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Abstract  Tourism development in every country and/or region is currently facing a number of problems and future chal-
lenges. The trend is towards an increase in competition between tourism enterprises and destinations at na-
tional and international levels in a rapidly changing competitive environment. Sustainable growth and prosperity 
in tourism can be achieved by increasing the competitiveness of tourism enterprises and destinations. The aim 
of this study is to assess the competitive position of the Southwest region of Bulgaria as a tourist destination. 
To achieve the objective a competitive map of the market was elaborated, following an established methodol-
ogy. Based on the results, some conclusions and assessment of the competitive position of the Southwest 
region of Bulgaria as a tourist destination have been made.

Introduction
The global financial and economic crisis poses many new challenges to the development of tourism markets 

both regionally and in terms of different types of tourism. Moreover, modern tourism, which involves a large number 
of people, differs fundamentally from similar phenomena in the past (Štetić et al., 2013). In this sense, the European 
Travel Commission (ETC) expects slow but steady decline of European tourism on the global tourism market in 
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the long run (Анонс на Европейската..., 2013). It emphasizes the fact that in a situation of increasing competition 
from emerging destinations from distant markets and the continuing instability of internal markets, Europe needs 
confident actions to realize its growth potential. The World Tourism Organization of the United Nations predicts that 
by 2030 the number of tourists will increase in Europe, emphasizing that the fierce competition to gain market share 
should not be underestimated. Forecasts for Europe show an increase in the number of tourists from 475 million to 
744 million, which in turn (due to the faster development of other tourist regions such as Asia Pacific, Middle East 
and Africa) will reduce market share of the continent from 51% to 41%. 

Meanwhile, the expectations of ETC for the coming year indicate growth of European destinations between 
1% and 3%. Aggregated trends for the global tourism development of Tourism Economics, based on the results of 
the Tourism Decision Metrics (TDM) model, give the following forecasts for Southern/Mediterranean Europe and 
Central/Eastern Europe (Европейски туризъм..., 2013):

Table 1. Tourism growth rate in Southern/Mediterranean Europe and Central/Eastern Europe, 2013–2015 (%)

Region
2013 2014 2015 

Inbound 
tourism

Outbound 
tourism

Inbound 
tourism

Outbound 
tourism

Inbound 
tourism

Outbound 
tourism

Southern/Mediterranean Europe 1.3 –1.2 3.6 –1.8 4.2 –2.7

Central/Eastern Europe 7.2 5.8 5.6 5.2 5.3 5.7

Source:  Европейски туризъм... (2013).

It is worth noting that this growth is maintained largely at the expense of reduced prices for hotel accommodation 
– for the first five months of 2013 occupancy rates in the region grew by 1.8%, while the average prices according 
to the daily average rate (ADR) index decreased by 1.1% in the first five months of 2013 (Европейски туризъм..., 
2013).

Tourism is a major sector of the Bulgarian economy as it forms a significant part of the Bulgarian GDP. This 
implies, as A. Pawlicz also shows (Pawlicz, 2010: 141–142), that a country must have purposeful and directed 
policies towards the tourism sector. Those policies have to be in line with the strategies for sustainable development 
and the realization of projects connected to the analysis and evaluation of different aspects of the activity of the 
tourist sector (Национална стратегия за устойчиво развитие на туризма в Република България 2009–2013 г.). 
In the course of realization of the project “Development of the ‘Bulgaria’ brand and introduction of integrated brand 
management” an analysis in five areas has been performed, namely: travel service, opportunities for tourism, 
urbanization of the country, hospitality of local population, climate and natural resources. The aim of the analysis 
is to study the positioning of Bulgaria on the tourism market vis-a-vis its direct competitors – Austria, Greece, 
Turkey, Czech Republic (Проект: „Разработване на бранд ‘България’, продуктови и регионални брандове 
и въвеждане на интегриран бранд мениджмънт”, 2013). The study results show that Bulgaria does not excel its 
competitors in any of the evaluation indicators, i.e. there are significant competitive disadvantages of the country as 
a tourist destination and competitiveness of tourism enterprises in Bulgaria is insufficient. 

It is clear that tourism development in each country and/or region in the future will take place in a very 
different competitive environment, characterized by intensification and aggravation of competition between tourism 
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enterprises and destinations nationally and internationally. As M. Sidorkiewicz states, “the development of modern 
tourism based on respect for natural environment is integrally associated with ecology” (Sidorkiewicz, 2012). 
In these conditions, high competitiveness is one of the important factors for achieving sustainable development 
and prosperity in tourism. In addition, it is important to point out that when choosing a tourist service consumers are 
increasingly influenced by the variety and the quality of offered services. The wide range in which they can vary has 
a strong impact on the prices of services and the company competitiveness (Ковачева et al., 2009). In confirmation 
of this is also the opinion of Arzhenovskiy stating that the regions are getting integrated the global economy and 
are increasingly forced to compete with each other. Instead of a place for the conduct of economic activities they 
become sellers of goods and services, i.e. in participants in market relations in their own right (Арженовский, 2013).

Therefore the development and implementation of an effective mechanism for conducting a competitive 
analysis of the competitive advantages and competitiveness of tourism enterprises, places and regions, the factors 
that underlie them, the strengthening of existing and acquisition of new competitive advantages and opportunities for 
improving their competitiveness become particularly topical. That is why the author shares the opinion of G. Azoev 
that competitiveness is a result, reflecting the availability of competitive advantages, without which competitiveness 
would be impossible (Aзоев, 2000). According to V. Kyurova (Кюрова, 2012a), the analysis of the factors of the 
competitive environment helps to determine the intensity of competition in the market, the degree of integration in 
the industry, the growth rates of the sectoral market, strategic customer groups and others. R. Madgerova also 
supports this thesis, emphasizing the importance of competitive analysis, the development of effective competitive 
strategies enabling companies to keep their market positions, manifest their competitive advantages in competition, 
and increase their competitiveness (Мадгерова, 2012). At the same time M. Kuzmanova underlines the fact that the 
world financial and economic crisis brings up the question of increasing competitiveness of organizations as they 
are forced to look for new ways to secure their competitive advantage (Кузманова, 2011). 

In this context, the aim of this study was to assess the competitive position of the Southwest region of Bulgaria 
as a tourist destination. It is important to note that according to V. Kyurova the main prerequisite for successful 
tourism development is the use of the resource potential of the various tourist destinations (Kyurova, 2013). 

The Southwest region is situated in the southwestern part of Bulgaria with a territory of 20,306.4 square kilometers, 
which is 18.3% of the total territory of the country (Updated document..., 2013). The area is bordered by three 
countries – Greece, Serbia and Macedonia. The Southwest region consists of 5 districts – Blagoevgrad, Kyustendil, 
Pernik, Sofia and Sofia (capital), including a total of 52 municipalities. In the region there are 952 settlements 
(48 towns and 904 villages). By 1.02.2011 the population in the area was 2,132,848, corresponding to 29% of the 
population in Bulgaria. In the territorial balance of the Southwest region forest areas constitute 47.1% , agricultural 
– 46% , settlements and urban areas – 4.9% , water bodies – 1% and other areas with anthropogenic impact – 1%. 
The landscape of the Southwest region is diverse - mainly mountainous, combined with flat. Here are the highest 
mountains in Bulgaria – Rila, Pirin, Western Rhodopes, as well as the Osogovska mountain, Maleshevska, Vitosha, 
part of Stara Planina, which contribute significantly to the development of tourism both in the region and in the 
country. The territory of the region is crossed by important national roads and three of the ten international transport 
corridors that connect Europe and Asia. 

In recent years, tourism is growing in importance for the development of the region. Favorable conditions for 
development are based on natural factors, transport accessibility, cultural heritage, traditional development and 
experience in the mountain and ski tourism. Also important are relatively well-developed and diverse tourist facilities 
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and infrastructure, proximity of tourist and resort areas to the capital and major cities in the region. This, on the one 
hand, is a solid foundation for turning the Southwest region of Bulgaria into a competitive tourist destination, but on 
the other hand it requires additional efforts in order to increase its competitiveness. As М. Hundert and A. Pawlicz 
point out “tourists visit destinations because of attractions, but tourist attractions are rarely a profitable business” 
(Hundert and Pawlicz, 2012). Therefore, the development of tourism supply is set as a specific target under Priority 1 
“Improving the competitiveness of the regional economy” in the Updated document for the implementation of the 
Regional Development Plan of Southwest region 2011–2013. In order to achieve effective management and use 
of the resource potential of the region a number of authors consider it necessary to conduct detailed studies and 
analyses of the tourism market and market opportunities, and identify target markets (Кюрова, 2013). 

To achieve the objective of the study, a methodology for elaborating a competitive map of the market was 
applied. Data from the National Statistical Institute (NSI) on the activity of accommodation establishments in 
Bulgaria and in individual planning regions of the country in 2008–2012 was used as a source, followed by an 
analysis based on a system of indicators. 

Problem definition
The development of competitive map of the tourist market of accommodation establishments is important 

for the correct positioning of tourism enterprises, destinations and regions. For the establishment of a competitive 
map of the market it is necessary to choose appropriate indicators and approaches for analyzing market shares 
(Кюрова, 2012b). At the same time, market analysis enables the identification of market structure, the profile of 
consumer market segments, market size and market dynamics (Кюрова, 2012b).

The elaboration of a competitive map of the market includes three stages (Савельева, 2009: 170–174):
 – grouping of the regions on the market of accommodation establishments according to their market share,
 – grouping of the regions on the market of accommodation establishments according to the growth rate of 

their market share,
 – presenting the competitive map of the market in matrix form. 

Grouping of the planning regions on the market of accommodation establishments according to their market 
share is performed in several steps:

 – the market share of each region is defined – Pi,
 –  the lowest value of the market share is defined Pmin (used for identifying the lower boundary of the market 

share in the region which is an outsider in the market),
 – the highest value of the market share is defined Pmax (used for identifying the upper boundary of the market 

share in the region which is a market leader),
 – the mean value of all market shares of the regions is calculated by the following formula:

100= ,P
n

 where: 100= ,P
n

 – mean of all market shares of the regions in the market, n – number of regions. 

 – regions are divided into two groups: weak, whose market share is lower than 100= ,P
n

; strong, whose market 
share is higher than 100= ,P

n
, 

 – regions are grouped into four groups according to their market share (Table 2). 
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Table 2. Groups of regions according to their market share

Group Market share

 I –  market leader Pmax

 II –  regions with strong competitive position P ÷ Pmax 

 III –  regions with weak competitive position Pmin ÷ P

 IV –  market outsider Pmin

Source: description based on: Савельева (2009: 171).

The grouping of the regions on the market of accommodation establishments according to the growth rate of 
their market share is also done in several steps:

 – the lowest value of market share growth rate is identified Tpmin (used for identifying the lower boundary of 
regions’ market share growth rates),

 – the highest value of market share growth rate is identified Tpmax (used for identifying the upper boundary of 
regions’ market share growth rates),

 – the mean of market share growth rates of all the regions is calculated by the following formula:

1= ,
i

n

p
i=

p

T
T

n

∑

where: 1= ,
i

n
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p

T
T

n

∑
 – mean value of all market share growth rates of the regions in the market, Tpi – market share 

growth rate of the i th  region in the market, n – number of regions, 

 – all regions are divided into two groups: weak, whose market share growth rate is lower than pT ; strong, 
whose market share growth rate is higher than pT , 

 – the mean value of market share growth rate in the group of weak regions is calculated by the following 
formula: 
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 – regions are divided into four groups according the their market share growth rate (Table 3). 
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Table 3. Groups of regions according to their market share growth rate 

Group Market share growth rate

 I – regions with fast improvement of competitive position 
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 II –  regions with improving competitive position pT ÷
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 III –  regions with deteriorating competitive position pT ÷
 
 

слpT

 IV –  regions with fast deterioration of competitive position Tpmin ÷
 
 

слpT

Source: description based on: Савельева (2009: 173).

The presentation of market competitive card in matrix form is made by fully combining the values of market 
share and their growth rates in the four groups (Багиев, 2005) (Table 8).

This matrix model of competitive map of the tourism market of accommodation establishments makes it 
possible to determine both the exact competitive position of each of the planning regions of Bulgaria and to make 
reliable forecasts on the prospects for change in this position. 

Survey results
The data characterizing the condition and trends in the business of accommodation establishments for the 

period 2008–2012 (Activity of the accommodation establishments by statistical zones, statistical regions and 
districts – Annual data)1, needed for the development of competitive card of the market (elaborated according to the 
above methodology) is presented in Tables 4 and 5.

Table 4. Activity of accommodation establishments in Bulgaria for the period 2008–2012

Indicators
Year

2008 2009 2010 2011 2012
1 2 3 4 5 6

Total for the country

Overnight stays (number) 18,295,403 15,372,406 16,261,170 18,855,331 20,252,038
Incomes from overnight stays (millions of leva) 740,999,077 626,492,217 653,736,875 733,053,423 836,210,287
Income from one overnight stay (leva) 40.50 40.75 40.20 38.88 41.29
Bed occupancy rate (%) 30.11 24.87 26.23 32.04 36.03

Southwest Region (SWR)

Overnight stays (number) 2,808,316 2,331,973 2,376,077 2,429,682 2,865,755
Incomes form overnight stays (millions of leva) 175,273,937 142,884,945 140,697,706 141,890,617 155,109,545
Income from one overnight stay (leva) 62.41 61.27 59.21 58.40 54.13
Bed occupancy rate (%) 22.67 18.64 18.43 21.39 25.39

1 The index titled “Bed occupancy rate” is calculated by the author in accordance with the methodology used by the NSI – 
Tourism 2006, NSI, 2007: 12.
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1 2 3 4 5 6

Northwest Region (NWR)

Overnight stays (number) 436,509 410,951 367,556 441,750 483,858
Incomes form overnight stays (millions of leva) 13,123,158 13,764,167 11,401,870 15,671,159 17,298,253
Income from one overnight stay (leva) 30.06 33.49 33.02 35.48 35.75
Bed occupancy rate (%) 17.77 14.50 12.80 15.33 17.93

North Central Region (NCR)

Overnight stays (number) 612,006 542,739 492,105 626,647 671,282
Incomes form overnight stays (millions of leva) 22,886,259 20,490,255 18,232,107 22,738,942 24,787,980
Income from one overnight stay (leva) 37.40 37.75 37.05 36.29 36.93
Bed occupancy rate (%) 18.18 13.28 11.38 15.80 17.96

Northeast Region (NER)

Overnight stays (number) 6,068,080 4,876,571 5,133,831 6,271,618 6,618,837
Incomes form overnight stays (millions of leva) 231,541,972 184,667,640 189,455,740 222,955,601 248,967,819
Income from one overnight stay (leva) 38.16 37.87 36.90 35.55 37.62
Bed occupancy rate (%) 36.96 30.95 33.22 41.62 45.81

Southeast Region (SER)

Overnight stays (number) 6,625,367 5,710,425 6,414,888 7,448,246 7,784,126
Incomes form overnight stays (millions of leva) 232,022,413 205,827,071 238,087,669 266,263,822 315,504,729
Income from one overnight stay (leva) 35.02 36.04 37.11 35.75 40.53
Bed occupancy rate (%) 39.10 33.61 39.46 46.55 49.79

South Central Region (SCR)

Overnight stays (number) 1,745,125 1,499,747 1,476,713 1,637,388 1,828,180
Incomes form overnight stays (millions of leva) 66,151,338 58,858,139 55,861,783 63,533,282 74,541,961
Income from one overnight stay (leva) 37.91 39.25 37.83 38.80 40.77
Bed occupancy rate (%) 18.98 15.59 14.48 17.10 21.74

Source:  NSI. Activity of the accommodation establishments by statistical zones, statistical regions and districts – Annual data. Available at: 
www.nsi.bg/otrasalen.php?otr=57 (accessed on 8.11.2013).

Table 5. Market share and growth rate of market share 

Indicators SWR NWR NCR NER SER SCR

Market share according to overnight stays (%) for 2012 14.15 2.39 3.31 32.68 38.45 9.03
Market share according to incomes from overnight stays (%) for 2012 18.55 2.07 2.96 29.77 37.73 8.91
Growth rate of market share according to overnight stays for 2012 on the basis of 2008 92.18 100.00 98.91 98.52 106.19 94.65
Growth rate of market share according to incomes from overnight stays for 2012 on the 

basis of 2008 76.74 116.95 95.79 95.26 120.50 99.78

Source: author’s calculations.

The region with the lowest market share (2.39%) calculated according to the number of overnight stays is the 
Northwest Region, which is the outsider in the market. The Southeast region is the market leader with a market 
share of 38.45%. The average market share is 16.67%. The above two regions occupy similar positions in terms 
of market share, determined according to the value of revenue from accommodation. The grouping of regions 
depending on the size of the market share is presented in Table 6. 
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Table 6. Groups of regions according to their market share

Groups
Market share according  

to number of overnight stays
Market share according  

to revenue from overnight stays
 I – market leader SER SER
 II – regions with strong competitive position NER SWR; NER
 III – regions with weak competitive position SWR; NCR; SCR NCR; NCR
 IV – market outsider NWR NWR

Source: author’s elaboration and calculation.

The minimum value of the growth rate of market share according to number of overnight stays is that of the 
Southwest region (92.18%) and the maximum value – for the Southeast region (106.19%). The average value of 
growth rate of the market share of all areas is 98.41%. The average of the growth rate of the market share in the 
group of weak areas is 93.42% and the one of the strong areas is 100.91%.

In terms of the growth rate of market share by revenue from overnight stays, the lowest growth rate is the one 
of the Southwest region (76.74%), the highest is in the Southeast region (120.50%), the average growth rate is 100 
84%, the average growth rate in the group of weak regions is 91.89%, and the one of the strong regions is 118.73%. 
The grouping of regions depending on the market share growth rate is presented in Table 7. 

Table 7. Groups of regions depending on their market share growth rate

Group
Growth rate of market share 
by number of overnight stays

Growth rate of market share  
by revenue from overnight stays

 I – regions with fast improvement of competitive position SER SER
 II – regions with improving competitive position NER; NCR; NWR NWR
 III – regions with deteriorating competitive position SCR NCR; NER; SCR
 IV – regions with fast deterioration of competitive position SWR SWR

Source: author’s elaboration and calculation.

Based on the analysis, the following were elaborated: 
 – competitive map of the market of accommodation establishments according to the number of overnight 

stays (Table 8), 
 – competitive map of the market of accommodation establishments according to the revenue from overnight 

stays (Table 9). 

Table 8. Competitive map of the market of accommodation establishments according to the number of overnight stays

Classification according to the growth rate  
of market share by number of overnight stays

Classification according to market share by number of overnight stays

I. Leader II. Strong competitive position III. Weak competitive position IV. Outsider
 I. Fast improvement of competitive position SER
 II. Improving competitive position NER NCR NWR
 III. Deteriorating competitive position SCR
 IV. Fast deterioration of competitive position SWR

Source: author’s elaboration and calculation.
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Table 9. Competitive map of the market according to the revenue from overnight stays

Classification according to the growth rate  
of market share by number of overnight stays

Classification according to market share by number of overnight stays

I. Leader II. Strong competitive position III. Weak competitive position IV. Outsider
 I. Fast improvement of competitive position SER
 II. Improving competitive position NCR NWR
 III. Deteriorating competitive position NER SCR
 IV. Fast deterioration of competitive position SWR

Source: .author’s elaboration and calculation.

Conclusions
The above competitive maps give grounds for drawing some conclusions and assessing the competitive 

position of the Southwest region of Bulgaria on the market of accommodation establishments in the country.
1. The Southwest region has weak and rapidly deteriorating competitive position on the market of 

accommodation, measured by the number of overnight stays for the period 2008–2012.
2. Based on the comparative analysis of the data, it was found out that the main reason for the deterioration 

of the competitive position is the steady decrease of the share of overnight stays in the Southwest region 
compared to the total number in Bulgaria – from 15.35% in 2008 to 14.15% in 2012. 

3. The Southwest region has a strong, but quickly deteriorating competitive position on the market of 
accommodation establishments as measured by the revenues from overnight stays for 2008–2012. 

4. Rapid deterioration of the competitive position due to the decrease in the share of income from overnight 
stays in the Southwest region compared to the total revenue for the country – from 23.65% in 2008 to 
18.55% in 2012. The strong competitive position in terms of market share determined on the basis of 
revenues from overnight stays can be explained by the fact that the hotel price rates per night for the 
Southwest region are higher than those for the country. However, there is a negative process of lowering 
the value of the price rates – from 62.41 leva in 2008 to 54.13 leva in 2012. 

5. An important reason influencing negatively on the competitive position of the Southwest region are hotel 
occupancy rates, which are lower than that for the country for the period 2008–2012.
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