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METHODOLOGY FOR RESEARCHING THE MARKETING ACTIVITY
OF A HEALTH TOURISM DESTINATION OF MUNICIPAL LEVEL

The purpose of the article in the development of a methodology for researching the marketing activity of a health tourism
destination at the municipal level. Tourism has not only a socio-economic but also a political contribution to the development
of the country. A kind of "local export”, it helps to bring the Bulgarian economy to European standards, to be included in the
process of global economic integration. Given that the international tourism market is becoming a "buyer's market" and in-
tensified global competition is redistributing the market shares of tourist destinations, the problems of their competitiveness
are becoming extremely relevant. Municipalities in Bulgaria, in their role as main territorial administrative structures, must
play a decisive leadership role in the process of developing and implementing programs for the development of sustainable
tourism and increasing the competitiveness of the tourist destinations they represent. Updated the definitions of the concepts
"tourist destination”, "health tourism”, "marketing process" their content is interpreted in the context of their modern use.
A methodology has been developed for researching the marketing activity of a municipal destination for health tourism.
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VYuiBepcuter Exonomikn — Bapna

METOAOJOTIS JOCAILIKEHHSA MAPKETUHTIOBOT JIAJIbHOCTI
JECTUHALII JIKYBAJbHO-0310POBUYOIO TYPU3IMY
HA MYHIOUIAJBLHOMY PIBHI

Mema cmammi nonseac 6 po3pooyi Memoouxu OOCHIONCEHH MAPKEMUH2080I JisibHOCMI decmuHayii TiKy8aibH0-0300-
POBYO20 MYPUBMY HA MYHIYUNATbHOMY pieHi. Typusm mac ne minoku coyianbHO-eKOHOMIYHUY, A U NOMIMUYHUL 6HECOK ) PO3-
sumox kpainu. C80epiOHULl «eKCnopm Ha Micyi», 6iH donomazae npusecmu OON2APCbKY eKOHOMIKY 00 €8PONEUCHKUX CIAH-
dapmis, exkaouumu ii 6 npoyec c8imosoi eKOHOMIUHOI iHmezpayii. 3 0210y Ha me, WO MIHCHAPOOHUL MYPUCTIUYHUL PUHOK
CMae «PUHKOM NOKYNYAY, d 3a20CMPeHHs 2100ATbHOT KOHKYPeHYii nepepo3nooilsic puHKOSi 4acmiy mypucmudHux 0ecmuHayil,
npoobnemu ix KOHKYpeHmoCcHpOMONCHOCMI CMAarmy HA036UYAliHO akmyanvHumu. MyHniyunanimemu 6 boneapii, sik ocHoeHi me-
PUMOPIanbHO-A0OMIHICMPAMUGHI CIMPYKMypuy, NOGUHHI 8idicpagamu 8UPIULATbHY i0ePCbKY Poilb Y Npoyeci po3podoKu ma pe-
anizayii npoepam po3eumKy Cmani02o0 mypusmy ma nio8UWeHHs KOHKYPEHMOCNPOMOICHOCME MYPUCTIUYHUX 0eCmMUHAYill, 5Ki
60HU NPeOCmAaGIAIOMb. YMOYHEHO GUSHAYUECHHS MEePMIHI6 «MypUCmU4Ha O0eCmUuHayiny, «IIiKy8antbHo-0300pOGUUN MYPUSMY,
«MapKemuH208Ull npoyecy» ma iHmepnpemosano ix 3micm y KOHmMeKcmi cy4actHozo aukopucmanns. Pospobneno memoouxy o0o-
CIOMHCEHHSI MAPKEMUH20801 OIAbHOCMI 0eCmMUHAYii 1iKY8aIbHO-0300P08Y020 MYPUsMY Ha pieHi MyHiyunarimemy. ObrpyHmo-
6AHO 8NPOBAOICEHHS MAPKEMUH2080T KOHYENYiT 8 YNPasnints 0eCmuHAYiclo 0300p064020 NMypusmy Ha MYHIYUNAaIbHOMY Di6HI,
8paxo8yiouU cneyudixy HaoauHs NiKy8aIbHO-0300POGYUX NOCTY2 NPU PO3POOYTI 0emanrbHO20 NAGHY MAPKEMUH2Y 0ecmunayii.
Tlouamkosum emanom po3pooKU ybo2o NIAHY € MAPKeMUH208€ OOCIIOHCEHH MA AHANI3 ICHYI0YOT cumyayii Ha pUHKY JiKY8alb-
HO-0300P0GH020 MYPUIMY, A MAKOAC CKAAOAHHS NPOSHO3Y HA MAUOYmHE. [Ipyeuil eman — 6U3HAUEeH s CmpameiuHux yiiet map-
Kemuney, eubip Yinb08020 pUHKY ma po3podieHHs KOMNIEKCY MapKemuney 071 KOACHO20 Yinbo6o2o punky. [ani tide po3pobka
KOHKpemHoi npoepamu 0itl, 0100oicemmue niany8anus Mapkemune068020 NAany ma KOHMponb 3a GUKOHAHHAM NPOSPamu Oill.

Knrwuogi cnosa: mypucmuuna oecmunayis, MapkemuH208Ull npoyec, HiKy8aibHO-0300POSUUTE MYPUSM.

Timeliness of the problem. A high degree ofuncertainty
of the market situation, political and international
instability, seasonal fluctuations in the demand for tourism
services, tightening of competition, limited resources,
epidemic crises on a global scale, climate change,
demographic problems lead to difficulties in the activities
of tourism companies and increase of the complexity of
tourism business planning. In this situation, the modern
marketing concept of planning, modern methods and
forms of marketing influence on the formation of market
demand, the competitive position of the tourist territory
(municipality, city) and the ways of marketing the tourist
destination are of significant interest. It turns out to be
most effective to propose a concept for the development of
a tourist destination based on a marketing approach, which
is realized in the system of organizational and legal forms
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of functioning of the resort-recreational enterprises as
the core of the resort-recreational subsystem of the resort
city. Tourist destinations cannot rely on random success,
which is why their competitiveness is established as a core
function of their management and marketing systems.

Municipalities in Bulgaria, in their role as main
territorial administrative structures, must play a decisive
leadership role in the process of developing and
implementing programs for the development of sustainable
tourism and increasing the competitiveness of the tourist
destinations they represent.

Analysis of recent research and publications. A well-
systematized interpretation of a destination is offered
by Goldner, Ritchie and Mclntosh [14; 17]. Authors
such as R. Mill and A. Morrison, E. Inkeep, P. Murphy,
E. Laws, M. Manette and C. Goldner have made significant
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contributions to the development of the system model of
the tourist destination [14; 16; 17].

To clarify the nature of the tourist destination,
definitions of the concept of "destination" by authors such
as S. Marinov, M. Vodenska, M. Rybov, M. Neshkov,
S. Rakadzhiyska, S. Medlik, G. Schroeder, J. Valls,
C. Gunn [7; 8; 9; 14]. It is necessary to conclude that the
tourist destination is always spatially specified, and it
can be a country, region or settlement, in which there is a
presence of tourist attractions, material and technical base
and enterprises that organize the service of visitors. Philip
Kotler equates the marketing process with the process of the
overall strategic planning of a health tourism destination at
the municipal level [15, p. 27].

According to Dickson and Peter R view of the
marketing process, which includes strategic and tactical
marketing planning, development and control of a health
tourism destination at the municipal level, the result
is the creation and offering of a certain health product
[13,p.23].

The conclusion is that the study of the marketing
activity of a health tourism destination at the municipal
level is a phenomenon with a complex content, and the
systematic approach is suitable for its study.

Purpose statement. Methodology for researching the
marketing activity of a health tourism destination at the
municipal level.

The main research material. Given the particularities
of marketing a health tourism destination at the municipal
level, the system of the destination's marketing activity
should be taken into account and given significant attention.

It includes:

— analysis of the surrounding (external) environment
of the destination;

— market research;

— analysis of the internal environment of the
destination;

— market segmentation and selection of target market
segments;

— development of a plan (program or complex) of
destination marketing;

— planning the assortment of health services;

— goal planning and pricing policy development;

— placement planning, demand formation and sales
promotion, advertising and presentation of health services
in the market.

The scheme for the marketing activity of a health
tourism destination at the municipal level is presented in
Figure 1.

An analysis of the marketing activity of a health tourism
destination begins with an analysis of the external and
internal marketing environment. The external environment
of marketing is characterized by factors and forces
external to organizations that affect its ability to establish
and maintain successful cooperation with consumers.
These are such factors and forces beyond the control
of the destination as suppliers, intermediaries, direct
competitors, new competitors, consumers, industry
organizations, transport, government bodies, as well as
political, legal, economic, environmental and natural
factors, demographic and socio-cultural factors, technolo-
gical factors [11, pp. 104—108; 12, p. 29].

DESTINATION MARKETING ACTIVITY FOR
HEALTH TOURISM AT MUNICIPAL LEVEL

Analysis of the external
environment of a health

Comprehensive
investigation

Analysis of the internal
environment of a health

tourism destination

Market
segmentation and
selection of target

tourism destination

Development of a destination marketing plan

Development of a destination business plan

Organization and monitoring of services

Management of marketing, positioning
and implementation of services

CONSUMERS

Figure 1. Destination Marketing Activity Scheme for health tourism at the municipal level

Source: compiled by the author
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In the concept of marketing management of the
development of a health tourism destination at the
municipal level, the marketing environment is considered
as business development, human resources, infrastructure,
recreational-health sphere, etc. Each of the development
directions is responsible for a program, task, project and
control. The external environment of the destination refers
to the relations with the neighboring territories, investors,
tourists and guests of the municipality. The internal
environment — the municipal budget, expenses, subsidies,
the economic situation in the municipality [3, p. 234].

Factors for the attractiveness of the health tourism
destination at the municipal level should become the health
recreational resources, the attractive infrastructure and the
historical significance of the municipality, as well as the
quality of life, the ability of the institutions, the commercial
culture, the identification and the image of the municipality
[2, p. 55-57].

The concept of the marketing management of a health
tourism destination at the municipal level should foresee
the possibilities of the destination and include an estimate
of their financing. Task control requires a unified system
to measure the progress of work on the concept compared
to the project plan, according to the budget and in the
form needed to meet the goal. Thus, the marketing plan
includes 4 directions: production, promotion, investment
and personnel (see Figure 2).

In this way, the algorithm of the marketing plan of a
health tourism destination at the municipal level includes
the following stages:

— research, situational analysis (external and internal);

— destination branding;

— determining the key factors of possible supply
options; positioning the destination regarding potential
competitors.

First, the analysis of the external environment of a
municipal destination for health tourism in order to establish
the opportunities and threats affecting the development of
the destination includes the following elements:

— the external environment should be analyzed according
to its constituent elements: macro environment — analysis
of the impact of political, legal, economic, natural,
environmental, demographic, social and technological factors;

— market environment — analysis of the volume and
structure of tourist demand of the market segments and the
behavior of users of the market segments of the destination;

— competitive environment — analysis of the impact
on the destination of suppliers, direct competitors, the
appearance of new competitors [2, p. 55-57].

Second, the internal environment of the health tourism
destination at the municipal level is analyzed in order to
establish its strengths and weaknesses. All system elements
of the destination are subject to analysis: transport
accessibility, tourist resources, tourist information,
tourist superstructure, tourist industry, tourist personnel,
marketing mix, industry organizations.

The macro environment of a health tourism destination
at the municipal level is recommended to be analyzed
using a PEST analysis. The development and justification
of the methodology for the development of the marketing
program of a health tourism destination at the municipal
level is aimed at the development of the theoretical aspects
and the practical implementation of the marketing of the
destination and will allow to achieve greater progress in the
field of the formation of a new quality of the management
of the municipality in the conditions of a market economy.
In such a way, the justification of the concept of effective
functioning of the recreation-health subsystem of
destination for health tourism at the municipal level allows
to conclude that it should be considered primarily as an
initiative of municipal authority and consolidation of the
efforts of the main subjects of the socio-economic and socio-
political life of the destination in the process of agreeing
on joint actions in the direction of the development and
implementation of the strategic plan for the development
of the municipality, in which a number of targeted and
complex programs for the marketing development of a
destination for health tourism at the municipal level in the

DIRECTIONS FOR DEVELOPING A DESTINATION
MARKETING PLAN FOR HEALTH TOURISM AT
MUNICIPAL LEVEL
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Figure 2. Directions for developing a marketing plan for a health tourism destination at the municipal level

Source: compiled by the author
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Figure 3. Marketing planning technology on destination for health tourism at the municipal level

Source: prepared by the author
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Figure 4. Destination Marketing Research Model
for health tourism at the municipal level

Source: compiled by the author

individual areas, the organizational and legal arrangements
for their realization and the sources of funding.

The analyzed literature on the development of the
marketing plan allows us to summarize the marketing

14

planning technology of destination for health tourism at
the municipal level (see Figure 3) [4, p. 73].

The situational analysis of the destination requires
timely, reliable and complete information about all system
elements of the environment in which it operates. We can
obtain the necessary information from international and
national sources of statistical data [4, p. 73].

Based on fig. 3 it can be seen that the methodology
of marketing planning of a municipal health tourism
destination is a binding of strategic goals, tasks, functions,
tools, principles, strategies, programs and marketing plans,
assessment and analysis, monitoring.

In this way, it can be claimed that a marketing program
of a municipal destination for health tourism has been
developed, which will ensure:

— creation in the municipality of high class new
products and technologies;

— creation of a national and global level of information
about the subjects of the economic activity of the
municipality;

— maintaining and ensuring a trend towards increasing
the competitiveness of the enterprises located in the
municipality from the field of services on the domestic,
interregional and international market;

— raising the standard of living of the population;

— expansion of interregional socio-economic relations;

— entrepreneurship development;

— improving the infrastructure of the municipality,
including by improving the cultural attractiveness;

— attracting new tourists and developing the health
sector of the municipality.

The development and justification of the methodology
for developing a marketing program of health tourism
destination at the municipal level is aimed at developing
the theoretical aspects and the practical realization of
the marketing of the municipality, which will allow to
achieve greater progress in the formation of a new quality
of management of the destination in the conditions of
a market economy. For making correct management
decisions, it is important to develop a good methodology:
not only theoretically sound, but also practically applicable
to the specific tourist destination. The marketing research
model of health tourism destination at the municipal level
is presented in Figure 4.



YnpasninHs 3MiHamu ma iHHosauii

N2 9,2024

In conclusion, we can analyze the presented model
(Figure 4): the study of the marketing activity of the
destination would contribute to the improvement of the
marketing policy with a view to increasing its effectiveness
to achieve a higher competitiveness of the tourist
destination at the municipal level.

In order to assess user satisfaction, it is proposed to
develop a model of an in-depth interview and a survey card,
researching destination for health tourism at the municipal
level. In this model, a logical structure must be ordered,
whose purpose is to rationalize and detail actually existing
segments of the tourist market, distinguished by synthetic
and analytical characteristics.

Conclusions. In summary, it can be concluded that the
application of marketing in the management of health tourism
destination at the municipal level corresponds to the analysis
of the specifics of the resort production and the development
of a detailed marketing plan for the destination. The initial
stage of the development of this plan is marketing research
and analysis of the existing situation, as well as drawing up a
forecast for the future. The second stage is the determination
of the strategic objectives of marketing, the selection of the
target market and the marketing mix for each target market.
This is followed by the development of a specific program
of action, budget planning of the marketing plan and control
over the implementation of the program of action.
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