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economic significance of CH refers to the higher
attractiveness of the place for tourists and
increasing local income, its social significance
manifests through strengthening the identity of
local communities.

The main objective of this research is to
reveal the social and economic benefits of the
cultural heritage tourism in the city of Shumen.
The focus is on the perceptions and evaluations
of Bulgarian tourists visiting heritage sites in
the city, as in 2021 there were almost no foreign
visitors due to the pandemic situation.

Since the city includes numerous historical
reserves, museums, memorial houses, churches
and other historical and natural attractions, the
visitors to five significant historical heritage
sites are interviewed. These sites are the
Madara Rider (WHS), the Shumen Fortress and
the “Founders of the Bulgarian State” complex
(two sites of national importance); the famous
Tombul Mosque; and the Regional History
Museum (RHM). The research seeks to answer
the following research questions:

1. What are motives for visits, impressions,
evaluations and recommendations of visitors to
these sites?

2. What are the economic benefits for the
heritage sites and the city itself?

3. How can the opinions of visitors may
contribute to the improvement of the CH
sites management to make these sites a more
attractive cultural destination?

The research is based on data from 508
visitors to these sites using a standardized
questionnaire. The field survey was conducted
by interviewers of the Noema agency in the
period August— November 2021. The interviews
were conducted face-to-face, with the help of a
tablet, lasting 15 — 20 minutes. When tourists
are with family, friends or another group, one
representative is interviewed.

The number of respondents is as follows:
105 visitors to Madara; 108 to the ‘Founders of
the Bulgarian State” complex; 100 to the Shumen
Fortress; 101 to the Regional History Museum;
and to Tombul Mosque. Given the official
average annual number of visitors to these sites,

¢ Remoaldo et al. 2014b.
7 Antyn et al. 2017.

from 4,300 for Tombul Mosque to 68,100 for
Madara before the pandemic, and from 3,000
for Tombul Mosque and 44,602 for Madara
during the pandemic (2021) respectively, the
samples of interviewed visitors cannot be
considered as representative. Nevertheless,
the obtained results would be useful for the
strategic planning of cultural tourism in this
destination.

Before constructing the questionnaire,
in-depth interviews were conducted with
employees of the sites and the municipal
tourism office regarding the number and
characteristics of tourists in the city of
Shumen. These interviews helped to better
adapt the questionnaire. Besides demographic
characteristics, the questionnaire contains 20
closed-ended questions and two open-ended
questions. These questions refer to visitors’
perceptions and evaluations of visited and
planned to visit heritage sites; their impressions;
recommendations; sources of information;
mode of travel and number of visitors; reasons
for visiting; expenses by items; desire to revisit
and recommendations to relatives and friends
to visit these sites.

2.SOCIO-DEMOGRAPHIC PROFILE
OF BULGARIAN HERITAGE
TOURISTS IN THE CITY OF SHUMEN

The socio-demographic characteristics
of the heritage tourists are investigated in
terms of gender, age, education, professional
status, income, mode of travel, companions
and place of residence. In this study, 37 % of
respondents are male and 63 % female, which
is consistent with the results of other studies®.
Similar to other data’, tourists aged 26 — (50 %)
predominate, followed by those aged 46 — 65
(33 %). The smallest is the group of visitors up
to 24 years (9 %), as well as those aged 65 and
over (9 %). On average, 70% of respondents are
employed full-time; 15 % are pensioners; 5 %
are hourly and 2 % are temporarily employed;
students are 3 %; and the unemployed - 3 %.
These data are in line with findings that over
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50 % of visitors to CH sites are full-time or
self-employed®. Similar to other studies’ these
heritage tourists are mostly with a university
(54 %) and secondary education (43 %) and
with a middle (29 %) and middle-high income
level (27 %).

From 75 % to 82 % of the respondents
visited the sites mainly with a car, and from 12 %
to 18 % were with organized tourist transport.
The role of other transport like train and bus is
very small. The widespread use of individual
motor vehicles (57 %) to cultural sites in Bulgaria
is shown also by other researchers™.

Most of the visitors were with families
(51 %) of two to six members; 34 % were with
a group of friends between two and twelve
people; 11 % —in organized tourist groups of up
to 25 people and 9 % — alone. The interviewed
employees from these sites and other house-
museums in the city confirm that in recent
years there has been an increase in visitors with
families at the expense of organized tourists'.
By place of residence, on average, 70 % of
visitors are from larger district cities, 15 % —
from small towns, 10 % — from Sofia-city and
5 % - from villages.

3.MOTIVES FOR VISITS,
IMPRESSIONS, EVALUATIONS AND
TOURISTS" RECOMMENDATIONS

On average, 75 % of visitors received
information about these sites from relatives
and friends, followed by those who used social
networks (29 %), television and newspapers (18
%), books (15 %), tour agencies (13 %), and other

8 Adie, Hall 2017.

® Ramires et al. 2018.

19 Marinov et al. 2020.

! Interview with an employee from Madara.
12 Lypez-Guzmbn et al. 2018.

3 Remoaldo et al. 2014a.
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sources. The low share of booking sites, hotels
and guesthouses as sources of such information
is striking. These data show that word of mouth
information is a key for the decisions of the
surveyed tourists to make visits'.

The main reasons for visiting these heritage
sites in the city of Shumen are that respondents
like to visit cultural sites (average 73 %); know
that there is a World Heritage Site (46 %); want
to learn something new about Bulgarian history
(44 %); the sites offer a good combination of
culture and beautiful nature (44 %); there are
multiple cultural sites in one place (42%); the
sites are interesting and beautiful places for the
whole family (37 %). For about 21 % of them,
the reason is that the sites represent a close,
convenient and naturally beautiful location;
another 23 % follow positive feedback from
relatives and acquaintances; for 20 % the sites
are part of the tourist route; and 16 % were in
the area by chance and wanted to diversify their
stay.

Another factor that influences the decisions
of tourists is the previous visit. In this study,
the largest share is for first-time visitors to the
respective site — from 57 % for “Founders of
the Bulgarian State” complex to 80 % for RHM
and Tombul Mosque, followed by second-time
visitors (on average 19 %) and more than twice
(10 % on average) at these sites.

The impressions that tourists would share
with a friend who has not been with them
are different for different sites®. The Fig. 1
presents key words used for a similar narrative
by visitors to Madara and the ‘Creators of the
Bulgarian State” complex.
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In second place among these reasons for
all sites is that the places provide knowledge
about the history and culture of Bulgaria and
the region (68 % on average). More than half of
the respondents (55 % on average) would also
indicate that there are other interesting cultural
sites to visit in the city of Shumen. A very small
number of respondents (from 1 to 3 visitors)
would not make such recommendations only
for RHM and Tombul Mosque.

6. CONCLUSIONS

According to the data, from 60 % to 80 % of
heritage tourists in the city of Shumen are from
a large district cities; female visitors prevail
over male visitors on average about one and a
half times; with a higher share of people aged
26 — 35 years and 36 — 45 years, and pensioners
in second place; mainly full-time employed
(70 %); with a middle monthly gross income
per person of the household. The low share
of pupils and students (on average 4 %) may
be due to the pandemic situation, when group
visits specific to students are not organized.

Information from relatives and friends
(word of mouth) proved to be the leading factor
in the decisions of the surveyed tourists to
visit these CH sites. This requires creating a
unique experience of visiting these sites so that
information can spread and the flow of visitors
does not decrease.

The main reasons for visiting the heritage
sites in the city of Shumen are that the
respondents like to visit cultural sites, want to
learn something new about Bulgarian history,
but also that these places offer a good combination
of culture and beautiful nature — a result that was
also received from the visitors of the Tzari Mali
Grad complex.

The recommendations for improving
these sites include mainly more advertising,
the creation of recreation areas, a children’s
corner, places to eat and improving access
in the sense of regular public transport or

17 Ashworth 2008.

a lift, which would also be an additional
attraction.

More than half of the tourists to Madara,
the complex ‘Creators of the Bulgarian
State’ and the Shumen Fortress express their
agreement with the importance of these sites for
the education of adolescents. Also, from 50 % to
72 % of them share that they like to participate
in events dedicated to historical heritage. At the
same time, the share of those who participate
(or would participate) in the activities of
various CH organizations, and especially
the share of those who would engage in a
campaign to donate funds for CH preservation,
is much lower. Not surprisingly, the majority
of respondents believe that the state (74 %) or
the municipalities (73 %) should be the main
responsible for the protection of CH sites.

Estimated direct for the
investigated sites range from over 1/3 to over
50 % of the total subsidy plus ticket and event
revenue before the pandemic, while during
the pandemic these shares drop significantly.
This shows that the sites could not support
themselves only from their own revenue. On
average, half of the visitors consider relatively
low price for tickets and entrance fees to be
reasonable. Other research has also reported
that CH sites are most often perceived as being
available for free or at very low cost?.

As for the ‘willingness to donate’, on
average 2/3 of the respondents have their
possible one-time donations in the range of
5 BGN to 20 BGN. For only two of the sites,
the sums of the calculated direct revenue and
possible donations would be higher than their
annual revenue before the pandemic. However,
it should be kept in mind that donations can be
repeated every year mainly for new and not for
all visitors.

These results once again testify that
regardless of the efforts for more effective
management and entrepreneurial initiatives,
the sites of CH must be financially supported
by the state and municipalities

revenues
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