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Abstract: This paper investigates what motives drive visitors to travel to sites of cultural heritage. It uses
a case study on five out of many heritage sites in the Shumen city area, where quantitative questionnaires with
visitors were fielded (100 at each site). It traces the motivation of visitors from the channels of awareness about
cultural heritage through their visit on site, and repeated visitation to the same site. The study finds out that
regardless how important a heritage site is, when history is combined with an experience in attractive nature
surroundings a repeated visitation is more probable. The data further indicates that for the first visit to a site, it
is the demand for more knowledge about history that is the primary driving force. Knowledge induces personal
identity, which is particularly seen in the motives of parents and grandparents who, regardless whether they come
for the first or second time, come to get their children acquainted with their heritage. The need for knowledge
experience runs through the time people spent at a site, sometimes with a night spent in the city during the trip.
Typically, they visit one or two heritage places at a maximum, but leave with the determination to come back again
to enjoy the other sites in the area.
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Karouosn aymm: Illymen, mocemienns Ha 00eKTH Ha KyATYPHOTO HacAeACTBO, MOTHMBAIIVsA, ITOB-
TOPHM MOCeIIeHN s, MU3TOYHUIIN Ha MHPOPpMaITV

INTRODUCTION

There are more than 35 recognized sites of
cultural heritage in the Shumen city area, amongst
which one of the World Heritage Sites registered
in UNESCO, three of National culture heritage, as
well as many museums, several churches and a
mosque, and natural settings. For the purposes of
the empirical study conducted, five were chosen in
order to cover both different levels of importance
and different periods of the Bulgarian history.
These include Madara Horseman complex (part of
the World Heritage sites), 1300 Years of Bulgaria
(site of national importance), the Shumen Fortress
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(site of national importance), Tombul mosque (site
dating from the ottoman period), and the Regional
Historical Museum.

The analysis is based on 508 face-to-face
interviews conducted on-site across randomly
selected visitors of the sites, aged 15 and above.

For the purposes of current article, questions
related to information channels, number and type
of sites visited, usage of accommodation (hotel or
guest house), composition of the traveling groups,
number of on-site visits and stated reasons for
visitation are analyzed.
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:
SHUMEN FORTRESS
reserve

MADARA reserve

In order to differentiate the motives for
choice of one of the five selected sites of historical
heritage, an index is extrapolated (comparing
specific segment results with the total result of all
five). Factors driving the visitation are extracted by
discriminant analysis that includes all questions
on focus, mentioned above. Open-ended questions
on the trip experience are used, as well.

LITERATURE REVIEW

Often studies on the heritage motivation
refer to reasons of visit and the experience on-site,
and do not address the whole journey from the
initial information sources through the first trip to
returning to the site again. Research mostly focus on
a specific site, belonging either to the World or the
National heritage, and more rarely deal with areas
where sites of both World and National heritage
are located together or in one destination. There are
two studies related to culture heritage sites in the
Bulgarian context (Vladimirov, 2021a, b)".

His paper ‘Cultural heritage as a resource
for local development?, published in 2021,
investigates socio-economic benefits for the local
communities from tourist visitation of the historic
complex Tsari Mali grad in the village of Belchin.
Study is based on empirical questionnaires filled
in by visitors and local businesses. Studying the
factors that lead to community benefits, the author
determined that a key driver for destination choice
is the combination between culture and natural
setting.

Tourists are seeking ‘local flavor” experience
—this statement is clearly extrapolated in a study on
cruise tourists to Amsterdam city, based on a word
frequency analysis of cruise companies narratives

1300 YEARS OF
BULGARIA complex

Regional Historical
museum

and structured interviews with 228 passengers®.
The study was first to register disappointment of
the tourists when an experience of ‘local flavor’
lacked.

Generally, majority of the studies insist
that socio-demographic structure of the tourists
is not enough at all to understand the interest
in a destination*. The more the visitors’ main
motivation, interests, expectations, and their
perception of the respective historical heritage
sites are familiar, the more effective strategies
for attracting visitation are. The research on
motivation and satisfaction of tourists who visit
the monumental ensembles of the World Heritage
cities of Ubeda and Baeza (Spain) suggested a high
level of satisfaction among tourists with a primary
cultural motivation.

Agata Niemezyk® investigated the motiva-
tion of cultural tourists arriving in Krakow,
Poland, to visit monuments and museums through
an empirical study among 600 tourists. The aim of
her research was to classify these tourists, based
on their motivation for the visit. So, five segments
are extrapolated, of which the most numerous
are the so called ‘“purposeful’ tourists, thereby
indicating the importance of cultural motive. The
study determined that two major dimensions
differentiate the tourist segments — the importance
of culture to the tourist and presentation of culture
at the destination. The motives do not differentiate
between the level of cultural acceptance in the
destination.

Another type of segmentation is seen in a
study based on fielding 620 visitors to Camel
Xiangzi Museum in Qingdao, China® in which
three clusters, Literary Motivated, Literary
Inspired and Literary Neutral, are grouped as a

! Two empirical studies among visitors and local businesses in two different cultural heritage destinations in Bul-
garia were conducted under the design and lead of prof. Zhelyu Vladimirov, Sofia University in 2020-2021, both

being part of the project Heritage.BG.
% Vladimirov 2021: 9-15.

% Dai et al. 2019.

* Medina-Viruel et al. 2019.

> Niemezyk 2013: 28.

¢ Napeng et al. 2021.
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result of the extracted motivational factors. It is the
Literary Motivated who stayed at the destination
longer than the other two other clusters.

Lifestyles of the tourists, including their
personality traits, appear to be an appropriate
indicator for segmentation, as shown in a study
among 329 individuals visiting Valence (Spain)’.
Ancestry appears to play a crucial role in heritage
tourism, as well® At the same time, positive
emotions, such as gratitude, joy, pride, love and
positive surprise have a positive relationship with
place attachment. Self-concept appears to have a
significant and positive relationship with tourist
motivation, satisfaction and place attachment in
heritage tourism context, as suggested in a study
among 500 visitors to Su Nuraxi, a UNESCO
World Heritage site in Sardinia, Italy”.

Recent studies deal with the influence of social
media over the decision about destination choice.
NikolaosKoufodontis™’ conducted extensiveresearch
with a global sample of 105 World Heritage Sites using
generated content from 2.5 million TripAdvisors
reviews, and applying a novel theoretical model
defining macro and micro levels of analysis. His
results demonstrate that macro level attributes do not
play substantial role. Instead the micro level factors
significantly affect how much tourists and locals are
interested in the UNESCO destination. The paper
conclusively shows how important are social media
in building awareness.

RESEARCH METHODOLOGY

Tablet assisted face-to-face interviews were
conducted among visitors aged 15 and above at
the places of the five selected sites, the average
of 100 per site, the total of 508. A semi-structured
questionnaire, consisting of 20 main and 6
demographic questions was fielded. The main
questions are the following types: 10 multiple
answers, 8 single answer and 2 open-ended
questions. Length of interview was the average
of 20 minutes. Random selection of week days
and tourist groups was applied. Interviews were
conducted between August and December 2021.
One representative was interviewed in the case
of groups. Tourists of only Bulgarian nationality
participated in the study.

7" Vargas et al. 2021.
8 Murdy et al. 2018: 17.
? Prayag et al. 2022.
19 Koufodontis 2022.
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BRIEF OVERVIEW OF THE SHUMEN
AREA VISIT DATA

This study revealed that 28 % of all visitors
who traveled to Shumen area during the sample
period stayed at least one night in hotel or guest
house, while the majority of 72 % made either one-
day trip or stayed with friends /relatives. In total,
70 % of all respondents visited the area for the first
time, while the rest of 30 % had been in the area
before. The repeating visitors went to the same site
of historical heritage for an average of 2.4 times.

While about 1 of each 3 visitors (35 %) booked
their trip with accommodation at a hotel or guest
house, only a small portion of the repeating visitors
(15 %) has used hotels or guest houses.

About a half of all (51%) traveled with their
family and one in three (34 %) came with friends.
11 % traveled with an organized tourist group. 9 %
of visitors were on-site alone.

Interestingly, that data also revealed that the
share of visitors decreased with age. The largest share
of 39 % was formed by the youngest demographic
of 15-35 years old. The age group of 36-55 years old
had the next largest share — 36 %. People aged 56 and
more constituted 25 % of all visitors.

Over a half of all visitors (56 %) had university
degree.

CHANNELS OF INFORMATION
FOR DESTINATION CHOICE

The study results showed that word of mouth
vastly exceeded all other information channels
among the respondents, being cited by 76 % of all
interviewees. Also, it was equally important for both
first time and repeat visitors. It is also proven by the
traveling company composition of the repeating
visitors, as 43 % of all repeating visitors planned
the trip with friends compared to 30 % of all people
coming to the area for the first time (newcomers).

Also, the data indicated that word of mouth
was extended by social media where impressions
of both friends and strangers are shared. Facebook
postings were an important source of motivation.

Less important sources of motivation included
mass media, books and tourist agencies. Place of
accommodation, though a low share, delivered
awareness of new sites, especially for the newcomers.
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Figure 1. Information sources for the heritage site awareness (source: own survey)

Worth noting is the share of tourist
agencies, at fifth place, but serving newcomers
and repeat visitors equally. Perhaps surprisingly
online booking platforms were significantly less
important.

The results further showed that mass media
and books played the second most important
role in driving repeat visits, behind social media,
across the segment of repeat visitors. These may
provide a new and interesting viewpoint that
made people want to go again and see with their
own eyes.

MOTIVATION FOR THE VISITS

Generally, visitors appeared to be
connoisseurs of heritage sites with historical value.
Newcomers expected to increase their knowledge
of history and culture, regardless the distance
and convenience, unlike repeating visitors.
Convenience of the location rather referred to
people living in neighboring districts as well as
residents of the two largest cities in the country,
Sofia and Plovdiv, who are mostly mobile amongst
all Bulgarians (Fig. 2).

ALL VISITORS

I like to visit sights with historical I

value

| want to see an object of the
World /National cultural heritage

I 6%

I want to learn something new
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I

There are many objects at one . o
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Itis an interesting sight for the .
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I just wanted to diversity being in | 22%
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from close people

Itis a part of my organized tourist |l 20%
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Itis a beatiful, close and [ 20%
convenient location

74% | I 73%

NEWCOMERS REPEATING VISITORS

43% | I [53%]
[47% | I N 9%
0% I I 1%
379 I N %
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220 [N W 7%

Varna, Turgoviste,
Ruse, Yambol,
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Figure 2. Stated motives for visitation to a heritage site (source: own survey)
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Attractions that appealed to the whole
family more often motivated repeat visitors than
newcomers. It can be seen in the composition of
traveling company as well — while the first visit to
a site was often done alone or with companions
organized by a travel agency, repeating visitors
more often traveled with family and friends (85 %
in total, of which 42 % were with family, 35 % with
friends and 8 % with both).

Motivation also varied mostly by age,
and secondly by education. Gender was not an
important factor, except that female visitors were
more inclined to choose less distant destinations
than male visitors.

Similarly, the highest age cohort (people
over the age of 56), who also preferred closer

Newcomers: 62 %
Repeating visitors: 38 %

Madara Horseman, a certified World Heritage
Site, is the one that was most often visited in the
Shumen city area, as 63 % of all interviewees
had been there. It is second behind 1300 Years of
Bulgaria complex in repeated visitations, and ties
for first with Shumen Fortress in frequency of visit
with an average of 2.5 times.

The study shows also that a good combination
between history and nature is both a differentiating

Newcomers: 75 %
Repeating visitors: 25 %
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destinations. They were least motivated by
learning something new, compared to younger
visitors, and more often their visitation was due to
organized trip by a tourist agency.

The middle age cohort (36-55 years old)
differentiated with ‘interesting place for the whole
family’, while the youngsters (15-35 years old)
were more influenced by “positive feedback from
close people’.

While recommendations of friends and
relatives increased the sites” awareness to 76 % (as
seenin Fig. 1), positive feedback directly motivated
the visits of one of 5 visitors.

FACTORS INFLUENCING THE SIGHT CHOICE

Discriminant analysis, confidence of 68,3%

Factors Correlation
coefficient

Mass media 0,40

Recommendation of friends and 0,38

relatives

Trip with accommodation 0,35

Expectation for combination between 0,33

cultural experience and beautiful

nature

Social media 0,32

motivational attribute (index of 141) and factor that
drives the heritage site choice. Such visits require
at least one night stay where the site is outside the
city, and needs transportation means.

The highest share of Madara visitors were
over 56 years old, and conversely it was the site
visited by the lowest share of youngsters (15-
35 years old) compared to the other four sites of
investigation.

Discriminant analysis, confidence of 66,3 %

Factors Correlation
coefficient

Learning something new about 0,47

Bulgarian history and culture

Trip with accommodation 0,45

Many objects at one place 0,42

Recommendation by the place of 0,34

accommodation

Books 0,32

Family trip 0,30
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Shumen Fortress seems to be not that popular
inmedia. Instead, the primary factors for its visitation
are rather books and recommendation by the place
of accommodation. It is differentiated by positive
feedback of friends and relatives (index of 138).

A very large portion of visitors, 75 %, were
coming for the first time. The Fortress visit also
requires at least one night stay because of its
location outside the city.

Newcomers: 57 %
Repeating visitors: 43 %

The 1300 Years of Bulgaria reserve was the
site most often visited by the same person and
enjoying the largest share of repeating visitors
(43 %). Its national scope of importance and
historical value drive this high level of interest.
Its contribution to the personal identity seems
considerable in comparison with the other sites
investigated. ‘Interesting site for the whole
family’ differentiates the motivational frame

Newcomers: 80 %
Repeating visitors: 20 %

Tombul mosque is the only one of the five
sites, in which the factor ‘part of the tourist route’
plays a role, although it seems to be present in
mass media. Profile of visitors (residents of small
towns and villages) shows that its visitation might

Another important factor for interest in
the Fortress is family accompanying the visitor,
wishing to learn something new about Bulgarian
history and culture.

Unlike the Madara reserve, Shumen Fortress
was visited by the youngest cohort predominantly.
Nearly a half of all visitors (49 %) were aged 15-35.
It is 10 points more than the average for all five
sites.

Discriminant analysis, confidence of 69,1%

Factors Correlation
coefficient
Object of the national cultural heritage 0,55
Object with historical value 0,53
Mass media 0,42
Books 0,38
Interesting sight for the whole family 0,34

(index of 146). About 61 % of all travelers
with family visited the site, and it is the
highest share amongst the five investigated.
‘Many interesting facts at one place’ is the
spontaneous motive communicated by one
typical respondent.

The site also attracted more highly educated
visitors than the other four locations. Some 68 % of
all site visitors had university degree.

Discriminant analysis, confidence of 68,5 %

Factors Correlation
coefficient
Trip with accommodation 0,55
Mass media 0,42
Recommendation of friends and 0,42
relatives
Part of the tourist route 0,37
Learning something new about 0,33

Bulgarian history and culture

be often related with religious considerations,
aside from the history interest. However, it
still brings new knowledge about history and
culture.
High index of differentiation displays

17
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the motive ‘I wanted to diversify being in the
region’ (159), which shows that the object is
quite rarely a sole reason for a trip, and appears

e
—

1904

MCTOPHMECKIAN My IER I

|
I

Newcomers: 80 %
Repeating visitors: 20 %

Similar to Tombul mosque, the Regional
Historical Museum is the one with lowest share of
repeating visitors (20 %). It is the only one amongst
the five sites, which awareness is due to online
booking platforms as a factor of visitation. Higher
probability to be chosen for visitation is also the
trip with accommodation.

With many objects at one place (a differentiating
motive, index of 121), the museum primary attracted
attention as an opportunity to learn something new
about Bulgarian history and culture.

rather complimentary site (if time allows). Open-
ends add that the mosque recent reconstruction
stimulates the interest.

Discriminant analysis, confidence of 67,5 %

Factors Correlation
coefficient
Learning something new about 0,43
Bulgarian history and culture
Online booking platform 0,42
Books 0,42
Trip with accommodation 0,33
Many objects at one place 0,30

DISCUSSION

Combination between cultural experience
and nature environment appears to be the leading
motivation for visits to Shumen city cultural and
historical heritage. Such motivation mostly refers
to Madara reserve, but it applies to Shumen
Fortress, as well. The mostly differentiated and
motivationally charged site appears to be the 1300
Years of Bulgaria complex, likely due to its broad
history landscape and identity power.

[bi-Plot] B Shumen Fortress

Many objects at one place

Positive feedback from friends & relativgs

[ |
Historical Museum

Good combination between cultural
experience and beautiful nature

Axis 165,6%

Tjo learn,something ne

To diversity being in the area

" Tombulmosque

Axis 2 20,3%

out Bulgarian history & culture

Sight*of the World /National cultural heritage

Like to visit sights with historical value

Interesting sight for the whole family

Beautiful, convenient and close location

m 1300 Years of Bulgaria

Figure 3. Multivariate relationship between heritage sites and stated motives (source: own survey)
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Sites that are seen as interesting for the whole
family strongly attract visitation, as well. As an
example, one female respondent from Burgas with
asecondary education, traveling with an organized
trip, declared in an open-ended question: ‘I would
like to visit these sites again with my family and
private passenger car. In such a way, we will be
free to dispose of our time, and visit each site as
long as we wish’.

Third and not last is importance of the site
in national cultural heritage context. The more
historical value, the higher interest and higher
importance for the (personal) identity.

CONCLUSION

The paper attempts to fill a research gap in
addressing the complexity of factors that motivate
people initially to choose and to return to a
destination of cultural heritage in the perspective
of a whole journey, starting from awareness and
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MOTI/IBaI_II/_[ﬂ 3a ITIOCeIIeHMsI Ha 00eKTH! Ha KyaATYpHO
HacaeAaACTBO OT CBEeTOBHO 1 HAITMMOHA/AHO 3HaAYeHue

Maprapura boesa

Hacrosimara craTus nscaeasa MOTUBalIMATa Ha XOpara, ITbTyBaIlly, 3a 4a I1O-
ceTAT 0OEKTU Ha KyATYPHOTO HacAeACTBO. TsI 11013Ba eMIIMPUYIHY AaHHM, ChOPaHN
C HOAY-CTPYKTypUpaH KOANYeCTBeH BRIIPOCHNK CpeJ, IIOCeTUTeANTe Ha IIeT OT MHO-
rOTO 00EKTU Ha KyATypHO HacAeACTBO B palioHa Ha rpag Illymen. ITpocaeasisa Mo-
TUBaLMATA Ha IIOCETUTEANTE OT M3TOUYHUIINTE Ha MHPOpMaIUs 3a OOEKTUTe IIpe3
MOCeIeHNeTo Ha MsCTO 40 ITOBTOPHOTO ITOCEeIleHle Ha ChIINs OOeKT.

Otkputne Ha U3CAeABaHETO e, Ue He3aBMCUMO KOAKO 3HauMM e eAH OOeKT Ha
Ky/ATYPHOTO HacA€ACTBO, TO — KOraTO UCTOpUATa ce KOMOMHMpaA C IIpUBAEKaTeAHa
HIpUpPOJa, IIOBTOPHOTO IIOCEIIleHIIe Ha CBINA 0OEKT € MHOTIO I10-BepOsITHO. JaHHN-
Te CBIIO ITOKa3BaT, e KOraTto gajeH OOeKT ce IocelllaBa OT eAVH TYPIUCT 3a IbPBU
ITBT, TO TOTPeOHOCTTA OT ITO3HaHIeE 3a UCTOPUATa € OCHOBHAaTa ABIKela cuaa. [1os-
HaHMEeTO HaArpak4a MAEHTUYHOCTTa, KOeTO SICHO MOXKe Ja ce BUAU B MOTHBUTE Ha
poAuTeAnTe, KOUTO — HE3aBUCUMO AaAM ITBTYBaT A0 AaJeH OOEKT 3a I'bPBU UAU BTO-
PM ITBT — ITBTYBAT, 3a Aa 3aIIO3HAAT AellaTa CU C TSIXHOTO KyATYPHO HacaeacTso. [Tot-
pebHOCTTa OT MMO3HaHMe ITPO3Npa BbB BpeMeTo, KOeTO XopaTa IIpeKapsaTt Ha JajeH
00€eKT — He3aBUCUMO OT IPOABAKUTEAHOCTTA Ha IIPeCcTos UM, C BKAIOUeHa AU He
HOIITyBKa, TUIIMYHO Te II0celaBaT eAVH UAN ABa 0OeKTa 3a BpeMeTO Ha IIPecTosl C1
U CM TP'BIBAT C yOEXXAEHIETO, Ue IIle Ce BbPHAT OTHOBO 3a APYIUTE OOEKTU B ChIIIL
paiion.

BaskHO 3aKkA109eHMe Ha U3CAeABAHETO €, Ue TYPUCTUUECKITe areHIIy 1 yebcaii-
TOBE UTPasiT CPaBHUTEAHO MaJKa poAs B 1300pa Ha gecTuHaIus. Bmecro ToBa, mipe-
ropbKaTa Ha IPUATeAU M POAHVMHU € KAIOYOBUAT KaHad, cAeABaH OT COIjaAHIUTe
MeAUuU — U ABaTa, HOAKpeIreH! OT IIO3HaHMATa, UABAIM OT YYMANUILE M OT KHUIW-
Te. MacoBuTe MeAuu ¥ KHUIMTe 4eCTO MOTUBMpaT HOBTOPHO ITOCelleHle Ha AajeH
00€eKT.
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