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PE3IOME

M3cnegBaHeTo € HAaCOYEHO KbM
AednHMpaHeTo Ha ponaTa, 3HaYeHNEeTo U
0COBEHOCTUTE Ha MapKeTUHr UHCTPYMEH-
Tapuyma W B 4YaCTHOCT Ha CUMHUA U
pasno3HaBaem 6paHaHa nasapa Ha BUHO.
Ha npepeH nnaH ca wu3BegeHn 5-te
OCHOBHW XapaKTepuUCTUKKN, KOUTO NpeBpb-
war efHa mMapka B udep Ha gafeH
nasap. [ageHn ca npenopbkM 3a npo-
BEXJAHETO Ha akTMBHa W edekTMBHa
MapKeTUHI AelHOCT ¢ Len nonynspusnpa-
He Ha KadyecTBaTa, KOWUTO MpuTexasart
6bArapcknTe BUHA.

KnwouoBn  aymu: MapKeTUHT,
MapKeTUHI MHCTPYMEeHTapuyMm, nasap Ha
BMHO, HaUMOHaNeH BUHEH GpaHg,

YBO/[,

CekTop BUHOMPOW3BOACTBO € eAuH
OT Hali-cTapute u pgobpe passBuTu nog-
oTpacnu Ha 6barapckata MKOHOMMKA. W3-
KMOUYUTESTHUTE pe3ynTatu, KOUTo noctura
Ha CBEeTOBHaTa CLieHa B nepuoga Mexay
60-Te n 80-Te roAMHM Ha MUHaNUA BEK
(4enHu mecta nNo o6em Ha NPoON3BOACTBO-
TO M M3HOCA) U MHOrO6poHNTE Medasu
OT CBETOBHW KOHKYpCW Npes nocnegHure
roAVHN pasKpuBaT OrPOMHUSA NOTeHuman,
KOWTO npuTexaBa Ob/rapckust BUHOMNPO-
nssoguteneH cektop. OT pgpyra cTpaHa,
obaye, MKOHOMMYECKUTE MoKasarenn co-
yaT 3HauuTeNeH cnagj Kkakto B obema Ha

SUMMARY

The study focuses on defining the
role, importance and features of
marketing tools and, in particular, the
strong and recognizable brand on the
wine market. The top five characteristics
that turn a brand into a market leader are
outlined.

Recommendations are given for
conducting active and effective marketing
activities in order to promote the qualities
of Bulgarian wines.

Keywords: marketing, marketing
toolbox, wine market, national wine brand

INTRODUCTION

Wine-making is one of the oldest
and best developed sub-branches of
Bulgarian economy. The exceptional
results it achieved on a global scale
between the 1960s and the 1980s (top
ranks in production quantities and export)
and the numerous world competition
medals in recent years reveal the
enormous potential of the Bulgarian wine
sector.

On the other hand, however, the
economic indicators show a significant
drop in both the volume of wine produced
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Nnpoun3BeXJaHOTO BUHO, Taka U B obema
Ha ekcrnopTupaHuTe kosmyecTsa. ToBa
SAABHO NPOTMBOpEYnE MeXay Bb3MOXHOCTU
N peasiHn pes3ynTaTty Haco4yBa BHUMaHMWe-
TO KbM Npo6semMuTe B CEKTOpa W Haii-
Beye KbM euH — HecrnocobHocTTa Ja ce
peanM3vpa eauvH KavyecTBEH W BMCOKO
OUEHEH Ha MexayHapogHata cueHa
NPOAYKT, KakbBTO € Ob/rapckoTo BUHO,
BCNEACTBME HA HEMOAXOAALL, MaPKETUHT.

LlenTa Ha HacToswaTa ctaTus e aa
ce n3BefaT Bb3MOXHOCTUTE M NEPCNEKTU-
BUTE, KOUTO npeaniara MapkeTUHI UHCTPY-
MeHTapuyma 3a nogobpsisaHe Ha nasap-
HUTE pe3ynTatu OT AeWHOCTTa Ha CekTop
BrvHonpoun3soactBo. OCHOBHMTE 3ajaun
ca fa ce gedwHupa BuAa Ha nasapa u
cneynuyHMTe  MapKeTUHr  AenHoCTH,
KOMTO CbOTBETCTBAT Ha TO3M BWfA Nasapu
M B MocneacTeme ga ce gagat npegsio-
XeHusi 3a edekTmBHM AelicTBus. O6ekT
Ha mn3cnegBaHe e cekTop BuHonpouseog-
CTBO, a NpeaMeT Ha u3crefBaHeTo ca
Bb3MOXHOCTUTE U NEPCrneKkTMBUTE, KOUTO
npegnara MapkeTuHI UHCTpyMeHTapuyma
3a nogobpsBaHe Ha nasapHuTe pesynrta-
TN Ha cekTopa.

MATEPWNAN N METO4WA

Kato nHchopmaLmoHHa 6a3a marte-
pvann ca vn3non3saHy npegyMHoO BTOPUY-
HU MeXAyHapoAHW U HaUWOHA/THN U3TOY-
HALM Ha uHdopMauus OT 3emefesicKu
MUHUCTEPCTBA, GPaHLLOBU opraHm3auum u
cneuvanuavpaHy nuTepaTtypHu WU3TOYHM-
UM B cthepaTa Ha /103apCTBOTO U BUHAP-
CTBOTO. M3non3saHuTe MeToAM Ha W3-
cnefBaHe BK/IHOYBAT KOMIMJ/IEKCHOTO CbYe-
TaBaHe Ha WHAYKUMSA, OefyKuus, rpynu-
pOBKa, CpaBHeHWe, aHanns3, CUHTe3 U ap.
3a no-ronsiMa CcTeneH Ha CUrypHocT, Joc-
TOBEPHOCT Y CPaBHUMOCT Ha M3Mnosi3BaHa-
Ta MHopmaumsa ca nosssaHn MexpgyHa-
POAHN W HAUMOH&UTHWN JIETUTUMHU WUHCTK-
TYUMW N U3TOYHWLM Ha WHAopMauus oT
cgpepara Ha N103apCTBOTO Y BUHAPCTBOTO.

and the volume of exported quantities.
This apparent contradiction between
opportunities and real results draws
attention to the problems in the sector
and, above all, to one of them - the
inability due to inappropriate marketing to
produce and sell internationally a product
of high quality and high value, which the
Bulgarian wine is.

The purpose of this article is to
highlight the opportunities and
perspectives offered by marketing tools to
improve the market performance of the
wine sector.

The main tasks are to define the type of
market and the specific marketing
activities that correspond to these types of
markets and subsequently to propose
effective actions. The subject of the
survey is the wine production sector, and
the subject of the survey are the
opportunities and perspectives offered by
marketing tools to improve the market
performance of the sector.

MATERIAL AND METHODS

Mainly secondary international and

national sources of information from
agricultural ministries, branch
organizations and specialized literary

sources in the field of viticulture and wine
production are used as information
materials. The research methods used
include the complex combination of
induction, deduction, grouping,
comparison, analysis, synthesis, etc.
International and national legitimate
institutions and sources of information
from the domain of viticulture and wine
production are used for greater reliability,
dependability and comparability of the
information used.
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PE3YJITATN N OBCBXAJAHE

MapkeTVHIBT YecTo ce acouuupa c
.MPOAaX6MN"“, KOETO € HEeTOYHO, 3alloTo eTu-
MosiormsATa Ha gymaTta, OT KOATO Mpou3nunsa
TEPMUHBLT Npenpalla no-ckopo KbM ,nasap-
Ha deiiHocT", T.e. He cTaBa AyMa MpocTo 3a
peanm3aumsa Ha NpoAyKTa uUnn 3a obMeH Ha
CTOKM, & CbLUO 1 3a u3rpaxjaHe Ha B3anmo-
OTHOLLEHNS U 3a YTBbpXAaBaHe Ha LieHHOC-
Tn. CbOTBETHO, 3a fja Ce NocTuraHe xesnaHa-
Ta OTBETHa peakuus Ha uenesus nasap, oT
W3KIOUUTESTHO 3HaYeHue e MpPaBWU/IHOTO
n3non3BaHe M cbyeTaBaHe Ha efleMeHTUTe
Ha K/1aCMYecKust MapKeTUHr WHCTpyMeHTa-
puym 4P — npogykTt (product), ueHa (price),
macto (place/ placement) u npomouums
(promotion). Tpa6ea ga otbenexum, obave,
ye KNnacuyeckUssT MapKeTWHI WHCTpyMeHTa-
pyym, He MOXe fa NpeacTaBu Mb/IHOLEHHO
boratata matepuasiHa U AyXOBHa CbLULHOCT
Ha 6b/IrapcKoTo BUHO.

Heob6xo4MMo e nocoyeHuss knacuyec-
KA MapKeTUHI WHCTPYMeHTapuym ga 6bae
oboraTeH C HOBWM WMHCTPYMEHTU Ha Mapke-
TUHT MUKca kaTo - 4l (JllobeHos, 2009), kouTo
obxBalwlat u3cnegosartesnickata  AeHOCT
(Investigation), uHdopmaymaTa (Information),
nHTerpauusata (Integration) n wuHoBauusATa
(Innovation). Be3 Te3n enemeHTn 6bLTAPCKO-
TO BMHO HAMa [ja € KOHKYPEHTOCNOCO6HO He
caMo Ha OH/laiiH, HO 1 Ha odhnaiiH nasapuTe.
[Hec Bceku 6u3Hec, BK/I. /103apCTBOTO U
BMHApPCTBOTO, HEe 6U MOrb/ fa ouesnee, ako
He npoyysa nasapuTe K He pasnonara C
akTyanHa W afeksaTHa WHdopmaumsa wn
npucsCcTBue B WIHTEPHET MNPOCTPAHCTBOTO.
Heobxoanma e He caMo Ao6pa MHTerpaums
MexXay N103apcTBOTO Y BUHAPCTBOTO, HO U HAa
KpaliHuTe M NpoAyKTN Ha nasapuTe. VIHOBa-
uMMTEe ca B OCHOBaTa Ha Cb3faBaHeTO Ha
YHVKa/IHW Obrapckn BMHA, KOUTO MoraT ga ce
andbepeHumpaTt n 6paHgmpart, 3a ga nocturHart
pa3no3HaBaeMoCT ¥ KOHKYPEHTOCMNOCOGHOCT.

Crnoco6HoCTTa Ha BMHOMPOW3BOAUTE-
NTe CUCTEMHO Aa O6HOBSBAT npejnaraHa-
Ta NPoAyKumMs 1 cuctemara Ha o6cnyxsaHe
ca OCHOBHM cpefcTBa 3a 3aBOlBaHe Ha
CTabusiHM 1 neyvenuBLUM NasapHy MNO3ULMUN.
ToBa Hanara fa uW3non3BaT MapKeTUHT

RESULTS AND DISCUSSION
Marketing is often associated with
"sales," which is inaccurate because the
etymology of the word from which the
term originates refers to "market activity",
i.e. it is not just about selling the product
or exchanging goods, but also about
building relationships and establishing
values. Accordingly, in order to achieve
the desired response by the target
market, it is of utmost importance to
properly use and combine the elements
of the classical marketing toolbox -
product, price, place / placement and
promotion. However, it should be noted
that the classic marketing toolbox cannot

fully represent the rich material and
spiritual essence of Bulgarian wine.
It is necessary to enrich the

mentioned classical marketing toolbox
with new marketing mix tools such as - 4l
(Lyubenov, 2009) that cover
Investigation, Information, Integration and
Innovation. Without these elements,
Bulgarian wine will not be able to
compete neither online, nor offline.
Nowadays, any business, including
viticulture and wine, cannot survive
unless it studies the markets and has up-
to-date and adequate information and
presence on the Internet. Good
integration between viticulture and wine
production, and their end products on the
markets is needed. Innovations are the
basis for creating unique Bulgarian wines
that can differentiate and brand to
achieve recognition and competitiveness.

The ability of wine producers to
systematically update their production
and service system are key means of
achieving stable and profitable market
positions. This requires the use of

http://www.forbes.com/sites/theyec/2016/08/18/5-essential-characteristics-of-a-strong-brand/#6e222f64568e

2https://www.accenture.com/us-en/company

Shitps://www.accenture.com/us-en/insight-digital-video-connected-consumer
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MHCTPYMEHTapuym oT Tuna HoB 4P
(Lyubenov, 2014) — npouec (process), W3-
nb/HeHne (performance), MHAMBUAYASTHOCT
(personality) n nosuumnoHnpaHe (positioning).
MpouecuTe BKIOYBAT CUCTEMU U AEAHOCTH,
KOWMTO ocurypsisat Npov3BOACTBOTO W MOA-
ObpXaTr fJocTaBkara Ha BuMHa. Ype3 TexHo-
noruite Te rapaHTMpaT onpefeneHo Konu-
4eCcTBO W KayecTBO Ha ObArapckoTo BUHO.
N3nbNHEHNETO M3MCKBA KAKBOTO KavyecTBO
Ha BUHOTO 1 JocTaBKaTta My e obellaHo — ga
ce noJjlyuyn BAPHO W TOYHO. VHAvBMAyas-
HOCTTa No3BOJIsiBa pasrpaHMyaBaHe Ha 6bi-
rapckoTO BMHO OT HErOBUTE KOHKYPEHTU Ha
ocHoBaTa Ha MpUPOAHU [afeHOCTU KaTo
Tepoap, YHVWKasIHW MEeCTHW COpTOBe, TeXHO-
norum n ap. MapkuTe Ha BUHA, KOUTO ca
No3VUMOHMPaHN MO OnpefesieH HayvH B
Cb3HAHWETO Ha K/IWEeHTUTe, ne4vyensaAtT Hapg
MapkuTe, KOMTO uckart ga 6baar BCUYKO 3a
BCEKW, a B KpaiHa cMeTka ce OKa3Ba, Ye ca
HMLLO 3a HKKOrO.

YTBbpXAaBaHEeTO Ha ObArapckoTo
BVMHO Ha HaUMOHA/IHUTE N MeXAyHapoaHuTe
nasapv u3nckBa Aa ce usrpaxgar TpanHu
B3aMMOOTHOLUEHUSA C KNNeHTUTe. ToBa Moxe
[Ja cTaHe upe3 MapKeTUHr MuKc OoT Tuna 4R
(Lyubenov, 2009), koiiTo Habnsira Ha B3au-
MooTHoweHusTa (Relationships), 3agbpxa-
HeTO Ha kmeHTuTe (Retention), nocnaHneTo
(Refferals) n Bb3cTaHoBsIBaHe/npeoTkpuBaHe
(Recovery). Bcekn 6u3Hec 6e3 KIMeHTU e
MbpPTbHB M TpsbBa fa ce 6opu 3a TAXHOTO
3anasBaHe. 3aToBa /103apCTBOTO U BUHap-
CTBOTO TPyAHO 6uxa ouenenun 6e3 otnpass-
HETO Ha SICHM nocnaHusl KbM KINEeHTUTe,6e3
nsrpaxjaHe Ha B3aUMOBPbB3KM W 6e3 Bb3-
CTaHOBsIBaHe Ha U3rybeHuTe kaneHTu. Mpuo-
pUTU3NPaHETO Ha efleMeHTTe Ha MUuKca e
pas/iMyHo B 3aBUMCMMOCT OT cdiepaTa Ha
AeiHoCT, mallabute Ha 6u3Heca, Buaa Ha
npoaykra, ocobeHocTUTe Ha cpepjarta,
cneundmkata Ha noTpebutenute u gp.
Pa3rnefaHute enemMeHT Ha MuKca NO3BO-
naBar ga ce dpopmynmpart o6LmM Npenopbkm
3a pea3MpaHeTo Ha KOHKPETHOOBLArapcko
BMHO Ha KOHKpeTeH nasap, HO KakTo Lie
BUAMM MO-HAA0/y aHa/IM3NPaHNs MapKeTUHT
WHCTPYMEHTapuym uMa BaXHa pons 3a

marketing tools of the type New 4P
(Lyubenov, 2014) - process,
performance, personality and positioning.

Processes include systems and activities
that ensure production and maintain the
delivery of wines. Through technologies,
they guarantee a certain amount and
quality of Bulgarian wine. Performance
requires the quality of wine and its
promise to be obtained - to be true and
accurate. Individuality allows Bulgarian
wine to be distinguished from its
competitors on the basis of natural
resources such as terroir, unique local
varieties, technologies, etc. Wine brands,
which are positioned in a certain way in
the minds of customers, are preferred to
brands that want to be everything for
everyone, and ultimately they turn out to
be nothing for no one.

The affirmation of Bulgarian wine
on national and international markets
requires a lasting relationship with
customers. This can be done through
marketing mix type 4R (Lyubenov, 2009)
which emphasizes Relationships,
Retention, Referrals, and Recovery.
Every business without customers is
dead and has to fight for to preserve its
customers. This is why viticulture and
wine production would hardly survive
without sending out clear messages to
customers, without building up
interrelations and without recovering lost
customers. The prioritization of the
elements of the mix differs depending on
the field of activity, the scale of the
business, the type of product, the
peculiarities of the environment, the
specifics of the consumers and others.
The discussed elements of the mix enable
formulating general recommendations for the
realization of a specific Bulgarian wine on
a specific market, but as we shall see
below, the analysed marketing toolbox
plays an important role in building and

*http://www.forbes.com/sites/theyec/2016/08/18/5-essential-characteristics-of-a-strong-brand/#6e222f64568e

Shttps://www.accenture.com/us-en/company

®https://www.accenture.com/us-en/insight-digital-video-connected-consumer
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U3rpaxaaHeTo U yTBbPXAABaHETO Ha
ycnelleH 6paHz, Ha 6barapckoTo BUMHO.
CBETOBHVAT BYHEH Na3ap ce xapakre-
pvianpa ¢ OTHOCUTE/THO MOCTOSIHHO paBHULLE
Ha TbpCeHeTo M CBpPbX NpegnaraHe. Tosa
CU/IHO M30CTPSi KOHKYpeHUusiTa U B pesyn-
TaT, noTpebuTteniMte ce pagsar Ha nogoobps-
Balllo Ce KayecTBO Ha MpofykTa npu Hama-
naBawm ueHn. BvHOTO e npoaykT npepgHa-
3HaueH 3a KpaliHO noTpeb6/ieHue, KoeTo
JedmHupa nasapa kKato noTpebuTesncku.
BvHaTa OT efHa M cblia LEeHoBa rpyna ca
MHOro Ha 6poli u CbOTBETHO TPYAHO pasnu-
UIMW U pasrpaHUuMKM 38 OBUKHOBEHWS
notpebuten. B TakbB MOMEHT ponsta U
3HaYeHMEeTo Ha MapkaTa 13nusaT Ha npegeH
nnaH. MapkaTa ce npesBpblia B OTAnUUTEN-
Ha 4epTa M B OCHOBEH MOATWK 3a KpaliHus
n36op. TA MMa BaxHa pons 3a NOCTUraHeTo
Ha ycToiiuMBa Bpb3ka C MNOTpebuTenuTe,
KOUTO 3anoysBaTr ga ce ugeHTudumumpar ¢
Hesl. KNMEeHTBT He n36rpa NpocTo npoaykra
Ha cbOoTBETHATa Mapka, a OHOBa, KOeTo TOi
O3HayaBa 3a Hero — emouuuTe, C KOWUTO
CBbp3Ba ynoTpebara Ha TO3W NPOAYKT nau
Mapka. ToBa gaBa MHOrO MO-CU/THO Cpepj-
CTBO 3@ B/MSIHWE BbpXy NoTpebuTens n Hag-
XBbPAS NONI3UTE OT Cb3JaBaHETO Ha /105/1eH
notpeéuten
(http://marketingexpert.bg/index.php?g=read
n&id=86). Tyk Beuye cTaBa BbBNPOC 3a
noTpebuTencka BAPHOCT M CbLOTBETHO 3a
TbPCEHe Ha CpeAcTBa 3a 3aCU/IBaHETO M.
AHanM3bT nokasza, 4Ye ycuiusita Ha
MapKeTVHr ~ crneuuanucTute cnejesa fa
O6bOaT HacoueHW KbM U3rpaxAaHeTo Ha
CUNHa Mapka (KakTo Ha HVBO HauMOHasHO
BMHO - 6paHA 6BbArapcko BUHO, Taka U Ha
(bUPMEHO HKBO), KOETO € KOMMJeKCHa W
CNoXHa 3ajaya 3anoysalla ¢ uarpaxgaHeTo
Ha noro n cnoraH. oBeyeTo dwpmu OT
6paHwWwa pasnosaraT C Te3u Hali-OCHOBHU
€/1eMeHTN, HO Ha HauMOHAaNIHO HUBO Te
oTCcbCTBaT. TO3K hakT SICHO pasKpmBa KOJIKO
3HauMTenHa no obem paboTa cneasa fJa
O6bAe CBbplWeHa NO  OTHOWEHME Ha
npeacTaBsHeTO Ha 6bArapckoTo BUHO — He
ca M3BbLPBAHW O0PU Hali-MbpBUTE CTHLMKA B
obnactta Ha MapketuHra. Hama dopmy-
NMPaHN MUCUS, B3NS U LLEHHOCTU; HSAMa yeb
canTt, kbgeTo Te pa 6bAAT npeacTaBeHu
3aefHo C UcTopusiTa U TPaaULMUTE B CEKTO-
pa. Jluncea on-line katanor Ha dupmuTe
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establishing a successful brand of
Bulgarian wine.
The world wine market s

characterized by a relatively constant level
of demand and oversupply. This greatly
exacerbates competition and, as a result,
consumers enjoy improving product
quality at decreasing prices. Wine is a
product intended for final consumption,
which  defines the market as a
consumers’ market. Wines of the same
price category are numerous and
therefore difficult to be distinguish and
identified by the average consumer. At
this point, the role and importance of the
brand come to the forefront. The brand
becomes a distinctive feature and a main
motivation for the final choice. It has an
important role to play in establishing a
stable relationship with customers who
are beginning to identify themselves with
it. The customer does not simply choose
the product of a specific brand, but what it
means to him - the emotions that are
triggered by the use of this product or
brand. This provides a much stronger
means of influencing the consumer and
goes beyond the benefits of creating a loyal
user
(http://marketingexpert.bg/index.php?q=rea
dn&id=86). This refers to consumer loyalty
and the search for means increasing it.

The analysis has shown that the
efforts of marketing professionals should
be aimed at building a strong brand (both
at the level of national wine - a brand of
Bulgarian wine, and at a corporate level),
which is a complex and challenging task
starting with the construction of a logo
and a slogan. Most companies in the
industry have these basic elements, but
at national level such elements are absent.
This fact clearly reveals how much work is
to be done on the performance of Bulgarian
wine - not even the first steps in the field
of marketing are made. No mission,
vision, and values are formulated; there is
not even a web site where they are to be
presented along with the history and
traditions of the sector. There is no online
catalogue of wine producers and the



BMHONPOM3BOAUTENN U MPOAYKTUTE, KOUTO Te
npegnarar; Hsama ob6uwa cTpaterus; uma
HAKkakBa (popMa Ha HeNnoCTOAHHO npepacTa-
BSIHE Ha HauUMOHa/IeH WaH4 Mno pasnyHu
MeXAyHapo4HN CbOUTUS; HAMa npeacTaBs-
He B counanHiTe meguun 1 T.H. Bce nak, Hai-
B&XHOTO € Ha J/imue — NPoSyKT C BUCOKO
Ka4ecTBO M C BWCOK MasapeH noTeHuyunan.
M3rpaxpaHeTo Ha HaumoHasieH 6paHf Le
npeanokn Bb3MOXHOCTM 3a peanm3aumsta
Ha TO3W NOTeHUMas, HO rapaHumusa 3a ycnex
MOXe Aa Npeaioxun camo M3rpaxgaHeTo Ha
Cu/Ha Mapka, a He TMpocTo Ha Mapka.
Cnopep, Jarrett McCraw
(https://mightyadvertising.com/about/),
pasnukata ce CbCTOM B Jwmncara Win
Ha/IMUMETO Ha 5 K/KOUOBU XapaKTepucTuKn:
1. O6uecTBEHO 3Ha4YNMa Len
CbBpeEMEHHUTE notpeéutenu
xapecsaT 6paHf0Be, KOUTO CK NOCTaBAT Mo-
3HaYMMM Uennm  OT ToBa NpocTo Jda
peanusupart npoaykTuTe cn -
opraHusauyuutTe cnegsa fda v3segar v ga
paboTAT B Noa3a Ha No-BUCLUM MUCUA U e,
TakmBa KOUTO [OMNPUHACAT C Hewo 3a
nogobpsiBaHeTo Ha cBeTa. Taka Mnokynkara
Ha NPoAyKTUTEe ce 06BbP3Ba EMOLMOHAITHO C
n3bpaHata kaysa, a noTpebutenute ce
yyBCTBaT YAOB/IETBOPEHU OT (pakTa, ye ca
yacT OT peLIeHNETO Ha pageH npobnem.
BWHOTO e CW/IHO CBbp3aHO C Tpaguuuute,
eMoumuTe 1 Kyntyparta Ha Muavapgu xopa
Nno cBeTa, a KOHcymMauuaTa My B YMepeHu
Ko/inyecTBa MMa 1 34paBOC/IOBEH edhekT.
2. KaueCTBOBBB BCUYKMN acnekTu
[HewHnTe  notpebutenn  TbpCAT
KayeCcTBO BbB BCWUYKM acrnektm Ha epfHa
Mapka — CbAbpXaHneto unu obxeata U,
MapkeTuHra U, coynanHarta U OTTOBOPHOCT 1
Ap., BKIOYATENHO U B OTHOWEHMNETO U KbM
CBOUTE CNYXWUTenn. B CbBPEMEHHUSA CBAT
norpebutenute oTLeNAT NO-rofISMO BHUMA-
HME OT BCSKOra Ha BCUYKO, C KOETO umaT
KOHTakKkT, a TexHosoruute wMm npegnarar
WHCTPYMEHTUTE, Heobxogummn ga HanpassT
MHeHneTo cu (6e3 3HayeHue fasin e noso-
XWUTESTHO WAW OTpUUaTEesIHO) 06LLECTBEHO
[OCTOsiIHMe. Bcekun KNMeHT MoxXe ga cnogenmu
onuta cu No OTHOLWeEHWe Ha thupmata wam
npopyktute (, B pamMkuTe Ha MuHyTa. ETO
3aulo, opraHusauunTe TpA6Ba Aa npepas-
rnegat geTaisiHO usinata cu AenHoCcT u ga s
opraHusvpart Taka, 4Ye ga oTroBaps Ha Tbp-
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products they offer; there is no common
strategy; there is some form of
inconsistent presentation of a national
stand at various international events;
there is no presence in social media, etc.
Nevertheless, the most important is
existing - a product of high quality and
high market potential. Building a national
brand will provide opportunities to realize
this potential, but a guarantee of success
can only be the building of a strong brand,
and not just a brand. According to Jarrett
McCraw

(https://mightyadvertising.com/about/), the
difference is in the absence or presence
of 5 key characteristics:*

1. A meaningful purpose for society

Contemporary consumers like
brands which have more significant
purpose than simply realizing their

products — organizations should set and
work towards higher mission and purpose
which contribute to improving the world.
Thus, the purchase of products is
emotionally related to the chosen cause,
and consumers feel satisfied with the fact
that they are part of the solution of a
given problem. Wine is strongly
associated with the traditions, emotions
and culture of billions of people around
the world and its consumption in
moderate quantities also has a positive
effect on health.

2. Quality in all aspects

The consumers of today are
looking for quality in all aspects of a
brand — Its content or scope, marketing,
social responsibility, etc., including its
attitude towards its employees. In the
modern world, consumers devote more
attention than ever to anything they are in
contact with, and technology offers them
the tools they need to make their opinion
(whether positive or negative) known to
the public. Every client can share their
experience with the company or its
products within a minute. Therefore,
organizations need to revise all their
activity in detail and organize it in a way
which meets consumer demand. Such an



CeHvAiTa Ha notpebutenuTte. TakbB NOAXOL
M3nCKBa BpPEME U pPecypcu, HO Moxe fJa
rapaHTvpa, 4e KInMeHTuTe e OTKPUAT BCUY-
KO XenaHo B /IMLETO Ha JajeHata mapka u
ye ue nonyyat BbB3MOXHO Hali-J06pPOTO
ob6cnyxBaHe. Bbarapckute BUHOMNPOU3BOAM-
Tenu mMoxe n Tpabea fa yaoBneTBopaT Tesu
KauyecTBEHUN KPUTEPUN.

3. 3HaHMA N aKTMBHO MoBefeHne B
on-line NpocTpaHCTBOTO

Tyk ce BkI4YBaT yMeHWeTo ja ce
60paBu C Bb3MOXHOCTUTE, KOUTO Npegnarart
CbBPEMEHHUTE TEXHOMOTMN U CbOTBETHO
BCMYKO, KOETO opraHusauuaTa npasu
[OCTBMHO 3a 0OLecTBEHOCTTa B WHTEpHeT
NPOCTPaHCTBOTO. Ha Hali-HUCKO HKBO, TOBa
ca CHUMKMTE W Buaeata, kouTo ce nybnau-
KyBaT B COLMa/IHATE MeAMU, HA MO-BUCOKO —
pasnuyHN NPUNOXEHUS WU anavkaumum, Kouto
ynecHsiBaT 1 3abaBnisiBaT NoTpebuTens u Ha
Bbpxa — YMPMEHNAT CaiT, KONTO NpeacTaBs
usisiata oOpraHv3auusi BbB BCUYKM HEMHM
acnektn. PaspaboTBaHeTO U Cb3AaBaHeTo
Ha BCEKM eaVH OT Te3n UngIPoBM N3TOUHNLM
Ha uHdopmauus n nocnaHus cnejsa ja e
Cbo6pa3eHo C TOBa Kak ayautopusta Lie
Bb3NpMeEMe NPea/IoKEHOTO CbAbpXaHue |
KakBy HEroBM KauyecTBa lle Hamepu 3a
CTOMHOCTHU.CBLUECTBEHO € MPUSIOXKEHUATA,
an/iMkaumMuTe U caiita ga nputexasaT user
friendly interface, koeTo Ha 6barapcku Haii-
BAPHO Ce npeBexja KaTo /leceH 3a nosnsea-
He wuHTepdoelic. To3n wu3pa3s obegunHsBa
BCMYKM efleMeHTW Ha Au3aiiHa u qyHKUMO-

Ha/IHOCTTa Ha nogpegb6ara — wWpUpT ©n
pasmep Ha wpudTa; LBETOBe; Jormyecka
nogpenbda; cbAbpXKaHWe, Tbpcauyka; Bb3-

MOXHOCT 3a ONn-lineKOHTaKT; perncTpaunoH-
Ha copma; mobunHa Bepcust u ap. [obpe
HanpaseHWTe caiT, anavkaumm n T.H. morat
Ja cnevyenat cuMnaTtumMTe Ha noTpebutens
olle Ha To3M eTan ¥ Aa ro NOATUKHAT KbM
6baewm gencteus n obpaTHOTO — ga ro
oTKaxaT OT HamepeHuaTa, KOUTO ca Tro
noATVKHANM Aa MoTbpcuM MHAopMauus 3a
oupmata. Bbarapckoto BuMHO TpsibBa fa
MMa CUSTHO MHTEPHET NPUCHCTBMIE.

4. ATpaKkTMBHO CbAbpXaHue Ha
MapKeTVHT nocnaHusaTa

BuHonpoussogutenute Tpsibea fa ce
HayyaT Kak ga Cb3faBaT CbAbpXaHue C
BMCOKO KauyecTBO, KOETO fAa € WHTepecHo,
3abaBHO, NpvB/IeKaTe/IHO, NOSIE3HO U MOTpe-
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approach requires time and resources but
can ensure that customers find
everything they want in the brand name
and that they will get the best possible
service. Bulgarian wine producers can
and must satisfy these quality criteria.

3. Digitally savvy

This includes the ability to handle
the opportunities offered by modern
technologies and respectively everything
that the organization makes accessible to
the public on the internet. At the lowest
level, these are the photos and videos
that are published in social media, at a
higher level- various applications that
facilitate and amuse the user, and the
highest level - the company site that
represents the entire organization in all its
aspects. The development and creation
of each of these digital sources of
information and messages should be
tailored to how the audience will perceive
the proposed content and which of its
qualities it will find worthwhile. It is
essential that the applications, and sites
have user-friendly interface, which in
Bulgarian is most readily translated as an
easy-to-use interface. This expression
combines all elements of design and lay
out functionality - font type and font size;
colours; logical arrangement; content;
search engine; possibility for on-line
contact; registration form; mobile version,
and more. The well-made sites,
applications, etc. can gain the sympathy
of the consumer at this stage and prompt
him for future action and vice versa - to
make him give up his intentions that have
urged him to seek information about the
company. Bulgarian wine must have a
strong internet presence.

4. Attractive content of marketing
messages

Wine growers need to learn how to
create high quality content that is
interesting, fun, attractive, useful and
user-oriented (put the buyer in the



6uTeNnckN opueHTMpaHo (ga ce nocTaBes
KynyBaya B LUeHTbpa). OcBeH ToBa TO
TpsAbBa pfda ObLe /NecHo [OCTbMHO 3a
nnaropmMuTe, KOMTO KIMEHTUTE M3non3ear
BCekM feH. Tyk e HeobxoamMmo fa ce 06bpHe
BHMMaHMe Ha dakta, 4Ye CbBPEMEHHMSA
notpebuTten Beye He MosiyyaBa OCHOBHaTa
nHbopmaumsa ot Teneesusnsta. [okasaHo e,
ye efHa CbBCEM Masika 4yacT OT TesieBu-
3MOHHUTE peKnaMnm W TeXHUTE MocCnaHus
ycnsBaT ga focTurHat Ao ayautopusita Tbid
Kato Ts (Cb3HATeNHO WM He) cnupa ga
c/ylwa KakBo Ce roBopy B MOMEHTA, B KOTO
3anoyHat peknamHute 6510koBe. OcBeH
ToBa, crnopes npoyysaHe Ha Assenture?,
87% oT rnepgawmte TeneBusNss U3Non3eart
BTOpW ekpaH B CblOTO Bpeme® — Tyk ce
BM3MpaT MobunHu TenedoHu, Tabnetw,
nantonn n ap. ViHaye ka3aHO BHMMaHWETO
Ha noTpebuTenute psiaKoO € HaCOYeHo camo
KbM Tenesusopa. Cnopep CbLOTO u3c/es-
BaHe, NOTpebuTenMTe npekapeat MOBEYETO
Cx CBOGOAHO Bpeme Nos3Baiku coumanHuTe
Mpexu, rnegjarikm Bugea (Kato 3arBapsT
usckavyalwmte pekiamum U CbobLLEHUS),
yeTenkn cTaTum Ha MHTEPECHU 3a TAX TeMu
nnn urpaeiikn urpu. ETo 3awo, oT cblyec-
TBEHO 3HaYeHue e fa ce 1M3nona3eaT Bb3MOX-
HocTuTe 3a on-line peknama. Ta3n popma Ha
peknama, obaye, e TpyaHa 3a pasbupaHe u
npunaraHe. MHOro 4ecTo He MOXe fda ce
nnaty, 3a ga ce nosiyyn noseye MACTO 3a
nNpoMoTMpaHe N criegoBaTesiHO ycnexbT Ha
peknamara 1M ToBa [0 KO/MIKO ronsMa ayau-
TOpUS We [OCTUTHE 3aBUCK Hali-Beye OT
KayecTBOTO Ha CbAbpxaHueTo U 1 nocneg-
BasI0TO U MpenpegaBaHe Mexay on-line
nortpebutenute (BupyceH eduekr). B pesyn-
TaT, U3rpaxgaHeTo Ha CuHa Bpb3Ka C Lere-
Bata ayguTtopus u nogobpssaHeTo Ha npo-
MOLMOHa/iHaTa eekTMBHOCT ce sABsaBar
NPOM3BOAHM OT KAYeCTBOTO Ha Npeas1okeHo-
TO CbAbpXaHue, KOeTo OTHOBO [Joka3Ba
KOJIKO CbLLECTBEHO € TO 3a npocnepuTeTta Ha
BMHONpOM3BOANTENNTE.

5. Cb3gaBaHe Ha MOMOXUTENHU
npexuBesiBaHus y notpebutennte

MpexuBsBaHUATa Ha noTpebutenute
CbNbTCTBALLUM KOHTAKTUTE UM C BUHEHUTE
6paHaoBe OCTaBAT TpaiiHW cnegn B Cb3Ha-
HMETO Ha K/IMEHTA U OKa3BaT B/IMSHNE BbPXY
6bAeLwmTe pelleHna CBbp3aHu C MOKyrka.
Mopagw Tasn NpuynHa Te B HUKaKbLB Criyyan
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center). It should also be easily
accessible for the platforms that
customers use daily. Here it is necessary
to pay attention to the fact that the
modern user no longer receives the basic
information from the television. It is
proven that a very small part of TV ads
and their messages manage to reach the
audience since it (consciously or not)
stops listening to what is being said at the
moment in which the ad blocks begin.

In addition, according to a study by
Assenture®, 87% of viewers use a second
screen at the same time® — such as
mobile phones, tablets, laptops, etc. In
other words, the attention of consumers
is seldom directed only at the TV.

According to the same survey, users
spend most of their free time using social
networks, watching videos (by closing
pop-up ads and messages), reading
articles about topics of their interest, or
playing games. Therefore, it is essential
to use the opportunities for on-line
advertising. This form of advertising,
however, is difficult to understand and
apply. Very often, it one cannot pay to get
more promotional space and therefore
the success of advertising and how much
audience it will reach depends mainly on
the quality of its content and its
subsequent resending among online
users (viral effect).

As a result, building a strong relationship
with the target audience and improving
promotional efficiency are derived from
the quality of the content being offered,
which once again demonstrates how
important it is for the prosperity of wine
producers.

5. Creating positive experiences for
consumers

User experiences part of their
contacts with wine brands leave lasting
traces in the mind of the consumer and
influence future purchasing decisions. For
this reason, they should by no means be
underestimated. On the contrary, careful



He 6uBa fa 6bAaT nogueHsiBaHu. HanpoTus,
cnefBa BHUMATE/IHO Ja ce 06MUCNAT BCUY-
KW feTainu no oTHoweHue Ha ochopmne-
HVeTO Ha (MpMeHUTe MarasuHu (BK/IHUU-
Te/IHO M36opa Ha MysuKa), Ha pekiamMHuTe
CbOOLLEHNsl, WMHTEpHET  NpeAcTaBsHETO
(donpmeH caint, ®eicbyk cTpaHuMua U T.H),
00Yy4YEHUETO Ha CAYXUTEeNUTe, KouTto pabo-
TAT AUPEKTHO C KNNEHTW U ap. Becuukm Tesn
eN1eMeHTU UMaT posis 3a MOAENMPAHETO Ha
06LOTO BreyartsieHMe 3a BUHEHUs OpaHg u
3a eMOLMOHasIHUSI OTK/IMK Yy noTpebutensi
WM uHave KasaHo 3a hopMMpaHeTo Ha
NOIOXMTESNHY NPEXMBSIBAHUS 1 onuT. TOBa,
OT CBOSl CTpaHa, Oka3Ba B/MSHWE BbPXY
obxBaTa M NPOABL/MHKUTENIHOCTTA Ha BPb3Ka-
Ta C KNMEeHTUTe W BAWsie BbPXY CTOWHOCTTa
Ha xuBoTa um (life time value — LTV), a
[OBONHWAT K/MEHT € NOANEH U BepeH Ha
MapkaTta.

M3rpaxxgaHeTo Ha cuieH HauyoHaneH
6paH Ha BMHOTO € MbpBaTa CTbMKa KbM
yBENMYaBaHeTO Ha KOHKYPeHTOCMOCOOHOCT-
Ta Ha dmpmuTe-BMHONpou3BoauTenu. Mpo-
hecmoHanHusa nogxon KbM pasrnefaHuTe
NeT OCHOBHWM €efleMeHTa Ha CW/IEH BUHEH
6paHf rapaHTupa ycnewwHoTo My npeacrass-
He. BMCOKOTO KayecTBO Ha W3HACAHOTO
6BbNrapcko BUHO Le yAO0B/IETBOPY NOTPebu-
Te/ICKUTE OuYakBaHWA U e MpeanocTaBka 3a
noBTOpHa nokynka. OcTaBa caMo Aa ce npu-
NOXW MapKeTUHI MHCTPYMeHTapuyma, 3a ga
y3HaAT HacToALMTE NOTPEOMTENIN KOMIKO ca
cnewuunanHn 3apaay n3bopa, KoiTo ca Hanpa-
BUMN, @ NOTeHUMasHUTe notpebuTtenn — ga
HayyaT 3a bpaHfa U KO/IKO MHOro Moxe fa
UM Npeasioxun Toi. 3a Lenta e Heo6xoAMMO:

Ja ce nopb6epaT noaxoasiv
BMHa 3a CbOTBETHMA nasap — 3a Kwutaii
Hanpumep He e HeuesecbobpasHo aa ce
n3Hacat 6enmeBuHa, gokato B EBpona n CALL
TAXHOTO ThPCEHE HApacTBa €XerofHo;

Ja ce paueepcucuumpa npoms-
BOACTBOTO C LieN npejsiaraHeTo Aa Moxe Ja
OTrOBOPM Ha TbPCEHETO B Hail-ronama
cTeneH — KakTo 6e cnomeHaTo mno-rope,
TbpPCEHETO Ce MPOMEeHs W Tbil kato B
CbBPEMEHHUS CBAT NOTPeGUTEsIcKUTE Xena-
HUA ca ABWxellata nasapHa cwna, To npo-
U3BOAUTENNTE, KOUTO HE Cb3AaBaT Na3apHO
OpVEeHTUpaHa NpoayKuus ryeat nosvuumTe
CV 1 HanpaBeHWUTE MHBECTULUK;

[a ce BK/oUM 6brapckoTo BUHO

145

consideration should be given to all the
details regarding the layout of the
company's stores (including music
choices), the advertisement messages,
the internet presence (company site,
Facebook page, etc.), the training of
employees who work directly with clients,
etc.

All these elements have a role in shaping
the overall impression of the wine brand
and the consumer’'s emotional response
or, in other words, in generating positive
experiences. This, in turn, impacts the
reach and duration of the customer
relationship and affects their lifetime
value (LTV), and the satisfied customer is
loyal and faithful to the brand.

Building a strong national wine
brand is the first step in increasing the
competitiveness of  wine-producing
companies. The professional approach to
the five main elements of a strong wine
brand  guarantees its  successful
performance. The high quality of export
Bulgarian wine will satisfy consumer
expectations and is a prerequisite for
repeat purchase. It only remains to apply
the marketing toolbox to let current
consumers know how special they are for
the choice they have made, and potential
consumers - to learn about the brand and
how much it can offer them. To this end,
it is necessary:

To select appropriate wines
for the relevant market —to China, for
example, is not inappropriate to export
white wines, while in Europe and the US
their demand is growing annually;

To diversify production so that
supply can respond to demand to the
greatest extent - as mentioned above,
demand is changing and since in the
modern world consumer desires are the
market driving force, producers who do
not create market-oriented products, lose
their positions and investments;

To include Bulgarian wine in



B acopTuMeHTa npegnaraH OT marasuHuTe,
3aBefeHuATa 1 on-line marasnHute Ha nasa-
puTe, KbAETOo Le ce OCbllecTssaBa cTpare-
rMs 3a HaB/M3aHe W ycTaHOBsIBaHe W Ja ce
pasHoobpasu B AbpxaBuTe, KbAeTo ce uenu
paslmpsiBaHe Ha na3apHOTO NMPUCHCTBUE,;

[a ce npoBefe akTVBHa peknam-
Ha KamnaHus, KOATO [fa BK/YBa KpaTku
WH(OPMaLMOHHN NOC/1aHnsa 3a ToBa, Ye 6b-
rapckoTo BMHO € AOCTBLMHO Ha CbOTBETHUA
nasap, 4e e pekopabop nNo Mefanu 3a Kade-
CTBO Ha nocnegHus BuHo MoHgunan, ye ue-
HaTa My e U3K/IUMTENIHO KOHKYPEeHTHAa U Ye
Npou3BOACTBOTO My € CBbpP3aHO C BEKOBHU
ucTtopus, Tpaguumm n obrnyan. Tesu nocna-
HWA cnefsa fa 6baar BUAMMU Ha CHOTBET-
HUTe cneyunanusupaHn copymu, caiToBe,
®delicbyk cTpaHuuu, on-line marasvHu 3a
npogax6ba Ha BMHO U T.H. OCBeH TOBa, B
cneuvanusvpaHiTe marasuHui U B rosieMmuTe
XunepMapkeTu, KbAeTo ce npegnarar 6bu/-
rapckute BuHa (3aefHo c hnaepu Ha CbOoT-
BETHUA e3MK C No-nogpobHa nHdopmaums u
C J/IMHK KbM oduumasniHusa cait). OTnuyHa
Bb3MOXHOCT € 1 pagmo peknamara B yaco-
BETe, KoraTo xopara NbTyBaT KbM BKbLLUM OT
paboTa, Tbli KaTo OBGMKHOBEHO ToOraBa ce
nasapyBa 3a Beyeps;

Aa ce pas3paboTaTr u npegnarat
KapTOHeHV ONakoBKW U XapTWEHW TOPOWUYKM
3a cneumanHn nosogu. CTaBa BbBNPOC 3a
JIYKCO3HW MoJapbyHM ONakoBKW C OTANYK-
TeNHWTEe 3HauM Ha Obarapckusi BUHEH
6paHg. Moxe fa ce 3annawar oTAenHo unm
Ja ca nojapbk Npu nokynkata Ha BuMHaA OT
no-BMCOK LeHOBM knac. OcobeHo B Kutaii,
KbAETO NOKynkKata Ha BMHO € OCHOBHO C Les
nogapbk, € cbobpasHo fJa ce HabrerHe Ha
eTUKeTMpaHeTo M ONakoBaHeTo;

[a ce NpUCbCTBa EeXEerofHo Ha
CbOTBETHUTE  MECTHMW T[O/IEMU  BUHEHU
dopymun, CcboOUTWUA, BUHAPUM WU T.H. -
npegnoctaBka  3a  U3rpaxgaHeTto  Ha
CUTYPHOCT ¥ [oBepue Yy noTpebutenure.
OcBeH, 4e e Bb3MOXHOCT 3a 3arno3HaBaHe C
mMapkaTta u nNpoaykTuTe 1, ToBa € MposiBa Ha
NMOCTOSIHCTBO M BHUMAHME;

[a ce nposexpgar gerycrauuun u
Ja ce B3uMa y4yacTue B OpraHusMpaHu
TakuBa,;

fa ce npeanoxar  LEeHOBU
OTCTBIKN NPU NOKyNKaTa Ha ABe uan noseye
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the assortment offered by the shops,
restaurants and on-line shops in the

markets  where an entry and
establishment strategy will be
implemented and to diversify into

countries where market expansion is the
goal;

- To carry out an actve
advertising campaign that includes brief
informative messages that Bulgarian wine
is available on the relevant market, that it
is a record holder of the last Wine
Mondiale quality medal, that its price is
extremely competitive and that its
production is related to age-old history,
traditions and customs. These messages
should be visible on the appropriate
specialized forums, sites, Facebook
pages, online wine shops, and so on. In
addition, in the specialized shops and in
the big hypermarkets, where Bulgarian
wines are being sold (together with the
fliers in the respective language with
more detailed information and with a link
to the official website). It is also an
excellent opportunity for radio advertising
in the hours when people travel home
from work, as it is usually for people to
shop for dinner;

To develop and offer cartons
and paper bags for special occasions.
These are luxurious gift packs with the
distinctive signs of the Bulgarian wine
brand. They may be paid separately or be
given as a gift when buying wines from a
higher priced grade. Especially in China,
where the purchase of wine is mainly for
gift purposes, it is appropriate to focus on
labelling and packaging;

: To attend annually the
relevant local large wine forums, events,
wineries, etc. - a prerequisite for instilling
security and trust in consumers. Besides
being an opportunity to get acquainted
with the brand and its products, it is an
expression of persistence and attention;

To perform tasting and to take
part in organized events;

To offer discounts on the
purchase of two or more bottles from



O6yTUIKW OT pasIMYHM nNpou3BoAuTENN B
pamkute Ha pageH nepuof (pasnuueH 3a
BCSAKa ObpxaBa B 3aBWCMMOCT OT TeHeH-
uuMTe B NoTpebneHmeTo M CbibTCTBALLUTE
pasxoan);

[a ce npaBAT CUMBOJIMYHN MOAA-
pbuy Npu HabnMxaBaHeTO Ha npasHuuM —
KapTvykn CbC CbOTBETHATA TemaTtuka, KoUTo
Ja ca npeasuieHV 3a MOCTaBAHETO Ha
rbPNOTO Ha 3akyneHaTta OyTwika; KonegHa
urpadka 3a enixa; KavoabpxaTen; XvMmu-
Kaul; MarHuT u T.H. EcTecTBeHO korato ctasa
BbMPOC 3a KIMEHTU NpuUTexasalln KANeHT-
CKW KapTu, nofjapbuuTe crefsa fga ca
pas/iMyHn B 3aBUCMMOCT OT HaTpynaHus
aKTMB 3a Nepuoaa;

[a ce n3npaLuar no3gpasutesiHn
e-mail-n o BCUukM perucTpupaHu B caiita
notpebutenn u [0 npuTeXatenute Ha
K/INEHTCKM KapTu. B TAX e npaBuiHO He camo
Ja ce u4yecTutM nosoda, HO W pJda ce
6narogapv Ha KAMeHTa 3a ToBa, ye ce e
[oBepun Ha MapkaTa. B cbobLLeHeTo Moxe
[a ce npefioxu 1 sayyep 3a OTCTbMNKa Npu
cnefpalia nMoKynka, Aa ce HafnoMHW 3a
Hab/imxKasalLM MeponpuaTUA 1 akumn, aa ce
novcka obpaTHa Bpb3ka 3a YyAoBneTBoOpe-
HOCTTa Ha K/IMeHTa OT MapkaTa ype3 aHkeTa
n ap.

MpunaraHeTto Ha pa3rnegaHvte
cpeactea 3a MPOMOTUPaHe Ha  BUHEHUS
6paHf, ca rapaHuus 3a TOoBa, Ye ayauTo-
pusTa LWe Hayun 3a cbliecTByBaHeTo U U 3a
TOBa KakBO CTOU 3a[ Hes — Masika Abpxasa,
XWNAQoMeTHa UCTOPUSA, BEKOBHU Tpaavumun
BbB BMHOMPOW3BOACTBOTO M BUCOKO Kadec-
TBO Ha npegnaraHva npoaykt. HabnaraHeto
Ha Te3n cneuudukn LWe Hanpasu 6barap-
CKOTO BWHO WHTEPECHO W akTyasiHo, MU
CbOTBETHO — MOJEPHO M XenaHo. ToBa e
Taka 3aWoTo xopara AHec ca B NOCTOAHHO
TbpCEHE Ha Hewo HOoBO. [oniemMuTe Npous-
BoauTenu ot CTtapus CBAT ca Aobpe nosHa-
TW. BuHata ot HoBMA CBAT Masniko No mMaJsiko
cnupart ga ca TOMKoBa MHTpUryeallu, 3allo-
To npe3 nocnegHute 10-20 roguHu ca
NOCTOSIHHO B LEHTbpa Ha BHUMAHMWETO.

Has3psiBa MOMEHTBLT, Korato pepnos-
HO KOHCyMMpalluTe BUHO noTpebuTenu,
OTHOBO LWEe MNOuCKaT HeLwWo pasnyHo,
Hewlo 3aBnajsaBall0o BCUYKW CETUBa — He
NPOCTO OPraHo/ENTUYHUTE, HO HELLO,
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different manufacturers within a given
period (different for each country
depending on consumption trends and
associated costs);

To make symbolic gifts when
the holidays are approaching —thematic
cards which are intended to be placed on
the neck of the purchased bottle; a toy for
the Christmas tree; a keychain; a pen; a
magnet, etc. Naturally, when it comes to
customers holding customer cards, the
gifts should be different depending on the
bonuses accumulated for the period;

To send greeting emails to all
site-registered users and customer card
holders. It is correct not only to send
wishes on the occasion, but also to thank
the customer for trusting the brand. The
message may also offer a discount
voucher for a subsequent purchase, to
remind of upcoming events and
campaigns, to request feedback on
customer satisfaction with the brand
through a questionnaire, etc.

Applying the abovementioned
means of promoting the wine brand is a
guarantee that the audience will find out
about the brand’'s existence and what is
behind it - a small country, a thousand-
year history, centuries-old wine-making
tradition and high quality of the product.
The emphasis on these specifics will
make the Bulgarian wine interesting and
up-to-date, and accordingly — modern and
desired. This is because people today are
constantly looking for something new.
Large European manufacturers are well
known. Wines from ‘The New World’ are
a bit less intriguing because they are
constantly at the centre of attention for
the past 10-20 years.

The time comes, when regular
wine consumers once again will want
something different, something
compelling all senses — not just
organoleptic, but something to touch the



KoeTo fAa rpabHe cbpLEeTo, Aa 3aBnajee
eMoumnTe 1 aa pasaBuxu yma. Bbarap-
CKOTO BMHO MMa TO3M NoTeHLUuan, 3aloTo
€ Hello [ApPeBHO, HO BCE MNak He fAo6pe
nosHaTo. MNpaBu ce B Masika pasBuBalla
ce AbpXaBa, a Nokassa ro/ieMun ycnexm Ha
Mex/JayHapogHata cleHa. 3anassaTr ce
TpaauumMuTe B NPOM3BOACTBOTO B ChyeTa-
HME C nMpuiaraHeTo Ha CbBPEMEHHU
TexHonorun. MpuHagnexu kbm Crapus
CBAT, HO NOKa3Ba TEHAEHLIMW, XapaKTepHU
3a HoBus. MpuTexaBa BUCOKOTO KauyecTBo
Ha (DPEHCKM BMHA U B CbLIOTO Bpeme
KOHKYPEHTHa Ha TAX LieHa.

N3BOAN

Ma3apHaTa ekcnaH3ua Ha 6barap-
CKOTO BMHO MU3NCKBa MNofobpsiBaHe Ha
MapKETUHT MHCTPYMEHTapuyma, B 4acT-
HOCT MHa 6paHfa. B kombuHauus ¢ MHo-
roTo MeXxayHapoAHu MpU3HaHuS Ha pas-
JINYHW MEXAYHapOoaHN KOHKYpCU 1 dhopy-
MW, HapacTBaHETO Ha MnasapHus As7 Ha
6BbArapckoTo BUMHO WU3MIexga BCe Mo-
peasiHoO 1 Bb3MOXHO. CamMo efiMH npumep
ot 2016 roguMHa e pgocrtaTbyeH, 3a fga
paskpvie KOMMNAIeKCHUTE KayecTBa Ha Obi-
rapckute BuHa. M3gaHnMeTo Ha Hai-
NPEeCTMWKHNA B CBeTa He3aBMUCUM KOHKYPC
3a BMHO Concours Mondia Ide Bruxelles
ce nposefde 3a NpbB NbT B bbarapus
npe3 pasrnexagaHara rognHa karto 42% ot
npegcraBeHute 61m30 260 6bArapcku
BMHa credvenmxa Meganv. Hai-ronsmo
npu3HaHWe 3a Cb3JafeHunTe BMHA NoJy-
unxa  AHOXKenyc EcTeiiT, BuHekc
CnaBsHuu, [fomeitH bBonap u Cana
EcTeinT, unMto BUHa 6s1Xxa HarpageHu c
ronam 3nateH Mepasi. Cpeg Te3u
HarpageHu nHeHagarta e 6s10TO BYHO Ha
,CnaBsHUKN”, 3alloTo € MacoBo 6510
BMHO, KOETO Ce W3Haca OCHOBHO B
CkaHAVHaBCKMUTe CTpaHu, Npojasa ce u 'y
Hac Ha BbTPELUHMSA Nnasap Ha LeHa 0KoJo
7 nB. (3a pekonta 2014 r.). lo6onuTHO e
CblLO, Ye NO-EBTUHOTO BUHO Ha ,AHXeNyC
EcTeliT”, ¢ no-manko oTnexasaHe, MMa
no-BMcoka oueHka OT gpyroto. C Haii-
ronsm 6poii Ha cbbpaHMTe Harpagn ce
oTnimunxa fdomeinH boiap (10 megana) u

heart, to conquer the emotions, and to stir
the mind. Bulgarian wine has this
potential, because it is something
ancient, and yet- not well known. It is
produced in a small developing country,
and demonstrates great international
successes. Traditions of production are
preserved and coupled together with the
application of modern technologies. It
belongs to the Old World, but it shows
trends typical of the New World. It has the
high quality of French wines and, at the
same time, a competitive price.

CONCLUSIONS

The market expansion of Bulgarian
wine requires improvement of the
marketing toolbox, and in particular- of the
brand. Combined with the many
international recognitions at various
international competitions and forums, the
increase in the market share of Bulgarian
wine seems more real and possible. Just
one example of 2016 is enough to reveal
the complex qualities of Bulgarian wines.

The world’s most prestigious independent
Concours Mondial de Bruxelles wine
contest was held for the first time in
Bulgaria that year, with 42% of the nearly
260 Bulgarian wines being awarded
medals. The greatest recognition of the
wines was for Angelus Estate, Vinex
Slavyantsi, Domain Boyar and Sala
Estate whose wines were awarded the
Grand gold medal.

The surprise among the awarded wines
was the white wine of Slavyantsi, because
it is a mass white wine, which is exported
mainly to the Scandinavian countries, and
is sold on the domestic market at a price
of about 7BGN (for the 2014 harvest). It is
also curious that the cheaper and less
mature Angeles Estate wine is better than
the other one.

Domain Boyar (10 medals) and Minkov
Brothers (6 medals) got the highest
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Bpats MuHkoBu (6 megana). Cneg Tsx ce
Hapeanxa Kactpa Py6pa (5 wmepana),
Buna Ambon (5 wmepana), BuH3asopg,
AceHoBrpag (4 megana) n MHOro gpyru.
WHTepeceH hakT e HanmuneTo Ha gBa
npeuefeHtTa — 3a MNbpBM MbT CTpaHa
nocTura TakaBa ycrneBaemocT Ha BuHaTa cu
N 3a NbpPBM NbT BWHO OT HUCKWUS LEEHOBU
K/ac noslyyasa ronsim 3nateH megasn.
N36poeHuTe ycnexu Ha BUHEHMS
KOHKypC OT MuHanarta roguHa, obave, He
ca efMHCTBEeHW. B HauyanoTo Ha HacTos-
wata 2017r. bbnrapua nanpesapn ®pax-
uma, Ntanna v VMicnaHmsa no npoueHT Ha
HarpageHuTe BUHA Ha MeXAyHapoaHUs
BMHEH KOHKypc Vinalies Internationales B
Mapux, kbaeTo 6axa npeactaBeHn 3540
BMHa OT 45 cTpaHu. Hail-mMHoro mepganu
3a Bvarapusa npesnsmrHanutTe meceum Ha
HacTosilaTarasnm roavMHa ca Monyvynam
nsbute ,JdomeiiH Bonap“ n ,KopteH“. Te
JoHecoxa HoBM 29 mepgana oOT 5-Te Hai-
NPECTMKHN KOHKYpPCW 3a BMHO B CBeTa:
Vinalies Internationales (Mapwx, ®paHuus),
Mundus Vini (Qiocengopd, TepmaHnus),
Concours Mondial de Bruxelles (benrus),
Decanter (JloHaoH, BenvkobputaHus) n Le
Mondialdu Rose (KaH, ®paHuus).
MonyyaBaHETO Ha TOJIKOBA MHOTO
OTNINYMSA OT CBETOBHW KOHKYpCW, NMOTBBP-
XAaBa TBbpPAEHMETO, Ye nowute pesys-
TaTn B CekTop BuHONpom3BoACTBO He ca
CNefCTBUE OT HMUCKO Ka4eCcTBO Ha Npoayk-
Ta. KnacupaHeTo nossonsiBa ga ce TBbp-
awn, 4e B bbarapus ce npousBexaar BuHa,
KOMTO MoraTt Aa OTroBOpSAT Ha TbPCEHUN-
Ta W Ha Hal-enMTHWUTE KNneHTU. Toea ca
norpebutenu, 4MeTo noTpebrieHme Ha
BMHO He € NpoAVKTYBaHO OT MOMEHTEH
nopuB, a € TSCHO CBbp3aHO C HauyuHa
nucTuna M Ha XuBoT. ENnTHUTE KIMEHTH
TbPCAT MNPEAUMHO BUCOKOKAYeCTBEHUTE
BMHa B ctun CTapusi cBAT 1 pasbupa ce
ca rotoBM fa nnataT LeHaTa Ha ToBa
KayectBo. B Bbarapua npes nocnegHute
roAvHu ce Habngasa 3HAYNTENEH UHTE-
pec KbM Tasu rpyna KaMeHTu. ToBa TBbp-
JeHne ce ocHOBaBa Ha (pakTta, ye npes
nocnegHute 10 rognHn B cTpaHarta 6sxa
Cb34aJeHN MHOXEeCTBO Masiku GYTUKOBU

number of prizes. Following them were
Castra Rubra (5 medals), Villa Yambol (5
medals), Vinazvod Asenovgrad (4
medals) and many others. An interesting
fact is the presence of two precedents —
for the first time, a country achieves such
a success with its wines, and for the first
time a low-price wine wins a Grand gold
medal.

However, the listed successes of
the last year's wine contest are not the
only ones. At the beginning of the current
2017 Bulgaria overtook France, Italy and
Spain in the percentage of prized wines at
the international wine contest Vinalies
Internationales in Paris where 3540 wines
from 45 countries were presented. Most
medals for Bulgaria in the past months of
this year have been won by the "Domaine
Boyar" and "Corten" wineries. They
brought home 29 new medals from the 5
most prestigious wine competitions in the
world: Vinalies Internationales (Paris,
France), Mundus Vini (Dusseldorf,
Germany), Concours Mondial de
Bruxelles (Belgium), Decanter (London,
Le Mondial du Rosee (Cannes, France).

Winning so many awards from
world competitions confirms the statement
that poor performance in the wine
production sector is not a consequence of
poor product quality. The ranking allows
us to claim that wines produced in
Bulgaria can meet the demands of the
most elite customers. These are
consumers whose wine consumption is
not dictated by a momentary impulse but
is closely related to their way of life and
lifestyle. Elite customers are looking for
mostly high-quality Old-World wines and
of course are willing to pay the price of
this quality.

In Bulgaria, in recent years, there has
been considerable interest in this group of
clients. This statement is based on the
fact that over the last 10 years, a number
of small boutique wineries have been
established in Bulgaria to produce a
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n3bn, Kouto npowussexgar numuTupanu | limited series of wines mainly aimed at
CepuM BMHA HaCO4YeHM OCHOBHO KbM | connoisseurs. This is yet another step in
ueHutenn. Toea e oule egHa ctbnka B | the right direction for the sector -
npaBunHaTa nocoka 3a cektopa - | diversifying the product range allows for
pasHoobpa3siBaHeTO Ha npogykrtoBata | more complete satisfaction of customer
rama nosBossiBa No-NbJHO 3a40BonsiBaHe | desires and is a prerequisite  for
Ha notpebuTesicknTe XenaHus 1 e npej- | increasing demand.

rnocTaBka 3a yBe/imyaBaHe Ha TbPCEHETO.
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PE3IOME

B cratuaTta cme pasrniegann npo-
LecuTe Ha BUHeHara KynTypa, npouecute
Ha npeacTaBAHe W MoAHacsiHe Ha
pasnuyHuTe BUAOBE BUHA B MWHANOTO,
CbMNOCTaBEHO CbC CbBPEMEHATA AENCTBY-
TE/IHOCT B O6BArapCcKOTO pPecTopaHTbop-
cTBO. OCHOBHaTa Len, KOATO cu nocta-
BUXMe e [a NpefcTaByMM BCUYKM eTanu u
npowlecn Ha npepcraBsHe, MofaHacsiHe u
peanusaums Ha NpousBefeHUTe BUHA OT
pasfIiMyHu pervoHu B cTpaHarta, noaoop v
CcenekuMa Ha BMHATa CNpPsAMO BMHEHaTa
nmcTa N PecTopaHTbLOPCKUTE  MEHHKOTa,
ocurypsiBaHe Ha KOMMOHEHT C pJajeHa
Temartuvka, npejcrtaBeHa OT comesniepu,
noao6op Ha BMHaTa W crnopes Tuna Knnex-
TV nocewjasally pectopaHTa, cbobpass-
BaHe CbC Ce30HHOCTa, NpuemMaHe 1 ckna-
AvpaHe Ha BuMHaTa, ycrioBuATa 3a Cbxpa-
HeHue, ocurypsiBaHe Ha nbJieH Habop oT
HEeobXoAMMUTE MHCTPYMEHTU U nocobus
3a gekaHTupaHe, peanusauust U notpebne-
Hve. MpoBefoXMe aHKeTHO Mpoy4yBaHe Ha
KTMEHTN B pas/IMYHM PECTOpPaHTU B CTpa-
HaTa 3a oLieHsiBaHe Ha npegnaraHuTe BUHa,
TSIXHOTO KauyecTBO M cepBupaHe. Pesyntatu-
Te ca 06paboTeHn maremaTuyeckn, ctatuc-

SUMMARY

In the article we have reviewed the
processes of wine culture, the processes
of presentation of different types of wines
in the past, compared to the
contemporary reality in the Bulgarian
restaurant industry. The main goal we
have set is to present all the stages and
processes of presentation, offering and
realization of the produced wines from
different regions of the country, choice
and selection of the wines against the
wine list and restaurant menus, provision
of a component with a theme presented
by sommeliers, selection of wines and
according to the type of customers visiting
the restaurant, seasonal compliance,
acceptance and storage of wines, storage
conditions, provision of a full range of
necessary tools and tools for decantation,
realization and consumption.

We conducted a survey of customers in
various restaurants in the country to
assess the offered wines, their quality and
service. The results are processed
mathematically, statistically and are
shown graphically.
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TUYECKU U ca NpeAcTaBeHU rpadomyeckm.
KntoyoBn Aymu: TUNOBE  BUMHA,
KaTeropun BUHA, COMeNuep, AeKaHTMpaHe,
rapada, TexHuka  Ha  gerycrauys,
VHTEH3MBHOCT, PEMIOAX, AEeropXunpaHe

yBO/[,

BvHeHaTa kynTypa e cBbp3aHa
XpaHeHeTo, KOATO OT CBOSA CTpaHa
CbMbCTBaHA C oOMpejesieHn npaswia
chepata Ha pecTopaHTbOPCTBOTO. TS
Hefenuma 4acT OT npoLeca Ha XpaHeHe,
[OCTaBsAVKM Habop OT pas/INyHK Noe3HN
BelllecTBa, KaTo BUTAMWHMW, MUHEpPasiHW
CONN, ocurypsieaLy 6anaHc Ha TeYHOCTU-
Te B YOBELUKNA OpraHu3bM U CTUMY/Mpa-
LM XPaHOCMWUIAHETO.

KoHcymauuata Ha BUMHOTO Kato
HanuTKa e U3KycTBO, KOETO € AOCTbIHO 3a
BCeku, TA TpsAbBa pa 6ble ymepeHa U
cbobpaseHa C (IM3MYECKOTO CbCTOSHUE
Ha YOBELUKUS OpraHn3bM. TS e KOMM/IeKe
OT Habop npasuna, NPy N3NbHEHNETO Ha
KOUTO Hacnagara npy KOHCymMauus Ha
BMHO Ce yBenimyasa MHOIOKpaTHO.

BMHOTO e NpoayKT 3a YMeto Npous-
BOACTBO Ce noJsiara U3K/IHYMTEe/THO MHOIo
TPy, 3a ga ce AOCTUIHe [0 Herosara
KOHCyMauus B 3aBefieHnATa 3a XpaHeHe v
passneyeHus. MpuwxuTe 3anouysar olle B
npoueca Ha oOTrnexgaHe Ha so3ata u
BK/OUBAT peayLa B3avMOCBbp3aHu hak-
opv, BoZeLlM A0 noslyyaBaHe Ha rposge ¢
onpefeneHn kavectsa, pednekTnpallo B
noslyyaBaHeTO Ha KauyecTBEeHW BUHa.
BMHOTO e NpoayKT, NonyvyeH usknwounTen-
HO B pe3ynTar Ha Mb/iHa WM YacTuyHa
aIkoxo/iHa (hepMeHTauuss Ha cmaukaHo
WM HecmaykaHo MpACHO rposge wunu
rpo3foBa MbCT OT NPACHO rpo3ge (Somov
and Ivanova, 2011).

MpouecbT Ha nogHacsiHe Ha BUHO
MOXe [a Ce pa3fenu Ha HAKOJKO eTana:

® m DO

- ocurypsiBaHe Ha KOMMEeTeHTeH
crneuuanuct (comenuep);
- nogbop Ha BMHaTa  CNPSMO

MEHIOTO Ha pecTopaHTa 1 TUna KIWEeHTH,
KOMTO ro nocellasar;
- Cbo6passiBaHe CbC CE30HHOCTTA,;
- MpMemaHe U cKnagvpaHe Ha

Key words: wine types, wine
categories, sommelier, decanting, carafe,
tasting technique, intensity, remixing,
degorging

INTRODUCTION

The wine culture is related to
nutrition, which in turn is intertwined with
certain guidelines and rules in the sphere
of the restaurant industry. It is an integral
part of the eating process, supplying a
variety of beneficial substances such as
vitamins and mineral salts, which provide
fluid balance in the human body and
stimulate digestion.

The consumption of wine as a drink
is an art form that is accessible to
everyone, however must be moderated
and in keeping with the physical state of
the human organism. It is a complex set
of rules that if followed, increase the
enjoyment of the consumption of wine
many times over.

Wine is a product whose production
is extremely labour intensive in order to
reach consumption in restaurants and
entertainment venues. Care begins as
early as the vine growing process and
involves a number of interrelated factors,
leading to the growth of grapes with
certain qualities that reflect in the
production of quality wines.

Wine is a product obtained exclusively as
a result of complete or partial alcoholic
fermentation of crushed or uncrushed
fresh grapes or grape must from fresh
grapes (Somov and Ivanova, 2011).

The process of wine presentation
can be divided into several stages:

- providing a competent specialist
(sommelier);

- the selection of wines depending
on the menu of the restaurant and the
type of customer who visits it;

- Taking into account seasonality;

- receiving and storing the wines at
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BMHaTa nNpw onpegeneHa remneparypa,;

- ocurypsiBaHe Ha MbJieH Habop oT
HeobxogmmuTe npubopu K nocobus
(Krusteva, 2004).

Llenta Ha HacToALOTO NpoyyBaHe
€ CBbp3aHa C NnpeacTaBsHE U aHaIu3 Ha
BMHEHaTa KynTypa B pecTopaHTbopckaTa
MHAYCTPUSi 1 cbnocTaBsiHeTo U C Noaxopute,
npunaraHy B 6brapckoTo pecTopaHTboPCTBO.

AHANINS HA TIPOYYBAHETO

Mpouecute Ha npeacTaBsHe U NOA-
HacsiHe Ha pas/iM4yHuTe BMOOBE BMHA ca
3anoyHasiv B MUHa/IOTO, OT JpeBHaTa
Tpakuiicka KyTypa u pesmrus.

Mpegnonara ce, 4e MbPBOTO BMHO
e npousBedeHo B Meconotamusa npeau
okoso 5000 rogmHu. MHoro6poiiim cpec-
KA OTKpUTM B rpobHuumMTe B Ervner
noTBbPXAaBaT, ye ernnTsaHuTe ce 6unu
NnocBeTUIN Ha OTrNexhaHeTo Ha nosara.
Mpunte N OUHUKNALUNTE CTaHann npeg-
UM Ha /103apCTBOTO M Ha KOHCcymauuata
Ha BWHO B usAnara CpeguseMHOMOpPCKa
o6nacTt. TexHuAT pasnpoCTPaHUTEsICKU
Tpy4a € nocnegsaH OT PUMASAHUTE [0
Bourgogne u no 6perosete Moselle B
lepmaHus. [JokazaTesicTBa 3a BUHOMPOU3-
BOZCTBOTO MO HalIUTE 3eMU ca puUTyasu-
Te, B KOMTO BMHOTO Ce € M3M0/3Basio B
OTKpUTUTE XpamoBe Ha [uoHuc —
TPakninckoTo ceetTuauue ,MepnepukoH” un
.raryn‘ B M3touHn Popgonn. Amdiopu n
PUTOHU, B KOUTO € MMasio PUTYasTHO BUHO
ca oTKpuUTK B Tpakminckute rpobHMLM Kpa
rpag KasaHnbk, a CTeHonucuTe UM He-
ABYCMWC/IEHO MOKas3BaT BMHO4YEpneL, Ho-
cewy kaHa n bmana (Tpakuiicka yawa 3a
BMHO). Mpen BuHOYepneua e n3obpaseHa
OOrMHA, Hocelwa MOoAHOC C XpaHa W
nnogose. lMpe3 CpefHOBEKOBUETO, Crep
pasnagaHeTo Ha Pumckata wmnepus,
OTrIexaaHeTo Ha /1038 ce e Bb306HO-
BWI0 OT LibpkoBHMTE HACTOATENCTBA,
KOMTO ca M pasnpocTtpaHuav B EBpona u
AHrnusa. lpe3 BekoBeTe eBponelickaTa
apucTokpaumsa u Libpkearta ca npucsonnn
TEepUTOpUMTE MOCBETEHU Ha Jflo3ara.
Onpegenexun paiioHn npugobunn n3BecT-
HOCT C BMCOKOTO KayecTBO Ha nosiyyaBa-

a certain temperature;

- providing a complete set of
necessary utensils and tools (Krusteva,
2004).

The purpose of this study is to
present and analyze the wine culture in
the restaurant industry and to compare it
with the approaches applied in the
Bulgarian restaurant industry.

ANALYSIS OF THE STUDY

The processes of presentation and
serving of different types of wine began in
the past, deriving from the ancient
Thracian culture and religion.

It is supposed that the first wine
was produced in Mesopotamia about
5000 years ago. Numerous frescoes
found in tombs in Egypt confirm that the
Egyptians were dedicated to the growth of
the vine. The Greeks and Phoenicians
became the ancestors of viticulture and
wine  consumption  throughout the
Mediterranean. Their distribution was
followed by cultures from the Romans to
Bourgogne and the beaches of Moselle in
Germany. Evidence of wine production in
our country are the rituals in which the
wine was used in the open temples of
Dionysus - the Thracian sanctuary
"Perperikon" and "Tatul" in the Eastern
Rhodopes. Amphorae and rhytons, where
ritual wine was stored, were found in the

Thracian tombs near the town of
Kazanlak, and their frescoes
unequivocally display a cupbearer

carrying a decanter and a phial (Thracian
wineglass). A goddess, bearing a tray of
food and fruit, is depicted in front of the
waiter. In the Middle Ages, after the
collapse of the Roman Empire, the
cultivation of vineyards was resumed by
the Church Board of Trustees, which
distributed them across to Europe and
England. Over the centuries the European
aristocracy and the Church have seized
the territories devoted to the vineyards.

Certain regions gained fame for their high
quality wines. In the monasteries, they
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HUTe BMHa. B MaHacTupuTe 3anoyHasv ga
3acaxgar nosa u ga nonydasar 6oxecTt-
BeHaTa HanuTtka. CneuuanHo o6yyeHu
MOHacK ca OTroBaps/n 3a CbXpaHeHne Ha
BMHOTO. Te ca OuanM HapuyaHu ,YaliHu-
ymn“. Mo KbCHO GnaropoAHMUMTE NpPeHec-
N1 Te3n CBELWEHOAENCTBMA B CBOMTE
ABOpUM N MMeHUsA. YoBeKbT, KOMNTO 6un
aHraxvpaH c Tesn putyasv B ABopuuTe
Hacnegun npusBaHWeTo comenuep. lpo-
(hecuaTa Ha comenuepa, kaTto nosHasau
Ha BMHATa U BKYyCOBeTe ce Hasara npes
XVII Bek B Mapwx cnepf Bb3HNKBAHETO Ha
CaMOCTOATENIHN pecTopaHTn. B kpaa Ha
XIX Bek Jlyn lNacTbop M3yyasa nosepge-
HWETO Ha ApoxanTte npu epmeHTaumsa u
npuuvHMTENUTE Ha 601EeCTM nopassBallm
BMHaTa, NOCTaBANKA N0 TO3M HAUYMH Hayu-
HUTE OCHOBM Ha MoJepHara eHosorus
(Borislavov, 2004).

Tpakute ca nbLpPBUTE, KOUTO ca
,O0NeHaupann* HanMTKaTa kaTo ca cMecsasin
HAKOJIKO BuAa BMHO. 3a TOBa CBUAETesICTBa
Haxogkata OT BbAYMTPBLHCKOTO 3NaTHO
CbKpOBMULLIE, NPefcTaB/ABalla TPU CKayeHu
BABLOHATUM cbaa € dopMata Ha JuCTa,
BCEKM OT KOUTO BEPOATHO € CbAbpPXaul pasnuv-
4YeH BuA, BUHO. Tosn YHUKaneH KOMNJIeKT OT
3/1aTHM CbAoBE € CNyXesl 3a nogHacAHe Ha
Hanmtkata npn cneunaneH PennrnoseH

putyan.

dur.l. 3natHn cbAoOBEe 3a BUHO  OT
BBbNUMTPBHCKOTO CbKpoBwuLle, MNeBeHCKU
pervoH

Fig. 1 Gold wine vessels of the Valchitran
treasure, Pleven region

M35iHMTe ApeBHM CbAOBE 3a BUHO
ca wu3paboTBaHM OT 31aTo0 U Ccpebpo,
OTKPUTM B MHOrOGPONHUTE TPaKUIACKK
rPo6HMLUM NO 6bArapckmuTe 3emu. MNpumep
3a ToBa e [laHartopckoTo CbKPOBULLE,

began to grow vineyards in order to
receive the divine drink. Specially trained
monks were responsible for storing the
wine. They were called "cups". Later, the
nobles transferred these clergy into their
palaces and mansions. The man occupier
with these rituals in the palaces inherited
the vocation of sommelier.

The profession of sommelier, as a
connoisseur of wine and taste, is imposed
in the 17th century in Paris after the
emergence of independent restaurants. At
the end of the 19th century, Louis Pasteur
studied the behavior of yeast during
fermentation and the causes of diseases
that affected wine, thus putting the
scientific foundations of modern oenology
(Borislavov, 2004).

The Thracians are the first to blend
the drink by mixing several types of wine.
This is evidenced by the find of the
Valchitran gold treasure, representing
three docked concave, leaf-shaped
vessels, each of which probably contained
a different kind of wine. This unique set of
golden vessels was used to serve the
drink during special religious rituals.

dur. 2. NaHartopckoTo CbKpoBULLe
Fig. 2. The Panagyurish treasure

The exquisite ancient wine vessels
crafted of gold and silver, were found in
the numerous Thracian tombs found on
Bulgarian lands. An example of this is the
Panagyurishte treasure, laying in a tomb
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npecTosifio B rpobHuua Hag 20 Beka
(durypa 2). To npeacrtasnsisa TPakuiicku
aHTU4YeH 3NnaTeH CcepBuM3 3a MNUeHe,
CbCTOALL, Ce OT AeBeT 3/1aTHU cbha, oOT
efHa hnana u ocem putoHa. WM3o06pa-
3€eHW ca r1aBy Ha O6OrMHMW, XMUBOTHU U
MWUTO/IOTMYHM  CbllecTBa C Uen Ja
npeanasaT v npeynucTsar BMHOTO U Aa
nasqaT yyacteawute B putyana. TpakuTte
ca 6unn epgHN OT Hal-npusHaTuTe U
TbhPCEHU NPOU3BOAMTENN HA BUHA. OMUp
onncea B cBodATa ,Mnnaga” kak HatoBa-
peHun ¢ BYHA Kopabu oT Tpakus nasaT Lo
rpbUKkMA narep npen Tposa. [OpeBHute
rbpumn ca cMaTanu, ye nosata Tpsbea ga
6bOar onNUTOMEHW, ToecT pa Obaar
3acaxjaHu W rnefaHn ¢ MHOro rpuXu o
JaBaHeTO Ha nnogose. Ho rbpuute ca
cMmATann, 4Ye [OpuM M Bevye T[0TOBOTO
BMHOTO He € [0CTaTb4HO ,KYNTypHO".
Mwvcnenu, ye TO € BCe Olle AMBO WU
onacHo, fopu OTpoBHO. 3artoBa O
paspexganu ¢ sBoga 1:3 3a ga ,CraHe
KyNTypHO* W Toraea ro nuenun. Ouwe
OoTTOraBa € CxBaljaHeTo, Yye MNMEHeTo Ha
BMHO € KyNTypeH Gener.

C uen no-ronsMa Hacnaga ot
HanWTkaTa OCHOBHO MW3WCKBaHe, olle OoT
[PEBHV BpEMEHa, ca MManu matepuanuTe
n copmute Ha vawwute (Purypa 3). Tosa
pedhnekTupa 1 B HallaTa CbBPEMEHHOCT.

a) Kpatep
a) Decanter

6) PuTtoH
b) Rhyton

B) Kunukc
¢) Killix

for over 20 centuries (Figure 2). It is an
antique Thracian gold drinking set
consisting of nine golden vessels, one
filama and eight rhytons. The heads of
goddesses, animals, and mythological
creatures have been depicted on the
vessels in order to protect and purify the
wine and to protect those involved in the
ritual. The Thracians were among the
most recognized and sought-after wine
producers. Homer describes in his "lliad"
how wine loaded ships from Thrace
arrived at the Greek camps in front of
Troy. The ancient Greeks believed that
the vineyards had to be domesticated,
that is, they were planted and watched
with great care until they gave fruit. But
the Greeks believed that even the ready-
made wine was not ’cultural’ enough.

They thought it was still wild and
dangerous, even poisonous. So they
diluted it with water 1: 3 to "become

cultural' and then drank it. Since then,
there has been a perception that drinking
wine is a cultural sign.

In order to enjoy the beverage, the
basic requirements, from ancient times,
were the materials and the shapes of the
glasses (Figure 3). This reflects still in our
present day serving and presentation.

n) dnana
d) Phialla

) Ckudpoc
e) Skifos

®ur. 3. DopMM U MaTepuasiv Ha yalln, U3nosi3BaHn NMpu KOHCyMaumsi Ha BUHO B

JpeBHOCTTa

Fig. 3. Forms and materials of glasses used for wine consumption in Antiquity
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HamepeHute mogenu vawum oue
OT [JpeBHoCTTa B Tpos, ocTpoB Kpwur,
Bbarapus, nonyocTtpos lNenonoHec, Msp-
uma 1M Pum wm3HeHagBaT C wu3fAlWHaTa
yKpaca, gekopupaHu ¢ penedHun nsobpa-
XEHUA Ha LBEeTHa U XMBOTHU, CBBbP3aHu C
ApeBHaTa MuUTOs10MMSA. MHOro No-KbCHO (B
neprofa Ha KbCHUs PeHecaHc), npe3 XV
BEK, BEHeUWaHCKUTe CTbkIapu MNpeBpb-
wart yalute B UCTUHCKM MPOU3BEAEHUS
Ha M3KyCTBOTO OT 65710 npo3pavyHo
CTbKNo. [MbpBUTE CTBKIEHW Yalum ce
nossasat B Pum okosio | Bek np. Xpucra.
Te ca OT MaTOBO CTBK/IO C pPas/ivyHu
HIOAHCK Ha 3eneHoTo. MnuHun (23-79 T.
OT H.e.) nuLe, Ye 3/1aTHUTE U CPedbPHU
Cb0BE 3a NMeHe ca Gy N3ocTaBeHn 3a
CMeTka Ha CTbkleHuTe. BepcusAta Ha
BoHudpaumo BepoHese Ha ,TaiiHata
Beueps“ (XVI Bek) BKOYUBA BUHEHU Yalln
CbC CTO/YE B MOZEPEH 3a BPEMETO CTU/.
Haii-ctapute ouenenun eBponenckyn BUHe-
HA YalM Ha CTOoN4Ye ca emainmpaHm
6okanm ot XV Bek (6okanbT e valla,
cbOuvpauwia noseyve oT 3 YHUUN TEYHOCT)
(Dahmer and Kahl, 2008). Kbm kpasi Ha
XVI Bek B epmaHusa BbLPXY BUHEHUTE
yalln ce HaHacsana CnoxHa rpasupaHa
Aekopauusa. [nagkute npasu cTosyeTa
[obunn nonynapHocT okosio 1740 roam-
Ha, a KayeCTBEHUTE KpUCTa/IHM 4Yaluun 3a
BMHO 3anoyvHany ga ce npovssexnar BbB
®paHuma kbm  kpaa Ha XVIII  Bek
(Johnson, 2001).

[pyrm cbpoBe, KOUTO ce W3NOJ3-
BaT MNpu KOHCymMaumAaTa Ha BUHO ca Cbfo-
BeTe 3a [JekaHTupaHe, Taka HapeyeHuTe
fekaHTepy  wam  rapadu.  TexHuat
npousxon e oT ApesBeH Ervnert, kbaeto
npu gentara Ha peka Hun ca otrnexga-
M noss. Fpo3pobepbT ce M3BbPLUBAS
pbyHO. O6pPaHOTO rpo3je ce NoCTaBsaso B
ronemMu CboBe, KbJETO Ce e Maudkasio
CbC cneumanHy npecu. NonyyeHnaT rpos-
[OB CcOK e 6un ynaBsH B OTBOpPEHU fef-
BW, B KOUTO Ce e npoBexjana asikoxos-
Hata (pepmeHTauusa. Cnep npukIoyBa-
HeTo U, [MHEeHMTe pfAenBu ca 6uan
3aneyatsaHu W MapkMpaHu C pgarta,
WMETO Ha JI03eTO M MMETO Ha YO0Beka,

The model glasses found from
ancient times in Troy, Crete, Bulgaria, the
Peloponnese peninsula, Greece and
Rome surprise with the exquisite
decoration, decorated with emboss
images of flowers and animals related to
ancient mythology. Much later (in the late
Renaissance period), in the 15th century,
Venetian glass makers turned glasses
into real artworks of white transparent
glass. The first crystal glasses appeared
in Rome around the 1st century BC. They
are made of matt glass with different
shades of green. Pliny (23-79 AD) writes
that gold and silver drinking vessels were
abandoned at the expense of glass.
Bonifacio Veronese’s version of The Last
Supper (XVI century) includes wine
glasses with a stem and foot in a modern
for the time style.

The oldest surviving European wine
glasses with stem and foot are enamelled
15th century goblets (the goblet is a glass
that collects more than 3 ounces of liquid)
(Dahmer and Kahl, 2008). Towards the
end of the 16th century, in Germany,
specialist decoration was engraved on
top of the wine glasses. Smooth straight
stems became popular around 1740,
whereas quality crystal wine glasses
began to be produced in France at the
end of the 18th century (Johnson, 2001).

Other containers used for wine
consumption are decanting containers,
so-called decanters or carafe. Their origin
is from ancient Egypt, where they
cultivated vineyards at the Nile Delta. The
grape harvest was done manually. The
grapes were placed in large containers
where they were crushed with special
presses. The resulting grape juice was
captured in open pitchers where the
alcoholic fermentation was carried out.
After, the clay jars were sealed and
marked with a date, the name of the
vineyard and the name of the person
responsible for the wine produced.
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OTrOBOPEeH 3a MNpou3BefeHOTO BUHO.
Korato e HacTbnBasio BpeMeTo 3a
KOHCyMaums, aensute ca 6uim cuynsaHu,
a BWHOTO C Uen [JekaHTupaHe ce e
npennsasio B APYrn MNO-MasikKM TNIMHEHN
cvgose. [lekaHTepute ca CbAoBe, KOUTO
JaBaT Bb3MOXHOCT Ha BMHOTO ,4a AuLia”
n pga npugobue mekota. TepMUHBT
~LEKaHTUpaHe" npousnnsa oT NaTUHCKUTE
aymu (de — oT) u (cantus - pb6) 1 03Ha4YaBa
JipennsaHe” nnu ,0TTtouyBaHe* Ha TeYHOCT
oT yTtalikute (Somov and lliev, 2000).
[JekaHTepure, nosHatu B HalweTo
CcbBpemune, ca wusuucTsann opmMmuTe cu
npes nocnegHute 250 roguHu. 3a TO3U
nepuvog Te ca MNOCTUTHA/IN MakcuMasiHa
(QYHKLUMOHANHOCT B HalUMSA, CbBPEMEHEH,
o6cebeH OT BMHOTO CBAT. [HecC AekaHTe-
pute ce npaBAT OT NPO3PayHO CTHLKNO.
06emMbT MM CbbUupa 3HaYMTEeIHO noseye oT
efHa cTaHfapTHa OyTuska, No3BOSABaikv
no TO3M Ha4uH BMHOTO ,4a auwa” (Purypa
4).

L g I o o .__.
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When the consumption time had elapsed,
the jars were broken, and the wine with
the aim of being decanted, was moved to
other smaller clay pots. Decanters are
vessels that allow the wine to "breathe"
and acquire softness.

The term "decanting" derives from the
Latin words (de - from) and (cantus -
corner) and means "flowing" or "draining”
of the liquid from the nooks and crannies
(Somov and lliev, 2000). The decanters,
known in our time, have refined their
shapes over the last 250 years. During
this period they have achieved maximum
functionality in  our modern, wine
obsessed world. Today decanters are
made of transparent glass. Their volume
collects significantly more than one
standard bottle of wine, thus allowing the
wine to "breathe" (Figure 4).

P

dur. 4. Bngose rapadu ¢ pasnnyHa popma
Fig. 4. Types of decanters with different shape

Boratata ucTtopusa u KynTypa Ha
BMHOTO Ca Ja/ii OTPaXEHUE B CbBPEMEHUS
HY XUBOT. B HaweTo cbBpemne BCUYKO €
Haco4YeHO KbM OCBHBbLPLUEHCTBAHE Ha
no3HaHuATa 3a oTrnexaaHe, NPoM3BOACTBO
W NojHacsHe Ha pas/IMyHMUTEe BMAOBE BUHA.
3aabn604YeHN ca Mo3HaHUSITA N0 eHOMorus
W racTpoHOMMS. HesaBnCMMO fanm KyxHaTa
€ Knacuyecka, pervoHasiHa Wan WHTepHa-
UMOHanHa, 4oBek BuHarM Tpsbea pda e
OTrOBOPEH KbM HOBUTE TEHAEHUMU Ha
nasapa, 6e3 ga 3abpaBsa cTapute n fo6pu
Tpaguuumn (Somov and lliev, 2000).

Cnopes 4B, 6p 67/16.08.2005 B
Bvnrapua ca obocobeHnm 2 paiioHa 3a
NpoOV3BOACTBO Ha pPEeruoHasHu BUHA -
[yHaBcka paBHWHa 1 Tpakuiicka HU3UHa,

The rich history and culture of wine
has been reflected in our modern life. In
our day, everything is aimed at improving
the knowledge of growing, producing and
serving different types of wines.
Knowledge of oenology and gastronomy
has deepened. Whether the kitchen is
classical, regional or international, one
must always be responsible for new market
trends without forgetting the old and good
traditions (Somov and lliev, 2000).

According to SG 67/16.08.2005 in
Bulgaria two regions have the ability of
production of regional wines - the Danube
Plain and the Thracian Plain, before the
amendments there were 5 regions as
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npean wmn3MeHeHudaTa Te ca 5, KakTto
cnepasa:

1. CeBepeH panoH -
[JyHaBCcka paBHWMHA — BKIw4yBa 49

MuKpopalioHn n mMacusu. lNMpoussexgaT ce
W3K/TIOUYNTESTHO YEPBEHN BMHA OT COPTOBETE
JbM3a“, ,KabepHe CoBMHLOH", ,Mepno*,
JJlamma”. Mpon3BoacTBOTO Ha 6esm BUHA ce
peasiM3mpa, OCHOBHO OT copToBeTe ,Mucket®,,
.apgoHe®, ,CoBMHbOH 6naH“, ,AnuroTe u
SPU3NnHre.

2. MN3ToueH parioH —
YepHOMOPCKM paioH — BK/YBa 06wWo 32
MUKpopalioHa 1 Macueu No YepHOMOPCKOTO
Kpalibpexue wn Jlygoropmeto. Tyk ce
npouseexaar Hain-gobpute 6enu BuHaA OT
coptosete , lWapaoHe®, ,Pusnudr®, ,Oumat®,
.fOHM 6nan”, ,Myckat oToHen", “TpamuHep*,
LAnvurore®.

3. MNopbankaHckn paiioH -
Po3oBa [lonunHa. PasnonoxeH wmexay
Tpakuiickata paBHMHa u CTtapa [MnaHuHa,
BKMtOYBaLl, 13 MuKpopaioHa W MacuBW.

XapaktepHn copToBe ca +PU3NNHTY,
~Prayntenn n ,KabepHe CoBMHbOH"
4, HOxeH panoH -

Tpakuiickata Hu3uHa. Bkniwousa o6wo 39
MUKpOpaliioHa, B KOUTO Ca CbCpefoToveHn
60% OT BCMYKM YepBEHN N030BY COPTOBE B
cTpaHaTta: ,Mepno“, ,KabepHe COBWHLOH",
Maspygn“, ,lamng*“ un ,NMnHo Hoap“.

5. fOrosanageH paiioH —
JonvHara Ha peka Ctpyma. Bkntousa 06110
10 MwuKpopaioHa. XapakTtepu3upa ce C
N3KNIUUTENTHO MeK Knumar. MNMpeobnajasa-
wm coptoBe ca ,LlUnpoka menHuwka nosa“,
.KabepHe CoBuWHbOH", ,KabepHe dpaH” u
.Mepno“. PaioHnpaHeTo e npeAcTaBeHO Ha
®durypn 51 6.

.,
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follows:

1. North region - Danube plain -
includes 49 micro-regions and massifs.
Extremely red wines of the Gamza,
Cabernet Sauvignon, Merlot, and Pamid
wines are produced. The production of
white wines is realised mainly through the
production of the Misket, Chardonnay,
Sauvignon Blanc, Aligote and Riesling.

2. Eastern region - Black Sea
region - includes a total of 32 micro-
regions and massifs along the Black Sea
coast and Ludogorie. Here, they produce
the best white wines of the varieties

Chardonnay, Riesling, Dimyat, Junny
Blanc, Muscat Ottonel, Traminer, Aligote.
3. Sub-Balkan region - Rose

Valley. Situated between the Thracian
Plain and the Stara Planina mountain,
including 13 microregions and massifs.

Typical varieties include Riesling,
Rackets and Cabernet Sauvignon.
4. Southern region - Thracian

lowland. It comprises a total of 39 micro-
regions, where 60% of all red wine
varieties in the country are focused:
Merlot, Cabernet Sauvignon, Mavrud,
Pamid and Pinot Noir.

5. Southwestern region - Struma
river valley. Includes a total of 10 micro
regions. It is characterized by its
extremely soft climate. The predominant
varieties are "Broad Melnik Vine",
"Cabernet Sauvignon”, "Cabernet Franc"
and "Merlot". The regionation s
represented in Figures 5 and 6.

o
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®dur. 5 J/1o3apo-BMHAPCKN paioHn B Bbnrapus

Fig. 5. Vineyard regions in Bulgaria
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Alagaps — Ferapelesr paitass
Viticalinral Regions -

dur. 6. Vineyard regions and their respective micro-regions in Bulgaria
dur. 6. JTo3apo-BNHAPCKN pailoHM 1 CbOTBETHUTE MM MUKPOPaioHn B Bbnarapus

BuHata ca 6enu, po3osu (po3e) u
YepBEHU W Ce omnpefensaAT B KaTteropwuu,
BMAOBE 1 TUNose. Kateropunte, BUAOBE-
Te W TWUNOBETe BWHA, nNpepsaraHn B
CbBPEMEHHOTO PecTopaHTLOPCTBO  ca
oTpaseHu Ha Purypa 7.

Bvuposete 1 TunosBe BUHa ca
nokasaHu Ha ®urypmn 8 n 9.

The wines are white, pink (rosé)
and red and are defined in categories,
types and varieties. The categories, types
and varieties of wines offered in the
modern restaurant industry are reflected
in Figure 7.

Types and varieties of wines are
shown in Figures 8 and 9.

Kareropuun BuHa
Categories of wines

Tpane3un BWHaA, Mpou3BedeHU OT rposge, OT
npenopbyMTeNIHNTE paspeLleHyr COpToBe /03N -
06110 ankoxonHo cbabpxaHue ot 20 06.%

Table wines produced from grapes, from
recommended authorized varieties of vineyard -
total alcoholic content from 20 volume percents

KayecTBeHu BMHa, Npou3BeeHn B

onpegesneH peruoH

Quality wines produced in a certain region

PervoHanHo Tpane3Ho BWHO, 0603Ha4YeHO C
reorpaddCko ykasaHue, Mpou3BefeHO OT rposje B
03apCkn  paiioH, 4YMeTo MMe HOCW BUHOTO OT
paspeLLeHy CopToBe /103K.

Regional table wine Labeled with a geographical
indication, produced from grapes in a wine-growing
region whose name carries the wine of authorized
varieties of vines.

KayecTBeHu BMHa
C rapaHTupaHo
HavMeHoBaHune
3a MPou3Xos.

Quality wines
with a
guaranteed

designation of
origin.

KayecTBeHu BMHa
C rapaHTupaHo n
KOHTpO/MpaHo
HavMeHoBaHue 3a
Npou3Xog,.

Quality wines with
a guaranteed and
controlled
designation of
origin

dur. 7. Kateropmm BruHa
Fig. 7. Categories of wine
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BAOBE BVHA
TYPES OF WINES

TUXN — cbabpXaHMeTo Ha
CO; He Hagguwaga 2 g/l
QUIET - Content of CO,
does not 2 g/l exceed

CO,

HATOBAPEHW —
c fob6aBssiHe Ha

LOADING - with
addition of CO»

Cneuvasiim BrHa

Special wines

EctecTtBeHo neHnvsu
Naturally sparkling

|
MeHnunBmn BMHa Vckpswm sBuHa Bnaropop,
Foamy wines Sparkling wines HK
cnajgku
BUHa
EcTecTBEHO NEHNNBU BUHA ﬂVIKbOpHVI BUHA Noble
Naturally sparkling wines Liqueur wines sweet

wines

MeHnmBY - rasnpaHn BUHa
Sparkling - carbonated

Apomartu3npaHu BrHa
Aromatized wines

dur. 8. Buaose BMHa cnopeg, cTaHgapTHaTa knacmdmkayms
Fig.8. Types of wines according to the standard classification

BVAOBT HA BUHOTO ce onpefensa OT 0CTaTbyYHOTO 3axapHO CbAbpKaHne
TYPE OF WINE is determined by the residual sugar content

4 L

4 L

Bvaose Tuxu BUHA crnopej CbAbpXaHneTo
Ha 3axap

Types of still wines according to sugar
content

Bunaose Bce oOLLe UCKPALLM - rasnpaHn BUHa
cnopepj CbbpXaHNeTo Ha 3axap

Types of still Sparkling - Carbonatedwine
wines according to sugar content

Cyxun —3axapHo cbabpxaHue no 4 gll
Dry -Sugar content at 4 g/l

Monycyxu — 3axapHo cbabpXaHue
oT 4 g/l po 12 g/l

Semi dry - Sugar content from 4 g/l
to 12 g/l

Monycnagkn BuHa — o1 12 g/l o 45
o/l

Semi sweet wines — from 12 g/l to 45
g/l

Cnapfkun BuHa — Hapg 45 g/l
Sweet wines - Over 45 g/l

S |
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BploT HaTiop —3axapHo cbabpxaHue 3 g/l
Brut natur - Suaar content to 3 a/l

EkcTpa bptoT — 3axapHo CbabpXaHue [0
6 g/l
Extra Brut - Sugar content to 6 g/l

1L 1l

BploT — 3axapHo cbabpxaHue o 15 g/l
Brut - Sugar content to 15 g/l

1L

EKCTpa cyxu — 3axapHo CbAbpXaHue oT
12 g/l po 20 g/l

Extra Dry - Sugar content from 12 g/l to
20 g/l

iy

Cyxv — 3axapHo cbabpxaHue ot 17 g/l go
359l
Dry - Sugar content from 17 g/l to 35 g/l

1L

Cnafku BYHa — 3axapHO CbAbpXaHue Haj
50 g/l
Sweet wines -Suaar content over 50 a/l

{0

Monycyxu — 3axapHo CbAbpxaHne ot 33
g/l no 35 g/l

Semi Dry - Sugar content from 33 g/l to 35
o/l




dur. 9. Bnaose BMHa crnopep ocTaTbYyHOTO CbAbpXaHve Ha 3axap
Fig. 9. Type of wine is determined by the residual sugar content

3HaynTeneH efieMeHT B CbBPEMEH-
HOTO PECTOPaHTLOPCTBO € TeXHOo/IornAaTa
Ha npocdecnoHasIHOTO 06CcNyXXBaHe C
BWHO. T4 BKNOYBA CMefHUTE eNeMeHTH
OT eTUKeTa Ha 06C/yXBaHe:

* YYyTnMBO M M06e3H0 nogHacsHe Ha
LKapT-nucta 3a HanuTkn” Ha KnueHta — oT
JAcHaTta cTpaHa Ha HEerosoTo
MeCTOnosIoxeHune. NMogHacsaHeTo Moxe Aa
6bAe CBLNPOBOAEHO C KOMeHTap “A3 CbM
rop4 ga Bu npeactaBa Hawarta kapta 3a
HanuTk1" 1 nocneppatl komeHTtap “Ako Bue
umaTte HSKakBM BBLMPOCKU 3a HawuTe BUHA
e 6baa pagocTteH fa Bu otrosops®.

» CbaeiicTBME U nognomaraHe Ha
rocta B usbopa Ha BUHO — GanaHc, pekos-
Ta, KUCENWHHOCT, rogyHa Ha oT/iexaBaHe
Ha BMHOTO B AbO0BM 6BbYBKM, CbAbpXKaHUe
Ha TaHWHW (NpY 4YepBeHWUTE BUHA), WHTEH-
3UBHOCT, KOMMJ/IEKCHOCT;

* [lpuemaHe Ha nopbykarta — cnensa
Ja 6bae noBTOpeHa OT CepBUTbOpa WU
comenuepa,;

» CepBupaHe Ha Heobxogumara
Yalla B 3aBMCUMOCT OT NOPBHYAHOTO BUHO -
YyalumMTe ce [ocTaBAT Ha Tabna u ce
NnocTaBAT B AACHO OT CTpaHaTa Ha rocta;

e MNonyyaBaHe Ha Heo6XOAUMOTO
BVHO;

e [leMOHCTpMpaHe Ha BWHOTO —
TpsAbBa fa ce fJafie Bb3MOXHOCT Ha rocra
Ja npoyeTe eTukeTa Ha BUHOTO, [0KaTo
CepBUTLOPBLT 065BABA HETOBOTO HaUMEHO-
BaHue, npumep —ToBa e byTunka Maspya,
pekonta 2014, koAato Bue nopbyaxre*
(BAS Code of Ethics, 2009).

» OTBapsiHe Ha ByTunkarta n oTcTpa-
HABaHe Ha TanaTta, cnej ogobpsiBaHe Ha
BMHOTO OT K/IMEHTa - OTBapsHETO cTaBa C
nomMoLuTa Ha TUpOYLLOoH. Cnes oTaensHe Ha
Tanara, T4 Moxe ga ObAe nokasaHa Ha
rocta npu nposiBeH OT HEero WHTepec.
CbCTOSIHMETO Ha Tanata (BbHLWEH BUA U
MUPUC) MHOFO TOYHO  XapakTepusupa
CbCTOAHMETO Ha BMHOTO. MapkmpoBKaTta Ha
Tanarta Tps6Ba Aa CbOTBETCTBA Ha onuca-
HWETO B ETUKETA;

 [leryctmpaHe Ha BUHOTO OT rocta -
MaJIKO KO/IMYeCTBO OT BMHOTO Ce OT/NMBa B

A significant element in the modern
restaurant industry is the technology and
technique of professional wine service. It
includes the following service label
elements:

» Politely and graciously serving
the customer with the "Beverage Menu/
Card" - on the right side of the customer’s
sitting location. The presentation can be
accompanied by a comment "I am proud
to present you our beverage card" and a
follow-up comment "If you have any
questions about our wines, | will be happy
to answer you."

« Assistance and help of the guest
in the selection of wine - balance,
harvest, acidity, the year of aging of wine
in oak barrels, tannin content (in red
wine), intensity, complexity;

e Taking of the order - to be
repeated by the waiter or sommelier;

« Serving the required wine glass
depending on the wine ordered - the wine
glasses are delivered on a tray and
placed on the right side of the guest's
sitting location;

- The receipt of the necessary
wine;

« Demonstration of the wine - the
guest should be allowed to read the wine
label while the waiter announces its
name, for example - "This is the Mavrud
bottle, the 2014 harvest you ordered"
(BAS Code of Ethics, 2009).

« Opening the bottle and removing
the stopper after approval of the wine by
the customer - opening with a corkscrew.
After the cork has been removed, it can
be shown to the guest at their expressed
interest. The state of the cork stopper
(appearance and odor) very accurately
characterises the state of the wine. The
marking of the cork must match the
description on the label.

e Tasting wine from the guest - a
small amount of wine is poured into the
guest’s glass for a tasting. When pouring
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YallaTa Ha rocTa, 3a ga ro gerycrtupa. Npu
Ha/IMBaHETO Ha BWHOTO ETUKETLT Ha
6yTunkara Tpsa6ea ga 6bae 06bpHAT KbM
rocta u cnef Kkato NpuKIYY HanMBaHeTo
6yTuskaTa ce 3aBbpTa, 3a fa Ce OTCTpaHu
BMHeHaTa kanka. Vima yetupu CTbMKU npu
Jerycrauusa Ha BUHOTO:

- [ja ce npoBepu Temnepartypata Ha
BVHOTO;

- bytunnkata
OTBOPEHa npef rocta;

- Mpu pasnvBaHe Ha BWHOTO B
yawmte, TO TpsAbBa ga 6bae 6UCTPO M
61ecTAaLo, He3aBUCMMO Aanu e 6510 unu
YepBEHO 1 [a MUPULLIE HA YNCTO U CBEXO;

* Yawara Tpabsa fa ce paskiatu c
BbPTE/IMBO ABWXEHUE, 3a Ja ce 0cBo6oAn
apomarbT B NpasHOTO U MPOCTPaHCTBO.
Hait-Hakpas ga ce otnue. [la ce 3aabpxu
BMHOTO B ycTata, Aa ce 3aBbpTu OKOJIO
e3nka, Taka 4ye fga [OCTUTHE BCUYKM
BKYCOBW peLenTtopy u fa ce npernbTHe.
BvHoTO He TpaAbGBa fa uMa CcTpaHuyHa
Mupusma (HanpuMmep Ha Kopk) u Tpsibea ga
nma TPaeH Mnoc/eBKYC;

* BuHarn e no-gobpe nbpBO Aa ce
nopbya xpaHata W f[a ce Hanpasu
KOHCYyNTauusa cbC cepBuUTbOpa (comenuepa)
3a nsbopa Ha BUHO;

» CepBupaHe Ha BWHOTO - Ccfep
opobpsiBaHe Ha BMHOTO ce obcnyxsart
BCUYKM TOCTM Ha macara. BwuHOTO cCe
HanMBa OT JfcHata cTpaHa Ha rocrta.
ByTunkara ce AbpXu C gAacHaTa pbka, Taka
Yye [a ce BMxJa eTukeTbT. YalaTa 3a 6510
BMHO Ce MbJ/iHM [0 2/3, a C 4YepBeHO —
HanonosuHa (1/2 ot vawaTta). bytunkarta
Ce Hak/laHA Haf vallara Ha pascTosiHue - 8
-10 cm. CtapoTto BMHO Cce pas/iMBa, Kato
byTuKaTa ce AbPXW KOJIKOTO € Bb3MOXHO
no-6nm3o o vawara. pu cepsBupaHe Ha
cTapy BMHa C KOLUHMYKA Yallara /ieko ce
HakMaHs KbM bp/OTO Ha 6yTunkata, kaTo
ce ObPXW C NnABarta pbka 3a ocHosara, 6e3
[a ce oTAenia Hanb/IHO OT Macara.

CepBupaHeTo Ha 065710 BUHO ce
M3BbpLUBA B CTbK/IEHM Yalln C BMECTUMOCT
100- 120 cm® , AOKATO NPY YEPBEHOTO BUHO
ce nonseat CTbK/EHU Yalln C BMECTUMOCT
150 cm®. HanmBHuTe TpanesHu BuHa (6enm
W YepBeHN) MoraTt Aa ce cepBupart B KaHu C
BMecTUMOCT 200, 500 wnm 1000 cm®.
MeHNvBUTE BMHA Ce cepBMpaT B 4alum C

TpsbBa pa 6bae

the wine, the bottle label must be facing
the guest, and after the pouring is
complete, the bottle is rotated in order to
avoid any wine drop spillage. There are
four steps to wine tasting;

- checking the temperature of the
wine;

- the bottle must be opened in front
of the guest;

- when pouring the wine into the
glass, it must shine, be clear and brilliant,
whether white or red, and it must smell
clean and fresh;

» The cup should be swilled with a
rotating motion to release the flavor in its
empty space. Finally, sip the drink. One
should hold the wine in the mouth, rotate
it around the tongue so that it reaches all
the taste buds and swallow. The wine
should have no odor (such as cork) and
should have a lasting aftertaste;

« It is always better to first order the
food and consult the waiter (sommelier)
for the choice of wine;

e Serving the wine - after the
approval of the wine, all the guests on the
table are served. The wine is poured on
the right side of the guest. The bottle is
held with the right hand so that the label
is visible. The white wine glass is filled up
to two thirds, and red - half full. The bottle
is tilted over the glass at a distance of 8 -
10 cm. Old wine is easy to spill so the
bottle is held as close as possible to the
glass. When serving old wines with a
basket, the glass is slightly tilted to the
neck of the bottle while holding the base
with your left hand, without being lifted off
the table completely.

Serving white wine is done in wine
glasses with a capacity of 100-120 cm3,
whereas for red wine, glasses with a
capacity of 150 cm3 are used. Dinner
wines (white and red) can be served in
decanters or jugs of capacity 200, 500 or
1000 cm3. Sparkling wines are served in
glasses with a capacity of 100 to 120
cm3, with a special shape - short, broad
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BMecTMMocT oT 100 pgo 120 CM3, CbC
cneunanHa dopma — KbCa LUMpoOKa Wn
BMCOKa KOHYCO06pasHa, C BUCOKM CTONYeTa.

KoraTo rocteT He o406pu BWHOTO,
CepBUTLOPBT  (COMENUepPbT) MOXe Aa
[oHece BTOpa OyTu/Ka wunv ga Npeasioxu
Apyr BuA BMHO. BANOTO BMHO BUHaru ce
cepsupa npeay 4YepsBeHOTO. JleknTe BUHA
ce cepBupar npeau otnexanute (ctapw).
CyxoTO BMHO Ce cepBupa npeau gecepr-
HOTO BMHO. BuHaTa TpsibBa aa ce cepsupar
CBeXu npef wambpupaHu, Temneparypara
nm Tpsibea ga e ctanHa (Marvin, 2003).

* CepBypaHe Ha BMHO MO BpeMe Ha
KOHCyMauus Ha acTusTa.

CepBuTLOPBLT (COMenepbT) TpsabBa
fa 6bAe BHMMATENEH U Ja cneju kora e
HeobXoAUMO [fa Cce Hafnb/HAT vawuTe
OTHOBO. KoraTto valuute ca noytv npasHu
CepBUTLOPBLT MOXe Aa nonuTta “bux v Bu
06e3MoKoNN € oLle Masko AONb/HUTESTHO
KONMMYECTBO BUHO?“ W MPU MNONOXUTESNEH
OTrOBOP Aa AOMbJ/IHU YaluuTe.

» OTcepBupaHe Ha npasHara nocyga
W Yawu cnep MNpUKIlOYBaHe Ha KOHCY-

mMaumsTa.
« 3annailaHe Ha CTOMHOCTTA Ha
KOHCyMMpaHaTa XpaHa W Hanutkm — B

TedpTepyeTa OT Koxa.
* YuTBO 1 nt06e3HO M3npaljaHe Ha
rocta c ycmumeka (Lukashevich, 2001).

Cropefi racTPOHOMUYECKUTE HayKMu,
BCAKO BWHO Tps6Ba fAa € nepdeKkTHo
KOMOMHMpPAHO M Ja € B XapMOHUA CbC
CbOTBETHO fAcTMe. Ha durypa 10 ca
npecTtaBeHW HaW-noaxogawmTe Bb3MOX-
HOCTM 3a KOMOGWHMpaHe Ha pasnyHu
BMAOBE BMHA C Pas3/IMYHN  XPaHUTENHN
NPOAYKTK.

or tall cone shaped glasses with long
stools.

When the guest does not approve
of the wine, the waiter (sommelier) can
bring a second bottle or offer another
type of wine. White wine is always served
before red. Light wines are served before
the aged wines. Dry wine is served
before the dessert wine. The wines
should be served fresh and at room
temperature (Marvin, B., 2003).

e Serving wine during
consumption of dishes.

the

The waiter (sommelier) should be
careful and inspect when it is necessary
to re-fill the glasses. When the glasses
are almost empty, the waiter may ask,
"Could | disturb you a little more wine?"
And if yes, the waiter (sommelier) should
top up the wine glasses.

« Removing empty utensils and
glasses after consumption.

» Payment of the value for food and
beverages consumed- in small leather
notebooks.

 Politely and courteously sending
the guest off with a smile (Lukashevich,
2001).

According to the gastronomic
sciences, every wine must be perfectly
combined and be in harmony with the
corresponding dish. Figure 10 shows the
most appropriate options for combining
different types of wine with different food
products.

= THE BASICS TO WINE & FOOD PAlRIMNG
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®dur. 10. CbyeTaBaHe Ha pa3/IMYHN BUAOBE BUHA C XPaHuU
Fig. 10. Combining different types of wine with food products
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BenuTe BMHa ce KOMOUHMPAT C Nekn
1 6eny mMeca kaTo NUeLLKo Meco, NaTeLuko
Meco, pas3nnyHu Buaose puba n cpeau-
3eMHOMOpPCKa XpaHa, arHewko Meco.
UepBeHuTe BMHA Ce KOMOUHMPAT C YepPBEHM
N MO-TEXKM Meca, KaTo TeneLwKo Meco,
CBWHCKO MECO, OBHELLIKO 1 FOBEX0 MeCO.

3a uenuTte Ha HaCTOAWOTO MNpPOyY-
BaHe MpoBefOXMe aHKeTa Ha PecnofeHTu
OT pas/iM4yHN Bb3PacToBM rpynu — oT 25
roguin o 70 roguHu. WHTepstoTata ce
nposexjaxa NMCMEHHO U rpynoso. Te 65xa
HacoyeHW KbM KIMEHTW, nocelasanu
BMHEHW pecTopaHTM B bbarapus u B
yyKObnHa. AHKeTMpaHeTo 6e npoBefeHO B
pasfiMyHn pecTopaHTM B rpag [11oBaus,
Kato kapTuTe ce pasfasaxa W nonb/jBaxa
aHOHUMHO W camocToaTenHo. O6WuAT
6poil Ha aHKeTMpaHWTe pecrnoHAeHTn e
100. O6paboTkaTa Ha AAaHHUTE € OCbLLECT-
BeHa B MS Excel. Pesyntatute ca BbBefje-
HW 1 0606LLEeHN Bb3 OCHOBA Ha BUXAAHETO
Ha no-rofiaMaTa rpyna KOHCymaTtopu.

®dur. 11. MNpoueHT Ha pecnogeHTuTe 3a
pecTopaHT
Fig. 11. Percentage of respondents
restaurant

OT ycTaHOBEHMSA NMPOLLEHT Ha Te3u,
KOUTO 4YEecTOo KOHCyMupatT BWHO Mpu
nocelleHMsaTa cu B pecTopaHT (48%),
06eAMHEH C TO3W Ha KNIMEHTUTE, KOUTO CU
nopbYBaT MNPU BCAKO MOCELLEHUE, MOXE
Ja ce Hanpasu M3BOA4bLT, Y€ BUHOTO €
npegnountaHa Hanutka (Purypa 11). Ha
durypa 12 e nokasaH MNPOUEHTBLT Ha
pecnofeHTuTe, oTunTaly BAUSHUETO Ha
HauMHa Ha nofgHacsiHe Ha BUHOTO B
3aBejieHnsiTa 3a XpaHeHe 1 pasBrievyeHust
BbpXYy TEXHUS KOMMOPT Ha MpPECTON.

White wines are combined with
light and white meats such as chicken,
duck meat, various fish and
Mediterranean food, lamb. Red wines are
combined with red and heavier meats
such as veal, pork, mutton and beef.

For the purposes of this study, we
conducted a survey of respondents from
different age groups, from 25 to 70 years
of age. The interviews were conducted in
writing and in group settings. They were
targeted at customers who visited wine
restaurants in Bulgaria and abroad. The
questionnaire was conducted in various
restaurants in the city of Plovdiv, where
the cards were distributed and filled
anonymously and independently. The
total number of interviewed respondents
were 100. The data processing was
carried out in MS Excel. The results were
input and summarized based on the view
of the larger group of consumers.

Is wine consumed often Percentage of

when visiting a restaurant? respondents
(%)

[a/Yes 48

He / No 7

MoHsikora / Sometimes 21

Mpu BCAKO nocelleHne 24

Every visit

KOHCyMauuAa Ha BMHO MNMpu noceweHne B

who consume wine when visiting a

Of the percentage of those who
often consume wine during their visits to
a restaurant (48%), combined with that of
customers who order at each visit, it can
be concluded that wine is a preferred
drink (Figure 11).

Figure 12 shows the percentage of
respondents whose levels of comfort
during their stay were influenced by the
way wine is served in dining and
entertainment establishments. The
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Hail-ronemmnsaT NpoLeHT OT pecrnofeHTuTe
(58.34 %) onpepenst, 4ye B onpeaeseHa
CTeneH nMpaBWNHOTO MNOJHAcCAHe Ha
BMHOTO OKa3Ba B/ivsiHWE, 36.12 % umart
MHEHMe, 4ye noJHaCAHeTO Ha BWHOTO
cropej, n3ncKksaHuAaTa nMma U3KIunTen-
HO B/IMsIHME BbPXY KOMcpopTa Ha roctu-
Te. MHOro manbk npoueHT ot Tax (5.54 %)
nocoysaT, Ye NOJHACSHETO Ha BMHOTO He
oKa3Ba B/MSHWE BbPXY TEXHUSA KOMAOPT.
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largest percentage of respondents
(58.34%) determined that to some extent
the proper wine presentation is influential
on their stay, 36.12% of the respondents
believe that the serving of wine according
to requirements has a great influence on
the comfort of the guests. A very small
percentage of them (5.54%) indicate that
the service of wine does not affect their
comfort.

Question to the respondents — [Percentage of
the correct wine-making on the |respondents
comfort of the guests? (%)

[a, B onpefeneHa creneH 58.34
Yes, to a certain extent

Ja, n3knynTesiHo 36.12
Yes, exceptionally

He Bnuse / Does not affect 4.16

Mo ckopo He / Not at all 1.38

®dur. 12. NpoueHTHO pa3npejeneHne Ha pecnogeHTnTe, oTumTawm BIMAHNETO Ha
nogHacsiHe Ha BUHOTO BbPXY KOMpopTa Ha 06CcnyXBaHe

Fig. 12. Percentage distribution of the respondents, who consider wine
presentation and service influential on the comfort of service

MpoBefeHO e aHKETHO Mpoy4yBaHe,
oTYMTaLLO AaNn KNNEHTUTE B PecTopaHT-
uTe mmat HeobxoaumocCT ga 6baart Haco-
YyeHn B us3bopa Ha HanuTka U ganu Hag-
LueHkaTa, onpejefsieHa B pecTopaHTuTe,
OTroBapsi Ha NpegoCcTaBeHOTO 06CYXBa-
He. Pesyntatute ca npeacTtaBeHu Ha
®urypn 13 n 14.
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A survey was conducted to
determine  whether  customers in
restaurants need to be pointed towards a
choice of drink and whether the mark-up
in restaurants corresponds to the service
provided. The results are presented in
Figures 13 and 14.

Question to respondents - do | Percentage of
the respondents have the respondents
need to be pointed towards (%)

choosing a wine?

[a, Heobxoaumo e / Yes 93.06
He BuHaru / Not always 5.04
He, He e Heobxoaumo / No 1.00

®ur. 13. MpoUEHT Ha pecrnofeHTUTe 3a HeobxoAMMOCTTa Aa 6bAaT HacouBaHU

npu n3éopa Ha BUHO

Fig. 13. Percentage of respondents regarding the need to be guided when

choosing a wine
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Question Percentage of
to respondents - does | respondents

] the mark up affect (%)
the impact of the

6 1 | m15.27 service provided?

' Na/Yes 15.27

41 m87.14%

2 i\ m0.00% He / No 87.14

o -+

|L-|. a Hie

®ur. 14. MpPOUEHT Ha PecrnofeHTUTe 3a BAWSHUETO Ha HajLeHKaTa BbpXy
npenocTaBeHOTO 06CNyXBaHe B pecTopaHTa
Fig. 14. The percentage of respondents regarding the impact of the mark-up on

the service provided in the restaurant

Mo-rosiemMmaT NpoLeHT OT pecno-
peHtute (93.06 %), oTpasaBar Heob6Xxo-
AVMOCTTa OT COMEeNUepu B 3aBefeHnsTa
3a XpaHeHe 1 pa3BfieyeHns N JaBaHe Ha
npenopbkM 3a MOoAHAcCAHE Ha BUHO U
CbyeTaHWeTO My C pasIvyHU BULOBE
XpaHu. Mpu NpoBeLEHOTO MHTEpBIO 3a
npefocTaBsHe Ha HajLeHka oTrosapsLia
Ha KayecTBOTO Ha o06cCnyxBaHe no-
rofIeMVAaT MPOLEHT OT aHKeTupaHute
(87.14 %) oTroBapAaT oTpuUaTesiHo,
3all0TO BMHEHAaTa Ky/nTypa BCe OLe He e
Ha MHOTO BMCOKO HUBO B Bbarapus.

MpoBefeHOTO aHKETHO Mpoy4YBaHe
JEMOHCTpMpa peasHata Harnaca Ha
pecnogeHTuTe  KbM  BWMHOTO,  Karto
crneyuasiHa HanuTka.

N3BOAN

B paspaGoTkata npocreguxme
BMHEHaTa KynTypa OT MWHa/oTo Ao
HalleTo cbBpemMue. HanpaBuxme aHaius
Ha pasfiMyHM BUOBE W KaTeropuy BMHA
OT pas3/IMYHM PEernmoHn Ha cTpaHarta,
npocneanxme MpouecuTe Ha nogHacsiHe
Ha pas/iMyHUTEe BMAOBE BMHA B MUHa-
NI0TO, CBLMNOCTABEHO CbC CbBpPEMEHaTa
OENCTBUTENTHOCT B OBArapCKOTO pecTo-
paHTbOpcTBO. Pasrnegaxme npasuniata
3a CbCTaBsHe Ha BWHEHa nucTa, nogbop
Ha BMHaTa cropej Tuna KAWEHTKU, noce-
LLlaBallly pecTopaHTa, cCbobpassiBaHe CbC
CEe30HHOCTa, NpremMaHe 1 cknagupaHe Ha
BMHATa, YC/I0BMSITA 3a CbXpPaHeHWe, OCu-

The greater percentage  of
respondents (93.06%), reflect the need
for sommeliers in restaurants and
entertainment establishments, and their
recommendations for wine and its
combination with different types of food.

In the interview conducted
regarding the impact of a mark up which
corresponds to the quality of service, the
larger percentage of the respondents
(87.14%) responded negatively because
the wine culture is not yet at a very high
level in Bulgaria.

The survey conducted
demonstrates the true attitude of the
respondents towards the wine as a
special drink.

CONCLUSIONS

In this research, we have traced the
wine culture from the past to our present
day. We have analysed different
categories and varieties of wines from
different regions of the country, we
followed the processes of presenting and
serving different types of wines in the
past, compared to the contemporary
reality in the Bulgarian restaurant industry.
We reviewed the rules for creating a wine
list, selecting wines according to the type
of customers visiting the restaurant,
seasonality, accepting and storing wines,
storage conditions, providing the full
range of tools and utensils needed for
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rypsiBaHe Ha Mb/ieH Habop OT Heobxoau-
MUTE MHCTPYMEHTM M nocobus 3a AekaH-
TUpaHe, peanusauusi U notpebneHue,
nogbop w cenekyusl. AHanusvpaxme
CbYeTaHWeTO Ha BMHATa MO KaTeropuu u
BMAO0BE C Pas3/IMYHN ACTUSA, NpegnaraHn B
PecTopaHTbOPCKOTO MeHH. MNpoBeaeHOTO
aHKETHO NpoyyBaHe Mokasa rosiiMO BHU-
MaHWe W KOMMETEHTHOCT Ha PecnofeH-
TMTE KbM BWHOTO KaTto HanmuTka W
B/IMSIHUETO HA HauMHa Ha NogHacsiHe KbM
usnocTHaTa My peanmsayus.

decanting, realisation and consumption,
the choice and selection. We analysed the
combination of wines by categories and
varieties with different dishes offered on
the restaurant menu.

The survey carried out showed a lot of
attention and competence from the
respondents toward wine as a drink, as
well as the influence of the wine service
and presentation on its overall realisation.
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On the way to the Thracian wine
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PE3IOME

B paspaboTkaTa cme pasrneganu
BVMHEH paiioH , TpakuiickaTa HU3nHa“, Kos-
TO e TpaauuMOHHa NoBesA Ha NpPou3BOA-
CTBOTO Ha KayeCTBeHW 6b/irapcky BrHa ot
MeCTHW copToBe. Pa3rnefanv cme Tepu-
TOpUATa B KOATO OCHOBHO Ca KOHLEHTPU-
paHu MnoBeyeTo OT YepBEHUTE COPTOBE
rposfe, HO Hapef C TAX U 6barapckute
copTtoBe - Mucket yepseH u Aumar. lMpe-
OVMHO cMe HabrnerHann Ha oTrnexaaHu-
Te uJepBeHW copToBe MaBpysn, Py6uH,
Mepno, KabepHe CoBUHbLOH, MUCKET uep-
BeH 1 Mamug, 13non3BaHM 3a HanpasaTta
Ha BUWCOKOKayeCcTBeHW, 6oratn, MJIbTHU
6b/rapcky BMHA, CbyeTaBaly WHOBA-
LUMOHHUTE TnpoLecu W KayecTBOTO Ha
6bnrapckute coprtose. lMpoyunxme Tasu
TepuTopus KaTo gecTnHauus 3a passutme
Ha BWHEH TYpM3bM WK KaTo NbTyBaHe
MeXay aHTMYHOCTTa Ha BUHOTO U Mofep-
HUAT MYy 3aBbpLUEH BuUA 3a MNOTBbPXAa-
BaHe Ha AaymaTa ,/103a”, Tpakuiicka no
npousxon. HanpaBuxme COOGCTBEHM MpPO-
yuBaHUSA W MNOCELLEHNSs Ha BUHAPCKUTE
nm3bn - BUHApPCKO uMeHue "[paromwup”
/Dragomir Winery Estate/, Ctaparta u36a

SUMMARY

We have examined the Thracian
Plain Wine Region, which is a traditional
region of producing quality Bulgarian
wines from local varieties. We have
explored the territory in which most of the
red grape varieties are concentrated, but
among them the Bulgarian varieties -
Misket and Dimyat.

We have mostly focused on the cultivated
red varieties Mavrud, Rubin, Merlot,
Cabernet Sauvignon, Red Misket and
Pamid, used to make high quality, rich,
dense Bulgarian wines combining the
innovative processes and the quality of
the Bulgarian grape varieties. We studied
this territory as a destination for the
development of wine tourism and as a
journey between the antiquity of the wine
and its modern, finish kind to confirm the
word "vine", with a Thracian origin.

We conducted our own studies and visits
to the wine cellars “Dragomir Winery
Estate”, “Starata izba Purvenets,” “Villa
Todoroff”, “Villa Vinifera” and “Vila
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B ceno lMbpeeHey, /Starata izba Purvenets/,
BV "Togopodhh”, Buna "BuHudpepa” /Villa
Vinifera/ n suna "FOctuHa" /Villa Yustina/.
Ha Ta3n 6a3a nnaHvpaxme u pa3paboTnxme
MaplpyT 3a BUHEH Typu3bMm C 6oraTta
nporpamMa u Aerycrauusi Ha BMHaTa oOT
NMOCOYEHNTE BUHAPCKN 136U B TO3M PETMOH.
Kntouosu aymu: cenekuus
6bArapckM BUHA, WMHOBALMOHHM npolecw,
BMHEH Typ, BMHapcka 136a, AerycraumoHeH
aHanuns, eHono3u, NMMUTMpaHa cepus

YBO[,

NpesaTa 3a npoyysaHe Ha eauH OT
Hali-cTapuTe paiioHu B CBETa, NMPOM3BEX-
jaw, BMHO oT okono 7000 roguHu, Bb3-
HUKHA cfef [AoKa3aTeficCTBOTO 3a Kadec-
TBOTO Ha TPaKMINCKOTO BWHO, & VMEHO
npu3bT Ha rpag Mnoesavme u Tpakuiicka
HU3MHa B HajgnpeBapaTa 3a ,Haii-gobpa
BUMHeHa pgecTuHaums 3a 2017 roguHa’,
crnopep knacauuaTa Ha ,Wine Enthusiast”.
MoyeTHOTO BTOPO MACTO 6€ OTCbAEHO
6narofapeHne Ha nNpPoOU3BOACTBOTO Ha
KayecTBeHW Ob/rapCckM BUHA OT MECTHMU
coptoBe. bnaropogHaTa HanuTka, npemu-
Hana npes BEKOBHM 06u4yaun, npeTbpnsana
NPOMEHW, HO 3anasn/ia XapakTepHUAT cu
BKyC, npocnassa bbarapusa npen ceeta. B
IOXKHOOBITAPCKMA  palioH, KIMMaTbT €
yMepeHo — KOHTUHEHTasIeH, 3alluTeH OT
OCTpW CeBepHuM BeTpoBe, C [J06po
pasnpefeneHve Ha Basexute npes
uenus BereTauMoHeH nepuod. PaioHbT
obxBalla 3anagHuTe U UeHTpasiHU YacTu
Ha TpakuiickaTa HW3WHA, TepuTopus B
KOSAITO OCHOBHO Ca KOHLIEHTpUpaHu nose-
4yeTo OT YepBeHUTE COpPTOBE rpo3je, HO
Hapes ¢ TAX U 6barapckute MuckeT uep-
BeH 1 Aumat. OTrnexgaHn ca npeaMMHo
yepBeHuTe coptoBe Maspya, PyouH,
Mepno, KabepHe CoBUHLOH, MUCKET uep-
BeH n MNamuza, n3nonssaHn 3a nNpou3Boj-
CTBOTO Ha BWCOKOKaYyecTBeHMW, 6oraTu,
NAbTHA OBbATapcKM BUHA, CbyeTaBalin
WHOBALMOHHUTE MNpoLecu U KayecTBOTO
Ha 6bArapckuTe CopToBe, PasnosIoXeHU
no Xb/IMACTU TEPEHU, BbPXY NECHUY/IUBO-
rnuHecTu, ropcku nousm (Abrasheva et al.,
2008).

Justina” / Villa Yustina/.

On this basis, we planned and developed
a wine tourism route with a rich program
and wine tasting from the wine cellars in
this region.

Keywords: Selection of Bulgarian
wines, innovative processes, wine tour,
wine cellar, tasting analysis, enologists,
limited edition

INTRODUCTION

The idea of exploring one of the
oldest regions in the world, producing
wine for about 7000 years, came after
proof of the quality of Thracian wine, more
accurately the presence of the city of
Plovdiv and the Thracian Lowland in the
competition for "Best Wine Destination for
2017" according to the "Wine Enthusiast".

The honorable second place was given
thanks to the production of quality
Bulgarian wines of local varieties. The
noble beverage, which has passed
through centuries of customs, has
endured change, but nonetheless has
retained its characteristic taste, glorifies
Bulgaria to the world. In the southern
Bulgarian region, the climate is temperate
- continental, protected from sharp
northern winds, with a good distribution of
precipitation throughout the cultivating
season. The area covers the western and
central parts of the Thracian Plain, a
territory where most of the red grape
varieties are mainly concentrated, but also
the Bulgarian Misket and Dimyat. Mainly
grown are the red varieties Mavrud,
Rubin, Merlot, Cabernet Sauvignon, Red
Misket and Pamid which are used for the
production of high quality, rich, dense
Bulgarian wines combining innovative
processes and high quality Bulgarian
grape varieties located on hilly terrains
based over sandy-clay, forest soils
(Abrasheva et al., 2008).
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B HacToswaTta paspaboTka e
6bAe npocnefeHa possTa Ha BUHOTO
KaTo caMoCTosiTeNIeH BUA, cneynanusmpaq
TYp13bM, BK/IHOYBALL, MOCELLLEHUSA Ha J1030-
BW MacuBW, BUHApPCKM 136K, 3ano3HaBaHe
C TEXHOOTMYHUTE NpoLiecy 1 peasnmsnpa-
He Ha feryctauun. 3a ga 6bAe ycneweH
NnpexoabT Mexay TeEXHOOrMYHUTE npoLe-
CU W ufAnocTHaTa npeacrtasa 3a Tpakuid-
CKOTO BMHO € MW3rOTBEH BWHEH MapLlipyT
UMEHYBaH ,BKyCbT Ha TpakuniickoTo BUHO".

LenTa Ha HacTosAwaTa paspaboT-
Ka e fja npocneaMMm MbTa Ha Tpagu-
LMOHHOCTTa MpW NPOU3BOACTBOTO Ha
BMHO BbB BUHEH pailoH Tpakuiicka HU3n-
Ha. AKLEHTBbT Ha CBOe06pPas3HOTO Mpoyu-
BaHe e HacoyeH KbM MeT BUHAPCKN 136w,
npomsBexgally BMUCOKOKAYECTBEHU BMHA —
BWUHAPCKO uMMeHwune ,[paromup”, ,Ctaparta
usba”, BuHapHa ,Togopodhp”, BuNa

~BuHncepa” n suna ,HOctnHa”.

AHAJTN3 HATIPOYYBAHETO

BUHEHUAT Typu3bM e BUf cneunann-
3upaH Typu3bM, MpPU KOWTO Ha TypucTa ce
npefocTaBaT  CNefHUTe  Bb3MOXHOCTMU:
3anosHaBaHe C /1039 1 N03apCku NPaKTUKK
(3apsa3BaHe, rpo3nobep) OT AafeH PervoH;
C uctopuATa, TpaguuumMte U BUHOMNPOWU3-
BOACTBOTO Ha BMHAPCKM Kbl (136U, LieXoBe
WUNn 3aBoau), ¢ pasHoobpasneTo Ha pasnny-
H/ BMHA 4pes3 Agerycraumu, Ja ydvacTtBa B
NpasHULM, PUTYasTHN NPaKTUKM U dhecTnsau,
CBbp3aHu C BUHOTO M cbyeTaHu ¢ 6oraT don-
Knop u aHumaumm (Stamov and Nikovska,
2008; Nikovska et al., 2013).

MopbpaHuTe npefBapuTeNHO BU-
Hapckn u3bu ca 06eKT Ha TypUCTUYECKO
TbpCeHe U npejjiaraHe Ha anTepHaTUBHa-
Ta dpopma ,BuHeEH Typu3bM B paiioHa Ha
rpag Tnosgue W Tpakuiicka HU3MHA".
lMpocnegssaHeTo Ha nocTtaseHaTa 3ajadva
Ha npoyyBaHeTo (MbT Ha TPAKMIACKOTO
BMHO) 3arnoysa C OMo3HaBaHe Ha nocete-
HUTE BUHApPCKM W©36U UK 3aBbplBa C
W3rOTBEH W NpPeA/ioXeH BUHEH MapLipyT
»BKYCBHT Ha TPaKMINCKOTO BMHO".

BUHEHMAT MapLupyT BK/1HOYBA NOCELLEHNE Ha:
BuHapcko nmenuve Jiparomump”;
VmeHreTo e cb3fafeHo bnarogapeHue Ha

In the following study, we will
examine the role of wine as a separate
type of specialised tourism, which
includes visits to vineyards, wine cellars,
introduction to the technological
processes and wine tasting. In order for
the transition between the technological
processes and the overall view of the
Thracian wine to be successful, a wine
route hamed "The taste of the Thracian
wine" was prepared.

The aim of the following paper is to
trace the path of tradition during wine
production in the Thracian Lowland wine
region. The focus of this study is centred
around five wine cellars producing high
quality wines — the Dragomir Winery
Estate, Starata Izba, the Todoroff Winery,
Villa Vinifera and Villa Yustina.

ANALYSIS OF THE STUDY

Wine tourism is a type of
specialised tourism, where the tourists are
given the following options: getting
acquainted with vineyards and wine-
making practices of a region (harvesting
the crop, grape harvesting); With the
history, traditions and winemaking in wine
houses (wineries, workshops or factories), a
strong variety of different wines through
tasting, taking part in celebrations, rituals
and festivals related to wine combined with
rich folklore and animations(Stamov and
Nikovska, 2008; Nikovska et al., 2013).

The preselected wine cellars are
the subject of tourist demand and offer an
alternative form of "Wine tourism in the
region of Plovdiv and Thracian lowland".
The tracking of the research task at hand
(Thracian Wine Route) begins with the
acquaintance of the visited wine cellars,
and ends with a prepared and proposed
wine route "The Taste of the Thracian
Wine".

The wine route includes a visit to:
"Dragomir" Winery Estate;
The mansion was created thanks to the
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MedyTaTa Ha ABama O6bArapcku eHonosun -
Hatanua lagxeBa n KoHcTaHTUMH CTOEB,
Ja nopobpAT BKycOBUTE KadecTBa Ha
6BbArapckoTo BUHO. Mponssexaar 0CHOBHO
KYMaXKHW BWHA, NOMYyYEHU OT rpo3feTo Ha
cenekTupaHu pefoBe OT onpefeneHn no-
30BM MacuBW, KOHTPO/MpaHWN LEeNoroguLL-
HO. OO6LOTO KOMIMYECTBO MNPOM3BEXAAHO
BVMHO 3a JajeHa rogvHa Bb3nnsa Ha 0Koslo
60 000 6yTunku. MapTnante Ha OTAEHUTE
MapKu BMHa ca C JIMMUTUPaHN KOSIM4yecTBa
n ce ByTunmpar egHOKpaTHO. HAkoun oT TX
ca npefHasHayeHn caMo 3a pecTopaHTu U
ueHuTenu. Mpegu ga ce npeanoxar Ha na-
3apa, BUHaTa npemMuHaBaT npes 3agb/Ku-
TeneH npouec Ha OYTWIKOBO CTapeeHe.
Hali-enuTHnTE NapTnam cb3psasar B 6yTun-
Ka MUHMMYM 3a nepuog OT 12 meceua.
BvHapckoTo MMeHMe npegnara nocewe-
HMe, 3ano3HaBaHe C MPOU3BOACTBEHUTE
npouecn n gerycraums Ha BuHa. Hamupa
ce Ha TeputopusTa Ha rpag MNnosays [5].
.CTapaTa nsba”, cesno MbpeeHeL;
.CTapata wu36a”, B ceno [bpBeHey,
3anoysa ucropusata cu npes 1881 roguHa.
MocTtpoeHa e ot Aumutbp Boxwunos, a B
HayanoTo Ha [JBajeceTM BeK Be4ye e
M3BECTHA C BUCOKOKAYECTBEHWTE CU BUHA.
Mo BpeMeTo Ha coumanusma e HaunoHanu-
3upaHa 1 6uBa n3non3BaHa Kato pe3ngeH-
Uus 32 NOCpeLLaHeTo Ha BMCOKOMOCTaBEHN
roctu. B Haww gHW e Bb3BbpPHasa cnaearta
Ha Job6pa BUHapcka u3ba, npeacTaB/isiBa-
lWa YHUKa/IEH apXWUTEKTYpeH KOMMJEKC, B
KOMTO TpaguummMTe cpewart ObaeLeTo.
OTBOpeHa e 3a TYpUCTUYECKM NOCeLLeHNS,
C npeaBapuTesnHa pesepsauus [6].
BuHapHa ,Togopodd”, ceno bpecTosuua,

dream of two Bulgarian oenologists -
Natalia Gadzheva and Konstantin Stoev,
with the aim to change the taste of
Bulgarian wine in order to improve its
taste. They mainly produce wines for
retail, obtained from grapes on well-
selected rows of certain vineyards,
controlled all year round.

The total quantity of wine produced in a
given year amounts to about 60,000
bottles. The batch of individual wine
brands are of limited quantity and are
bottled only once. Some of them are for
restaurants and connoisseurs only.
Before they are offered on the market, the
wine passes through a mandatory
process for bottle ageing. The most elite
batches mature in their bottles for a
minimum of 12 months. The wine estate
offers a visit, familiarisation with the
production processes and wine tasting. It
is located on the territory of Plovdiv [5].
"Stara Izba", the village of Purvenets;

The "Stara Izba" in the village of
Purvenets began its history in 1881. It
was built by Dimitar Bozhilov and at the
beginning of the twentieth century, it was
already well known for its high quality
wines. During the time of socialism, it was
nationalised and used as a residence for
the welcome and reception of high-
ranking guests. Nowadays, it has
regained the glory of a reputable wine
cellar, manifesting a unique architectural
complex in which traditions meet the
future. It is open for tourist visits subject to
prior reservation [6].

"Todoroff" Winery, Brestovitsa village;

Ta3un BUHapHa e nbpBaTa 6yTukoBa 1M3ba B
Bvnrapusa, npoussexgaiwia BUHO C Tpagu-
uus 1 BOBbXHOBEHWE, UABalLlo OT BEKOBETE.
MocTpoeHa e npe3 1945 roanHa ot 6paTa
AHOoHOBKM. Te ca Hali-u3BecTHUTe 3a ToBa
BpeMe BMHOMPOM3BOAMTENN N TbProBLUM Ha
BWUHO B pernoHa. MNpe3 1947 r. nsbara e
HauuoHanm3npaHa n ensa npes 1992 r. e
BbpHata Ha HacnegHuuyute. MNpe3 2001 r.
HacToAWMAT cobcTBEHMK — MBaH Toaopos
KynyBa u3bara W U3BbpLIBA OCHOBHA
PEKOHCTPYKLMA M MOoAepHM3aUus, cbyeTa-
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This winery is the first boutique wine
cellar in Bulgaria, producing wine with
tradition and inspiration from centuries
past. It was built in 1945 by the Andonov
brothers. They were the most famous
wine producers and wine merchants in
the region at the time. In 1947 the cellar
was nationalised and in 1992 it was
returned to their heirs. In 2001, the
current owner — Ivan Todorov bought the
cellar and undertook a  major
reconstruction and modernisation,



Balikn Hali-CbBPEMEHHM TEXHOM0rMM 3a
NpPOM3BOACTBO C HGb/rapckara Bb3poXaeH-
Cka apxuTekTypa, npeBpblualiku 8 B e4uH
KOKETEH U MOLEPHO 060pyABaH KOMIMIEKC.
BuHapcka nsba "Togopodpdh” e cneymnanm-
3MpaHa B NpPon3BOACTBOTO Ha BWCOKOKa-
4YeCTBEHU YepBEHMN BUHA B OYTUKOBU cepun
W IMMUTUPAHK Ko/nyecTsa. T4 ce Hamupa
B CbpueTo Ha Tpakus, B eHO OT embsie-
MaTu4yHUTe 3a O6BbArapCckoTO BUHOMPOMU3-
BOACTBO cesio - bpectosuua. lNMpoussoa-
CTBEHUAT KanauuTeT Ha usbara e 3a npe-
paboTka Ha 500 000 kg rpo3ge (0T kouTO
ce nonyyaeBat npubamnsutenHo 300 000
nutpa BMHO). Cb3gaBa NpoayKTM B CbOT-
BETCTBME CbC ChneunuuyHuTe N3MCKBAHUA
Ha nHamMsuayanHute knneHtu. OTBOpeHa e
3a noceTuTesniv, NpeguMHO C nNpeasapuTen-
Ha pesepBauusd, Karto Ha MACTO ce npea-
nara 3ano3HaBaHe C NpPOM3BOACTBEHUTE
npouecw, pgerycrauuMmM Ha BuHa OT pas-
JINYHU cepumn, BB3MOXHOCT 3a 006584 wuin
Beyepsd, CbyeTaHuW C NoAXOAALMN BUHA,
cbuo Taka u CI1A npouefypw € rpo3gosu
npoayktn. Ha teputopusata Ha msbata ce
HamMVpa XOTeJICKM KOMMEKC, C Bb3MOX-
HOCT 3a HOLLlyBKa, XpaHa 1 npouenypu Ha
6a3ara Ha OCHOBEH KOMMOHEHT — rpo3aeTo [7].
Buna ,BuHudpepa”, ceno bpecTosuua:
M3baTa e cb3gageHa npe3 gasedyHara 1936
rognHa, nog nmeto ,Mucket”. OT TOoraea Ao
[Hec He e npecTaBasia fa (ykuumoHupa u
npoussexsaa BWUCOKOKAYECTBEHW BUHA, B
nMMuTUpaHn cepuun. M3barta pasnonara cbe
CcOBCTBEHN MacvBK, KOUTO OumBaT KOHTPO-
nvpaHn ueneroguHo. OCHOBHWTE COpTOBE
N3Nnon3BaHn 3a NPoM3BOLCTBOTO Ha BMHO ca
MaBpya, Mepno, KabepHe COBWHBOH,
WapaoHe n TpamuHep. M3bata e oTBOpeHa
3a geryctaumm M noceweHus, npegumHo ¢
npeAsaputesiHa pesepaauus, KOATO MOXe Ja
6be oCblLecTBeHa Ha KOHKPETHU TenedoHu
3a Bpb3ka M uypes caita Ha u3bata. lMpea-
nara pasfiMyHu BapuaHTh 3a gerycrauust Ha
BMHA, BKOYBALLYM BBH3MOXHOCT 1 3a 0654 U
Beueps [8].

Buna ,HOcTUHA", ceno YcTuHa:

OcHoBaHa e B kpasa Ha 2006 rogumHa, C
naenTa 3a nsrpaxjiaHe Ha masnka 6yTnkosa
BMHapcka nsba, koATo Aa npepabdorsa 300
TOHa Trpo3ge OT COOGCTBEHUM MacuBMu.
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combining the most modern production
technologies with the Bulgarian
renaissance architecture, turning it into a
neat and modernly equipped complex.
The Todoroff Winery is specialised in the
production of high quality red wines in
boutique series and limited quantities. It is
located in the heart of Thrace, in a village
emblematic for the Bulgarian wine-
production - Brestovitsa. The production
capacity of the cellar is to process
500,000 kg of grapes (of which
approximately 300,000 liters of wine are
produced). The winery creates products
according to the specific requirements of
individual clients. It is open to visitors,
mainly with advance booking, offering on-
site acquaintance with the production
processes, wine tasting from different
series, the opportunity to have lunch or
dinner, combined with appropriate wines,
as well as spa procedures with grape
products. On the territory of the cellar
there is a hotel complex with
accommodation, food and procedures
based on the main component - the
grapes [7].

Villa Vinifera, Brestovitsa village:

The cellar was founded in the distant
1936, under the name "Misket". Since
then, it has not ceased to operate and
produce high quality wines in limited
series. The cellar has access to its own
massifs, which are managed year-round.
The main varieties used for wine
production are Mavrud, Merlot, Cabernet
Sauvignon, Misket, Muscat, Chardonnay
and Traminer. The cellar is open for
tasting and visits, primarily with advance
booking, which can be made through
specific phone numbers and via the
cellar's website. The cellar offers varied
wine tasting options, including
opportunities for lunch and dinner [8].

Villa "Justina", village of Ustina:

It was established at the end of 2006 with
the idea of building a small boutique
winery to process 300 tons of grapes from
its own massifs. It was designed by




lMpoekTnpaHa e OT BOAeLN ChneLuasiucTu
BbB BMHaApCKMA 6paHLl. BrvHapckaTa usba
npeacrtasnsasa sabopaTtopeH Mogen 3a
TECTOBE U eKCNepuMEHTU B peasiHn npous-
BOACTBEHM YCNOBUA Ha HOBU TEXHUKM W
TEXHOMOMMM  BBbB  BUHOMPOM3BOACTBOTO.
Pasnonarat ¢ MojepHa fJeryctaunoHHa
3a/1a, KbIeTO Crope/ XefaHuaTa Ha roctu-
Te 6uBaT opraHvsvpaHn pasinyHu BUAOBE
Jeryctauum, kouTo Morat pga 6baatr u
cbyeTaHu C Trypme cneuwanutetn. Ha
0Koflo He noseye ot 300 meTpa oT n3bara
ce Hamupa M Kbwa 3a roctm ,Buna
KOCcTMHA", KOATO NpefocTaBA Bb3MOXHOCT
M 3a HowyBka. M36aTa pabotn ¢ TypucTtu
npeauMHO ypes3 npejsaputenHa pesepsa-
umsa, npegnara pasnuyHu AerycrauyoHHU
nakeTu, opraHusunpa ,TuiAiM 6unamHr’ Tema-
TUYHW MakeTu BbB BpPb3ka C BUHOTO,
CeMnHapu, opraHusMpa BUHEHW TypoBe C
TypornepaTopu 3a UHAUBUAYAIHU U Tpyno-
BU noceLeHuns [9].

BuvHeH paiioH Tpakuiicka HU3UHa €
M3BECTEH C NMPOU3BOACTBOTO Ha 6oratu u
NABLTHU YEePBEHU BMHA OT MECTHU COpPTOBE
rposge.

BbB Bpb3ka C HanpaBeHUAT aHa/u3
e opraHusMpaH n ocbliectseH EfHoaHe-
BeH BuHeH Typ Ha Tema ,BKycbT Ha
TPaKWCKoTo BUHO". Cb0obpa3HoO usBbpLIE-
HUTE AEeMHOCTU e M3roTBeHa Mmporpama Ha
BUHEHMA Typ. W3paboTeHuAT MapLupyt
ACHO MNOTBbpPXAaBa Bb3MOXHOCTUTE Ha
Bbnarapusa, kato npegnouMtaHa AecTuHa-
UMA 3a OCblUeCTBSIBAHE Ha BUHEH Typu-
3bM. lMporpamaTta (Purypa 1) n nogpobHo-
TO ofuWcaHWe Ha  Mapuwpyrta Ha
EpHogHeBeH BuHeH Typ ,BkycbT Ha
TPaKkWNCKOTO BMHO ca npeacTaBeHu Mno-
nony.

EnHogHeseH BuHeH Typ
»,BKYCHT Ha TPaKMinckoTO BUHO"
rpag Kepgxanu — rpag Nnosams — c.

MbpBeHey — c. bpecToBULA — C. YCTUHA —
rpag Kepmxanm

Mporpama:
10 yvaca:
OtnbTyBaHe ot Cnupka “21 Bek ”, npe3
AceHoBrpag, B nocoka rp. lNnosaus,
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leading wine industry specialists. The
wine cellar adopts a laboratory model for
tests and experiments, in real production
conditions, of new techniques and
technologies in wine making. They have a
modern wine tasting room where,
according to the wishes of the guests,
various types of tastings can be
organised, which can be combined with
gourmet specialties. No further than 300
meters away from the wine cellar is a
guest house "Vila Yustina", which also
provides accommodation for overnight
stays. The wine cellar works with tourists
mainly through advance booking, offers
various wine tasting packages, organises
"team building" wine themed packages,
seminars, organises wine tours with tour
operators for individual and group visits

[9].

Thracian Lowland Wine Region is
known for the production of rich and thick
red wines from local grape varieties.

In connection with the completed
analysis, a one-day Wine Tour was
organised and carried out on the theme
"The taste of Thracian wine". In accordance
to the activities carried out, a prepared
program of the wine tour confirms the role of
Bulgaria as a country with a lengthy
millennial wine culture. The developed route
clearly confirms the possibilities of Bulgaria
as a preferred destination for wine tourism.
The program (Figure 1) and the detailed
description of the One Day Wine Tour route
"The taste of Thracian wine" is presented
below.

One Day Wine Tour
"The taste of Thracian wine"
Town of Kardzhali - town of Plovdiv - village of
Parvenets - village of Brestovitsa - Ustina
village - town of Kardzhali

Program:
10 hours:
Departure from stop "21% century”, via
Asenovgrad, towards Plovdiv, "Dragomir"



“Oparomunp” Winery Estate;
12:30 vaca:

MNpucTturaHe n pasrnexgaHe Ha
BuHapckoTo umeHve “Aparomup”;
13:40 vaca:

MpucturaHe B ceno MoupeeHel, “CtapaTa
n3ba’. flerycraums n nocelleHue;
14:40 vaca:

MpucturaHe B ceno bpecTtosuua, BLB
BuHapHa “Todoroff”. PasrnexaaHe Ha
BYHapHaTa, Agerycraumsa cbyetaHa c 065,
16:40 yaca:

MpucturaHe BbB Buna “BuHudepa”.
MoceleHre n gerycrayms;

17:40 vaca:

Mpucturane BuB Villa “Yustina”.
PasrnexgaHe Ha BuHapHata u otaena 3a
6yTunupaHe, gerycrauus;

18: 20 yaca:
oTNbTyBaHe B nocoka Kbpakanu. OTHOBO
4o cnupka “21 Bek”.

Kato e npeasugeHa n 10muH. Noynska B
palioHa Ha c. lMaHn4KoBO;

21:20 vaca:

MpucTturaHe Ha cnvpka “21 Bek’.
PasnyckaHe Ha rpynara.
®dur. 1. Nporpama Ha EaHOAHeBeH BuHeH
Typ ,,BKYCbT Ha TPakKnMiiCKOTO BUHO”

JeTalinHo onucaHve Ha maplipyTa
HauanHa Touka:
Cnupka “21 Bek ", rp. Kbpaxanu:
10 yvaca: OTnbTyBaHe ot Cnupka “21 Bek ”,
npe3 AceHoBrpag, B rnocoka rp. rnosgms,
“Oparomup” Winery Estate
12:30 wuyaca: [pucturaHe B “Aparomup”
Winery Estate. PasrnexgaHe Ha BuHap-
CKOTO MMeHue. CemeliHaTta BMHApHa npo-
n3Bexa BYCOKaYeCTBEHN Gb/Irapcky BUHA
B JIMMUTUPaHN CepUN, KOHTPOJINPaHU
LUenoroguiiHo ot  cobCcTBeHuuuTe  —
eHonos3n. Cnep, obuKosikata Ha UMEHUeTo,
npeacroun gerycrauus, B gerycraunoHHara
3a1a Ha [paromup. BwuHaTta, kouTto
npegsaputenHo  ca  nog6paHu - ca:
Chardonnay “KariZma”, Dragomir Reserve
Rubin 1 Desert Wine Orange Dimyat.
13:20 yaca: OTnbTyBaHe OT VMEHWETO B
nocoka ceno [bpBeHey, kbM “CTapata
nsba“.
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Winery Estate;
12:30 hours:
Arrival and viewing the Dragomir Winery;

13:40 hours:

Arrival in the village of Purvenets, "Starata
Izba". Wine tasting and visiting;
14:40 hours:

Arrival in the village of Brestovitsa, in the
"Todoroff" winery. Excursion to the
winery, wine tasting combined with lunch;
16:40 hours:

Arriving at Villa Vinifera. Visiting and wine
tasting;

17:40 hours:

Arrival at Villa "Yustina". Tour of the
winery and the bottling department, wine
tasting;

18: 20 hours:

Departure to Kardzhali. Again to the "21%
Century" stop.

A 10min break is also planned in the
region of Panichkovo.

21:20 hours:

Arrival of "21% Century" stop.
Dismissal of the group.

Fig. 1. Program of One-Day Wine Tour
"The Taste of Thracian Wine"

Detailed Description of the Route
Starting point:

"21st Century" stop, Kardzhali:
10 hours: Departure from the "21%
Century" stop, via Asenovgrad, towards
Plovdiv, "Dragomir" Winery Estate
12:30: Arrival at Dragomir Winery Estate.
Tour of the Winery. The family winery
produces high quality Bulgarian wines in
limited series, managed all year round by
the owners - oenologists. After the tour of
the mansion, awaiting ahead is the wine
tasting, at the Dragomir Tasting Hall. The
wines selected in advance are:
Chardonnay "Karizma", Dragomir
Reserve Rubin and Desert Wine Orange
Dimyat.

13:20: Departure from the mansion in the
direction of the village of Parvenets, to the
"Starata lzba"



13:40 yvaca: [llpucturaHe B
MbpeeHel, “CTapaTa nsba”.
PasrnexpaHe Ha “Ctapata u36a”, KOATO
npeacrasfsaBa  YHUKaUIEH apXUTEKTypeH
KOMMJIEKC, B KOWTO TpaguuuuTe cpewart
6baelleto. Cnepn obukonkara Ha KOMMsek-
ca, npeacToii pJerycrauus Ha BuHa OT
cepusata “Crapa peka’. [erycrauuara Lie
6bae npoBefeHa B MarasvHbT Ha u3bara,
OT KbAeTo Mmorar ga 6baar u 3akyneHu
pasfiMyHu BUAOBE BUHA.

14:20 vaca: OTnbTyBaHe B MOCOKa Ceno
BpecToBuua, kbM BrHapcka nsba “Todoroff”.
14:40 vaca: lNpucTturaHe B ceno bpecto-
BuLa, BbB BUHapHa “Todoroff".

O6ukosika Ha nbpBaTa OyTMKOBa M36a, C
6ecefa ¥ nokas Ha 3anuTe 3a MNPOU3BOA-
CTBOTO M CbXpaHEeHMeTo Ha BUHOTO. [eryc-
TauusTa BkoYBaLWa 3 BMHA, KOUTO ca OT
nmvutnpaHata cepus “Todoroff Gallery”.
M36paHu ca BMHa OT copToBeTe LapaoHe,
MaBpya n KabepHe COBUHBOH. N36paHuTe
BMHa LWle O6baar cbyeTaHM C 0654, NoO
npegsapuTenHo NoArotBeHo 3 CTEerneHHo
MeHI0, KOeTo Bk/oyBa — Ceexa canara C
Kamembep, CBMHCKM CTEK Ha TuraH ¢
TOMEHO CUpeHe a 3a fAecepT LOKoNanoB
Myc. (MpuUMepHO MeH:)

16:20 yaca: OtnbTyBaHe B nocoka Buna
“BuHuncpepa”.

16:40 wvaca: [lpucturaHe BBB Bwuna
“BuHncpepa”. BbB Buna BuHudepa e Bu
3arno3HasaT C TexHosormATa Ha NpPou3BeX-
JaHe Ha 6enn BMHA OT 4YepBEHO rpo3ge.
[Jeryctauusita Ha BWHa BK/IOYBA TPU
pasHoBMAHOCTM Ha MaBpyg OT cepuAaTa
“KING'S WINE". Wle umaTte BBb3IMOXCTTa
na onutarte ban Maspya, Po3e Maspya v
TPagULMOHHNSA YepBEH.

17:20 vaca: OTnbTyBaHe B MOcCOKa Ceno
YcTuHa, kbM Villa “Yustina”.

17:40 wuvaca: [MpucturaHe BbBB Villa
“Yustina”. BbB Villa Yustina we Bv o4yakBa
eHosoxkarta Kpacumunpa Kopykosa. KoATto
e HM passefe u3 BuHapHata. Lle Hu
3anos3Hae kak ce OyTuivMpa BUHOTO C
Tpaguumu. A B gerycrauymoHHaTa um 3ana
LLle ce 3arno3HaeM ¥ oT 671M30 C YCTUHCKOTO
BMHO. Mo Bpeme Ha JeryctauusAta Lie
onuTtarte BMHO MoHorpam Mepno ot 2009 r.

ceJio
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13:40: Arrival in the village of Parvenets,
"Starata lzba".

Explore the "Starata Izba", which is a
uniqgue architectural complex where
traditions meet the future. After the tour of
the complex, there is a wine tasting of the
"Stara Reka" series. The tasting will take
place at the wine cellar where different
types of wine can be purchased.

14:20: Departure to the village of
Brestovitsa, to the wine cellar "Todoroff".
14:40: Arrival in the village of Brestovitsa,
in the "Todoroff" winery.

Tour of the first boutique cellar, with an
introduction of the halls for the production
and storage of wine. The tasting includes
3 wines from the limited edition "Todoroff
Gallery". The selected wines are of the
varieties Chardonnay, Mavrud and
Cabernet Sauvignon. The selected wines
will be combined with lunch, based on a
pre-cooked 3-course menu, which
includes - Fresh salad with Camembert,
Pork steak with pan fried cheese and
chocolate mousse for dessert. (Sample
Menu)

16:20: Departure to Villa Vinifera.

16:40: Arrival at Villa Vinifera. Villa
Vinifera will introduce you to the
technology of producing white wine from
red grapes. The wine tasting includes
three varieties of Mavrud from the KING'S
WINE series. You wil have the
opportunity to try White Mavrud, Rosa
Mavrud and the traditional red.

17:20: Departure to Ustina village, to Villa
"Yustina".

17:40 hours: Arrival at Villa "Yustina". In
Villa Yustina you will be greeted by the
oenologist Krasimira Kodoukova, who will
guide us through the winery. She will
introduce us to how wine is bottled
according to tradition. Whereas in their
tasting room we will get a closer insight
into fine wine. During the tasting you will
try Merlot wine monogram from 2009 and



n Pose Villa Yustina bpyT 2014r.
Jeryctauusasta BbB Buna Yustina e u
nocnefHarta cnupka Ha HaweTto BuHeHo
NbTeLeCcTBNE N3 paiioH Tpakuiicka HU3MHA.
18:20 yaca: oTnbTyBaHe B MOCOKa
Kbpaoxanu. OTHOBO o cnupka “21 Bek”.
Kato e npegsugeHa n 10muH. MNMouyvBka B
paioHa Ha c. MNMaH14KoBO.
21:20 vaca: lMpucTturaHe Ha cnvpka “21
BekK”. PasnyckaHe Ha rpynara.
MpUIOXeHNAT efHOLHEBEH MapLu-
pyT npefocTaBaA Bb3MOXHOCT 3a MpsaK
Jocer Ha noTeHuuasHuMA TypucT OO0 Tpa-
KMIACKOTO BMHO. lMpegoctaBs My Bb3MOX-
HOCT [a Wu3BbPBM YacT OT NbTA Ha
TPaKWCKOTO BMHO. EKCKyp3usiTa e Hacouye-
Ha KbM Xopa, HaBbpLinan 18 roguHu, 6e3
Opyrn orpaHn4YeHus BbB Bb3pacTTa, 1obu-
Te/IM Ha BMHOTO, eHOCUacTu, MHTepecyBa-
Ly ce OT NPOM3BOACTBOTO Ha BMHO, OT/U-
ynTesIHUTE MY 4YepTun, TYPUCTU eHTycnacTu
OT MacoBsaTa ayauTopus, Tbpcewmy u
npeoTkpuBawy OyTuavmpaHuTe Tpaguunn
Ha bvnarapus.

N3BOAN

MpocnegsABaikm NbTA Ha Tpakuii-
CKOTO BMHO Ce yCTaHOBU cneundukaTa Ha
npecb3gafeHuTte Tpaguumm B OyTuUNKa.
MopbpaHnTe BMHapHM BuHapCKO MmeHne
<Aparomunp”, ,Ctapara n36a’, BN ,Togo-
pochd”, Buna ,BuHudgepa” n Buna ,HOcTtu-
Ha", 3ana3BaT BKyca Ha MeCTHUTEe COpTO-
Be rpo3ge, Karto 4Ypes3 MHOBALMOHHU Mpo-
Lecu 1 TEXHOIOTMKN OTKpMBaT boraTute my
BKYCOBM cneundgukn. Ypes paspaborsa-
HETO Ha HOBW, €AHOAHEBHU, OBYAHEBHU,
CeMWNYHM BUHEHU MapLUpYyTU ce npegoc-
TaBsi Bb3MOXHOCT Ha 3aMHTEepecoBaHus
TYPUCT fda nonyyn npska uHdopmaums,
Ha MAcTO. [la 6bAe 3ano3HaT € TexXHo-
NIOTUYHUTE OCHOBW 1 NPOLLECH, Npe3 KOUTO
€ Heob6xoAMMO [a NpeMUHe BMHOTO, 3a Aa
[OCTUTHE 3aBbplUeH 1 6yTunupaH Bapu-
aHT KaTto NpPOAYKT. BUHEHWAT TypusbMm
MOXe ga 6bae yCnewHo cbyeTaH ¢ Apyru
anTepHaTUBHU (hOpMU KaTo CENckn Typu-
3bM, Ky/JMHapeH, eTHorpadickn, dOKIo-
peH, No3HaBaTesieH, pa3B/iekaresieH. Bbs

Rosa Villa Yustina Brutto 2014.

The wine tasting at Villa Yustina is also
the last stop of our Wine Tour through the
Thracian Lowland area.

18:20: Departure to Kardzhali. Again to
the "21% Century" stop.

A 10min break is also planned in the
region of Panichkovo.

21:20 hours: Arrival of "21st Century"
stop. Dismiss the group.

The practical one-day route
provides an opportunity of direct contact,
for the potential tourist, with the Thracian
wine. It gives them the opportunity to
follow part of the Thracian wine route. The
excursion is aimed at people aged 18 and
over, without any age limitation, as well as
to wine lovers and wine-makers interested
in wine production and its distinctive
features. Furthermore enthusiasts from
the mass audience, seeking and re-
discovering the traditions of the bottling
procedures in Bulgaria.

BUHEH paiioH Tpakuiicka HW3MHA n03ap-

CONCLUSIONS

Following the path of the Thracian
wine, the specifics of the traditions in a
bottle were established. The wineries
"Dragomir”, "Old Winery", "Todoroff" Villa,
"Vinifera" Villa and "Yustina" wineries
preserve the taste of the local grape
varieties and discover their rich taste
specifics through innovative processes
and technologies. Through the
development of new, one-day, two-day,
weekly wine routes, it provides an
opportunity for the interested tourist to
obtain direct information on the spot. To
be familiarised with the technological
basics and processes, through which it is
recommended that wine passes to reach
a finished and bottled version as a
product. Wine tourism can be successfully
combined with other alternative forms
such as rural tourism, culinary,
ethnographic, folklore, cognitive,
entertaining. In the Thracian lowland wine
region, viticulture and wine production is a
key destination for the local population.

176



CTBOTO M BUHOMNPOM3BOACTBOTO € K/IH0YOB
NOMMHaK 3a MeCTHOTO HaceneHue. Orpo-
MEH NOHTEeHUMan npuTexasa npeacrase-
HUAT 1 pas3paboTeH ,NbT Ha TPaKUNCKOTO
BMHO", 3a TypucTa-nibuten, 3amHTepeco-
BaH OT Tasn C/I0XKHA HanuTka.

B paspaboTkaTta ce gokasa TesaTa,
ye BMHOTO MPOU3BEXGAHO B palioHa e
BMCOKOKA4YeCTBEHO, NPETBLPMANO W3BECT-
HW NPOMEHU NPe3 rogMHUTE, HO 3anasnso
TPaKUACKMAT CU  OBMMK U BKYCOBMU
[OCTOWMHCTBA.

"The Thracian Wine Route" has an
enormous potential with its presentation
and development, whereas the tourist is
someone interested and a lover of this
complex drink.

The development of works proves
that the wine produced in the region is of
high quality, has undergone some
changes over the years, but preserved its
Thracian appearance and flavour.
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PE3OME

JoknagbT pasrniexga ceefeHusATa
3a OTrfexgaHeTo Ha /o3a U1 npous-
BOACTBOTO Ha BWMHO B [peBHa Tpakus,
Kouto yepnum o1 Owmup, Xepoaor,
KceHodooHT, MnatoH, AnonoHunin Pogocku,
Anonogop v MNMomnoHuii Mena. NMoee4yeTo
cBefeHuA 3a basikaHCKMA MosyocTpoB ca
61N KOMEHTMPAHU N MO-paHo, HO TyK ce
[06aBAT AaHHUTE u 3a TpakuTe (chpuru,
JonnoHn n ap.) B Mana Asusi, He3acny-
XEHO nojLueHsaBaHu gocera.

[okasga ce MHOro ApeBHOTO 06pefHOo
3apsA3BaHe Ha J/103MTe, Kakto W [Apyru
TpaAULMOHHU AeliHocTw, ocTaHanu
HenpoMeHeHU 1 [0 AHec B Objrapckara
TpaAuLMOHHa KynTypa.

KntouoBn Aymu: [peBHO BUHO,
[peBHa Tpakusi, Tpaku, opurn, AOSIMOHM,
Mwugac, CuneH, 3apa3BaHe Ha nosnte

To3n TEKCT pasrnexpa CBefeHus
OT [peBHM aBTOpPU 3a JI03apCTBO MU
BMHAPCTBO B 3emuTe, o6uTaBaHu oOT
TpakMm B ApeBHocTTa. ToBa He ca
e[VHCTBEHWTE CBEfleHMs1 3a OTINexaaHe
Ha 103U. ApXeosorMyecknTe Npoy4YBaHmus
CbLIO JaBaT MHdopMaUus 3a NPoV3BO/I-
CTBOTO Ha BMHO. CMATaHMST 3a BoAeLl

SUMMARY

The hereby presented paper gives
an overview of the information on vine
growing and wine production in Ancient
Thrace, which we take from Homer,
Herodotus, Xenophontus, Plato,
Apollonius Rhodius, Apollodorus and
Pomponius Mela. Most of the information
about the Balkan Peninsula has been
commented earlier, but here are added
evidences about the Thracians (Phrigians,
Dolionias, etc) in Asia  Minor,
undeservedly underestimated long time.
Also there is information about very
ancient ritual of the pruning of the vines,
as well as other traditional activities,
which have remained unchanged until
now in the Bulgarian traditional culture.

Key words: Wine, Ancient Thrace,
Thracians, Phrygians, Dolionians, Midas,
Silenus, pruning of the vineyards

This text focuses on information
from ancient authors regarding viticulture
and winemaking in the lands inhabited in
antiquity by the Thracians. These are not
the only reports of evidence concerning

growing vines. Archaeological studies
also provide information on wine
production. Patrick McGovern,
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aBTOp B MomeHTa Patrick McGovern
CMATa, Ye 3a BMHO MOXe fa ce rosopu
olwie OT naseonuta, U TBLPAWU, 4e B
pesyntaTt Ha u3cnegBaHusATa B Herosarta
nabopatopus e jJokasasl Haanune Ha
XVMUYECKN OCTaHKM OT BWHO OT [/IMHEHU
cbvaose ot MpaH, gatupawm ok. 7 400 r.
np.Xp. (McGovern, 2007; McGovern,
2009). Toi1 He NPOMEHs roCcnoACTBaLLOTO
MHEeHVe, Ye OKyNITypsiBaHeTO Ha [JuBarta
N03a cTaBa HAKbAe B NpeniaHuHUTe Ha
KaBkas3 npe3  Heonuta. Mopo6Hu
nscnefgaHua obaye ca BCe OLLE MaUlKo U
CpaBHMTENIHO CKbMW, 3aToBa TakuBa
XMMUYECKN aHanusu Ha criegy oT OLEeTHU
KpUCTannm no KepamuyHu Haxofdku Bce
oLle He ca npaBeHn 3a [lpesHa Tpakus.
Hali-paHHnTe cBugetencrea 3a
nosi3BaHe Ha Ky/nTMBMpPaHW 103U B Tpa-
kuiicknTe 3emu Ha HOromstouHa EBpona
ca OTKPUTK Ha apxeosiormMyeckn 06ekTu B
Tpakus ot Il xun. np.Xp. (Popova, 2009).
Mpe3 Il n ocobeHo npe3 | xun. np.Xp.
apxeofiormyeckuTe [aHHM ca  MHOro
noseye (Georgieva, 2016). Mpe3 | xun.
np.Xp. M3BOPOBUTE [aHHW OT BCAKAKBO
€CTeCcTBO MoKasgar oTriexjaHeTo Ha
fnosara, BUHONPOW3BOACTBOTO U NUEHETO
Ha ICTO HECMECEHO C BOJA BWMHO Karto
efiHa OT OTNINUYUTESTHUTE YEepTU Ha Tpaku-
Te. Helwlo noseuye, Npu oTreXxgaHeTo Ha
N031Te M NUEHETO Ha BUHO, Ce [OKYMEH-
TMpat obpenn, cBbp3aHu C 6oxecTBeHa
3aKkpuna Ha rnio4opoaveTo u 34paseTo.
HecnyuaiHo ce rosopu 3a UuBUAM3aLMM
Ha 3bPHOTO W BWHOTO WAN MECOTO U
M/IIKOTO — yrnoTpebara Ha BMHO, CBbp3a-
Ha C puTyannm u Tpaguummn, e 06eKkT Ha
n3yyaBaHe OT €THO/I03W, Ky/ITyponosu u
aHTponososn. Huwe wnsbupame nogxona
Ha uWUCTOPUUM W TbPCUM AaHHUTE OT
aHTUYHWTE NMUCMEHN n3sopwu. Te morar Ja
6bAaT OTHECEHU KbM C/IeHUTE HAKOJIKO
rpynu, 6e3 pga wumame npeTeHUMM 3a
MbJIeH CBOJ, Ha ClOMeHaBaHuaTa:
1. Haii-ctapu ca cBegeHuAaTa Ha
Omup (IX=VIII B. np.Xp.). Te ce oTHacAT
3a BTOparta nosioBuHa Ha Il n nbpBuUTe
BekoBe Ha | xun. np.Xp.

B Wnunapga, paskasBaiikm 3a

considered to be the leading author now,
believes that it has been talked about
wine since the Palaeolithic, and also
claims that as a result of research in his
laboratory he has proven the presence of
wine chemical remains from Iranian pots
dating back to about 7 400 BC
(McGovern, 2007; McGovern, 2009). He
has not changed the prevailing opinion
that the harvesting of the wild vine
happened somewhere in the foothills of
the Caucasus during the Neolithic. Such
research, however, is still insignificant
and relatively expensive, thus regarding
Ancient Thrace such chemical analyses
of traces of acetic crystals on ceramic
findings have not been made yet.

The earliest evidence of the use of
cultivated vines in the Thracian lands of
Southeast Europe was obtained at
archaeological sites in Thrace dating
back to the 3 millennium BC (Popova,
2009). In the second and especially in the
1* millennium BC archaeological data
was much more (Georgieva, 2016). In the
1* millennium BC the source data of all
kinds showed growing vines, winemaking
and drinking thick unmixed with water
wine as one of the characteristic features
of the Thracians. Furthermore, in the
cultivation of vines and drinking wine,
rites related to divine protection of fertility
and health are documented. It is no
coincidence to speak of civilizations of
grain and wine or of meat and milk - the
use of wine related to rituals and
traditions is the subject of study by
ethnologists, culturologists and
anthropologists. We choose the approach
of historians and we look for the data
from the ancient written sources. They
can be referred to the following few
groups without claiming a thorough array
of references:

1. The oldest evidences are the
Homer's ones (IX-VIII c. BC). They refer
to the second half of the 2™ and first
centuries of the 1% millennium BC.

In lliad, telling about the Trojan
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TposiHckaTa BowHa (X1l B. np.Xp.), koraTo
roBopv 3a axeuTte nog crteHute Ha Tpos
(AHaTonnA) Toi cbobwaBa, Ye TexHuTe
watpy ca Mb/HA C BUHO, KOETO
fokapeaT oT Tpakua (Eepona) npes
MopeTo wupoko (Homerus. llias. 9: 72),
KaTo Masioasuiickata Tpakuiicka ®purns
Hapuya 6oraTa c no3a (Homerus. llias.
3: 184). A B Opguces — HM npeacrtass
Tpakuiickus xpeny, MapoH (EBpona),
KOliTO papsiBa Opuceid C KO3 MsX C
WCKPOMETHO 4YepBeHO BMHO © 12
rpamagHn amdopu cbC cnagko BUHO 6e3
npMMec — HanuTka 4ygecHa — cnafgko
KaTto mep[ BMHO, KOETO TOI cMecBalle C
Boga 20 NMbTWM NO TO/SIKOBA W MPUATHO
6OXEeCTBEHO 6riaroyxaHue ce pasHacs-
we... (Homerus. Odyssea. 9: 196-205).

2. MnatoH (427 — 347 1. Np.H.e.) B
CBOSA Tpy4 3akoHW Ka3Ba, u4e ...
TpakuTe, n306u0 NUAT BMHO, 6€e3 Ja ro
cMecBaT C BOAa, U TO KakTo camuTe
Te, Taka W XeHWTe, U KaTOo KaTo
nopbCcBaT C HEro ApexuTe cu, cumTaT
ToBa 3a xybas 06buyaii, Hocel, wacTue.
(Platon. De leg. 1: 637 d).

BuaHo e, 4e 3a pasnuka oT
e/IMHNTe Tpakute He paspexaar BUHOTO
¢ Bofa. Hewlo noseue, NopbCBaHETO Ha
Apexute ¢ BUMHO e 06pes = xybaB 06u-
yali, KOMTO HOCWU ULaCTUEe, HECbMHEHO
CBbp3aH CbC 34paBeTo 1 poanabarta, T.e.
c 6ora AuoHuc. Tyk TpsabBa fa ce uma
npeaBuj Kakto cneuudgukaTa Ha BMHOTO,
Taka W  KIMMaTU4yHUTE  OCOBEHOCTW.
[loKONKOTO ce cMATa 3a CUrypHo, e
BMHOTO npeau ronamara enuaemus oT
dmnokcepa e MMasio [ocTa no-BucoKa
3axapHocT, To TpsbBa Ja e umaso u no-
rofIIMO  &/IKOXOJIHO CbAbpxaHue. ETO
3awo ynoTtpebata My 6e3 paspexgaHe
egBa nm e 6una npenopbuMTenHa B
ropewuTe feta Ha TIpbuUKMA  KAUMar.
ChbLLEBPEMEHHO TPBLKNTE aBTOpU JaBar
3a npvMep 3a MUSHCTBO MO-CEBEPHU
HapoAun, [/1aBHO CKATUTE, KOWUTO MuAT
BMHAry HepaspefeHo BWMHO. EauH  oT
3HAMeHUTUTE parMeHTn Ha AHakpeoH
rnacu:

Twn kaHaTa MU JOHecKn, MomMmye,

War (13th century BC), when talking
about the Achaeans under the walls of
Troy (Anatolia), he gave information that
their tents were full of wine, brought from
Thrace (Europe) across the wide sea
(Homerus, llias 9, 72), as Phrygia in Asia
Minor was called rich in vineyards
(Homerus, llias 3, 184). But in the
Odyssey, we present the Thracian priest
Maron (Europe), who endowed Odyssey
with goat winebag with sparkling red wine
and 12 huge amphorae with sweet wine
without admixture - a wonderful drink -
sweet as honey wine that he mixed with
water 20 times as much and a pleasant
divine fragrance scattered (Homerus,
Odyssea, 9: 196-205).

2. Plato (427-347 BC) in his work
Laws said that ..the Thracians, in
general, drink wine without mixing it with
water, both they and women, sprinkling
their clothes with it, consider this as a
good custom, bringing happiness.
(Platon. De leg. 1, 637 d).

It is obvious that the Thracians,
unlike the Greeks, do not dilute the wine
with water. Moreover, sprinkling clothes
with wine is a ritual = a good custom that
brings happiness, undoubtedly related to
health and rich crop, i.e. with the God
Dionysus. Here, both the specifics of
wine and the climatic features should be
taken into consideration. As long as it is
believed that the wine before the large
phylloxera outbreak had a much higher
sugar content, it should have had higher
alcohol content, too.

Therefore its use without dilution was
hardly recommended in the Greek hot
summers. At the same time, the Greek
authors give an example of drunkenness
among the northern peoples, mainly the
Scythians who always drank undiluted
wine. One of Anacreon’s famous
fragments reads:

Boy, bring me
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W Ha eayH ObX a3 We s u3nus,

ana fjla CMecuLl BUHOTO C BOAA,

[la ce Hanusi, ana He NPOoCTaLLKW.

A3 Mpass KaTo CKUTUTE Aa ce HanvBam
ChC LUYM U KPACHUYU —

0, HeKa MesIoINYHN NECHN

[la NpuapyxaearT HaLIETO NUSHCTBO.

(Anacr. 76; npeB. OT CTaporpbLKu
Bbopucnas Tleoprnes. B: AHTW4YHa
noesus. lNop pen. borpaH BorpgaHos.

HapogHa kyntypa, Codus, 1970)

BuHOTO ce paspexza B cneumnanHu
cbaoBse, HapeuyeHu kpatepy (KRATHR),
n3paboTBaHN OT rMHaA WU 6oraTto ykpa-
csaBaHu. lMopaau ToBa He MOXeM fa ce
cbrlacMum ¢ MHeHuneto Ha P. McGovern,
ye MeTa/HUTE CbAoBe OT T.Hap.
,TPOOHMLa Ha Mugac" kpait FopguoH ca
6unm orpomMHu BmecTuaMwa 3a 150 n
TEUYHOCT, B KOWUTO Ce cCMecBa/IM Boja u
BMHO 3a npasHuyHa ynoTtpeba (McGovern,
2007). HecnyyaiiHO cbaoBeTe ca MeTaslHM
U MMaT rofieMun XenesHu TPUHOXHULKM. Te
ca npefHa3HayeHu 3a puUTyasiHa ynoTpeoba,
HO cfyxaT 3a rotBeHe — B TAX Ce BapAT
yacTUTe Ha >XEpPTBEHUTE XMBOTHU. TO3M
obuyain e u3LANo 3anaseH B CbBPEMEHHUS
6bArapckn osKAop 1 ce Hapuya KypbaH.

3. bawaTa Ha wucTOpUATaA
Xepoport (484-425 r. np.Xp.) HX npefasa,
ye B MakefoHus 6unn rpaguHuTE Ha
Muwpgac, cuH Ha [lopgmac, B KOUTO
pactenn ot camo cebe cu posu, € Mo
weiceT aucTa...; B Te3n rpagvHu 6un

xBaHaT CuneHbT (Herodot. Hist. 8:
138).

Mopanac 1 Mwungac ca umMeHa Ha
uape Ha [Agbpxasata ®purma - B

AHatonusa. Ho cnopep, Xeponot cpurute
Cce Hapvyanu 6purn, [oKaTo XuBeenu B
EBpona, B CbCeAcTBO C MakefoHuTe, a
cnep kaTo ce npecenunu B A3us, 3aegHo
CbC CTpaHata MNPOMEHWIN U UMETO CU

BbB (hpurn, OMAERKM TEXHU MOoTOMUM
(Herodot. Hist. 7: 73).
Mwupgac, KOWTO ce CBbp3Ba B

aHTUYHUTE npeacTaBn cbC CuneHa w
BMHOTO, Ce Jokam3uMpa U B
EBponeiickust KOromstok.

A cup, to drink at a gulp;

Mix ten measures of water and five of
wine,

So that once again and peacefully

I may honor Dionysus.

Let's not fall

Into riot and disorder

With our wine, like the Scythians,

But let us drink in moderation

Listening to the lovely hymns.

(Anacreon 76, preserved in Ath. 11.427a;
transl. Lissarrague 1990, 91)

The wine was diluted in special
containers called craters (KRATHR in
Greek), made of clay and richly
decorated. Therefore, we cannot agree
with P. McGovern’s opinion that the metal
containers of the so called "Midas’ tomb"
near Gordion were massive ones of 150
litres of liquid, where water and wine
were mixed for holiday use (McGovern,
2007). It is not accidental that the
containers are metal and have large iron
tripods. They are intended for ritual use
but also serve for cooking - the parts of
sacrificial animals are boiled in them. This
custom is entirely preserved in the
contemporary Bulgarian folklore and is
called kurban.

3. The father of Herodotus
(484-425 BC) informed us that the
gardens of Midas, the son of Gordias,
were in Macedonia, where roses with
sixty leaves grow ...; in these gardens the
Silenus was caught ... (Herodot. Hist. 8:
138).

Gordias and Midas are the names
of the kings of the Phrygian state - in
Anatolia. But, according to Herodotus, the
Phrygians were called Brigians while
living in  Europe, next to the
Macedonians, and after they moved to
Asia, they had changed their name in
Phrygians, being their descendants
(Herodot. Hist. 7: 73).

Midas, who is associated with the
ancient ideas with Silenus and the wine,
is also localized in the European
Southeast.
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4. KceHothoHT (425-355 r. np.Xp.)
paska3Ba Mo TO3U MOBOA, 4Ye Kpali NbTA
Ha aHaTonuinckua rpag TuUMOPUOH ce
HaMmpasn M3BOP, HapeYeH Ha UMETO Ha
Mugac — dpuruiickuss uap, nNpu KOWTO
Mwugac ynosun Catupa (=CuneHa) xue
KaTo cMecu/n BOAMTE Ha TO3M U3BOP C
BMHO (Xenophon. Anab. 1: 2, 13). Mak
TOA cbobLlABa, 4Ye Ha YrolleHueTo,

JaBaHO OT MPUMOPCKMSA  TPakKUIACKU
Bnageten CesT (I) B paiioHa Ha
CeBepHOTO MpamopHomMopwe, ce

pa3Hacsnv porose € BUHO OT cneunasHo
nvue — BuHoyepnel, (Xenophon. Anab. 7:
3, 23-25); a B CTpaHaxa M HenHoTo
UepHomopue nagHan TrofisiM CHAT U
CTyabT 61N TONKOBA CUJEH, Ye BojaTa 1
BMHOTO B CbAoBeTEe 3aMpb3Ha/IU
(Xenophon. Anab. 7: 4, 3).

5. Mae3anuii (Il B.), N0 BpEMETO U
Ha PaHHaTa Pumcka nmnepus, ce Bnicea
B KapTuHaTa, npeactaBsaHa oT XepoaoT 1
KceHodhoHT npe3 V — IV B. np.Xp., kato
npegasa, Ye B rpaga Ha ppurnte AHknpa
(AHaTonusa), KolTO oOcHoBan Mwupgac,
CUHBT Ha Mopawnii... Masio egHa Yelma,
HapeyeHa Ha Mwujgac, 3a 4uMATO BOfa
KasBasiM, Yye Mugac s cmecBas C BUHO
npu nosa Ha  CwuneHa...(Pausan.
Graeciae descriptio, 1: 4, 5).

6. OcobeHO WHTepeceH obuyali Hu
npegasa AnosnoHuin Pogocku (Il B. Np.Xp.).
Mpy nnasaHeTo cuM KbM 3N1aTH-TO PYyHO B
Konxmga (Ha wu3To4yHMs 6par Ha YepHo
MOpe) aproHaBTuTe, NPeABOXAaHN OT H30H,
cnepn npoTtoka [apaaHenu, KOeTo e peuye
cnepn Tposi, CNMpaT Ha KXHWUA Manoasuiickm
6pAr Ha MpamopHO Mope BbB ®purus, npu
JONNoHNTE — PpUrK, KbAETO MMa BUHEHU
Nno3n..., KOUTO Ce pexaT = 3apsaA3saT
3apajv cBelleHus 06pa3 Ha NiaHVHCKNTe
6orose... usBMkBaT  MaiikaTa  Ha
[vHaMMOH, Hali-BenukaTa BnajeTeska Ha
®purus... B covloTO Bpeme, No KomMaHia
Ha Opcpeil, MnagexuTe cTbnNBAaT Ja
TaHuyBaT B Nb/HO GOMHO CHapshKeHue u
yopsST MeyoBeTe CcuM MO CcCBOUTE
wMTOBE... OT €eJHO Bpeme hpurnTe
yMUIOCTUBSIBAT Pesi ¢ KpbI/M YuHENu U
TbnaH... (Apollonius Rhod. Argonautica 1:
1117-1152).

4. Xenophontus (425-355 BC)
gave information that on the way to the
town of Thymbrium, the city of Anatolia,
there was a spring named after Midas,
the Phrygian king, in which Midas
captured Satyr (=Silenus) alive by mixing
the waters of this spring with wine
(Xenophon, Anab 1: 2, 13). He also
reported that the feast given by the
Thracian Primate of Sevt (ll) in the area
of the North Sea coast sounds were
spread by the horns of wine by a special
person - a wine glass bearer (Xenophon,
Anab 7: 3, 23-25); and in Strandzha
Mountain and its Black Sea shores there
was lots of snow and the weather was
extremely cold that the water and the
wine in containers got frozen (Xenophon.
Anab. 7: 4, 3).

5. Pausanias (Il century AD), at the
time of the Early Roman Empire, fitted in
the picture depicted by Herodotus and
Xenophontus in the 5™ — 4™ centuries BC,
informing that in the city of the Ancient
Ankara (Anatolia), founded by Midas, the
son of Gordius ... there was a fountain
named after Midas, for which water it was
claimed that Midas mixed it with wine
when catching Silenus (Pausan.
Graeciae descriptio, 1: 4, 5).

6. A particularly interesting custom
is given to us by Apollonius Rhodius (11l c.
BC). While sailing to the Golden Fleece in
Kolhis (on the east coast of the Black
Sea), the Jason-led Argonauts, after the
Dardanelles Strait, which was after Troy,
stopped at the southern coast of Asia
Minor at Phrygia, at the Dolionians —
Phrygians, where there were vineyards ...
which are cut = pruning because of the
sacred image of the mountain gods ..
they called Dindymon’s Mother, greatest
ruler of the Phrygia... At the same time,
under Orpheus’ command, the
youngsters started dancing in full combat
and they hit their swords on their shields

since past times the Phrygians
propitiated Rhea with round cymbals and
a drum ... (Apollonius Rhod. Argonautica
1:1117-1152).
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TyK HEeABYCMUC/IEHO Ce BUXAa, 4ye
TpakuTe ponmoHm B CeBeposanagHa
AHaTtonus, Kkouto ca cpurn (npecenvnm
ce ot EBponeiicka Tpakus, cnopepg Xepo-
[0OT) 3apsA3BaT /103uTe cu 0b6peaHo, npu
KOETO HecnyyaliHo TpakueubT Opdeli
Hapexga Ha Mnagexwte [OSMoHM fJda
urpasaT obpegHns TaHy,. [peBHata Tpagu-
Uus oTAaBa MHOMO rofIAMO 3Ha4YeHue Ha
3apsi3BaHeTO, 3all0TO TO € MHOTO BaXKHO
3a pas/IMYHOTO KayecTBO Ha njoga Ha
AviBata n KynTypHaTa nosa. Te3un cBege-
HWS MoraTt ga ce M3nonssar 3a npocne-
OsBaHe Ha NbTA Ha MPOHMKBAHE Ha
nosara Ha bankaHute. o Tpaguuua ce
npvema, ye Ta uasa no NbTA Ha AuoHuc,
OTBJIEYEH OT nupartuTe, T.e. 0T PUHMKNS
win dpurua. Egsa nu ToBa MOXe [Aa
6baoe  HagexgHa  uHopmaums  —
MuTOrpachTe M3BexgaTr Mo CBOS /loruka
1 APEBHW NpefaHus npousxoga Ha 6oro-
BETE, KOETO efBa /M oTpassiBa NbTa Ha
3emegenckmte wuHoBaumum.  McGovern
npaBuaHO ob6pblla BHUMaHWe Ha Apyro
cBefieHMe — 3a HayanoTo Ha 3aps3Ba-
HeTO Ha nosute B Enapa, koeto 6uio
poHeceHo oT Opect (Orestheus), umeTo
uMe o3HavyaBa ,4YOBEK OT MAaHUHUTE":
HeroBoto kyvye Cupuyc, Ha KoeTo e
HapeyeHa sipkaTa 3Be3ga, No 4yAoAdeeH
HauYMH MoKas3aso Kak TpsibBa Ja ce pexe
m cneg ToBa OpecT 3acagun wu
noapsizaHmuTe nap4yeTa, OT KOMTO U3pac/im
HoBUW 103n (McGovern, 2007). To3u MuT
MmMa O4YeBUAHO CXOACTBO C 6bmubnelickata
uctopusa 3a Noah and the Sumerian
Utnapishtim, gokonkoto Orestheus e cuH
Ha Deucalion, who also survived a Flood
(Toussaint-Samat, 2009; Butler and
Heskett, 2012). MUTBHT € onpegeneH kato
TPaKWnCcKn, KakTo nocoysa CnoMeHaTusaT
aBTOp, Taka 4Ye MHOro Mo-BeposiTHO
usrnexga KyatypHarta fiosa ga e gowna
B [bpumnsa oT Tpakusa ¢ obuyas Ha 3apss-
BaHeTO (KOeTO BCBLLLHOCT NOTBbLPXAaBa 1
Qopurniickna nuT). Jobpe ce 3Hae, 4e
06peaHMAT obuyaii 3apsidaBaHe Ha /103u-
Te e 3ana3eH 1 gHec B 6b/irapckaTa Tpa-
OVLMOHHA KynTypa, Hacnegwna LpeBHO-
Tpakuiickata, B MponeTHUsS deBpyapcku

Here, it is clear that the Thracian
Dolionians in Northwest Anatolia, which
were Phrigians (who moved from
European Thrace according to
Herodotus), prune their vineyards ritually,
and it is no coincidence that the Thracian
Orpheus instructed the young Dolionians
to play the ritual dance. The ancient
tradition attaches great importance to
pruning because it is very important for
the different quality of the fruit of the wild
and the cultural vine. This information can
be used to track the path of vine
penetration in the Balkans. It has
traditionally been assumed that it comes
in the way of Dionysos, kidnapped by the
pirates, i.e. from Phoenicia or Phrygia. It
can hardly be reliable information -
mythographers deduce due to their logic
and ancient traditions the origin of the
gods, which hardly reflects the path of
agricultural innovations. McGovern rightly
points out another piece of information -
the beginning of pruning vineyards in
Greece, which was brought by
Orestheus, whose name means "a man
from the mountains"; his dog Sirius, the
bright star was named after, miraculously
showed how it should be cut, and then
Orestheus planted the cut pieces from
which new vines grew (McGovern, 2007).

This myth has a clear similarity to the
biblical story of Noah and the Sumerian
Utnapishtim, inasmuch as Orestheus was
the son of Deucalion, who also survived a
Flood (Toussaint-Samat 2009; Butler and
Heskett, 2012).

The myth is defined as Thracian, as the
mentioned author points out, so it is much
more likely that the cultural vine has
come to Greece from Thrace in the
custom of pruning (which in fact confirms
the Phrygian path). It is well known that
the ritual custom pruning vines is
preserved today in the Bulgarian
traditional culture, inherited by the ancient
Thracian, in the spring February
celebration, called Trifon Zarezan.
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npasHuK, HapnyaH TpnudoH 3apesaH.

7. Anonogop (I B. Nnp.H.e. — | B.) HK
n3BecTsBa B paskas, ye, JIMKypr, CUH Ha
[pvaHT n uap Ha TpakuTe efoHW, KOUTO
XvBeenun okosno peka CTpumoH (EBpona),
NOCSKb/1 CBOSA CUH [lpuaHT, KaTo Mucnen,
ye ceye Jl030Ba Mpbyka M Taka My
oTpszan kpanHuuute... (Apollodor. Bibl.
3:5,1).

Tyk OTHOBO CcTaBa Jyma 3a
06peaHo 3aps3BaHe Ha /103K OT TPakw.

8. MomnoHuii Mena (I B.) gonbnBea
KapTuHaTa 3a /103apCTBOTO NpU Tpakute
KaTo kasBa, 4Ye B Tpakua fosara ce
cpelwa 4ecTo, HO HelHuTe rpo3gose
y3psiBaT camMo Korato /103apute A NokKpu-
BaT, 3a fa A cnacsaT oT ctyga (Pomponius
Mela. De chronograph. 2: 2, 22).

Tyk Beye He cTaBa pgyma 3a
aHTM4YeH KynToB o06ped, CBbp3aH C
fo3ata U BUHOTO, a 3a MpakTuyecka
MspKa, MnpuiaraHa OT TpakuTe 03apu
npe3 eceHHMs Ce30H, 3a Ja ce cnacsr
nosute OT M3Mpb3BaHe npes3 3uMaTta.
Bnpouyem, n gHec B CesepHa bbnrapus,
KbETO 3uMmaTta o6uyaliHo € C HUCKK
TemnepaTypu, ce npakTukysa Toa. Mena
He KOHKpeTusMpa Kbfe Ce npakTukyBa
TO3K 06Myail, HO € Bb3MOXHO TOBa Aa e
cTaBa/i0 M Ha tor oT Ctapa niaHvHa u
fopn PopgonuTte nopagu no-tonaonwobu-
BWTE TOraBallHW COPTOBE.

Hakpasa TpsbBa fa ce kaxe, 4ye
OPEeBHUTE TpakM MMaT CBOE COGCTBEHO
Has3oBaBaHe Ha BMHOTO. ToBa e gymara
3enac (Detschew, 1976), koATO e
pasfiMyHa OT rpblKaTa OMHOC 1 puMcKaTa
BMHYM M MOKa3Ba MHOr0 cTapa cobcTBeHa
XWNagoneTHa Tpaguums B OTrexaaHeTo
Ha Jflo3aTa W ynoTpebaTa Ha BUHO.
KateropyyHo moxem pfa 3asBuUM, ue
BMHOTO MPUCBHCTBA TpalHO B puTyanuTe,
B €XeAHEBMETO, B NPA3HUYHUSA LMKBI U
LEepEMOHMa Ha TpakUTe Npe3 APEBHOCT-
Ta, KOETO HM Kapa fa onpeaenvMm ApeB-
HaTa Tpakuiicka TepuTopus Kato egHa ot
NONKUTE Ha KynTypaTa Ha BUHOTO.

7. Apollodor (I century BC - 1st
century) narrated that Lycurgus, the son
of Dragan and king of the Thracian Edoni,
who lived around the river of Strymon
(Europe), slashed his son, Drantan,
thinking that he cut a vine rod and cut off
his limbs... (Apollodor. Bibl. 3: 5, 1).

Again it is talked about the ritual
pruning of vines by the Thracians.

8. Pomponius Mela (1st century)
supplemented the picture of the Thracian
vineyard by saying that in Thrace the vine
is common, but its grapes ripen only
when the viticulturists cover it to save it
from the cold (Pomponius Mela. De
chronograph. 2: 2, 22).

It is no longer an antique cult ritual
related to the vine and wine, but a
practical measure applied by the
Thracian vine growers in the autumn to
save the vines from frosting in the winter.
However, today in Northern Bulgaria,
where winter is usually characterized with
low temperatures, it has been still
practiced. Mela does not specify where
this custom is practiced, but it may have
happened to the south of the Balkan
Mountains and even the Rhodope
Mountains due to the warmer climate
varieties.

Finally, it has to be said that the
ancient Thracians have their own name
of wine. This is the word zelas
(Detschew, 1976), which is different from
the Greek oinos and the Roman vinum
and shows a very old own millennial
tradition of wine growing and wine use.
We can definitely say that the wine is
permanently present in the rituals, in the
everyday life, in the festive cycle and the
ceremony of the Thracians in ancient
times, which makes us determine the
ancient Thracian territory as one of the
cradles of the wine culture.
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PE3OME

TekcTbT pasrfiexga nossara Ha
BMHOTO B Hail-Ab/160Ka APEBHOCT 1 Npasu
ncTopuorpadickv nperfnes Ha xunoresute
3a JaTupoBka Ha Haii-cTapuTe BUHA U
reorpapckoTo pasnosiokeHne Ha s1030BU-
Te HacaxpgeHus. Haii-curypeH 6ener 3a
CbXpaHeHue u ynotpeba Ha BUHO € Hasu-
YyMeTo Ha ocTaTbLy OT BMHEHAa KucenunHa
Mo CbAOBETE WX OCTaHKW OT cemeHa U’
Lunu Ha rposge.

KomeHTupa ce ynoTtpebara Ha
BMHOTO nNpe3 nasieosiMta U Heonuta, B
JpeseH Ervnet, ApesHa Meconotamus v
OpesHa [bpuma. [lpernegbrt BrIHOYBA
MbpBUTE W3BECTHW [HEC ,BUMHapHU"
Xamkn dupys Tene v N'oguH Tene B NpaH
n neuwepara ApeHn 1 B ApmeHus.
Pa3rnexga ce 3HayeHMETO Ha BUHOTO
KaTo MKOHOMUWYECKW, PENNTMO3eH U obLLo-
KyNTypeH EHOMEH B TrpoGHUUUTE Ha
(hapaoHute 1 B rpagoseTe Ha Mecono-
Tamusl, NPOHUKBAHETO My B bpuma 1 Ha
BasikaHCKMA NoslyocTpoB M MbpBUTE ONU-
TV 38 CMECBaHETO MY C A bPBECHU CMOJIN.
TpaguumaTa npespbLLa BUHOTO e4HOBpe-
MEHHO B Hail-cakpasiHaTa M Hail-MacoBO
ynoTpebsasaHa HanuTka B ApeBHUA CBAT.

Kntoyosu aymn: BuHo, BUHapCTBO,
[peseH Erunet, gpesHa Meconotamus,
ApeBHa  bpuusl, HEONWTHO  LWaTo,
CBelleHa HanuTka

SUMMARY

This text reviews the appearance of
wine in the deepest antiquity, and makes
a short historiographical review of the
dating of the oldest wines and the
geographical location of the vineyards.
The most convincing mark for the storage
and use of wine is the presence of tartaric
acid residues on the vessels or remnants
of grape seeds and grains.

The use of wine through the
Paleolithic and the Neolithic ages, in the
Ancient Egypt, Ancient Mesopotamia and
Ancient Greece is commented, too. The
review includes the first known “wineries” —
Hajji FiruzTepe and Godin Tepe in Iran
and the cave Areni 1 in Armenia. The
paper considers the importance of wine
as an economic, religious and cultural
phenomenon in the tombs of the
Pharaons and in the cities of
Mesopotamia, its penetration into Greece
and the Balkan Peninsula, and the first
attempts to mix it with wood resins. A very
old tradition turns the wine into the most
sacred and most widely used beverage in
the ancient world.

Key words: Wine, viticulture,
Ancient Egypt, Ancient Mesopotamia,
Neolithic shateau, sacred drink
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HacToswWoTo Hay4yHO CbobLleHne
pasrnexpaa Hakpartko xunoresuTte 3a nos-
BaTa Ha BMHOTO, BEPOATHUTE reorpadycku
06nacTn, KbAeTo ToBa Ce e C/yyuio, u
npuyYnMHUTE 3a ynotpebata my. Cnep Hai-
paHHUTEe nNepuoau Ha KameHHarta epa ca
0606LLEeHN cBefeHNATa 3a J103apCcTBO U
BUHapcTBO B [lpeBHus Ernnet, MeconoTa-
Mua U Mbpums.

O6wonpueTo e MHEeHWeTo, Ye BU-
HOTO € CMbTHUK Ha YOBEKa OT HaW-A4bnb-
OKa [ApeBHOCT. HO KOJIKO TOYHO APEeBHO e
BMHOTO? AMEPUKAHCKUAT u3cnefosares
Patrick McGovern, cmsiTaH 3a Hail-ronsm
aBTOPUTET JHeC Mo nNpobaemMuTe Ha anko-
XOJTHUTE HanuTKM B APEBHOCTTA, HacTOsA-
TeNIHO npefnara OTKpMBaHeTO Ha dep-
MeHTaLmATa 1 BUHOTO [a Ce OTHecar oLle
KbM naneonuTta, Jasey npegu nossarta
Ha Homo Sapiens (McGovern, 2007;
McGovern, 2009). Pa3bupa ce, Heocno-
pyMK apxeosiorMyeckn gokasartesicTea 3a
TOBa HAMA, HO Xunortesara uarnexga no-
rMyHa. [b/ro BpeMe apxeosiosnte cmsara-
Xa, ye npavcTopuyecknTe xopa ca 6unm
rMaBHO MeCOsiAHM 3apaan ronemusi 6pom
XMBOTUHCKM KOCTW, HaMuUpaHu B 1N OKOMO
TexHWUTe obutanuwa. Hakpasa nagsa goce-
LLlaHeTo, 4Ye MPOCTO OT M/I0A0BETE U
3e/leHYyumuTe HAMa Kak ga MMa OCTaHKu,
Taka ye MecOTO e NPUCHLCTBAsIO B XpaHe-
He-TO Ha Xxopara, HO CbBCEM He e 6uso
OCHOBHaTa pefoBHa xpaHa (McGovern,
2009). CriefoBaTefqIHO Naneo/IMTHATE XO-
pa ce xpaHesnu r1aBHO C MNJ0AOBE, KaKTo
npuMaTuTe, U TaKka ecTecTBEHO OTKPWUIU
ankoxona. ETaHOMBLT ecTecTBeHO ce
nosssBsa B Mnpespenu v rHewy naogose,
Korato gpoxaute dpepMeHTupaT 3axapw,
W crnefoBaTesiHO paHHWTe npuMatn (1
MHOrO ApYyrun MA0J0AAHU XMBOTHM) ca
pasBunn reHeTMYHo 6GasnpaHo MoBefeH-
Yecko NpuB/IMYaHE KbM Tasu Mofekyna.
UoBelLKNAT 4yepeH Apob e creuunasHo
npucnocobeH 3a MeTabonm3npaHe Ha
asIkoxona, kaTto okosio 10% OoT HeroBuTe
€H3VIMU, BKNIOYMTESTHO aJIKOXOsT AEXNAPO-
reHasara, Ce 3aHVMaBar C reHepupaHe Ha
eHeprus oT asikoxo/n. Ta3m xunoTesa 3a
nuaHaTa MaliMyHa nbpBOHAYasIHO 6e

The hereby presented paper gives
an overview of the hypotheses
concerning the origin of wine, the
probable geographic areas where it first
appeared as well the reasons for its
usage. After the earliest periods of the
Stone Age, data was gathered in relation
to viticulture and winemaking in Ancient
Egypt, Mesopotamia and Greece.

It is a widely-believed opinion that
wine has been a companion of the
individual since hoary antiquity. Yet, how
ancient is wine? The American
researcher Patrick McGovern, who is
considered being the greatest authority
nowadays on the problems of alcoholic
drinks from Ancient Times, is persistent
in the idea that the invention of
fermentation and wine dates back to the
Paleolithic Age, and precisely long
before the appearance of Homo Sapiens
(McGovern, 2007; McGovern, 2009).
There is, of course, no indisputable
archaeological proof of that, although the
given  hypothesis seems logical.
Archaeologists once thought that early
humans were meate aters on a grand
order because their encampments were
littered with animal bones. Then it
occurred that the remains of any fruits or
vegetables simply may not have
survived, and that the abundance of
bones, which were infinitely better
preserved, indicated only that meat
constituted some portion, possibly minor,
of the early human diet (McGovern,
2009). Consequently, people from the
Paleolithic Age used to feed mainly with
fruit, the way primates did. Therefore,
they naturally discovered alcohol.
Ethanol expectedly occurs in ripe and
overripe fruit when yeasts ferment
sugars, and consequently early primates
(and many other fruit-eating animals)
have evolved a genetically based
behavioural attraction to the molecule.
The human liver is specially equipped to
metabolize alcohol, withabout 10% of its
enzyme machinery, including
alcoholdehydrogenase, devoted to
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npegnoxeHa ot Aa-p Pobbpt OAbanu
(Dudley, 2000; Dudley, 2014). YnoTtpeba-
Ta Ha asiKoxon cTaBa BaXKHO €BOJIHOLUOH-
HO npeauMcTBO. [iBe-TpeTu OT Hawwute
Tena ca CbCTaBeHW OT Boga W efuvH
Bb3pacTeH nHAMBKUA TpsAbBa Aa nue noHe
no 2 | Boga Ha feH, 3a Aa MoXe Hopma-
HO XMApaTUpPaHOTO My TAM0 Aa (PYHKLMO-
HMpa MbAHOLEHHO. 3acTosinaTa BoAa
obaye /IeCHO MOXe Aa ce 3apasu ¢ Bpea-
HY MUKPOOPraHU3Mun 1 napasutu. AIKOXo-
NbT ybuBa NOBEYETO OT TE3M MATOTEHHU
MUKPOOPraHu3mMm un xopara BEepOsATHO
MHOr0, MHOIO OTZaBHa ca YCTaHOBW/IM, Ye
Te3n, KOUTO MUAT asIkoXosl, Kato LAno ca
no-sgpaen oT octaHanute (McGovern,
2009). ToBa 06sicHsIBa M ynoTpebaTa Ha
6upa, egHakBO pasnpocTpaHeHa B ceBep-
HW paiioHn kaTo 6peroseTe Ha BanTtuiicko
MOpEe 1 B t0XHM 061actu kato MeconoTa-
Musa n Erunet. Korato BOHMUMTE ca Ha
noxog (Hanp. B CygaH), Te HOCSAT BoAa U
3bpPHO, HO BogaTa 6bpP30 ce pasBassi.
ToraBa B narepa ce Bapu 6upa 1 Taka
BOMHULUWTE eQHOBPEMEHHO NWenn npesa-
peHa TeYyHOCT M ce XxpaHenu, a
nepornudpbT 3a 6Mpa 03Ha4YaBas TeueH
xns6 (Lloyd, 2010).

Heonut

KaBKa3KnsiT pervoH, BKIHUUTESNTHO
ApMeHusi, e eAVH 0T Hail-cTapuTe si03ap-
CKW LLEHTPOBE Ha cBeTa. [lpeBHa ApMeHus
e 6unia MHOro no-rofiiMa oOT CbBPEMEH-
HaTa AbpXaBa M B k/lacuyeckara enoxa e
BK/IlOYBa/la rossMa 4Yact oT W3TouHa
Typums, AsepbaiigxaH n 'pysns B paiio-
Ha mexay YepHo n Kacnwuiicko Mope.
lo3ata € MecTHO pacTeHne B [0NUHUTE
Ha ApMeHusl, KbOeTO KIMMaTbT € ocobe-
HO nogxogsul 3a Hes. [ueaTa io3a Vitis
vinifera silvestris (npapoguten Ha Kyntu-
BMpaHNTE BMHEHW /103U) € Cb3dajeHa TaM
npean okono 1 MWIMOH roguHun. OBbIie-
HA WM BKAMEHEHW TPO3[0BM CEMKM ca
OTKPUTU B HSIKOSIKO HEONIMTHUM 06ekTa B
Kaskas.

ApXeonornyeckn gokasaresicrsa 3a
BMHOMPOU3BOACTBO, AOPWN 3a TEXHO0INSA
Ha BWHAPCTBOTO, Ca OTKPUTU B HSAKOSIKO
HeonuTHM obekTa B MNMnaHnHaTta 3arpoc B

generating energy from alcohol. This

drunken  monkey hypothesis was
originally proposed by Dr. Robert Dudley
(Dudley, 2000; Dudley, 2014). The

consumption of alcohol thus becomes a
significant evolutional advantage. Our
bodies are 2/3 water, and the average
adult needs to drink about two liters daily
to stay hydrated and functioning.
Untreated water supplies, however, can
be infected with harmful microorganisms
and parasites. Alcohol kills many of
these pathogens, and humans must
have recognized at an early date that
those who drank alcohol were generally
healthier than others (McGovern, 2009).
This fact accounts for the consumption
of beer, equally spread in northern areas
such as the coasts of the Baltic Sea as
well as southern ones, such as
Mesopotamia and Egypt. Every time
soldiers were on the march (for instance
in Sudan), they would carry water and
seeds, but water quickly got spoilt. Upon
such circumstances, beer was boiled
and soldiers could simultaneously drink
and eat. Therefore, the hieroglyphfor
beer meant liquid bread (Lloyd, 2010).

Neolithic age

The  Transcaucasian region,
including Armenia, is one of the world’s
oldest centers of viticulture. Ancient
Armenia was much bigger than modern
Armenia and in classical times included
much of eastern Turkey, Azerbaijan, and
Georgia in the area between the Black
Sea and the Caspian Sea. The vine was
an indigenous plant in the valleys of
Armenia, where the climate was
particularly suitable for it. The wild vine
Vitis vinifera silvestris (ancestor of the
cultivated vinifera vine species) was
established there over a million of years
ago. Carbonized or petrified grape pips

have been found at several Neolithic
sites in the Caucasus.
The archeological proof of

winemaking, even wine technology, has
been unearthed in several Neolithic sites
in the Zagros Mountains of North-
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CeBepoustoueH MpaH. Hali-ctapuar
00eKkT KbM AHelHa gata, Xamkm dupys
Tene (Hajji Firuz Tepe), oTKpUT No Bpeme
Ha apxeonoryyeckara ekcneguumsa Ha
Mepu M. Boiir oT My3es Ha yHuMBepcuTe-
Ta B NeHcuneaHusA, ce gatmpa ot 5400 go
5000 r. np.H.e. (Voigt, 1983; McGovern et
al., 1986; Estrreicher, 2016). Apxeonosu-
Te ca OTKpWAK LeCT cba, BCEKN C BUCO-
ynHa 23,5 cm, C BMECTUMOCT OKoMo 9
NnTpa u ¢ rNnHeHn Kanauu o tax. Otna-
raHMsaTa B CbAOBeETe BKIHOUBAT ouUeTHa
KACenMHa W HelHata Ccof, Kaiuves
TapTtapar. B bnmskua WM3TOK npes3 Ttasu
enoxa oOueTHa KucenuHa Moxe pJa ce
noayym camo Ot rposge. CTpykrypara Ha
apxeosiornyeckuss 06eKT, CbCTosw, ce oT
ronfima BCEKMAHEBHa CTas, KOSATO MOXe
[Ja ce e nonssana v Kato cnasHs, ,KyxHsa"
W [iBe CK1aoBM NOMeLLeHUs, nokasea, ye
crpajata Moxe pfa e ob6butaBaHa oOT
rofIiMo cemencTeo. Ye nomelleHneTo, B
KOeTo ca HamepeHW cbaoBeTe, €
(QYHKLMOHMPANOo KaTo KyxHs, Mojckassat
MHOTOOPOMHN [/IMHEHN CbAOBE, KOWUTO
BEPOATHO ca NoJi3BaHu 3a NPUroTBSAHE Ha
XpaHa B OrHULLETO.

ToBa HM kKapa pfa mMuCaUM, 4e
Xagkn @upys Tene e Hali-cTapoTo
LLaTo", No3HaTO 3acera Ha apxeosiosuTe.
TpabBa f[a CNOMEHEM W MHEHMETO Ha
aBcTpasmiickna  cneuywanuct Dr.  Philip
Norrie, KOWTO OTHaca MbpBMTE cnean OT
BMHO B [py3usa kbm 7000 — 6000 r.
np.H.e. (Norrie, 2000). Toli ce ocHoBaBa
Ha Haxo4KM Ha OBbI/IEHM CeMeHa oT
KynTMBMpaHa /03a, KOUTo 6unm MHOro
pasnnyHn oT AMBUTE, HO TOBa MHEHWe
3acera HAMa gpyru nocnegosarenu.

Xapkn dupy3s Tene Beye wuma
Cepro3Ha KOHKYpeHUus oT ApMeHUs.

Mpe3 2011 r. pgoiifje HOBUHAaTa, Ye
Hali-paHHaTa BMHapHa B CBeTa € 6una
oTkpuTa B newepata Apenu |. JaTupaHa
Hali-paHo kbMm 3500-3000 r. np.x.e., T4
uMa mM3MasaHu nofose, KOUTO ca 6unm
n3rpajeHy Karto rpos3gosu npecu, 3a ga
oTBeXgar coka B MOA3EMHW CbAoBe
(HapuyaHu Ha apmeHcku karas, Ha rpy-
3UHCKM qvevri, a Ha rpbukn pithoi —

Eastern Iran. The oldest site to date,
Hajji Firuz Tepe, uncovered during the
archeological expedition of Mary M.
Voigt  from the University  of
Pennsylvania Museum, is dated back to
5400-5000 BC (Voigt, 1983; McGovern
et al, 1986; Estrreicher, 2016).
Archeologists found six wine jars, each
about 23.5 cm tall with a capacity of
about 9 I, with clay stoppers attached.
The residue in the jars includes tartaric
acid and its salt, calcium tartrate. In the
Near East and at that period, tartaric
acid could only come from grapes. The
structure of the archaeological site,
consisting of a large living room that may
have doubled as a bedroom, the
"kitchen", and two storage rooms, might
have accommodated an extended
family. The room in which the jars were
found functioned as a kitchen and was
supported by the finding of numerous
pottery vessels, which were probably
used to prepare and cook food, together
with a fireplace.

This makes us think that Hajji
Firuz Tepe is the oldest shateau which
archaeologists know currently. The
opinion of the Australian specialist Dr.
Philip Norrie has also to be mentioned. It
concerns the first traces of wine in
Georgia which date back to 7000 — 6000
BC (Norrie, 2000). He bases his view on
findings of charred seeds from cultivated
vines which were a lot different than the
Virginia  creepers.  However, this
viewpoint does not have other followers.

Hajji Firuz Tepe has serious rivals
from Armenia.

In 2011 it was announced that the
earliest winery in the world had been
discovered at the cave of Areni I. Dating
back to ca.3500-3000 BC, it comprised
plaster floors which had been
constructed as grape presses to run the
juice into underground jars (Armenian
karas, Georgian qvevri) or pithoi in
Greek. Grape remains in the vicinity
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nuTocu). OTnaraHusATa JokassaT, ye B
CbfOBETE € OWUI0 CbXpaHABaHO BWHO,
KOETO e [10Ka3aHO C XMMWUYECKN aHa 3N,
CUWHXPOHHMAT HekKponos B newepara
nojckassa, Ye BMHOTO € 6M10 M3non3Bsa-
HO B norpebasiHn putyasnm B nameTr Ha
npeguute (Black and Antonini, 2015).

Ha tor ot Xagxn dupys Tene ce
Hamupa [oauH Tene (Godin Tepe),
pas3nosiokeHo B pgonvHata KaHraBap B
npoBuHUMA KepBaHwax B VpaH, kbaeTo
ekcneguuusata Ha Kpanckua Myseidl Ha
OHTtapno, KaHapga, otkpmBa 30- n 60-
nmTposn cbhose, gatnpadu 3 500 — 3 000
r. Np.H.e., T.e. B HAY&J10TO Ha XasKosmTa
3a Te3nm 3emnm (Gopnik and Rothman,
2011). Tyk oueTHaTa kucenvHa 6una
OT/I0XEeHa pPaBHOMEPHO M0 efHaTta CTeHa
Ha BCekU Cbj, KOeTO 03HayaBa, ye Te ca
CbXpaHsiBaHU flerHaam cbC 3anyllasku,
TOYHO KakKTO B CbBPEMEHHA BMHAPHA.

O1 TpaHCKaBKa3kusi permoH u
VpaH, ycnopefHo C HeonuTU3aumaTa,
fio3ara ce pasnpocTpaHsBa Ha ronsama
TepuTopus. EkonormyHute orpaHuyeHus,
BbMNPEKN NPOMEHNTE B KIMMaTa, ca ounu
CXOOHW C OHELLUHUTEe: B CEBEpPHOTO Mosy-
Kbn60 rpo3sae, rogHo 3a Npou3BOACTBO Ha
BWHO, pacTte B nosocarta mexay 30 n 50
rpagyca ceBepHa wupuHa. Tam uma
JOoCTaTbyHO CBET/IMHA M TOMJIMHA npe3
nponetra M nATOTO, 3a Aa Ce HaTpyna
[oCTaTbyHO 3axapHocT (go 1/3 oT obema
Ha TrpoO3f4eTo) 3a BWHO C &IKOXOJHO
cbAbpxaHne 10-13°. B Tasu 30Ha nonaja
N uenuaT basikaHCKu nosyocTpoB.

JpeBeH Ernnet

Mpean pa 6boar  cb3gajeHu
Luapckute BUHapHW B gentata Ha Hwun,
Koeto cTtaBa okono 3000 r. np.H.e.,
nbpBuTEe  (dapaoHn BHACAT BUHO OT
NleBaHTa M ckopo 3anoysar fa ro LeHAT
Bucoko. [lo Bpeme Ha Hynesarta
anHactuaTta (ok. 3150 r. np.H.e.) eaMH oT
nbpeuTe LUape Ha EruneT, nosHaT nof
nmeTo CkopnmoH |, 6un norpebaH BbLB
BeNMKonenHa rpobHuua B NyCcTUHATA Kpaw
Abugoc. TepMaHCKUSIT  apXeosiorMyeckm
WHCTUTYT B Kaipo paskona rpo6Huuarta Ha

pointed to the contents of the vessels as
wine, and chemical analysis confirmed
this. A contemporaneous cemetery
within the cave suggests that the wine
was used in burial services for the
ancestors. (Black and Antonini, 2015).

Heading south from Hajji Firuz
Tepe, one can find Godin Tepe, situated
in the valley of Kangavar in Kermanshah
Province in Iran, where the expedition of
The Royal OntarioMuseum (Toronto,
Canada) finds 30- and 60-litre vessels,
dating back to 3 500 — 3 000 BC, namely
at the beginning of the Halcolite for these
lands (Gopnik and Rothman, 2011).
Here the wine acid was evenly spreadon
the one side of each vessel, which
means that the vessels had been kept
flatways stuffed with pegs, which is the
way they are now kept in contemporary
wineries.

From the Transcaucasian region
and Iran, together with the neolithization,
the vine was spread on a greater
territory. The ecological limits,
notwithstanding the climactic changes,
were similar to nowadays’: in the north
hemisphere, grapes suitable for
winemaking grow in the poles in the
latitude of 30° and 50°N. One can find
enough light there as well as warmth
during spring and summer, so that
enough sugar content is reached (up to
1/3 of the amount of grapes) for wine
with alcohol content of 10-13°. It is in this
region that the whole Balkan Peninsula
falls as well.

Ancient Egypt

Before a royal winemaking
industry was established in the Nile
Delta, ca. 3000 B.C., the first Pharaohs
imported wine from the Levant, and soon
developed a taste for it. During Dynasty
0, around 3150 B.C., one of the first
kings of Egypt, Scorpion |, was buried in
a magnificent funerary house in the
desert at Abydos in the middle of the
river Nile. The German Institute of
Archaeology in Cairo excavated
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uapss CKopnuvoH B UAMOTO I BEMKOMENue,
KaTo OTKpPWM CKMNTbP OT C/IOHOBA KOCT U
OFPOMEH CKNMag C XpaHu W Hanutky 3a
3aArpobHMs XKMBOT Ha Bnagetens. Haii-
yuyaBalo belue, ye B TPV NOMeLLEHNS, Hag,
KOUTO Mocfie e usrpajeHa MnoKpUBHA KOH-
CTPYKUMA W € HacunaHa npbeT, 6axa
nonoxeHn 700 cbAa, KOMTO ca CbAbpXau
okonno 4500 | BMHO c pob6aBeHa cmona
cnopes XvMuYeckuTe aHasmsn B nabopa-
TopusATa Ha MaTpuk MakrosbpH (McGovern,
2003). Hukoil OT MMCMEHWUTE 3HauuM BbpXY
cbfoBeTe B rpobHuuata U-j, BbpXy
,ETUKETUTE" UM NeyaTuTe NM, He MOXe Aa
6bae CBbP3aH C BUHOMPOM3BOACTBOTO WU
nosapcteBoTo. Cnep Kkato MACbKbLT € M3Ba-
[eH oT cbaoBeTe 06aye, Ha BbTpeELLHOCTTa
UM Ce BXOA/IM MBULUM C XbTEHWKABU Ha
UBAT OT/1araHns, KOUTO MMaT OTK/IOHEHUS OT
XOpu3oHTana. Tesn JiMHUMKU, NoAo6HM Ha
cnegM OT MOPCKM BbAHWM NO 6pera, Haii-
[ob6pe ce WHTepnpeTuvpaTt kaTto cnegu ot
FOPHOTO HMBO Ha TEYHOCT, KOATO MOCTeneH-
HO ce e wu3napwna. JlabopatopusiTa Ha

MakraBbpH KOMMJEKCEH aHan3, KOWTo
BK/1lOUBA Fourier-transform infrared
spectrometry (FT-IR), BucokoedhekTMBHa

TeyHa xpomartorpacdumsa (high-performance
liquid chromatography HP-LC) n Feigl spot
tests BbpXy XbATEHWKaBUTE OCTaTbUM OT
Tpu cbha B ABe OT KamepuTte. Te3n aHanmnsm
noTebpXaasar, 4e [OPEeBHUAT MaTepuan
CbAbpXa OUEeTHa KucenvHa W Kaiuues
Taptapar. /3napunoTto ce BUWHO € NoyTu
WOEHTUYHO C TOBa, OTKPUTO Ha Xamxu
®upy3s Tene noseye ot 2000 roguHu no-
paHo, U camO Masiko MO-HOBO OT TOBa OT
FogvH Tene (McGovern, 2003).

Scorpion’s tomb in all its splendor, with
ivory scepter and supplies of food and
drink to carry with him into the afterlife.
What was most astounding was that 700
jars containing some 4500 liters of
resinated wine, according to our
chemical analyses, were deposited in
these three rooms, which was then
covered over by a roof and mound of
earth (McGovern, 2003).

No one of the written signs on the tomb
U-j jars, seals, or labels can be related to
winemaking or viniculture. Once the
sand filling had been removed from the
jars, however, rings of a yellowish crusty
residue, which were slanted off from
horizontal, were seen on their interiors.
These “tidelines” are best interpreted as
the remains on the surface of a liquid
that had gradually evaporated. The
McGovern’s laboratory ran out standard
battery of tests, including Fourier-
transform infrared (FT-IR) spectrometry,
high-performance liquid chromatography
(HP-LC), and Feigl spot tests, on the
yellowish residues from 3 jars in 2 of the
chambers.

These analyses confirmed that the
ancient material contained tartaric acid
and calcium salt. The resonated wine
was almost identical to that found at Hajji
FiruzTepe more than 2 000 years earlier
and only slightly later than that from
Godin Tepe (McGovern, 2003).

dur. 1. EgHa oT npmnbnusutenHo 700-Te amcpopn oT rpobHuuaTta Ha Laps CKOProH |
Kpaii Abugoc. MNeyaTbT BBLPXY [/IMHEHaTa 3anyllasnka € yBe/IM4YeH rope BASICHO
(©University of Pennsylvania Museum)

Fig. 1. One of the ca. 700 amphorae from the tomb of Scorpion I, in Abydos. The
marking on the clay stopper is enlarged (©University of Pennsylvania Museum)
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LlenmaT npouec Ha BMHOMPOU3BOA-
CTBO € JeTai/IHO NpeACcTaBeH NO CTEHUTE
Ha erneTckiTe rpobHMLM, Nopagn KOeTo
€ BBb3MOXHO fAa ObAe Bb3CTAHOBEH.
Pasbupa ce, TOl N0 HUWO He ce pasnu-
YyaBa OT MO-KbCHUTE KacMyeckn HauvHu
Ha Jo6MB Ha BUHO. 3a npumep e gagem
npeumsHma cait Oxford Expedition to
Egypt: Scene-details Database. Tam nog,
HoMmep 8 ca knacudumumpaHm cueHnTe Ha
Mpon3BOACTBO MU CbXpaHeHNe Ha BUHO U
3eXTWH c noggapuaHtn: CbbupaHe Ha
rposge nnm doypmun, MaykaHe Ha rposge
unu oypmu B WapanaHa, M3snnyaHe Ha
COK B npeca 3a rposge wuau cypmm u
HafMBaHe B CbAoBe, 3anedvaTBaHe,
MapKMpaHe W/WAM  CbXpaHsiBaHe Ha
cbaose ¢ BuHO (Linacre College, Oxford
(2006) Oxford Expedition to Egypt:
Scene-details Database [data-set]. York:
Archaeology Data Service [distributor]
https://doi.org/10.5284/1000009 BWASHO
Ha 19.07.2017). O6wo npumepute 3a
Te3n geTaiisiHn N306pakeHns ca OT Hafg
25 rpo6HuLM, Makap BbB BCUMYKM Aa HAMaA
cneav oT BUHO KaTo norpebaneH gap.

The whole process of winemaking
is thoroughly presented on the walls of
the Egyptian tombs, which makes it
possible to be restored. Not surprisingly,
it is not at all different from the later
traditional ways of wine production. As an
example of this, the precise site Oxford
Expedition to Egypt: Scene-details
Database can be presented. Under
number 8 one can find the scenes of
manufacturing and storage of wine and
oil with subvariations: Gathering grapes
or dates, Treading grapes or dates in a
vat, Extracting juice in a wine press or
date press, and Filing, Sealing,
Recording and/or storing jars of wine
(Linacre College, Oxford (2006) Oxford
Expedition to Egypt: Scene-details
Database [data-set]. York: Archaeology
Data Service [distributor]
https://doi.org/10.5284/1000009 last
retrieved at 19.07.2017). All examples
collected are from over 25 tombs
although not all of them show traces of
wine as a funerary gift.

odur. 2. CbbupaHe Ha rpo3ge. Pened ot rpobHunuarta Ha MraxoTen (Internet)
Fig. 2. Grape harvest. Relief in the tomb of Ptah-Hotep (Internet)

Tyk cneuvanHo TpsiGBa ga M3Tbk-

HeM Hali-paHHOTO un306passiBaHe Ha

It is to be emphasized precisely
here that the earliest depiction of wine

BMHONPOU3BOACTBOTO B rpobHuuara Ha | making in the pictographs of the tomb of
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Mraxoten B TmBa okono 2400 r. np.H.e.
(Jacq, 2006). Makap u B pasnuyHa
CTeneH Ha 3aBbPLUEHOCT, CLLEHNTE, KOUTO
BCE Ollle ce BMXAAT Ha u3ToyHarta cTeHa
(nsBaTa cTpaHa cnpsiMo BxoAa), ca Tesu,
KOUTO OGMKHOBEHO ce u3obpassBar Ha
CcTeHUTe Ha kopugop. Ha ropHus peg
MbXe HanmBaT BMHO B FO/IEMW OTBOPEHM
CbA0Be, BEPOATHO 3a 6bAEeLo CbxpaHe-
HMe B ABaTa U3Ab/DKEHW KaHana Habnu-
30. CueHara e o3arnaseHa: CbxpaHeHue
Ha BMHOTO, KOETO € NOCBEeTEHO Ha per-
kheru. MoceeweHneTo Ha per-kheru ce
Hapuyar Te3n Hella, KOUTO ca NoXxenaHu
OT NoYMHanus.

Ptah-hotepat Thebesdate back to ca.
2400 BC (Jacq, 2006). Although in a
varied state of completion, the scenes
which are still visible on the east wall
(left-hand side on entry) are those
commonly found on corridor walls. In the
upper register, men are emptying wine

into large open-mouthed jars, probably
for later storage in the two long-necked
vessels which stand close by. The scene
is titled: Storing the wine which is for per-
kheru offerings. The per-kheru offerings
are those which are requested by the
deceased.

dur. 3. Fpos,q'06ep CTeHOI'II/IC oT rpo6an_|,aTa Ha I/IHTeqo (TT155) B Jlykcop (Internet)
Fig. 3. Grape harvest scene in the tomb of Intef (TT155) at Luxor (Internet)

dur. 4. BMHonpomssop,CTBo CTeHOI'IVIC ot rpo6HV|u,aTa Ha HaXT (TT52) 3ar|a,u,Ha TuBa
Fig. 4. Winemaking. Wall painting from the Tomb of Nakht (TT52), Western Thebes

LlapeTe, xpeuute n apuctokpartu-
Te He camo ynoTpebsiBasivi BUHO, HO "
Bnageenu no3faTa, KOUTo 6unn rnasHo B
pentata Ha Hun. Bce nak BMHOTO 6K10
JIYKCO3Ha CTOka W ueHaTa My 6una 5
NbTU NO-BMCOKA OT Ta3nm Ha bupata. B
rpobHunuata Ha TyTaHxamyH (TyTaHka-
MOH), Bb3KauwW/ ce Ha npecrtona npes
1348 r. np.Xp., ca oTkput 30 CTOMHM 3a
BWHO, KaTo 26 OT TAX MMaT Hagnucu, ot
Kouto pasbupame, ye BUHOTO BBLTPE €
6110 cnagko, Xxyb6aeso UM MHOro Xy6aso,
KaKTO W VMeHata Ha Hewo Karto

The kings, priests and aristocrats
not only consumed wine, but they also
reigned over the vines mainly in the Nile
Delta. Still, wine used to be luxurious
goods and its price was five times more
expensive than the one of the beer. In the
tomb of Tutankhamun, enthroned in 1348
BC, 30 wine jars were found, and 26 of
them contain inscriptions, reading that the
wine in had been sweet, nice or
exquisitely nice, together with the names
of so called sommeliers in the farms.
There are, however, vessels with seals
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comesnviepu B cTonaHcTeara. Vima obave
M CbAOBE C neyatu BMHO 3a AaHbUM W
BMHO 3a npuHoweHusa (Guasch-Jané et
al., 2004; Guasch-Jané, 2011; Wahlberg,
2012; Portalsky, 2014).

wine for taxes and wine for sacrifice
(Guasch-Jané et al., 2004; Guasch-Jané,
2011; Wabhlberg, 2012; Portalsky, 2014).

P

gﬁﬁ

o

®dur. 5. Ernnetcknte Mepornvlcpm 3a: 1 nosa; 2 — rpo3sge; 3 — ctacmnan; 4 — BUHO
Fig. 5. Egyptian hieroglyphs: 1 —trellis vine; 2 — grapes; 3 — raisin; 4 — wine

JpeBHa Meconotamus

TpyaHo e ga gaziemM TOUYeH OTroBop
Ha BbMNpOCca OT Kora Luymepute, acupuii-
uuTe M BaBWIOHLMTE ca no3HaBaM U
nvesnam éupa n BYHO, HO ca OTKPUTK Fro/IAM
6poil  Tabnuuknu, KOUTO ChNomeHaBaT
Tbproeusa ¢ BuHo. CTaBa gyma 3arposge,
YyMATO MOMYASIPHOCT Bapupa B 3aBUCU-
MOCT OT paiioHa Ha Npomn3X0op, KaTto ToBa,
KoeTo cTapee 6e3 hepMeHTaums, e 0co-
6eHo LeHeHo. HannTtkaTta ce pasnpegens
B KO/IMYECTBO OT OKOJI0 €4MH TasloH Ha
yoBeK. TOBa BK/OYBA HE CaMO HSKaKbB
BUA 6upa, npomsBefeHa Ha eyeMunyeHa
OCHOBa, HO U NaJMOBO BWHO, MOJIyY4EHO
ypes OTps3BaHe Ha Bbpxa Ha NasiMOBOTO
ObpBO U cbbupaHe Ha coka. Ha To3u
eTan gaxbata e cpaBHUTENHO 6e3Bpes-
Ha, HO camo cnef ABa-Tpu AHW hepmeH-
TMpa 1 cTaBa CU/HO onusiHABalla. 3aTto-
Ba Ce MNpaBU CEPUO3HO pasrpaHnyeHne
mMexagy depmeHTupanata u HedepmeH-
TMpanarta TeyHocT. B noemara 3a CbTBO-
peHveTo 6oroBete MO BPEME Ha nup
3anoysar fa roBopsT BUCOKO U ca Bb30y-
JeHn, noj BAWAHMETO Ha asnkoxona. B
enoca 3a lunramew 6yiHMAT EHKuAy,
KOMTO e npegonpefeneH ga ctaHe ChibT-
HWK Ha [unrameld, HacTosBa 3a (pepmeH-
TMpana Hanutka: n 6upa: Toiln nu
cefeM NbTu, AyxbT My Gewe 0CBO6O-
JEeH N TOW u3BMKA CbC CWIEH rnac;
THN0OTO My C€ M3MNbJHWU C AOBOJICTBO U
nmueTo My npoceeTHa (Contenau,
1966; Brothwell and Brothwell, 1969).

Ancient Mesopotamia

It is hard to be precise about when
the Sumerians, Assyrians, and
Babylonians knew and drank beer and
wine, but large numbers of tablets
recording wine trade were discovered.
These were regular vintages, whose
popularity varied according to their district
of origin; those which aged without
fermenting were especially highly
esteemed. Drinks were distributed at the
rate of just over a gallon per person. This
consisted not only of a kind of beer
derived from a barley base, but also of
palm-tree wine, obtained by tapping the
top of the trunk of the palm tree and
collecting the sap. At this stage it is
comparatively innocuous, but it ferments
and becomes extremely intoxicating after
a lapse of two or three days. They made
a distinction between fermented and
unfermented liquor. In the poem of the
Creation, during a banquet the gods,
under the influence of alcohol, became
talkative and excited. In the Epic of
Gilgamesh, the wild man Enkidu,
destined to become Gilgamesh’'s
companion, requests the drinking of
fermented liquor: He drank of the beer:
he drank thereof seven times: his spirit
was liberated and he cried out with a loud
voice: his body was filled with wellbeing
and his face lit up. (Contenau, 1966;
Brothwell and Brothwell, 1969).
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MbpBOTO CNnOMeHaBaHe Ha BWHO B
rpag Yp e Ha rnvHeHa nnoyka ot 2 750 T.
np.H.e. Vima gaHHn, 4ye okosio 2 340 r.
np.H.e. ynpasuTenAaT Ha Jlaraw wnman
BMHeHa u3ba, KbAETO HOCeNn BWHO OT
nNaHWHUTE B OrPOMHU CTOMHW.KakTo
nosicHsaeat asa naparpadga (108 n 109)
OT 3aKoHuUTe Ha Xamypanu (okono 1790 r.
np.H.e.), NnpueTo e Kkpbumapute ga 6bvaar
XeHu. ToBa e nokasaHo M B ernoca 3a
MMnramell, korato reposit cpella >XeHa,
Cnaypy, KOATO e COBCTBEHMK Ha KpbyMa
WNn TaBepHa. B TO3M KbCeH TeKCT ce
cBbp3Ba M C rpo3ge, M C OGupa.
M3non3saHeTo Ha n3pasa BMHapcka msba
(HO M KpbumMa) B MNO-paHHUTE TEKCToBEe
MOXe [a oTpa3sfiBa OTHOCUTESIHO Mo-
BMCOKMA CTaryc Ha BWHOTO MO TOBa
Bpeme. EpgHa kpbumapka, Ky-bBay (Ky-
Baba), fopu ce e m3gurHasia [o Lapckara
B/1aCT, 3a [a nocTaBu Havano Ha TpeTtaTa
OnHactma Ha Kuw okono 2 400 r. np.H.e.
(McGovern 2007, 150-153).

XepoaoT TBbpAM, Ye Kpail pekuTe
Turbp u EchpaT He BUpeeno HUKaKBO
rposge, HUTO CMOKUHS, HATO Mac/siMHa, a
BMHOTO Ce HOCEs10 C JIOAKU No TeYeHUETOo
Ha EcppaT oT ApmeHus (Herodot). B To3u
OTHOCUTENHO KbCeH Nacax obauye (5 Bek
BC) ctaBa gyma 3a BWHO OT CMOKMHM,
KOoeTo XepopoT Hapuya (QUHUKMIACKO
BVHO, @ He 3a TPaauUMOHHOTO BUHO OT
rposge. MHaye Meconotamusa narnexga
He e buna nogxoAsuia 3a Ao6MB Ha BMHO
B Hali-gpeBHUTE MEepuoan, HO OKOMHUTE
npeannaHvHu ca 6unmn npekpacHo MACTo
3a /103apcTBO. HAMa cBefeHus 3a BUHO
OT BpemeTo npean noseata  Ha
Lwymepute B AO/IHOTO TeyeHne Ha Turbp
n EcbpaT — BEpoATHO Te ca npeHecnu u
nosara oT nnaHnHUTE 3arpoc n MatoyHa
AHatonus B Meconotamus. [lymara BUHO
ce u3nucea ¢ wymeporpamata GESTIN,
a TO3M 3HaK ce npesBex/ja W KaTto AbpBO

Ha XwuBoTa. Karto 3Haem Bpb3kaTta
mexay lymepckarta MUTONOINA n
3anncBaHeETOo Ha CTapvm 3aBeT,

BEPOATHO BbB BaBwunoH, normyHo e ga
npeanosioxMmM, 4ye 6ubneinckoto AbpBo
Ha XMBOTA W MNO3HAHWETO MOXe fa e

The first reference of wine in the
town of Ur dates back to 2750 BC seen
on a clay tablet. There exists data that ca.
2340 BC the governor of Lagash had a
wine cellar where wine was brought from
the mountains in large pitchers. As two
sections (108 and 109) from
Hammurapi's Code (ca 1790 BC) make
clear, wine shop owners are assumed to
have been female. We had already been
alerted to this fact in the Gilgamesh Epic,
when the hero met a woman, Siduru, who
was a barmaid or a tavern owner. Siduru
is associated with both grapes and beer
in this late text. The use of wine shop in
the earlier texts may reflect the relatively
higher status of wine at that time.

One wine shop owner, Ku-Bau, even rose
to the heights of queenship, to found the
third dynasty of Kish in around 2 400 BC
(McGovern 2007, 150-153).

Herodotus claimed that there had
been no grapes along the Tigris and
Euphrates river banks nor figs, not even
olives; the wine had been transported
with boats along the course of the
Euphrates River from Armenia (Herodot).
In this relatively late time scope, however
(5 c. BC), what is meant by wine is the
one made of figs, which Herodotus
named Phoenician wine, and not the
conventional grape wine. Yet,
Mesopotamia  apparently was  not
appropriate for wine production in ancient
times, but the surrounding foothills were a
great place for viniculture.

There is no record of wine from the
time before the settling of the Sumerians
in the low course of the Tigris and
Euphrates rivers — it is presumably them
who brought the vine from the mountains
of Zagros and East Anatolia into
Mesopotamia. The word wine is written
with the Sumerogram GESTIN, where the
symbol is translated as tree of life. As the
connection between the Sumerian
mythology and the writing of the Old
Testament probably in Babylon is well-
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oTr/lac Ha Lymepckata npejcrasa 3a
nosara. CblLOTO M3NUCBaHE Haco4yBa U
KbM 60rMHATA Ha n03aTa, KOSATO YecTo ce
npuema 3a BTOPOCTENEHHa, HO yyacTea B
eAnH OT Hali-BaxkHUTe MUTOBE 3a
ypexaaHeTo Ha cBeTa Ha LyMepuTe.
BoruHata ce Hapuya lewmana
(Geshtinanna wnu Geshti-Anna), koeTo
o3HavaBa OykBanHO lMokpuTa C mMcTa
no3a, enuTteTbT W Amamutinna 3Hauu
KopeHuiie Ha nosa, a Apyroto i uve e
Nin Geshti-Anna, KoeTo LWWe peye
FocnogapkaTa HebecHa no3a (Belitskiy,
2000). B rpag Jlaraw T8 € v3BecTHa u
Kato Amageshtine, koeTo 03HavaBa
MaiikaTa-no3a. Tasu 6GorMHA e cecTtpa
Ha BaxHMS 6or Aymysm (Dumuzi, Damu-

zid, Tammuz), nokposuTen Ha
NnAoAOPOAMETO U  Bb3paxkdaHeTo Ha
XMBOTa Bcsika nponeT. [MAdymysum ce

crogsea 3a VHaHa, morbwata 60ruHa Ha
BOliHaTa 1 nwboBTa. T obadve pellasa
Ja cnese B NOA3EMHOTO LLapCTBO 1 Aa ce
NMoOXBa/In Ha CecTpa Ccu, KOATO A 3a4bpxa
Tam. boroseTe nomarat Ha lVHaHa, HO
HSKOM TpsbBa pa npueme CMbpPTTa
BMECTO Hesl. Taka [ymysn TpsibBa Aa
oTnge B MNOA3EMHOTO LAPCTBO, KOETO
yxacsBa Herosara cectpa [elmaHa.
Hakpas goroBopkata e Te fga ce CMeHAT
3a MO MOJIOBUH TOAUHA B MNOA3EMHUS
CBSIT, C KOETO Ce 065CHSABa M CMsHaTa Ha
ce3oHuTe B Meconotamusa.  Thorkild
Jacobsen Tb/ikyBa TO31 MUT KaTo OTriac
OT 3eMefesfiCkoTO  pasfesieHne  Ha
rogvHaTa Ha nepuvogu Ha cbbupaHe Ha
3bPHOTO ¥ OGpaHe Ha  rpo3geTo
(Jacobsen, 1976). 3bpHOTO Npubupau
Ha NposneT, Bapenu oT Hero 6upa u ro
cknagupanu. Fposgeto cbbupanu npes
eceHTa 1 Toraea npasenii OT Hero BUHO.
[BeTe 60oxecTBa ,ymupanu“ no BpemMe Ha
npubnpaHeTo Ha pekonTara,
TpaHcthopmupann ce B onusiHABaLWlA
HanuTKa, CbXpaHsaBaHa nof 3emsTa, Ho C
6ora Ha 3bpHOTO 6WMNO0 CBbpP3aHO
NMbpBOTO Monyrogne, a ¢ OOrvHATa Ha
BMHOTO — BTOPOTO.

BuHoTO 6MN0 fo6Gpe nos3HaTto u B
JpeBHa Acupusa, Kboeto TO BNU3asio B

known, it can logically be assumed that
the biblical Tree of Life and Knowledge
could be the answer to the Sumerian idea
of the vine. The same way of writing
leads to the Goddess of Wine who is
frequently seen as of minor importance.
Given that, she is the one to be present in
one of the crucial myths for the ordering
of the world of Sumerians. The goddess
is namedGeshtinannaorGeshti-Anna,
which literally means covered in vine
leaves, and her name Amamutinna
carries the meaning of Vine Roots. Her
other name is NinGeshti-Anna, meaning
the Mistress of the Vinesof Heaven
(Belitskiy, 2000). In the town of Lagash
she is known also as Amageshtine,
meaning Mother-Vine. This goddess was
the sister of the important god Dumuzi
(Damu-zid, Tammuz), Patron Saint of
Fertility and Revival of life every spring.
Dumuzi got engaged to Inanna, the
powerful Goddess of War and Love. She,
however, decided to go down the
underground kingdom and boast before
her sister who at hand kept her there.
The Gods helped Inanna but there had to
be someone to get death instead of her.
So Dumuzi had to enter the underground
kingdom which terrified his sister
Geshtinanna. The negotiations ended
resulting in the decision for them to alter
each for half a year in the underworld,
which accordingly justifies the change of
the seasons in Mesopotamia.
ThorkildJacobsen interprets this myth as
a reflection of the agricultural division of
the year in periods — for seed harvest and
grape picking (Jacobsen, 1976). The
seed was to be harvested in spring; they
would boll it to make beer and would later
store it. The grapes were to be picked in
fall and wine was made out of it. The two
gods “died” at every harvest, transforming
into inebriating liquor, kept underground,;
yet the first part of the year was related to
the God of Seed, and the second - the
Goddess of Wine.

Wine was well-known also in
Ancient Assyria where it was considered
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3a0b/HKUTENHNSA NOPLUMOH Ha paboTHUL M-
Te N cnyxutenute KbM Asopeua. Cnopes
pasyetuTe 3a efHa rogvHa Tpsabsano ga
ce u3xpaHBart okosio 6 000 npuaBopHMU.
OT uapuuata npes pasnMyHUTE paHrose
aMWHUCTPATOPU N BOEHHOCMYXeLWmn [0
LoByapyeTata U NOMOLHUUUTE B KyXHS-
Ta" TOUHUTE faxbu BUHO ca 6unim uspas-
HeHn (McGovern, 2007). Hue 3Haem Te3u
nogpo6HocTM OT fABe o0cobeHu rpynu
TabMuKkn: BUHEHWUTE cnucbun OT Hum-
pyZ4, OTHACSiHM KbM HSAKOSIKO nocnefosa-
TeNHW acupuiickn Lape oT X| Bek np.H.e.
KnnuHoobpasHuTe TekCToBe ca OTKPUTU OT
ekcnegnuuata Ha cbp Makc MasioybH
BbB ,BMHapcKuTe n3bu" Ha CeBeposanag-
HWS aBopel 1M B 61M30CT A0 Taka Hape-
yeHua dopt CanmaHacap, T.e. LapCKuaT
apceHaJn.

Ynotpebarta Ha BUHO B MeAuLUHa-
Ta e fnokKasaHo ¢ wicTpauum B Luymep-
ckaTa (papmakoriesi, 3anMcaHa Ha rnmHe-
Ha nnoyka ot Hunyp ok. 2100 r. np.H.e.
(Norrie, 2000). /3non3eaHeTo Ha BMHATa
Karo YCMOKOUTENHW W  aHTUCENTUYHU
CpefcTBa 1 Kato pasTBopuTenu 3a Apyru
nekapctea e nokasaHo u B CBeTOTO
nnucaHne u B Tanmyga, 3anvcaHu cnep,
536 r. np.H.e. (Norrie, 2000).

JdpeBHa Mbpums

MpumnTe ycBosBaT BUHONPOU3BOLA-
CTBOTO Hali-BepOsiTHO npe3 ocTpoB KpurT,
KOTO MMa rosiiM TbProBCKU CTOKOOOMEH
¢ Ervnet. ToBa obaye MOXe ga e CTa-
HaN0 MHOro Mo-paHo, OTKOJIKOTO ce CMS-
Talle jocera, KakTto nokasa eauH oT
npoektnte Ha [llatpuk MakrosbpH C
rPBLKOTO NPaBUTE/ICTBO 3a BKYCOBETE Ha
6poH30BaTa enoxa. JlabopaTopHuTe aHa-
Nn3K NOTBbLPAUXA HANIMYMETO Ha BUHO B
nutocuTe (roNemm BKOMAHU  [/IMHEHU
CblloOBE 3a CbXpaHeHWe) OT obekTa
MwupTtoc-®ypHy  Kopucpm  (McGovern,
2007). ToeBa e cenvwe OT paHHaTa
6pOH30Ba enoxa Ha HXHUA 6pAar Ha KpuT.
MuTocuTe ca OT MOCNEeAHOTO HMBO Ha
paspylweHve OT nepuoga PaHHOMUHOR-
ckm Il B (ok. 2200 r. np.H.e.), HO
obuTaBaHeTO Ha CeNULLETOo 3anoysa KbM
Haya/noToO Ha TPeToTo XWunsgosnetve

the binding ratio for workers and clerks of
the castle. During the reminder of the
year, a royal household of 6 000 had to
be nurtured. From the queen on down
through the various ranks of the
administration and military to the
“shepherd boys and assistant cooks”,
precise rations of wine were doled out
(McGovern, 2007). We know these
details from two extraordinary groups of
tablets: the Nimrud wine lists, dating to
the successive Assyrian kings during the
course of the 11™ century BC. The
cuneiform texts were found by the
expedition of Max Mallowan in the “wine
cellars” of the North West Palace and
nearby so called Fort Shalmaneser, i.e.
royal arsenal.

Use of wine as medicine is shown
as illustrated by a Sumerian
Pharmacopoea inscribed on a clay tablet
at Nippur in cuneiform script ca. 2100 BC
(Norrie, 2000). Use of wines as
sedatives, antiseptics, and vehicles for
other medicines is illustrated in the
Sacred Writings: in the Talmud, written
after 536 BC (Norrie, 2000).

Ancient Greece

The Greeks are believed to have
acquired winemaking through the island
of Crete which holds a great trade with
Egypt. This, however, might have
happened far earlier than it has been
considered by far, as it is shown in one of
the projects of Patrick McGovern with the
Greek government about the tastes
during the Bronze Age. The laboratory
analyzed and confirmed the presence of
wine inside large storage pithoi at Myrtos-
Phournou Koryphe (McGovern, 2007).

This site is an Early Bronze Age village
on the southern coast of Crete. The pithoi
belong to the final destruction level during
the Early Minoan 1IB period (ca. 2200
BC), but occupation began near the
beginning of the 3" millennium BC.
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np.H.e. AHanu3Wte Ha nuTocuTe OT
MupTOoC faBaT Hali-paHHUTE XMMUYECKM
JokasaTencrea 3a CMOJSIUCTO BUHO OT
JpesHa Mbpumsa: cnopes MakroBbpH 1am
UMasio peuuHa, KakTo e W3BecTHO ToBa
BUHO pgHec B [bpuua. [vpumsa e
€[IMHCTBEHOTO MSACTO B CbBpPEMEHHUS
CBAT, KbAETO MpoAb/ixaBa [JpeBHaTa
Tpaauuma 3a pobaBsHe Ha [AbpBECHU
CMOIN KbM BUHOTO.

ToBa u3rexga  eAuHCTBEHUSA
NPUHOC Ha rbpuuTe B TEXHOJOMMATa Ha
npou3BOACTBO Ha BWMHO. HOo Te npasAT
BMHOTO MCTUHCKW NOMYNAPHO U AOCTBMHO
3a BCMYKM NO BpPeMe Ha BCeKu nup, a He
camo no npasHuLK, Korato ce oTnycka ot
XpamoBOTO WNN LAPCKOTO CTOMAaHCTBO.
MpunTe  NPOMEHAT  KyaTypata Ha
ynotpeb6a Ha BWHOTO, KaTto ro npa.AT
HefenumMa 4acT OT TEeXHUA CUMNO3NyM
(symposion). Tyk mMoxem pga pgob6asBum
€[lHO [pYyro Wu3K/IoYeHUe — rpbLUKUTe
OCTPOBM Na3AT U MHOr0 ApeBHa Tpaau-
LMA Ha CbXpaHeHwe Ha BMHOTO, Nno3Hara
oule OT croMeHaTaTa no-rope neuiepa B
ApmeHusi. ToBa ca cneununyHn cbopb-
XEHUA, KOUTO MOXeM fa onpeaesnvm
Kato nuHoBe (lenoses), kouTo A0 npeau
HAKOJIKO [eceTuneTus ca nosi3BaHu oT
XUTennTe Ha JIeMHOC ¥ MO-TOYHO Ha
cenata PenaHuau, JluxHa v Pyconynu.
Te ca n3ceuyeHn HanpaBo B MeKaTa ckana
W B TAX Ce MnocTaBsna wwupara, [oKaTo
npukioun  chepmeHTauyuaTa. Ckanarta,
HapeueHa Vina, e npegnouyntaHa, 3aulo-
TO ce u3gbnbasBa /IECHO W OcCuUrypsiBa
TeMmnepaTtypata U TbMHMHATA, KOMTO ca
HeobxoaMMK 3a ugeanHaTa pepmeHTa-
uMa Ha rposgosara wmpa. MecTHuTe
npov3sBoguTenn BApBaT, 4ye ToBa [fasa
crneundmyeH apoMaT Ha BUHOTO.

The analyses of the Myrtos jars represent
the earliest chemical evidence for
resinated wine from ancient Greece:
there were retsina, as it is known in
Greece today. Greece is the only place in
the modern world that perpetuates the
ancient tradition of adding tree resins to
wine.

This seems to be the sole benefit
of the Greek people in the technology of
winemaking. Yet, they turn wine into
popularity and make it accessible for
everyone during all feasts, not only during
special celebrations when the church or
the ruler allows that. The Greek people
have changed the culture of wine
consumption thus turning it into an
inseparable part of their symposion. One
other exception is to be mentioned here
as well — the Greek islands keep an
ancient tradition of wine storage, which is
distinguishable even with the
aforementioned cave in Armenia.

These are specific facilities which
can be determined as vats (lenoses)
which were used by the inhabitants of
Lemnos and more precisely the villages
of Repanidi, Lychna and Rusopuli up to
several decades ago. They were carved
in the soft rock and it was in them that the
must was put until the fermentation had
finished. The rock, bearing the name
Vina, is preferable as it can easily be
carved and it ensures the temperature
and darkness needed for the perfect
fermentation of the grape must. The local
producers believe that this brings the
specific aroma of the wine.
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Fig. 6. Wine vats in the village of Repanidi on the island of Lemnos (photo made
by the authors)

PvMmnsHutTe wn3gurHanM BUHOTO B
KyNnT 1 [0 Hanpasuin Hain-mMacoBOTO
nutue. ToBa CNOMOrHaN0 3a LUMPOKOTO
pasnpocTpaHeHne Ha sio3ata no uanoTo
CpepgmsemHomopue o Tpup B
FepmaHusa. [Jo6uBbT Ha BUMHO B Ervnet
CTaHa/1 ABa MbTWM MO-BUCOK, OTKOJIKOTO
npegn 3aBoeBaHUsITA Ha AsnekcaHObp
Benvkn, 3apagu HoBaTa Moga M
OTPOMHOTO  TbpceHe. J>KeHute CblLUO
nosy4ynnun npaeo ga nNusaTt BuHo. Okono |
BEK C/.H.e. CTaHana u pgpyra BaxHa
npomsiHa — Be3gecblmTe amdopu 6mnm
3aMEHEHN OT MHOro Mo-fekKnTe AbpBEHU
6bYBKM, KOUTO MOXenun pga Obaar
TbpKasisiHM OT eanH 4voBek (amdoopa ce
HOCW NOHEe OT [Bama, 3all0To TA TEeXMW
MoYTK KOMIKOTO BUHOTO B Hesl) 1 6bp30 ce
Ha/IOKW/IM KaTO BMHEHA Tapa Hapeg C
nosHatute OTAaBHa MEXOBE, KOWUTO
obaye He MO3BOMSABA/IM OT/IEXAaBaHe Ha
BMHOTO B TAX. [0o6poTo 3aTBapsHe Ha
OypeTo ¥ KOHTakTa C [AbpBecuHara,
npuzasalla BKYC M apomart, 3a pasnuka
OT nMponyckawara no Majko Bb3ayX
rNnHa, JONyckasn Beye OT/iexaBaHe Ha
BMHOTO M MPOMsHAa Ha KayecTBaTa My C
BpemeTo, 6€3 pga cTaBa Ha OUuerT.
3apoguna ce BMHeHaTa KynTypa, KosTo
ouensiea U o AHEeC: BMHOTO Ce nue no
noBofj, pUTyaslHO, C Me3e 1 pa3roBopw,
KakTo nogobaBa Ha CBeLLeHa HanuTKa.

The Romans made a cult of wine
and turned it into the most common drink.
This contributed to the broad distribution
of the vines along the whole
Mediterranean to Trier in Germany. Wine
production in Egypt became twice as high
in comparison to the time prior to the
achievements of Alexander the Great due
to the new fashion and high demand.
Women also obtained the right to drink
wine. Around 1% century AD another
significant change took place — ubiquitous
amphorae were changed for the far
lighter wooden barrels which could be
rolled by one person (an amphora is to be
carried by at least two people as it weighs
as much as the wine in it) and quickly
gained popularity as wine tare together
with the long-known wine-bags, which
unfortunately could not allow the wine to
age in. The proper closing of the barrel as
well as the touch of the wood enriching
the flavor and aroma of the wine in
contrast to the air-penetrating clay
allowed already aging of the wine and
change in its qualities with time, without
turning it into vinegar. Thus the wine
culture was born, and it exists even
nowadays: wine is drunk on special
occasions, as a ritual, with appetizers and
during talks, which in fact is the due
attention of holy liquor.
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PE3IOME

Ouwe OT Hail-gpeBHU BpeMeHa
xopata ce 3aHuMaBar C OoTr/exgaHe Ha
1039 1 NPOU3BOACTBOTO Ha BWHO OT TAX.
MbpBUTE JOKa3aTencTsa 3a ToBa gatupar
oT 7000r.np.xp. n ca oTKpUTK B KaBkas, no
n3TouHuTe 6peroBe Ha YepHo mope. B
NCTOPMYECKMN MJ1aH, BUHONPOWU3BOACTBOTO
€ LIMPOKO pasnpocTpaHeHa AelHOCT B
OpesHa MNepunsa n Pum, a BUHOTO cTaBa
CBETOBHO W3BECTHO nuTue. B HawaTta
CTpaHa /103ap0-BUHAPCTBOTO CbLUECTBY-
Ba KaTo MOMWHBLK OLle OT BPEmMeTo Ha
TpakMTe W C TeyeHWe Ha BpemeTo, OT
Cb3faBaHeTo Ha Obarapckara Abpxasa
[0 Hawwn AHW, NPOU3BOLACTBOTO U KOHCY-
MaumusaTa Ha BMHO Ce 3anassa KaTo
cemeliHa Tpaguums B MHOro 6brapcku
JomMoBe. B bbarapusa cbllecTByBaT W3-
KMOUYNTESTHO 61aronpuAaTHU  KNUMaTUYHU
1 reorpadiCky ycnosus 3a pasButve Ha
/103apo-BMHAPCTBOTO, KOETO nNpeaonpese-
NI N HEeroBoTO M3yyaBaHe U pasBuUTHE B
Hay4yeH Y MKOHOMMWYECKN acnekT. [jHec oT
MKOHOMWYECKa rfiefHa Touyka BMHOTO €
efHa OT Hal-TbpCceHUTE U LEHEHU
HanuMTkM He camo B bbarapusa, HO M B
uenua ceAT. Hewlo noseye, Moxe fAa ce
Kaxe, Ye B CbBpPeMUETO HM TO Cb3gasa
onpefesnieH BWUA KynTypa — Kyntypa Ha

SUMMARY

Ever since ancient times, people
are engaged in growing grapes and
producing wine from them. The first
evidence dates from 7000 b.c. and they
are found in the Caucasus on the eastern
shores of the Black Sea. Historically, the
winemaking is widespread activity in
ancient Greece and Rome, and the wine
became internationally known drink. In our
country viticulture and winemaking exist
as a livelihood since the time of the
Thracians and over time, from the
creation of the Bulgarian state to the
present, the production and consumption
of wine remains a family tradition in many
Bulgarian homes.

In Bulgaria there are extremely favourable
climatic and geographical conditions for
the development of viticulture and
winemaking, which determines their
exploration and development in scientific
and economic terms. Today, in economic
terms, wine is one of the most sought
after and prized drinks not only in Bulgaria
but also worldwide. Moreover, one can
say that in modern times it creates a
certain kind of culture — the culture of
communication, culture of taste and
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obuyBaHe, KynTypa Ha Jerycrauus u
XpaHeHe, noaAbpXaHe Ha Tpaguumn.
KomMGMHMpaHETO Ha BCUYKN Te3n dhakTopu
C YCMEWHOTO pa3BuTME Ha TypusbM B
CcTpaHaTta, Cb3faBa npeanocTaBky 3a 3a-
paxgaHe Ha BUHEH Typu3bM B Bbarapus.
Llenta Ha HacTosllaTa cTaTua e Hacoye-
Ha MMEHHO KbM 3cC/lefBaHEe Ha OCHOB-
HWTE nNpeanocTaBkM 3a Cb3haBaHe Ha
BMHEH TypuM3bM B CTpaHaTta Hu, KaTo ce
00bpHE CneunasiHo BHUMaHWe Ha TpygHoC-
TUTE, KOUTO CTOAT Npe HEroBoTo pa3Butue.

KnwouoBu gymun: BUHOMPOU3BOACTBO,
BUHEH Typu3bM, BUHO, /1035, MPUPOSHU U
aHTPOMOreHHN pecypcu

BvHEHNAT TypusbM ce CBbp3Ba C
Hayka 3a npuroTBsHe u 3anasBaHe Ha
pasnnyHn Buaose BUHaA (OT FPBLKMA 0iN0S —
BMHO M logos — Hayka), Hayka, KOSITO
uscnegBa BMHOTO OT 3acaxgaHeTo Ha
nosata [0 HeroBoTo GyTuampaHe W KOH-
cymauus. lMOHATMETO ,BUHEH TypusbMm”,
CbAbpXa CbBKYNHOCTTA OT MHTErpauuoH-
HUTE BPb3KMN MEXAY BUHOTO 1 BUTUETO Ha
YyoBeKa, Ky/TypaTta Ha XpaHeHe, HeroBus
MOpas 1 LEeHHOCTK, HaykaTa, iMTepartypa-
Ta M uW3KycTBOTO. TO ce nosiBsBa B
Hayanoto Ha 90-Te roAuHW Ha MUHaNUS
BEK, BCNEACTBME Ha YCMELWHO XPyMBaHe
Ha npousBoauTenn OT ABCTpaMa U
KanndopHusa ga cbyetasT BUHAPCTBOTO U
Typusma B o6Lia geiiHocT. bnarogapexve
Ha Tasn mges Tam ce 3apaxpga 6usHec
MOAenN, NpU KOWTO 4pe3 opraHu3npaHeTo
Ha BMHEHW YUKEHAMN U TypOBe BUHOMPOU3-
BOAMTENUTE ycnsiBaT fAa YyBenuyar He
camMo OMPEKTHUTE CU Npojaxobun B nsbara,
HO M ce cneyesnBaT fIOASIHU KIIMEHTU, Ha
KOUTO Ce [OCTaBs BWHO LIE/IOTOANULLHO
(T.Hap. cellar to door sales). B Espona
BK/IIOYBAHETO Ha W3BECTHM BUHAPCKK
PErvoHn 1 n3bu B TYPUCTUYECKN MapLLpY-
TW KaTo 4YacT OT MacoBus TYpu3bM e
MHOr0 no-ctapa npakTuka, HO goTorasa
TA He e pa3BuBaHa KaTo oTAesieH busHec
N BUA, TYPU3BM.

OT pgpyra cTpaHa UEeHHOCTUTE Ha
TYypUcTUTUTE B CBETOBEH Mawab ce
npoMeHAT. Cnopef MHEHME Ha BUHEHUS

nutrition, maintaining traditions.

Combining all these factors with the
successful development of tourism in the
country, creating conditions for the
emergence of wine tourism in Bulgaria.
The purpose of this article is geared
precisely to study the fundamental
prerequisites for the creation of wine
tourism in our country, paying special
attention to the difficulties facing its
development.

Key words: winemaking,
tourism, wine, vineyards, natural
anthropogenic resources

wine
and

Wine tourism is related to the
science for making and preservation of
various types of wines (from the Greek
oinos — wine, and logos — science), a
science studying wine from the moment
of planting the vine until the bottling and
consumption of the wine itself. The term
“wine tourism” contains the aggregate of
the integration links between wine and
people’s lives, catering culture, morals
and values, science, literature and art. It
appears at the onset of the 1990’s, as the
consequence of a successful idea of
winemakers in Austria and California in

combining winery and tourism into a
single activity. Due to this idea, a
business model is created in those

countries, and by organizing wine
weekends and wine tours, not only do
winemakers increase their direct sales
from their cellars, but also gain loyal
customers to supply wine to all year
round (the so-calledcellar to door sales).

In Europe, the inclusion of famous winery
regions and cellars in the tourist routes as
part of the mass tourism is a practice
dating back to a much earlier period, but
it has not developed hitherto as a
separate type of business and tourism.

On the other hand, the values of
tourists change on a global scale. In the
opinion of the wine expert Jonathan
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ekcnepT Jonathan Steyn, u3paseHo Ha
KoHthbepeHumsita 3a BuHeH un KynuHapeH
Typusbm npe3 HoemBpu 2016 B HOXHa
Adbpuka (The Business of Wine and Food
Tourism Conference), Typuctute [gHec
XMBESIT B ,MKOHOMMKA Ha NPEeXnBaABaHMATA.
JlokaTo npeaun Bpeme Typuc-TuTe ca uckanu
BUAMMM YA06CTBa, TakuBa KakBUTO Morat
Ja KynaT n fa [oKocHaT, cnefawmaT eTan
€ Ha ,MHCLIeHNpaHoTO NpexuBsiBaHe", Kbae-
TO TYpUCTUTE KOHCYMMpaT cuTyaumn, cb3ga-
[eHV cneuuasniHo 3a TsX, KaTo Te3un B [AUcHU-
NeHA, TO AHELHUAT TYpUCT U KOHCymaTop
ucka ,TpaHcchopmaums”, KbAeTo aBTEHTUY-
HOTO npexwuBsiBaHe e camuaT npogykt. C
Opyr  OyMU: TbpCU Ce€  aBTEHTMYHOCT,
YCTOWYMBOCT, OTIOBOPHOCT W  MNPUPOAO-
CbO6PA3HOCT U TOBA BaXM KAKTO 3a HacTa-
HABaHeTO, Taka W 3a xpaHaTta W 3a arpak-
usmte (Carlsen, 2004 un Carlesen and
Charters, 2006)

Lenta Ha HacTtoguwiarta cratna e
HacoyeHa KbM mn3cnejBaHe Ha OCHOBHUTE
npeanocTaBkn 3a Cb3faBaHe Ha BUHEH
Typn3bM B Bbarapus, kato ce ookycupa
N BbpPXY TPYAHOCTUTE, KOUTO CTOAT npes
HEeroBoTo pasBuTHE.

B cratmata e  u3nonssaHa
eMMUPUKO-TeopeTnyHa MeTOLO0/I0TMA Ha
nscneasaHe. O606LEHN ca MHOTO Teope-
TUYHW MOCTaHOBKW, N3BEEHO e aBTOPCKO
MHEHME W CTaHOoBYWLlE BbLB Bpb3Ka C
Bb3MOXHOCTUTE 3a pas3BuUTME Ha BUHEH
TYpU3bM U CbNbTCTBALUUTE TO TPYAHOCTH
B YCNOBUATA Ha CTpaHata Ha CbBpeMeH-
HUA eTan Ha HeroBoTo passuTtue. M3non-
3BaHu ca MeToamuTe Ha AeyKUNUS U UHAYK-
LUMSA, KakTo W Jsiormyecka u emnupuyHa
MEeTOoA0/10rUA.

Mpe3 nocnepHute aBe pecetune-
TWS, BUHEHUAT Typu3bM ce 060cobsiBa
KaTo efMH OT Hal-npegnoynTaHnTe BUAO-
BE afiTepHaTUBEH Typu3bM. CTpeMEX KbM
HEeroBoTo pasBuTME nNpoSABABAT MHOr0
CTpaHu, palioHn 1 MecTa, KOUTO Morar ga
CbyeTanT B MNpuB/EKaTeNEH 3a Typuctute
NPOAYKT BUHOTO, KOETO Npomn3eexaaT, CbC
CBbp3aHWTE C Hero WnM [onbjsaly ro
TypucTuyeckn  artpakumu.  Hanpumep
BMHEHM TYpOBE C YyBJieKkaTeNHn 6eceaun 3a
TeXHosorMaTa Ha BMHATa, U3HacsAHU OT

Steyn, spoken at The Business of Wine
and Food Tourism Conference in
November 2016 in South Africa, tourists
live in the experience economy. While
tourists used to need tangible comforts,
the ones they could buy and touch, the
next level is the “scripted experience”,
where tourists consume situations,
created particularly for them, such as the
ones in Disneyland, the modern tourists
and consumers want “transformation”,
whereas the authentic experience is the
product in and of itself. In other words:

demand exists for authenticity,
sustainability, responsibility and
environmental friendliness, and this

applies to accommodation, as well as to
foods and attractions (Carlsen, 2004 and
Carlesen and Charters, 2006)

The aim of this article is to study
the basic prerequisites for the creation of
wine tourism in Bulgaria, focusing on the
difficulties that are faced with its
development.

The empirical-theoretical
methodology of the study was used in the
article. A lot of theoretical statements
have been summarized. An author's
opinion and a standpoint on the
opportunities for development of wine
tourism and its accompanying difficulties
have been displayed. The methods of
deduction and induction, as well as
logical and empirical methodology are
used.

During the last two decades, wine
tourism has differentiated itself as one of
the most preferred types of alternative
tourism. Many countries, districts and
locations, which combine the wine they
produce, a product attractive to tourists,
with wine-related or wine-supplementing
tourist attractions.

By way of example, wine tours with
interesting talks about wine processes by
an enologist, ending with wine tasting
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€HO/I0r, 3aBbpLluBaALLN 3a4b/DKUTENHO C
jeryctauum, nNnpoBefeHn No BCUYKU MNPO-
drecroHanHn npasuna, crtaBaT TbPCEHU
TYPUCTUYECKN NPOAYKTN B UAna 3anajHa
EBpona (®paHuus, WcnaHus, Wtanus,
AHrMA 1 FepmaHust), KakTo U B ApYyru
CTpaHu No cBeTa, Kato ApXeHTuHa, Yunnn
1 cTpaHu oT KOxHa Adpuka.

B cBeToBHaTa nwuTepatypa Hama
obuionpueTa 1 yTBbpAeHa AeuHNLMA 3a
BMHEH TypusbM. Crnopeg HsKouM aBTopu
(Stamov and Nikovska, 2008; Terziyska,
and Lozanov, 2006), HeroeaTa CbLUHOCT
ce CbCTOM B MNpenautaHeTo Ha no3ap-
CTBOTO W BMHAPCTBOTO C TYpUCTUYECKMSA
npoaykT B  AafeH  pervoH. Haii-
pasnpoCcTpaHeHOTO MOHATUE 3a BUHEHUS
TypnsbMm pgasat Hall (2000b) n Neshkov
(2009b), crnopep, TaX TO e “nocelleHne Ha
no3s, n3bu, BUHEHW DECTMBaN U BUHO-
WOy CBbp3aHM C geryctauusa  wn/vam
NpexmBsiBaHWsl, CBbp3aHW C 03apo-
BMHAPCKM palioH ca OCHOBHWUTE MOTU-
BMpawm paktopn 3a nocetutenure”.
bkoHCBH  (Johnson, 1999) onpegens
BUHEHUNS Typu3bM KaTo “nocelleHue Ha
NI030BM MacuBW, BUHAPCKN MU36U, BUHEHU
decTvBanu 1 NpasHULM ¢ Les novnska u
3abasneHne”. Cnopepg Apyrn aBTopu ToBa
€ OrpaHU4YeHO TMOHATME 3a BUHEHUSA
TypM3bM W npegnarat B Hero fga ce
BK/IIOYBA OLLE: XPaHEHe Ha OTKPUTO;
yyacTue B KyITYpHU U UCTOPMYECKM
aTpakuun; pasHoobpasHM  pernoHasHu
0COGEHOCTM  —  perMoHasiHa  KyXHsl,
apxutekTypa, KynTypHO  Hacneacrtso,
XvBonucHn nensaxm (Carter, 2016;
Sotirov, 2014).

BUHEHVAT TypuM3bM B Hail-00uy
CMWCBJ1 Ce Onpefens Kato BuA Typu3bM,
YMATO LEeN e Wan BKIK4YBa Jerycrauus,
KOHCyMauus UaM MOKynka Ha BWHO, MO
npaesuao B 64M30CT JO WM OT camus
BMHOMPOM3BOAMTEN; 06XBalla 1 noceye-
HUA Ha BUHapHU (BUHApPCKM 136u), /1030BU
MacuBu WU PecTopaHTW, KoMTO npegnarat
YHUKa/THW PEKONTW TPO3fe U BMHO, KAaKTO W
BMHEHW TypoBE M MbTyBaHWA MO MOBOA Ha
hecTMBasIM Ha BMHOTO U ApPYrM NOAOGHU
cneymnanHu cbbutua. (Carter, 2016).

sessions, organized in compliance with
all professional rules, become products in
high demand in Western Europe (France,
Spain, Italy, England and Germany), and
in other countries in the world, such as
Argentina, Chile and countries from the
southern part of Africa.

There is no widely adopted and
approved definition of wine tourism in
literature on the topic. According to some
authors (Stamov and Nikovska, 2008;
Terziyska, and Lozanov, 2006), the
essential aspect of wine tourism is the
cross-point  between viticulture and
winemaking with the tourist product in a
given area. The most widespread
definition of wine tourism is provided Hall
(2000b) and Neshkov (2009b), and in
their opinion wine tourism is “visiting
vineyards, cellars, wine festivals and wine
show, related to degustation and/or
experiences related to the vine and
winery region are the main motivating
factors for the visitors”. Johnson (1999)
defines wine tourism as *“a visit to
vineyards, wine cellars, wine festivals and
holidays for recreational and
entertainment purposes”. In the opinion of
other authors, this is a limited definition
for wine tourism, and their proposal is
that it also includes the following: outside
catering, participation in cultural and
historical attractions; diverse regional
particularities  —  regional  kitchen,
architecture, cultural heritage,
picturesque landscape (Carter, 2016;
Sotirov, 2014).

Wine tourism in the most general
sense of the word is defined as type of
tourism, which has the objective of or
which includes tasting, consumption or
purchasing of wine, as a rule of thumb in
proximity to or by the winemaker; it also
includes visits of wineries (wine cellars),
vineyards or restaurants, which offer
unigue crops of grapes and wine, as well
as wine tours and travels to wine festivals
and other similar special events (Carter,
2016).
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BuHeHVAT Typn3bM e cneunannsu-
paH Bu4 Typu3bM, MNpuM KONTO Ha
TYpUCTUTE Ce NPefoCcTaBAT Bb3MOXHOCTHU:

> ja ce 3anosHadAtr C
N1030BUTE MAaCUBM M N03APCKA NPaKTUKU

(3aps3BaHe, rpo3gobep) oOT  AafdeH
PervoH; ¢ wuctopusta, Tpaguuunte W
BMHOMNPOM3BOACTBOTO Ha  BMHapCKuTe

Kbl (M36U, LLeXoBe Un BUHO 3aBoAM); C
pasnuyHM BUHA WU ApP. BUCOKOAIKOXOJSHU
HanuTKK, Ypes gerycrauuu;

> Ja yyacTtBaTt B npasHuun,
puUTyasHu  NpakTukn 1 decTmsany,
CBbp3aHy C BUHOTO 1 cbyeTaHn ¢ borata
(hoSIK/IOpHA NporpamMa 1 aHmMaunn.

Pa3BuTMETO Ha BMHEH TYpU3bM He
MOXe fAa ObAe Nb/IHOLEHHO, KakTo 6e3
WHTEpecHa un 6orara J103apo-BrHapcKa
ucTopuss Ha cTpaHata, Taka U 6e3
WHTEpecHa CbBpPEMEHHa J103apo-BuHap-
cka npaktuka. B bBovnarapua nbpBute
CTbNKA BbB  BUHEHWS  TypusbM, C
HeroBuMTe CbBPEMEHHU XapaKTepuUCTUKW,
ca HanpaseHu B kpas Ha 90-Te roguHu, Ho
cnopeg LakoB n HewkoB (2009a) 3a
Hayasio Ha opraHnsnpaH BUHEH TYpuU3bM
B bbarapua 6w cnepsano ga ce cuuta
1975 r., KoraTto BbB BMHapHa ,Jlsackosey”
BankaHTypuCT BOAM OpraHnsvMpaHun rpynu
Typuctu. Mpe3 90-Te Beye HAKONKO 136U
(BMHNpOM “AamsaHnuya’, “Nackosew”,
“Ocmap” n “Anmar-BapHa”) 3anousar ga
npegnarat opraHusvpaHu gerycrauum sa
TypucTUYeckmn rpynu. NocrteneHHo onutbsT
e nocnefBaH OT ApYrM BUHAPHU, a HAKOU
TyponepaTopckn  chupMm  TpaiiHO  ce
OpUeHTUpaT KbM pasBMTUETO Ha TO3N HOB
npoaykT. B MOMeHTa gocTa 1u3bu npegna-
rat Bb3MOXHOCT 3a OpraHu3vpaHun Typuc-
TUYECKN NOCEeLLeHNs ¢ aeryctaumm v apy-
rm aTpakuun (BMHapcka nsba “Togopos” u

“Buna BuHucpepa” oT c.bpectoBuua,
Mnosamecko, BWHapcka u3ba “Po3oBa
jonuHa” - Kapnoso, BuHapHa “CuHute

ckann” B CnuvBeH, BUHMPOM “YepHOMOPCKO
371a10” — lNOMOpKE U MHOTO ApYrN).

MNpe3 nocnepHute roanHn bbara-
pus, C HENHUTE Bb3MOXHOCTU U ONUT BbB
BWHOMPOWN3BOACTBOTO U pPa3BUTMETO Ha
Typusma, ce npeBpblia B nonynspHa w

Wine tourism is a specialized type
of tourism, whereas tourists are provided
with opportunities:

> to become familiar with
the the vineyards and viticulture practices
(trimming, grapa harvest) from a specific
region; with the history, traditions and
wine making of wine houses (cellars,
workshops or wine factories); with
different wines and other highly-alcoholic
drinks through tastings;

> to take part in holidays,
ritual practices and festivals related to
wine and combined with diverse folklore
program and animations.

The development of wine tourism
cannot be complete without an interesting
and rich wine-growing history of the
country, and without an interesting
contemporary wine-growing practice. In
Bulgaria, the first steps in wine tourism
with its contemporary characteristics
have been taken at the end of the 1990's,
but according to Tsakov and Neshkov
(2009a) 1975 should be considered as
the year in which Balkantourist brought
organized tourist groups to the
“Lyaskovets” winery. In 90’s, some wine
cellars (Vinprom “Damyanitsa”,
“Lyaskovets”, “Osmar” and “Dimyat-
Varna”) started offering organized
tastings for groups of tourists. Gradually
the experience is followed by other

wineries as well, and certain tour
operators  permanently commit to
developing this new product type.

Currently many wine cellars offer the
possibility of organized tourist visits with
tastings and other attractions (wine cellar
“Todorov” and *“Vila Vinifera” from
Brestovitsa village, Plovdiv region, wine
cellar “Rozova Dolina” — Karlovo, wine
cellar “Sinite Skali” in Sliven, wine prom
“Chernomorsko Zlato” Pomorie, and
many others).

In recent years, Bulgaria with its
possibilities and experience in wine
making and tourism development has
turned into a popular and attractive wine
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aTpakTvBHa  AecTvHauus 3a  BUHEH
Typusbm — 3a 2017 r. 1 e B TONn 10
JecTMHaumMM 3a BUHEH Typu3bM B CBeTa
(Jenson and Simone, 2017). ToBa ce
Ob/KN He camo 3apagy Tpaguunnte BbB
BMHOMPOU3BOACTBOTO W KynTypaTa Ha
BMHOTO, KOMTO gatupaTt oOlle OT BPEMETO
Ha TpakuTe, Jasied npegu Cb3fgaBaHETo
Ha camata Obarapcka pgbpxaBa, a
3all0TO BbB BCMYKM Kpaulya Ha cTpaHaTa
Ma/siki, CPedHu W TOSIEMW, OT/INYHO
npoekTupaHn n gobpe obopyasaHu n3om
npoussexgar MMMUTUPaHN CeEpUN BUHA OT
MECTHV/ COpPTOBE C HEMOBTOPUM BKYC.
FonaAma 4yact oT TaAX ca ¢ obopyaBaHu
JeryctaumMoHHn 3aim M npegnarat Ha
cBOWTE TOCTU Bb3MOXHOCTTA [Ja ce
HacnagsaT Ha MpeBb3XOAHWTE Ka4vyecTsa,
BKYC U apomaTt Ha O6b/rapckite YepBeHU
n 6enu BuHa.

OcBeH [Jo6puTe BMHA, uUcTopuATa
Ha CcTpaHaTa HU € TACHO CBbp3aHa C
npaBeHETO W MWEHEeTO Ha BMHO nMpes3
aHTM4HoCcTTa. CBUAETE/ICTBO 3a TOBa ca
MHOFOTO TPaKUCKW NameTHUUU, OTKPUTU
no 6bArapckute 3emu, CTeHonucute ot
KasaHnblkata rpobHuua, 6Gapenecm c
BMHAPCKM CIOXETWU, PUTYaNHW 371aTHU U
Cpe6bPHU CepBu3nN 3a NUEHE Ha BUHO U
CTOTULUM APYrM apXxeosiornyeckn nameTHu-
uu, n3obpasssawy 6or AnoHuc, 3a Koroto
ce 3Hae, ye npean ga MoKopu aHTUYHMSA
rPBLKO-PUMCKM CBAT € 6un  Tpakuiicko
60xecTBO. EgHaTa xunoTesa 3a Mepnepu-
KOH €, 4Ye MMEHHO ToBa € HEeroBoTo
cBeTuaLLe.

BrvHOTO e cBbp3aHO C HpaBa, 6uTa
1 chonknopa Ha 6barapmHa. 3apsi3BaHeTo
Ha N103eTO € NbPBUAT NPa3HKK Ha BMHOTO,
CBbp3aH C MHOTO TpPaauLumMmn 1 4ecTBaH oT
BekoBe Hacam. Becenbata Ha TpudioH
3apesaH npotvda C 06WUHO YepneHe ¢
BMHO, HapOAHM X0pa W HapuyaHua 3a
nnogopogve. Mpo3gobepbT M NOArOTOB-
KaTa Ha rpo3geTo 3a pepMeHTauus Cblio
€ aTpakuus 3a TypucTuTe, Kato 0COBEHO
WHTEPECEH € pUTyasTbT C MaykaHeTo Ha
rpo3geto oT 60Cu AeBOWKM B ronemmu
ObpBEHN Cb0BeE.

Crnopef, Hac, 3a fja ce pasBuBa

tourism destination — for 2017 it is among
the top 10 wine tourism destinations in
the world (Jenson and Simone, 2017).

This is not only caused by wine making
traditions and wine culture, which date
back to the Thracians, long before the
Bulgarian state itself was created, but
also because all over the country, small,
medium and large cellars, designed in an
excellent manner and well-equipped,
producing limited series of wines from
local sorts with unique taste.

Many of them have equipped special
tasting rooms, and they offer their guests
the option to enjoy the premium
properties, taste and aroma of the
Bulgarian red and white wines.

Other than good wines, the history
of our country is also related to making
and drinking wine during the Antiquity.
Evidence of this are the many Thracian
monuments, discovered in Bulgarian
territories, the murals from the Kazanlak
tomb, bas-reliefs with viticulture stories,
ritual gold and silver wine drinking sets,
and hundreds of other archeological
monuments, depicting the God Dionysus,
known for being a Thracian god way
before he was also in the Ancient Greek
and Roman Pantheon. One of the
hypotheses about Perperikon is that this
is where the god’s temple was.

Wine is related to the
temperament, the daily life and the
folklore of the Bulgarian. Trimming the
the vineyard is the first wine holiday,
related to many traditions and celebrated
for centuries. The Trifon Zarezan
festivities go through with an abundance
of wine, friendly folks and wishes for
fertility. The grape harvest and the
preparation of grapes for fermentation is
also an attraction for the tourists, and the
ritual of crushing the grapes by
barefooted girls in large wooden vessels
is of great interest to tourists.

According to us, in order to
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BVHEH TYypu3bM, B Bbnrapusa ca Hanvue
cnefHUTe NPeanocTaBku:

> MpuBnekaTeneH TypucTu-
Yyecku pecypc B A0CTaTbYyHO KO/IMYECTBO —
WHTEPECHM /I03apCKU CTONAHCTBA, BUHAPCKU
136K, BUHAPCKM NPOAYKTW, N03apo-BUHAp-
CKM CbOUTUSI 1 MpexuBsiBaHus. [oHacTosi-
Wwem y Hac qoyHKUMOHMPAT YCNeLIHO OKOJ0
180 BuWHaApCKM u36W, MHOrO OT KOWUTO
pasnonarat ¢ MoJepHa chneuuanusmpaHa
WH(ppacTpykTypa, B YHWUCOH C  Haii-
CbBPEMEHHUTE M3NCKBAHWSA 3a pasBuTME Ha
BuHeH Typusbm (Revoked in SG, issue
86/2005 n Hall et al., 2000a).

> YioTHa " curypHa
mMaTepuasiHo-TexHuyecka 6a3a, onocpej-
cTBalla MO/3BaHETO Ha TypUCTUYECKMS
pecypc 0T Typuctute — nbTUwa Ao
N030BUTE MAacuBMW, [JeryctauvoHHU 3asu,
[EeMOHCTPauMoHHN  3anu, 3aBefeHus 3a
XpaHeHe, cpeAcTBa 3a npebruBaBaHe 1 ap.

> OpraHusaumMoHHa TYpUCTU-
yecka OeliHOCT U npeg/iaraHe Ha ycnyru 3a
uHdopmaums,  gerycrauums  Ha  BWHa,
aHMMaumsl, n3XpaHBaHe, HoLlyBaHe U ap. oT
CTpaHa Ha CTOMaHUTEe Ha Jf03apcKuTe
cTonaHcTBa " BUHapckuTe n36m;
Npovn3BOACTBEHO-NOCPEAHNYECKA  AENHOCT
OT CTpaHa Ha TyponepaTtopu 1 TypareHTu 3a
opraHv3vMpaHe W npepfjiaraHe Ha BUHEHU
TYpOBe U NocelLLeHus.

> [obpe pa3BuTO BUHOMPO-
W3BOACTBO, AOCTaTbYHO /1030BM Macusu B
cTpaHaTa W Hanuuve Ha crneuuanmaupaH
WHCTUTYT Nno 5103apcTBO U BUHAPCTBO C
Hapg, CTo roguwiHa nctopus B Bbrapus.

> MoTpe6bHOCTM M MOTUBA-
LUMsa OT cTpaHa Ha TypucTuTe 3a ydactue
BbB BVHEH TYpU3bM.

> Jobpa Bb3MOXHOCT 3a
cbyeTaBaHe Ha BWHEHUA TypusbM C
KyNuHapeH (raCTPOHOMUYECKN) TYPUIBM.

> Mogxoadawm npupoaHn wn
reorpadpckn ganeHocTu eHOBPEMEHHO U
3a pasBuTME Ha N03apCTBOTO, KAKTO U Ha
pasnuuHn Apyru anTepHaTuBHU BUO0BE
TYPU3BM.

> W3kniounTenHo KynTypHo —
NUCTOPUYECKO HacneacTBo, KaTo AOMb/IHe-
HWe Ha Tepoapa.

> Boratm  donknopHn u

develop wine tourism, Bulgaria has the
following prerequisites:

> Attractive tourist resource
in sufficient quantity — interesting viticulture
farms, wine cellars, wine products,
winemaking events and experiences.
Currently a total of 170 wine cellars function
in Bulgaria, and many of them have state-
of-the-art specialized infrastructure, in
unison with the modern requirements for
development of wine tourism Revoked in
SG, issue 86/2005 and Hall et al., 2000a).

> A comfortable and secure
material and technical facilities,
facilitating the use of tourist resources by
tourists — routes to vineyards, degustation
rooms, demonstration rooms, catering
establishments, accommodation, etc.

> Organization tourist
activity and offering information services,
wine tasting, catering, accommodation,
etc. by the owners of viticulture facilities
and wine cellars; production and
mediation activity by tour operators and
tour agents, for organizing and offering
wine tours and visits.

> A well-developed
winemaking, enough vineyards in the
country, and the existence of a
specialized winemaking institute in
Bulgaria, with a history exceeding one
hundred years.

> Needs and motivation by
tourists to take part in wine tourism.
> Good  opportunity  to

combine wine tourism with culinary
(gastronomic) tourism.

> Appropriate natural and
geographic resources both for developing
viticulture and other alternative types of
tourism.

> Exclusive cultural and
historic evidence to supplement the
terroir.

> Rich folklore and ritual
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o6pesHu NPaKTUKN, CBbp3aHu c
OTINexaaHeTo Ha /03U, NpaBeHeTo W
NMEHeTO Ha BMHO, OCTaHa/IM 1 [0 OHeC B
6uTa Ha 6barapuHa.

Bbarapua ycrioBHO e paspgeneHa
Ha neT /103apO-BMHAPCKN paiioHa, KOWTO
ca [lyHaBcka paBHVHa, YepHomopcKM
paiioH, Po3oBa gonuHa, Tpakuiicka HU3K-
Ha n JonvHata Ha CTtpyma. Bcuukn Te ca
crneuvanvsmpaHn B NPOU3BOACTBOTO Ha
BMHa OT creuuduyHy 3a TAX COpToBe
rposfe, a 3a Npou3BOACTBO Ha KayecTBe-
HNW BMHA C rapaHTMpaH W KOHTponMpaH
npon3xo ca oyepTaHu obLlo 51 paioHa.
TunnyHo ObarapckMTe COPTOBE  KaTo
Mmsa, Maspyg, LWupoka MenHuwika,
Aumat, Mamug u YepBeH MUCKET ca
[obpe uM3BeCTHM Ha mno3HasauuTe. [lo-
TonjaTa tKHa 4YacT Ha cTpaHaTa
npovseexzja noseye 4YepBeHU BUHA, a
ceBepHarta yacT — 6esiM BUHa.

(DaKTOpVITe, KOUTO MMaT OCHOBHa
pona B pas3BUTUETO W npegsiaraHeTo Ha
BWUHEH Typu3bM B Bbnarapusa ca: kayecTtBo
Ha 6'bl'|rapCKOTO BMHO; W3BECTHOCT Ha
6bArapckoTo BWHO; pasxogute 3a Npous-
BOACTBO; HeroeaTa LEHa; KBasmduumpaHu
cnewumanncTy B obnactra Ha /103apo-BuHap-
CTBOTO W Typusma; Tpaauuum CBbpP3aHu C
N03apCTBOTO W BUHAPCTBOTO; YHUKa/IHOCT
Ha npegnaraHnsa TYPUCTUYECKU NPOAYKT,;
neceH AOCTbN Ha noceTuTenntTe; NHoBauuu
N  CbBPEMEHHN TEXHOI0TUN; d)I/IHaHCOBVI
pecypcu; peknama; NapTHbOPCTBO C ApYrn
3anHTepecoBaH nNa3apHU Cy6eKTI/|; Hau1n-
yne Ha NPUPoOLHUN pPecypcu; Ky/lTypHO-UCTO-
puyecko HacneacTBO; AbpXaBHa noakpena,
obpasoBaTesiHa 1 Hay4YHa NomMoLL,

Mpe3 nocnegHvute roAvHW B Obp-
XaBuTe, pasBMBaliyM BUHEH Typu3bM, ce
HabnwgaBat Bb3HUKBAHETO U YTBbPXAA-
BAHETO Ha BMHAPCKM TYPUCTUYECKN Mpe-
XU, U3BECTHU kato ,[MbTuwa Ha BUHOTO".
L 1BTAT Ha BMHOTO” € CbBKYMNEH MPOAYKT,
CcbCTaBeH 0T cH60p OT NPOAYKTU, YCNYru n
JeliHocTn,  npegnaraHn  OT  BCUYKM
yyaCTHULM Ha BWHEHUA TYpu3bM U MO
CbLUEeCTBO MNpeAcTaBnsaBa TYpUCTUUYECKN
BMHEH K/IbCTEp B Mof3a Ha ejHa
no3apcka 30Ha, Npu KOeTo ce Lenu aa ce
onTMMM3upa AeliHocTTa Ha TbProBCKOTO

practices related to growing vines, wine
making and wine drinking, which remain

to this day integral to the life of
Bulgarians.
Bulgaria is conditionally divided

into five vine and winery regions, which
are The Danube Plain, the Black Sea
Region, the Rose Valley, the Thracian
Lowlands and the Valley of the Struma
river. All of them specialize in winemaking
from sorts of grapes typical for them, and
a total of 51 districts exist for making
excellent quality wines with a guaranteed
and controlled origin. The typical
Bulgarian sorts, such as Gamza, Mavrud,
Shiroka Melnishka, Dimyat, Pamid and
Red Misket are well-known to
connoisseurs. The warmer southern part
of the country produces predominantly

red wines, and the northern part
produces predominantly white wines.
Factors with a main role in the

development and offering of wine tourism
in Bulgaria, are: the quality of Bulgarian
wine; reputation of Bulgarian wine;
winemaking expenses; qualified experts
in the area of winemaking and tourism;
traditions  related to  winemaking;
unigueness of the offered tourist product;
easy access for visitors; innovations and
state-of-the-art technologies; financial
resources; advertising; partnership with
other market stakeholders; existence of
natural resources; cultural and historical
heritage; state support; education and
scientific help.

In recent years, in countries
developing wine tourism, the
establishment and validation of winery
tourist network, known as “The Wine
Road” has been observed. “The Wine
Road” is an aggregate product, consisting
of all of the products, services and
activities, offered by all wine tourism
stakeholders, and essentially it is a wine
cluster to the benefit of a single viticulture

area, which has the objective of
optimizing the operations of the
commercial  association,  satisfaction
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cApyXeHue, H/BaTa Ha yA0BNEeTBOPEHOCT
W Hanpegbka Ha COLMas/THO-MKOHOMUYeC-
KOTO MHTerpupaHe Ha fajeHa TepuTopus
(o6nacT). KoHuenuusita ,MbT Ha BUHOTO”
e [la UHTerpupa B eAMHeH TYpPUCTUYECKU
NPOAYKT npeagnaraHnutTe ob6cnyxsaHus, ot
rnefHa ToYka Ha U36U, eHOTeKU U My3en
Ha BWHO, MEeCTHM obuyanm u donkop,
CrnopT, BeyepHu odpepTu, HacTaHsABaHe ”
pectopaHTW. [lNpegnaraHeTo Ha MeCTHU
KyNIMHaApHW crneuvanuteTn u npoaykTu,
KOUTO ce npomsBexaar camo B [JajeH
palioH B cCb4yeTaHue C NpUpogHUTE U
KyNTYPHO-UCTOpPUYECKN 3abenexntenHoc-
TW, NpaBAT efHa 0buKoska AeCTBUTENTHO
YHUKasTHa 1 3anoMHALa ce.

B bbarapusa npeacraButenu Ha
6u13Heca, 06LMHMUTE N GpaHLIOoBMTE Opra-
HU3auMM peanusupar MNpoekT 3a Cb3ga-
BaHETO Ha BMHEH KMbCTbP, KONTO MMa 3a
uen na passue BUHEHWUS TYpU3bM B CTpa-
HaTa. B Hero ca Bk/I0YeHN n36bu, TypucTu-
yecku upmMn, MECTHU OBLLMHY, Henpasu-
TencTeeHn opraHusauyum (HMO), obpaso-
BaTte/IHA W Hay4yHU WUHCTUTYTU W  Ap.
Pa3paboTBart ce CbBMECTHU cTparternn 3a
pa3BuTMe, npegnaraHe u peknama 3a
JeBeT Maplipyta Ha TepuTopusaTta Ha
usanata crtpaHa: Mutat bavH, [MbTaT
CTPUMOH, AHTUYHUSAT MbT Ha TPAKUIACKOTO
BMHO, [MbTaT Ha Opdeir, MbTAT Ha
Ovonucuin, MbTaT Ha ETbp, MbTAT Ha
Xewmyc, Mbtat Magapa, Metar Ogecoc.

Bbnpekn BCUYKM MOCOYEHN BbH3-
MOXHOCTMW B CTpaHaTa HW CbLLEeCTBY-
BaT W peguua TpyaHoCcTU U npobnemm
npes pasBuTUE Ha BUHEHUS TYpPU3bM B
Bvnarapua. Te wMoraT pga 6baaT
cucTemaTusnpaHu, nNo cnegHns HaumH:
v Bce oule He e nocTurHaTa cbrna-
CyBaHOCT Ha HauWOHa/IHO HMBO OTHOCHO
cTpaterusiTa 3a pasBuTuMe Ha Typusma
KaTo LAM0 U B YaCTHOCT anTepHaTuBHaTa
hopma BUHEH TYPU3BLM U NPUOPUTETHUTE
paioHn wn BWUAOBE [EWHOCTW, MPSKO
CBbP3aHu C pa3BUTUETO MY.

v Bce olle He e nsrpageHa eguHHa
cucTemMa 3a KOMYHUKaLMA Mexay BCUYKK
Nnpon3BOAUTENN HA BMHO U Cb3gaTtenn Ha
BWUHEH TypM3bM B CTpaHaTta. Bb3mox-

levels and the progress of social and
economic integration of a specific territory
(district). The concept of “The Wine
Road” is to integrate into a single product
the services offered from the point of view
of cellars, enoteche and wine museums,
local customs and folklore, sports,
evening entertainment, accommodation
and restaurants. Offering local culinary
specialties and products, which are only
found in a specific region, in combination
with the natural, cultural and historical
landmarks, create a truly unique and
memorable tour.

In Bulgaria, representatives of the
business, municipalities and the branch
organizations realize a project for the
creation of a wine cluster, which has the
objective of developing wine tourism in
the country. In includes cellars, tourist
companies, local municipalities, non-
governmental  organizations (NGOSs),
education and science institutes, et al.
Mutual development strategies, offering
and advertising for nine routes in the
territory of the country are being
developed: The Bdin Road, the Strimon
Road, the Antiquity Road of the Thracian
Wine, the Road of Orpheus, the Road of
Dionysus, the Road of the Etar, the Road
of Hemus, the Road of Madara, and the
Road of Odessa.

In spite of all these possibilities in
our country, there are a number of
difficulties and problems in the process of
development of wine tourism in Bulgaria.
They can be systematized in the following
way:

v There still hasn’'t been achieved a
coordination on a national level regarding
the tourism development strategy in
general, and in particular the alternative
form of wine tourism, and the priority
areas and types of activities, directly
related to its development.

v There still hasn’t been developed
a uniform system for communication
between all wine makers and all creators
of wine tourism in the country. The option
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HOCTTa 3a M3rpaxpaHe Ha KynTypeH Mo-
Jen Ha KOMyHUKauusi Mexay BUHOMpous-
BOAUTENUN W Npegnarawiy BUHEH TypU3bM
B Bbnrapusi cobcTBEHUUN, KATO LSO ce
nsrpaxga B MOMeEHTa U npeacton ga ce
YTBBbPAM U passue B 6baeLle.

v EfHa OT TpygHOCTMTE NpU pasBu-
TMETO Ha TO3M BUA, AEWHOCT €, Yye perno-
Ha/lHUTE COGCTBEHMUM HA M36M U BUHO-
npoun3BoAMTENNTE, TPYAHO NPaBST CApY-
XEHus nomexay cu u cpewart npobnemu
npu akTUBM3MpaHe Ha MECTHOTO Hacene-
HAE C Uen u3rpaxgaHe Ha «BUHEH
MapLyT» U gobpa WHppacTpykTypa Ao
TYpUCTUYECKMTE 06EKTHI.

v Opyr cbuecTBeH npobnem e, ye
ce HabnogaBa HepocTaTbYyHA a@HTaXu-
paHoOCT OT cTpaHa Ha MecTHaTta B/acT ¢
uen ga noAKpPenu vactHata npegnpue-
Mayecka MHMUMaTMBa 3a U3rpaxpgaHe Ha
MECTHW LlaTa 1 U3bu c Uuen passutme Ha
BWHEH Typu3bM, KaTO Ha KOHKPETHU
MecTa B cTpaHaTa Ta3W aHraxupaHocT
Hanb/IHO OTCLCTBA.

v FonsiMa 4acT OT YacTHWUTe npefa-
npuemayn B 061actTa Ha BUHOMPOU3BOA-
CTBOTO M Cb34aBaHETO Ha YC/0BMSA 3a
BMHEH TYpPU3bM HSIMAT HaNb/IHO MpaBui-
Ha OpuWeHTauuWs npu WHBECTUpaHe Ha
cpefcTBaTta 3a M3rpaxgaHe Ha HacTaHu-
TenHa W npou3BoACTBEHa 6asa, KaTo
BBMPEKN TOBA HE TbPCAT KOHCynTaums ¢
eKCnepTn OT pPernoHasHuTe noaeneHus
Ha (hoHa «3emepnenves.

v MHOro 4ecto cpelwaH npo6sem
Ha aHraxupaHwTe C BWHEH TypusbM e
mncata Ha focTaTbyeH pecypc 3a Kpart-
KopaliHo dMHaHCMpaHe WU UHBECTUUMM C
uen ga ce u3rpagu LANOCTEH 3aBbpLUeH
MOAesT Ha NpOM3BOATBEHA W TypUCTK-
yecka 6a3a. [Mopaam ToBa, YecTo HelwjaTa
3anoysaT M Cce peanmsmpar MoeTarnHo,
KaTo MbPBO Ce Cb3aBaT /I030BU MaCKBW,
rnocne ce usraxja BUHOMPOU3BOACTBEHA
6asa M Yak Ha nocnedHus etan ce cTura
[10 n3rpaxaHe Ha HacTaHuTesHa 6a3a 3a
TYypUCTL.

v Opyr MHOro cepuoseH npob6rem
npes peaan3vMpaHeTo Ha BCUYKU BUAOBE
Typusbm B Bbarapus, B ToBa 4ucno u

for developing a cultural model of
communication between winemakers and
owners offering wine tourism in Bulgaria
in general is being developed right now,
and will establish itself and develop in the
future.

v One of the difficulties in the
development of this type of activity is that
the regional owners of cellars and wine
growers have a difficulty making
associations between themselves, and
always encounter issues in activating the
local population with the objective of
development of “a wine route” and a good
infrastructure to the tourist sites.

v Another essential problem is the
observed lack of sufficient commitment
by the local authorities, for the purpose of
supporting the private entrepreneurial
initiative for the development of local
chateaux and cellars with the purpose of
developing wine tourism, and in certain
regions in the country, there is actually no
commitment whatsoever.

v A large share of the private
entrepreneurs in the area of wine making
and establishing prerequisites for wine
tourism lack the correct orientation in
investing funds to develop an
accommodation and production base,
and despite this fact they fail to seek
consultations with experts from the
regional divisions of fund “Agriculture”.

v A very frequent issue with the
people committed to wine tourism is the
absence of sufficient resources for short-
term financing and investments, with the
purpose of developing an overall
completed model for the production and
the tourist base. Because of that, things
are developed stage by stage, first
vineyards are created, then a wine
production base is created, and the
development of accommodation base for
tourists is achieved in the last stage.

v Another very serious problem for
the realization of all types of tourism in
Bulgaria, including for the development of
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npes pasBUTUETO Ha BUHEH Typu3bM, €
CbCTOSHMETO  Ha  obuwata  WuHdpa-
CTPYKTypa — NbTuwa, ykasaTenHu tabe-
nn, nHopMaLMoHHK 6lopa. Monsima yacT
OT TAX Ca M3MMCaHW camo Ha Kupuniuua,
Ha MHOro MecTa /fwunceBar Tabna u
Tabenu. MN3rpageHnte cbC cpeactsa no
OMPCP wnHopmaLmoHu 6topa, He pabo-
TAT NOCTOSHHO, Tbi1 KaTo obwMHaTa Tpsi6-
Ba fa Oocurypu sannaijaHe 3a svue, Koe-
TO fa ocblIeCTBSABA UHGDOPMALIMA N KOMY-
HUKaLUWM C BCUYKN NOTEHUNASTHW TYPUCTMU,
a cpegcrTBara B Ce/fICKATE U Maslku MecT-
HW OBLLMHK He cTuraT 1 ToBa 06sicHABA B
ronama cteneH dakrta, 4e HAKoh OoT
nsrpageHnte wuHopMaLMoHHN 6lopa B
KOHKPETHW CEJICKN paioHn Beve He oyHK-
uuoHmpaTt MbAHOLEHHO. W3KIYnUTeNHO
C/IOXHO € MPUABWMKBAHETO Ha TYpPUCTU C
06LLECTBEH TPAHCNOPT BbB BbTPELUHOCT-
Ta Ha cTpaHaTa, B palioHNTe OTAa/IeYeHN
OT OCHOBHMUTE NMbTHM apTepuu. lMopagu
TOBa BCWYKM anTepHaATMBHU (OpMM Ha
TYpM3bM B TOBa YMC/IO U PasBUTUETO Ha
BMHEH Typu3bM B TrofiiMa CTeneH ca
NPsiko 3aBUCMMMK OT COOGCTBEH aBTOMOOU-
JIeH TpaHcnoprT.

v Opyr cblilecTBeH npobnem npepg,
pasBUTMETO Ha BWHEH Typu3bM B CTpa-
HaTa e, Ye YecTo TOl MOXe Aa ce cobpka
C pa3BMTUETO Ha Taka HapeyeHust «asko-
XOJIeH TypM3bM», KOWTO Ha nocneabk ce
pasBuBa ycnewHo Mo HaweTo HOXHO
yepHOMOpMe, BbMNPEKN ChblLUECTeCcTBEHATA
OTAA/IEYEHOCT Ha M/IAHUHCKUTE U CESICKN
parioHn, KbAEeTo NoTeHuManbT 3a pasBu-
TWEe Ha BUHEH TypU3bM € Haii-ronsam. Kato
npuéaBMM KbM TO3M hakT U CWUJHO
B/lOWIeHaTa Bb3pactoBa M obpasosaren-
Ha CTPYKTypa Ha HacefnieHuMetTo B Tes3u
palrioHn, BefHara MOXeM Aa YCTaHOBUM
npsikata NponopLMoHasiHa 3aBUCMMOCT Ha
nvnca Ha Maaau KeanudumumpaHm kagpu
B TE3W paiioHuW, €eTo 3auWo BUHEHUS
TYpM3bM € npeayn BCUYKO CEMEEH BUA
npegnpvemMayeckn 6usHec.

MpoaykTa BUHEH Typu3bMm € BCe
ollle CbC CpaBHUTESIHO HUCKA LeHa, KaTo
anTepHaTMBEH TYpPUCTUYECKN  MPOAYKT,
CbobpaseH C BbTPELHUA TYpPUCTUYECKU

wine tourism, is the condition of the
general infrastructure — roads, sign
boards, and information offices. Most of
them are only spelled in Cyrillic letters,
while boards and signposts are absent
from many of the Ilocations. The
information offices developed using funds
from the OP RDP are not operating non-
stop, because the municipality has to
provide a salary for a person to provide
information and communicate with all
potential tourists, and funds in rural and
small local municipalities are insufficient,
and this to a large extend explains the
fact that some of the information offices
developed in specific rural areas no
longer fully functional.

The travel of tourists using public
transportation in the country, in areas
remote from the main roads, is an
extremely difficult task. Due to this fact,
all alternative forms of tourism, including
development of wine tourism, are directly
dependent on having personal vehicles
available.

v Another major problem with the
development of wine tourism in the
country is that it can frequently be
mistaken with the development of the so-
called “alcohol tourism”, which recently
has been developing successfully on our
southern Black Sea coast, despite the
distance of the mountain and rural areas,
where the potential for development of
wine tourism is the highest. When we add
to this fact also the significantly impaired
age and education structure of the
population in these areas, we can
immediately  establish the direct
proportionate dependence on absence of
young and qualified staff in these areas,
and therefore wine tourism is first and
foremost entrepreneurial business of a
family type.

The product wine tourism is still at
a relatively high price as an alternative
tourist product, consistent with the
domestic tourism market in the country.
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nasap Ha ctpaHarta. ToBa 3a JyxaeHuute
e pobpa Bb3MOXHOCT Aa nosyyar ycnyra
Ha U3KIUYUTETHO NpuvemMsMBa 3a  TaX
LUeHa, cbobpaseHa C orpaHuyeHuTe gou-
HaHCOBWM Bb3MOXHOCTW Ha Obarapckute
TypucTu. Ha T03u eTan BUHEHWUS TYpPU3bM
B bbarapus, Bce owe npegnara orpa-
HMYEeHa rama Ha TYpUCTUYECKUTE NPOoAYK--
Tn. MNpomoumpalymTe TO31M aiTepHaTMBEH
BUA TYpU3MM B CTpaHaTa Ha BbTPELUHUS
nasap ca evHMUM 1 BCe Nak npeobnaga-
Ballara yacT OT opepTuTe 1 NakeTuTe ca
OPWMEHTUPAHN KbM HallKn 1 NO-Maska YacTt
KbM YyXAEeCTPaHHU TYpUCTU, BBIPEKN Ye
nocnegHuTe ca Nno-nnaTexocnocooHN.

B Bbnrapus Bce oule nuncea eanH-
Ha MapKeTWHroBa cTpaTervs 3a npejcra-
BSAHE Ha CcTpaHaTta Hu, kaTo Jobpa Jectu-
Hauus 3a BUHEH TYpWU3bM, BbIMPEKN MHO-
)KECTBOTO Harpagu noslyd4eHn Ha Mexpy-
HapOAHU MaHauMpu M KOHKYPCK 3a Mpou3-
BEEHN OBLArapckym BMHA OT KOHKPETHU
waTta. Kato usno B cTpaHata Hu ce
HabnwgaBa XaoTMYHO uM3gaBaHe Ha
peknamMHu matepuanu oT oTAesHW u3bw,
waTa 1 geryctaunoHHU LeHTPoBe, OCHOB-
HO CBbp3aHM C y4acTUEeTO Ha MeXAayHa-
poaHM 13nox6u, KOUTO He JaBaTt fJocTa-
TbYHO NbSHA npegcTasa 3a bwarapus
KaTo JecTuMHauus 3a pasBUTME Ha BUHEH
Typu3bM. EAHO f06PO M3KNKOYeHne, J06-
pa npakTMka B Tasu Mmocoka e paspabo-
TeHaTa kKapTa Ha BMHOTO B bBbarapus
(Sotirov, 2014).

n3BOAM

Cnopef, HaC OCHOBHUTE Bb3MOX-
HOCTW 3a pasBuTue Ha ObArapcku BUHEH
TYpM3bM ca: BCe OLLEe HEeu3nosi3BaHu B
JocTaTbyHa CTeneH JiI030BM  MacwuBw,
CbyeTaHW C MNPUPOSHM W KYNTYypHO-
MCTOPMYECKN PECcypcM B CTpaHaTa Hw,
CblLO Taka U NpoBeXAaHe Ha CUCTEMHMU
NPON3BOACTBEHN OOYYEHUSI U MapPKETUH-
roBM MNpoy4yBaHMs B OpaHLwia, KOWUTO Lie
posefart Ao (QOpMMpPaHETO Ha LUSANOCTEH
npoaykT B o6sacTtTa  Ha  BUHEHUS
Typu3bM. [pyrn, He W3Non3sBaHu fo
MOMEHTa Bb3MOXHOCTUW B CEKTOpa ca U :
v BbBexgaHeTo Ha €efWHHW CTaH-

This is a good opportunity for foreigners
to receive a service at an exclusively
premium price, consistent with the limited
funds of Bulgarian tourists. At this stage,
wine tourism in Bulgaria still offers a
limited range of tourist products. The
promoters of this type of alternative
tourism on the domestic market are far
and few between, and still the
predominant share of the offers and
packages are directed toward domestic
tourism and just a smaller share are
oriented to foreign tourists, despite the
fact that the latter category is much more
solvent.

A uniform marketing strategy for
presenting our country as a good wine
tourism destination still does not exist,
despite the many awards awarded on
International fairs and competitions for
produced Bulgarian wines from certain
chéateaux. In general the chaotic printing
of advertising materials from separate
cellars, chateaux and tasting centers is
typical for our country, and these are
mainly related to the participation on
international exhibitions, which do not
provide sufficiently full idea about
Bulgaria as a destination for development
of wine tourism. One good exception and

good practice in this area is the
developed map of wine in Bulgaria
(Sotirov, 2014).

CONCLUSIONS

The main  opportunities  for

development of Bulgarian wine tourism
are vineyards which have not been used
sufficiently yet, combined with natural,
cultural and historical resources in our
country. Conducting system production
training and marketing studies in the area
shall result in the formation of an integral
product in the area of wine tourism.

Other not used until
Present opportunities in the sector are
also:

v The

introduction of  uniform
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JapTn Ha o6cnyxBaHe Ha TypuctuTe U
HanaraHe Ha cucTema 3a Kareropusauus
Ha MecTara 3a nocpellaHe Ha roctM B
nnaHWHWTE 1 cenarta c pas3suTa BUHOMNPO-
N3BOACTBEHA AEWHOCT U Cb3fafeHUN KbM
TAX LWaTa, KOeTo Lie No3BOoN YCMeLwHo aa
Ce pasBuve Tasu asiTepHaTuBHa hopma Ha
Typn3bM B Bbnarapus.

v ChblyecTByBa peasiHa MKOHOMUYEC-
Ka 1 coumanHa Bb3MOXHOCT N0 npumMepa Ha
3anafHuTe BUHONPON3BOAUTENN, A Ce Cb3-
Jane obeAvHeHne Ha 6barapckute npeg-
npueMauun B 06s1acTTa Ha BUHEHUS TYpU3bM
B e[MHHA Mpexa U Cce Ha/IokKM efuHHa
Mapka 3a BUHEH Typu3bM B CTpaHata, KakTo
MMa TakaBa 3a eKosiorMyeH (3efeH) Typu-
3bM, rapaHTuMpall, KayecTBO Ha TypucTuyec-
KATe yCnyr, NOCPeACTBOM U3rpaxaaHeTo
Ha Taka HapeuyeHuUTe «3efeHn Kblum». Mpu
BMHEHNS  Typu3bM  e[uHHaTa  Mapka
(kaTeropus)) 6u morna ga 6bae BUHAPCKM
n3bu nnu waTta, Cb3gafeHn 3a passuTre Ha
BMHEH TYpPU3bM.

v [pyra OCHOBHa BB3MOXHOCT 3a
pa3BuTME Ha BUHEHUA TYPU3bM € HEroBo-
TO YCMEeLWHO CbyeTaBaHe Ha npakTuka c
MoyTn BCUYKM BMAOBE TYpM3bM Nnpeanara-
HN B bbarapys — KynuHapeH (rypme),
KYNTYPHO-UCTOPUYECKWN, TPAACKMN, CESNCKM,
3apaBeH, G6asHeo, JI0BEH, MOPCKW, nna-
HUHCKWN, KOHIpeceH W” rong-Typusbm.
MpeanaraHeTo N KOMGUMHUPAHETO C ApYrx
TYpUCTUYECKM NPOAYKTU, Le cb3gasar
no-6oratm M no-pasHoOoO6pa3HN BBH3IMOX-
HOCTM 3a u360p Ha JecTuHaums ot
Typuctute. Bb3nonseaiiku ce oT No-ro/ism
n3bop, Typuctute OT CBOSA CTpaHa Le
npegnoyerar TakaBa AeCcTUHALMA, KOATO
CbOTBETCTBA Ha TEXHWUTE npeanoynTaHus
3a nouuBKa, Karto LWe wmMorar fa ce
Bb3Mnon3ear B JocTaTbyHa CTeneH oT
BCUYKM CbLUECTBYBaLLM Bb3MOXHOCTHU.
Taka Ha npakTMKka BWHEH Typu3bM ce
npegnara B ufnara cTpaHa, HoO OT
pernctpupaHu 236 u3bu (2008 r1.) B
HauunoHaniHaTa /103apo-BUHapCKa kamapa
(HNBK), manko noseue ot 30% yyacTtBar
B TO3M BuUO TypusbMm. B pesyntar Ha
06LL0TO pa3BuTMe Ha Typusma B cTpaHaTa
o6aye Bb3MOXHOCTUTE 3a AnBepcudmuym-
paHe Ha NPoAYKTUTE Ha BUHEHUSA TYPU3BM

standards for servicing tourists and
enforcement of categorization system for

the guest accommodations in the
mountains and the rural areas with
developed wine making activity, and

chateaux, created thereto, shall allow the
successful development of this alternative
form of tourism in Bulgaria.

v There is a real economic and
social opportunity exists, following the
example of western wine growers, to
create an association of the Bulgarian
entrepreneurs in the area of wine tourism
into a uniform grid, and a uniform brand
for wine tourism in the country, given as
how such brand exists for environmental
(green) tourism, which guarantees the
quality of local tourist services through the
development of the so-called “Green
Houses”. In wine tourism, the single
measure (category) could be wine cellars
or chateaux, created for the development
of wine tourism.

v Another major possibility for
development of wine tourism is its
successful combination in practice with
almost any type of tourism offered in
Bulgaria — culinary (gourmet), culture and
historical, urban, rural, balneology,
hunting, maritime, mountain, congress
and golf tourism. Offering and combining
with other tourist products will create
better and more diverse opportunities for
selection of destinations by the tourists.
Using this improved selection, tourists in
turn will choose a destination to match
their preferences for a holiday, and they
will be able to use to a sufficient degree
all of the existing possibilities. So in
practice wine tourism shall be offered on a
national scale, but out of the 236
registered cellars (in 2008), a little more
than 30 percent of them participate in the
National Chamber of Wine Makers
(NCWM). As a result of the general
development of tourism in the country,
however, the options for diversifying the
products of wine tourism are practically
unlimited.
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Ha npakTuka ca HeorpaHuyeHu.
v JusepcudpukaumsaTta Ha npoaykra
Ha BWHEHUs Typu3bM, Wu3paseHa C
BPBL3KUTE C ApPYrM BUAOBE TYPU3bM, KaKTo
W BaxHarta pons Ha fAbpxasata U Ha
Haykara, a CbLlo 1 Ha 0bpa3oBaHNETO B
Cb3[aBaHeTo Ha MNoAXodAWW Kagpu 3a
BCUYKM  anTepHaTMBHM  hopmu  Ha
TYpU3bM ca efHu OT Hali-3HauUnTeNnHUTE U
B&XHM (PakTOpu 3a HEeroBoTO YCMeLwHo
passutue B 6baeLLe.
v BaxHn 1 3HauMMK 3a pa3BUTMETO
Ha BWHEHMA Typu3bM B CTpaHarta Hw,
cnopes, OvMWTPOB M Hac camuTe ca
C/lefHUTe OCHOBHMN HaCOKW: NpuemaHe Ha
HauuoHasieH nnaH 3a passutne Ha BUHEH
Typu3bM B Bbarapus, kakto u paspabot-
BaHe Ha EfuHHa cTparterusa 3a passuTune
Ha BMHEH Typu3bM, a CblLO U Cb3jaBaHe-
TO Ha MHoOroo6pasue oT NpoaykTu ,MbTU-
wa Ha BuHoTo” (Dimitrov, 2014). 3HaunmMmu
ca U cnefHuUTe KOHKPETHW CTBLMKA B Tasu
Hacoka: paspaboTBaHe W BbBexjaHe Ha
Cuctemmn 3a ynpas/fieHME Ha KayecTBO Ha
BVHEHWA TYpU3bM U LieHW 3a HacTaHsBa-
He 1 3a pa3BUTMETO Ha BMHEH TYpPU3bM,;
Cb3gaBaHe Ha HaluMoHasHa Mapka, npeg-
CTaB/fgBalla Hawarta CcTpaHa Karo
JecTnHaumsa, nogxogsawia 3a pasBUTUETO
Ha BWHEH Typu3bM KaTto efHa oOT
WHTEepPeCcHUTe asiTepHaTuBHU (HOpMK Ha
Typu3sbm B bbsirapus n EBpona.

> Cnopeps, Hac pob6pa Bb3-
MOXHOCT 3a (DMHAHCHUpaHe Ha BUHEH
TYp13bM NpefocTaBs onepaTvBHUTE NPo-
rpamu, CBbp3aHN C /103apCTBOTO U BUHO-
NMpou3BOACTBOTO, KakTo W ornepatuBHa
nporpama 3a pasBuTME Ha CeJickute
paioHu, nopagn Koeto Te Tpsbea ga ce
no3HasaT 1 Aa 6bAar LWMPOKO npunaraHu
B 6b/irapckara cesickocTonaHcka npakTuka.

B 3aknwoueHne moxem pga 0606-
MM, Y€ BUHEHUAT TypusbM B Bbarapus
uma noteHuuasn ga ce passue B KpaT-
KOCpPOYEH nMJaH, Kato eauH OT Hali-
3HaYUMUTE anTepHaTVBHW BUAOBE Typu-
3bM, nogpefeH BefHara cref, Cesickus,
€KOJIOTUYHUA U KYNITYPeH TYpu3bM, KaTo
HEroBOTO 3HaYEHVe He e caMO HauuoHan-
HO, HO ¥ MexAyHapogHo. Bwvnpeku ue

v The diversification of the product
of wine tourism, expressed through the
relationships with other types of tourism
and the important role of the state,
science and education in the creation of
the appropriate personnel for all
alternative forms of tourism, are among
some of the most significant and
important factors for its successful
development in the future.

v Important and significant
for the development of wine tourism in our
country, according to Dimitrov and
ourselves are the following main
directions: the adoption of the National
Plan for the Development of Wine
Tourism in Bulgaria and the development
of a Unified Wine Tourism Development
Strategy, as well as the creation of a
variety of products related to the so-called
"Roads of Wine" (Dimitrov, 2014). The
following concrete steps are also
important in this direction: development

and implementation of Quality
management systems and
accommodation prices for the

development of wine tourism; Creating a
national brand representing our country
as a destination suitable for the
development of wine tourism as one of
the interesting alternative forms of tourism
in Bulgaria and Europe

v According to us, a good
opportunity to finance wine tourism
provides the operational programs related
to viticulture and wine production, as well
as an operational program for rural
development, which is why they should be
widely known and applied in Bulgarian
agricultural practice.

As a conclusion we can summarize
that wine tourism in Bulgaria has the
potential of developing in the short term
as one of the most significant types of
tourism, ranked immediately after the
agricultural, environmental and culture
tourism, and its significance is not just
national, but also international. Despite
the fact that different types of difficulties
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CbLECTBYBaT pas3IniHKN TPYAHOCTM Mpu
peanusmMpaHe Ha TO3M BUA Typu3bM,
CblLEeCTBYBaT U peanua Bb3MOXHOCTU U
peanusmMpaHn [06pU  NPaKTUKW, KOUTO
MoraT pga Obgar pgobpa ocHOBa 3a
[opa3BvBaHe Ha BWHEHWA Typu3bM B

exist in the realization of this type of
tourism, there is also a series of options
and realized good practices, which can be
a good foundation for further development
of wine tourism in Bulgaria, as a worthy
competitor to the countries, which have

Bbnarapus, kato [0OCTOEH KOHKypeHT Ha | been successful in  developing this
ObpxaBuTe  ycnewHo passunu  Tasu | alternative form of tourism in Europe.
antepHaTuBHa dpopma B EBpona.
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of innovational development of Ukraine viticulture
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PE3IOME

Peauua npo6reMu, CBbp3aHM C
pedpopMata B /103apCTBOTO WM BUHOMPOU3-
BOJCTBOTO, KakTO M pa3paboTBaHeTo Ha
cTpaTerMu 3a no-HaTaTblUHO pas3BWUTME Ha
MHTErpaumsTa Ha CBETOBHaTa WKOHOMMKA,
M3NCKBAT MO-NOAPOGEH HAYYHO-MPUMIOXKEH
noaxod. [lo-cneupanHo, 3a pasBuTUE WU
nofobpsiBaHe Ha nasapHUTE NPOAYKTU OT
N103apcTBOTO (0COGEHO COPTOBMSI CHCTAB Ha
[lECEPTHOTO rpo3fe), MHOBATUBHO NPECTPYK-
TypupaHe Ha MecTHWUTe BMHA, Hay4HO [10Ka-
3aHO e(PeKTUBHO pasnpefesieHre Ha n030-
BUTE HacCaX[AeHUs U PecTPyKTypupaHe Ha
COPTMMEHTA Ha rpo3ae U NpPousBexaaHuTe
BUHEHW NPOAYKTW, Bb3 OCHOBA HA TbpCeHe-
TO W Npea/iaraHeTo Ha BbTPELUHUS U MeX-
LyHapOaHWSi nasap, KakTo M HayyHo ocu-
rypsiBaHe 3a BbBEXAAHETO Ha HayyHW WHO-
BaUUM B MPOMULLIEHOTO MPOV3BOACTBO.
Heo6xogumocTTa OT cTpaTterusl 3a sio3ap-
CTBOTO W BWHOMPOU3BOACTBOTO, OGYC/aBs
6/IM3KUTE B3aMMOOTHOLLEHWUS W B3anMo3a-
BMCMMOCT Ha TE€3U OTPAC/Iv, YAUTO Nepcrek-
TUBM Ha CBETOBHUA Nasap, ce onpegensT oT
TsIXHaTa NOC/1ef0BaTEIHOCT HA B3aMMOgei-
CTBME U PABHOMOCTABEHOCT, AWHAMWUYHUTE
NPOMEHN B WMKOHOMMYEcKaTa, couuanHara,
no/sMTUYeckaTa, mMexayHapoaHaTa, HayyHa-

SUMMARY

A number of problems associated
with the reform of viticulture and
winemaking, defining strategies for further
development in the integration of the
world economy, require more detailed

scientific  application processing. In
particular, for the development and
improvement  of  market  products

viticulture (especially varietal composition
of table grapes), an innovative
restructuring of domestic wine,
scientifically proven efficient allocation
vineyards formation and reconstruction
assortment of grapes and produced the
wine products based on demand and
supply national and international markets,
and scientific support introduction of
scientific ~ innovations  in  industrial
production.The need for a strategy of
viticulture and winemaking conditioned,
close relationship and interdependence of
these industries, the prospect of which
yields the global market is determined by
their interaction consistency and parity
relations; dynamic changes occurring in
the economic, social, political,
international, scientific and technical
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Ta U TexHW4Yeckata cgepa U reHepupaHeTo
Ha HOBM BBb3MOXHOCTM 1 3anfaxu u T.H. 3a
fa ce uaeHTMduuMpaT OCHOBHWTE cTpare-
rMyeckn o6sacTi Ha eqeKTMBHOCTTa Ha
N103apCTBOTO U BUHOMPOM3BOACTBOTO B
YKpaiiHa, e HanpaBeH u3uepnaTtesieH aHa-
/U3 B HACTOSALMTE YC/IOBUSI U Ce MocoyBaTr
npo6/eMuTe 1 NPUUUHUTE, KOWTO Bb3Npe-
nATCTBAT TAXHOTO pasBuTMe. Cpep OCHOB-
HUTE LEen 3a MHOBATMBHO WKOHOMWYECKO
NPeCTPYKTypupaHe ca: peopraHusauusta Ha
HayyHaTa cucTeMa U HeliHOTO aganTupaHe
KbM Nasapa, Haco4YeHW KbM 3a/l0BOJIsIBAHE
Ha nasapHUTE NOTPEBHOCTU; KOHCYNTMpaHe
Ha aKafeMUYHUTE UHCTUTYLMM 3@ NOCTUraHe
Ha HanpeAbK B Pa3BUTMETO HA KOHKYypPEeH-
LMsiTa Ha nasapa, NPOM3BOLCTBO Ha BUCOKO-
TEXHOIOTMYHM NPOAYKTW MPU U3MN0N3BaHETO
Ha eKcrnepuMeHTasiHaTa Hay4Ho-U3ce0Ba-
Tencka 6asa Ha HaydyHUTE WHCTUTYLMK,
KanuTanM3auusi Ha nasapa 1 Komepcuasn-
3aUmsi Ha 6U3Hec OTHOLUeHMsTa B cucTemMa-
Ta Ha HayYHUTE U MHAYCTPUAHU CTPYKTYPW.
KnioyoBn  Aaymu:  f103apcTBO U
BUHOMPOM3BOACTBO, CbBPEMEHHO CbCTOSIHME,
nepcnekT1By, cTpaterusl, pasBuTue,
kanauuTeT, epKTUBHOCT, MHOBALUSA, Nasap

B cbBpemMeHHUs1 CBAT Ha rnobanvsa-
UMs MSICTOTO M pofiSiTa Ha /103apcTBOTO U
BMHOMNPOWN3BOACTBOTO B YKpaliHa 3aBucu oT
CNnoco6HOCTTa Aa ce peanun3upat 06eKTUB-
HWTE NoM3u OT NoTeHumana Ha NpupoaHUTe
pecypcu B rN06a/IHOTO pasfesieHne Ha Tpy-
Ja n B MexayHapoaHaTa KOHKYpeHUWs, kaTto
ce rapaHTvpa y4yacTMeTo B pellaBaHeTo Ha
CBETOBHUTE XpaHUTENHW, eHEPTUiHN 1 eKo-
NOrMYHN Npo6aeEMM Bb3 OCHOBA Ha B3auM-
HOM3roAHN MKOHOMUWYECKN OTHOLWIEeHUs. Tbid
Kato YkpaihHa e uneH Ha CTO (2008 r.)
N03apcTBOTO U BMHOMNPOWM3BOACTBOTO ca
NOAJ/IOKEHN Ha MbfiHA Na3apHa KOHKYpeH-
uva. ToBa [oBeAe [0 OrpaHvWyaBaHe Ha
ObpXaBHaTa MpoTeKuuss 3a  MeCcTHuUTe
npovn3BoANTENN U MOBEYETO OT TSX Ca CbC
cnaba KOHKypeHTHOcnocobHocT. [lopaau
HaLMOHa/IHUTE CTaHA4ApTV 3a KayecTBO Ha
NpoAyKTUTe, HeCMa3BaHETO Ha TEXHWUYECKM-
Te, caHUTapHUTe U hUTOCaHUTAPHNUTE YCOo-
BMS 3a U3HOC Ha NpPOAYKTUTE CU, MEeCTHUTe
npov3BoauTENM B  AENCTBUTENHOCT ca
OTCTPaHEHN OT TbProBMATa Ha CBETOBHMWSA
nasap (Antsiferova, 2011).

spheres and generate new opportunities
and threats etc. In order to identify the key
strategic areas of efficiency of Ukraine
viticulture and winemaking,
comprehensive analysis of  their
functioning in the present conditions,
identify problems that hinder their
development and causes. Among the
main objectives towards innovative
economic restructuring are the following:
the reorganization of the scientific system
and its market adaptation, aimed at
meeting market needs; consulting of
academic institutions to advance their
competitive developments in the market;
production of high technology products in
the use of experimental research base of
scientific institutions, market capitalization
and commercialization of business
relations in the system of scientific and
industrial structures.

Key words: viticulture and
winemaking, current status, prospects,
strategy, development, performance,

efficiency, innovation, market

In today's globalized world, the
place and role of Ukraine viticulture and
winemaking depends on the capacity to
realize its objective benefits of natural-
resource potential in the global division of
labor and in international competition,
ensuring participation in solving the
world’'s food, energy and environmental
problems on the basis of mutually
beneficial economic relations. Since
Ukraine is the member of WTO (2008)
viticulture and winemaking became under
perfect market competition. Its leading to
limit of government protection of domestic
producers, and in most of them were from
low competitiveness. Because of the
national standards of product quality,
failure to meet the technical, sanitary and
phytosanitary conditions for exporting
their products domestic producers
actually removed from trading on the
world market (Antsiferova, 2011).
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Mpe3 nocnegHute 40 roAvHW, NOLL-
Ta, 3aeTa C /1030BW HacaXAeHus B YkpaiHa
e Hamangana 3,5 nbTn, Kato npe3 2016 r. T4
e 46 xunagn xektapa (C M3KIlOYeHWe Ha
BPEMEHHO OKynupaHata Teputopus Ha
Kpum), B 3emepgesnickm ctonaHctBa — 33
xunagn xektapa. Npe3 nocnegHute roguvHu
YHULLIOXaBaHeTO NpeBullaBa Cb3faBaHeTo
Ha HOBW HacaxieHus, 0cobeHO amopTu-
3upaHuTe 038 C BUCOK MHAEKC, KOETO ce
Habnogasalwe npes nepmoga 1995-2000 r.
MnowmTe ¢ MnaguTe N030BU HacaxaeHVs B
YKpaiiHa ca He noseye oT 12% oT ob6warta
nsaowy, (4okaTo e Heo6xo4MMO MNaauTe no3s
Aa ca 20%). JlobuBbT Ha rpo3ge B YkpaiiHa,
BbMNPEKN HAKOM 6GnaronpusaTHW nepuoau
O6GMKHOBEHO OCTaBa HWUCBK. CpegHuAaT
[0o6UB Ha rposge 3a nepuoga Ha npoyysa-
HeTo e 70,1 kg/ha, a cpegHuaT pobuws B
CTpaHuTe — CBETOBEH /uaep B Npous-
BOACTBOTO Ha rposze e 100,0-120,0 ToHa Ha
xekTap. bpyTHata pekonta CblWO Hamass-
Ba. [lpe3 nocnepgHute 40 roouHU KOMWU-
4ecTBOTO rpo3de B YKpailHa e Hamansno
2,4 nbTn (Tabnuua 1) (Belous, 2008).

Over the past 40 years, the area
stands grapes in Ukraine has decreased
by 3.5 times and amounted to 2016 46
thousand ha (excluding the temporarily
occupied territory of Crimea), in
agricultural enterprises — 33 thousand
hectares. In recent years destruction
exceeded its vineyards laying, especially
high index vineyards retirement observed
during the 1995-2000 years. The areas of
young plantations of grapes in Ukraine
are no more than 12% of the total area
(whereas it is necessary to have 20% of
young vineyards). The vyield of grapes in
Ukraine, despite some favorable periods
generally remains low. Average yields of
grapes for the study period was 70.1 kg/ha,
while the average yield in the countries —
the world leader in the production of grapes
is 100,0-120,0 tons per hectare. Gross
vintage also tend to decrease. Over the
past 40 years the amount of grape
production in Ukraine has decreased by 2.4
times (Table 1) (Belous, 2008).

Ta6nuua 1. KnrovoBm nokasaTtesin Ha /103apCTBOTO B YKpaiiHa
Table 1. Key indicators of viticulture in Ukraine

Mokazarenu Ha CpegfiHo Ha roguHa / Average per year 2016*
1030BUTE HacaxaeHus | 1981- [1991-| 2001- | 2006- % «
\Vineyards indicators 1985 | 1995 | 2005 | 2010 2011 | 2012 | 2013 | 2014% | 2015

Bcuukn kaTeropum ctonaHctsa / All categories of enterprises
Mnowy, xun. ha 237,3 |163,4| 100,1 | 91,5 84,1 776 | 751 | 48,7 45,4
/Area, thous. ha
B T. nnogofasaluym 165,0 |139,6| 87,0 71,3 69,1 67,9 | 67,1 | 44,2 41,8 42,3
in t. h. fruiting
BpyTeH fobwus, xun. t 906,2 |569,7| 403,3 | 390,5 | 521,9 | 456,0 | 575,4 | 435,6 | 386,3 | 376,8
Gross yield, thous. t
obus, kg/ha 53,1 | 40,6 | 46,8 55,0 75,5 67,2 85,8 98,6 92,3 89,1
Yield, kg/ha

3emepencku ctonaHcTea / Agricultural enterprises

Mnowy, xun. ha 213,9 |146,7| 87,5 78,3 70,7 64,2 61,6 35,7 32,3
/Area, thous. ha
B T. nnogogasalum 144,6 |124,4| 74,9 58,6 56,3 55,0 | 54,2 31,6 29,2 29,7
in t. h. fruiting
BpyTeH fobwus, xun. t 737,5 |423,2| 248,5 | 248,2 | 377,0 | 292,9 | 384,3 | 241,0 | 206,1 | 220,0
Gross yield, thous. t
Jlobus, kg/ha 49,0 | 33,8 | 335 42,7 59,9 53,2 70,9 76,4 70,7 74,1
Yield, kg/ha

*be3 BpeMeHHO oKynupaHarta Teputopus Ha Kpum
*Excluding the temporarily occupied territory of Crimea

OCHOBHWTE MpWYMHU 3a decTabunu-
3MpaHe Ha J/103apcTBOTO B YkpaiiHa ca:

The main causes destabilization of
viticulture  Ukraine are: laying the

cb3flaBaHe Ha no3s, 6e3 Aa ce B3emar noj | vineyards excluding natural environmental
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BHUMaHWe ecTecTBeHMTe (DakTopu Ha
OoKOMHaTa cpefa; Henoaxofs, CopToB
CbCTaB Ha HacaXAeHWaTa; HUCKOKaYeCcTBeH
NI030B NOCagbyeH MaTepuast; 1035 ¢ Masika
pekonTa; cTarHauusita B WKOHOMMKaTa Ha
YkpaliHa (Belous, 2009).

BbTpelwHaT nasap Ha rposge u
BMHO B MOMEHTa € B 3acToil. ToBa ce
Ob/DKN HA HUCKaTa pPeHTabuHOCT v npey-
KATe npej, MankuTe Npou3BOAUTENU, Koe-
TO JoBefe [0 yBe/iMyaBaHe Ha pasxoam-
Te 3a /IMLEH3MN, HAaCaXAEHUA C HUCHK [0-
6uB, N CKLMOTO peknamvpaHe Ha NPoAykK-
TUTe Ha nasapa. lMasapHuAT aHa/IM3 Ha
BMHApPCKMTE NPOAYKTU B MarasuHute Ha
ApebHo obaue paskpvBa TeHAEHUMA Ha
HapacTBaHe Ha TbpPCEHETO Ha ropecnome-
HaTUTe MPOAYKTM, KOeTO MokasBa 3Hauu-
Te/IHA NepCrnekTUBM 3a pasBUTUETO Ha
no3apcTBOTO U BUHOMNPOU3BOACTBOTO
(Tabnuua 2).

Mpobnemnte Ha /03apCcTBOTO B
YKkpaiiHa goBefoxa [0 3HA4MTENIHO yBe-
NINYeHne Ha BHOCA Ha BMHEHW NPOAYKTU B
CcpaBHeHue ¢ obema Ha n3Hoca.

KanaunteT Ha BbTpeLlHMA nasap 3a
rpo3ge B YkpariHa cnopef msdncneHvsata
e 377,7-522,9 ToHa. 3a10BONIABAHETO Ha
nasapa Ha rposfie ce Ab/DKW NaBHO Ha

MecTHUTe npoussoautenn (85%), HoO
aenvt Ha BHOCA npeacrasnssa
3HauuMTenHa  Bb3XoAAWa  TeHAeHuus

(Dzhaburiya et al., 2013).

factors; irrational varietal composition of
plantations; low quality planting material
of grapes; low crop condition vineyards;
Ukraine’'s economy stagnated (Belous,
2009).

The domestic market of grapes
and wine is now in a state of stagnation.
This is due to low profitability, or even
handicap small producers, which caused
an increase in the cost of licenses, low-
yield plantations, costly promotion of
products on the market. However, market
analysis of wine products in retail outlets,
shows the trend of increasing demand for
above products, indicating substantial
prospects for development of viticulture
and winemaking (Table 2).

Problems of Ukraine viticulture led
to a significant increase in imports of wine
products compared with the volume of its

exports.
Capacity of the internal market in
Ukraine grapes according to a

computation is 377,7-522,9 tons. The
level of self-sufficiency  population
Ukraine grapes is considerable difference
in the strength of traditions and customs
of the local people. Filling grape market is
mainly due to domestic producers (85%),
but the share of imports is significant
upward trend (Dzhaburiya et al., 2013).

Tabnuua 2. PasBuTme Ha NpoAaxobuTe Ha BUHAPCKM MPOAYKTU Ha ApebHO B

YKpainHa
Table 2. Sales Development wine products retail in Ukraine
lFoavHu / Years
Mpon3BoACTBO Ha 2015 B % go
\3\7';2 Production 2001 | 2005 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 2015(?2]5/(”0
2001
Konunyectso, min. Dal / Quantity, min. dal

BuHo / Wine 5,7 9,2 12,0 11,0 11,0 15,0 10,0 8,0 7,0 122,8
LLlamnaHcKko 2,1 40 4,0 4,0 4,0 5,6 3,7 30 30 142,9
Champagne

KoHsik / Cognac 1,0 20 3,0 3,0 3,0 2,5 3,2 30 20 200,0

CobLo, cnopeg ctoiHocTTa, min. hrn. / Also in terms of value, min. hrn.

BuHo / Wine 557| 1286/ 2997| 3186 3578 3877 4087 3819 4605 826,8)
LLlamnaHcKko 2600 523 1180 1285 1500 1686 1830 1689 2096 806,2
Champagne

KoHsik / Cognac 279 717 1841 2157| 2671 2890 3302 3161 3424 122,7
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TpsbBa ga ce oTb6enexu, ye nuncara
Ha rposfe 3a npepaboTka B YKpaiiHa, ce
JonbfiBa OT BHOCHO BMHO. Taka, npes3 2012
r. YkpaliHa e BHecna 782.9 xun. gn BYHO
npeguMHo ot ctpaHute ot OHZA - 520.0
Xun. an. B YkpaliHa, NOHacTOALLEM KOHCY-
MauuaTa Ha rposfe e rno-majka OT Hay4yHo
obocHoBaHuTe cTaHgapTy (1,0 kg Ha yoBek
Ha roguHa, npv npenopbuntentHu 8-10 Kkg),
KaTo 3a0BOJIEHOCTTa Ha nasapa Ha gecep-
THO rpo3sge e cpegHo — 13,6%. MoTpebne-
HMETO Ha BMHO Ha 4YOBEK Mpe3 roguHata e
HAKO/IKO MbTW MO-HUCKO B CpPaBHEHME C
EBpona. CnaboTo 3a10BO/IsiBaHe Ha nasapa
C [eCepTHO M BMHEHO rpo3fe Ha MEeCTHO
HMBO € TMpPUYUHEHO OT HeAOoCTaTbYHOTO
Npou3BOACTBO Ha MPOAYKTUTE Ha rnasa oT
HaceneHuneTo, HuckaTa nokynaTtenHa
CNOCOBHOCT Ha HacesileHWeTo, sincara Ha
onpegeneHn paioHn B CcTpaHaTa C
TpagMumMm 3a yctoiumBo notpebrneHve Ha
JecepTHO rpo3fe W BWHO, Nmncata Ha
MEHUIKMBHT 1 MapkeTuHr (Belous, 2010).

Peavua npobnemu, CcBbp3aHu C
pedopmaTta B /103apCTBOTO U BMHOMPOU3-
BO/ACTBOTO, KOUTO ONpefenaT crparernure
3a Mno-HaTaTbLHO pa3BMTUE Ha UHTerpaums-
Ta Ha cBeTOBHaTa MKOHOMVKa, U3MUCKBAT no-
JeTaiineH HaydyeH nogxof. Mo-cneuuasnHo,
3a pas3BuTuve 1 nogobpsiBaHe Ha nasapHuTe
NPOAYKTW Ha N03apcTBOTO (0CO6EHO COPTO-
BV CbCTaB Ha AEeCepTHOTO rpo3je), Hosa-
TMBHO MNPECTPYKTypupaHe Ha MecTHUTe
BMHEHW COPTOBE, HAy4yHO Joka3aHo edek-
TMBHO pasnpejefieHne Ha /1030BUTe Hacax-
[eHuns n noabop Ha acopTUMeHTa Ha rposge
1 Npon3BeeHN BUHAPCKN NPOAYKTH, criopes
TbPCEHETO W NpefsiaraHeTo Ha BbTPeLUHUA
N MexayHapoAHUTe nasapu, KakTo U Hay4yHo
OocurypsisaHe npy BbBEXAAHETO Ha Hay4HU
MHOBAaLMN B NPOMULLSIEHOTO NPOU3BOACTBO.
OctaBa pa3paboTeH, He Hanb/IHO MHTerpa-
TMBEH MOAEN Ha B3aUMOOTHOLUEHUS MeXay
npoussoauTeNnnTe U J103ap0-BUHAPCKNTE
NpoayKTW, npepaboTBaTenHUTe npeanpus-
TMA U ApYyry opraHusaumu, KoUTo AonpuHa-
CAT 3a NONyNsApu3npaHeTo N MapkeTuHra Ha
NPOAYKTUTE N MapKeTUHroBuUTe cTpaTerumu,
3a MO-HaTaTbLHOTO pasBUTME Ha Jo3ap-
CTBOTO W BUHOMPOWU3BOACTBOTO.

HeobxogmMmocTtta OT 06ycrioBeHa
cTparerns 3a 103apcTBOTO W BUHAPCTBOTO,
TAICHA BPb3Ka 1 B3aVM0O3aBUCUMOCT Ha Te3un

It should be noted that the lack of
technical grapes in Ukraine
supplemented by imported wine. Thus, in
2012 Ukraine imported 782.9 thousand.
dal of wine mainly from CIS countries —
520.0 thousand dal. In Ukraine, for the
time consumption of grapes on the order
below scientifically based standards (1.0
kg per person per year at a rate of 8-10
kg), table grapes market saturation is an
average — 13.6 percent. Consumption of
wine per person during the year several
times lower than in Europe. Low
saturation market of table grapes and
wine grapes domestic level caused by
insufficient production of the products in
per capita, low purchasing power of the
population, the lack of certain regions of
the country traditions sustainable
consumption of table grapes and wine, the
lack of professional management marketing
complex sub investigated (Belous, 2010).

A number of problems associated
with  the reform of viticulture and
winemaking, defining strategies for further
development in the integration of the
world economy, require more detailed

scientific  application processing. In
particular, for the development and
improvement  of market  products

viticulture (especially varietal composition
of table grapes), an innovative restructuring
of domestic wine, scientifically proven
efficient allocation vineyards formation
and reconstruction assortment of grapes
and produced the wine products based
on demand and supply national and

international markets, and scientific
support introduction of  scientific
innovations in industrial  production.

Remain designed not fully integrative
model of relations between producers
and wine products, processing
enterprises and other organizations that
contribute to the promotion and marketing
of products and marketing strategies not
processed further development of viticulture
and winemaking.

The need for a strategy of
viticulture and winemaking conditioned,
close relationship and interdependence of
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oTpacnu, 4vsiTo nepcrnekTnea oopmMs cBe-
TOBHMSA Masap, ce onpefenst oT TAXHaTa
nocnefoBaTeslHOCT Ha B3aumofeicTsme W
pPaBHOMOCTABEHOCT; AMHAMWYHUTE MpOoMe-
HW, HacTbMBallM B MWKOHOMMUYeckaTa, CO-
unanHaTa, nonMTuyeckarta, MexayHapoaHa-
Ta, HayyHaTa u TexHuyeckara ctpepa, KouTo
reHepupaTr HOBM Bb3MOXHOCTU U 3anniaxu;
3acuneHa KOHKypeHUMsl Ha MecCTHuS nasap
Ha /103apCTBO W BMHAPCTBO NpW HaBMu3a-
HETO Ha HOBW KOHKYPEHTW-NPOM3BOAMTENMN,
YMATO HapacTBalw, 6poli e npuapyxeH OoT
yBENMUeHWe Ha npepiiaraHeTo Ha CTOKU W
HaMasisiBaHe Ha npuxoauTe U MNevyanouTe;
3HaYeHVeTo Ha pPasBUTUETO Ha HYXAWUTe Ha
CBETOBHWTE Mas3apu OT IPO34e U BUHO 3a
nosapute ” BWHONPOU3BOAUTENNTE KaTo
ueneBa rpyna B Ab/IFOCPOYEH Mf1aH KaTo
Ba&XXHO YC/10BUE 3a MOCTUraHe Ha MKOHOMMU-
yeckuMTe LEenM 3a U3HOC; CMocoBGHoCTTa Ha
KynyBauute [fa BAWASAT BbPXy CTOKUTE,
LeHaTta, pasnpocTpaHeHVEeTO M pekamarta,
onpefensiikn napaMeTpute Ha TAXHOTO
npon3BOACTBO UM  CTOMAaHCKa  [AEnHOCT;
HapacTBalloTO BAWAHME Ha [AbpXaBHUTE
WHCTUTYUMWU, MECTHUTE BfacTu U couuan-
HUTE [BWXEHUs 3a 3awuTa Ha noTpebu-
TenuTe 1 okonHata cpega (Belous, 2015).

Karto KOMMOHEHTH Ha
arpovHAYCTPUATHNA KOMIJIEKC /I03apCTBOTO
U BMHOMNPOW3BOACTBOTO B YKpaliHa Mpsiko
ocurypsieat npoAoBo/iCTBEHA 06e3neyeHoCT
" cb3gasar MKOHOMMYECKa 6a3a,
nogobpsBar ycrnoBusATa Ha KMBOT Ha
cefckuTe Mpou3BOAMTEIM W pellaBaT
KPUTUYHK coumasiHu NpobneMun B cenckuTe
paiioHn. Te3n un3cnefoBaTesiCkM CeKTopu
e wu3NbAHABAT nMoHepcka CYHKUMSA Ha
pasnMyHo edqeKTMBHO CbuyeTaBaHe Ha
6M3HEC M Hay4yHU AUCUMMNAWNHW, HACOYEHU
KbM XapMOHM3WpaHe Ha OTHOLUeHusiTa B
MKOHOMMYecKaTa, coumanHara v eKonoruy-
HaTa chbepa (Monoharov, 2010).

Bb3 ocHOBa Ha reHepaiusvpaHute
nogxoauM 3a cTpaTterusi 3a pasBUTUE Ha
N03apo-BMHAPCKUS CeKTop B YkpaliHa ce
YCTaHOBMW, Y€ OCHOBHWTE MNpUHLMNK ca:
Cb3faBaHe Ha 61aronpusATHN YCnoBua 3a
WHTErpypaHe Ha CEeKTopuTe B CBETOBHaTa
WKOHOMVKa; HapacTBall, coupaneH 1 UKOHO-
MUYECKM MpocneputeT; dopMupaHe Ha
Hay4yHO 060CHOBaH 1 COLMaIHO OpMEeHTUpaH
WHOBALIMOHEH MOZeN Ha MofepHusauus Ha

these industries, the prospect of which
yields the global market is determined by
their interaction consistency and parity
relations; dynamic changes occurring in
the economic, social, political,
international, scientific and technical
spheres and generate new opportunities
and threats; increased competition in the
domestic market of viticulture and
winemaking in the entry of new
competitors on  him-producers, the
increasing number of which s
accompanied by an increase in
commodity supply and a reduction in
revenues and profits; the importance of
the development of world markets
viticulture and winemaking needs of
growers and winemakers well-targeted
vectors for the long term as an important
condition for reaching the export
economic objectives; the ability of buyers
to influence commodity, price, distribution
and communication policy areas relevant
entities,  thereby  determining the
parameters of their production and
business activities; growing influence of
state institutions, local governments and
social movements consumer protection
and the environment (Belous, 2015).

As components of the agroindustrial
complex the Ukraine viticulture and
winemaking directly provide food security
and create economic basis improved living
conditions of rural producers and solving
critical social problems in rural areas. This
investigational  sectors  will  perform
pioneering function of different-effective
combination of business and science
subjects oriented to harmonize relations in
the economic, social and environmental
spheres (Monoharov, 2010).

On the basis of generalization
approaches of Ukraine viticulture and
wine sector development strategy, found
that its main principles are: to create
favorable conditions for the integration of
sectors in the world economy; growing
social and economic prosperity; forming
scientifically based and socially-oriented
innovation model of modernization of
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03apCcTBOTO 1 BUHOMPON3BOACTBOTO.

3a fa ce naeHTUULMPaAT OCHOBHUTE
cTpaTternyeckn o6sactu Ha eekTBHOCTTa
Ha /103apCTBOTO U BMHAPCTBOTO B YKpaliHa
belle HanpaBeH u3uepnarefsieH aHann3 Ha
TAXHOTO (OYHKLUMOHMpaHe B HacTosWwuTe
ycnosus, 6sxa ngeHtuduumpann npobne-
MUTE, KOUTO BbB3NPENATCTBAT  TAXHOTO
pasBuTue 1 NpuunHUTE.

CTpaterusita 3a CbAbpXaHMETO Ha
N03apCcTBOTO W BMHOMPOM3BOACTBOTO €
noAroToBkata 3a OCBLIECTBSIBAHETO Ha
TakaBa NpoOV3BOACTBEHA W WKOHOMMYEckKa
JeNHOCT, KOATO MocTura AOMb/IHUTESHU
WUKOHOMWYECKWN, COLMATHU W eKOJIOTUYHU
uenun, 6asvpaHu Ha yAOBNeTBOpsiBAHE Ha
notpebHocTUTe Ha notpebutenute OT
103ap0-BUHAPCKN MPOAYKTU Ha BbTPELUHUS
W CBETOBHMA Nasap NO OTHOLIEHWE Ha
OVHaMUYHUTE NPOMEHU B MaKPOUKOHOMMU-
yeckaTa M MUKpPOMKOHOMMYECKaTa cpeja.
OnpepensiHe Ha cTpaTerMyeckn uUenn u
Hacokn 3a pas3paboTBaHe Ha NoAXOAALM
MEXaHM3MU 3a TAXHOTO npunaraHe. Tasw
cTpaTerus 3a pasBWTWE Ha /103apcTBOTO U
BMHAPCTBOTO MpeAn Npoy4yBaHe Ha nasapa,
ce onpegfens Bb3 OCHOBA Ha CbCTOSAHUETO U
TeHAeHUMNTe Ha Masapa, YCTaHOBsIBA Xa-
pakTepa Ha cbliecTByBallaTa u 6baewaTa
KOHKYpEeHLUMS 1 KaTo B3eMa npeasus Tesu
thakTopy, paspaboTBa MapkeTuMHra no
OTHOLLEHWe Ha 06eMa, KauecTBOTO, LieHaTa,
pas3npocTpaHEHMETO U pPekTamMupaHeTo Ha
CbOTBETHUTE MPOAYKTM Ha KOHKpEeTHWUTe
HaumoHaniHm nasapu (Vlasov and Belous,
2009).

MpoyyBaHUsiTa Nokasear, Ye Npuopu-
TETHUAT KOMMOHEHT Ha CbBPEMEHHOTO /10-
3apcTBO M BUHOMPOM3BOACTBO Ce npunara
ypes Hay4Hu NocTuxeHus. Cnea npexoaHus
nepuog 03apcTBOTO UM BUHAPCTBOTO W
HeroBuTe MKOHOMUYECKM CybeKTH, cb3gae-
H/ Bb3 OCHOBAa Ha WMHOBATVMBHMS MOZEN Ha
pa3BuTue, MoraT fa pearmpaT Ha AuHaMuy-
HWTE NPOMEHU B NasapHata WMKOHOMMKA U
okonHaTa cpepa. Lienta Ha nosapo-BuHap-
cKaTa Hayka e fja OCUrypy Hay4yHo U ekcne-
pYMEHTa/THO ajanTvpaHe 1 NPoun3BOACTBO,
U UKOHOMMYECKUTE MpoLecu [a ce OCHO-
BaBaT Ha npexoja OT nasapHaTta NKOHOMKKA
KbM MHOBALMOHHMS MOAE/T Ha pa3BUTHeE.

Mo OTHOWeHMe Ha YkKpaiiHa, ToBa
npegnonara, Ha MbpBO MACTO, MPOAYKTO-

viticulture and winemaking.

In order to identify the key strategic
areas of efficiency of Ukraine viticulture
and winemaking, comprehensive analysis
of their functioning in the present
conditions, identify problems that hinder
their development and causes.

Content strategy of viticulture and
winemaking is the preparation and
implementation of such production and
economic activity that achieves additional
economic, social and environmental
objectives based on meeting the needs of
consumers in the production of viticulture
and winemaking domestic and global
markets in terms of dynamic changes in
the macroeconomic and microeconomic
environment. Defined strategic goals and
directions of developing appropriate
mechanisms for their implementation.

This development strategy viticulture and
winemaking prior market research, which
is determined based on the status and
trends of the market, established
character of the existing and future
competition, and taking into account
these factors, processed, marketing mix
in terms of volume, variety, quality, price,
distribution and communication  of
relevant products to specific national
markets (Vlasov and Belous, 2009).

Studies show that a priority
component of modern viticulture and
winemaking is applied using scientific
achievements. After the transition
viticulture wine-sub and its economic
entities on innovative development model
allows to respond to dynamic changes in
the market economy and the surrounding
environment. The purpose of viticulture,
wine science is to provide scientific and
experimental adaptation and production
and economic processes are based on
market economy transition to innovation
model of development.

With regard to Ukraine this implies,
first, product innovation to improve the
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BWTE MHOBaUMM Aa noaobpsaT KavyecTBeHUTe
N3MepeHus.

Te3n pa3suTUSA BK/IOYBAT Tpuajara
,MSICTO” (aMMNenoeKkoNorMyHO HanpasneHue),
.COpPT” (reHetnyeH nogbop W nocoka) wu
TEXHOOruns.

MosunwasaHe eeKTMBHOCTTa Ha J10-
3apCTBOTO BK/IKOYBA Pa3BUMTUETO Ha Hay4HO
060CHOBAHO Pas3no/IoXeHNe Ha /1035Ta Bb3
OCHOBa Ha MoApo6HO NpoyyBaHe U oTYMTa-
He Ha dhakTopute Ha OKo/NHaTta cpeja:
Tonorpagums, MWKPOK/IMMAT, noyseHa
NMOBBLPXHOCT MOpagM BucOoKata ekKosiormyHa
NJacTUYHOCT Ha rpo3aeTo.

Mo-HaTaTbLWHOTO pa3BuTVE Ha /103a-
pCTBOTO M BMHOMPOU3BOACTBOTO B YKpaiHa
[0 TofNisiMa CTeneH 3aBucy OT S1030BMA noca-
ObyeH matepuan. HayuyHute n TexHonorny-
HW NOCTWXEeHWA B arpobuonornaTa, buorex-
HO/MOrMUTE U reHeTMKaTa Ha J103apCTBOTO
rnokasaxa BayKHOCTTa U HeobxogmmocTTa oT
MeToAM 3a nogbop 3a HeroBOTO Bb3MPOU3-
BoAcTeo. OT pellaBalo 3HayeHue e nojo-
b6psiBaHe Ha TexHO/orMyHaTa OCcHoBa MU
OTrNeXAaHeTo Ha no3aTta. Hawm n uyxge-
CTpaHHU y4yeHW ca pa3paboTunu 3HauuTe-
NeH 6poi TEXHONOMMYHM NPakTMKM Ja nofa-
NMOMOrHaT Cb3faBaHeTO Ha JI030BU Hacax-
AeHusi, cbobpasaBaiiku ce C eHepruiiHaTa
e()eKTMBHOCT, Onas3BaHeTO Ha MNOYBEHOTO
naogopoave, cb3gaBaHeTo Ha 6uoaganTuB-
Hu TexHonorum (Vlasov and Bulaeva, 2009).

OcCHOBHUTE 3ajayn 3a MHOBATUBHO
NPecTpyKkTypupaHe Ha oTpacbfia ca: Nnofo-
6psiBaHe Ha Hay4yHaTa cuctemMa U HemnHOTO
nogyepTaHo ajantupaHe KbM nasapa c uen
Ja ce OTroBOpU Ha HeroBuTe HyXau;
npunaraHe Ha KOHCYNTaHTCKMSA Kanauutet
Ha HayyHUTe MHCTUTYUMM 3a HacbpyaBaHe
Ha KOHKYPEHTHOTO CY pas3BuTMe Ha nasapa,
Npou3BOACTBO Ha  BWCOKOTEXHOOMMYHU
NPOAYKTWU KaTto Ce W3Mo/3Ba eKCrepumeH-
TanHata 6a3a Ha Hay4HUTe WHCTUTYLUM
(Vlasov and Hinhin, 2012).

MUWHMCTEPCTBOTO  Ha  arpapHara
NONUTUKA U XpaHWTe Ha YKpaiHa CbBMecCT-
HO ¢ HaumoHanHaTa akagemusi Ha Cencko-
CTOMaHCKNTE Hayknm Ha YkpaiHa (3anosep,
oT 21.07.2008 Ne 444/74) opobpu ,lporpa-
Ma 3a pa3BuTve Ha N103apcTBOTO M BUHAp-
CTBOTO B YKpaliHa 3a nepuoga go 2025 r.”,
KOATO npeasuxaa NpecTpykTypypaHeTo Ha
103apcTBOTO.

quality dimensions.

These developments include the
triad of “place” (ampeloekological
direction), "variety" (genetic selection and
direction) and technology.

Increased efficiency grapes
involves the development of scientifically-
based placement of vineyards on the
basis of detailed study and consideration
of environmental factors: topography,
microclimate, soil cover because of the
high ecological plasticity of grapes.

Further development of viticulture
and winemaking in Ukraine largely
depends on the grape seedling. Scientific
and technological advances in
agrobiology, biotechnology and genetics
of grapes showed the importance and the
need for selection methods for its
reproduction. The decisive importance of
improving the technology foundation and
cultivation of vineyards. Domestic and
foreign scientists developed a significant
number of technological ways that
strengthen laying vineyards along the
lines of energy efficiency, conservation of
soil  fertility, creation  bioadaptive
technologies (Vlasov and Bulaeva, 2009).

The main tasks towards innovative
industry restructuring are: improving the
scientific  system and its market
adaptation aims to meet market needs;
consulting strengthening of scientific
institutions to promote their own
competitive developments in the market,
production of high technology products in
the use of the experimental base of
scientific institutions (Vlasov and Hinhin,
2012).

Ministry of Agrarian Policy and
Food of Ukraine jointly with the National
Academy of Agrarian Sciences of Ukraine
(Order of 21.07.2008 Ne 444/74)
approved the "Program of development of
Ukraine viticulture and winemaking for
the period till 2025", which provides for
the restructuring of viticulture.
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Mpe3 2013-2016 r. HaunoHanHUAT
Hay4yeH UEeHTbp ,VHCTUTYT NOo 103apcTBO U
BMHApPCTBO TalpoB” CbBMECTHO C WHCTUTY-
Ta No macnofjaiHu cemeHa u [ObpxaBHa
cesicKocTonaHcka Hay4Houscriefosaresicka
CTaHuMa  ,3akapnatckas”  paspabotuxa
pervoHasiHn nporpamMyv 3a /103apcTBO MU
BMHApPCTBO B palioHute Opeca, Mwukonalis,
XepcoH, 3akapnaTtue 1 3anopoxue.

Cnopef, nporpammute pasBUTUETO Ha
/103apCTBOTO Lie 6be OCUTYPEHO OT:

- HoBu HacaxpeHwvs, cb3fgafeHn Bb3
OCHOBa Ha CbBPEMEHHMTE HayyHu paspa-
60TKM1, Npean BCUYKO NogpobeH aHanm3 Ha
C/NIOXHWTE  arpoekosioNMYyHN  YCNOBUA  Ha
6asaTa Ha amnenorpaddCkm M €eKOOrMYHU
nscnegsaHus.

- [llogrotoBka n
N03apCKn KaJacTbp.

- M3non3saHe

Cb3aBaHe Ha

npn un3bopa 3a
Npou3BOACTBOTO Ha JI030B NOCafbyeH
mMaTtepuan oT MO0-BUCOKM KaTeropum 3a
Cb3/aBaHe Ha CbBPEMEHHU U AbArOTpaiHu
noss.

- TlogpbpxaHe Ha 6GanaHcupaHa
copToBa NoanTUKa, BoAellaTa nos3nuns npu
Cb3aBaHeTo Ha pacTeHus Tpabsa fa 6bae
M3non3BaHeTo caMO Ha K/IO0HOBe OT Hali-
[obpute copToBe;

- BbBexgaHe Ha  WMHTEH3UBHW,
pecypcHO-eDEKTUBHN  TEXHOMOMMA  MpU
Cb3flaBaHe W OTINexjaHe Ha J1030BUTE
HacaxaeHus.

- HacbpuyaBaHe pa3BuMTMETO Ha
103apCTBOTO B CTOMAHCTBa, KOUTO 6bP30
mMorat fga 3acuTAT nasapa C [ecepTHO
rposge 1 Aa npousBexaaT BUCOKOKayecTBe-
HW pervoHasiHn BUHA.

- Cob3gaBaHe Ha cneuuanusvpaHu
TEXHWKN 38 BUHOMPOW3BOLCTBO.

- YBenuMyaBaHe Ha NpPoOU3BOACTBOTO
Ha [lecepTHO rpo3je, nosullasaHe npegsna-
raHeTo Ha BbTPELHWs nasap Ha MNpsCcHO
rposge, npuiaraHe Ha Mepku 3a cb3faBaHe
Ha nasapu Ha efpo Ha ceficKkocTonaHckara
NpoAyKuusA.

- MpunaraHe Ha 6anaHcupaHa UeHo-
Ba MOMMTMKA Ha Ma3apa Ha TeXHUYECKO
rpo3ge ¢ MKOHOMUYECKU UHTePeCH, KakTo 3a
npousBoAuTENNTE Ha rpo3fe, Taka n 3a

BMHOMpOU3BOAMTENNTE.
- W3nbnHeHne Ha Mepku  3a
TeXHUYeCcKo npeobopyasaHe Ha

In the 2013-2016 vyears the
National Science Centre "Tairov Institute
of viticulture and winemaking" together
with the Institute of oilseeds and
Zakarpatskaya State Agricultural
Research Station developed regional
programs of viticulture and winemaking of
Odessa, Mykolaiv, Kherson, Zakarpattya
and Zaporizhzhya regions.

According to programs the viticulture
development will be provided by:

- New plantings based on modern
scientific developments, above all, a
detailed analysis of complex agro-
ecological conditions on the base of
ampeloecological research.

- Preparation and conducting of
vineyards cadastre.

- Using in the selection production
the higher quality categories of vine
planting material, to create modern and
highly durable vineyards.

- Holding a balanced varietal
policy, the leading position in plant
creation must take only clones of the best
varieties;

- Implementation of intensive,
resource-saving technologies of laying
and caring for plants.

- Promote the development of
viticulture in farms that can quickly fill the
market by table grapes and produce the
high quality wines of areas.

- Setting up the specialized
production of wine-growing techniques.

- Increase production of table
grapes, fresh grapes increased supply in
the domestic market, the implementation
of measures for the creation of wholesale
markets of agricultural products.

- Implement a balanced pricing
policy on the market of technical grapes
with economic interests, as growers and
winemakers.

- Implementation of measures for
technical re-equipment of enterprises of
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npeanpuaTMA 3a MbPBMYHO W BTOPUYHO
BMHOMPOM3BOACTBO YpPEe3 MbJ/IHO MEeXaHu3u-
paHe n aBTOMaTM3auua.

- MopobpsBaHe Ha cuctemaTa 3a
Bb3HarpaxaeHua u CTUMynn, ocobeHo 3a
paboTHULUTE, aHraxXMpaHn CbC Cb3faBaHe
W oTrnexgaaHe Ha mnagu n03s.

- Cb3gaBaHe Ha edhekTBHa cuctema
B 06nacTtTa upes KsasimuumpaHo obyyeHve
Ha nepcoHasa 3a nNpeABuAeHOTO Hanpas/e-
Hue, paslmpaBaHe Ha MH(OPMaLVIOHHOTO U
KOHCY/ITAHTCKO 06CNyXBaHe 3a no3apckuTe
cTonaHcTBa.

- Cb3gaBaHe Ha 3acTpaxoBaTesieH
MexaHu3bM 3a MoggbpXaHe Ha s03ATa,
nopagu 3aBucMMOCTTa Ha jgobuBa MU
KayecTBOTO Ha pekosiTata OT BPEMETO.

- BbBexaaHe KOHTPOJ1 Ha Ka4ecTBOTO
Ha /l103apckute W /103apo-BUHAPCKNTE
npoayktm n mnaeHtuduumpaHe Ha MO B
XpaHUTeNHW MPOAYKTM OT akpeauTupaHara
CbrnacHo eBponeickute crtaHgaptTm 1SO
17025 na6opatopus Ha HHL, ,MHCTUTYT no
N103apCTBO 1 BUHAPCTBO Tainpos”.

- TopobpsBaHe Ha Hay4yHOTO M
MEeTOLO0NOMMYHO OCUrypsiBaHe Ha OTpacba,
pasnpocTpaHaBaHe Ha Hay4yHa, TexHU4ecka
W TbProBcka nHopmMaums.

Bapsame, u4ye e Heobxoguma
npasuTe/iICTBEHa Hameca, 3a Ja Moxe
MHOBaUMUTE Oa Ce WU3MNOoN3BaT akTMBHO OT
npoussogutenute. Toea 6u Tps6Basno fa
Jafile Bb3MOXHOCT Ha npegnpuemadvTte ga
nosiyyat BMCOKM MPUXOAWM T[NaBHO nopagu
MHOBaLMUTe, a He 3apajun Apyru akropu
(MOHoMoNHa No3nuMA Ha BbTPELLHNA nasap,
M3non3BaHe Ha pas/IMyHU CXemu 3a
nosiyyaBaHe Ha [OMb/IHUTENIHW NPUXOAMN OT
M3HOCA Ha CYpPOBMHW U MNOJSYrOTOBU
npoayktn n ap.). NMpaBuTencTBoTo TpsbBa
Ja cb3fjage ycnosus 3a CTMMy/MpaHe Ha
MHOBaLMUTE 1 Pa3BUTMETO Ha CBbP3aHOTO C
TAX BWUCOKOTEXHOSIOTMYHO MPOU3BOLACTBO.
To3n npobsieM € MHOTO C/IOKEH U U3KCKBA
paspaboTBaHeTO Ha MEpPKM 3a CTUMYy/MpaHe
Ha  uWHoBauuuTe, 3a MOCTUraHe  Ha
eeKTMBHa UHTerpaumus Ha s103apcTBOTO Ha
YKpaiiHa Ha cBeToBHMA nasap (Vlasov et al.,
2014).

Cpef, OCHOBHUTE Lenn 3a MHoBaTUB-
HO WKOHOMMWYECKO MNPEecTpyKTypupaHe ca
CNefHUTe: peopraHM3aums Ha Hay4yHarta
cucTemMa M HeliHata nasapHa ajantauus,

primary and secondary winemaking
through comprehensive mechanization
and automation.

- Improving the system of
remuneration and incentives, especially
for workers engaged in laying and caring
for young plants.

- Creation of an effective system
for the field by qualified personnel training
for the intended direction, expansion of
information and consulting service for
wine growing enterprises.

- Setting up an insurance
mechanism for the maintenance of
vineyards, owing to their dependence on
the performance and quality of the
harvest from the weather.

- Implementation of quality control
of vine and wine products and the
identification of GMOs in food products
through accredited by European standards

ISO 17025 laboratory of NSC "Tairov
Institute of viticulture and winemaking".

- Enhancing scientific  and
methodological support of industry?
spread scientific, technical and
commercial information.

We believe that we need
government intervention in order to

innovate actively used by manufacturers.
It should make entrepreneurs were able
to receive high revenues mainly due to
innovation rather than other factors (a
monopoly position in the domestic
market, using different schemes to obtain
additional income from the export of raw
materials and semi-finished products and
others). The goverment must create the
conditions to stimulate innovation and
development of the related high-tech
manufacturing. This problem is very
complex and requires the development of
measures to stimulate innovations, to
achieve the effective integration of
Ukraine viticulture in the global market
(Vlasov et al., 2014).

Among the main objectives
towards innovative economic
restructuring are the following: the

reorganization of the scientific system
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HacouyeHa KbM 3a/l0BO/ISIBAHE Ha NasapHuTe
NOTPeBHOCTU; KOHCYNTMpaHe C akagemuu-
HUTE MHCTUTYLMWU 3a MOCTUraHe Ha Hanpe-
ObK B pasBMTMETO Ha nasapa; NpousBoj-
CTBO Ha BUCOKOTEXHOMOTUYHU MPOAYKTU
KaTo ce u3Mof3Ba ekcrnepuMeHTasHaTa
Hay4HouscnegoBatesicka 6asa Ha HayuHuUTe
WHCTUTYUMW, TNasapHa Kanutanusauust U
KoMepcuanmsaums Ha GU3HeC OTHOLLEHMSATA
B C/CTemMaTta Ha HayuHWuTe W UHAYCTPUasHu

CTPYKTYpW.

N3BOAN

1. CTparternsara 3a MKOHOMWYECKO pas-
BWTUE Ha /103apCTBOTO U BUHApPCTBOTO B
uHTerpauusaTa Ha YkpaliHa B CBETOBHOTO
WMKOHOMMYECKO  MPOCTPaHCTBO  BK/OYBA:
Cb3flaBaHe Ha YC/I0BUS 3a WHTerpauua B
eBponeiickata WKOHOMWKA W CBeTOBHaTa
MKOHOMVKA; Cb3faBaHe Ha DyHAaMEHTa/THO
HOBa Hayka — pasymeH W CcounasHO
OpPVEHTUpPaH WHOBaLMOHEH Mofen, KOWTo
NpecTpyKTypupa KJ0HOBeTe Ha hopMupaHe
Ha npuopuTeTTE HAa WKOHOMMWYECKOTO,
COLMASIHOTO U €KOSIOTMYHOTO pasBuUTME Ha
CEeJICKOTO CTOMAaHCTBO B CTpaHaTa; pa3sutme
W HenpekbCcHaTa HayyHa M WKOHOMMUYecKa
nogkpena Ha nporpaMmuTe 3a PermoHasiHo
pasBuTME Ha 103apCTBOTO M BMHAPCTBOTO
BbB BCMYKM /T03aPCKN pPalioHn Ha YKpaiiHa ¢
uen nosuwasaHe ePEKTUBHOCTTA Ha CEKTO-
pa, MofepHu3npaHe Ha Mpou3BoACTBeHaTa
My 6a3a, pasBuUTME U WHTerpupaHe Ha
OTHOLLEHNA Ha CbTPYAHNYECTBO, MapKETUHT
1 coumanHa nonuTuka.

2. EdektnBHOTO ynpasneHve Ha J10-
3apCTBOTO M BUHAPCTBOTO BK/HOYBA npuna-
raHeTo Ha C/IOKHWN OpraHn3auMoHHW 1 Npas-
HW MEepKW, a UMEHHO: HeNnpeKkbLCHAT MOHUTO-
pvHI, u3yepnareneH aHaaus, No3BOJIABALL
[a ce HanpaBAT MHAOPMUPaHU 3akK/ToYeHNs
OTHOCHO OCHOBHMWTE Hanpas/ieHus 3a Nojo-
6psBaHe Ha eeKTVBHOCTTa Ha /103apCcTBO-
TO U BMHAPCTBOTO W KOMMETEHTHO perysnu-
paHe Ha uUeHuTe; yCcTaHOBsIBAHe Ha pPaBHO-
NnocTaBeHN OTHOLUEHUSS MeXAyY CTOMaHCKuTe
cybekTM BbB  BepTUKanHara cucrtema
N103apCcTBO — THProBUs C BMHO; Nopobps-
BaHe Ha 3acTpaxoBarefiHarta, fAaHbyHara,
(hvHaHcoBaTa W KpegutHaTa MnoAMTUKa B
103apCTBOTO Y NPOV3BOACTBOTO Ha BUHO.

and its market adaptation, aimed at
meeting market needs; Consulting of
academic institutions to advance their
competitive developments in the market;
production of high technology products in
the use of experimental research base of
scientific institutions, market capitalization
and commercialization of business
relations in the system of scientific and
industrial structures.

CONCLUSIONS
1. Economic Development Strategy
of viticulture and winemaking in the
integration of Ukraine into the world
economic space includes: creating the
conditions for integration into the
European economy industries and the
world economy; creating a fundamentally
new science — reasonable and socially-
oriented innovation model restructuring
branches of formation of priorities of
economic, social and environmental
development of agriculture in the country;
development and continuous scientific
and economic support of regional
development programs viticulture and
winemaking in all wine growing regions of
Ukraine in order to increase the efficiency
of the sector, modernize its industrial
base, the development and integration of

cooperative relations, marketing and
social policy.

2. Highly driving viticulture and
winemaking involves implementing
complex  organizational and legal
measures, including: continuous
monitoring, comprehensive  analysis,
allowing you to make informed

conclusions on the main directions of
improving the efficiency of production of
viticulture and winemaking and competent

price regulation and market grapes
vynoproduktsiyi; establishing parity
relations between economic entities

viticulture, wine marketing vertical system;
improving insurance, tax, financial and
credit policy in viticulture, wine production.
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3. MpefnocTaBku 3a yBe/iMyaBaHe Ha
MKOHOMMYecKaTa efhMKacHOCT Ha lo3apcka-
Ta MHOYCTpua B YKpaiiHa e Hali-gobparta
Hayka — pa3yMeH noA6op Ha MecToMnosoxe-
HVETO Ha N030BUTE HacaXAeHWs, OnTVMU-
3auusi Ha COpTMMEHTA Ha no3sita U 13bop
Ha copToBe, MOoAXOoAALM 3a YCnoBusaTa Ha
KnMmMata K noyesata Ha ydvacTbUuTe 3a
Cb3fjaBaHe Ha HOBW HacaxAeHws, u3nos-
3BaHe Ha cepTuduuLMpaH nocagbyeH maTe-
pvian c KJI0HOB MPoM3Xo[, KOMTO Mma rapaH-
LM 3a aBTEHTUYHOCT Ha copToBeTe 1 e 6e3
BUPYCHWN 3abonsBaHus, paspaboTBaHe Ha
MEpPKM 3a M3M0M3BaHE Ha BUCOKOTEXHOSO-
rMYHN MEeToaM 3a OTrMIeXAaHe Ha rposge u
BMHOMNPOWU3BOACTBO, Cb3faBaHe Ha J03ap-
CKM KajacTbp Ha YkpaiiHa u o6LiecTBeHa
cMcTeMa 3a KOHTPOJT Ha Ka4yecTBOTO.

4. 3a no-HataTbLHOTO  edIeKTUBHO
pasBuTME Ha N103apCTBOTO M BUHOMPOU3BOA-
CTBOTO TpsbBa Aa ce U3BbPLUM TEXHUYECKO
U TEXHOJIOTMYHO MpeobopyaBaHe M opraHu-
3aLMOHHO U MKOHOMUYECKO OCUrypsiBaHe Ha
NO30BUTE HACAXAEHUST W BUHApPHUTE B
CbOTBETCTBME CbC CbBPEMEHHUTE MEXAy-
HapoJHW cTaHAapTW, fJa ce cb3fjage wu
noaabpXa n103apcku kajacTbp Ha YkpaiiHa,
Ja ce cb3gage edekTMBHa cucTeMa 3a
ObpXaBeH KOHTPON Ha KayecTBOTO Ha
npoayktuTe. EIeKTMBHOCTTa Ha WMKOHOMMU-
yeckuTe OeliHOCTU Lie AonpuHece 3a: pas-
BUTMETO Ha MaslkuTe W cpejHuTe npej-
npusiTs; edoukacHa cucTeMa 3a ocurypsia-
He Ha kBanuduumpaH nepcoHan 3a MHAyc-
TpuATa; pas3BuUTME Ha WHMOPMALMOHHU 1
KOHCYNTaHTCKM YCNYTW.

5. Mpn pechopmmpaHeTo Ha nosap-
CTBOTO W BMHOMPOWM3BOACTBOTO YKpaiHa
Tpabea ga ce ookycupa Bbpxy cepara Ha
npogaxéuTe, peknamara v BUHEHUA Typu-
3bM, KOETO Lie NO3BO/IM Aa Ce 3a[0BONAT
No-Nb/IHO HYXAuTe Ha notpebutenute ¢
NPoAyKTW Ha 103apCTBOTO M BUHAPCTBOTO U
e noBWWM KOHKYPEHTOCMOCOBHOCTTa Ha
npon3BoauTENNTE  Ha  BbTPEWHMA "
CBETOBHMSA nasap.

6. EchbekTMBHOTO pasBuTe Ha nosap-
CTBOTO U BMHApPCTBOTO B YKpaiHa u nony-
yaBaHe Ha MakcuMaJieH rapaHTupaH 4oXof
e Heo6Xxo4MMO 3a pa3paboTBaHe Ha pervo-
HaUTHM Nporpamu 3a /103apCcTBO U BUHAPCTBO
BbB BCMYKM /103aPCKU paiioHn Ha YkpaliHa,
BK/IIOUNTE/THO KOHKPETHWU CTBMKU 3a BCEKU

3. Prerequisites for increasing
economic efficiency wine-growing industry
in Ukraine is the best science -
reasonable accommodation vineyards,
vineyards assortment optimization and
selection of varieties with the conditions of
climate and soil selected plots used for
vineyards laying a new type of certified
planting material clonal origin, which has
varietal authenticity guarantee and free
from virus diseases, development of
measures to use high-tech methods of
growing grapes and producing
vynoproduktsiyi, of material and technical
re Vineyards, rozsadnytskyh and wineries,
assembly and vineyards cadastre Ukraine
and setting up a public system of quality
control.

4. For further effective development
of viticulture and winemaking must make
technical and technological re-equipment
and organizational and economic support
Vineyards, rozsadnytskyh and wineries to
modern international standards, to the
establishment and maintenance of
vineyards cadastre Ukraine, to establish
an effective system of state control of
product quality. The effectiveness of the
economic activities of the investigated sub
will contribute to: the development of
small and medium enterprises; effective
system of providing industry with qualified
personnel; development of information
and consultancy services.

5. In the reformation of viticulture
and winemaking Ukraine should focus on
the area of sales and sales promotion of
products of ahromarketynhu, wine
tourism, allowing you to more fully meet
the needs of consumers in viticulture,
wine production and increase the
competitiveness of producers in the
domestic and global markets.

6. Effective development of
viticulture and winemaking Ukraine and
receiving the maximum guaranteed
income necessary to develop regional
programs of viticulture and winemaking in
all wine growing regions of Ukraine,
including specific steps for each region to
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pervoH 3a nogobpsiBaHe Ha edpekTuBHoCTTa | improve the efficiency of the industry,
Ha nHOycTpusTa, MoAepHu3MpaHe Ha npo- | modernize its industrial base, the
MulWieHaTta 6asa, pasBuTMe Ha Koorepa- development of cooperative and

TUBHWM 1 UHTErpalMoHHM  OTHOLUEHWS, | integration relations, social policy and
coupanHa nonnTUKa U MapKeTUHr. marketing.
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