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Analysed period:
June 2018 - June 2019

Type of media:
Traditional media, Twitter, forums, blogs, Facebook,
specialised tourist review websites

Reach potential:
Measured via Twitter & Facebook tools
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The table on the right features 23
natural and cuftural landmarks in Bulgaria
evaluated according to their popularity
among local and foreign tourists. For the
purpose of this analysis, we evaluated
specific sites rather than entire resorts
or settlements, for which it would have
been difficult to determine whether

the conversation was about the whole
settlement or resort, or about a specific
tourist attraction within or in proximity to
them.

The popularity rating among Bulgarian
tourists was based on social media posts
and news in Bulgarian media, combined
with ratings on Bulgarian tourist sites.
The popularity rating among foreign
tourists was measured on the basis of
TripAdvisor comments and social media
posts in English. In comparison, even
the Rila monastery -- the most
popular cultural landmark -- has
less reviews (1,660) on TripAdvisor

than a single Sunny Beach site --
the Aquapark (1,944).

tt is noteworthy that the more difficutt
10 access and distant from the main
destinations landmark is,the more likely it
is to remain unknown to foreign tourists.
So,while landmarks like the VWonderful
Bridges, the Canyon of VWaterfalls, the
Eagle’s Eye viewpoint and Perperikon are
very popular among local tourists who
know how to reach them, they remain

unknown to foreign visitors.

tt is therefore no coincidence that negative
comments about Bulgarian natural and
cuftural landmarks most frequently

centre on insufficient directions and
signage to and within landmarks.A further
obstruction for foreign tourists is the
language barrier; with information at many
sites only available in Bulgarian.With natural
landmarks in particular; information and

services are rarely available in English.
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Landmark

Ravadinovo Castle
Rila Monastery
Tsarevets

Asen’s Fortress
Madara Horseman
Etar

Devetashka Cave
Yagodina Cave
Krushuna Waterfalls
Devil's Throat Cave
Belogradchik Rocks
Magura

Seven Rila Lakes
Saeva Dupka Cave
Tsari Mali Grad
Perperikon

Emen Canyon
Prohodna Cave

The Wonderful Bridges

Canyon of Waterfalls
Hotnitsa Eco Tralil
Eagle’s Eye Viewpoint
Raysko Praskalo

Popularity ranking

Abroad

In Bulgaria
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Mentions of the European Capitals of Culture

= Plovdiv

Maetra

Potential reach for social media posts

In 2019, Plovdiv, Bulgaria, and Matera, Italy, were the
European Capitals of Culture. Despite the fact that Plovdiv
is considerably bigger and among the world's oldest
settlements, Matera was more popular as Capital of Culture
over the June 2018 - June 2019 period, based

on publications in news outlets and social media posts
globally. For both, 27% of mentions came from locals

Plovdiv

H Facebook B Twitter

24,800

Maetra

Instagram @ YouTube ™ Pinterest

Social media followers

(Bulgarians or Italians), with almost three quarters
of the conversation coming from foreigners.

The difference, however, is more striking when set against

the size of Plovdiv and Matera’s potential audiences that
social media posts reached.
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Sunny Beach in the media

Between |5 June 2018 and 15 June 2019 Bulgarian online
media published over 3,000 articles about Sunny Beach.Over
two thirds of them (2,044) were negative in sentiment and
were detrimental to the seaside resorts image.

Publications about or mentioning Sunny Beach generally
focused on criminal activity within the resort. In summer; several
articles appeared daily reporting on robberies, theft, brawls,
rape,drug dealer or bootlegger arrests. Media coverage

of Sunny Beach gives an impression of a “‘sin city”’
rather than seaside resort.

This is just one facet of Sunny Beach's negative coverage.Media
reported,among other issues, of numerous incidents involving
tourists, fires, floods, ilegal construction work and, generally,
over-construction within the resort. Deputy Prime Minister
Valeri Simeonovs ‘crusade’” against noise from bars and clubs
gamered further negative press.

In contrast, topics that received positive coverage were mostly
related to events, such as concerts, plays and shows. Media
outlets also focused on the much-publicised start of the
summer season and the assurance that tourists’ safety within
the resort was guaranteed. The latter messages, however, were
quickly contradicted by fresh and widely reported on cases of
violence. Only a quarter of Sunny Beachs media coverage was
positive.
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Eight arrested in Sunny Beach for possession
and dealing of drugs

ny&nwvkysaro Ha 05.0818 8 1757

Great dahgers lurk for tourists at Sunny Beach
hotels

BHMMaBalTe KakBo NUeTe, 3a 1a He CKM uIeTe 06paTHO BKBLUM, B HAW-A06PKA cnydai - cnenu u
NOTPONBAAKK C TOAXKA

® Codun, Bonrapua @ 24 10nw 2018, 16:00 @ 5481 npounta < 0 KomeHTapa

The Sun with anti-ad for Sunny Beach: No. One
destination for alcohol, drugs and prostitutes

[T RET =S N 28 fywum xapecEaT ToEa. XapecaiTe 1o NPeak NPMATENMTE CH.

16 Anpun 2019, BropHuk, 20:01 4.

BPUTAHUM DA3KA3BAT LLIOKMPALYA MCTOPMK OT KypopTa
Xunagw nbuTenn Ha pasio3faHm NapTuTa oT BennkoBpuTaHns,
TbpCeLW eBTMHA NNAYKA, APOra U NPOCTUTYTKM, HABOAHABAT CMbHYEB
EpAr - MACcTo, 0BRBEHO 3a ,HOoBWA Maranyd”, nuwe ,,CoH". Pasnonoxed
Ha BBArapcKoTo YePHOMOPCKO KPanbpexwe, KYpopTbT € M3BECTEH C
AVBWA CW HOLWLEH XWBOT 1 BOAHW CNOPTOBE, KOWTO NPUBAMYAT NMELLN
TYPWUCTK B TBPCEHE HA NapTh BaKaHUMA.

BpKTaHLMATE, KOMTO Ca PaboTMAM B pa3BpaTHWA BankaHCkK KypopT Npe3
NATOTO, PA3Ka3BaT, Y& Ca CTagan CBMAETENW Ha HEEEPOATHO AWMEBW
CEMESTENY HE HEBEROATHO 4B NILENKH W3LENKW, BKAFHMTENHO FPYNoBo cbbandane, nobor Ha obuiecTBeHK
Kniouosw gymu: cieHuss Bpar, aHTH pexnama, MECTE M OTKE4YEHW NMWAHCKK W3CThIIEHWA. MON0BUH TNTBP 6H|Jﬂ MOME
$ecTUBANW, SHINUYEHK, KypOpT Aa Ce KyYMnKW 2a No-Manko oT NayH4 B KypopTa, a ABamMa gyLn Morat aa
Ee&4epaT C BKNKYEeHa G}I’TMJ'IKa BWHO 3a okono 20 nayHaa.

BpUTaHUMTE, KOUTC Ca paboTUNK B pa3BpPaTHUA

1

GaNKAHCKW Ky POPT MPES NATOTO, PASKA3EAT, Ye €3 CTasanu
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This report was produced
for the purposes of the Comms Talks:
Tourism discussion, held on 28 June 2019.

Need a more in-depth analysis?
Get in touch at sales@perceptica.com
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