



Executive Summary
The tourism industry is a dynamic and quite instable. The business environment includes various forces which have a level of influence over the industry, with the main ones being the shifts in societal preferences and the globalised word which continues to evolve as well as the economic changes which are taking place across countries. This report provides an insight into the tourism industry in Bulgaria, which is a country of multitude of opportunities, especially in relation to development of seaside resorts. The report looks at the mission and objectives as well as vision, marketing and financial support which can be used collectively to find solutions regarding product and service development and the Coronavirus outbreak as well as that.
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Bulgaria is a country which has one of the best potentials for tourism development across Europe due to its geographical positioning. There are developments in the area of tourism in the mountains, ski trips especially, and as well as that seaside tourism with popular destinations including locations such as Sunny Beach, Golder Sands, and Nesebar (Ruhanen, 2004). The country, however, suffers setbacks in recent years, and particularly in 2020 as the spread of the Coronavirus outbreak continues to reach new levels and this further endangers the livelihood of individuals. There is a greater reluctance for international travel, meaning that foreign tourists are currently not of the usual multitude in terms of arriving in Bulgaria. This is one definite problem, provided that a large number of tourists every year come from foreign places. 
This report looks at recommending better strategic planning for the development of tourism in Bulgaria, with special focus on seaside tourism as it is one of the most advanced areas in the industry in terms of tourist intake. The report will analyse a planning strategy, mission and values, and potential product, marketing, and financial value development. Due to the current pandemic, the strategies for management of the Coronavirus outbreak will also undergo an analysis. 
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A strategy in tourism can be defined as a competitive process of allocation of material and non-material resources which aid the management of an organisation in such a way that its organisational performance becomes progressively enhanced (Ivanova, 2018). The strategic planning process is by no means an easy one and requires articulate work and audit assessment before proceeding forward with adding type of value to a business venture. The whole aim of strategic planning and execution is to bring about a positive change in a business environment which provides a higher level to the organisation in question. 
Destination management is of the interest of different organisations based in the tourism sector which is an important aspect to consider for the question – whether it is better for companies to collaborate in their development towards more profit or purely having a distinctive vision and objective. In their essence, corporative objectives and vision which are developed by a hospitality organisation, regardless of the business’ accommodating style, can assist it in implementing a strategy in a much more effective way. 
The government in Bulgaria includes the Ministry of Tourism which is the primary part of the country responsible for ensuring the wellbeing and prosperity of businesses based in sectors such as hospitality. In support to the companies which seek professional advice, especially given the current lack of information concerning the Coronavirus outbreak, the United Nations World Tourism Organisation can also provide insight into what practices and policies are good to implement (Ivanova, 2018). 
The Ministry of Culture is also a part of the support which the Bulgarian hotels and tourism campaigns can benefit from (Ivanova, 2018). Strategic planning can depend heavily on the financial availability of resources that can be used for improving interior and exterior facilities offered to tourists throughout their stay at a hospitality organisation. Agencies outside of the government may charge for their services as business advisors for tourism but they can work independently and privately with the company which seeks help and make sure that its strategies (allocation of profit spending, for example) are evaluated and improved upon. The strategic planning does not purely involve finances or development of mission and values, although they are also integral. Product or service development is an important factor in establishing an effective strategy for an organisation, particularly in a country such as Bulgaria which is in need of more innovative approaches to work across the hospitality industry. 
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The mission and values in Bulgarian tourism, directed at seaside facilities for provision of fulfilling experience, are based on strategy which can be built from five factors, according to the Mintzberg theory. This theory is a fundamental method to establishing strategies with an effect for the future of an industry and the five factors include the acts of planning, developing a pattern, positioning, perspective consideration for short and long term business implications, and ploy. The theory is very well applied within the scope of Bulgarian seaside tourism in sense that the values as well as mission of this type of tourism industry include:
· Preserving the best quality possible for the national and international visitors.
· Providing support for the local communities found across different resorts.
· Protecting the local environment over the seaside, especially minimising potential pollution to the sea and the beaches where people spend a lot of their time throughout a holiday.
· From an economic perspective, the generation of sufficient amount of profit which aids an organisation based on the tourism sector to fulfil its objectives and aims for business growth and possible expansion (Stoyanova-Bozhkova, 2020). 
Meaningful and sustainable partnerships are also possible when referring to development and execution of a strategy in the tourism sector which is very well functioning for all of the visions and mission that are outlined in the ideas above (Stoyanova-Bozhkova, 2020). Judging by the model developed for corporate social responsibility which is recognised on a global scale – integrated into social, economic, and environmental policies, the Bulgarian government attempts to create a greener / environmentally sustainable environment for its premises. An argument which has been presented by the Ministry of Tourism is that it is believed that by providing a better sustainability-oriented tourism strategy, the current economic state of the country can also be greatly improved. Bulgaria is a country where the national tourism is poorer due to the lower rate of employment for more highly paid jobs and also the population which has a high mortality rate. This makes the integration of this strategy even more relevant and necessary. 
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Before proceeding forward with proposing a particular strategy for the development of a product and / or service for the seaside tourism in Bulgaria, it is important to note the fact that such an element is not only physical. There are tangible as well as intangible factors to a product developed and introduced into the sector for tourism. Examples of those can include either sport or urban type of tourism, mountain, or else. There is a greater ambiance to the customer base chosen for different organisations depending on their accommodation purpose. 
One of the greatest benefits to the attraction that people have to ideas to visit Bulgaria is about the fact that Plovdiv, which is the second largest city within Bulgaria, is ranked as one out of two destinations that have cultural heritage worth an European recognition (Staikov, 2019). Plovdiv is a European Cultural Capital, embodying the importance and demand for preserving art and history, the two building blocks of culture (Stoyanova-Bozhkova, 2020). 
The popularity of the country as an attractive destination is due o the variety of tourism options which mean that a wider range of people with unique interests can make a good use of the offers provided on official sites. Not only is the seaside tourism very well developed, but also options for mountains and road trips across the fields of the Southern part of the country – there are places which are also very popular such as Kazanluk. Rose produced goods including cosmetics is found in the Southern part of the country as well. 
The new product or service to be implemented across the different business organisations in the tourism market can be in relation to the film related area – promoting the beauty of the Bulgarian seaside using films which are published online. Digital marketing is outlined in the following section of this report. 
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Destination development relies on raising customer awareness which is a process that occurs in the presence of the right marketing strategies. Digital marketing is a particular area which continues to evolve almost parallel to the technological advancements which is taking place on a frequent basis. Social media marketing is one of the most popular contents in digital marketing that can be used to reach out to a larger number of people which is also cost effective in the process (Chaffey and Ellis-Chadwick, 2019). The tourist industry can also benefit from a higher level of customer engagement with the help of digital media contents, whereby video material made professionally by hotel staff on the seaside can be made and published for prospective customers to see. Visual representation of information is proven to have a larger impact on the individuals who observe the information and are able to make decisions about their holidays in a much easier way (Penerliev, 2017). 
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Job opportunities can be enhanced in the presence of improving tourism related businesses which can have more open spaces for prospective employment, especially in the near future (Penerliev, 2017). Due to the EU's broad interests in more experienced and open social security crisis administrations in previous years, Bulgaria is now much better prepared to fight the spread of the coronavirus. The nation may depend on 237 modernized crisis treatment offices with better tools and trauma centres with best-in-class clinical hardware. Part of the endeavour includes the purchase of 400 new ambulances with current correspondence and life-saving devices, considering the rapid and viable mediation, especially in the more remote regions and for the weakest cases of patients (Updated rapid risk assessment from ECDC on coronavirus disease 2019 (COVID-19) pandemic: increased transmission in the EU/EEA and the UK, 2020).
In addition to this information, there are also 182 ambulances just transported are equipped with the basic devices for crisis clinical exercises under coronavirus conditions.
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Source: Trading Economics (2020).
The current most important aspect to new strategy planning which needs to be considered includes the ways in which Bulgaria can protect its tourism industry despite the ongoing issues in relation to the Coronavirus outbreak. 
According to the Economic Commission (2020), the European Commission calls for the main significant achievements made by Bulgaria in concentrating EU assets in the fight against the coronavirus episode and tackling the financial and social impact arising from it. Due to the open doors regarding the Investment Initiative in Response to Coronavirus, Bulgarian specialists have simply started many activities to limit the spread of infection and to support the economy and professions of the people.
Cohesion and Reform Officer Eliza Ferreira said: "At such a difficult time for all, the EU stays with its Member States and supports its people, which shows real solidarity. The European Commission has taken steps to ensure that every euro available in EU spending is used to give a successful response and swift action to help people who are suffering. I am pleased that these measures are now yielding results in Bulgaria to support residents, workers and organizations. " (European Commission, 2020)
Nicholas Schmidt, head of the Labour and Social Rights Directorate, said: “Along with the Member States, the European Commission has found a way to prepare all assets to deal with the infrequent effects of the pandemic on our social procurement and economies. undertaken by Bulgaria to support medical staff, to support workers and to provide methods and to improve jobs for those most in need during rehabilitation. " (European Commission, 2020)
In particular, experts have transferred € 20 million in funding to an attachment strategy to help the nation's well-being respond better to the crisis by purchasing new high-end clinical hardware and handing over life-saving drugs and personal protective equipment. This includes the acquisition of over 377 fans, more than 2 million cases and 177,000 tests. 42,000 older people, people with disabilities and people at risk receive daily support in their homes with the administration, called "Care Support", which ensures well-being and social administrations and the transport of food, medicine, and in addition to this also other essential products during emergency situation. Up to 14,000 clinical and non-clinical staff receive additional remuneration for being at the forefront of dealing with coronary heart disease, as well as helping to ensure their well-being by providing coverage and protective equipment and caring for transport costs and dinners (Reuters, 2020).
Another 130m euros will be invested to support permanent jobs and funded businesses. An exclusive for Bulgaria award plan of 88 million euros will give small prizes to smaller and independent companies in all segments and parts of the country. An additional € 327 million has been raised to provide core liquidity and small and medium-sized ventures through rewards and unique pre-insurance plans. EUR 150 million in valuable and semi-valuable participations in SMEs will be implemented in more positive conditions for private division.
This will raise an amount of 750 million euros, which will be sent to deal with the crisis and its belongings in the longer term. The Commission administrations and national experts continue to work to recognize and prepare additional measures where necessary.
The Coronavirus Response Investment Initiative (CRII) was driven to offer assistance to Member States by raising funding from Union agreements to respond rapidly to rapidly growing needs in the most uncovered segments, such as human services, SMEs and the workforce markets as well as that in Bulgaria, and to help the most affected domains in the Member States and their inhabitants. The EU further noted the remarkable adaptability by allowing the possibilities for unused assistance from the European Structural and Investment Funds to be activated inevitably so as to respond to the current emergency. In Bulgaria, the consolidation strategy currently provides € 71 million to improve productivity and the availability of crisis clinical considerations. It includes the restoration and modernization of medical services throughout Bulgaria (over 230 locations) and the deployment of 400 new ambulances and contributes legally to current measures to deal with the crisis (Reuters, 2020).
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Strategic planning is not an easy business practice and it takes a lot to excel into, provided that the businesses are currently suffering setbacks as a result of the Coronavirus outbreak. There is work to be done by Bulgaria as a country with one of the most potential developments which can take place for improving national and foreign tourism. That concludes this report. 
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