ABTOPCKA CITPABKA

Ha HAy4YHUTE W HAYUYHO-TIPUJIIOKHUTE MPUHOCH HA TpyaoBeTe Ha aou. A-p Cous
Hopnanosa CredanoBa 3a yyacTHe B KOHKYPC 33 AKaJeMHYHA JUTBKHOCT
,»JOLIEHT B o0nacT Ha BHcIIe oOpa3oBanue 3. ColuaiaHu, CTONMAHCKH U MPaBHU
Hayku, npodecronanyo Hamnpasienue 3.2. [lcuxonorus, 1o Hay4yHa CHEUATHOCT
,,ColnaiaHa Tcuxosorus ™, karenpa ,,HepBHu 00JeCTH, ICUXUATPUS U TICHXOJIOTHS
kbM MenunuHcku Qakynrer Ha YHuBepcuteT ,Ilpod. n-p Acen 3matapoB —

Bbyprac, o0siBeH B IbpxaBeH BecTHHK, Op. 91 o1 29.10.2024 .

ABTOpCKaTa cIpaBKa € M3rOTBEHAa BBH3 OCHOBA Ha ISUIOCTHATA Hay4YHA
NPOJYKILHUs, KOSITO € B CHOTBETCTBHE C oO0JacTTa Ha BuUcCLIE OOpa3oBaHHUE,

po()eCHOHATHOTO HAIpaBJICHUE M HayYHATa CHEIMAIHOCT MO0 OOSBEHUS KOHKYPC

U BKJIIOYBA:
1. Enna camocTosiTesHa MOHOTpadus.
2. Tpu yueOHM momarasna.
3. 16 my6nukaruu, ot kouto 10 camocTosTennu, 5 mepBu aBTOp, 1 CHABTOP.
4. Yyactus B 7 MeXAyHapoIHU U 4 OBIATapCKH KOH(PEPEHIIUH.
5. Yuactus B 5 mpoekrta, oT KOuWTO 3 HaIMOHANHHW, | pernoHaseH u |

YHUBEPCUTETCKHU.
6. 3abenszanu ca 31 nurara B MoHOrpadguu, y4eOHUIIM, Y4eOHM IMoMaraia,
cTatuu B pepepupaHu U pereH3UpaHu U3JIaHUS U JOKJIATu OT OBITapCcKu U

MEKTyHApPOIHU KOH(EPEHIINH.

[Ty6nukamuute obOxBamar mepuona 2018 — 2024 r., xoiTto BKIHOYBA 6

TOJVMHYU aKTHBHA HAYYHOM3CJIEAOBATEICKA U IIPEMOIABATEICKA JIEMHOCT.



OCHOBHHUTE MH Hay4YHHU IIpUHOCHU Ca B oOyacTTa Ha IICHXOJIOTHMYECKaTa

TCOPHs M IPAKTHKA, a HPEACTABCHUTE TPYAOBE Ca B CJICAHUTEC HAIIPABJICHUA.

ConpanHa ncuxonorus.
[IpnnoxHa NCUXOJIOTHS.
IIcuxomnorus Ha JIMYHOCTTA.

IIcuxonorus Ha OTPEOUTEICKOTO OBEICHNUE.

o B~ w0 D e

CounaiiHa ICUXOJOTHS B TypHU3MA.

OcHoBHHU NMPUHOCH B HAYYHHUS aHAJU3 HA IICUXO0JIOrHIeCKaTa TCOPUS U

NpaKkTHKA

1. B monorpaguunus tpya ,,Hariiacu u noseaeHue Ha morpeduTeMTe
npu u3d0p Ha TypucTHYecKa JecTHHanus. ConMAaTHO-TIICHXO0JOIHYECKH
aclmeKTH” ca TMPEACTaBEHM TEOPETUYHUTE OCHOBH Ha U3CIEIBAHETO Ha
NOTPEOUTEIICKUTE HArlacu mpu u300p Ha TypHCTHYeCKa JecTuHaIus. M3scHeHa e
CBIIHOCTTA U KOHIENTyaJlHaTa paMKa Ha KOHCTPYKTa ,,Harjaca’, 1eUuHUpaHH ca
OCHOBHMTE MOHATHS. Pasrienanu ca 6a3ucHUTE TEOPUM B COLMATHATA TICUXOJIOTHUS
3a HarjacuTe, aHAIM3UPAHU Ca CTPATETMYECKUTE aCIEKTH Ha NOTPEOUTEIICKOTO U
TYPUCTUYECKOTO TOBEJECHHE M €A IOCOYEHU IICUXOJIOTUYHUTE B3aWMOBPB3KU
MEXAY NOTPEOUTEIICKUTE HArjgacu U MOTPEeOUTEICKOTO noBeaeHue. M3BeaeHu ca
OCHOBHHTE (hakTopu 3a (OpMHUpaHE HA MOTPEOUTEIICKUTE HArjacH, MpeCTaBEHU
ca JW3alHBT HA HW3CJIEABAHETO, AHAIM3IBT HAa PE3YyJATATUTE U H3BOAUTE OT
EMIIMPUYHOTO M3CIEABAHE, KATO IIOCJIEIHOTO IOKa3Ba IbJIHA HMHTErpanus Ha
KOMIIOHEHTa ,Harjaca“ B CTPyKTypa, oOdepTrapaiia Hal-goOpaTa MNpOTHO3a U

OIMHUCaHUEC Ha IMOBCACHUCTO HA HHAWMBHU A, KAaTO (I)YHKHI/IH Ha HCTOBOTO HAMCPCHUC.



W3BbpmieHo € 3aAbI00YeHO  TCHUXOJIOTMYHO — HM3CIIeJBAaHE  Ha
MOTPEOUTEIICKUTE HATJIACH TPY B3EMAHETO Ha PelIeHue 32 n300p HA TYPUCTUICCKU
MPOIYKT (IECTUHAIMSA), KaTO € MPWIOKEH aJIrOPUTHhM 3a OIlEHKa Ha aTpulOyTH,
HarJiacH, MOBEJCHUE U caMoe(PHKaCHOCT.

W3rotBen e cpaBUTENEH aHalW3, 4Ype3 KOWTO C€ OTKPOSBaT COLHUO-
KYJITYPHUTE W TICHXOJIOTUYHH DPA3IAYUS MEXKAY H3CIICBAHUTE JIMIA OT TJICIHA
TOYKA Ha TSIXHATA HAIlMOHATHA MPUHAIJIC)KHOCT.

W3non3BaHa € opurmHajdHa aBTOPCKAa METOJAMKA, BKIIOYBAINA aHKETa U
MHTEPBIO, KAKTO W aJalTHpaH TECT 3a HM3CJe/BaHEe Ha camMoe(]HKacHOCTTa, upe3
KOSATO CE€ JIOCTUTHA JI0 EMIMPUYHH PE3yJTaTH, MO3BOJISBAIM OOOTAaTSIBAHETO Ha
CBHINECTBYBAIIUTE MOJEIIH, OTHOCHO U3CIIEABAHETO HA MOTPEOUTEIICKUTE HATIACH.

M3BbpieHa e KIbCTepU3aliisa Ha MEeJIEBUTE TPYyMHH, (popMupalin mnasapHara
cpena, OiarosapeHue Ha KOATO OM ce MojJo0puiia cTpaTernyeckara MapKeTHUHIOBa
MOJUTHKA Ha TYPUCTUYECKUTE MPEANPHUATHS B ABITOCPOYCH IUIaH, KAKTO H
TAXHATa KOHKYPEHTHOCIIOCOOHOCT.

JlaHHUTE OT W3ClenBaHETO MoraT Ja ObJaT W3MOJI3BaHHM 3a WM3TOTBSHE HA
TUIIOJIOTU3allUsS HAa TYPUCTUTE, CBBpP3aHA C JIMYHOCTOBHTE UM XapaKTCPUCTHUKH,
KIacu(uIpaneTo WM B Pa3IUYHM IEJIeBH TPynmu © Konudukamus Ha

TYPUCTUUYECKHUTE PECYPCH.

2. B xnwurara ,Ilcuxonorus Ha JMYHOCTTA  H3YEPHATEITHO Ca pa3riieIaHU
TEMHTE 3a JIMYHOCTTA B COLIMAIIHATA Cpefa, 14 Teopuu 3a TUYHOCTTA, 7 TUIIOJIOTUH

Ha JUYHOCTTA, XapaKTCPp U TCMIICPAMCHT HA JIMYHOCTTA.

Knurara e npcaHasHa4YCHa KaKTO 3a CTYACHTH, TaKa M 3a CICIHHAIHNCTH,

pa6OTCIIII/I B pa3JIM9HU MPUIIOKHHU KIIOHOBC Ha IMCHUXOJIOTHATA U IICAArorukKara —



COLUMAJIHA  TCHUXOJOTHS, TPYyAOBa  IICUXOJIOTUS, 3JpaBHA  ICHUXOJOTUS,
Me/laroruyecka MCuxoaorusi, ColUalIHa eJaroruka.

N3y4yaBaHeToO HAa JTUYHOCTTA € €IHAa OT OCHOBHUTE TEMH B ICHUXOJIOTHUSATA.
ETo 3amo chlecTBEHO BHHUMAaHHUE € OTJEJICHO Ha MHOXXECTBO TEOPHH 3a
JUYHOCTTA, KaTO BCSKA €HA OT TSIX C€ ONMUTBA Jia OMHUIIE PA3JIMYHU MOJIEIU Ha
YOBENIKaTa JIMYHOCT, BKJIFOUUTEIIHO Kak ce opMHUpaT Te3u MOJIEIN U KaK Xopara
ce pa3JinvaBaT Ha MHJIWBUIYaTHO HUBO.

Paznenst ,,Tunosorun Ha JUYHOCTTA” € MOCTPOEH BBPXY CXBAIIAaHETO Ha
ChbBpPEMEHHATa MICUXOJIOTHs, Y€ YOBEIIKAaTa JINYHOCT ce (popMUpa KaTO ChBKYITHOCT
OT Pa3JIUYHU U U3PA3CHU B pa3jIM4Ha CTENECH XAPAKTEPUCTUKHU WU YEPTH, KOUTO
MOPaXXJIaT YHUKAIHOCTTA HA BCEKU YOBEK, a TUIIOJIOTUYHUTE MOJEIN UMAT CBOUTE
HE3aMEHHUMHU ILIIOCOBE: MHTYUTHUBHO pa30OMpaeMu ca 3a BCHUUKHU X0pa, (hOKycHpar
Ce€ BbPXY CWJIHUTE CTPAHU U YTBBPKJIaBaT pa3IUUMSITA.

[Ipn anHanu3upaHeTo Ha MOHATHETO XAPAKTEp CE€ MOAYEepTaBa TsACHATA MY
BpPB3Ka C MOHATUETO JTUYHOCT, KATO HAl-00III0 ¢ HEr0 Ce 03HayaBa ChBKYITHOCTTA
OT TICUXUYHU CBOMCTBA HA JIMYHOCTTA, KOUTO OMPEACNIST MOBEICHUETO M CIPSAMO
00I11IeCTBOTO, COIMaJHAaTa Cpella U Hali-Beue B3aMMOOTHOIICHUSTA M C JPYTUTE

Xopa.

TCMHCpaMCHT’BT c pasriician KaTo CBbBKYIITHOCT OoT YCTOﬁqHBH
HHIUBUAYAJIHU IMCUXWUYIHU CBOﬁCTBa, onpceacisim AMHAMUKATa Ha IMCUXUUYCCKATa
HGﬁHOCT Ha YOBCKa M OCTaBallld OTHOCHUTCIHO IMOCTOAHHU IIPU PaA3JIMYHU MOTUBH,

ChABPKAHNE U LIEU HA IEMHOCTTA.

Knurara BritouBa 00110 28 TeMu, KaTo MpecTaBs KPaTko, CHCTEMAaTHIHO U
JOCTBITHO, HO B CBHIIOTO BPEME HAYYHO KOPEKTHO OCHOBHH BBIIPOCH, CBBP3aHU C

YOBCIIKAaTa JUYHOCT.



3. Kuwurara ,,ConpanHa ncuxoJiorus”’ € CTPyKTypupaHa B 4 TJIaBU, YHUETO
ChAbpKaHHE 00XBalla WUCTOPUUYECKOTO PA3BUTHUE U HACTOSIIEC HA MCUXOJIOTHUSTA
KaTO HayKa; MSICTOTO Ha COLMaIHATa IICUXOJOTHS B JIOHOTO HA HAy4YHOTO

MO3HaHUE; 00IIyBaHETO; cCrielu(PUIHUTE 0OCOOCHOCTH Ha MajIKaTa rpymna.

B mepBa um BTOpa riaBa, NpHU pasriIekKIAHETO HA INCHUXOJOTHATA U
collMajHaTa MCUXOJOTHS, BHUMAHUETO € HACOUYEHO KBbM MPEAMETHT, OOCKTHT U
3a7a4uTe, KbM NPUHIMUIIATE W H3CICIOBATEICKUTE METOAM, KbM IOHSTUATA HA
COLMAJTHOTICUXOJIOTUYECKHUS aHAJIU3, KbM OLMAIHATA pPOJs, COLMAIHUS CTAaTyC U

IOBCACHUCTO HA JUYHOCTTA.

@oKychT B TpeTa TIJilaBa € MOCTaBEH BBPXY OOIIYBAaHETO KAaTO OCHOBa U
M3TOYHUK 3a (OpMHpaHe Ha couuagHaTa ICUXHKAa. B TO3M KOHTEKCT ce
pasriiexaaT BBIPOCUTE, CBBP3aHU ChC ChBMECTHATa JEHHOCT KaTO YCIIOBHUE 3a
oOlLryBaHEe MEXIy Xopara; OOIIyBAHETO M COLMAJHUTE B3aMMOOTHOILIECHUS Ha
JUYHOCTTA;  COLMATHO-IICUXOJIOTHYECKAaTa OOMIHOCT Karo  pe3yiTrar Ha
OOIIYBaHETO; COLMATHO-TICUXOJIOTMYECKUTE MEXaHM3MHM Ha OOIIyBaHETO W
oOLIyBaHETO KaTO MPOLEC Ha MCUXUYHA peryjialyds B COLMAIHUSA KUBOT Ha

JIMYHOCTTA.

B uyerBbpTa TIyIaBa AaKUEHTHT € NOCTABEH BBPXY MaJIKaTa Ipyna Karo
COLIMAJTHO-TICUXOJIOTHYeCKH (peHoMeH. IlpeayiokeHuTre TeMH ca MOCBETEHU
CBIIHOCTTA W CBABPKAHUETO HA IMOHIATHETO ,MaJlka rpyna’; TEOPETUYHUTE

MMoAXO0JAH 3a U3CJICABAHC HA I'PYIIUTC, KJIaCI/I(l)I/IKaLII/II/ITe Ha MAJIKUTC I'PYIIN.

Kuaurara ,,CommanHa mncuxonorus’ € NpeJHa3HaueHa 3a CTYJCHTH, 3a
CIICIIMAIMCTH B 0O0JIaCTTa Ha CoOIMajHaTa TICHXOJIOTHS W 3a MO-IIMPOK KPBbI

YUTATCIIN.



4. ,CoumanHa TICHXOJIOTUS B Typu3Ma’ € KHMUIa, MNpeJHa3HaAyeHa 3a
CTYICHTH OT CIELHAIHOCT ,, [ypu3bM” M 3a BCHUKH pabOTEHIN B TYPUCTUYCKUS
CEKTOp. AHAIM3UPAHHU ca PEaMIla IICHXO0JI0r0-TIOBEICHYSCKH MTPOOJIEMH Ha 3aETUTE
B cepara Ha Typu3Ma U MPAKTUKYBAIIUTE TYPUCTUYECKUA IIBTYBaHUs, 3aC€THATA €
U COLMAIIHO-MKOHOMHMYECKaTa NpoOjeMaThka Ha Typu3Ma B KOHTEKCTHa Ha
romodoanu3anuara. BKIOYeHM ca HSIKOM HOBHM €JEMEHTH Ha collhajaHaTa
TICUXOJIOTHS U TYPUCTUYECKOTO MOBEJEHHE KaTO: CTUJIOBE Ha OOIIyBaHE; aKTUBHO
CIIyIlIaHE W 3aJaBaHe Ha BBIPOCH; HIACHTU(GUIIMPAHE M CIPABSHE C Bb3paKCHUS U

HCOOBOJIHN KIIMCHTH, OBJIaAsIBaHC HA CMOIIMHTC.

B knurata e 3acTelieHa W €IHAa MajKO H3CIeBaHa 00JIacT, 3acsraiia
BBIIPOCUTE Ha TMCUXOJIOTUSITA HA TYPUCTUYECKOTO TMOBEACHHE, a WMEHHO
BHU3yaJHaTa IMCUXOMAarHOCTUKA U HEMHOTO MpuiokeHue B TypusMma. [logpoOHo ca

pasricaanu BU3YyaJIHOTO Bep6aJ'IHO )41 HeBep6aJ'IHO HallaCBaHC.

[[samaTa BTOpa TJaBa € TIOCBETEHA HA TYPUCTUTE OT Pa3IMYHUTE
HanoHaNHOCTU. [IbCcTpa M pasHoOOpa3Ha € eTHUYecKaTa KapTHHA Ha CBETA.
Hepb3MoOkHO € fa ObJle 00XBaHATA JIETAIHO M B I'BJIHOTA, 3aTOBA Ca M3TOTBEHU
HSIKOU CTICTIM(PUIHH COIUATTHO-TICHXOJIOTHYECKU XapaKTEPUCTUKHN Ha TYPUCTUTE OT
pa3IMYHUTE  HAIMOHAJTHOCTH,  KOWUTO  CHEIUAJIUCTUTE,  ydacTBallld B

TypHCTHYECKATa UHYCTPHUsl, TPSOBA Aa MO3HABAT.

Couuo-KyJATypHUTE W TICHUXOJOTHMUYECKUTE acleKTH B TypUCTHYECKaTa
CHUCTEMAa OCTaBaT OTHOCHUTEIHO cJIad0 NpOy4yBaHM B Haiara crpaHa. B Tto3u
CMUCHJI cuMTaM, 4ye KHurarta ,,ColdaliHa TCUXOJIOTUS B Typu3Mma’ 3acsAra eaHa
Ba)XKHA MpoOJieMaTHKa, CBbp3aHa ¢ OOYYEHUETO Ha KaJpH 3a Typu3Ma B €IHa OT
Hal-JIeTUKaTHUTE Cchepu — IICHUXOJIOTHATA HAa TYPUCTHYCCKOTO TIOBEIACHHUC H

CTUYHUTC OTHOIICHUA B TYpHU3MaA.



B ot6ena3anure obiractu Ha HayY9YHU HMHTCPCCHU HAYYHHUTC IIPHUHOCHU Ca C
HAaYyYHO-TCOPCTUYCH, HAYYHO-NIPHUIIO)KCH W MCTOHOJOIrHYCH XapaKTCp MU Ca

OTpPa3CHHU B IIOCOUCHHUTC PC3IOMCTA:

1. UNTANGLING DEPRESSION IN SCHIZOPHRENIA:
THE ROLE OF DISORGANIZED AND OBSESSIVE-COMPULSIVE
SYMPTOMS AND THE DURATION OF UNTREATED PSYCHOSIS

Abstract

Background: Schizophrenia is a complex disorder characterized by positive
symptoms (e.g., hallucinations), negative symptoms (e.g., social withdrawal), and
disorganized symptoms (e.g., thought disorder). Alongside these, cognitive and
depressive symptoms often emerge, with depressive symptoms sometimes
dominating the clinical picture. Understanding the factors that influence the
development of depressive symptoms in schizophrenia could clarify the dynamics

between depressive and psychotic symptoms and guide clinical interventions.

Methods: A total of 105 patients with schizophrenia (66 women, 39 men)
were assessed using several clinical scales: PANSS, BPRS, DOCS, DES, HAM-D,
and the Luria-Nebraska Neuropsychological Battery for cognitive evaluation.
Statistical analyses, including correlation and regression, were conducted using
SPSS to determine the significance of associations. Results: Disorganized and
obsessive-compulsive symptoms were identified as primary factors associated with
depressive symptoms in patients with schizophrenia. Conversely, a longer duration
of untreated psychosis was linked to a lower severity of depressive symptoms,

suggesting that early intervention may alter the depressive symptom trajectory.



Conclusions: Here, we suggest a complex interaction between psychotic
and depressive symptoms, possibly indicating a biological antagonism. The
association of depressive symptoms with disorganized and obsessive-compulsive
features may reflect an adaptive psychological response, attempting to stabilize
amidst the disintegration of schizophrenia. These insights support a more
integrated approach to treatment, addressing both psychotic and depressive

symptoms to improve patient outcomes.

Keywords: schizophrenia; psychosis; positive; negative; disorganized
symptoms; obsessive-compulsive symptoms; duration of untreated psychosis;

depressive symptoms; depression; biological antagonism.

2. CHALLENGES FOR THE BULGARIAN TOURISM MARKET
AFTER THE PANDEMIC COVID 19 — PARADIGMS, PROBLEMS
AND PERSPECTIVES
Abstract
Every crisis provides new opportunities for countermeasures, and Covid 19

has undoubtedly helped us to rethink our traditional ideas about tourism. The
pandemic came unexpectedly in our lives, in business, in socio-economic relations,
and in addition to being a time for trials, it is also a time in which quite a few
lessons can be learned. One of which is that we need a qualitative transformation in
the management and development model of tourism. The purpose of the report is
to present the results of a survey among Bulgarian tourists who chose the
Bulgarian Southern Black Sea for their sea vacation. For the attention of the
interested parties, specific results are also indicated regarding the positions of the
respondents regarding the possible factors that influence their choice; what are

their assessments, attitudes and expectations for practicing summer tourism in the
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Southeast Black Sea region; what are their beliefs, abilities and skills for the
successful realization of intentions. In conclusion, the requirements of modern
tourists and their preferences are given.

Keywords: Bulgarian tourist market, Covid 19, contemporary challenges

3. ATTITUDES OF FRENCH TOURISTS CHOOSING BULGARIA AS

A TOURIST DESTINATION

(THE CASE OF BULGARIAN SOUTHERN BLACK SEA COAST)

Abstract

Tourism has long become a necessity and an integral part of people's lives.
Sooner or later a person begins to feel the need to travel. His desire for a variety of
impressions takes on a clear outline when it comes to deciding to spend his free
time outside the home, hoping to remove nervous tension and fatigue. Bulgaria is a
relatively new market for French tourists and attracts them with the unknown.
Arriving here for the first time, the majority remain fascinated by nature, cultural
and historical monuments, food and wine. French tourists prefer organized trips
and use the services of travel agencies. (one of the reasons is that Bulgaria is a little
or almost unknown country for them, another is that the French language is not
very popular in Bulgaria and accordingly few people can communicate in it, and
third — primarily young French tourists use English) As tourists they have higher
requirements for the products and services offered, they want to get to know the
material and spiritual values, they are looking for places with a rich history, they
prefer different experiences from what the mass tourist is looking for and they are
betting on luxury in hotels and restaurants. The article examines the attitude of
French tourists when choosing a Bulgarian tourist product. Indicators such as
,length of stay”, ,,price”, ,,influence of information sources”, ,,frequency of visits”,

,.future holiday intentions”, as well as demographic characteristics — gender, age,



education, marital status, children were studied and analyzed. In conclusion, their
main preferences and requirements are indicated when choosing a destination for
vacation and entertainment.

Keywords: attitudes, choice, Bulgarian tourist product, French tourists.

4, CONSUMER ATTITUDES: THEORETICAL ASPECTS

Abstract

The concept of ,attitude” arises in social psychology and reflects the
objectively-subjectively conditioned side that determines the behavior of a person,
In which needs are attributed to social objects, goals and values. This article, which
does not pretend to be complete, but is focused on the presentation of basic
knowledge, presents some of the most significant scientific interpretations of
attitudes for psychological science.

Key words: psychology, attitudes, definitions, personality, social world.

5. CULTURE AS A FACTOR INFLUENCING TOURISM DEMAND

Abstract

Tourism is one of the most dynamically developing industries in the modern
world. It is a means of increasing the well-being of peoples, of strengthening
peace, of universal respect for human rights, regardless of race, sex, language or
religion. One of the main and significant alternative types of tourism is cultural
tourism. It develops more intensively by increasing the quantity and variety of
services offered. Destinations and sites for cultural tourism are established and
imposed on the national and international tourist market. Interest in cultural
tourism is growing — both from tourists and from businesses, professional unions

and associations, municipalities and communities, from government structures and



specialists in the tourism industry. The purpose of this paper is to examine the
relationship between culture and tourism, and in particular the influence of
personal culture on the undertaking of a tourist trip. In conclusion, the social and
economic importance of cultural tourism, seen as a symbiosis of culture and
tourism, is emphasized.

Key words: culture, tourism, cultural tourism, influence, significance.

6. PSYCHOLOGICAL RELATIONSHIPS BETWEEN CONSUMER

ATTITUDES AND CONSUMER BEHAVIOR

Abstract

In this report, attention is directed to the interrelationships between
consumer attitudes and consumer behavior in a psychological aspect. And since
there are very different opinions in the specialized literature about the nature of this
relationship, an attempt has been made to identify those specific conditions under
which attitudes are most likely to influence behavior. In order to achieve relative
certainty that it is the attitude of consciousness that significantly influences a
specific behavior, a literature review was made, through which it becomes possible
to discover and analyze those processes that would categorically and without a
doubt confirm the existence of an objective relationship between attitudes and
behavior.

Key words: consumer attitudes, consumer behavior, interrelationships,

interdependencies



7. CONSUMER ATTITUDES OF BULGARIAN TOURISTS TO
CHOOSE A HOLIDAY DESTINATION ON THE BULGARIAN
SOUTHERN BLACK SEA COAST
Abstract
A study of the consumer attitudes for maritime tourism with a destination on

the southern Bulgarian Black Sea coast is presented. The group of participants is a
research type sample, numbering 153 people — 95 women (62%) and 58 men
(38%). All are Bulgarian citizens. For the aim of the research, the multi-attribute
model of M. Fishbein was applied. The data on the attributes of the sea
destinations, which form the attitudes towards them, are analyzed. The results
show that the dominant attributes that most determine the consumer attitudes of the
sample in relation to sea holidays are: ,food quality”, ,peace of mind and

security®, ,,quality of service* and ,,natural and climatic conditions®.

Key words: social attitudes, consumer attitudes, behavioral patterns,
consumer behavior

8. FACTORS FOR THE FORMATION OF CONSUMER ATTITUDES
WHEN CHOOSING A TOURIST PRODUCT
Abstract
The size and structure of consumer demand depend on certain conditions,
above all on the general level of consumption, on economic development and on
the level of commodity prices. Along with these factors, the impact on consumer
demand is exerted by various psychological factors - public opinion and mood,
fashion, traditions, imitation, suggestion, mental infection, rumors and more. The
impact of each of them creates a favorable or unfavorable market situation,

increases or decreases the purchasing activity of the population.



Key words: factors, consumer attitudes, consumer demand, tourism product

9. SOCIO-PSYCHOLOGICAL  ASPECTS THE MOTIVATION
PROCESS IN THE ORGANIZATION. MOTIVATION
APPROACHES TOOLS TO STIMULATE STAFF

Abstract

The focus of this report is on the socio-psychological aspects of the
motivation process within an organization, as well as on motivational approaches
and tools for staff incentives. Because motivation deals with the questions "why"
of behavior, it refers to the internal states of the body that lead to provocation,
perseverance, energy provision, and direction of behavior. In this sense, first of all,
in understanding the level of employee motivation, it is important to know the
basic theoretical assumptions related to motivation and some aspects related to
human behavior, as well as the values and beliefs that mediate behavior (i.e., the
constructs that sit on the path between need and satisfaction). Knowledge of staff
motivation helps the manager to navigate its complex nature, to trace the way and
the reasons for its occurrence or absence, as well as to understand its strong points.
Consideration of motivation, as a relatively distinct system, would allow to identify
and relatively accurately evaluate its elements, to trace the relationships between
them, and finally to learn the manager to recognize and manage the complex
relationships between the overall behavior of the individual and his or her parts.

Key words: motivation, organization, behavior, approaches, tools, staff

10. SOCIO-PSYCHOLOGICAL CHARACTERISTICS OF HUMAN
NEEDS
Abstract

Humans, much like other living beings, need certain conditions and means
derived from the external environment for his existence and activity. Human needs

are internal states; they are part of the personality and they result in motivation,



desires and goals. Need is invariably linked to a sense of satisfaction or
dissatisfaction. In psychological science, this term refers to the state of the
objective need of the human body or personality for something outside their
psyche and physique, and constituting a necessary condition for their normal life

and activity.

Key words: necessity, personality, environment, activity, feelings, needs,

development

11. PSYCHOLOGICAL FACTORS SHAPING ATTITUDES FOR THE

SELECTION OF TOURISM PRODUCT

Abstract

Consumer behavior is an interesting and complex social phenomenon that
represents a real challenge in both theoretical and practical terms. It is complex,
dynamic, contradictory, dualistic, difficult to examine, and that is why it is
interesting and provocative from an analytical point of view. The purchasing
decision and consumer behavior are affected by many internal and external factors.
The focus of the presented research are the internal (psychological) factors.
Because they are hidden, it makes them relatively difficult to study and predict.
They are individual and different for individual subjects, and although they act
internally, it can be argued that they are heavily influenced by social forces outside
the individual.

Key words: consumer behavior, psychological factors, motivation,

perceptions, abilities, knowledge, beliefs, attitude, tourism



12.,,TO BE OR TO HAVE?”” REWARD AS A MOTIVATIONAL
ATTRIBUTE
Abstract

The title of the scientific exposition is partly and quite deliberately borrowed

from Erich Fromm and his work ,,To Have or To Be?”

As many researchers are interested in how to motivate people to perform
well in their field of activity and how their current experiences influence their
future behavior, the focus of this report is on the award and its role as a
motivational attribute. A detailed description is given and examples are given of
how the motivational process and the rewarding are closely related to the

behavioral attitudes of people in different social situations.

The main question that focuses attention is: Does reward strengthen or
weaken intrinsic motivation, and to what extent does receiving a prize

predetermine the existential choice of ,,being” or ,,having”?

Key words: motivation, reward, behavior, attitudes

13. SOCIO-PSYCHOLOGICAL FACTORS DETERMINING
CONSUMER DEMAND AND BEHAVIOR WHEN CHOOSING
SEASIDE HOLIDAY DESTINATIONS
Abstract
The traditional economy assumes that people are completely rational — If not

universally, but at least in those situations in which they act as participants in
market relations. This means that they have the appropriate information and on the
basis of it are able to calculate in advance and assess the consequences of the

choice before them. No one buys a product without need or desire. The purchase is



accompanied by a decision-making process that takes into account the factors of
external influence and individual differences of consumers. In this sense, knowing
the actual preferences of consumers and the correct formulation of proposals
corresponding to them is a complex process, involving careful analysis and study
of consumer demind and behavior. Today’s consumer is more critical in the choice
of goods and services, more demanding on the range and quality of products, more
carefully studies and evaluates the indicators of environmental friendliness and use
of consumed goods.

Key words: consumer demand, consumer behavior, socio-psychological

factors, tourism.

14. SOCIAL RESPONSIBILITY OF THE BULGARIAN TOURIST
ENTERPRISES IN THE CONTEXT OF CONSUMER DEMAND
Abstract
Social responsibility is a concept that reflects the quality of relationships

between an organization (through managers) and society. It represents a set of
attitudes, decisions and actions that are oriented towards society. The three key
figures in the market-driven economy are: producers (organization), consumers
and state. If the mindset, decisions and actions of consumers and state coincide
with the attitudes, decisions and actions of the organization, consumers and state
accept that it is a socially responsible organization, and vice versa [1]. The aim of
this paper is to discuss the social responsibility of Bulgarian tourism enterprises.
To achieve this goal the trends of tourism demands and the type of social
responsibility have been analyzed. In conclusion the accent is on the measure to
achieve the social responsibility in the tourism field.

Key words: social responsibility, tourism, consumer demand.



15. SCANDINAVIAN TURISTS IN BULGARIA

(Socio-psychological characteristics)

Abstract

The article includes summarized estimates from the Ministry of Tourism and
the National Statistical Institute for the growth of tourism in Bulgaria in 2016, data
on visits by Scandinavian tourists to our country in the indicated period, as well as
some factors influencing their choice of destination.

Since some of the biggest devotees of the Bulgarian Black Sea resorts are
tourists from Scandinavian countries, the article presents summarized
psychological and behavioral characteristics of tourists from Denmark, Norway
and Sweden visiting our country during the summer months for vacation trips.

The conceptual idea is built on the axiom that knowledge of folk psychology
provides a prerequisite for correct forecasting, planning and guidelines for future
actions in the tourism industry.

Keywords: tourism, scandinavian tourists, psychological profile, tourist

behavior

16. BUSINESS CULTURE AND MANAGEMENT EFFICIENCY

(Socio-psychological aspects)

Abstract

The conceptual intent in the report is based on the axiom that an
organization which lacks a clear organizational policy and manifests chaotic
relationships between people, is unmanageable, incapable of performing effective
activities, and therefore doomed. In this context the essential role of business
culture as a system of norms, rules and values that regulate the relations between

the members of the organization, is examined. Naturally, it is inextricably linked to



organizational behavior, whose primary function is to help people be more
productive in fulfilling their duties, in order to get the most satisfaction out of their
work. Undoubtedly, to achieve this goal, it is necessary to form the value system of
each individual (as part of the organizational structure) and of the organization as a
whole. Underlined is the fact that, since each organization is part of the social

system, its business culture is inextricably linked to the social one.

Key words: business culture, management efficiency, organizational policy,

organizational behavior, business ethics.



