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result of the extracted motivational factors. It is the
Literary Motivated who stayed at the destination
longer than the other two other clusters.

Lifestyles of the tourists, including their
personality traits, appear to be an appropriate
indicator for segmentation, as shown in a study
among 329 individuals visiting Valence (Spain)’.
Ancestry appears to play a crucial role in heritage
tourism, as well® At the same time, positive
emotions, such as gratitude, joy, pride, love and
positive surprise have a positive relationship with
place attachment. Self-concept appears to have a
significant and positive relationship with tourist
motivation, satisfaction and place attachment in
heritage tourism context, as suggested in a study
among 500 visitors to Su Nuraxi, a UNESCO
World Heritage site in Sardinia, Italy®.

Recent studies deal with the influence of social
media over the decision about destination choice.
Nikolaos Koufodontis™ conducted extensiveresearch
witha global sample of 105 World Heritage Sites using
generated content from 25 million TripAdvisors
reviews, and applying a novel theoretical model
defining macro and micro levels of analysis. His
results demonstrate that macro level attributes do not
play substantial role. Instead the micro level factors
significantly affect how much tourists and locals are
interested in the UNESCO destination. The paper
conclusively shows how important are social media
in building awareness.

RESEARCH METHODOLOGY

Tablet assisted face-to-face interviews were
conducted among visitors aged 15 and above at
the places of the five selected sites, the average
of 100 per site, the total of 508. A semi-structured
questionnaire, consisting of 20 main and 6
demographic questions was fielded. The main
questions are the following types: 10 multiple
answers, 8 single answer and 2 open-ended
questions. Length of interview was the average
of 20 minutes. Random selection of week days
and tourist groups was applied. Interviews were
conducted between August and December 2021.
One representative was interviewed in the case
of groups. Tourists of only Bulgarian nationality
participated in the study.

" Vargas et al. 2021.
8 Murdy et al. 2018: 17.
® Prayag et al. 2022.
10 Koufodontis 2022.
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BRIEF OVERVIEW OF THE SHUMEN
AREA VISIT DATA

This study revealed that 28 % of all visitors
who traveled to Shumen area during the sample
period stayed at least one night in hotel or guest
house, while the majority of 72 % made either one-
day trip or stayed with friends /relatives. In total,
70 % of all respondents visited the area for the first
time, while the rest of 30 % had been in the area
before. The repeating visitors went to the same site
of historical heritage for an average of 2.4 times.

While about 1 of each 3 visitors (35 %) booked
their trip with accommodation at a hotel or guest
house, only a small portion of the repeating visitors
(15 %) has used hotels or guest houses.

About a half of all (51%) traveled with their
family and one in three (34 %) came with friends.
11 % traveled with an organized tourist group. 9 %
of visitors were on-site alone.

Interestingly, that data also revealed that the
share of visitors decreased with age. The largest share
of 39 % was formed by the youngest demographic
of 15-35 years old. The age group of 36-55 years old
had the next largest share — 36 %. People aged 56 and
more constituted 25 % of all visitors.

Over ahalf of all visitors (56 %) had university
degree.

CHANNELS OF INFORMATION
FOR DESTINATION CHOICE

The study results showed that word of mouth
vastly exceeded all other information channels
among the respondents, being cited by 76 % of all
interviewees. Also, it was equally important for both
first time and repeat visitors. It is also proven by the
traveling company composition of the repeating
visitors, as 43 % of all repeating visitors planned
the trip with friends compared to 30 % of all people
coming to the area for the first time (newcomers).

Also, the data indicated that word of mouth
was extended by social media where impressions
of both friends and strangers are shared. Facebook
postings were an important source of motivation.

Less important sources of motivation included
mass media, books and tourist agencies. Place of
accommodation, though a low share, delivered
awareness of new sites, especially for the newcomers.
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Sites that are seen as interesting for the whole
family strongly attract visitation, as well. As an
example, one female respondent from Burgas with
asecondary education, traveling with an organized
trip, declared in an open-ended question: ‘I would
like to visit these sites again with my family and
private passenger car. In such a way, we will be
free to dispose of our time, and visit each site as
long as we wish’.

Third and not last is importance of the site
in national cultural heritage context. The more
historical value, the higher interest and higher
importance for the (personal) identity.

CONCLUSION

The paper attempts to fill a research gap in
addressing the complexity of factors that motivate
people initially to choose and to return to a
destination of cultural heritage in the perspective
of a whole journey, starting from awareness and
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