of course, it is mean to give the reader an overall image of doaiérin
order to guarantee the authenticity of the tourism product, its main components and supporting
elements will be carefully designed by a Thracologjsigecialists in the Thracian civilization.

3.2. Attractions

The tourist complex of Seuthopolis Wile an abundant amalgam of attractions which will engage the
visitors on various levels. During this exciting journey in the world of Thracia, all five senses of the guests
will be stimulatedin order to guarantee the richness of their experience. Thdl haive the unique
opportunity to see, touch, hear, smell and taste this ancient culture within the boundaries of a single
heritage site. The spacious tourist complex will be divided in two ageas archaeological and
entertaining part (respectively orhé bottom of the dam and up on the circular surround wall), both of
which will be indisputably authentic. The latter one will surely not disrupt the scientific matter of
archaeology so as to keep the professional approach to presenting the site. Stéltiflaets will be
interpreted in a way understandable and interactive enough to maintain good contact with the visitors.
Thus, having witnessed the original and partially reconstructed Thracian heritage, they will also have the
chance to participate in ®&ariety of activities confirming and supplementing the ancient experience.
Certainly, the attractions will be seidl to the broad spectrum ointerests and needs of the target
markets within the various types of cultural tourists. Certainly, some ofidbas for attractions and
mainly facilities have already been generated during the work on the architectural project by Dr.Tilev
which is presented in appendix 2 (chapter One). It states the following:

The surrounding wall integrates the ancient city ofitBepolis in a uniqgue modern
tourist complex. The ring is a pier for boats and small ships, an animated street, a park, a
panoramic walkway. It will be filled with many programmatic elementsstaurants,
cafes, shops, rent a bike points, various recoseti, sports and fishing facilities. In the
ring-wall are housed museum, conference halls, restaurants with view to the city and the
dam, hotel complex, service offices, medical offices, elements of the technical
infrastructure, etc. The landscaped terraceonvert the wall into a park with hanging
gardens, places for recreation, flower parterres, op@nexhibitions. The city of
Seuthopolis receives the status and qualities of a national and world historical and
cultural center with the possibilities fdrosting various national and international
cultural activities symposia, exhibitions, concerts, festivals, etc.

(Tilev, 2005)

Keeping in mind thesand personaldeas, a number of attractions were designed in this work.
Somewere slightly remodified in order to fit into the themeéincient Thracian Civilizatio®Of
course, the city itself is already present and therefore is an inevitable part of the tourism
product.
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3.2.1. Seuthopolis z the Odrysian capital

Naturally, being the ream for the development of the project, the ancient city of Seuthopolis will be

the most important attraction of all. Covering an area of 50 rB3,0the Odrysian capital will be
presentedin situ according to its three main components Fortification, Urban planning and City
architecture. The visitors will have the opportunity to have a walk in the city itself, withessing and

f SENYyAY3 AyiSNBaldAaAy3d FI Ola NBdclltird Rhisisa detisicd ofdhe LIA ( | f
working group for the Seuthopolis project, consisting of the most prominent archaeological experts from

the Institute of Thracology, Bulgarian Academy of Scien@@hichikova, 2009)Accordng to the plan

they have developed, the ancient city will be exposed as follows:

Fortification

This is the first major and biggest part of the city to be exposed. It includes the fortifying walls
encompassing Seuthopolis. They follow the pentagon shapheopeninsula, formed by the Tundzha
river. The city can be approasthifrom two gates, guarded by a bastion and five towers. Making use of
appropriate modern materials, they will be conserved and some of therartially reconstructed in
order to appear athentic to the spectators.

Urban planning

The main components of the urban planning of the city will be conserved and restored, as well. These
gAfft 0SS GKS YAYy3IQa ljdzr NISNE GKS YIFAYy aldza NS FyR i

¢ KS YAY 3 illipresentzb tNViSithtd the monumental spacious building of his palace which is

also guarded by two towers. An especially interesting part of it will be the throne hall which is richly
decorated and houses the altar used for performing rituals andifizes dedicated to the Thracian

gods. There are two merrooms which constitute the templef the Great Samothracian Gods, where

have been discovered another big altar and a marble plate telling about the formal relations between

the dynasties of Seutlpmlis andKabile. In order to presenthe palace in the most credible way,
conservational and restoration work needs to be performed, as well as creating fine copies of the altar
FYR LI FGS 6KAOK gAfft 0S LIFOSR G GKS 2NRIAYITaAQ

The City Squarer the so called agora is the second most important area in the urban planning of
Seuthopolis. Logically, it is the place where public life has been concentrated in this cultural and
economic center of Odrysian Kingdom. Two stone bases of the square altathanstone plate

encrypted with a dedication of a Thracian priaghich are currently kept ity dza SdzyY WLA]1 NI Q AY
will be returned.

It will be fascinating to take a walk in Seuthopolis, knowing that these same streets were walked by this
ancientpeople back in the MI century BC. There, the visitors will be able to see a clear evidence of

how the Greek and Thracian cultures and styles of life have gradually mixed. For instanSteibie
Network has been developed according to the Hellenigaur system principles.
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City architecture

The architecture of Seuthopolis includes mainly complexes for living and farm use, of which have been
discovered twelve. The level of development of the city is evident from the large size of the buildings,

many d which have fenced backyards. Of course, reconstruction of some houses will be required in

order to be able to provide the guests of the city with a fuller image. Moreover, the artifacts, which have

been found during the excavation of Seuthopolis upondigcovery, will be returned in their original

L F 0OS&as ¢gKAOK ¢gAff &adNBteée IAGS GKS QGAAAG2NRAQ AYI 2
more special interests, the construction technique and materials used in these buildings will be
demorstrated entirely.

3.2.2. Museum of Authentic Evidence

The second most important attraction will be the so called Museum of Authentic Evidence, which will
expose artifacts which cannot be placed in the city itself. The working group, which has been assigned to
compose the exposition, has defined two major ttgpfor it¢ Society and Culture of Seuthopplsd
Thracian Cultural Heritage in the Valley of the Thracian Kings (I millenniunTH&@yh, in order to
ensure that the visitors will experience a fine transition between the modern facility and the world o
archaeological findings, a hall dedicated to the latter one must be created.

The exposition will begin withlistory of the archaeological resear¢h ! Ol dzr t t @ 5 (G KS (2 LI
RSIGKQ 27F { Sdzi K2 LR A & the Jerisétional BcoveryJof xhé capitgll @it and 52 LI NJ
WNBOANIGKQ NBfFGISR (2 (GKS {SdzikK2LR2fAa LINRP2SOG® hF
story of how Seuthopolis was found during the construction work of the Koprinka dam and the rescue
actions whichwere undertaken for the conservation of the most important artifacts. The most
interesting materials from that time will be shown in a way which would best reveal the strenuous and
exciting archaeological work. It will also explain what has happenetegamcient city after it was
NEASFNODKSR yR gK&d CdNIKSNI 2y> G4KS FYIFTAy3 LINROS
dam will be presented by means of picture and film material in order to show how modern society has
developed and contribute enormously to the preservation of its own cultural hegigaThe construction

of the tourist complex¢ will also be exposed through a variety of visual materials, starting from the
Seuthopolis project of architect Tilev to movies explaining the methagolaf work, the difficulties

which have been met in the course of action and a model of the complicated facility.

The space dedicated tthe Society and Culture of Seuthopoligill present the city as the major
economic and cultural centre of the Odrysikmgdom during its earlifellenicperiod (IV¢ 11l century

BC). The lifestyle and cultural characteristics of the capital will be presented thematically in within the
following sections:

A Economy and craftsHere, for instance, original products of the Ttiem pottery and metal
processing will be witnessed; other ceramics and stamps documenting trade relations with
Greek centers will behown, as well as the examples of the widleloped Thracian coinage.
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A Arts and culture: ancient marble works, terracottad texts documented on stone plates

Religion: original city sanctuaries and home altars will be exposed

A Funeral rituals and facilities used in the nearby necropolises: reproduction of human and horse
funerals with original and reconstructed materials

v >

The Thracian Cultural Heritage in the Valley of the Thracian Kimgs represent a few time
periods:

A Old Iron period: various findings dating from-Xilcentury BC will be exposed

A Classical period: accidental findings like coins and a mail

A Hellenic period: Seuthopolis and fifteen tombs of its time and after it will be presented
according to in chronological order, by type and by construction materials.

3.2.3. Odrysian Trail

There will be a 15 meteiisroad alley which will be formed on the top of the circular darallw
surrounding Seuthopolis. As it was mentioned earlier, this space will be used for rather entertaining and
interactive activities for the tourists with a variety of attractions happening on it.

The Odrysian Trail will be a place where the visitors iaw a Panoramaof the city from twenty
meters height, giving them a chance to see it as one whole picture. In this way they will be able to
comprehend the significance and meaning of Seuthopolis, witnessing its size, structure and organization
which havebeen quite advanced for the times when it was a part of the Odrysian Kingdom. Being on the
Odrysian Trail, the people will be able to see the citynf@ach angle they wish td’he view towards
Seuthopolis will be enhanced by the natural green color ofitiséde of the wall which will be densely
planed. Moreover, the alley will be surrounded by the stunning natural landscape of the Koprinka dam
and the Balkan Mountain range. This would be an exciting experience for the visitors because they will
bestandid 2y | WONARISQO 06SG6SSy ylIGddz2NE | yR Odz (dzNB
enjoyment of the environment in which the tourist complex will be placed, sightseeingopeirated
binoculars will be installed on both sides of the Panorarfeyalith views to Seuthopolis and its natural
surroundings.

For those visitors, who are interested in painting and would like to memorize thiglegsing
Panorama, will be designed special aregs I A V' (i S NETRey WilllofletiphvAtéplaces whietill
be reserved upon request. The reservation will include basic necessary instruments.

Enhancing the experience of the tourists will be fhBracian chariots These will be rickshalike
vehicles especially designed to look exactly like the chafibtacians have used. They will be available
for rent not only for pleasure and enhancing the authenticity of the experience, but also as a means of
transportation on the 1272 meters long alley. In order to avoid complications and unwanted accidents
the chaiots will be run by peddling instead of horses. Of course, the traffic of people and chariots will
be regulated in a way ensuring a calm atmosphere.

27
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A major attraction on the Odrysian trail will be the so calléding Past Districtlt will entertain and
interact with the guests in a variety of reenactments, activities and visualizypmeans of reasize
models borrowed from the Thracian everyday cultural and religious life. This will be a truly unique
opportunity to make their experience excitingjthentic and educating at the same time. The District
will offer a rich mixture of activities where tourists from all selected market segments and more will find
the interesting part for themselves. They will take place within one building in differembga@ach of
which will have an appealing topic and name. Entering the building, the visitors will follow a path going
from one thematic room to another without leaving the District. In this way the wholeness of the
experience will be guaranteed. The transfieom one topic to another will be supple but contrasting and
interactive, creating one complete amalgam of fs@nse involvement. The authentically designed tools
and costumes for the presentation of the topics will naturally enhance the experience.

Prior to entering the Living Past District, there will be information boards with short explanations about
the matter and significance of the Thracian culture in a few languages. It will be meant for those who
have not visited the Museum of Authentic Eviderand will surely be little enough in order to keep the
surprise from the coming experience. In front of the gates the visitors will be welcomed by Thracian
warriors who will be in charge of ticket control. Thus, the negative cue of such awhido& elminated

by offeringlive contact with the warriors. The opening of the gates of the District will immediately excite
the tourists with a lively scene from thEhracianWarriors SchoolThe most attractive side of it will

be the reenactments of battles arfighting techniques which will be presented by especially trained
personnel. They will engage the participants in their activity by provoking their fighting instinct in a fair
battle with specific weapons of special safe design. Those who would likdl ttawé the chance to try
passing through charadtistic Thracian boldness tests.

After generating some adrenaline the visitors will be led into the contrasting calm atmosphere of the
Visiting Orpheusoom. Thus, the dual character of the Thrasiavill be emphasized. Thewere not

only prominent fighting qualities, but also affinity for arts as for instance the music of Orphides.
sound of the legendarlyre music will overwhelm the guests with its beauty. It will be accompanied by a
handshadow image paered by technical equipment. The silhouettes will present the thrilling stories in
hNLIKSdzaQ ftAFSOP

The Deities andRituals will be presented by means of a model in motion empowered by technical
equipment. It will show to the visitors a variety of Thractarstoms which have been performed at
RAFFSNByG adr3asSa 2F GKSAN tAgSa | OO2NRAyYy3 G2 &LS
production, funeral ceremony. Suitable musical arrangement will be played for the different occasions.
Another dtractive element will be the depiction of the Thracian celestial calendar and beliefs in deities

2y 2yS 2F GKS NR2YQ4a 6l tfad bSEG G2 SIFHOK OStSaidal
with engraved secret information about the Thracianiéis related to it.

The room ofFemale Secret¢ A f £ NBFSIt OdzNA2dza RSGFAfa 2F GKS ¢K

the guests will first withess the production methods of aromas, jewelry, textile and accessories. They
will be demonstrated by sth women. The visitors will be able to take part in these processes.
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Moreover, a multiwalled mirror facility will give them the unique opportunity to see themselves as
Thracian women. The visitors will stand behind special costtonersorganizedin a cicle, each one
reflecting n a mirror. In this way every guest will see only him/herself dressed in the mirror. The
costumes, for instance, will show a person dressed in different ritual costumes, finery and other
surprising outfits. Thus, the visitors Wwibte entertained and educated about the Thracian culture
simultaneously.

¢KS 3IdzSada oAt REyliF&sSTHewwlAes Bpaised by thé stidnvirahmdnt which

will be awaiting them. The statues which will look like they have feastadnute ago will also be still.

These will be Seuthes himself, his advisors and servants. In a moment a sound signal will announce a
beginning and suddenly the statues will start moving and continue their noisy feast, revealing to the
visitors that they e actually alive. Music and dances will involve the guests, inviting them for a glass of
Thracian wine. As surprising as the beginning, will come the end of the feast marked by the same signal.
The Thracians will freeze in their positions, the musicogidlse and the doors leading out of the building

of the Living Past District will open up. The visitors will be invited by the Thracian warriors to proceed to
the last part of the Disict which will be outdoors.

TheMarket-placewill be a truly interactiveenvironmentwhere the tourists will have the opportunity

to participate in the production and decoration of various objects used in the everyday life and rituals of
the Thracians. It will be possible to buy those or other remdyle objects like utensilgewelry,
Thracian robes, warrior equipment and weapons, copies of various objects part of the Thracian
treasures for collectors, people with special interests or those who just would like to have an original
souvenir from Seuthopolis. The market will alsffer some smaller memorabilia like key holders,
postcards, cups, etc. This will be the only commercially oriented place within the whole tourist complex
and will be open to all visitors and not only to those who have come to the Living Past District.

This district will actually be a small quay above the deep waters of the Koprinka dam. It will offer about
twenty fishing places for reservation. In the package the guests who enjoy the sport of fishing will
receive also equipment in sa they have not brought their own. They will have to pay additional price
per fish if they would like to keep it. If not, the fishermen and women will have to release their catch.
Those who would like to consume the fish will have the opportunity to tsitrestaurant belonging to

the tourist complex and have it cooked for them against payment. Otherwise cooling service for the fish
will be provided until the visitors leave the complex.

3.2.5. Flotilla

Being in the immediate environment of the dam, thpportunity for water trips should not be omitted.

A thematic ship will be availabfer this purpose. It will be designed according to the legend of the Argo
ship searching for the Golden Fleece on which Orpheus has been one of the Argonauts. Of laisurse, t
particular design will be defined by specialists. The oarsmen of the ship will be dressed in suitable robes
in order to contribute to the authenticity of the atmosphere. The tourists who would like to will also
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have the chance to try rowing themselvégre music will be played to strengthen the association with
the presence of Orpheus on Argo. Apart from this ship, other boats with navigators will be available for
rent for private trips.

3.2.6. Legendary Stage

The tourist complex will also offer the visitaasprogramme of performances on its Legendary Stage.

They will be chosen by a special management team in order to guarantee their suitability to the theme

of the tourism product. They will enrich the experience of the visitors with their cultural ageoda. F
Ayaill yoSsz adzOK LISNF2NXI yOSa ¢ A tCrphedsSandiEkr@diod®E g Ay 3 |
2 2 NJ dhaé the Thracian spectaelguals from Kazanlak Wa @ 8 G SNAS&a Ay GKS =+l ff Se@
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two have even been sponsored by Dutch and Japanese companies.

3.3. Facilities and services

3.3.1. Seuthopolis Boutique Hotel

The hotel belonging to the tourist complex of Seuthopolis will be featured with theamaent of the

ancient Thracian capital. Itstérior design will emphasizelements of the Thracian architectural style in

its decoration. Of course, such details are to be defined and designed by Thracologists and architects.
The location of this bouticei hotel will be absolutely unique. It will be situated in the wall surrounding

the city and thus offering two magnificent viewdo the waters of the Koprinka dam and to Seuthopolis
AGaStTod ¢KS ljdzr t Ad& LISNR2YY STt have apgroprite QutitNg the T (K S
theme of the hotel. The luxurious Seuthopolis Boutique Hotel will also have a multimedia hall for
meetings and conferences. Its usage for special study and professional purposes will have priority
reservation. Such can bedraeological, historyelated and architectural conferences and projects. Of
course, no limit for use will be set for groups outside the specialized ones. The hotel will offer also a
deluxe restaurant for its guests and visitors of the complex. It willraih atmosphere and Thracian
sounding menu. Of course, it will attempt to maximally use products characteristic for the Thracian
cuisine like regional wines, honey, herbs, rose jam, etc.

3.3.2. Food and beverage

Additionally, the tourist complex will have a higuality service restaurant and a café bar for use of all
visitors wishing to try out some good local products typical for the Valley of the Thracian Kings. They will
also be thematically designed to contribute to the overall experience of the touriSisis is the
restaurant which will prepare the catch of the fishermen upon request. They will be able to choose from
a variety of special recipes. The café bar will offer refreshments for those who have chosen to have their
meal somewhere else in the region
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3.3.3. Tourist centre

The tourist centre of the Seuthopolis complex will be situated right next to the arrival point. First of all,
there the tourists will buy thetickets to the complex A convenient offer would be to have a set of
attractions which arancluded in the basic price and each visitor will be able to choose which of the
remaining attractions to visit. In order to remain consistent with the purpose of building the tourist
complex, the basic ticket should include the attractions which are ¢ie of Seuthopolis and are a part

of the rediscovered cultural heritage. In the case of this proposed tourism product, these attractions
should be:

A Seuthopoli; The Odrysian Capital
Museum of Authentic Evidence
Panorama

Market-place

> >

Of course, in order tgarticipate in the production and decoration of products offered on the Market
place, the tourists will need to pay certain amounts for each activity. The access to the market, though,
will be free of charge and everyone will be welcome to come and seg ivbffers.

Another function of the centre will be to provideformation on the character of each attraction within

the tourist complex, as well as natural and cultural sights and activities within the Valley of the Thracian
Kings. The aim of informinthe visitors will be rather to raise their interest and curiosity than
overloading them with details. Those, who wish to learn more about the sights and attractions apart
from what they have witnessed in the tourist centre, will be able to buy books aaugtopics related

to Seuthopolis and the Valley of the Thracian Kings.

Of course, this will also be the place where the visitors timrapetent guides They will walk with them
through the centre, tell them curious facts and interesting stories about Theacian culture and
civilization and answer their questionsase of any physical accidentdviedical Careservice will be
offered at the tourist centre. Paramedics will provide trauma andhmspital care if necessary.

Special attention will be paidtthe children visiting Seuthopolis who would like to spend some time
with their peers instead of visiting the museum with their parents, for instance. The tourist centre will
offer a room for educational entertainment on Thracian culture. By playing ietyanf games, the
animators will guarantee not only fun time for the children, but also acquired knowledge through
interactive methods. ITourist supervision

Unfortunately, like in every tourist place visitors may face unpleasant incidents relatedftpgbarrels
among each other, etc. In order to avoid such moments, the complex will be guarded by tourist
supervisors. They will be in charge of the security, ticket control and directions help within Seuthopolis.
Naturally, security guards and any typ€ o O2 y G N2t R2 y23G OFff LR2aAiAdArdsS
That is why these tourist supervisors will be dressed as real Thracian warriors with special outfit in order
to be easily recognizable but will not be as intrusive as normally looking guards
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3.4. Accessibility

As it has become clear, the tourist complex of Seuthopolis will be situated in the Koprinka dam where its
waters reach twenty meters depth. That is why the tourists will need to approach it by water. A first
class Tranguropean road passealong the dam. In order make the accessdt toonvenient, a special
parking lot for private automobiles and tourist buses will be created. For those visitors who choose to
reach the tourist complex somehow else, it is recommendable to provide a buBe&lef charge from

the nearest public transport terminal. A small shuttle ship will be run from the shore of the dam in
scheduledime intervals. It will pick the tourists up from the shore of the dam and take them on a trip to
the complex. The price whicthey will be charged will be included later on in the basic ticket. So as to
lead the guests into the theme of the Ancient Thracian Civilization, the boat will be modified in a way
which would emphasize it. The personnel present on the boat will be elddssT hraciafooking gow:s.
Thus,experiencing Seuthopolis will begin while the tourists are still travelling. In order to avoid crowding
at the information desk of the tourist centre, the voyagers will be told about the attractions and services
which they can find within the complex. Some games and a lottery with small Thracian prizes can be
organized in order to increase the excitement before arrival in Seuthopolis. Once the boat is parked, the
visitors will come ashore on the special dock, awaited lmadian personnel members who will lead
them to the tourist centre. A short musical or warrior performance can be organized upon arrival which
will welcome the guests of Seuthopolis and announce officially the begirofintheir memorable
experience.

4. Herit age Network z the Valley of the Thracian Kings

As it was pointed out in the previous chapter, the Valley of the Thracian Kings is a precinct rich of natural
and cultural assets and attractions which together make it an appealing tourist destinationghts hi
tourism potential was proved by assessing the numerous elements of the existing tourism supply and
demand2 ¥ G KS NB3IA2yd Ly GKAa aSyasS GKS NB3IAz2Yy | yR
product. As we already know, tourism in the Vallendas welldeveloped and needs a catalyzing core
attraction which Seuthopolis has the right to be. It has extremely high potential to revive the tourism in
the region. But it surely cannot exist in isolation from the rest of the heritage in the Valleyeof th
Thracian Kings. That is why it is appropriate to forrhesitage network in the precinct in which
Seuthopolis will play the role of a central attraction. It will simultaneously promote and offer touring
routes within the Valley which will certainly be organized by tour operators and agencies. Most of the
existing attractionsn the region have established relations and already work with a number of such
companies. Logically, this is a factor which would facilitate the development of the heritage network
among them. By offering such heritage tours the tourism product of theeyallll emphasize not only

on the Thracian culture, but also on the Bulgarian folklore which is also one of its best assets. The same
counts for the natural heritage of the area which, despite its high significance on a European level, is not
treated with any special attention and is rarely combined with the nearby cultural sites. It is not
necessary to mention the natural and cultural assets in the Valley. Their high tourism potential has
already been assessed in Chapter Three. Moreover, these are justcfdime most important ones.This
comes to say that more regional undiscovered beauties and little known meaningful sites are to emerge.
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5. Steakholders

The following stakeholders are of crucial importance to be addressed when implementing the
Seuthopolis prect in relation to its tourism product:

Municipality of Kazanlak http://www.kazanlak.bg/

Tourist Information Centre Kazanlakttp://tourism.kazanlak.bg/

State Agency foralurism- http://www.tourism.government.bg/

Institute of Thracology Bulgarian Academy of Sciendattp://www.rock-cut.thracians.org/

Kazanlak Sustainable Asmtionc www.kazanlaktour.com
wSIAA2y Il f 1 aaz2O0Al (A2 \http2Wwwaadzfrak@brgd £t A GAS& WENI 1Al Q
Bulgarian Association for Alternative Tourishitp://www.baatbg.org/

Bulgarian Association of Travel Agentistp://www.batabg.org/

Bulgarian Hotel & Restaurant Associatidntp://www.bhra-bg.org/

Otherindustries involved like textile, souvenirs, and others related to the service part of the product.
Local residents

6. Unique Selling Points

In case the tourism product of Seuthopolis is developed according to this proposition and included in the
context of aheritage network within the Valley of the Thracian Kings, it will acquire a few Unique Selling
Points (USPs). Thus, Seuthopolis will become an amalgam of:

A An ancient culture

In situ exposition

Authentic experience

Modern presentation

Diverse regionaburism attractions

p SN S S

Having namely the combination of the above USPs, it can be concluded that the tourism product of
Seuthopolis is

Unexpected
New

Inspiring
Qualitative
Unconventional

Educating


http://www.kazanlak.bg/
http://tourism.kazanlak.bg/
http://www.tourism.government.bg/
http://www.rock-cut.thracians.org/
http://www.kazanlaktour.com/
http://www.ram-trakia.org/
http://www.baatbg.org/
http://www.batabg.org/
http://www.bhra-bg.org/
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CHAPTER FIVE

CONSLUSIONS
AND
RECOMMENDATIONS
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The ancient Thracian city of Seuthopolis, currently under the waters of the Koprinka dam, is one
2F . dzf AFNRAIF Qa Y2adG Odz GdzNF & FyR &OA S pibgoFed OF £ £ &
by architect Jeko Tilev and managed by National@Jnit¥¢ NB | 4 dzZNB G KS . dzf 3+ NRA I y |
potential to turn the Odrysian capital into a unique tourist attraction on an international level.
Inevitably, this will take place in the context of the Bulgarian tourism product. The demand for cultural
tourism in Europe and particularly to Bulgaria is increasing and will continue growing in the coming
years. The two major responsible bodies for its development in the country are the Ministry of Culture
and the State Agency for Tourism which both suppbe $euthopolis project. It is compatible with the
National Tourism Strategy of Bulgaria and the Development Plan of the Municipality of Kazanlak in
which the ancient Thracian city is situatéd.order to facilitate and speed up the project work, though,
all these institutions need to improve the coordinatigrithin andamong eactother. The Seuthopolis
project should be prioritized and treated as an action from which not only the preservation of cultural
heritage will benefit in the future, but also ttie2 OF £ L3 LJddzf F A2y T . dzf 3F NR I Qa
a whole. Even though Bulgaria is placed among strong and experienced cultural tourism competitors, it
Aa ljdAGS FTRGAAlIO0ES (2 62N)] (261 NRa LI NI ysdwed KA LA ¢
outrun its competitors becomes even more realistic when having in mind the tourism product of
Seuthopolis. From the tourism potential assessment of the Valley of the Thracian Kings became clear
that together with the legal and policy context, its ake point is the infrastructure. Therefore, the
responsible bodies for it must keep in mind the fact that the Municipality of Kazanlak intends to revive
the tourism in the region. That is why infrastructure improvement is crucial to the development of the
Suthopolis project, as well. A careful look was taken into the tourist flow to and in Bulgaria in order to
decide which tourist markets should be targeted. This turned out to be a hard task due to the lack of
specific data on cultural tourism for the redeyears. The availability of such would have improved the
precision needed when working on big and important projects like Seuthopolis. That is why the State
Agency for Tourism should take a step further in this sense. This matter concerns many potentially
successful tourism destinations in Bulgaria. The British, Spanish, Italian and Japanese cultural tourist
markets were selected among the foreign arriving tourists to Bulgaria. The market of national citizens
was divided into domestic and Bulgarians resiydabroad who visit the country and take trips during
their stay. In order to enhance the credibility of the target market decision and define certain segments,
the cultural consumption of the most significant cultural tourist markets for Bulgaria wasrexpl
Having this information at hand, three tourist segments were picked: couples between the age of 26 and
35; families with young children between the age of 36 and 45; and empty nesters at the age of 56 and
above. Special research was conductedthe issue of young children and cultural heritage tourism,
aiming to clarify their special needs. Research on the expectations of people familiar with the
Seuthopolis project confirmed the need of cultural tourists for interactive presentations, authentic and
themed experience. These and more research results were taken into consideration when formulating
some specifications of the tourism product of Seuthopolifie proposition was developed in
accordance with the thorough literature review, research and asislgonducted in this thesis, which
comes to say that if it will be applied, Seuthopolis will quite surely succeed in achieving its goal
becoming an internationally important cultural site and a famous tourist attracti®ut. in order to
guarantee its sccess, this proposed tourism product needs to be supported by-thalight
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management and marketing plan&ppropriate management is the only way to realize the complicated
organization required to turn each visit to Seuthopolis into a memorable experiditee development

of a relevant marketing plan is more than crucial so as to attract the chosen tourist market segments
mentioned earlier.This heritage site must be treated with great care and attentits cultural value
should not be violated or distted by any means. Its magnificent potential for tourism development
must be dealt with very wiselyPreserving, exposing and delivering it as a tourism product is a
complicated process demanding responsibility by a number of parties whose coordinatibrvital o
importance for the future oSeuthopolis
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ChapterOne
Appendix 1

Figurel Tourist Regions in Bulgaria according to the Bulgarian State Agency for Tourism
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Figure 2Map of the territorial tourism clusters of SAT and the lands of present Bulgaria in ancient times
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