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I. INTRODUCTION, STUDIES AND SWOT ANALYSIS 

 

1. INTRODUCTION, RESEARCH METHODS AND STRATEGICAL GOALS 

The successful development of tourism in any destination depends mostly on the 

attractiveness of its landmarks, the quality of its products and its tourism potential. Their 

tourism potential also determines the marketing efforts. This potential allows or not to 

expand a rich product palette, and the destination depends on it, whether it can put forward 

a unique offer for sale, or what the product of the destination will be. The cross-border region, 

including the municipalities of Chiprovtsi and Pirot and their surroundings, is famous for its 

carpet traditions around the world, but no traditions in the field of tourism. The tourism 

services sector is not developed in line with the national proportions of Bulgaria and Serbia, 

and therefore it is essential to study its resource potential. Despite the desire to develop 

tourism, local authorities do not have sufficient financial resources and the potential is not 

exploited. The present study will focus on the opportunities for tourism offering of alternative 

types of tourism in the areas of Chiprovtsi and Pirot. It will give guidelines for the prospects 

for the remarkable carpet weaving to be turned into a product of the destination. 

In the present mid-term marketing strategy, we will look for the original traditions of the 

local people and the folklore heritage of Chiprovtsi and Pirot today, we will look at the 

important cultural, commercial and craft centre, as the cross-border area has been for 

centuries. The research aims to study the opportunities for the development of sustainable 

tourism in the cross-border area and the possibility of the carpet tradition to be a vital element 

of the destination's tourism. The subject of the research is the carpet tradition in Chiprovtsi 

and Pirot and the tourism potential of the destination. The object of study is the tourism 

resources of the destination, including the territory of Chiprovtsi and Pirot municipalities and 

their surroundings, united in a single cross-border area. 

The idea of sustainable development, strategical planning and the marketing of the 

destination, which "meets the needs of the current generation, but without limiting the ability 

of future generations to meet and implement their needs"1, can be intertwined with the idea 

of brand building. The main reason is that the brand contributes to the valorization of the 

resource, and the resource will be protected and valued so that sustainability will be 

supported and developed. Besides, the destination will be highly competitive, its product - 

too. 

The main methods used in developing a medium-term marketing strategy for sustainable 

tourism development in the cross-border region include:: 

• empirical-theoretical methods such as scientific analysis and synthesis; 

• decomposition and composition; 

• deduction and induction; 

• the empirical comparison method is used to emphasize the essential and 

competitive elements and attributes over the less competitive ones; 

• collection and processing of secondary information; 

                                                           
1 Krastanova, R. 2014. International Spring University "Europe on the Road: Chiprovtsi 2014 Citizen 

Empowerment and Sustainable Development" May 19-24, 2014. Available in: 

http://chiprovtsi.bg/novini/item/221-mejdunaroden-proleten- universitet.html 



• collection and processing of primary information gathered according to a 

previously developed working form (See Appendix 1) and provided by the 

History Museum - Chiprovtsi and the Museum of  Ponishavie  (The Old House) 

- Pirot; 

• collecting and processing primary information provided by the Municipality of 

Chiprovtsi, the Municipality of Pirot and local associations from the cross-border 

region; 

• use of collected immediate information through field research, conducting 

working groups with representatives of the municipal administration, local 

community, students of various specialities, cultural and educational figures, 

artisans, employees of the History Museum- 

• Chiprovtsi during the so-called. international travelling universities of the 

educational network "Place for the future"2; 

• processing through analysis and synthesis of primary information received from 

various institutions and organizations; 

• carrying out comparative analysis and secondary analysis of data, which allow 

for a full study of even peripheral connections and meanings; 

• analysis of data from program and strategic documents, municipal development 

plans, etc .; 

• analysis of literature sources for the destination; analysis and synthesis of data 

from historical, ethnographic, folklore sources and books on the heritage of the 

region of Chiprovtsi and Pirot - selection and analysis of secondary information; 

• expert evaluation; 

• application of an innovative approach for the creation and management of a brand 

and a brand personality of a tourism destination and related to this method 

creation of brand history and its filming; 

• application of the classical methods of strategic planning - SWOT analysis 

Based on the collected primary and secondary information after analysis and synthesis, as 

well as after comparison with globally competitive similar elements, the ranked elements for 

brand building are derived. A classic method of strategic planning is also applied - SWOT 

analysis, which reveals more clearly the effectiveness of planning. Creating a brand is also 

planning the development of the destination. 

Chiprovtsi carpet weaving has been studied in detail as a resource because it is the only 

element that has achieved world fame - the skill of weaving carpets is part of the world 

intangible cultural heritage of UNESCO. A detailed study of this element makes it possible 

to clarify the possibilities of offering products on this basis and make a comparison with the 

actual supply of thematic products, as well as to look for the reasons for the fading functions 

of this craft and the possibilities to become a vital element of the brand and a significant 

driver for tourism development in the cross-border area. 

The combination of the selected methods creates not only a methodology on how to research 

and develop the resource of the destination into a product, how to present the product of the 

destination better, how to attract more guests to the destination, but also what to send them 

                                                           
2 See more in Aleksova's articles 2015, 2016 and 2017 



as a message (slogan). A complete system of research, creation and presentation of a 

destination product, the goal of which is sustainable development, has been created. 

The study's topic is relevant because it is typical of many border areas, where depopulation 

contrasts with the bright assets of the past, with great tourism potential, but with less and less 

functioning tourism system. Ancient customs, traditions and crafts, preserved for millennia, 

today face the danger of extinction, and the carpet tradition is threatened with interruption. 

There are fewer and fewer weavers who master this technique and skills. The depopulation 

of the area, the lack of livelihood from the craft and the lack of investment in its conservation 

are worrying factors that can lead to its complete disappearance. The creation of a sustainable 

tourism product is one of the mechanisms for the revival of the cross-border region and the 

rise of its economic development. The way to do this is by linking intangible heritage and 

tourism, promoting entrepreneurship among local artisans, training museum staff to market 

the product, and training artisans in tourism interpretation and animation. 

The current strategy examines the original traditions of the local people and the folklore 

heritage in the area of Chiprovtsi and Pirot as an important cultural, commercial and craft 

centre what the cross-border area has been for centuries. 

The idea of strategic planning and sustainable development of the destination, which "meets 

the needs of the current generation, but without limiting the ability of future generations to 

meet and implement their needs"3, can be intertwined with the idea of brand building. 

Studying and developing a workable marketing strategy for sustainable tourism development 

is relevant because the current situation is typical of many border areas where depopulation 

contrasts with the bright assets of the past, with great tourism potential, but with an increasing 

- low-functioning tourist system. 

The main strategic goal of the current marketing strategy covers the transformation of the 

cross-border area of Chiprovtsi and Pirot into an attractive tourism destination. It 

contains three specific objectives: 

1) Specific objective 1: Sustainable development of tourism in the cross-border area. 

2) Specific objective 2: Creation of a competitive tourism product related to the carpet 

traditions. 

3) Specific objective 3: Targeting of the target audiences and effective marketing of the 

tourism product 

In order to achieve the main strategic goal and the formed specific goals, it is necessary to 

perform the following tasks: 

1. Studying the tourism potential of the cross-border region of Chiprovtsi and Pirot; 

                                                           
3 Krastanova, R. 2014. International Spring University "Europe on the Road: Chiprovtsi 2014 Empowerment 

of Citizens and Sustainable Development" 19-24 May 2014. Available in: 

http://chiprovtsi.bg/novini/item/221-mejdunaroden-proleten- universitet.html 



2. Studying the carpet traditions in the cross-border region of Chiprovtsi and Pirot and 

recommendations for their preservation and integration in the destination's tourist brand and 

creating a new tourism product; 

3. Preparing a SWOT analysis of the conditions for creating a sustainable tourism product in 

the cross-border region. Conclusions and recommendations; 

4. Developing a concept of the tourism product in the cross-border region "The Tale of the 

Carpet"; 

5. Developing a marketing plan for sustainable tourism development in the cross-border 

region and marketing the created tourism product. 

The current medium-term marketing strategy covers five components, which are research 

developments resulting from the implementation of the set tasks. 

The main strategic priorities include: 

1. Effective management of the tourism destination and development of partnerships with 

stakeholders; 

2. Development of the tourism product - diversification of the product and creation of a 

diverse product range; 

3. Improving the conditions for tourism development and the accessibility of the 

environment; 

4. Creating a tourism brand of the destination; 

5. Marketing  the tourism product. 

The achievement of the strategic goals is set in the marketing plan for sustainable 

development of tourism and tourism product management in the cross-border region. For 

this purpose, specific measures have been developed to be implemented in a 5-year medium-

strategic period. 

  



2. STUDY OF CARPET WEAVING  IN THE AREA OF CHIPROVTSI 

One of the undoubted phenomena with which Bulgaria amazes the world are the Chiprovtsi 

carpets, which even today attract the attention of specialists and connoisseurs from all 

continents. The ability to make Chiprovtsi carpets is recognized as part of the intangible 

world cultural heritage of UNESCO (2014. The tradition of making carpets, established in 

Antiquity, is carried over the centuries and the period of the Ottoman rule, reaching an 

exceptionally high level of development in the western Bulgarian lands. In the late Middle 

Ages and Modernity, its most prominent centre became Chiprovtsi and its surrounding 

villages on both sides of the Balkan Mountains. Their masters passed this skill from 

generation to generation. In addition to the technologies inherited from the proto-Bulgarian 

Asian borders and the Ancient East in the creation of fabrics and fantastic images, they 

zealously preserve the cherished ornaments, figures and compositions in which our ancestors 

used to put a kind of writing, encoded messages and mantras, symbols and vows which give 

to the created carpet a property to be a supporter of spirit, health and happiness in the home 

of its owner. 

Chiprovtsi carpets are known for their production materials, their colours and motifs. Carpet 

weaving goes hand in hand with beliefs, traditions and rituals. Before weaving a new rug, 

the weavers say prayers and make wishes for success, singing and telling stories as they work 

at the weaving loom. The transition of carpet making skills occurs informally, usually by 

mothers and grandmothers to daughters while weaving a large rug together. Carpet weaving 

is deeply at the heart of the social and cultural life of the population. The best-known 

ornaments of the Chiprovtsi carpets are created within the community, and they even 

constitute motifs on the coat of arms of the city. 

There is no other fabric that carries so much philosophy. Each carpet has a name: "Bakamski" 

or "Garibalda", "Karakachki", "The Tree of Life", "Wreaths", "Spring Vine", "Autumn 

Vine", "Kopilovska Vine", "Chickens", "Suitcases / Pirot area ”, etc. In Chiprovtsi, many 

things from the manners, from the way of life, from life, were formed based on the carpet. 

With the carpets they were born, with the carpets they died, with the carpets they get married 

– a bride from Chiprovtsi doesn't go to her new home without bringing a rug. 

 

 

2.1. Historical development of carpet weaving in Chiprovtsi 

Some researchers of the carpet weaving history in  Chiprovtsi identify three main periods in 

its development, based on the compositional construction, colour and ornamentation. This 

typology is conditional due to the fact that depending on the needs of the user, basic carpet 

models from the first two stages continue to be woven without interruption in the third. 

According to this periodization, the time from the end of the 17th to the end of the 18th 

century is marked as a constructive period in the development of Chiprovtsi carpet weaving. 

Two main types of carpets are typical for it: "Bakamski" or "Garibalda" and "Karakachki". 

They are also called oriental type carpets. The type "Bakamski" is most often known in tones 

of green, blue, ocher and brown. The red and black (or dark blue) colours are distinctive for 

the "Karakachki" type carpets. 

The second period in the development of Chiprovtsi carpet weaving is called decorative. It 

covers the period from the second half of the 18th to the end of the 19th century. The colour 

is enriched with white and yellow, and the red and blue tones become the main ones. The 

plot is complemented by geometric and highly stylized images of birds, animals and people. 

Some of the carpets have gift inscriptions, with marked years of production, with woven 



names of the masters. The main field and curbs are richly ornamented. From this period are 

the models "Kolata", "The Tree with the Fruits", "The Wreaths", "The Spring Vine", "The 

Autumn Vine", "The Chickens", "The Eyes", "The Flowers", "The Mirrors" and others. 

After the Liberation in 1878, the third period in the development of Chiprovtsi weaving 

began, called ornamental. It is characterized by a change in the material of production - wool 

weft is replaced by cotton. Natural dyes give way to chemical dyes. The ornaments in the 

main field and the surrounding curbs are small, arranged symmetrically in rhythmically 

repeating rows. The strong multicolour is typical for this period, and the main models are 

"The Suitcases" ("Pirot's"), "The Caucasian", "The Little Flower Pots", "The Gypsies", "The 

Medallion" and others. From this time are the so-called modern carpets, which are woven 

with ancient techniques, but in models and with plots borrowed from Europe - gullies, 

flowers, angels, mountain landscapes with villas, boats, various animals and more. 

Prominent Bulgarian artists - Kitsa Markova, Yordan Barev, Dimitar Stankov, Prof. Marin 

Varbanov and others - showed interest in Chiprovtsi carpets in the second half of the 20th 

century. Based on their developments, Chiprovtsi carpet makers Raina Mincheva, Sevka 

Bardinska and others recreate ancient patterns and weave new models of carpets - "Barev's 

Tree", "The Flowers Pots", "The Boxes" and others. 

 

2.2. The symbolism in the Chiprovtsi carpets 

The symbolic essence of the motifs in Chiprovtsi carpets is complex and multi-layered. 

Beliefs and ideas from the dawn of humanity, universal to archaic societies around the world, 

can be read in the material from which carpets are made and in the ornaments woven into 

them. The Christian faith, which has been honoured for more than two thousand years in the 

lands inhabited by Bulgarians, gives a new meaning to the ancient signs and symbols. 

Preserved over the centuries in the people's memory and the people's soul, some of the images 

on the carpets in modern society are interpreted in a new way. 

Geometric ornaments are typical for Chiprovtsi carpets. The most archaic element in the 

carpet decoration is the triangle. In the oldest versions of Chiprovtsi carpets, the triangles are 

arranged in horizontal or vertical rows. The triangle exists independently in the decoration 

of Chiprovtsi carpets - with the top up (a symbol of the masculine beginning) or with the top 

down (as a sign of the feminine beginning). Two triangles with tangent vertices form an 

image called makaz. The figure symbolizes balance and harmony, transition and 

transformation, the masculine and feminine, heaven and earth, the light and material worlds. 

The mirror combination of makazes (scissors) builds a significant and beloved figure in the 

carpet – khanatitsa (rope). The archaic significance of this figure is associated with the divine 

tortoise, a symbol of longevity, eternity, vitality and resilience. In modern times, weavers 

explain its meaning with protection. 

Two triangles with tangent bases form the figure of a rhombus. In the Early Neolithic painted 

ornamentation, the rhombus is found in compositions on the walls of vessels and as part of 

the decoration of the female cult figures of the Mother Goddess, emphasizing the 

reproductive organs. The rhombus in Chiprovtsi carpets is called kolo (wheel). It is the most 

common geometric figure in the ornamentation of this type of fabric. It is located in the 

central field, in the curbs and the linear images separating the main field from the surrounding 

strips. The figure is in two versions - alone and in combination with others. The rhombic 

figure is present in Chiprovtsi carpets during all three periods of their development. It is most 

strongly represented in the oldest Chiprovtsi carpets - type "Bakamski" or "Garibalda", where 

the large diamonds inscribed in each other fill the entire main field. The rhombic figure in 



the carpet itself is in several variants, typical of the central field - these are the so-called 

finished koli, ripple koli, docked koli, Anatolian koli, white Persian koli and feli koli. The 

rhombus is also present in the compositional construction of Chiprovtsi carpets. Prayer rugs 

were woven for the Ottoman army in Chiprovtsi in the 18th century. A niche (mihrab) must 

be present in the central field of these rugs. Some of these niches are built in the shape of a 

diamond. In the prayer rugs, the rhombus is present also as finishing the niche or is located 

in the field around it. 

An ancient figure in Chiprovtsi carpets is the Tree of Fruit. It is also one of the most archaic 

symbols in folk art - the Cosmic, Sacred or World Tree, the Tree of Life, the source of life, a 

sign of fertility. The vine is a favourite motif in Chiprovtsi carpets. Three models are 

connected with it - "The Spring Vine", "The Autumn Vine" and "Kopilovska Vine." 

The most common zoomorphic images in Chiprovtsi carpets are those of birds standing in 

profile on twigs; mirrored on the Tree of Life and the Tree of Fruit, perched in nests (so-

called bird nests) or while flying, etc. The figure of the dove (wild dove) is standard. 

According to traditional beliefs, the dove is a symbol of love, peace and harmony in the 

home. The tortoise is found as a motif in Chiprovtsi carpets in two stylized variants - as a 

whole image of the animal or only on its legs, located most often in the curbs and less 

frequently as filling the main field. 

Karakachka is the most common anthropomorphic image in Chiprovtsi carpets. The figure 

is highly stylized, made up of a combination of triangles and rhombuses. In some images, 

the face is highlighted by weaving eyes and mouth. The figure is perceived as the Ancient 

Goddess of Fertility, the Mother Goddess. 

The mirrors, along with the woven burduks (earthen pitchers), sahans (copper dishes), 

chandeliers, candlesticks, etc., recreate objects from the life of the people of Chiprovtsi. The 

mirrors motif is very archaic and is woven both in the main field and in the curb. In the centre 

of the image, there are plant and animal (most often birds and snakes) motifs. Ancient 

thinking defines the mirror as a symbol of truth, wisdom and knowledge. 

Semantically, taking into account the dual nature of colours, the following is interpreted: 

- The white colour is perceived as the colour of purity, mysticism, transition, 

breastmilk, masculine origin, correlating with the Sun and light; a sign of mourning 

at an earlier stage. 

- The red colour - as the colour of blood, power and fire, of life, of the feminine 

beginning (in combination with white), of fecundity and fertility, apotropaic. 

- The black colour in antiquity is perceived as the colour of fertility, of the earth, of the 

fertile soil, of the Mother Goddesses, of the feminine beginning (in combination with 

the red colour). 

- The yellow colour is the equivalent of gold, which is a mediator between the worlds, 

a connection with the afterlife, a sign of wealth, royalty and eternity. 

- The green colour is associated with the eternal, the power of fertility, immortality and 

vitality 

- The blue colour is a sign of wisdom, infinity and divinity. 

 

2.3. Specifics of the Chiprovtsi carpet tradition 



The age-old technique of weaving the Chiprovtsi carpets on a vertical loom; the ancient 

smooth, double-sided, tapestry fabric; the ancient signs and symbols and the compositional 

construction of the decoration in the earliest examples of this craft allow us to look for its 

beginning back in time. The clay weights for a vertical loom discovered during 

archaeological excavations in Chiprovtsi region date back to the Thracian era. Some 

researchers from the end of the 19th and the beginning of the 20th century advocate the thesis 

of the Thracian heritage in the works of Chiprovtsi goldsmiths, potters and weavers, 

emphasizing that the products of these crafts are made in the same style as the Thracian 

samples from 2000-3000 years ago. Other authors consider Chiprovtsi carpets as an element 

of the ethnocultural heritage of the ancient Bulgarians, pointing out analogies in the 

technique of weaving Chiprovtsi carpets, their ornaments and their symbolic function with 

similar fabrics in Central Asia and the Caucasus. This thesis is supported by the indisputable 

fact that the carpet as a fabric is an Asian heritage brought to Europe and that the term kilim 

(carpet) itself is a word of Persian origin. One can find valuable information supporting the 

theory of the early roots of Chiprovtsi carpet weaving in some of the relations of the Catholic 

Archbishop Peter Bogdan to the Holy Congregation for the Propagation of the Faith from 

the beginning and middle of the 17th century. In them, he points out the presence of rugs in 

the churches in Chiprovtsi and Zhelezna. 

In Chiprovtsi, during the Ottoman rule prayer rugs were woven for the needs of the Turkish 

army. In the years of the Bulgarian Revival, Chiprovtsi carpets were sold at the big fairs in 

Pirot, Uzundzhovo, Eski Dzhumaya, Thessaloniki, Bitola, Skopje, Constantinople. In the 70s 

of the 19th-century rugs made in Chiprovtsi were sent to exhibitions in England and America. 

At the First Agricultural-Industrial Exhibition in post-liberation Bulgaria in Plovdiv in 1892, 

Chiprovtsi merchant Mincho Popov received a silver medal. At the end of the 19th - the 

beginning of the 20th century Mihalko D. Minkin, Stavri Popov, Alexander Georgiev 

participated in trade fairs in Antwerp, Brussels, Liege, London and others and won gold and 

silver medals and diplomas of honour. In the '60s, 70's and 80's of the 20th century Chiprovtsi 

weavers in Labour Cooperative "Alexander Kostov" made carpets for the markets of Japan, 

Israel, Kuwait, New Zealand, Norway, Italy, Germany, as well as for the countries of the 

then Socialist Camp. After the democratic changes of 1989, the successor of this cooperative 

is the Cooperative "Kipra", which in 1996 won a gold star in Madrid. Over the last two 

decades, Chiprovtsi artisans have also made several carpets for the needs of the English 

Royal Court. 

The centuries-old tradition of Chiprovtsi weaving received outstanding recognition at the 

end of 2014 when UNESCO Intergovernmental Committee for the Safeguarding of the 

Intangible Cultural Heritage at its session held in Paris unanimously entered the "Tradition 

of Chiprovtsi Carpets" in the Representative List of Intangible cultural heritage of humanity. 

Nowadays, Chiprovtsi carpets are part of Western Bulgarian weaving tradition. The ancient 

technique of weaving on a vertical loom, the smooth double-sided fabric, the colour 

combinations and the main motifs are identical in the large centres of carpet production in 

Chiprovtsi, Samokov, Tsaribrod and Prilep. This ancient technique of weaving, using basic 

motifs and colour combinations, is also typical of Pirot, where weaving has a thousand-year 

tradition. 

A comparative analysis of Chiprovtsi carpets with carpets from Bosnia, Anatolia, Armenia, 

the Caucasus and Central Asia reveals a striking similarity in the technique of weaving and 

ornamentation. 

It is characteristic of Chiprovtsi carpets that the yarn is dyed with natural dyes, which are 

made from roots, leaves, tubers of plants from nature. In the early twentieth century, carpets 



began to be dyed with chemical imported dyes (aniline). In the last 30 years in Chiprovtsi, 

the natural dyeing of the carpet yarn has been restored. 

The rich symbolism, myths and stories are intertwined in each carpet. It is believed that 

Chiprovtsi carpets have magical powers; they can transmit positive energy. Even today, 

through the weaving of ancient symbols and their design, they bring protection to their 

owners from evil and wishes for luck and good fortune 

 

2.4. Dyeing techniques for Chiprovtsi carpets 

"The great advantage of dyes of plant origin is that they give lower colour saturation 

(pastelness, dimness). Combinations of about 50 plant species can produce more than 500 

shades with a similar degree of saturation. They make it easier to achieve harmony in the 

artistic style. "It is this harmony and pastel colours that feature Chiprovtsi carpets - colours 

achieved entirely by plant dyeing. 

 "Colours and shades can be intensified by adding different substances, using different 

amounts of plant material, temperature, etc. Before dyeing, two rules are important: it is best 

to dye the washed, but uncombed wool (the next treatments - combing and spinning - help 

to even out the colour) and the water should be soft, in a ratio of 30: 1 to the textile material. 

In his book, Nikolov describes in detail how all colours are achieved and what the appropriate 

alum is according to the type of dyes used. The red colour is obtained with Rubia plant, 

buckthorn, laxative bean, the roots of the alpine dock, the pod of the sagebrush, the root of 

the bloodsucker, the anthrax dye at the root of the cinquefoil. An old Chiprovtsi recipe 

presented by the author reads: "red dye is obtained from the leaves of the wild sour apple and 

mint, dry, powdered, mixed with water like dough, and then diluted with warm water stays 

for a day, constantly stirring, scraping and returning in the same vessel". The leaves of birch, 

alder, hazel, ivy, lily of the valley, bilberry, strawberry, raspberry, creeping cinquefoil are 

suitable vegetal material to obtain a yellow colour. The leaves can be collected just before 

dyeing, but in the second half of summer. On average, they should be about 200% by weight 

of the textile material (in the dried state) ". Nikolov gives more examples of obtaining a 

yellow colour with the leaves of oleander (zokum), while the hazelnut achieves a more 

intense yellow colour. Yellow is also obtained with the stems of eagle fern, horsetail, snake's 

milk, tansy, reseda, genista tictoria, yarrow, nettle, bearberry, pepper, chestnut and sumac 

peels, and more. A nice blue colour could only be obtained from indigo, which was imported 

from India. Old inks, grey and black dyeing were achieved with oak and pistachio. Cit. by 

Marinov, the great Bulgarian ethnographer, Nikolov tells an old recipe for indigo in the 

Chiprovtsi monastery: "Burnt chicories were ground, sifted and mixed with elderberry juice". 

Another quote. According to Marinov, several plants were used in the production of red ink: 

honeysuckle, mekish (Tatarian Maple), oregano or mint. In green dyeing, the most 

commonly used materials are peach, willow, mulberry and birch leaves. The flowers of 

saffron and acacia give light oil green, horse bark – yellow and green. Walnut leaves 

protected the woollen textiles from moths. 

 

2.5. Chiprovtsi carpet traditions - part of the intangible cultural heritage of UNESCO 

On November 27, 2014, UNESCO Intergovernmental Committee for the Safeguarding of 

the Intangible Cultural Heritage, at its session held in Paris, unanimously entered the 

"Tradition of Chiprovtsi Carpet Production" in the World Representative List of Elements of 

the Intangible Cultural Heritage. In this way, UNESCO gave a worthy assessment and 

recognition of Chiprovtsi carpets, and they gained visibility to the international community, 



providing hope for a new revival of carpet weaving in Chiprovtsi. The tradition of production 

of Chiprovtsi carpets is described on the website of the Regional Center for the Safeguarding 

of the Intangible Cultural Heritage in Southeast Europe under the auspices of UNESCO as 

follows: 

"The carpets are woollen, handmade by women from the town of Chiprovtsi, located in 

northwestern Bulgaria. Almost every household in the town has a vertical loom, which is 

used by women to make double-sided carpets. During weaving, a small beater is used to 

tighten the braid. Men are usually engaged in wool production, processing and dyeing. The 

yarn which is dyed with natural materials has soft, pastel colours on the carpet, while 

chemically dyed yarn has brighter shades. Chiprovtsi carpets are known for their production 

materials, their colours and motifs. Carpet weaving goes hand in hand with beliefs, traditions 

and rituals. Before weaving a new rug, the weavers say prayers and wish success, sing and 

tell stories as they work at the loom. The transfer of carpet making skills is done informally, 

usually by mothers and grandmothers to daughters while weaving a large rug together. Carpet 

weaving is deeply rooted in the social and cultural life of the population. The most famous 

ornaments of Chiprovtsi carpets are created within the community, and even constitute the 

coat of arms of the city. "4 

The Commission thus decides that the tradition of making Chiprovtsi carpets satisfies the 

criteria for inclusion in the Representative List of the Intangible Cultural Heritage of 

Humanity, as the knowledge and skills related to making Chiprovtsi carpets are widespread 

and passed down from generation to  

generation. Intertwined with the everyday life of the people in the town, they remain of 

cultural significance and provoke social closeness. The inclusion of Chiprovtsi carpets in the 

list would increase attention to the intangible cultural heritage, as well as strengthen the 

communication between other societies from near and far, also with similar traditions related 

to weaving. The possible safeguards are focused on promotion, transmission, research and 

training, thus continuing the old tradition of preserving this element. 

 

3. STUDY OF CARPET MAKING IN PIROT AREA 

Pirot carpet and the original weaving in Serbia are exceptional in its nature, as in Serbia as 

well as in the world there are many types of weaving, which have been created since 

prehistoric times, during the Paleolithic period, and have improved over time. Weaving has 

also improved, so today we have weaving that, according to written sources, dates back 500 

years. 

In Pirot there is a vertical Pirot loom, where Pirot carpets are made in squatting technique. A 

distinctive feature of Pirot carpet is the wool - the material used to make it. The yarn is from 

the Pirot sheep, a breed of "pramenka", which has an exceptional quality. It is sharp, strong, 

durable like silk, so that the base can be stretched as much as possible on the loom, but not 

torn. It is spun thinly, and this is the exceptional quality of this wool, as the thin yarn gives 

a high density to the base, and thus a well-crafted carpet is obtained, and its high artistic 

value naturally comes with it. Pirot carpet also has two sides; it is made entirely by hand. 

 

3.1. Characteristic features of Pirot carpets 

                                                           
4  https://www.unesco-centerbg.org/countries/bulgaria/ 



In the past, the wealth of a family in Pirot was measured by how many carpets they had in 

their home, and a woman's intelligence was judged by her ability to weave because in this 

craft there is a lot of knowledge in mathematics and a sense of creativity. In the best years of 

carpet weaving in Pirot, 5,000 women wove carpets in their homes, which was the largest 

informal factory in Serbia. Nowadays, very few women are involved in this craft. It takes 

about a month to make one square meter of an original, certified Pirot carpet. Pirot carpet 

can be used for various purposes: as a mat - carpet, as a bed cover, pillowcase, drapery - 

curtain, panel (masonry) when it is on the wall and decorates it, and even as a tablecloth 

when it is a question for a carpet with smaller dimensions, i.e. šustikla (doily). 

It equally decorated the interiors of the townhouses of Muslims and Christians during the 

Turkish rule, but remained in Christian homes even after the Liberation, blending smoothly 

with Western furniture. Old town families still have a rug as a family heirloom in their home. 

The surface of the carpet is traditionally measured with a yardstick (0.68 m x 0.68), and the 

yardstick, when converted into square meters, is 0.5 sq.m. There are 30 types of carpets 

according to the size. The standard ones are batal 400x360 cm (6x5 arshin) for covering the 

floors of larger rooms and mosques, dobatal 374x306 cm (5.5x4 arshin), petak  340x272 cm 

(5x4 arshin), smetenik 270x200 cm (4x3 yard), axsmetenik 306x228 cm (4.5x3.5 yard), 

small smetenik 238x170 cm (2.5x3.5 yard). Carpet is custom made – by order, which can be 

smaller than a batal and larger than a dumpster, sixter 200x160 cm (3x2 yard), to cover beds, 

floor and wall decoration 150x100 cm. 5 yards), yang - width 150 cm (2 yards) and length at 

will, used mainly to cover the window seat, combined with pillows. The pillows can be 

smaller with a square shape 40x40cm, for Muslims sitting on the floor, for Christians as a 

decoration. Larger pads are 80x56 cm for the window seat, the tablecloth 120x120 cm has 

tassels on all four sides and is woven with a little colour 2-3 rustle 45x45 cm and 50x50 cm 

used to cover chairs and tables, mat 68x136 cm (1x2 yard), laid by the bedside. 

 

3.2. The symbolism in Pirot carpets 

At first glance, the Pirot carpet captivates with its ornaments, its variety, shape and colour. 

Each Pirot carpet is named after the dominant pattern in the central field. The ornaments are 

organized on it in the central part, i.e. in the centre itself, in the field, as well as in the several 

curbs that surround the field and thus form a whole. 

There are five periods in the ornamentation development: mythological, Christian, Turkish, 

classical and modern. The models dating from the mythical period are reminiscent of the 

Asian ancestry such as turtles, hooks, frogs, lizards, birds, deer. There are also motifs from 

the Indian Vedas such as grove, pine, a sacred tree, God's tree, which is associated with the 

cult to the tree of all eastern nations. Birds and their feathers, the peacock, the eagle, the 

crane, the golden bird are examples of Slavic mythology. They were believed to bring joy, 

good news, success and happiness to the house. Mythological patterns of frogs and turtles 

protect the carpet's owner from spells. During the Christian period, the main characteristic 

of rugs is the use of symbols - patterns: cross, church, altar, candlestick. From the Turkish 

period originated patterns like a rifle, cannon, tower, birds, peacocks, fish and other patterns 

of Islamic art. The classical period includes patterns from the 19th century. Since then it is 

the richest ornamentation of the Pirot carpet that appears under the influence of the floral 

ornamentation of the Levantine Baroque of Turkish applied art when patterns appear in the 

form of flowers, roses, carnations, flower branches. The modern period comes with the 

expansion of imported factory goods from abroad. 



Despite the influence of other cultures, the decoration of the Pirot carpet is always geometric 

and is the oldest, although new stylized geometric figures appear, as well as plant ornaments. 

Geometric shapes are rhombuses, triangles, rectangles, zigzag lines, hook ornaments. The 

vegetal ornaments are leaves, twigs, flower vines, bouquets of roses, vases with flowers. 

Besides vegetal, there are also zoomorphic motifs, which are very often presented in the 

carpets of the 19th and 20th centuries, and these are usually birds, domestic and wild animals, 

lions. Very often the text is woven into the rug, usually the name and surname of the owner, 

place and year of manufacture. 

Each pattern has its meaning: the icon,  house and mirror have a protective role against magic. 

The candlestick means spiritual light and salvation. The tortoise represents eternity, 

perseverance and long life and is the most common motif on the curb. The cross is a symbol 

of faith, the wheel - of blessing and happiness, the tree of life - wealth and fertility, and the 

sofa means family and harmony 

 

3.3 Specifics of the Pirot carpet tradition 

The specificity of the Pirot carpet is in its production - it is made on the original vertical loom 

by the kneeling technique, where the weave is smooth and flat and has two completely 

identical faces. The Pirot carpet has mainly geometric patterns, and the predominant colour 

is red, which is another sign of its originality. It is made only in the town, very rarely in the 

villages. The weavers were only women, and because it was a women's craft, it did not have 

its guild. 

In the past, until the middle of the 20th century, when sheep breeding was still an essential 

branch of the economy, there was an abundance of wool suitable for making Pirot carpets. 

In this region the Balkan Mountains (Stara Planina), they raised the Stara Planina sheep of 

the Pramenka breed. From its wool, a very thin thread was obtained, which allowed the 

woven carpet to be also thin, and this to be one of the main criteria for the quality of the 

carpets. Today, the weavers from Pirot procure factory-produced wool from abroad. 

At the beginning of the 19th century, Pirot carpet weaving was dominated by three colours: 

dark red, dark blue and green, so that in the middle of this century dark red became more 

saturated, green-  paler, and dark blue was reduced to decoration. 

Until the end of the 19th century, when chemical dyes appeared, i.e. aniline dyes, dyeing 

wool for the carpet was usually done with the help of various herbs. These so-called natural 

colours are resistant and can not be changed either by washing or by sunlight. Natural dyes 

are obtained from walnut bark, onions, blueberries, cherries, corn, tomatoes, broccoli, 

peaches. The characteristic names of the flowers were: aleva (cinnabar) - red, blue; (indigo) 

- blue, green, black (burgundy), brown coffee colour, yellow, and newer colours include oil, 

rujeva (orange), pembe (pink). The colours also had their symbolism: red - joy, wealth, 

fertility, against witchery; yellow - passionate love; blue - hope; white - purity; black - 

sadness; pink - innocence; green - business success. 

 

4. RECOMMENDATIONS FOR THE DEVELOPMENT AND PRESERVATION OF 

CARPET TRADITIONS IN THE CROSS-BORDER REGION 

The main recommendation for preserving the carpet traditions and linking them to tourism 

is related to ranking the competitiveness elements for establishing a brand to the cross-border 

region, which should be related to the carpet traditions: 



The brand will present the destination's advantages as the most vital brand elements: 

- the most important asset is the uniqueness - the ability to weave Chiprovtsi carpets 

which has preserved millennial traditions, has received significant recognition by UNESCO 

as part of the intangible cultural heritage of the world and the possibility of including Pirot 

carpet traditions in UNESCO world intangible cultural heritage; 

- carpet-related crafts as part of the tradition, the present and future of the whole 

region, as a summary of the livelihood of the people here - sheep breeding, weaving, dyeing 

with herbs and weaving; 

- the second most important asset is the Christian heritage of the cross-border region 

- the monasteries, temples; the living family traditions and rites on all holidays of the 

Christian calendar; 

- the third asset is the cultural and historical heritage of the whole region. This 

element complements the image of the destination with the fascinating revival history of the 

population of the cross-border area. 

After the creation of a brand, a brand history is written and filmed - this is how the positioning 

of the destination's brand is implemented through its most vital assets. 

The priority goal of the brand history and film is the positioning of the brand, through 

which competitiveness and development of sustainable tourism in the destination is 

achieved. A specific goal of popularizing the destination's most vital assets through the film 

is to raise the importance of the cultural heritage of Chiprovtsi and Pirot and its valorization 

by deriving economic benefits through tourism from development into a product of natural 

and cultural heritage in Chiprovtsi region. The finished film will have the function of a 

catalyst of the interest in the destination, which can be measured by secondary indicators 

such as several guests and number of nights spent in accommodation in the area, as well as 

increasing interest in carpet weaving and related travel services and products - more sales 

and overnight stays realized, and generated revenues on the spot, consumption of more 

accompanying goods, services and products on the spot. 

The promotion of the brand can be done through a diverse set of marketing tools: production 

of a luxury brochure, guide and accompanying printed materials to be distributed, both on-

site in museums and tourist information centres, and during various tourist exhibitions, 

festivals and image events; development of a specialized website and mobile application, 

active use of social networks, outdoor advertising, etc. 

Recommendations for actions in the direction of brand positioning and product 

development of the destination: 

- integration of the carpet traditions in conducting traditional holidays and festivals 

throughout the region (there should always be a reference to carpet weaving); 

- initiating a competition at Chiprovtsi Carpet Festival for "Best Beginner Weaver" 

in three age groups (10-14 years) (15-18 years) and (19-35 years) to encourage the younger 

generations to become part of the region's tradition; 

- selecting an annual winner for the best interpretation of the topic of carpet weaving 

in Chiprovtsi region - for journalists and businesses; 

- workshops for wool dyeing with natural dyes; 

- competition for recognition of dyeing plants used in carpet traditions; 



- competition with a prize for the most original inclusion of the symbols on the carpet 

as part of modern art - fashion, fine arts, woodcarving, pottery; 

- creation of a Revival complex with an alley of crafts in Chiprovtsi and Pirot: 

goldsmithing, carpet weaving, blacksmithing, carpentry and painting; 

- year-round offering of products related to carpet weaving - lectures in museums, 

children's vertical loom as a souvenir, applicable for weaving small rugs; weaving lessons, 

dyeing lessons, dyeing wool in different colours, colouring books and introducing the 

symbolism of figures and colours (in other languages); 

- organization of Pirot Carpet Festival, including various artistic, musical, 

competitive and game elements; 

- inclusion of carpet traditions as an element of the content of traditional holidays and 

festivals, culinary festivals, etc. (organization of workshops, demonstrations, thematic 

games, competitions, contests, parades, etc.); 

- giving way to local initiatives for the creation of a specialized route with cultural 

orientation "The Tale of the Carpet". 

The specialized cultural route "The Tale of the Carpet" requires the unification of the two 

municipalities with the efforts of travel agencies, local stakeholders and a good advertising 

campaign. The creation of this cultural tourist route will offer the necessary information 

about each object included in it, the various features of wool processing, yarn dyeing, 

cultivation and collection of natural dyes, the dyeing process itself, subtleties in combining 

colours, characteristic ornaments and figures on carpets, etc. The route will cover every 

corner, every object and person involved in the carpet making process - from the moment of 

wool extraction to the moment when the finished carpet is removed from the loom. 

 

5. STUDY OF THE TOURIST POTENTIAL OF THE MUNICIPALITY OF 

CHIPROVTSI 

Chiprovtsi is an ancient settlement, which originated in the first millennium BC when the 

area was inhabited by the Thracian tribe Tribali. The mining of these lands dates back to that 

time, as the deposits were of silver, lead, iron, copper and gold. The name of the town is 

formed from the Latin name for honey - cuprum. Skilled craftsmen from Chiprovtsi region 

made the vessels and ornaments from the silver Thracian treasure in the village of Yakimovo. 

In 29-28 BC, Mark Licinius Crassus established the Roman rule in present-day northwestern 

Bulgaria. It was during the Roman Era that Chiprovtsi region became one of the most 

significant gold-mining areas in the Balkans. In late Antiquity, ore mining in Chiprovtsi 

Balkans was of great importance for the development of military production in Ratiaria (now 

the village of Archar). During the 17th -18th century period, in connection with the rise of 

metallurgy, the mining settlements from the mountain heights moved to the habitable river 

valleys. At the end of the period, the ancient mining settlement was already located in the 

valleys of the Bukovets and Pilatovets Rivers, tributaries of the Ogosta River. Growing to 

the position of a town, it received its name Chiprovets (Kiprovets). At the same time, one of 

the medieval royal mints was located here. During the Second Bulgarian State, the Saxons 

settled in the region, bringing their experience in mining and metalworking, as well as the 

new religion for the local population - Catholicism. 

  The 16th -17th century period is the strongest in the spiritual development of Chiprovtsi and 

Bulgaria. The town was named "The Flower of Bulgaria" by Archbishop Petar Bogdan. The 

town has a Catholic monastery complex of Franciscan monks, including a large archbishop's 



church, a rich library, a school, numerous monastery buildings and a cemetery. During this 

period the town of Chiprovtsi was the seat of the Sofia Catholic Archbishopric. From here 

begins the spread of the Christian faith among the Paulicians in northern and southern 

Bulgaria. The first secular school in Bulgarian lands was officially opened in 1624. In it, not 

only religious sciences but also secular ones were studied. The early history of Bulgaria was 

written here in 1667 by Archbishop Peter Bogdan Bakshev - "On the antiquity of the 

fatherland and Bulgarian affairs." Great names in Bulgarian history, Catholic clergy and 

leaders - Archbishop Peter Bogdan, Bishop Peter Parchevich, Bishop Iliya Marinov, Philip 

and Ivan Stanislavovi, Bishop Francesco Soimirovich, Georgi Peyachevichi and many other 

bookmen, diplomats, merchants and master goldsmiths were created and lived at that time in 

Chiprovtsi. They burst their hometown into a significant pre-Renaissance cultural centre in 

the Balkans and were the living link of Bulgaria with Christian Europe. 

The Chiprovtsi Uprising broke out in 1688. Unfortunately extinguished, it brought ruin and 

destruction to the town. The local population was forced to flee, and the town became 

uninhabited by the middle of the 18th century. 

To the natural and cultural landmarks, first of all, we can mention the so-called Historical 

Hill, to which the following cultural and historical sites belong  - History Museum - 

Chiprovtsi, presenting the periods of the town's development in 5 halls - Mining, Chiprovtsi 

Goldsmith School, Carpet Hall, Chiprovtsi Hall in the 17th century and Revival art, the ruins 

of the Catholic Cathedral of the Assumption of the Blessed Virgin Mary, built in 1371 and 

destroyed during the suppression of the Chiprovtsi Uprising in 1688, the Orthodox Church 

"St. Ascension of Christ ", dating from the same period and also damaged in 1688, but later 

restored, and the Catholic Chapel-ossuary" Virgin Mary - Mother of the Church ". Another 

landmark is the ethnographic exposition "Katerina's house", located near the Historical Hill. 

It presents the way of life and culture of the Torlaks from the 19th century to the middle of 

the 20th century and the so-called "Vinganska room". The so-called Colorful Fountain is also 

of interest.  It dated back to Roman times and was richly decorated in the past as well as the 

ruins of "St. Nicholas Church built in the 17th century, as well as the ruins of the Gushov 

Monastery "St. Archangel Michael", located in the Balkans. Important centres of attraction 

are the current Chiprovtsi Monastery "St. Ivan Rilski" from the 10th century, to which there 

is an ossuary tower in memory of those killed in the Chiprovtsi struggle for freedom, and 

"St. Athanasius the Great" Chapel.  The most visited natural attractions are the Chiprovtsi 

waterfall and Deyanitsa eco-trail, which leads to it. 

 

5.1. General characteristics of the destination 

Chiprovtsi is a town in northwestern Bulgaria, in the district of Montana. The town is the 

administrative centre of Chiprovtsi municipality. 

Chiprovtsi is located 35 km from the regional town of Montana and 155 km from the capital 

Sofia. It is close to the communication axis International Transport Corridor №4 / Vidin-

Montana-Sofia /. The municipality includes nine villages - Ravna, Gorna Kovachitsa, 

Chelyustnitsa, Beli Mel, Mitrovtsi, Gorna Luka, Prevala, Zhelezna and Martinovo. 

Mining as a traditional craft of the local population no longer exists. The carpet production 

cooperative is also closed. The lack of livelihood forces a large part of the population to leave 

their native places and seek a livelihood in the big cities in the country and abroad. The result 

is a demographic collapse in the region. As of 2018, the population numbers 1,548 

inhabitants (2018) (NSI), but the actual permanent residents are less than 800 people for the 

town of Chiprovtsi. There are 3,546 people registered for the whole municipality. 



There are nine registered cultural community centres on the territory of Chiprovtsi 

municipality. Their main activities are library activities and amateur art. The current folklore 

and amateur ensembles are of great importance for the local culture and traditions. They take 

part in many local, municipal, regional and national events, fairs and chants. "Peter 

Parchevich" school is the only school in the town. The students from the whole municipality 

are nearly 70 children. The building has been renovated with funds from European projects 

and has exclusive training facilities. 

Books with local legends and myths can be written about Chiprovtsi and the region. The 

town was formed as a spiritual centre in the 15th -16th centuries, and therefore most legends 

are associated with the religion and faith of the locals. 

The legend about the Gushov Monastery "St. Archangel Michael. According to a local 

legend, many years ago on this day, people went to the mountains near the monastery, and 

from the Balkans came a deer named Gushovets, whose name came from the white spot on 

its chest. People waited for it to rest and drink water and then sacrificed him. One time, 

however, the deer was late, and people slaughtered it before it died and drank water. Since 

then, the deer has never come again. The national memory has preserved this legend and 

connects it with the date of the outbreak of Chiprovtsi uprising - September 6. From time 

immemorial until today, all the people of Chiprovtsi celebrate September 6 by gathering at 

the remains of the Gushov Monastery and making a folk table-sacrifice. 

The legend about Khan Krum states that the khan visited Chiprovtsi. He looked at the 

vineyards on the south slope and asked the elder why the law had not been obeyed and the 

vineyards had not been uprooted. The local governor, Pavel Stranski, then replied: "I am not 

from this place, and I am a coal miner, and the wine is used only for worship in the church." 

Pavel's vineyard and Stranjeto belonged to this man of high spirit, who lived in the 9th 

century. This family has survived and exists to this day.  

 

5.2. Natural tourist resources 

The town of Chiprovtsi is located at 508 m above sea level in a narrow valley in the Western 

Balkan Mountains along the upper reaches of the Ogosta River, surrounded by the Chiprovtsi 

Mountain to the southwest and Yazova Mountain to the northeast. The relief is mountainous 

and semi-mountainous. The land of Chiprovtsi has an area of 65,467 sq. km and reaches 

southwest to the border of Bulgaria with Serbia on the ridge of the Balkan Mountains, where 

the highest point is Martinova Chuka peak (2011). 

The relief of Chiprovtsi municipality is very hilly. Slope forms with different inclination 

predominate, due to which different degrees of soil erosion are observed. The eroded areas 

in the municipality are nearly 400 decares. In Chiprovtsi Mountain are the highest peaks of 

the Western Balkan Mountains: Midzhur Peak - 2168 m, Martinova Chuka Peak - 2011 m, 

Golyama Chuka Peak - 1967 m, Kopren Peak - 1964 m, Trite Chuka Peak"- 1938 m and 

Vrazha Glava Peak - 1936 m. A long and essential branch of Chiprovtsi Mountain is Yazova 

Mountain. It starts northeast of Midzhur Peak and west of Martinova Chuka Peak. It ends 

shortly after Kulata Peak, at the foot of which the Chiprovtsi Monastery "St. Ivan Rilski" is 

located. Chiprovtsi Mountain is composed of Paleozoic crystalline rocks and granites, 

Cretaceous limestones, marls and anti-chlorine conglomerates. The northern and 

northeastern slopes of the mountain are steep, divided by the Ogosta River tributaries. The 

southeastern and southern slopes are stepped, along which there are natural pastures, eight 

of which are favourable for the development of grazing livestock (goat breeding, sheep 

breeding) and the cultivation of herbs and wild fruits (raspberries, blackberries, strawberries, 



blueberries, etc.) on the southern slopes. On Shiroka Planina (Fore-Balkans) there are 

convenient areas for the development of fruit growing and potato production. The foothills 

of the Balkans are cut by a large number of dingles and ravines in which clear streams flow. 

In the valley extension of the Prevalska River, there are good opportunities not only for the 

development of fruit growing (and more precisely in the villages of Prevala, Gorna Luka, 

Chelyustnitsa and Belimel) but also for plant growing. From animal husbandry, there is an 

opportunity to breed cows, sheep, goats, pigs and birds. A natural feature of the relief of the 

region is the "Mishin Kamak" Cave, located near the village of Gorna Luka. Real sights for 

the human eye in this cave are the figures "The Bell", "The Harp", "The Mill", "The Column 

Hall", "The Balcony" and "The Visitors". Nature has sculpted all these from stalactites and 

stalagmites in a unique way over the centuries. "Mishin Kamak" Cave has been declared a 

protected area. There is another small cave in the area "Pech" in the village of Gorna Luka, 

which is famous for its ponds. In the past, every year on March 22 – the holiday of Infants, 

the people of the village visited it to drink water from the ponds for health and wash their 

faces for fertility and against spells. 

The climate in the municipality is temperate continental with a slight mountain influence. 

The average January temperature is from -1 ° to 0 ° С, and the average July temperature is 

20 ° С. The average annual temperature in the municipality is 9.7 ° С. Spring is relatively 

short and full of heavy rainfall. Summer is hot, and in many places the rainfall is insufficient. 

The first autumn frosts fall between October 24 and 26. The distribution of precipitation 

during the year is uneven. The main maximum of the monthly precipitation amount is in the 

months of May-June, and the main minimum of the monthly precipitation amount is in the 

months of January and February. According to one of the great researchers of the Montana 

region - Stoyan Markov: "The hollow appearance of the municipalities along the Ogosta 

River is the reason for the appearance of "temperature inversion" in the winter, a 

phenomenon that is not observed elsewhere in Northwestern Bulgaria." The inversion 

spreads from the north, freezes the water in ice, the ground freezes and a low fog falls, which 

lasts until noon. The climate in the municipality of Chiprovtsi is healthy. It allows the 

development of tourism and resort business in every season of the year, but the most 

favourable for tourism and travel are spring, summer and autumn. 

The main waterways that pass through the municipality of Chiprovtsi are the Ogosta and 

Prevalska Rivers, whose waters fill the Ogosta dam - a strategically important source for the 

district. There are also short, and small rivers (a total of 38 in number for the municipality of 

Chiprovtsi), called ravines, which are filled with water only in the spring, when the snow 

melts or heavy rains fall. In the immediate vicinity of them, in the dingles and valleys, there 

are many springs that the population has long known and used. There are no mineral springs 

on the territory of the municipality. A small exception is the water of the Colorful Fountain 

in Chiprovtsi, which has existed for many years. It contains calcium and fluoride compounds 

and could be successfully used to treat diseases of the stomach, liver and bile. The waters of 

Martinovo Dam, Chiprovska Ogosta and Martinovska Ogosta are still poorly used. For the 

time being, the waters of the rivers are used exclusively for irrigation, somewhere for fishing, 

as well as for the production of electricity in local hydropower plants. 

In the Fore-Balkans and the valley extensions of the Chiprovska and Prevalska Rivers the 

light grey and dark grey forest soils predominate, and in the Balkans part - the brown forest 

and mountain-like soils. The presence of these soils in combination with the climatic 

conditions and relief favours potato production, herbalism, fruit growing, and in some places 

viticulture. Corn, rye and oats can be grown in the valley extensions. 



Approximately 1,250 species of plants are found in the area of Chiprovtsi municipality. This 

number does not include cultivated plants and weeds, but only those that have "settled" here 

by virtue of natural laws. The natural flora of the area is preserved almost everywhere except 

in some areas in the villages of Martinovo, Chiprovtsi and Belimel. The wild plants in the 

area include 20 tree species, 14 shrub species and over 100 grass species from a total of 58 

families. A large number of herbs grow on the slopes of the Balkans and Fore-Balkans like 

St. John's wort, geranium, snowdrop, dozens of dye plants such as madder (Rubia tentoria), 

sickle, tansy, sumac, sour thistle and others. The forest resources of the municipality are 

represented mainly by deciduous forests: oak, beech, hornbeam, ash and linden. Also 

common are: cerris (oak), field maple, sage and juniper. White willow and white poplar can 

be found near the rivers Ogosta and Prevalska. As a result of afforestation, carried out 

systematically over the last 50-60 years, the area has white, black pine, silver pine and fir. 

Now in the municipality of Chiprovtsi 5 centuries-old protected trees have been marked and 

preserved: 300-year-old Quercus cerris in the village of Zhelezna, 300-year-old winter oak 

in the village of Belimel, 250-year-old Blagun tree in the village of Belimel, 150-year-old 

summer oak in the village of Chelyustnitsa and Quercus cerris at the age of 150 in the village 

of Chelyustnitsa. 

On the territory of the municipality, there is a diverse animal world like an earthworm, 

Greek long-legged frog, large toad, a yellow-eared water snake, viper, honeydew - from 

amphibians and reptiles. 68 species of birds have been registered: capercaillie, black vulture, 

owl, bald eagle, woodpecker, blackbird, hawk, grouse, lark, quail, nutcracker and others. 

Mammals include fox, wolf, beech marten, goldfinch, mink, wild cat, squirrel. 

At present, the territory of the Western Balkans is almost entirely covered by two overlapping 

Natura 2000 protected areas - under the Birds Directive (147,000 ha) and the Habitats 

Directive (220,000 ha). Along the ridge of the mountain passes the border with Serbia, where 

the Stara Planina Nature Park has been declared. 

Chiprovtsi Waterfall has the status of a protected area. It is hidden among a magnificent 

beech forest in the valley of Stara Reka River. It is 18 m high. The waterfall can be reached 

in 1-2 hours along the Deyanitsa eco-trail. It is most beautiful when the snow melts in the 

spring on the ridge of the mountain. 

Deyanitsa is a protected area with an area of about 30 ha. It is a beautiful sunny meadow 

below Tri Chuki Peak /1938 m/ and Vrazha Glava Peak /1936m/, a picturesque place in the 

Chiprovtsi part of the Balkan Mountains, inviting for high mountain family tourism and rest. 

Tri Chuki are the high peaks west of Chiprovtsi, which are on the border with Serbia. 

Reachable at your feet after a 5-hour hike or by jeep, they provide an incredible view of the 

entire region (as it is a border area, personal documents are required). 

Ravnensko Gradishte is a protected area. It is located near the village of Ravna with an area 

of 186 ha. It amazes with the untouched nature and the opportunity to see protected plant 

species and the remains of a Thracian fortress and a Roman Mint. 

Mishin Kamak Cave has the status of a natural landmark. It is located between the village 

of Prevala and the village of Gorna Luka, in Chiprovtsi part of the Balkan Mountains, in the 

forest park of the same name. The figures of stalactites and stalagmites sculpted by nature 

are a real feast for the human eye in this cave. 

Chuprene Reserve is one of the largest biosphere reserves in the Republic of Bulgaria. It 

was declared a reserve with a total area of 1451.99 ha by Order No. 358 of the Committee 

for Environmental Protection under the Council of Ministers of February 9, 1973, to preserve 

the northernmost coniferous forests of Bulgaria. In 1977 it was included in the list of 



biosphere reserves under the Man and the Biosphere Program of UNESCO. It is located on 

the ridge and northeastern slopes of Chiprovtsi Mountain, Western Balkan. It is located on 

the land of the village of Chuprene, which is near the Chuprenska River. Forest plantations 

occupy nearly 90% of the reserve. Part of the forests is spruce-fir and beech-spruce-fir. The 

largest one is the spruce plantations, which form over one-century old forests. They are 

essential for the study of spruce forests in Bulgaria. There are Acer platanoides, common 

maple, aspen, mountain alder, mountain maple and black elderberry. There is a diverse 

animal world. Among the amphibians are found: fire salamander, Greek long-legged frog, 

large toad. Of the reptiles: yellow-eared water snake, viper, honeysuckle. From mammals: 

fox, wolf, beech marten, stone marten, mink, wild cat, squirrel. 68 species of birds have been 

registered. Among them are capercaillie, black vulture, owl, bald eagle, woodpecker, 

blackbird, hawk, kerkenes, lark, quail, Eurasian wren and others. Chuprene is the only 

Bulgarian reserve permanently inhabited by wolves.  

 

5.3. Anthropogenic tourist resources 

There are a total of 59 immovable cultural monuments on the territory of Chiprovtsi 

Municipality, as follows: 

 - Archaeological monuments of local significance are as follows, one ancient 

settlement, Yanina Livada locality, Beli Mel village, one ancient necropolis, Yanina Livada 

locality, Belimel village, six ancient and medieval fortresses, Medieval Church "St. 

Nicholas" in the town of Chiprovtsi, one medieval settlement, one burial mound, three caves 

in the rocks, north of the village of Chelyustnitsa. The Medieval Cathedral "Assumption of 

the Blessed Virgin Mary" on the historic hill in Chiprovtsi is an archaeological monument of 

national importance 

 - Historical monuments of local significance are the grave of the Russian soldier 

Mikhail Ivanovich in the church in the village of Belimel, the place of death of Varban Penov, 

the place of death of insurgents, four places of death of September heroes, the native house 

of Iliya Rangelov, the house of Paun Penin (Punkova House),  Monument to those killed in 

the wars of 1912-1918, in the yard of "Holy Ascension of Christ" church in Chiprovtsi, 

Monument to those killed in the wars of 1912-1918 

 - Architectural and construction monuments of local significance are the house of 

Petar Iliev Andreev in the village of Gorna Kovachitsa, of regional importance, the fountain 

"Kladenetsa" in the village of Zhelezna, the house of Petko Petkov Bozhinov in the village 

of Zhelezna, the house of Rangel Iliev Stankov, the village of Iron, Three Karadzheyki in the 

village of Martinovo, the house of Alexander Tsvetkov Yordanov in the village of Prevala, 

the house of Boris Simov in the village of Ravna, the house of Petar Kolov Stoyanov in the 

village of Ravna, the house of Maria I. Zhivkova (Ethnographic exposition "Katerinina 

house"), the house of Petko Tsekov Minin in the town of Chiprovtsi, the Colorful Fountain 

(Roman), ten active votive crosses in Chiprovtsi. An architectural, historical and artistic 

monument is Chiprovtsi Monastery "St. Ivan Rilski" and "St. Anastasius the Great" Chapel 

of national importance group One. Founded in the 10th century, the monastery played an 

important role in the development of Chiprovtsi and the surrounding area. It was destroyed 

and burned many times because it is a centre of culture, faith and a hotbed of uprisings. "St. 

Paraskeva" Church, in the village of Chelyustnitsa is a construction and artistic monument 

of local significance group Two.  



 - An architectural and ethnographic monument of local significance is the 

Tabakhana complex, the tannery of Marko and Mladen Petrovi, a mill and a waterworks in 

the village of Mitrovtsi. 

 - Artistic monuments of local significance are the churches: "Holy Trinity" in the 

village of Beli Mel, "St. Ivan Rilski in the village of Gorna Kovachitsa (local significance 

group Two), "St. Ascension" Church in the village of Gorna Luka (local significance group 

One), "St. Georgi" Church in the village of Martinovo (local significance group Three), "St. 

Ascension of the Lord" church in the village of Mitrovtsi (local significance group Two), 

"Ascension of Christ" Church in the village of Prevala, "St. Ascension of Christ" Church in 

Chiprovtsi (local group One). 

 - Ethnographic monuments are nine consecrated places in the village of 

Chelyustnitsa. 

The movable national cultural heritage in the Municipality of Chiprovtsi can be seen in the 

town's History Museum and the Ethnographic Exposition to it in the town. The movable 

cultural monuments in Chiprovtsi History Museum are exhibited in 5 halls. In the first hall 

which shows the development of mining in Chiprovtsi, you can see Thracian, Roman and 

medieval objects, and the most valuable of all is a figure of the Mother Goddess. 

Interactively, types of ores are exposed, which every visitor can touch. The second hall 

presents Chiprovtsi Goldsmith's School and is rich in samples of metalworking in the 16th-

17th centuries. The main objects, made here at that time, are exhibited, namely church 

utensils (metal bowls, incense burners, chandeliers, gift boxes and reliquaries) and women's 

jewellery. (bracelets, brooches, earrings, etc.). Some of the exhibits are presented with 

replicas because most of the originals from the Chiprovtsi goldsmith school are stored in the 

hall "Zlatarstvo" in the National History Museum in Sofia. In the third hall, the visitors to 

the museum touch the magic of the Chiprovtsi carpets. The hall is rich in different models of 

carpets, woven during the three periods of development. The development path of the rug 

from the production of wool to the finished carpet is shown. 

In the hall, visitors can sit at the loom and learn to weave motifs from Chiprovtsi carpets. 

The carpet hall has a children's corner, where the little visitors of the museum can arrange 

puzzles with Chiprovtsi carpets and colour books with carpet ornaments. Documentaries 

related to Chiprovtsi weaving are presented. Apart from the carpets, there are other valuables 

in the hall, such as diplomas from world exhibitions and fairs, where local traders presented 

Chiprovtsi carpets. The fourth hall presents Chiprovtsi in the 17th century, the "Golden Age" 

of the town. The hall is poorly represented in terms of movable cultural monuments, but it is 

rich in history. Valuables in it are the artefacts excavated at the Cathedral of the Assumption 

of the Blessed Virgin Mary, namely crosses, medallions, rings, ceramics and others. The last 

hall presents Revival art. Icons, frescoes and other church objects are exhibited in it. The 

icons are from the local monasteries and churches. The displayed copies of frescoes of the 

17th century from a no more existing church in the village of Zhelezna are kept in "St. Al. 

Nevsky" Cathedral in Sofia. 

The Ethnographic Exposition at the History Museum presents objects from the life and 

culture of the Torlaks, from the urban life at the end of the 19th century and the beginning 

of the 20th century, as well as a Vingan room. Costumes, carpets, utensils, furniture, a piano, 

a  costume and Chiprovtsi wedding. 

The History Museum has a depository with six departments for storage of artefacts. These 

are Ethnography - fabrics and carpets, as well as Ethnography - ceramics and wood. The 

Department of Archeology and Department of Rare and Valuable Objects from the 15th to 



the 19th Century. The Department of New and Recent History, as well as the Department of 

Art - Painting and Graphics, complement the museum's fund. 

Carpet making is the only craft presented here. Other crafts such as pottery and furry have 

been lost over time. 

Typical dishes for the Bulgarian ethnographic group of Chiprovtsi torlaks are beetroot and 

sorrel leaf soup, banitsa with layers of traditional Chiprovtsi crusts, crushed peppers (stuffed 

dried peppers with beans) and fried dish (mixed local seasonal vegetables fried in a pan). 

Folklore and traditions are associated with religious holidays. The most revered are Sirni 

Zagovezni (Shrove Tuesday), Christmas and Jordan's Day. Also the votive crosses where a 

sacrifice is made. 

Early in the morning of Jordan's Day, when the bell rings, everyone goes to church and then 

gathers at the votive cross for this holiday. There are prayer and custom for health. The whole 

day is filled with celebrations, cooking a "sacrifice" and performing various rituals. The older 

people say that on the night of this day the sky opens, the Lord appears and all the wishes of 

those who have prayed come true during this time. 

Poklade (Sirni Zagovezni) is celebrated in  February depending on the time of Easter. Several 

customs are associated with this holiday: "Rotation of oleas " - a long and thin tree is made, 

at the end of which straw is placed. After the "Fire" (fire) is lit, everyone lights their oleas 

and quickly wraps them around their heads for health. "Klockane" - a Chiprovtsi pie is made 

with baked crusts and eggs are boiled. An egg and a piece of the pie are tied to a thread, 

which is lowered from the ceiling and shaken. The children compete to be the first to 

"swallow" the egg. 

Mladentsi (Infants' Day) is celebrated in March. A folk custom associated with the onset of 

spring. The last winter sitting is held and the young people are preparing for the working 

season. "Babies" are kneaded - small pieces of bread, resembling human figures, peppers are 

stuffed with beans and "kulen" - corn - is cooked. 

Vrabnitsa (Tsvetnitsa) and Lazaritsa (Lazarovden). One week before Lazaritsa, the girls 

gather to rehearse Lazar's songs - this usually happens on a meadow outside the village. Then 

kumachata is chosen, i.e. the girl who will carry the basket of eggs. Early in the morning on 

Vrabnitsa, the women break a twig willow and bring it to the church. Then they wrap 

themselves with it so that their lower back does not hurt. In the past, Lazaritsa was held early 

in the morning on Vrabnitsa. 

Djurdjev Day (St. George's Day) is celebrated on May 6, and it is one of the most revered 

holidays. All who are named after St. George is respected, and lambs are roasted. 

Enyov Day (Midsummer's Day in June). Early in the morning of this day, just before sunrise, 

the young maidens go out into the open meadow and roll in the dewy grass. They start picking 

medicinal herbs, the first of which must be cleavers. Of it, the maidens make wrists and 

wreaths which they tie with red thread. The collected herbs are dried and used for treatment. 

Christmas (December). Preparations for the holiday include pre-making rogalki (sticks for 

bagels) - the boys look for a branched strong mulberry stick, peel its bark and leave it to dry. 

In each house, the hostess kneads "kravaicheta" - bread rolls. The carolers start their tour 

early in the morning and use specific words: "Good morning, do you praise the young God?" 

During which the hostess answers and puts bagels on their sticks. 

Ten votive crosses throughout the town also revered and sacrificed to their saints (holidays). 

The holiday of Gushov Monastery "St. Archangel Michael" is celebrated on September 6 



with a traditional sacrifice. The town holiday is celebrated on May 1 (International Labor 

Day) every year. Guests come from all over the country and abroad. Concerts with dance 

groups and singers are given. There are sporting events and artisans in the square. The 

holiday of the Balkans (mid-August) is celebrated in the area around Yavor hut with 

concerts and sports competitions. 

The Municipality and the History Museum organizes the Chiprovtsi Carpet Festival 

(end of April and beginning of May). Carpets can be seen all over the town. Carpets from 

the museum's collection are on display in the centre and on the Historic Hill. The square is 

filled with artisans with various products, rugs, folk choirs and dance groups. This is the most 

significant event for the town. 

Sports events are the only football league in the official season. There are no other events, 

although the municipality has excellent sports facilities. 

 

5.4. Material facilities and conditions for tourism development 

In the municipality of Chiprovtsi, the places of accommodation consist mainly of 

guesthouses, to which there are taverns and restaurants. Yavor hut is located on its territory. 

Amusement Park "Adventure" /The Bungalows / is designed for children. It is located 

above the Gushov Monastery and is equipped with various attractions for young and older 

children. It offers from climbing frames and swings to a tennis court, basketball playground, 

climbing wall. 

Miner Stadium, Chiprovtsi is located at the beginning of the town of Chiprovtsi and was 

renovated several years ago. It has a swimming pool, a small playground, two sectors for the 

public, bathrooms, changing rooms, conference and computer rooms. 

• Accommodation, catering and entertainment establishments 

Kipro Hotel - Guest House is located in Chiprovtsi and has a bar, garden and terrace. There 

is a restaurant, 24-hour front desk, room service and free WiFi in all areas. Owner: Kamelia 

Leonova, phone 087 612 9172, https://www.facebook.com/hotelkipro/ 

Suhin Dol Hotel - in the village of Belimel offers free Wi-Fi, barbecue facilities and a 

children’s playground. There is also an on-site restaurant and free private parking. Tel. 088 

227 2801, https://www.facebook.com/belimel.hotget.net/ 

Villa Chelyustnitsa is located in the village of Chelyustnitsa and offers free bicycles, a 

shared lounge and a terrace. Tel. 088 720 6432, email welcome@villachel.bg, 

http://www.VillaChel.bg 

Torlatsite Hotel is  located near the center of Chiprovtsi, tel. 088 789 2790, owner: Ilko, 

email info@torlacite.com, http://www.torlacite.com 

Kiprovets Hotel - is located  in the city center below the Historic Hill. Tel. 0886 85 33 11, 

owner - Dr Yuli Tsvetkov 

Email: reception@kiprovets.com, http://www.kiprovets.com 

Guesthouses of Valentin Angelov Volkov consist of A villa near the town and overlooking 

it and a house in the town next to Kipro Guest House. They are to be registered. 

Tel. 0879423092, e-mail: mimmi_petkova@abv.bg 

Kanatitsa Bar-Restaurant is located next to Petar Parchevich Secondary School in the town 

of Chiprovtsi, owner: Martin Ivanov, tel. +359877257322 

https://www.facebook.com/hotelkipro/
https://www.facebook.com/belimel.hotget.net/
http://www.villachel.bg/
http://www.torlacite.com/
http://www.kiprovets.com/
mailto:mimmi_petkova@abv.bg


• Craft workshops and local producers 

KIPRA Cooperative - Production of Chiprovtsi carpets. 

The company is the oldest manufacturer of the famous Chiprovtsi carpets, maintaining 

consistently high-quality products for 89 years. Owner - Biser, tel. +359889527707, 2 

Pavleto Str., Chiprovtsi., Kipra_koo@abv.bg 

Chushkarcheto ET–sole trader are manufacturers of carpets. Phone: +359 2 983 66 09, 

+359 888 968874, e-mail: sales@tchukilim.com 

, Workshop: 

3460 Chiprovtsi, 15 Balkanska Str., Tel .: +359 882913185 Representative shops 

1202 Sofia, G. S. Rakovski ”38, phone: +359 2 983 66 09, +359 888968874 

3460 Chiprovtsi, 3 G. Dimitrov Str. - the city center 

tel .: +359 888 96 88 74, +359 888 124 904 

Elisa Art Ltd. - Carpet manufacturers. Manager: Svetlana Ilieva, tel. +359888900328, 

www.kilim.bg, 

 info@kilim.bg 

Chiprovtsi Beer Brewery - Production of kraft beer / live/, owner - Tsvetomir Stefanov, 

+35988272977 

• Tourist routes and eco-trails 

Local mountain guides offer over 20 routes for hiking and sightseeing, for collecting herbs 

and berries, for fishing, the most popular of which are: 

- Chiprovtsi - Gushov Monastery - Yavor Hut - Chiprovtsi Waterfall - Vishkata - 

Deyanitsa locality - Chiprovtsi Eco-trail - Deyanitsa. Duration - 1 day, / in all seasons / 

- Chiprovtsi - Chiprovtsi outpost - Aldintsi locality - Deyanitsa locality - Vishkata - 

Tri Kladentsi locality - Martinova Chuka locality - Martinovo village - Chiprovtsi. Duration 

- 2 days, / Summer / 

- Chiprovtsi - Velin Del locality - Buni Vrah locality - Vrani Kamak locality – 

Chukata  locality - Yavorov dol" - Quarter "Barzan" - Chiprovtsi. Duration - 1 day, / Summer 

/ 

- Mishin Kamak cave. Duration - 1 day, / Summer / 

- Prevala - Stovtsi. Duration 1 day - all year round. 

 

Eco-trail Deyanitsa draws a full circle with a starting point at Yavor hut (7 km from 

Chiprovtsi), duration 7.30 hours, medium complexity. Beech forest, meadows and rocks are 

overgrown with spruce, with more patience birds and other animals can be observed during 

the transition along the Chiprovtsi waterfall, up to the mountain ridge, to the border with the 

protected area "Kopren-Ravno Buche - Kalimanitsa, Deyanitsa” and then to Yavor hut or the 

Koprenska eco-trail. 

A tourist shelter was built for free use by all tourists below Martinova Chuka peak (2026 m), 

at a distance of 1500 m from the top and 1500 m above sea level in the summer of 2011. The 

purpose of the shelter is to facilitate the ascent of Midzhur 2168 m, the highest peak in the 

Western Balkan Mountains. From there in one day you can go and come back from Midzhur 

mailto:Kipra_koo@abv.bg
mailto:sales@tchukilim.com
http://www.kilim.bg/
mailto:info@kilim.bg


Peak. It can also take you to Kopren hut in a day and all settlements in the region, namely 

the village of Martinovo, the town of Chiprovtsi, the village of Gorni Lom, the village of 

Kopilovtsi, the villages of Gorna Luka, Prevala, Dolni Lom and the village of Zhelezna, as 

well as to the Chiprovtsi Monastery. It was built with voluntary donations and labour 

 

6. STUDY OF THE TOURISM POTENTIAL OF THE MUNICIPALITY OF PIROT 

Pirot is a town with a rich past. Traces of the first settlements date back to prehistoric times. 

In Antiquity, in the iii century AD, Pirot was an important smaller fortress (Mutatio turret) 

on the military road (Via militaris) from Belgrade to Constantinople. There horses and 

carriages were exchanged, and passengers rested. Although without material remains to 

speak of the settlement of the Slavs, it can be assumed that the settlement continued to live 

on the transition from Antiquity to the early Byzantine period. The late Byzantine period 

(15th -16th century) was the time when Pirot region was conquered successively by 

Byzantine, Bulgarian and Serbian rulers. In the second half of the 14th century, it became 

part of the Serbian Principality of Prince Lazar Hrebelyanovic. The beginning of the 15th 

century was the time when the Slavic name Pirot was first used for the city. From 1444 to 

1877 Pirot was part of the Ottoman Empire and was liberated from Turkish rule on 16 / 

28.12.1877. 

Prominent figures who marked the period of the 19th century under the Ottoman rule are 

those people who fought for the liberation of their region: Dukes Mita and Marinko, 

Merchants Hadji Nesha Filipovich, Zhivko Antic Svinarya, Ceka Krastic, then wealthy 

trading and craft families Bankovic, Misirlic, Antic, Bozilovic, Mancic and others, and in 

the 20th century these were the people with different activities: the industrialists Mita Gaga 

and the Cekic brothers, the politician Dragoljub Jovanovic, the musician Vojislav Vuckovic, 

the sculptor Paja Ristic and many others. 

In local legends, the Pirot medieval fortress is also known as Momchilov grad, Gradic and 

Kale. According to them, the city was named after the feudal Lord Momchil, who died near 

the fortress Periterion, today's northern Greece, in a battle with the Turks in 1345. 

In Pirot region, during the Ottoman rule, there was a very high crime rate. The people, 

especially the rural population, were in a difficult situation, burdened by the numerous taxes 

they paid to the Ottoman lords. Because of this, people became haiduks (rebellions)  and 

created haiduk detachments. The most famous brigand leader from Pirot is Stoyan from the 

village of Oreovitsa. The bandits attacked Turkish caravans that were carrying treasure, i.e. 

tax money, stole and then hid it, choosing inaccessible places. Hence the legends of buried 

treasure. Almost every village remembers such parables and some of them are confirmed by 

the accidental or deliberate discovery of this treasure, about which the stories are passed 

down through the generations. It was commonly said that such a treasure was cursed, because 

the bandits, when they hid it, cursed the one who would deliberately dig it up, without the 

knowledge of others. 

 

6.1. General characteristics of the destination 

Pirot is a city in the southeastern part of the Republic of Serbia and is one of the largest 

municipalities in terms of territory. It is located in a vast valley, through which the Nishava 

River flows, bordering on the right with a branch of the  Balkan Mountains and on the left - 

with the branches of Suva Mountain. To the east of the town is the hill Prčevac, 540 m high, 

and to the northeast is the hill Provalia. To the southeast is Vidlich, to the west - Sarlah, 500 



m high, and to the southwest is Bojurato. By the way, Pirot and the Pirot region belong to 

the Central Balkan region with their position and characteristics. 

Administratively, the municipalities of Dimitrovgrad, Bela Palanka and Babushnitsa belong 

to the town of Pirot. Only in the municipality of Pirot, there are 73 settlements - villages. The 

largest settlement is the town of Pirot, and the largest villages are Krupac and Temska. 

According to the last census in 2011, the town of Pirot had 38,432 inhabitants, and the 

municipality of Pirot - 57,911 inhabitants. 

Pirot is crossed by the European road E80, an international class A road that connects the 

west coast of Europe (Lisbon, Portugal) and the far east of Turkey, as well as a railway line 

that connects Western and Central Europe with the Middle East. From the regional roads the 

road from the direction of Knjaževac through Kalna and Temska, the road from the area of 

Visoko and the road from the area of Yerma and Luzhnitsa intersect in Pirot. 

Among the cultural landmarks in the city, you can see the Medieval Fortress of Calais, built 

in the 14th-19th century, the Archaeological Museum, the Museum of Pirot or Panaka Mali 

Rista from 1848, two Orthodox churches from the 19th century, the Monument to the 

Liberators of Pirot from the Turks, the Greek Military Cemetery, city buildings from the end 

of the 19th and the beginning of the 20thcentury, and in the vicinity of Pirot, in the villages 

there are monasteries from the 13th and 14th century. In the region of Pirot, the most 

significant natural resource is the Balkans with its waterfalls and peaks, caves and thermal 

springs. 

The urban population during the Ottoman era was engaged in various crafts and trade. In 

contrast, the rural population was involved in agriculture and animal husbandry and was 

burdened with numerous tax obligations. The two leading crafts in Pirot are carpet weaving 

and pottery, and cattle breeding is the essential branch of the economy. Trading livestock 

and animal products like butter, cheese, yellow cheese, wool and leather, reached its peak at 

the end of Ottoman rule, in the second half of the 19th century, but also in the period between 

the two World Wars when cheese production and trade flourished.  

In the period 1878-1944, attempts were made for industrialization - factories were built for 

the production of tiles, oil, soap, then a steam mill, a mill for grinding peppers and an ice 

workshop. The beginning of real industrial production was marked by the opening of the 

Industrial Workshop "Tiger - Dimitrie Mladenovic Gaga and the Cekic brothers" in 1935, 

whose main product was rubber shoes. Today, the "descendants" of this workshop are 

"Tiger" AD company for shoes and "Tiger Michelin", i.e. rubber factories, which are also 

carriers of industrial production in Pirot administrative region, where the largest part of the 

population works.  

After the Second World War, accelerated industrialization and mass migration of the rural 

population to the city began. At that time, many factories were built. Still, they no longer 

exist today, since they were closed during the transition in the 90s of the 20th century: "Sinisa 

Nikolic Dragos" - wool and leather processing, "May Day" - textile industry, "Flight "- 

timber industry, "Vino-voche "- soft drink industry,  “ Kartalevich"- footwear industry. 

There are five secondary schools, five high schools, one private secondary school and one 

college in Pirot. Cultural life is rich and such are the cultural institutions: the National 

Theatre, the Museum of Ponishavieto - Pirot, the House of Culture, the City Gallery 

"Chedomir Krastic", the Historical Archive of Pirot and the National Library of Pirot. 

Given that the number of residents with personal income barely reaches a quarter of the 

population and that the number of subsistence significantly exceeds the number of residents 

with income, the socio-economic structure in the municipality of Pirot is unfavourable. 



Since the 1960s, the population has been steadily declining. The main reason is the negative 

natural growth, but also emigration abroad. For example, according to the census in 1961, 

the municipality of Pirot had 68,073 inhabitants, and according to the last census in 2011 

there are 57 911 inhabitants. The censuses from 1961 to 2002 show an increased share of 

men, and the percentage of the elderly population is higher than that of the young people. 

Bulgarians, Macedonians, Gorani, Croats and Yugoslavs live together with the Serb 

population, which is the majority in Pirot, and the Roma minority is the largest. 

 

6.2. Natural tourist resources 

Pirot municipality is located in the Pirot valley, in a mountainous area with plateaus, terraces, 

slopes and mountain valleys. The highest peak of the Western Stara Planina in the Midzhur 

part is Midzhur peak with a height of 2169 m, and next to it are Babin Zub peak- 1,758 m, 

Belan peak - 1,576 m, Batkova Strana peak - 1,943 m, Kopren – 1,935 m and Dobro Utro – 

1,678. Other massifs are Kitka 1,209 m, Basarski kamik – 1, 377 m, Vidlich 1, 371 m, Belava 

946 m, Wallachian mountain – 1,440 m. 

The relief is mostly hilly and mountainous, oriented in the northwest-southeast direction and 

created by radial tectonic movements and river erosion. There is also a great variety of rocks 

like old Paleozoic rocks, Permotrian red sandstones, eruptive rocks (granites, andesites) and 

limestones. The altitude of the region is 360-2169 m. The gorges and canyons are narrowed 

riverbeds with vertical sides. The Wallachian gorge and the Odorovac gorge are cut by the 

Erma River, the  Visochitsa River by the gorges Vladikina plocha and Bobovishte. The 

Rozomachka River flows through the Slavinsko Gorge, and the Gradashnichka River flows 

through the Gradashnik Gorge. One of the most attractive gorges is the Temash Gorge, which 

stretches from Lake Zavoysko to the Dead Bridge,   where in some places the height of the 

cliffs is higher than 200 m. Locals popularly call it "Little Colorado" because it resembles 

the Colorado River Canyon. 

There are caves and precipices all over the municipality of Pirot: Golyama Peshtera above 

the village of Drazhina, Vetrena Dupka near the village of Vlasi, a group of caves in the 

Vladikina Plocha gorge, Stanichenska Cave on the Belavi massif, Peshteritsa pit near the 

village of Berovitsa, pits in Odorovachko Pole. In the Stanichenska Cave, the temperature is 

the same throughout the year, the so-called glacial water has a constant temperature of 2 ̊ C, 

so the cave has long been used to store and ripen cheese. 

The climate is temperate continental, with an average annual temperature of 11.3 ̊C. The 

warmest is in July with an average temperature of 22.2 ̊ C, and the coldest is in January with 

an average temperature of -0.1 ̊C. The lowest temperature in Pirot of -29 ̊C was registered on 

13.01.1958, and the highest – of  42.2 ̊C, was measured on 24.7. 2007. In the winter there is 

an east and north wind or a koshava, but the koshava is significantly weakened due to the 

Sicheva gorge. In the spring a warmer wind, called "Razvigorets", blows from time to time 

from the south and during the rest of the year winds from the northwest and west prevail and 

which bring rain. The clouds are significant, annually the average half of the sky is covered 

with clouds, mostly in winter and at least in July and August. There is an average of 2,000 

hours of sunshine a year. Pirot is among the driest cities in Serbia - an average of 562 mm of 

rainfall per year, evenly distributed. The highest precipitation is in May and June, and the 

lowest- in January and February. Summer rainfall is most often in the form of heavy rainfall, 

often followed by hail. The average thickness of the snow cover in winter is 20 cm. The most 

snow falls in January, an average of 6.5 days. The average relative humidity is about 70%. 



On average, most precipitation occurs in spring (28%), followed by summer (26.4%), less in 

autumn (25.8%) and least in winter (19.8%). 

All water flows in the municipality of Pirot belong to the Black Sea basin, i.e. hydrographic 

network, which flows into the South Morava through the Nishava River, and then through 

the Velika Morava and the Danube into the Black Sea. The Nishava River is the main 

hydrographic component of this region, the length of its flow through the municipality of 

Pirot is 43 km. The waters of the Erma, Ginska, Bistritsa, Gradashnichka Reka, Temshtitsa 

(Visochitsa) rivers and many large karst springs in the Pirot field flow into it. The total length 

of the constant water flows is 38 km, and with the submerged rivers - about 64 km. The 

underground karst rivers and springs are also presented here. Well-known springs are 

Gradishko vrelo and Krupashko blato in Krupac, Izvorsko vrelo, Kavak, Cheltash, near 

Kostur and Blato, Banitsa, Sopot spring, Visoshki spring. 

Zavoyskoto Lake is located on the slopes of the Balkan Mountains, at an altitude of 612 m, 

17 km northeast of Pirot. This accumulation lake was created after the natural disaster in 

February 1963 by flooding the ground in the canyon of the Visochitsa River, when the 

villages of Zavoy, Mala and Velika Lukanya were flooded. It is 17 km long, 300 m wide and 

about 70 m deep. An 80 MW hydroelectric power plant was built on the lake, which started 

operating in 1990. 

The most famous waterfalls in the region of Pirot are Pilski waterfall, Chungulski Skok, 

Kurtulski waterfall and Tupavitsa. 

The Banishko or Gradashnik thermal baths are springs of karst and thermal origin, which are 

5 km from Pirot, at an altitude of 466-470 m. This mineral water contains the most sodium, 

potassium, calcium, magnesium, but also uranium and strontium and belongs to radioactive 

waters. The water temperature is 22-30 ̊C. The thermal mineral springs, known as Zvonska 

Banya, are located about 40 km south of Pirot, near Dimitrovgrad / Tsaribrod, at an altitude 

of 630 m. The water temperature is 28 ̊C and is suitable for the treatment of nervous and 

rheumatic diseases. 

The vegetation, starting from the lowest altitude of 322 m to the highest 2,169 m, is diverse: 

from swamp vegetation and coastal forests, through evergreen trees, oak and beech forests 

to alpine pastures. Only the vegetation of the Balkan Mountains consists of 52 plant 

communities. However, there are also areas without vegetation, which are called goleti 

(bare). In Pirot field in the area of Cheltash grow endemic and rare for the flora of Serbia 

plants like mud viburnum (Viburnum opulus) and mud willow or cattail (Salix cineraria), 

water or mud clover (Menyanthestrifoliata), which is rare and grows mainly above sea level. 

Here it grows at about 350 m of altitude. Forty plant species are growing on the Balkan 

Mountains, which are protected as rare natural species. Some of them are carnivores or deer, 

dwarf iris, mountain saxaul, mustard, Kosovo peony, shrubby alder, steppe stalk, mountain 

maple, forest lily, trembling kačun. 

In the region of Pirot, there are represented many animal species: 116 species of butterflies, 

18 species of herpetofauna (amphibians and reptiles), 26 species of fish, 203 species of birds 

and 30 species of mammals, of which stand out gopher, snow vole, lynx and bear. Of these 

species otter, weasel, squirrel, field magpie, grey down, woodpecker, barn owl, hawk, white 

stork, screech owl and several other species of birds are permanently protected. Deer, wild 

boar, rabbit, badger, marten, pheasant, partridge, wild duck, quail and several different 

species of birds are under temporary protection. Outside the protection mode are wolf, jackal, 

fox, wild cat, skunk, grey crow and magpie 



The Stara Planina region was declared a nature park in 1997 as an area extremely 

valuable in terms of the diversity of flora and fauna and due to its geological, 

geomorphological and hydrological characteristics. In the Pirot part of the Balkan 

Mountains, there are strict nature reserves like Arbine or Spruce with spruce forests, Trite 

Chuka with a rare subalpine pine community, as well as Kopren, which is the subject of a 

rare species of carnivorous plant. Erma Special Nature Reserve was declared a protected area 

of the first category in 2014 and is a unique complex of valleys and limestone gorges with 

887 recorded plant species. 

 

6.3. Anthropogenic tourist resources 

The immovable cultural monuments in the area of the town of Pirot are buildings and 

structures characterized by old architecture from the time under the Ottoman rule, but also 

from the beginning of the 20th century: the house of the Hristic family or the Museum of 

Ponishavane in Pirot, built in 1848 as a family home and residence of Mali Rista, a wealthy 

cattle dealer, established as a cultural asset of great importance in 1979. 

Pirot Grad or Kaleto, built during the period (14th-19th century), has been a cultural 

monument of national importance since 1979. The house of Panayotovich White Cat, built 

in 1848-1859 as a family home and residence of a wealthy merchant Manoil Panayotovich, 

has been a cultural monument of national importance since 1979. Other cultural monuments 

are the building of the pharmacy Carlo Scacel, a cultural monument from 1977; the house of 

Stoyan Bozhilovich Beli from 1852, the family house of a Pirot merchant, built in the middle 

of the 19th century, has been a cultural property since 1981; the Church of the Nativity in 

Pazar, built in 1834, has been a cultural asset since 1986; the monument to the liberators of 

Pirot in Tiabara, built in 1924, has been a cultural asset since 1987; the Municipal Court 

building has been a cultural property since 1989; the high school building, built in 1907, has 

been a cultural asset since 1989; the building of the District Administration (today Hotel 

"Gali") has been a cultural asset since 1989; the craft and trade shops on Republic Square in 

Tiabara were declared a spatial, cultural and historical whole in 1981, and the Serbian and 

Greek military cemeteries were declared landmarks in 1987. 

In the region of Pirot there are a lot of monasteries and churches, many of which are 

declared cultural values, "St. John the Theologian”  Monastery in the village of Poganovo, 

25 km south of Pirot, built in the 14th century, has been a cultural monument of national 

importance since 1979; the Monastery of the Most Holy Mother of God in the village of 

Sukovo since 1859, located 18 km south of Pirot, has been a cultural monument since 1968; 

“St. Nikola” Monastery“ in the village of Planinitsa, 20 km south of Pirot, built in the 16th-

17th centuries, has been a cultural property since 1967; “St. Georgi” Monastery in the village 

of Temska from the 16th century, 18 km from Pirot, the church“ Ascension” in the village 

of Zavoy from the 16th-17th century, which disappeared under the Zavoysko lake in 1963, 

is a cultural value from 1963; the church “St. Николай-St. Petka” in the village of 

Stanichenye, 10 km west of Pirot, the oldest church in the Ponishavie from the beginning of 

the 14th century; has been a cultural monument of great importance since 1979 and many 

others. 

The movable cultural monuments in Pirot are kept in the Museum of Ponishavieto, in the 

Historical Archive of Pirot, in the National Library of Pirot and in "Chedomir Krastic" city 

gallery. The funds of the museum are diverse and contain collections from the fields of 

ethnology, history, archaeology and art history. The most important museum collections are 



the collections of Pirot carpets and Pirot ceramics, jewellery and folk costumes, antique 

weapons, old and rare books. 

Pirot has always been known as a trade and craft centre, halfway between the major trading 

centres of Nis and Sofia. The Pirot Fair, a festival for the Assumption of the Blessed Virgin, 

lasted one month and was classified as the largest fair for trade in goods and livestock. During 

the Turkish era, the Tiabar Bazaar in Pirot had many handicraft workshops and shops selling 

handicrafts. The oldest of crafts were considered to be ceramics, tailoring and frieze cloth 

making, then weaving, dyeing, crepe making - shteramidzhiyski, katsarski, papudzhiyski, 

kondurdzhiyski, kyurchiyski, mutavdzhiyski, simidzhiyski, saddlers, tufekdzhiyski, 

potkivachki, murachii, orachki. Carpet weaving was never recognized as a craft, as it was 

practised exclusively by women who at that time did not yet have the right to vote. 

During the period 1878-1941 3,640 craftsmen worked in Pirot, of which 3,634 men and six 

women, and later this number dropped dramatically so that in 1944-1951 there were 58 craft 

shops. Pirot crafts disappeared in the 20th century due to industrialization and modernization 

of the economy, when machines replaced crafts, so today only a few crafts like ceramics, 

carpet weaving, blacksmithing, shoemaking, tailoring, confectionery, stonemasonry survive. 

The villages of Pirot are rich in clay, and that is why pottery is a significant craft, with which 

the Pirot region is known to this day. Since glass vessels have been inaccessible to the 

majority of the population for quite some time, they have been successfully replaced by clay 

vessels, i.e. ceramics: jug or pitcher, kondir or bardak, casserole, hand pot, pot. Pottery was 

widespread in the villages of Mali and Veliki Suvodol, Gnilan, Rasnitsa, Kostur, Polska 

Razhana, Tarnyane. The Pirot potters had their workshops, once known throughout Serbia 

and later in Yugoslavia. Today there are no pottery workshops in Pirot. The small number of 

potters sell their products on the market, in their rural workshops and souvenir shops. 

Pirot carpet weaving reached its peak in production and sales in the 19th century, when it 

gained world fame, thanks to numerous world exhibitions at which it presented its products 

and the way of production. The Pirot carpet is specific in that it has no face and upside down; 

it is completely identical on both sides. It is made of wool on a vertical loom with the knee 

technique. There is no written information about when the Pirot carpet weaving originated. 

Still, it is believed that it was created by merging the autochthonous with the Eastern Oriental 

influence and that its production was incredibly advanced, starting from the 16th century 

when mentioned in Dubrovnik sources. 

The people of Pirot have great respect for their traditions, which are passed down through 

the generations in the form of respect for various social customs related to baptism, birth, 

wedding, death, house building, fieldwork, votive crosses. Nowadays, the traditions 

associated with the meals are the most respected and they are celebrated by every household 

Once upon a time, the three-day celebration was mandatory, and today it is celebrated from 

one day to two days, according to the possibilities. The most frequently revered saints in 

Pirot region are St. Nicholas, Archangel Michael, St. John the Theologian, St. Dimitar and 

St. George. On the day before the meal, a "Slav bread" (votive bread) is kneaded with holy 

water, which is consecrated by the priest a few days before the holiday. Some housewives 

bring the votive bread to the church for consecration, and on the day of the votive offering, 

this bread is broken with prayer and distributed to the family and guests for health. On the 

day of the votive offering, in addition to the votive bread, a votive candle, boiled wheat and 

wine, as well as other dishes, meat or fasting, are mandatory, depending on the holiday. The 

closest relatives, godparents and friends are invited to the votive meal. 



In addition to the votive offering (dedicated to the saints), wedding customs, baptismal and 

birthday customs are exceptionally respected, where the best man plays a significant role in 

various ceremonies. The godfather is enormously revered. Even today, during the marriage, 

one goes "to the best man", and then the groom and the best man go to the bride’s home and 

ask for her. The godfather takes an honourable place at weddings, baptisms, birthdays, meals 

and donates richly. The godfather is also expected to respond with a decent gift. In the past, 

the godfather chose the name of the newborn child, i.e. of their godfather, while today parents 

themselves select the name of their child. 

The traditional costume, dance and music are still associated with folklore, and today they 

can be seen and heard only in the performances of folklore societies. Pirot has two folklore 

societies. One is the folklore ensemble of the House of Culture Pirot and "Dukat" Cultural 

Society. The Pirot folk costume, rural and urban, fell out of use in the middle and in the 

second half of the 20th century. Today, these adorable costumes are stored in a rich collection 

of costumes in the Museum of Ponishavieto in Pirot, as well as in the costume depots of 

folklore societies. 

Original folk songs, which were once sung at village gatherings, today can be found only in 

writing. The folk dance”horo” dance has been preserved. It is danced at various celebrations: 

chachak, shota, Wallachian, pedestrian. 

Folk traditional musical instruments are also preserved in the museum's collection of 

traditional musical instruments and today they are used by the orchestras of Pirot Folklore 

Society, as well as by the Roma music ensemble of the Zorcic Brothers. In the past, there 

were only such orchestras known as "plek music" or "live music" that used: duduk (flute), 

kemeny (violin), accordion, clarinet and drum. Plek music was a must at village celebrations, 

weddings and fairs. 

The old traditional Pirot dishes from the 19th century, but also from earlier times, are still 

prepared today, with small or large changes. Poverty and lack of meat in the past have led to 

greater use of vegetables, fruits, grains and dairy products. The meat was consumed only 

during major church holidays such as Easter and Christmas, and it was reserved for special 

occasions such as votive offerings and weddings. Due to frequent fasts throughout the year, 

fasting meals were served. Fasting and fasting dishes were once typical of most of the year, 

but today the opposite is true - fasting is prepared only for meals during church fasting. 

Characteristic of modern Pirot cuisine is cooking with a lot of spices, onions and fats, which 

is explained by the influence of the old Pirot kitchen, but also with a better standard. Today, 

dishes are prepared from different types of meat, pork, beef, sheep, poultry and fish. In the 

past, many dishes were prepared only for festive occasions. Today they are on the daily 

menu: a casserole (dish of meat, potatoes and rice), meatballs (minced meat is used to make 

balls), moussaka (of potatoes, eggs and minced meat) ), vine leaves and sauerkraut (stuffed 

with minced meat and rice), pilaf (cooked poultry with rice and vegetables), paprika, various 

soups (with and without meat), different pies (from twisted crust pastry or purchased one 

with various fillings: cheese, spinach, pumpkin, apples, meat, potatoes), desserts (baklava, 

tatlia, halva, Turkish delight). 

 A favourite dish that was cooked quickly and cheaply was "fried dish".  It consisted of fried 

onions, tomatoes, peppers and eggs, which were consumed with cheese. Dairy products were 

used more than meat, and sheep's and goat's milk cheese, as well as yoghurt, were mandatory. 

Winter pickles, pickled vegetables and dried fruits had to be prepared for the winter. The 

specialities and favourite dishes in households and Pirot restaurants today are roasted (lamb 

and pork), barbecue (smoked sausage, stuffed veshalitsa, meat in a veil, kebab, burger), 



ironed sausage (dried sausage from goat, beef, sheep and donkey meat) ), stuffed peppers 

(dried red peppers stuffed with a well-seasoned mixture of minced meat, pork and beef, rice, 

onions and leeks), thick boiled beans, roasted sauerkraut, gourd (squeezed milk) and yellow 

cheese. 

The traditional drinks are wine and brandy. An additional product obtained during the 

preparation of the wine is called "chimney", which is obtained by adding sugar and water to 

it after draining the wine. It can be drunk two or three weeks after fermentation. The wine is 

produced from the most common grape varieties in the region of Pirot, namely Frankovka, 

black and white Plovdina, Zhuplyanka and Prokupac. At the same time, Gamma, Burgundy, 

Riesling and Muscat, Hamburg are less represented. Rakia (brandy) is made "boiled" from 

different fruits. Indeed, the most famous type is "plum brandy" of different kinds of plums 

and "quince" from quince. 

The oldest event in the Pirot region, preserved to this day, is the traditional Pirot Fair, which 

is held in Pirot in the period 28.08-30.08, during the city meal offering and the religious 

holiday Assumption of the Virgin, which is celebrated solemnly with liturgies. The initiator 

and organizer of this event is the city of Pirot. In the past, the Pirot Fair was widely known 

for the great variety of goods sold like Pirot carpets, cattle and animal products, handicrafts. 

It lasted a month, i.e. for half a month, it was a cattle fair and the second half - goods fair. 

The first preserved recorded data about the Pirot Fair are from 1611. The Pirot Fair is 

undoubtedly the most popular and most visited event among the people of Pirot. 

The Pirot monasteries solemnly worship their saints. There, in the past as well as today a 

large number of Orthodox believers gather. These are the Poganovo Monastery in the village 

of Poganovo celebrates St. John the Theologian on 09.10, Sukovo Monastery in the village 

of Sukovo,  Mala Gospoina Monastery on 21.09, St. Petka Paraskeva Monastery in the 

village of Stanichenye,  St. Petka Tarnovska Monastery on 08.08, St. German Monastery in 

the village of Blato on the feast of St. German on 25.05. 

The Ironed Sausage Fair in Pirot is a gastronomic event that takes place every year during 

the last weekend of January. It lasts two days and brings together producers of ironed 

sausages. This event was established in 2012 and is organized by the Association of 

Producers of Pirot Ironed Sausage and the Tourist Organization of Pirot, under the auspices 

of the city of Pirot. 

In 2020, the fair had great success - with over 12,000 visitors and 39 exhibitors with their 

products. In addition to the stands with ironed sausage, the fair has a special section for the 

sale of wine and rakia and dairy products. 

The Stara Planina Food Festival in the village of Temska near Pirot is a gastronomic event 

that takes place in July and lasts one day. Here you can see and taste traditional Stara Planina 

dishes, the most famous of which are sarma in linden leaf, bean patchouli, ram on haidushki, 

lamb and lamb trifles, various types of bread and cheese, dishes with mushrooms. The 

organizers of the event are the local community Temska and the Tourist Organization of 

Pirot, under the auspices of the city of Pirot. 

The Cheese and Yellow Cheese Festival is held in September in Pirot and lasts one day. 

Here you can try and buy different types of cheese and other dairy products, including the 

famous Pirot yellow cheese from different producers in Pirot region. 

The biggest music event in Pirot is the International Folklore Festival, which is held every 

year in August. It lasts four days and brings together several folk groups from around the 

world. The event begins with a ceremonial parade of participants through the city, all the 

way to the Youth Stadium, where participants perform and show their skills. This festival is 



particularly popular among the residents of Pirot because they get acquainted with traditional 

foreign games, music and costumes. The organizer is the House of Culture in Pirot under the 

auspices of the city of Pirot. 

Folklore societies from Pirot - Folklore ensemble of the House of Culture Pirot and "Dukat" 

Cultural Community annually organize concerts in December and June, which are held in 

the House of Culture - Pirot and the House of the Army. 

The “Osvejenie” (refreshment) Festival is a music festival of international creativity with 

guest bands from Serbia. It is held in the summer in the area of  Pirot medieval fortress Kale 

and is very popular among young people from Pirot. Its purpose is to promote contemporary 

music and Pirot groups. The organizer is the Association of Citizens "Osvejenie” under the 

auspices of the city of Pirot. 

Rafting on Nishava is a sports and entertainment event, which takes place on August 12, 

the International Day of Young People. Hundreds of young people from Pirot with boats, 

inner tubes and other vessels participate and enjoy the two-hour descent on the Nishava River 

from the village of Polska Razhana to the Big Bridge in the centre of Pirot. At the end of the 

trip, the rafting participants are greeted with music and refreshments in the form of goulash, 

which is being prepared on the promenade "Quay" near Nishava. The organizer is Pirot 

Sports Center under the auspices of the city of Pirot. 

Rafting on the canyon Vladikina plate with rubber boats along the mountain river of 

Visochitsa is held every year in mid-August in one of the most beautiful canyons - Vladikina 

plate. It starts from the village of Rasovtsi, where a group of adventurers descends by 

motorboats or boats without a motor drive to the village of Pakleshtitsa and Lake 

Zavoyskoto. In contrast, another group reaches this place on foot. The participants are 

accommodated in a camp in the village of Pakleshtitsa. Organizers are Kung Fu Club "Black 

Cobra" from Pirot, Pirot Sports Center and TO Pirot, under the auspices of the city of Pirot. 

The Book and Graphic Salon is the largest cultural event in Pirot, established in 2001, 

where Serbian publishers present themselves and organize literary evenings for writers and 

poets, both local and from other cities in Serbia. The fair lasts seven days and takes place in 

February. It is one of the four largest fairs of its kind in the country. The organizers are the 

House of Culture in Pirot and the National Library in Pirot. 

Pirot Cultural Summer is a cultural event that takes place in the summer, in July and 

August. It contains cultural programs, which include literary and theatrical works, literary 

evenings, concerts, film performances, art workshops, exhibitions. These programs are held 

in several places in the city: in cultural institutions, stadiums, the town square, the promenade 

"Quay" and Pirot fortress. The organizer is the municipality of Pirot. 

 

Stara Planina Research Camp in the village of Temska brings together biology, chemistry, 

tourism and geography students from Serbian universities, as well as local and foreign 

conservation societies, high school students and volunteers from more than 20 countries to 

learn about different cultures and be trained in permaculture and ecotourism. This camp is 

held in July, lasts several days and coincides with the festival of dishes from the Balkan 

Mountains so that foreigners can get acquainted with the local gastronomy. Organizers are 

"Temska" Association, NIDSBE "Yosif Panchich", DBI "Branislav Bukurov", EID "Mladen 

Karaman", BD "Sava Petrovich", BID "Yosif Panchich" and the local community of Temska. 

6.4. Material facilities and conditions for tourism development 



The Municipality of Pirot and the town of Pirot provide various opportunities for 

accommodation, meals and entertainment. 

• Popular accommodation places in the town are: 

Ana Lux Hotel, Str. "Serbian Rulers" bb, 18300 Pirot, 4 stars, 60 rooms, 116 guests, there 

is a restaurant, tel: +381 10 500 200, +381 60 33 99 701; office@hotel-analux.rs,www.hotel-

analux.rs 

GALI Hotel, 179, "Serbian rulers" Str. , 18300 Pirot, 2 stars hotel, 25 rooms, maximum 50 

guests, tel: +381 10324324; galidoo.pirot@mts.rs, www.hotelgali-serbia.com 

SIN-KOM Hotel, Str. Nikole Pasicha bb, 18300 Pirot, 3 stars, 19 rooms, 52 beds, there is a 

restaurant, tel: +381 10 322505, +381 10 322510; ; hotelsinkom@gmail.com, www.hotel-

sinkom.com 

Alma Hotel, Str. Nikole Pasica, №201 a, 18300 Pirot, 2 stars, 23 rooms, 50 beds, tel: +381 

10319313; info@hotelalma.rs, www.hotelalma.rs 

Accommodation "Gazelle", Str. "Voyvode Misica" bb, 18300 Pirot, 1 star - boarding 

house, 6 rooms, 17 beds, tel: +381 64 4109574, davor_zvezda@yahoo.co.in 

Nishava Valley Ethno complex, Str. "Serbian rulers" bb, 18300 Pirot, 2 km from the city 

centre, no categorization, houses in the spirit of old architecture with 10 apartments and 30 

beds, has a restaurant, tel: +381 69 3346400, +381 10 2150215, nisavskadolina@gmail.com 

• Some of the accommodation places in the villages: 

Guesthouse in the village of Gradashnitsa, owner Marko Mihajlovic, 2 stars, 5 beds, tel: 

+381 63 45439, +381 69 709966 

Guesthouse in the village of Topli dol, owner Miroslav Ranchic, 2 stars, 6 beds, tel: +381 

64 1621611 

Guesthouse in the village of Rasovtsi, owner Vidoe Jovanovich, 2 stars, 4 beds, tel: +381 

10 2353273, +381 64 8577713 

Guest room in the village of Slavinya, owner Slavko Petrov, 1 star, 4 beds, tel: +381 10 

322125, +381 64 1319411 

Guest room on Lake Zavoysko, owner Slavisa Dencic, 2 stars, 8 beds, tel: +381 64 1164224 

• Some of the most famous restaurants and bars in the city are: 

Kralev čardak, national restaurant, owner Milena Manich, Str. Nikole Pasic, 35, 18300 

Pirot, tel: +381 10 346737 

Ladna Voda Pub, national restaurant, Str. Nikole Pasica, 47, 18300 Pirot, tel: +381 10 323 

422 

Vitina hija Inn, owner Milos Jovanovic, Ul. "Kapetana Karanovica" bb, 18300 Pirot, tel: 

+381 10 326952, milosmilos90@hotmail.com 

Nishava Valley Ethno Complex, Str. "Serbian rulers" bb, 18300 Pirot, tel: +381 69 

3346400, +381 10 2150215, nisavskadolina@gmail.com 

Restaurant Code Pirocantsa, Vuka Karadzic Street № 5, 18300 Pirot, tel: +381 60 3128000 

Mamma Rossa Pizzeria, Str. "Lava Tolstoy" bb, 18300 Pirot, tel: +381 60 3032024 

Italian Restaurant Paradiso, Str. Danila Kisha № 16, 18300 Pirot, tel: +32 10 320032, 

picerijaparadiso@gmail.com 
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Rekord Confectioner's Cafe, Str. Dobritse Milutinovicha, № 6, 18300 Pirot, +32 10 322361 

Pelivan Cafe Bar Confectionery, owner Belyuy Shachiri, Str. Nikole Pasic, 14, 18300 Pirot, 

tel: +381 10 323942 

Red Caffe, Str. Dobritse Milutinovicha ”, № 89, 18300 Pirot, tel: +381 10 322143 

DK KLUB, Str. "Serbian rulers", № 77, 18300 Pirot, tel: +381 60 2211122 

Kutak (corner), Str. Cyril and Methodius, 11, 18300 Pirot, tel: +381 60 0341754 

Snatch Coffee Shop, Str. "Dobrice Milutinovicha", "Libra tract", store no. 12, tel: +381 

644205634 

• Craft workshops and local producers 

Workshop for making souvenirs and small carpets "Gugutka", owner Maya Chirich, 

village Gnyilan, bb, 18300 Pirot, tel: +381 10 327189, + 381 62 813051, 

majaciric04@gmail.com 

Crafts cooperative for the production of carpets and souvenirs "Women's Heart", 
owner Slavitsa Chirich, Str. "Serbian rulers", № 106, 18300 Pirot, tel: +381 10 2073037 

"Ponishavie" Pirot A.D.  for the production of carpets, rugs and yarns, owner Dragan 

Panich, 53 Dechanska Street, 18300 Pirot, tel: +381 64 2567793, +381 10 332586, +381 10 

322623, ponisavlje@ptt.yu 

Stomna Pottery Workshop, owner Dragan Antic, village of Mali Suvodol, 18300 Pirot, tel: 

+381 10 372543, +381 65 3725432 

Djelic Craft workshop for ceramics, owner Snezana Djelic, the village of Poland 

Razana219, 18300 Pirot, tel: +381 64 1792402, djelicmilos1991@gmail.com 

Zlatkovic Pottery, owner Ana Zlatkovic, Krupac village, 18300 Pirot, tel: +381 61 600 

5102, grncarijazlatkovic@gmail.com 

Production of cakes and pastries "Nugatelina" Pirot, owner Ivana Kostic, Str. „48. 

division ”, №8, 18300 Pirot, +381 66 481977 

Handmade clothes, wool and wool "Vunenko", owner Milanka Mitrovic, Str. 

"Revolutionary Syndicate", № 10, 18300 Pirot, tel: +381 64 1029733 

Jelenkovic DGM production of ironed sausage Pirot, owner Dragan Jelenkovic village 

Temska bb, 18300 Pirot, tel: + 381 64 4763759, dragan.jelenkovic@gmail.com 

• The tourist walking routes, organized by the Tourist Organization of Pirot with a 

professional guide, are as follows: 

Downtown Pirot - Dag Banitsa: length 6.3 km, minimum altitude: 371 m, maximum 

altitude: 495 m, total ascent: 152 m. 

Rusovtsi - Vidikovets Goat Stone: length 6 km, min. Altitude: 1026 m, max. altitude: 1130 

m, displacement 158 m; 

Doikintsi - Pakleshki Vrah - Kovachevo - Burlog - Doikintsi: length: 17.1 km, min. 

Altitude: 875 m, max. altitude: 1339 m, displacement: 608 m 

Doikintsi - Ponor - Kopren - Tri Chuki - Vrazha Glava - Beledje - Arbinye - Doikintsi: 

length 36 km, min. Altitude: 875 m, max. altitude: 1954 m, displacement: 1267 m 

Doikintsi - Ponor - Tupavitsa - Doikintsi: length 19.6 km, duration 4 hours, min. Altitude: 

875 m, max. altitude: 1577 m, displacement: 827 m. 
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Pirot has excellent sports facilities like an indoor city pool, opened in 2015, which falls 

under the jurisdiction of Pirot Sports Center. There is a large swimming pool measuring 

33x25.5 m and a smaller swimming pool for non-swimmers 12.5x8.5 m with an artificial 

beach around the pool. The tribune of the sports centre can accommodate 200 spectators. 

The city of Pirot has two stadiums - City Stadium and Youth Stadium. The city stadium has 

an athletics track and grandstands with a capacity of 10,000 spectators. There is also a 

covered grandstand and three auxiliary lawns with auxiliary rooms. Space itself has excellent 

conditions for organizing large-scale concerts. The Youth Stadium has an area of 2,000 

square meters. It consists of two asphalt playgrounds for handball (illuminated) and 

basketball with an auxiliary building with two locker rooms, two offices and a toilet. 

Dojkinci Sports and Recreation Center is one of the most modern and fully equipped 

mountain resorts in Serbia, created by renovating an old military tower. It is located in the 

village of Doykintsi, 40 km from Pirot, in the Balkan Mountains - at the entrance of the 

protected nature reserves of the Stara Planina Nature Park. The building itself is located at 

900 m above sea level, on the banks of the Doikinska River and is connected to Pirot by an 

asphalt road. The village of Doykintsi is a starting point for all hiking routes to mountain 

peaks and waterfalls. The accommodation capacity of the site is 60 guests. Reservations are 

required for accommodation, and the Tourist Organization of Pirot is responsible for this 

facility - tel: +381 10 320838, top010@mts.rs 

 

 

7. SWOT ANALYSIS OF THE CONDITIONS FOR ESTABLISHING A 

SUSTAINABLE TOURISM PRODUCT IN THE CROSS-BORDER REGION 

The purpose of each SWOT analysis is as a modern marketing tool to help determine the 

current strategic position and the choice of a new marketing strategy. The present SWOT 

analysis unites and synthesizes the information and results of the conducted researches of the 

carpet traditions and the tourism potential of Chiprovtsi and Pirot destinations.  It assesses 

the strengths and weaknesses of the cross-border region, as well as the external opportunities 

and threats, in terms of sustainable tourism development, preservation and promotion of the 

traditions. 

The use of SWOT analysis as a tool in the process of planning the tourism development of 

the municipalities of Chiprovtsi and Pirot, their separation into a single cross-border tourism 

area and creating a sustainable tourism product aims at presenting synthesized essential 

highlights of the current state of the two destinations in terms of their potential for tourism 

development and in particular the tourist interpretation of the carpet traditions. The SWOT 

analysis aims to select priority areas for achieving sustainable tourism development in the 

cross-border region, as well as to identify significant problems and constraints to the 

sustainable development of tourism in the region. 

 

STRENGTHS  WEAKNESSES  

Carpet traditions 

 Preserved authentic ancient 

traditions: 

 Declining interest in carpet weaving: 

- among the young generation; as a 

primary livelihood; 
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 - carpet weaving in Chiprovtsi and 

Pirot; 

- dyeing wool with natural dyes in 

Chiprovtsi; 

 The ability to weave Chiprovtsi 

carpets is part of the intangible 

cultural heritage of UNESCO; 

 Sustainability of the craft (passed on 

as a family memory from mother to 

daughter) 

 Care for the preservation of carpet 

weaving: museum, Carpet Festival in 

Chiprovtsi; training  students in 

weaving and dyeing with herbs at the 

Secondary School in Chiprovtsi 

 Product offering - "training in weaving 

and dyeing with herbs" for each 

interested guest of the destination; 

 A famous carpet centre for centuries 

 Carpet weaving is easily combined 

with culinary and cultural tourism, 

which the region has the potential to 

develop. 

- as an attraction for tourists 

 Lack of a comprehensive strategy for 

promoting carpet weaving, 

including through tourism: 

- more themed attractions and 

products, 

- specialized tourist packages of tour 

operators; 

- presentation of the carpet traditions 

during craft and tourist exhibitions; 

- outdoor advertising - information 

boards, billboards, etc. 

   

Tourism resources 

 A variety of natural conditions 

and 

 resources favourable for different types 

of tourism: 

- mountainous, semi-mountainous and 

hollow areas with karst formations, bizarre 

landforms; 

- favourable climate during the four 

seasons; 

- rivers and dams; 

- predominant forest massifs in the 

mountainous areas and recreational 

landscapes for recreation and tourism 

during the four seasons; 

- Rare and endemic plant species, herbs, 

wild fruits, essential and dye plants, 

game; 

• Negative changes in the natural 

resource - pollution, felling of part of the 

forest belt, reduction of recreational green 

areas; 

• Negative climate change - drought and 

lack of water resources; microclimatic 

changes 

• Lack of a comprehensive marketing 

strategy for sustainable tourism 

development, lack of marketing research, 

efforts to create a tourism brand and 

product positioning in the cross-border 

area 

• Lack of competence in marketing 

efforts: underdeveloped cultural tourism 

in the region at the expense of adventure, 

mountain; untapped opportunities for 

adventure and sports tourism; low 

attendance by tourists; insufficient 



- Protected areas with rich biological 

diversity 

• Product offering with a potential: a 

combination of various recreational 

resources in tourist routes from different 

forms of mountain and adventure, extreme, 

cultural and event tourism 

• Diversity of anthropogenic factors: rich 

cultural and historical heritage from 

different eras; material monuments of 

culture: archaeological, historical, 

architectural, artistic, religious; craft 

traditions, preserved authentic folklore and 

traditional cuisine; 

• History museums and ethnographic 

collections 

product supply; lack of popularity and 

insufficient advertising; lack of a 

comprehensive advertising policy to 

promote tourism opportunities in the 

cross-border area; 

• Demographic problems - declining 

population, low birth rate and negative 

migration processes, especially in the 

region of Chiprovtsi; 

Material facilities (general and specialized infrastructure) and conditions 

for tourism development 

• Relatively good transport accessibility 

and condition of the road network; 

• Good condition of the electricity 

transmission network; 

• Lack of polluting industries on the 

territory of Chiprovtsi municipality. 

• Availability of the necessary tourist 

infrastructure: 

- family hotels and guest houses; 

- good sports infrastructure; 

- Tourist Information Center, located in a 

communicative place in Chiprovtsi and 

Pirot. 

- Creation and marking of routes with 

appropriate attractions and equipment; 

• Diverse accommodation base with 

opportunities for conference tourism in the 

region of Pirot; 

• Diverse and sufficient restaurants and 

entertainment (food establishments) in the 

area of Pirot. 

• Adverse geographical factors: 

- The cross-border region is a peripheral 

territory in relation to the other 

municipalities in this part of Bulgaria and 

Serbia and the main economic centres; 

- Distance from traditional tourist routes; 

- Distance from airports; 

• Adverse factors of the general 

infrastructure: 

-poor condition of the water supply 

network and problems with wastewater 

disposal; 

• Adverse factors for elements of the 

tourist infrastructure: 

-insufficient accommodation base in and 

outside the town of Pirot and the town of 

Chiprovtsi; 

-lack of sufficiently diverse food 

establishments and commercial sites in 

the region of Chiprovtsi; 

-need for renovating  part of the 

accommodation base in the area; 

• Adverse factors for product 

formation of the destination: 



- Lack of sufficient tourist attractions, 

craft workshops, entertainment and 

nightlife; 

• Lack of branch tourist organizations. 

 

OPPORTUNITIES THREATS 

Political and legal 

• Alleviation of border, customs, visa and 

other barriers to the movement of tourists 

from key markets; 

• Development of the European integration, 

creation of conditions for more effective 

absorption of the funds for regional 

development of tourism under separate 

programs; 

• Adoption and implementation of 

European and international norms and 

standards in connection with the 

reorientation of the country in international 

relations; 

• Development of working strategies, 

forecasts, plans and projects for sustainable 

tourism development at national, regional 

and local levels; 

• Development of cross-border cooperation 

in tourism 

• Encouraging the development of 

domestic tourism as part of the national 

tourism policy; 

• Catching up with the level of socio-

economic development between individual 

regions, countries and social communities. 

• Improving the regulatory framework of 

tourism; 

• Institutional and legislative support for 

the development of public-private 

partnership in tourism and strengthening 

the role of NGOs in it; 

• Legal changes to facilitate 

entrepreneurship in tourism; 

• Stimulating the development of small and 

medium business in tourism. 

• Threats to international tourism from 

pandemics and border closures; 

• Lack of control over the regulation of 

tourist activities and implementation of 

legal norms in new construction and 

compliance with sanitary and security 

standards; 

• Inability to guarantee internal political 

stability and security; 

• Exacerbation of military-political 

conflicts in the Middle East and new 

waves of refugees; 

• Growing financial and economic 

instability; 

• Exacerbation of competition on the 

labour market, which adversely affects the 

staffing of tourism activities in both 

regions; 

• National tourism policy aimed at mass 

tourism and underestimation of border 

areas; 

• Lack of targeted local tourism policy; 

• Dynamics in the legislation of tourism. 



Economic 

• Wide choice of opportunities for 

investment in the tourism sector and 

development of alternative forms of tourism 

in the Municipality of Chiprovtsi; 

• Stability of the financial and economic 

system of Bulgaria; 

• Stimulating economic growth through the 

development of tourism as a national 

priority; 

• Measures to improve the business climate 

and the conditions for attracting foreign and 

local investors to develop new tourism areas 

and places; 

• Efforts of institutions to attract and 

increase foreign direct investment in 

tourism; 

•Growth of the shared economy in tourism; 

•Increasing labour productivity, the 

efficiency of economic and social activities; 

• Expansion of the production of goods and 

services, stimulated by tourist consumption; 

• Implementation of modern technologies 

and innovations in line with the 

requirements of tourism demand; 

• The expansion of the range of additional 

services and the complexity of the tourism 

product; 

• Optimization of the sectoral structure in 

the tourism regions; 

• Funding for educational projects by 

foreign donors through NGOs and local 

government for the training of personnel for 

tourism. 

• Poor business environment for small 

and medium-sized companies in the 

municipality; 

• Weak competitiveness of companies in 

the domestic and international market. 

• Lack of licensed goods produced in the 

municipality for export to EU member 

states. 

• Insufficient attractiveness of the 

municipality to attract investors. 

• Insufficient advertising and 

underdeveloped marketing for the goods 

produced on the territory of the 

municipality. 

• Adverse impact of future economic and 

financial recessions; 

• Reduction of the multiplier effect of 

tourism in the related economic sectors - 

trade, transport, finance, industry, 

construction in conditions of the financial 

crisis; 

• Decrease of the interest and trust on the 

part of foreign investors in the field of 

tourism and impossibility to attract 

foreign capital; 

• Danger of mass bankruptcies of tourist 

companies due to the pandemic situation; 

• Withdrawal of key players from the 

Bulgarian market and contraction of the 

tourism offer, which will lead to a wave 

of bankruptcies; 

• Lack of economic potential and 

economic activity; 

• Insufficient budget funds for 

infrastructure development: for the repair 

of the water supply network, for the 

restoration of roads and facilities; 

• Expansion of the grey sector; 

• Lack of reliable statistics; 

• Lack of control over the quality of the 

tourism offer. 

Socio-cultural and demographic 



• Positive attitude of the people to improve 

the quality of life in the region in terms of 

economic, social and cultural activities; 

• Increasing the segment of the elderly with 

income for tourism; 

• Raising the educational level of the 

population in Europe and increased interest 

in cultural and cognitive travel; 

• Strengthening health care and interest in 

health and recreational tourism; 

• Increasing the share of self-organized 

vacation trips through the use of electronic 

distribution channels; 

• Development of social tourism and 

improvement of the off-season 

employment of the bed base; 

• Growing interest in traditions, authentic 

culture and return to the roots; 

• Creating a tourism product that integrates 

a favourable geographical location, unique 

tourism resources, life in the spirit of old 

traditions, rich history and attractive 

folklore; 

• Restoration of old crafts: goldsmithing, 

blacksmithing, etc. and creation of a 

Revival complex in the center of 

Chiprovtsi; 

• Stimulating employment and promoting 

entrepreneurship; 

• Implementation of social programs and 

inclusion in the consumption of tourist 

products aimed at the elderly, students, 

children and young people, people with 

disabilities or social inequality, etc. 

 

Deterioration of demographic factors: 

natural increase, population ageing, flee 

of young people from the municipality, 

an outflow of skilled labour, increased 

mortality rate and depopulation of 

settlements; 

• Lack of budget funds for capital 

investments and social activities; 

• Migration of qualified tourist staff to 

competing countries and destinations; 

• Lack of human resources for tourism 

with a relatively high level of education 

and right professional qualifications; 

• Reduction of the incomes of the 

participants in the tourism process and 

the tax revenues from it; 

• Reduction of jobs and local 

employment, directly in tourism, and 

indirectly in related activities; 

• Poor coordination and integration 

between the operators of different types 

of tourist services, activities and 

attractions in the resort complex, the 

region and the country as a whole; 

• Impossibility to create a complex 

positive psychological impact on the 

tourist and the formation of a sense of 

satisfaction. 

• Aging population and negative 

migration. 

• Lack of a high school. 

 

 

Ecologic 

• Relatively good air and drinking water 

qualities; 

• Lack of sources of industrial pollution. 

• Significant ecologically clean territories. 

• Excellent climatic conditions in the 

Chiprovtsi region; 

• Negative environmental impacts on 

biodiversity, climate elements, waters 

and protected areas; 

• Dustiness of the air in the settlements 

(from construction activities and 

dustiness of the streets); 



• Good measures for nature care set in 

the future: 

• Introduction of the principles of the 

circular economy in the tourism industry; 

• Implementation of good European 

practices for energy efficiency and 

environmental protection; 

• Introduction of established criteria and 

innovations in the hotel and restaurant 

industry, guaranteeing compliance with 

environmental norms and requirements in 

the tourism industry; 

• Strengthening of tailings ponds, 

technological and biological reclamation; 

• Territorial-functional zoning, allowing 

protection of natural resources in the 

complexes and their surroundings; 

• Achieving high European standards in 

sanitary hygiene, ecology, healthcare, 

quality control; 

• Adequate national and municipal 

regulations for environmental protection 

and cultural heritage. 

 

• Danger of contamination of the river 

network from production activities and 

wastewater; 

• Non-compliance with the emission 

norms set in the issued permits, as a 

result of the inefficient operation of the 

water treatment facilities; 

• Danger of water and wind erosion; 

• Lack of environmental and sanitary 

monitoring and control; 

• Danger of natural disasters (landslides 

and erosion processes) during excessive 

exploitation of forests. 

Technological 

• Renovation and development of the 

transport network in the Chiprovtsi region; 

• Improvement and development of the 

general transport infrastructure in the 

places not used for tourism; 

• Digitization of the creation, distribution 

and communication of the tourism product; 

• Implementation of automated information 

systems, innovations and robotics. 

• Increased costs for hardware, software 

and professional staff to work in digital 

and online environments; 

• Danger of violating the rights of 

consumers with misleading information 

and non-fulfilment of the agreed online 

quantity and quality of the offered 

tourism product; 

• Risk of hacker attacks and breach of 

security of the exchange of confidential 

information. 

 

The conducted SWOT analysis takes into account synthesized essential highlights of the 

current destination state in terms of its potential for tourism development and in particular, 

the tourism interpretation of the carpet traditions. At this stage, the strengths still dominate 

the weaknesses and the opportunities to plan carpet weaving as an engine of tourism 

development in the cross-border area and the creation of a sustainable tourism product such 

as alternative tourism are clear. Chiprovtsi and Pirot also have a considerable wealth of 

tourism resources, which has the potential to offer a wide range of additional tourism 



products related in a joint message - brand. The cultural, historical and natural heritage of 

the destination makes it possible to trace the full production cycle of the carpet. It is the most 

potent message of the destination and is an element competitive globally, as the skill of 

weaving Chiprovtsi carpets is recognized as part of the intangible cultural heritage of 

UNESCO, i.e. it is unique. In this sense, it is effortless according to the methodology of 

Dimitrova (2016) for brand building - an innovative approach to building and managing a 

brand of a tourism destination, to create a brand with the slogan of "The Tale of the Carpet" 

for two reasons. The first is that the brand represents identity and reputation, and the identity 

of the destination is clear - it is a place of heirs of famous carpet traditions. The second reason 

is that the brand runs like a red thread through all products and messages of the destination. 

Chiprovtsi and Pirot are among the rare examples in which marketing is supported even by 

the outcome - ancient traditions are preserved here, and it is enough to support and promote 

them. Here this red thread is perceptible, i.e. the connection between the products is clear, 

and it leads to the creation of the famous carpets. The first step in creating a brand is a detailed 

study of the region's resources, in which the displayed elements are critically weighed in 

value in comparison with the world's achievements/resources / and similar natural 

attractions. Attractions in the world are typical (found almost everywhere), rare (identical in 

other destinations, although rare) and unique (the only ones in the world) with the highest 

attraction strength. 

There is no legislation related to tourism areas, tourism places and tourism points (vista 

point), which is also an administrative and legal threat to sustainable tourism development. 

This defect of the law is the most significant and leads to a lack of personal responsibility 

for the organization of protection of life and health of tourists located in the tourism area. 

Irresponsibility, in this sense, it can lead to a significant catastrophe of Bulgarian tourism, 

especially in the overcrowded and overbuilt sea and mountain tourist complexes. On the 

other hand, resolving the issue of the status and management of tourism areas will solve 

many of the scandalous problems of modern tourism related to tourist areas in the cross-

border area. (Draganov, 2005) 

The analysis of the material facilities and the ecological factors concern the issue of the 

quantitative assessment of the ecosystem services according to the tourist trips to the 

respective destination. It is reduced to an evaluation of the main countable parameters, as 

specified in the methodology of the National Statistical Institute (NSI) when reporting the 

activity of accommodation by statistical zones and regions, and by districts. The activity of 

the tourism sites in the destination is reported here: accommodation places; beds; beds-days; 

realized nights; nights spent by tourists; income from overnight stays. The data on the visits 

of foreigners to Bulgaria are given by countries and by the purpose of the trip, as the total 

number of visitors from the respective country is divided into three columns: (i) rest and 

excursion; (ii) official and (iii) others. The column "others" includes the following reasons 

for travel: visiting, transit and others. (Draganov, 2016) 

 

8. MAIN CONCLUSIONS AND RECOMMENDATIONS 

The diverse natural conditions and resources allow the development of a competitive and 

unique year-round tourism product. Still, at this stage, there are two main reasons for an 

underdeveloped full-fledged product - no marketing efforts to stimulate tourism development 

and lack of attractions and thematic products related to the destination. 

The tradition of carpet weaving and its conditional periodization is a source of topics and 

specialized knowledge that can be presented in individual tourism products – a cultural route 



or lecture on topics of "The Tale of the Carpet", "The Road of the Carpet in Time"; "Cultural 

Traditions through The Eyes of Carpet Weaving". At this stage, the conditional periodization 

of carpet making is not a separate product, but part of the talks in the History Museum of 

Chiprovtsi and the Museum of Ponishavieto - Pirot, and could expand the portfolio of tourism 

offers in the cross-border area. 

The symbolism of carpet weaving also has the potential to be developed into a separate 

product "The Tale of the Carpet" and derivative names. Opportunities are to recreate 

elements - archaic symbols to be woven on different fabrics (ornaments, decorations), to be 

included in children's play products - colouring books, puzzles for arrangement, etc., as is 

currently done in Chiprovtsi History Museum, but for the whole cross-border region. Also 

to use the good practices of Chiprovtsi History Museum to be developed in the local 

production of clothes or products (bags, purses, towels, mesals, etc.) with the appropriate 

symbol as part of the new cross-border tourism product. At this stage in the area of Chiprovtsi 

and Pirot, there is a supply, but it can be enriched with the offered products. 

Dyeing is offered as a product in Chiprovtsi - a live exhibition of dye plants has been created, 

and dyeing training is offered at the Chiprovtsi History Museum, which can be expanded in 

the product offering. A similar good practice can be applied in Pirot, too. This colouring 

technique is a separate competitive element of a future tourism product, as it distinguishes 

the carpet traditions unique with harmony between colours, with a long tradition of using 

natural dyes (compared to modern colouring with aniline dyes), with knowledge of plants 

and their elements - all obtained from the nature of Chiprovtsi, with experience of creating 

over 500 shades of colours, with the specifics and technology of dyeing, as well as with the 

particulars of breeding certain breeds of sheep, whose wool is suitable for making carpets. 

This element of the region's cultural heritage is highly competitive globally. 

The award that UNESCO gives to the carpet tradition is an opportunity for it to be a unique 

offer of the destination, which has already received its high popularity and recognition 

worldwide. This tradition combines several more competitive elements in the process of 

creating carpets, which further enhances its competitiveness with other carpet products in the 

world and with destinations whose ethos still carries the atmosphere of carpet traditions. It 

is necessary to compare whether, among all the elements of the destination's resource, there 

is another that can be even more competitive globally. 

Tourism has a crucial role in the overall development of various regions, including municipal 

territories. The effects are most often divided into two groups - direct and indirect. The latter 

is more difficult to measure, but the positive impact is often long-lasting and most often 

manifests itself in the creation of an appropriate investment economical and social climate 

and last but not least the involvement of more members of the local community in solving 

the issues of the municipality development. To the extent that the positive attitudes towards 

the development of tourism will have a positive impact on the development of the 

surrounding urban environment, the practical implementation of the idea of sustainability 

and the creation of a sustainable tourism product can be expected. The positive experience 

of some remote destinations, especially outside the country, has shown in practice the 

multiplying effect of tourism development. 

The natural resources of the destination are many, they are competitive on a national scale, 

and some of them on a global scale. They carry the specifics of the destination and have a 

tourism potential that is much greater than the current range of products. All elements of the 

natural heritage derived from the study can be developed into products - bird watching, 

mammal watching, botanical tours, searching for herbs or recognizing tree species, etc. The 



conducted environmental assessments of environmental impacts can make a significant 

contribution to biodiversity conservation. 

The preserved artefacts are a valuable resource for more future products of the destination-

related to the cultural and historical heritage. The legends also have a rich potential for the 

development of various products - cultural routes "In the footsteps of ...", historical 

reconstructions, the re-creation of traditional customs, plots of dramatic productions, 

children's books, etc. The fact is that these legends excite the guests of the destination, but 

they do not have such attractive power as the world-famous carpet tradition. Thus, these 

legends can be a complementary element in the rich palette of products that the local tourism 

resource allows to be created. 

Media coverage of cultural events, including social networks Facebook, Twitter, Trip 

Advisor, LinkedIn, etc., as well as the electronic encyclopedia Wikipedia, has important 

marketing implications for the product positioning. The creation of Wikipedia cities, 

including in-depth articles on tourist sites, celebrities and significant events, and the 

placement of signposts with QR codes, which scanned by smartphone and i-phone, lead to 

the relevant articles in the electronic encyclopedia, is a good world practice applied in over 

120 cities worldwide, including the creation of the first wiki city in Bulgaria. Chiprovtsi and 

Pirot, with their rich history, ethnography and culture, have significant potential to use this 

marketing tool in promoting their glorious history, cultural and natural heritage. 

Hybrid models in tourism apply imaging through the use of non-traditional forms in a 

traditional environment (when applying various "imported" non-traditional products in the 

traditional environment) and the use of traditional forms in a non-traditional environment 

(visiting "exported" museum collections in a non-traditional environment, organizing 

exhibitions, readings, theatrical performances, etc. outside the traditional gallery or theatrical 

environment), thus adding value. Some of these models are still in use but have the potential 

to be deployed. (Draganov, 2012) 

The increased competitiveness of the product for the sustainable development of tourism in 

the cross-border region is substantial through: 

• brand building and brand development management; 

• high quality of services and connection between the brand and the product; 

• protection of the green system and the wild nature of the region; 

• investing and improving the accommodation base; 

• more themed attractions. 

The study of the tourism potential of the destination brings out significant opportunities for 

building a competitive tourism product: 

• opportunities for mountain and route-cognitive tourism; 

•opportunities for ecotourism - observation of wild flora and fauna in their natural 

environment, nature tourism in protected areas, bird-watching, botanical tourism; 

• opportunities for adventure and extreme tourism: road and mountain biking, 

horseback riding, rafting, rock climbing, speleotourism, etc. 

• opportunities for cultural-historical, religious and culinary tourism; 

• opportunities for educational and volunteer tourism. 



The trends and prospects for the development of educational and volunteer tourism have their 

specifics and their main competitive advantages, but they have not yet been developed 

traditionally. There is the formation of environmental awareness, care for the environment, 

support for the regional development and local communities, as well as the conditions for 

the creation of alumni networks. The interdisciplinary approach to real-world learning, based 

on Thomas Kuhn's doctrine of the paradigm principle through concrete examples, proves 

that sustainable thinking can become a sustainable action. Thus it can establish a lasting link 

between academia, civic initiatives and non-governmental organizations sector, as well as 

the exchange of international experience in educational and volunteer travel. A good practice 

that can be renewed in Chiprovtsi and initiated in Pirot is the experience of an 

interdisciplinary educational network "Place for the Future" and the holding of International 

Traveling Universities. The development of both types of tourism has the opportunity to 

contribute to modern education to be interdisciplinary, integrated with our experience, 

practical and environmental. (Aleksova, 2016) 

In practice, the most substantial asset - the carpet traditions, is not yet offered in a product, 

all opportunities for mountain and adventure tourism are insufficiently exposed. The role of 

the local authorities in supporting development in tourism is significant, but at this stage, it 

is not enough. 

The destination has essential prerequisites for creating sustainable tourism - a valuable 

tourism resource and still living carpet traditions. However, without the support and joint 

work between the municipality (marketing support, construction of attractions, maintenance 

of shared infrastructure, quality control), the business (creation of products, accommodation, 

catering and entertainment) and strong non-governmental sector, tourism cannot make its 

way to sustainable development. 

The SWOT analysis confirms the conclusions made - the current state of the destination takes 

into account its high potential for the development of a year-round tourism product and in 

particular the tourism interpretation of the carpet traditions. 

Postmodern tourism is a conditional period in the period of Modernity. The condition is the 

use of traditional forms in a non-traditional environment, mainly arising from the tangible 

cultural heritage, and/or the use of non-traditional forms in a traditional environment, related 

mostly to the intangible cultural heritage. The main guidelines for improving the hotel policy 

against the background of postmodern tourism in terms of infrastructure are related to the 

need to develop up-to-date and adequate spatial plans to enhance the attractiveness through 

the use of contemporary arts and to end the practice of redevelopment of the destinations and 

destruction of natural resources. (Draganov, 2015) 

The specific guidelines for improving the form of service against the background of 

postmodern tourism can be related to introducing systems and mechanisms for customer 

feedback on the quality of services provided and measuring guest satisfaction by introducing 

schemes and methods for analysis and visualization of the received results. Staff satisfaction 

with the use of traditional forms in a non-traditional environment and non-traditional forms 

in a traditional environment is paramount. It is one of the essential prerequisites for an 

improved hotel policy and increased competitiveness, as well as a responsible attitude to 

work and customer service. (Draganov, 2015) 

Tourism, as a significant consumer of creative cultural products related to the urban historical 

environment and the needs of tourists, is an interested party in the search for products related 

to common spaces. The creation of a Strategy for Sustainable Tourism Development in the 

Cross-Border Region, a Marketing Plan and a Regional Development Plan is not enough to 



provide a path to the sustainable development of the destination, as it provides guidelines for 

the formation of products and types of tourism, but does not develop it to the end. It is a 

factor in achieving purposeful development, but it is not a sufficient factor to bring it to an 

end in the battle for competitive advantage between destinations. Therefore, the brand 

completes the direction of strategic planning in real practical actions and messages. It also 

offers a plan for the development of the brand and the product, which runs thematically 

through all marketing steps of the destination. 

Marketing strategies in the new market conditions are defined as a starting point for the 

activity of each separate structural unit. In practice, there is no standardized format of 

marketing strategies, which is primarily due to the specific features of the products offered, 

market orientation, segment profiles. 

The cross-border region has all the prerequisites to develop its brand "The Tale of the 

Carpet". Imaging is one of the cultural technologies with the help of which the conceptual 

project fixes, materializes and consolidates the big story when creating a model of a new 

tourist product and its introduction on the market. It is even more true when creating hybrid 

models based on existing tourist attractions representing cultural and natural landmarks - 

public state or municipal property, or attractions related to the intangible cultural heritage. 

  



II. CONCEPT AND MANAGEMENT OF THE NEW TOURIST 

PRODUCT 
 

1. CREATION AND MANAGEMENT OF A TOURISM PRODUCT "THE TALE 

OF THE CARPET" 

The creation and management of a tourism product, "The Tale of the Carpet", can be 

combined into a comprehensive concept and defined as a regional, cross-border, year-round 

and tourism product, a representative of the so-called creative (inventive) tourism as a 

modern form of cultural and cognitive tourism. Its goal is to outline the general conceptual 

framework for creating a specialised tourism product, "The Tale of the Carpet", in the cross-

border region of Chiprovtsi and Pirot, which will unite into a comprehensive and unified 

vision the pilot marketing tools which are to be developed under the project. This document 

aims to present a guideline for a general concept for visual communication impact and 

essential steps to promote carpet traditions, tourism potential, and the newly created tourism 

product "The Tale of the Carpet" in the cross-border area covering the municipalities of 

Chiprovtsi and Pirot and their surroundings. 

The main goals set in the development of guidelines for preparing the current concept and 

forming the cross-border area as a tourism destination that will offer a sustainable tourism 

product is to be oriented to the identified target groups. Tourists (regardless of nationality) 

are recognised as the primary target and other stakeholders as the secondary target. 

For the purposes of this study, trends, forecasts, local history research and scientific works 

have been studied and analysed to create, manage and market the new tourism product "The 

Tale of the Carpet", which will serve as a solid foundation and practical guidelines to allow 

further sustainable development of tourism in the cross-border area of Chiprovtsi-Pirot and 

after the completion of this project, as well as to meet the current needs of the identified 

target groups. 

During the development of the concept, a rich set of secondary and primary information was 

analysed, including a partial content analysis of publications in regional media; a chamber 

method was used: a rich collection of scientific articles and books related to the history, 

ethnography and resource potential of the region were studied and analysed; good practices 

related to marketing and communication strategies for the development of tourism 

destinations and specialised tourism products have been studied; author's works and 

researches of the academic staff of IBS and external experts from the non-governmental 

sector  and the artistic circles, who took part in the conducted working meetings, were used; 

consultations were conducted with various stakeholders and potential users of the future 

tourism product. 

The main methods used in the preparation of this concept include an empirical method that 

covers the entire empirical cycle - from observation, through induction and deduction, 

verification and evaluation, the practical results of which are individualised in this concept 

to the specific tourism product - "Carpet Tale" and its target audience. The rich practical 



experience and expertise of the author's team are the basis for developing the concept. The 

studied and analysed primary and secondary data and information is rather complementary 

in terms of specific and current data, historical facts, etc. 

 

2. Creating a creative tourist product and characterisation of consumer behaviour 

Creative tourism appears as a natural continuation of cultural tourism due to the change in 

the needs and desires of people to discover new things and experiences. It can help promote 

the social and cultural development and growth of the local economy. This type of tourism 

includes not only incoming, foreign tourists in a country but also its population, the society 

that creates and helps to preserve the traditions and values of a destination. 

The main idea of the various definitions and concepts of creative tourism include the 

participation of the tourist in various activities and gaining authentic experience, which is 

the primary goal of creative tourism. It is aimed not only at the involvement of the tourist but 

also the participation of the local community. Unlike creative tourism, the community plays 

an insignificant role in cultural tourism, as only the most beautiful cultural routes and most 

popular places are shown. 

There are many benefits of producing a creative tourism product, covering the traditions of 

carpet weaving in Chiprovtsi and Pirot, both for tourism and culture, among which are 

increasing consumption and promotion of repeat visits, stimulating local and regional 

demand, expanding the market and opening new market segments. As a form of sustainable 

tourism, creative tourism connects local resources and the creative potential of the local 

population with the new expectations of tourists. 

2.1. User profile 

The profile of consumers interested in the tourist product "The Tale of the Carpet" can be 

extremely diverse in terms of demographic, socio-psychological and other indicators, but at 

the same time, they all have several common characteristics: 

• They prefer interactivity and direct participation in various activities to the static transfer 

of knowledge and skills, in this case, related to carpet weaving / local culture and life in 

Chiprovtsi and Pirot. 

• They show a keen interest in the unique aspects of local culture and willingly 

participate in a variety of creative workshops, culinary challenges and other attractive 

activities. 

• They want to feel like locals, participating in the unique experiences that are provided 

to them by the respective destination 

• Once they have enjoyed creative tourism, they continue to look for tourism products 

that meet their new expectations, abandoning the conventional cultural and cognitive 

tourism product. 



• Before making their choice of travel, they are highly interested in the experience of 

other tourists, and after visiting the destination, they like to share their impressions 

through various social networks and online platforms and tell about their experiences, 

thus motivating more travellers to take advantage of the tourist product 

• They like to combine several types of tourism during their visit to a destination/ 

focused on the experience itself/. 

• They can spend a significant part of their budget on the unique activities they have 

planned in the destination and through which they want to immerse themselves in the 

local way of life and culture. 

2.2. Profile of creative tourists: 

• They share the same values based on ethical principles, authenticity, know-how, 

continuous training, experience and interest in DIY activities. 

• They want to experience the local culture by actively participating in artistic and 

creative activities. 

• They want to get involved in experiences in which they feel "like a local". 

• They spend a significant portion of their budget on these experiences. 

• They combine different types of tourism during the same trip. 

• They are adamant about practising tourism: once they have experienced what creative 

tourism is, they no longer want to travel in a conventional way. 

The main characteristics of creative tourism that can contribute to meeting the needs of 

consumers include: 

• Providing an adequate response to the new demand by tourists who are eager to 

experience unique experiences. 

• Diversification of offers without any or minimal investment, only by optimising the 

existing intangible heritage. 

• Positive effects on the profitability of cultural infrastructures thanks to this new 

demand. 

• Quality tourism, with high added value and purchasing power. 

• Lack of seasonality, which allows better distribution of activities throughout the year. 

• "Geographical outsourcing": little interest on the part of creative tourists in the most 

popular tourist destinations at the expense of the less popular ones. 

• Increasing the self-confidence of the locals, thanks to this new interest in their culture 

and traditions. 

• Sustainability based on authenticity and creativity as the main source. 

• Restoration of intangible heritage.5 

 

 

                                                           
5 http://www.creativetourismnetwork.org/about/ 



3. CHARACTERISTICS AND FEATURES OF THE TOURISM PRODUCT 

"THE TALE OF THE CARPET" 

Based on these common characteristics, it is expected that the traditions and the path of carpet 

weaving in the regions of Chiprovtsi and Pirot will be presented as a modern fairy tale with 

a centuries-old history. "The Tale of the Carpet" is a product with a story that will last in time 

because it is magical. Touching carpet weaving is priceless. It means to touch the local 

beliefs, traditions and rituals associated with making each carpet, to touch their symbols and 

messages, the magic through which Chiprovtsi carpets transmit to their owners' positive 

energy and wishes for luck and good fortune. It is because every workmanship is unique, just 

as every wine vintage is unique. The tourist product focuses on the path of carpet weaving 

and tells the process, and the story like a fairy tale.  Weaving and why it is essential and 

invaluable as a craft will be described in detail. Consumers of the regional tourism product 

will be motivated to touch the uniqueness of the crafts in Pirot and Chiprovtsi. During the 

talks in one city, they will learn interesting facts as motivators why to upgrade their 

knowledge and visit the other. In addition, the ticket for the museum in one partner city may 

be valid for admission to the museum in the other for the next six months. The key here will 

be the web platform and an appropriate brochure to develop the purely regional one. I 

recommend collecting the visitors' emails in an interactive way (for example, via social wi-

fi or OR code for access to a photo or other), who will subsequently receive a series of email 

newsletters for the other partner city. These are some of the factors for developing a 

sustainable cross-border tourism product between the two cities. 

Including the traditions of carpet weaving in Chiprovtsi in 2014 in the list of the intangible 

cultural heritage of UNESCO adds to the importance of this unique cultural treasure, which 

would be eagerly touched by hundreds of thousands of tourists, as long as they are provided 

with authentic experiences and immersion in the local way of life and culture. 

3.1. Essence of the concept of the tourism product 

The concept of "The Tale of the Carpet" as a unique tourism product covers the cross-border 

area of Chiprovtsi and Pirot. The main tourist sites that will be included for tourists are the 

History Museum - Chiprovtsi and the Museum of Ponishavieto - Pirot, where local artisans 

will be able to present the traditions having been passed on from generation to generation in 

weaving carpets. For this purpose, special workshops will be organised, including looms, 

threads, dyes and everything necessary for the traditional production of carpets. The 

workshops will have information pavilions and will be equipped with multimedia systems, 

showing specially developed audio-visual content dedicated to the traditions of carpet 

production and the cross-border destination in general. The content will be presented during 

the craft demonstrations and will act as a background to complement the visitor experience. 

It will include musical elements combined with visual content, including photos of carpets 

and graphic visualisations, as well as photos and videos showing the beauty of nature and 

the historical heritage of the two regions. An audio presentation in Bulgarian, Serbian and 

English will be recorded, which will be offered to tourists through an audio guide system, 

and there are opportunities for additional animation. 



It is crucial that artisans and museum workers to be specially trained in this project on how 

to "care" for tourists, how to present their craft in an attractive and fascinating way for tourists 

with the help of various interactive activities and games. They will show them how they can 

make their own colours for colouring the carpets using different plants and herbs, they will 

inspire them with the symbolism of different shades, and amaze them with the unique 

weaving techniques typical of both regions. Tourists will be able to get involved step by step 

in the unforgettable experience of carpet production, based on centuries-old traditions passed 

down from mother to daughter, from grandmother to granddaughter, and so preserved to this 

day so that they can be preserved and passed on to future generations. The use of a rich 

palette of interactive activities and happenings, craftsmen will be able to meet the needs and 

expectations of users of creative tourism - to be actively involved in unique experiences, to 

immerse themselves in the creativity and culture of the region, to feel like a local and when 

they leave the destination, to feel enriched and willing to tell about their experience to as 

many people as possible, who will also be able to touch the secrets of ancient art and will 

desire to visit the next destination / Chiprovtsi or Pirot /. 

The entire experience of tourists will be able to be complemented by other forms of tourism, 

which can be practiced in the regions of the two cities, such as cultural-historical and 

religious tourism, ecotourism, event and culinary tourism, adventure tourism and others. The 

two regions are rich in many natural and cultural-historical landmarks and they offer 

opportunities for cycling, rafting, horseback riding, rock climbing, photo hunting and other 

tourist activities and attractions, which will not be discussed in detail, as the purpose of this 

concept is to focus on the brand "The Tale of the Carpet". 

In order to attract tourists interested in creative tourism, museum workers and craftsmen 

should apply a more interactive approach to the presentation of carpet art, to involve tourists 

themselves in the preparation of materials, in coloring with natural materials, in combining 

colours and figures, etc. 

When conducting carpet weaving workshops in museums, craftsmen should take into 

account the interests and expectations of tourists, which they will be able to do after they 

together with the museum workers have well described the different target groups of 

customers, their demographic and social characteristics, with their interests, their way of 

communicating, etc. 

For example, for a family with children aged 5 and 7, craftsmen will be able to emphasize 

the various flowers and herbs used to dye wool, and for the children themselves it will be 

interesting and exciting to immerse the fiber in pre-prepared solutions and to see how from 

white, the thread turns yellow, green or red. And not only is the thread dyed, more 

importantly, the children themselves have dyed it! They had first picked up the petals, then 

put them in the water, stirred, and so on. (Of course, there is no way and do not need to do 

the dyes themselves, but it is useful to see how the plants are used). And after making the 

solution themselves, they have dipped the thread inside and dyed it in the chosen colour! Isn't 

it amazing?! 



These, of course, are the emotions, excitements and joys a small child experience. And they 

are radically different from the experience that young people aged 19-27 would like to have, 

for example. They would prefer to know the symbolism of the colours and figures that are 

hidden in the ancient traditions of carpet art. It will be a real pleasure for them to make a 

souvenir themselves, including the colours and symbols of love that they want so much to 

meet. 

It should be borne in mind that the development, validation and development of a tourist 

product is not a one-time act, but a time-consuming and lengthy process during which 

consumers' reactions, their attitude to the product, their comments and recommendations are 

periodically studied. on which possible shortcomings are identified and eliminated, and the 

product itself is improved and further developed, according to the demand and expectations 

of the consumers. 

 

3.2 Target groups 

Different target groups can be identified for the new tourist product "The Tale of the Carpet" 

- families with children aged 5-10 years; student groups; young people aged19-27; young 

couples without children (aged 25-35 years); lovers of cultural and creative tourism in 

adulthood, travelling without children (aged 50-65 years); independent travellers, practising 

adventure tourism and others. 

The target group, which can serve as a basis and will be described in more detail, is for young 

people aged 19-27 with the following main characteristics: 

• Age: 19-27 years 

• Gender: 60% women, 40% men 

• Social status: students, working, single 

• Education: higher - completed or in the process of training 

• Place of residence: medium and large cities 

• Financial situation: medium to high income 

• Language: Bulgarian, Serbian, English 

• Interests: travel, outdoor sports and activities in nature, self-care, care for nature 

and the environment, learning about new cultures 

• Lifestyle: Love active lifestyle; active online, go out and share with friends; strive 

for career development; seek a balance between personal and professional life 

• Values: freedom, travel, friends, professional development 

• Preferred communication channels: Facebook, Instagram, WhatsApp, Twitter, 

YouTube, Google Business, Pinterest, Snapchat, Wechat 

• Travel organisation: individual tourists plan their trips through online research 

and consultation with friends and family and recommend trips by posting on 

social media and specialised sites. They are active in the global network and use 

electronic services, new technologies (mobile). 

• Preferred content: travel information, traditional dishes, music, fascinating facts 



• Motivation: emotionally connected with Bulgaria or Serbia tourists (emigrants 

living abroad), appreciating the offer of cultural and historical landmarks, natural 

resources and other experiences and authentic events, as well as tourists-

explorers, lovers of little-known destinations. Tourists with interest in the region 

and the proximity of the respective municipality, and the opportunities for 

tourism that are offered in its area 

• Transit tourists from neighbouring countries, as well as travelling for other 

purposes in the region, but with time to visit cultural, historical and natural sites 

• Tourist groups with educational orientation and interest in volunteering activities 

• Individual tourists who create their personalised tourist product, which they 

prepare thoroughly over time. It includes small groups of friends who combine 

their tourist experience 

• Weekend tourists travelling outside the active seasons, which would combine 

several forms of tourism 

• Local people who are looking for rest during the weekend and are curious to get 

to know the region 

• Actively looking for tourists, flexible in their choice and with their own opinion, 

organising their trip themselves and willing to combine several types of tourism, 

travelling with a short stay, but more often and year-round. Tourists seek to meet 

additional needs with higher educational qualifications and intellectual level with 

the demand for additional products in various types of tourism. 

What do they look for in a trip - Authenticity and wildlife. Tourists do not want mass 

tourist landmarks, attractions, hotels and restaurants. They are looking for something more 

real, more natural, part of life. That is why they are looking for contact with the local culture 

and the inhabitants of a place and direct contact with the environment and natural resources. 

They want to immerse themselves in the life and work of the community. They travel with 

friends or organise their trip independently. They often travel and for a short time. 

3.3. User journey 

User journey describes the path of the successive steps and relations that a user goes through 

when interacting with a company, product and/or service. The user, in this case, can be 

interpreted broadly - these can be customers, stakeholders, donors, sponsors and other groups 

whose user paths can be mapped and whose experience can then be planned, measured and 

managed. It involves several successive steps: 

Inspiration 

• Social media - shared photos and videos from friends, inspiring advertising content 

• Influencer marketing - following different personalities on social media 

• Email marketing - inspiring destinations, attractions and experiences presented in 

emails from travel bloggers, online media and others. 

• Blog articles 

Research 



• Opinions of relatives and friends 

• Online platforms for reservations and reviews with photos and appraisals from other 

tourists 

• Virtual tours 

• Google business 

Booking 

• Online reservations through the site of the accommodation or attraction 

• Through online platforms 

• Through social networks 

Experience 

• Social media - sharing content in their profiles on social networks 

After the trip 

• Reviews and ratings in Google business, social networks, etc. 

• Sharing content on social networks after the trip 

Using user journey to analyse  the consumer’s behaviour will help cross-border partners 

understand their tourists' steps and stages throughout the sales process, including after it. 

This approach provides two main advantages: 

• Allows museum workers to stay focused on tourists 

• Helps to facilitate every step of the process/experience for potential tourists. 

3.4 Activities in Chiprovtsi and Pirot, aimed at the target audience 

The main ones are related to carpet weaving but attracting the target group, others can be 

added: 

• Workshop on dyeing fabrics with natural materials 

• Carpet weaving workshop with the opportunity to weave an own souvenir for 

memory 

• Chiprovtsi Carpet Festival 

• Festivals in and around Pirot - Festival of Stara Planina dishes, Festival of cheese and 

yellow cheese, Fair of ironed sausages, International Folklore Festival, Music 

Festival Refreshment and others. 

• Culinary course for traditional local dishes (may include layered pie with traditional 

hand-rolled Chiprovtsi crusts, crushed peppers, etc.) 

• Workshop for production of Kraft beer (in " Chiprovsko beer" brewery) 

• Tasting of local wines 

• Excursions to natural landmarks and eco-trails (Deyanitsa eco-trail with Chiprovtsi 

Waterfall, Nishava River Canyon, Vlashka Gorge and Odorovats Gorge, Trite Chuki 

peak, Mishin Kamak Cave, Gradashnishko Gorge, etc.) 



• Craft workshops other than carpet weaving (pottery, ceramics, etc. in Pirot; craftsmen 

from neighbouring towns and municipalities can be attracted) 

• Participation in local traditions and customs related to national and religious holidays 

(Sirni Zagovezni, Christmas, Palm Sunday and St. Lazarus' Day, etc.) 

• Rafting on Nishava River or the canyon Vladikina Plate 

• Workshop for production of ironed sausage (in Pirot) 

• Cycling trips to natural, architectural and historical sites (can be organised with 

electric bicycles to make them more suitable for a wider audience) 

• Walk to Chiprovtsi Monastery (5 km) or visit the various temples of Chiprovtsi - 

Orthodox Church and Catholic Cathedral, as well as the Ossuary next to it. Visits to 

the History Museum - Chiprovtsi, to the ethnographic exposition - Katerina's house, 

to the Colorful fountain. 

3.5. Tourism product management 

The direct beneficiaries of "The Tale of the Carpet" project - the two museums in Chiprovtsi 

and Pirot, can promote the development of the created product through the project platforms 

- website and mobile application, Facebook page, by presenting the film product at mass 

events, by a distribution of brochures at specialised exhibitions, large forums, etc. 

In practice, the municipality and the tourist DMO structure (Destination Marketing 

Organization) are responsible for the destination's marketing. So the beneficiaries are 

dependent on the cooperation and assistance of municipal tourism organisations. In the city 

of Pirot, Republic of Serbia, these are the Municipality of Pirot and the Tourist Organization 

of Pirot. In the town of Chiprovtsi, Republic of Bulgaria, Chiprovtsi Municipality and the 

Tourist Information Center (TIC) - Chiprovtsi. 

The cooperation between the local government and the museum institutions determines the 

greater efficiency of the created product sustainability. However, at the museum and museum 

structure level, there are opportunities to maintain the product's life cycle. Among them are: 

• administration and management of the website by updating the information in it and 

adding new photos, events and invitations to participate in them to all users who have 

visited the site; 

• creation and implementation of a digital project strategy, which describes in detail 

the short-term as well as medium-term and long-term goals and follows the following 

steps: 

Creating a digital strategy in 4 steps: 

1) Creating buyer personas6 

2) Setting goals 

3) Choosing channels for communication and sales 

4) Setting a budget 

                                                           
6 Buyer personas is a semi-fictional, summary presentation of potential consumers of the new tourist product 

"The Tale of the Carpet", taking into account the demographic data, goals, motives and challenges they face. 



 planning and conducting advertising campaigns 

 support of Facebook pages with up-to-date information and photos presented in 

an exciting way 

 active presentation of the tourist product to the media, journalists, students 

Connecting the activities in Chiprovtsi and Pirot, that includes: 

• Single ticket for museums - When a tourist visits the museum in Pirot or Chiprovtsi, 

it should be valid for the other museum within the next 6 months 

• Discount code for workshops held in the partner city - After visiting a workshop in a 

town, visitors receive a discount code for workshops in the other city. They can be 

made stepwise, e.g. when visiting one workshop - 10% discount, when visiting two 

workshops - 15%, when visiting 3 workshops - 20%, when visiting 4 workshops - 

25%. The code can be sent to an email left by the tourist. 

• "The Tale of the Carpet" awards - Tourists who have participated in a minimum of 3 

workshops in one or both partner cities within 5 days receive a material prize related 

to the cross-border destination, which they can take with them and show to their 

relatives and friends or share about it online. It can be a souvenir related to carpet 

weaving, a bottle of local wine, a bottle of Kraft beer, ironed sausage, a picture "The 

Tale of the Carpet", and others. 

• Free workshops or other activities - when participating in 5 workshops/activities in 

one or both cities for a period of 1 year, tourists receive a voucher for a free workshop 

or other activity from a preliminary list of options to choose from. If all 5 workshops/ 

activities in which the tourist has participated are in one of the two cities, then the 

prize will be for a workshop/activity in the other city. If the 5 workshops/activities 

were in cities, then the free workshop/activity should be optional for which city the 

tourist prefers. The voucher will be valid for 6 months and can be used personally by 

the tourist who received it, as well as given to another person in order to multiply the 

effect of the marketing activities of the new tourism product. 

• Gift vouchers - Once a tourist has participated in at least one workshop or other 

activity from those offered above, there is an opportunity to purchase a gift voucher 

for yourself or a friend for a minimum of 2 selected workshops/activities, one in each 

city. To motivate tourists to decide to buy at the moment, they may be offered to buy 

a gift voucher at the moment with a 20% discount from the actual value or receive an 

email code for a 10% discount with a six-month validity for the purchase of a gift 

voucher if they can't decide at the moment to who they would like to give this type 

of experience. The idea of this type of gift vouchers is, while the tourist is immersed 

in the experience, to be motivated to ask to share it with his friends with similar 

interests who would like it. 

• Annual holidays of the two museums supported by the municipal structures and an 

invitation sent on behalf of the municipality for all events in the museum to the entire 

population of the municipality, neighbouring municipalities, twin cities, 

organisations, etc. 



• Display of all events organised by the museum in the municipality as part of the 

municipality's cultural calendar. 

• Invitations to participate in the events from museums to local schools, community 

centres, universities with the application of email marketing. 

 

4. EXAMPLE PROGRAM FOR CREATIVE TOURISM 

The sample three-day program is aimed at the target group described above (young people, 

aged 19-27 years) and includes one night in each partner city, regardless of whether tourists 

will visit Chiprovtsi first or Pirot first. 

Chiprovtsi: 

Since the central theme of the tourism product "The Tale of the Carpet" is carpet weaving 

and related traditions and beliefs, the main activities in the program are related to carpet 

weaving. In addition, accompanying activities are planned, including a visit to Chiprovtsi 

Beer Brewery, with the opportunity to participate in a workshop for the production of Kraft 

beer on-site at the brewery. In addition to the supplementary activities aimed at getting to 

know and participating in the local way of life and culture, a short culinary course for 

traditional local dishes is planned, during which tourists will be able to prepare a pie with 

their choice of traditional hand-made Chiprovtsi crusts, mashed peppers or another 

traditional dish for the area. 

The main activities related to carpet weaving begin with a visit to a local sheep farm, where 

tourists can get acquainted with the way animals are raised and learn more about their 

shearing in connection with the extraction of the wool from which the carpets are made. 

It is followed by participation in a workshop on recognising various herbs and plants used 

for natural dyeing materials, led by local craftsmen. During the acquaintance with the 

different properties of plants, tourists are introduced to the symbolism of each colour, and 

then get acquainted with the prominent figures and symbols used in the manufacture of 

Chiprovtsi carpets, their meaning and related beliefs, which are passed down from generation 

to generation. Tourists have the opportunity to dye fabrics in colours of their choice with the 

help of the plants already considered. 

While still immersed in the magic of carpet weaving, tourists are transported to the essence 

of this traditional craft for Chiprovtsi. They can take part in carpet weaving and make a 

souvenir for themselves, for keepsake or giving to a friend. While making their souvenir, 

participants have the opportunity to put into practice what they learned in the previous 

workshop, choosing which colours to use and the figures and symbols they want to include, 

according to the meaning they want to give to their work. 

The program in Chiprovtsi ends with the presentation of the made souvenirs, their "naming" 

by each newly trained artist and the distribution of certificates for participation. 



During their stay in Chiprovtsi, guests can enrich their stay with a diverse cultural and 

culinary program, including a visit to the Chiprovtsi and Lopushanski Monasteries, the 

church "St. Trinity" in the village of Beli Mel, as well as to enjoy a tasting of home-made 

jam and bakery products in the village of Prevala. During the warmer months of the year, a 

picnic can be arranged with a walk to the "Yavor" hut and Gushov Monastery to enjoy the 

natural resources and beautiful landscapes of the area. 

Pirot: 

The main activities in Pirot are also related to carpet weaving, and the accompanying ones 

include participation in a workshop for ironed sausage as a traditional and specific speciality 

for Pirot. In addition to tasting the sausage, tourists will be able to participate in its 

production. There is also a craft workshop of the participant's choice, such as ceramics, 

pottery or other workshops, so that tourists can feel and immerse themselves even more 

deeply in the spirit of local life. 

Getting acquainted with the secrets of making Pirot carpets begins with a visit to a local 

sheep farm, where tourists will get acquainted with the traditional breeds of the region, from 

which wool is extracted, with their breeding and shearing. They are then taken to the Museum 

of Ponishavieto, where museum staff and local artisans reveal the symbolism of the figures 

used in making the carpets and take them to a fabric dyeing workshop, which introduces 

them to the basic colours used and their meaning. 

The heart of the program in Pirot is the participation in the carpet making workshop. Tourists 

will be able to touch the traditions, and subtleties passed down from generation to generation 

in the weaving of Pirot carpets and make a souvenir that will remain a memory of the 

experience. Applying in practice what they learned from the previous workshop, they will 

choose the colours and shapes to include, and finally, they will "call" their works for health 

and luck. 

The program ends with the presentation of the made souvenirs and the distribution of 

certificates to each participant. 

Pirot can offer fans of the carpet tradition an interesting cultural program that can be easily 

combined with carpet weaving. Throughout the year, guests of the city can combine their 

visit to the Museum of Ponishavieto, - Pirot, with the Orthodox churches in Pirot "Nativity 

of Christ" and " Assumption of the Virgin ", "Kaleto" fortress, as well as sites outside Pirot, 

which can be reached by car for a short time (from 15 minutes to 30 minutes) - these are the 

Christian monasteries Temski Monastery, Poganovski Monastery, Sukovski Monastery. The 

Pirot market is also open all year round, where guests can buy cheese and yellow cheese, 

ironed sausages and other local dishes typical of the region from the local delicacies. For 

fans of culinary tours, the village of Temska near Pirot offers just such local delicacies and 

dishes. A walk or picnic by the Nishava River can also be part of exploring Pirot, but only 

during the summer and autumn seasons. In the summer, the gorge near Vladikina Plocha is 

also accessible - two hours away in the mountains of Pirot, where rafting competitions are 



held in August. Individual events can also be combined with the cultural program of Pirot - 

a visit to Pirot during the International Folklore Festival or the music festival "Refreshment". 

Based on the given an example, the tourism product can be developed while the 

accompanying products can be further developed, as well as the separate programs for the 

other target groups of tourists with the respective specifics and peculiarities. 

  



III. MARKETING PLAN FOR SUSTAINABLE TOURISM DEVELOPMENT 

AND TOURISM PRODUCT MANAGEMENT IN THE CROSS-BORDER 

AREA 

 

The marketing plan for sustainable development of tourism and management of the tourism 

product in the cross-border area is medium-term and includes the 2021-2025 period (the year 

of implementation of the planned activities under the project "The Tale of the Carpet" and 

the monitoring period) and includes several main areas: 

1) organisation and management of the cross-border area Chiprovtsi-Pirot as a single 

tourism destination; 

2) creation of a complete product range aimed at creative tourists; 

3) improvement of the material facilities, the functioning of the tourist sites and the 

accessibility of the environment; 

4) creation of a tourist brand of the destination; 

5) marketing and advertising. 

 

1. ORGANISATION AND MANAGEMENT OF THE TOURIST DESTINATION 

CHIPROVTSI-PIROT 

1.1. Creation of a new DMO structure is a marketing organisation for tourism 

development in the destination, which has a representative office in Chiprovtsi and Pirot. 

Each of the two representations should function with two main tasks: 

  - to take over the function for categorisation of tourist sites; 

-to develop the destination's marketing activities, promote the tourism product, and 

support the tourist business in attracting more tourists and extending their stay in the 

destination. 

The headquarters of DMO can be located in the Tourist Information Center (TIC) of 

Chiprovtsi and the Tourist Organization of Pirot and have a mission to discover and meet the 

information needs of potential and actual visitors in the cross-border area, making them loyal 

tourists to the destination. It will ensure the offer of high-quality tourism information services 

and warm hospitality to visitors. 

The local municipal DMO structures have a marketing function, and the support of the 

project's sustainable development largely depends on them. Therefore, an alternative to 

creating a new DMO structure, which unites the cross-border region and requires and 

includes institutional support, is the more active assistance of the existing DMO structure in 

Pirot and the municipality's support and TIC in Chiprovtsi. The leading players in the tourism 

development of the two municipalities to support marketing are the municipal DMO 

structures, on whose marketing support the sustainable development of the project activities 

and all products of the tourist offer depend on. Along with the museums-beneficiaries of the 



project, other players in the field of tourism also create and offer tourism products and thus 

enrich the offer of the destination. These are hoteliers, tour operators, and owners of 

attractions, other cultural structures such as other museums or galleries. 

1.2. Organisation and management 

The marketing organisation for tourism development in the destination should partner with 

the management of the two museums supporting their activities; with local authorities as well 

as other stakeholders, including: 

• our operators from Bulgaria and Serbia, offering various tourist packages; 

• specialised European tour operators, offering outbound tourism in little-known 

destinations; 

• tour operators organising student trips and routes; 

• tour operators, organising cultural-cognitive and pilgrimage trips for tourists of the 

third age; 

• Bulgarian and Serbian travel agents offer different travel services, including within 

the cross-border area: hotel reservations, conference and sports events, tour guide 

services, team building, tourist animation, etc.  

• mayors of neighbouring municipalities with interest in offering a regional tourism 

product; 

• scientific and cultural institutions (historical, ethnographic and archaeological 

museums; community centres, cultural centres) 

• institutions for the management of the cultural and historical heritage (museums, 

municipalities, cultural institutes); 

• educational institutions (schools, colleges and universities) with a profile focused on 

cultural heritage and tourism; 

• small and medium enterprises in hotels and restaurants, offering additional services 

(sports and adventure: horseback riding, rafting, kayaking, cycling, etc. tour guide 

services, tourist animation, etc.); 

• tourist information centres in the region; 

• consulting companies and non-governmental organisations; 

• local establishments and associations (folklore, craft, sports, tourist associations, 

interest clubs, etc.); 

• artists, craftsmen, prominent scientists, teachers, entrepreneurs. 

1.3. Communication Policy 

The work of DMO in the field of PR communications and the attraction of the primary and 

secondary target groups should be aimed mainly at generating more significant publicity in 

the regional and national media and active use of its own communication channels: 

• Creating partnerships with the media; 

• Creating partnerships with leading bloggers, vloggers and influencers in the online 

space; 

• Positioning the new tourist product of the cross-border area in the local media; 



• Generating important information occasions such as the Carpet Festival in 

Chiprovtsi, the Days of Chiprovtsi in Pirot and others. 

• Active use of the own online platforms of the two museums, as well as the 

municipalities of Chiprovtsi and Pirot to promote the site and its content: official sites 

and Facebook pages, other Facebook pages promoting the two areas, etc., by placing 

banners, quick links and sharing news and events. 

• Creating pages and profiles in social networks and media of "The Tale of the Carpet", 

to which there should be a link from the site and which after the completion of the 

project to be administered by the employees of the two museums. 

1.4. Media planning 

In practical terms, the first step is to develop an up-to-date media list and create personal 

relationships with the representatives of the selected media: 

• Truly. timely and accurately to inform the media before and after key events in both 

municipalities; 

• Sending press releases only on important information occasions.  

• One of the main long-term actions is for the museums' directors and mayors of the 

municipalities and the opinion leaders of the local public, and the ambassadors - 

representatives of the interested parties, to include the topic of "The Carpet Tale" in 

all their public appearances. In the press releases, it is obligatory to add a link to the 

site. 

The promotion of the key events advertised through the various marketing tools includes a 

mix of PR and advertising activities before, during and after the event, which is developed 

in detail in the methodological guidance of the project. 

 

2. CREATION OF A PRODUCT RANGE FOR THE CREATIVE TOURIST 

The diverse natural conditions and resources allow the development of a competitive and 

unique year-round tourist product if marketing efforts are made to stimulate tourism 

development. There are enough attractions and thematic products related to the destination's 

identity. 

2.1. Tourism products related to carpet traditions 

The tradition of carpet weaving, as concluded in the SWOT analysis, is a source of topics 

and specialised knowledge that can be derived in individual tourist products - cultural route 

on the topics "The Tale of the Carpet", "The Way of the Carpet in Time"; "Cultural traditions 

through the eyes of carpet weaving". 

2.2. Tourist products related to the symbolism of carpets 

The symbolism of carpet weaving will also be developed in a particular product, "The Tale 

of the Carpet", and derivative names, as described in the sample route in the present concept. 



It is important to take advantage of the opportunities to recreate elements - archaic symbols 

to be woven on different fabrics (ornaments, decorations), to be included in children's play 

products - colouring books, puzzles, etc., as done currently in the Chiprovtsi Historical 

Museum, but for the entire cross-border area. 

2.3. Travel products related to dyeing 

Dyeing is offered as a product in Chiprovtsi - a live exhibition of dye plants has been created, 

and dyeing training is offered at the History Museum - Chiprovtsi, which can be expanded 

in the product offering. A similar good practice can be applied in Pirot. This colouring 

technique is a separate competitive element of a future tourist product, as it distinguishes the 

carpet traditions unique harmony between colours, with a long tradition of using natural dyes 

(compared to modern colouring with aniline dyes), with knowledge of plants and their 

elements - all acquired from the nature of Chiprovtsi, with knowledge of creating over 500 

shades of colours, with the specifics and technology of dyeing, as well as with the particulars 

of breeding certain breeds of sheep, whose wool is suitable for making carpets. This element 

of the region's cultural heritage is highly competitive globally. 

2.4. Tourist products related to tangible heritage 

The preserved artefacts are a valuable resource for more future products of the destination, 

related to the cultural and historical heritage. The legends also have a rich potential for 

developing various products - cultural routes "In the footsteps of ...", historical 

reconstructions, the re-creation of traditional customs, plots of dramatic productions, 

children's books, etc. The fact is that these legends excite the guests of the destination, but 

they do not have such attractive power as the world-famous carpet tradition. Thus, these 

legends can be a complementary element in the rich palette of products that the local tourist 

resource allows to be created. 

2.5. Innovative travel products - Wiki Towns 

Media coverage of cultural events, including social networks Facebook, Twitter, Trip 

Advisor, LinkedIn, etc., and the electronic encyclopedia Wikipedia, have important 

marketing significance for product positioning. The creation of Wikipedia cities, including 

in-depth articles on tourist sites, celebrities and significant events and the placement of 

signposts with QR codes, which scanned by smartphone and i-phone, lead to the relevant 

articles in the electronic encyclopedia, is a good world practice over 120 cities worldwide. 

 2.6. Development of the souvenir industry 

The souvenir industry also has the potential to be developed using the good practices of the 

History Museum - Chiprovtsi within the entire cross-border region, namely: to be developed 

in the local production of clothing or products (bags, purses, towels, mesals, etc. .) with the 

corresponding symbol as part of the new cross-border tourism product. 

2.7. Diversification of the tourism product 



The high competitiveness of the product is essential for the sustainable development of 

tourism in the cross-border region by providing accompanying experiences related to the 

practice of various forms of alternative tourism: 

• opportunities for mountain and route-cognitive tourism; 

• opportunities for ecotourism - observation of wild flora and fauna in their natural 

environment, nature tourism in protected areas, bird-watching, botanical tourism; 

• opportunities for adventure and extreme tourism: road and mountain biking, 

horseback riding, rafting, rock climbing, speleotourism, etc. 

• opportunities for cultural-historical, religious and culinary tourism; 

• opportunities for educational and volunteer tourism. 

 

3. IMPROVING THE MATERIAL FACILITIES AND THE ACCESSIBILITY OF 

THE ENVIRONMENT 

3.1. The improvement of the material facilities covers several directions: 

- improving the general infrastructure: street lighting, roads, alley network, 

availability of sufficient parking lots and public toilets; 

- improving the accessibility to the tourist sites, taking into account the working hours 

with the possibilities of the potential and real tourists, improving their functioning; 

- construction, modernisation and improvement of the specialised infrastructure: 

tourist routes and eco-trails (including information security), tourist sites for 

accommodation, meals and entertainment, sports facilities, etc. 

- construction of tourist attractions related to the carpet traditions and historical 

memory of the destination, which provoke exciting experiences for the destination's 

guests; 

- providing information boards and visual communication is exceptionally 

convenient for the guests of the destination and essential for their easy and fast 

orientation. 

These and other infrastructural improvements are possible only in cooperation with the local 

authorities and the use of opportunities to attract external funding for projects and programs. 

3.2. Improving the functioning of tourist sites 

- optimising and synchronising the working hours of the tourist sites in the destination 

and encouraging tourists to visit by offering combined tickets; 

- diversification of the offered goods and services; 

- offering information materials and services in different languages, including 

through modern technologies: audio guides, multimedia products, etc. 



 

4. CREATING A TOURIST BRAND OF THE DESTINATION 

The destination's cultural, historical, and natural heritage make it possible to trace the entire 

production cycle of the carpet, which is the strongest message of the destination and is an 

element competitive globally. The skill of weaving Chiprovtsi carpets is recognised as part 

of the intangible cultural heritage of UNESCO, i.e. it is unique. In this sense, it is extremely 

easy, according to the methodology of Dimitrova (2016), for brand building - an innovative 

approach to building and managing a brand of a tourism destination, to create a brand with 

the slogan of "The Tale of the Carpet" for two reasons. The first is that the brand represents 

identity and reputation, and the destination's identity is clear - it is a place of heirs to famous 

carpet traditions. The second reason is that the brand runs like a red thread through all 

products and messages of the destination. Chiprovtsi and Pirot are among the rare examples 

in which marketing is supported even by the product - ancient traditions are preserved here. 

It is enough to support and promote; here, this red thread is perceptible, i.e. the connection 

between the products is clear, leading to the creation of the famous carpets. The first step in 

creating a brand is a detailed study of the region's resources. The displayed elements are 

critically weighted in value compared to the world's achievements/resources /similar natural 

attractions. Attractions in the world are typical (found almost everywhere), rare (identical in 

other destinations, although rare) and unique (the only ones in the world) with the highest 

attraction. 

Creating a tourist brand of the destination is an integral part of the modern tourism system 

and a major carrier of the destination's competitiveness. A basic brand story and filming it in 

different duration and quality film products - one of the whole story - about 7 minutes of film 

in HD quality, as well as in mp4 version; two additional products - additions to the leading 

brand history - film versions of the second and third brand element have been created. They 

are up to 3 minutes long and again in different quality final versions for their application in 

TV and YouTube channels. 

The essence of the communication and advertising identity is not how the municipality and 

the region are perceived, but what image will be created and positioned in people's minds 

and how it will continue to intrigue and attract their interest. In practice, bringing a brand to 

the tourism destination Chiprovtsi and Priot will set the sequence of activities and synergistic 

tone of communication. 

The brand aims to: 

- the destination to be distinctive and recognisable; 

- to be associated with certain symbols; 

- to carry the specifics that distinguish it from all other tourism destinations; 

- to unite with one message and vision the product of the destination and to make 

more successful the promotion of the opportunities for tourism in the cross-border 

region; 

- to give context to potential guests for each of the tourist attractions. 



 

The main goals include: 

• The audience should be acquainted with the opportunities for tourism in the cross-

border area, as well as the opportunities it offers for a tourist experience and everyone 

to discover the advantages that make it attractive for their personally; 

• To present in a fascinating and attractive way the carpet traditions and opportunities 

for full experiences and practice of various forms of alternative tourism in the area: 

cultural-cognitive and religious, culinary, adventure and extreme, ecological, rural 

and agricultural, festival (event), sports, etc. 

• To achieve recognition and popularity of the new tourism product "The Tale of the 

Carpet"; 

• To present a synergistic image of the tourism destination on both sides of the border, 

united in a single tourist brand; 

• To prepare a proposal for promoting the site and presence in social networks and 

media through different types of content, which should be interactive, informative, 

and containing enough information about carpet weaving and tourism opportunities 

and provide the required information for a trip service. 

The key messages should be related to the distinctive and recognisable by the audiences and 

the local population symbols of Chiprovtsi and Pirot, while also related to the symbolism of 

the colours and figures woven into the famous carpets. The messages should provoke 

patriotism, curiosity, interest and an adventurous spirit in tourist explorers, stimulating 

interest in exploring this unpopular tourism destination, a glorious past, authentic traditions, 

cultural and natural treasures and values. 

 

5. MARKETING AND ADVERTISING OF THE TOURISM DESTINATION 

The marketing of the new tourism product and the opportunities for sustainable development 

of the cross-border region as an attractive tourism destination require complex and 

purposeful efforts. 

5.1. Print ad 

Creation of quality printed advertising and information materials for the destination, related 

to a shared brand vision and message (familiar image brochure and thematic, creation of a 

tourist map of the destination): 

- writing the text and assigning the advertising materials; 

-collecting photographic material; 



-developing the design of advertising and information materials of the tourist 

destination, pouring and printing the materials. 

The concept of a pilot brochure for the region includes: 

Front cover - formatting and visualisation, according to EU requirements. Photo material: 6 

vertical photos from Chiprovtsi and Pirot with the same size on the topic of history, nature, 

ethnography from both municipalities. 

Back cover - information and photo material for the museums, including images of the 

museums and carpets of the two cities. 

Second and third page - "The Tale of the Carpet" 

A short, captivating text about carpet traditions, photo material with an emphasis on carpets 

and the Carpet Festival. Mandatory visual presence should be assigned to the brand 

personality - the carper weaver from Chiprovtsi and the carper weaver from Pirot, who 

proudly shows how she writes with her hands' messages on her vertical loom - her rugs are 

her life, she dedicates us to knowledge inherited from her ancestors, she sends us her life-

giving energy. The colourful "storytellers" are dressed in the costumes of their region, 

dressed up, decorated with a flower, and the frame is a mirror - one page is occupied by the 

Chiprovtsi woman, the other - the Pirot girl to present their carpet traditions. In order to be 

consistent in the messages, the brochure will visually present the same young women who 

will be filmed in the video of the same project. 

Fourth and fifth page - tourist map of the two destinations - on page 4 a tourist map of 

Chiprovtsi municipality, on page 5 – a tourist map of Pirot municipality. The two museums 

and the most attractive tourist sites that can be visited by the guests of the cross-border area 

will be attractively visualised on the maps. 

Sixth and seventh page – the design is the same as it of the second and third page, but with 

information about Chiprovtsi and Pirot, a panoramic photo of the two destinations, 

information about accommodation, meals, entertainment, craft workshops and tourist 

attractions. 

According to a specially developed work card, the photography will be performed according 

to pre-approved parameters, and the maps will be made according to a design previously 

agreed with the three partners. 

Other types of printed materials that should be developed at the next stage are tourist maps, 

guidebooks, leaflets for key events, stickers. For this purpose, it is necessary to generate a 

bank of photos, which present the destination's sights. 

The distribution of the printed materials can be done on-site in the two museums, TIC, and 

participation in national and international tourism fairs and exhibitions. 

 



 

5.2. Organising expedition tours 

Study trips for journalists, influencers, guidebooks authors, bloggers, vloggers, writing about 

tourism from print and electronic media, make sense only in promising markets - Central 

Europe, media from neighbouring countries - Northern Macedonia, Romania, Turkey, 

Greece, Croatia, Bosnia and Herzegovina. It is necessary to cover their costs for airport taxes, 

domestic transport, food and a guide who knows well the peculiarities of the destination and 

its history, flora and birds. 

To test the new tourist product "The Tale of the Carpet", a pilot three-day tour will be held 

under the project, including the participation of tour operators and media from the cross-

border region. Based on a survey of the participants' opinions on the sightseeing trip in the 

availability of budget funds, alternative, more extensive proposals can be developed, which 

will be organised at a later stage in the 5-year period. 

5.3. Event events 

Developing the diversity of cultural events of the two municipalities - Chiprovtsi and Pirot, 

maintaining the tradition of all events held so far. Further developing the created cultural 

calendar of the new tourist destination of the cross-border region. Only the events that would 

be of interest to tourists will be presented to external audiences. 

5.4. Outdoor advertising 

Outdoor advertising - billboards of Chiprovtsi municipality and Pirot municipality, banners 

and posters at the sites of the municipality and partners, and events in both municipalities. 

Placing billboards or flyers at the destination if funds are available, can be carried out on 

important roads: Sofia Airport - Sofia centre; Nis Airport - the centre of Nis, at the exit of 

Sofia to the main roads for Northwestern Bulgaria; on the highways Sofia - Kalotina and 

Pirot - Nis; on buildings in the central part of Sofia, Pirot and Nis with high visibility to 

pedestrian arteries. 

5.5. Online advertising 

Investing in Internet advertising is an excellent way to reach many people in a short time and 

can be done by the municipalities of Chiprovtsi and Pirot with their resources. 

Display advertising provides good opportunities to raise brand awareness and promote the 

content of the tourist site. It is vital that the site is fully ready and meets the expectations 

created by the banners. Local online media provide a good opportunity for display 

advertising. 

Keyword advertising (Google AdWords) - positions the destination among relevant 

suggestions for users who have already decided that they want to travel, explore, and relax. 



Advertising on social networks - the main advantages of advertising campaigns on 

Facebook is that they allow specific targeting and the ability for in-depth analysis of the 

results regardless of the budget size. As a type, social media advertising is a display 

advertisement - it positions a visual (in most cases) message in the environment in which 

users are and provokes them to consider an idea. This type of advertising should evoke 

emotion. 

General guidelines for creating and impacting the tourist site and promoting carpet 

weaving and the cross-border area as a tourist destination. 

The modern tourist is looking for information about where, how, when, and how much a trip 

will cost them. For a tourist site or a cluster of sites to be popular, it is necessary to have a 

strong, impressive, informative and up-to-date online presence. The most basic and 

significant part of this online presence in tourism is the website. As a person and the most 

visible communication channel, the website must meet modern technological, graphic and 

content requirements and trends. 

The main goal of the tourist site of the cross-border area is to act as a tool for achieving the 

goals of the municipalities of Chiprovtsi and Pirot in tourism and the tasks of the two 

museums to market the carpet traditions and cultural heritage of the region. The site should 

be intuitive and easy to use, accessible and functional by all types of devices and provide 

detailed information about all tourist attractions, services and experiences in the region, their 

accessibility, specifics and foremost advantages. The site must meet the following criteria: 

• Accessibility – an accessible domain, such as - http://carpet-tale.eu and others. 

• Easy navigation - simplified navigation, structuring, which helps to acquaint the user 

with the basic information about the tourist sites and to create effectiveness in its use. 

• Up-to-date site structure helps for a more precise visual perception of the information 

and allows for better information. 

• Content that will keep the user longer on the site and will provoke him to share it on 

social networks. Possibility to upload video content, as well as files - a tourist 

brochure, electronic materials (maps, guides, public transport schedules, etc.). 

• Connection with social networks and institutional sites of the History Museum - 

Chiprovtsi, Museum of Ponishavieto - Pirot, Chiprovtsi Municipality and Pirot 

Municipality. 

• Bulgarian, Serbian and English versions. 

• Opportunity for tourists to upload their travelogues, photos and videos, after approval 

by an administrator/moderator, thus creating an interactive connection with users. 

• Opportunity to book a craft workshop in the History Museum - Chiprovtsi or the 

Museum of Ponishavieto - Pirot. Inquiry forms with recapcha included. 

• Implementation of FB pixel and Google Analytics; 

• Infrastructure maintenance/Hosting and support offered for a year after the expiration 

of the contract; 

• The ownership of the site belongs to the assignor, and the host can be transferred to 

it at any time; 



• Types of pages: text, with visions of carpets, online request, contacts; 

• Installation of SSL certificate for GDPR compatibility; 

• Ability to attach a pdf file; 

• Navigation menu; 

• News / Blog section; 

• SEO module; 

• Facebook / Instagram Feed; 

• Adding maps (Google Maps) of both museums and possibly links to review sites. 

The primary objective of the new tourist site will be to bring out a shared vision for the 

main tourist product, "The Tale of the Carpet", and structure the basis for building a 

sustainable brand of the cross-border region. 

In this regard, we will pay attention to the main characteristics and architecture of the brand, 

which must be embedded in its construction and the sequence and synergistic tone of the 

individual elements that will be integrated into the site. 

When choosing a common communication concept for building the site, we were guided by 

the following main goals: 

- the individual elements to be distinctive and recognisable; 

- to be mutually connected and with certain symbols; 

- to be bearers of characteristics directly related to the carpet traditions on both sides 

of the border, the tangible and intangible cultural heritage, as well as the natural 

resources; 

- to help more successfully promote tourism opportunities in the cross-border area; 

- to communicate everything necessary for a tourist trip to their audiences. 

The proposed concept for creating a website with a familiar tourist brand aims in general: 

• its popularisation and reaching the target groups; 

• to be recognised, accepted and promoted by local communities; 

• to be consistent with the effectiveness of marketing and advertising communications. 

It is assumed that the essence of the communication and advertising identity is how the tourist 

product and the region is perceived, what is the image of positioning in the minds of people. 

The background of the site should be in white, and for greater visibility, recognizability 

and imposing a positive mood, we suggest using bright and saturated colours in the blue and 

red range, complemented by earthy shades in the green-brown range, as well as to use 

familiar and thematic motifs similar to the framework of the banners proposed under the 

project. 

The font used should be non-serif, easy to read to avoid formats that lead to confusion of 

letters. The font should facilitate the perception of texts in people with visual impairment 

and a mild form of dyslexia. Using a single font for the site and printed information materials 

will create a common thread and way of perceiving the information. 



Basic guidelines: 

• Simplified navigation with as few pages as possible on the main menu. The pages 

should be organised into subcategories with a scroll in one page, which contains a 

link to the end pages. 

• Focus on the visual content - attractive photos that realistically demonstrate their 

objects; 

• Central place on the site to take the 7-minute video, which tells the "Tale of the 

Carpet"; 

• Short articles about tourist sites with information about their accessibility, type of 

experience, opportunities to combine with other attractions, distance from the 

municipal centre and other key sites; 

• Complete list of working places for accommodation and meals, craft workshops and 

attractions + contacts, location, accessibility, distance from the municipal centre and 

other key sites, included services, prices, etc. 

• Map of the region with marked attractions and services on the home page of the site 

- easily visible and accessible; 

• Posting information about services indirectly related to tourism - public transport, 

pharmacies, health facilities, banks and currency exchange, beauty salons, shopping 

malls, shopping centres, etc. 

Site promotion: 

• Investment by the municipalities of Chiprovtsi and Pirot in the SEO of the site should 

be easily found by keywords in search engines and excellent Google indexing. In this 

way, the sustainability of the project over time will be achieved. 

• With campaigns on social networks; 

• Banner advertising on the websites of municipalities and museums; 

• On brochures, flyers and tourist materials; 

• At cultural and sports events supported by the Municipality of Chiprovtsi and the 

Municipality of Pirot; 

Obtaining statistical information about the interest in the site and destination by 

connecting the site with Google Analytics 

By connecting the site with Google Analytics, we have a tool for reporting and tracking 

interest in: 

- products offered on the site by reporting the number of clicks; 

- feedback on the number of visits to the site, on the nationality of the visitors, on 

their choice of products we offer (by taking into account the clicks on a particular 

product), on their age (through their social media profiles with which they enter the 

site) ; 

- opportunity to analyse the dynamics of site visits; 



- opportunity to know tourists from which destinations are interested in our product, 

and thus we can strengthen the advertising presence in this market to encourage 

consumer interest there and encourage them to buy a product - a visit to the 

destination, for example, a visit to a museum or festival, etc. 

-The collected statistical information will allow us to control the site - sections to 

focus on and add more information, photos, etc. 

A good opportunity is to stake on the site and determine keywords by which search engines 

link thousands of users to certain sites. It provides easier and faster access for thousands of 

users to what they are interested in. 

E. Online communications 

Online communications are essential for the effective enforcement of tourist destinations and 

are the easiest and most accessible way to reach the target groups. Online communications 

mainly depend on the activity of supporting controlled communication channels, such as 

official websites and social media profiles, and maintaining an exciting and attractive travel 

blog. In this regard, having only a modern and user-oriented webpage is not enough. The site 

that will be created should be linked to active participation in social networks. 

 Social media 

Social networks are one of the main reference points for information and a source of 

recommendations among users regarding discovering and exploring tourist attractions and 

experiences. Social networks make it possible to demonstrate in a definite way how "alive" 

and active a given object/service is. Thanks to social networks, we can count on references 

and transfer of authority from the people who visit the tourist sites or events of the 

municipality. Social networks are also a tool, a channel for promoting trends and reaching 

users "by word of mouth". 

It is important to keep in mind that they are also a quick channel for spreading negative 

feedback. The management of communication channels in social networks, as well as the 

overall management of the online reputation of the brand, requires a high level of 

understanding of the needs and motivation of the user, empathy and the ability to minimise 

the negative effect of an unpleasant experience with a compensatory good attitude or even 

the possibility of real compensation. 

Who and why? 

Facebook is a universal communication channel that provides plenty of opportunities to 

communicate service products with a mix of content types that allow users to create a multi-

layered and realistic expectation of what they will receive. In addition, Facebook offers 

opportunities to build communities to exchange experiences and information and share them 

quickly and easily with a broader audience. It is a universal platform used by a considerable 

percentage of users (more than 3 million Bulgarians). We recommend active use. 



TripAdvisor is a specialised social platform for sharing experiences and tips for travel 

experiences. It is used mainly by foreign tourists. It has an extremely high level of trust. It 

does not require a lot of daily resources, but rather a one-time boost to create information 

about sites and services and support in case of changes in circumstances or received feedback 

from tourists. We recommend active use - creating pages for sites visited by foreign tourists, 

sites and services for transit tourists, etc. It is important to encourage local entrepreneurs to 

create TripAdvisor accounts. When creating an account, they can also ask for a free sticker 

to stick on their site entrance and thus demonstrate that they are active and enjoy the trust of 

the world-renowned brand. 

Instagram is a suitable platform for sharing attractive visual content but requires a high-

quality resource and does not offer many opportunities for direct targeting and exchanging 

information to motivate the user to action (purchase or visit). We recommend promoting user 

activity on the web by promoting hashtags on Facebook, for example. 

Youtube is a convenient platform that provides its users with services for storing, delivering 

and displaying video. YouTube has become the most popular video hosting service and the 

second most visited site in the world, attracting an audience primarily of users between the 

ages of 14 - 38 who upload, view, share, add to favourites, comment on videos, and subscribe 

to other users' videos and channels. 

Foursquare is gaining more and more popularity as an opportunity to add geo-locations. 

This is easy, does not require a significant amount of time and can be done by any user. 
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APPENDIX 1. INFORMATION SELECTION FORM 

 

for gathering preliminary information under the project "The Tale of the Carpet: Creation 

and Initial Marketing of a New Cross-Border Tourist Product Connecting the Regions of 

Pirot and Chiprovtsi through their Shared Carpet Traditions". 

 

In the columns of the tables on the left, points are divided into what the information should 

be for, and in the columns on the right, there are instructions on what exactly is required to 

be collected as detailed information. When gathering information, it is not necessary to enter 

it in a table, but to arrange it in points in free text in a structured way. The tables are for the 

convenience of the partners and a guide to where they need to get what. 

Example: 

I. General information about destination Chiprovtsi / Pirot 

1. Description 

.................................................. .................................................. ......... (text) 

2. Historical development 

.................................................. .................................................. ......... (text) 

etc. 

 

On each point, not more than 1 page of text in your language and not less than half a page! 

The information will be used to prepare a study of the carpet traditions and tourist potential 

of the cross-border area, to prepare a SWOT analysis, as well as in the preparation of the 

marketing plan, website, mobile application and brochure, and part of it can be used for 

audio guide talks. 

 

I. General information about the destination 

1. Brief description of the destination Location, transport accessibility, settlements, 

natural and cultural landmarks. 

2. Historical development of the 

destination 

A brief description of the historical 

development during the different periods. 

Notable personalities related to the history of 

the area. 

3. Economic and demographic 

characteristics 

Which economic branches are developed (for 

example: electronics, trade, agriculture ...), 

population (number, composition ...), etc. you 

can write what schools and community centres 

there are in the municipality. 

4. Stories and legends related to the 

destination 

Interesting historical facts and/or legends that 

may be of interest to tourists. In short, to make 

the point clear. If necessary, they will be 

further developed. 



It is good to write about 1 page at each point. 

 

II. Natural tourist resources 

1. Forms of relief Interesting rock formations, caves, canyons, 

peaks and more. 

2. Climate Climatic characteristics: average summer and 

winter temperatures, precipitation, winds, 

sunshine (average number of sunny and days 

per year), etc. 

3. Water What reservoirs are there: rivers, lakes, dams, 

swamps, waterfalls, etc. if there is mineral water 

too? 

4. Vegetation What niches and higher plants are characteristic, 

forests, flowers and herbaceous communities, 

rare and protected plants. 

5. Animal world Interesting invertebrates (butterflies), fish; 

amphibians and reptiles, birds - waterfowl, 

predators, songbirds; small and large mammals; 

protected animal species. 

6. Protected areas (if any) Protected areas, natural landmarks, protected 

areas included in Natura 2000 (if any) 

Less than half a page of information can be written at each point if there is not enough. 

It is also good that the information does not exceed half a page at each point so that 

there is a balance between the unique tourist resources. 

 

III. Anthropogenic tourist resources 

1. Immovable cultural monuments Archaeological, historical, architectural, 

ethnographic and religious monuments: fortresses, 

houses, cultural monuments, fountains, churches, 

chapels, monasteries, bridges, etc. 

2. Movable cultural monuments Museum expositions, art galleries, etc. 

3. Crafts Carpet weaving, dyeing, woodcarving, pottery, etc. 

It is good to write 2-3 sentences for each craft and if 

there are features that are related to your destination. 

4. Traditions and folklore What traditions are preserved (and possibly a 

demonstration of tourists can be made), features of 

folklore and local customs? 

5. Cooking Features of local cuisine and local specialities. 

Description with one sentence of the listed dishes. 

Also if specific spices, local drinks, local grape 

varieties and wine (if any) are used. 



It would be good if about 1 page of text is typed on points 1-4, and half a page on item 5, as 

the project is related to the cultural heritage and popularization of the traditions among the 

visitors of the cross-border region. 

 

IV. Carpet weaving and the symbolism of carpets 

Types of carpets Carpets in different periods, depending on the 

colour scheme and figures and symbols, etc. 

Types of figures and their 

symbolism 

Rope, crocodile, chicken, etc. The name of the 

symbol and a description of what it symbolizes. If 

there are specific colours in which to weave or a 

combination with other symbols, also write down. 

Carpet tradition and dyeing What exactly distinguishes the carpet tradition in 

Chiprovtsi / Pirot? What dyes are used? In 

Chiprovtsi there is a song about the carpet. One 

verse can be written. 

Here it is important to highlight the specifics of the two destinations - what is similar and 

what is different so that we can form, offer and promote the cross-border product and 

provoke interest in tourists to visit both destinations. 

 

 

V. Events - holidays and festivals 

1. Traditional folklore celebrations 

and holidays 

Fairs (on which dates and in which settlements), 

meals, national and religious holidays, which 

are celebrated in places (May 24, holidays of 

saints, etc.) 

2. Holidays (festivals) of national 

importance 

Examples: The Carpet Festival in Chiprovtsi, 

the Iron Sausage Festival in Pirot, if any. Name 

of the event and a brief description of its 

contents. 

3. Sports and music events Marathons, cycling competitions, etc. (If there 

is); rock festivals, jazz festivals, folk song 

festivals (if any) 

4. Other types of events Cultural forums, etc., other than those 

mentioned. (If there is) 

The aim is to study what exciting events take place, where they can be enriched by 

visiting workshops of artisans and organizing demonstrations in museums, as well as 

what celebrations of local significance there are, which can be developed as content and 

be interesting for visitors. There may be no such holidays under items 3 and 4.  

VI.Material facilities and attractions 

Accommodation Name of the site, settlement, capacity, category, names 

of the owner (if known), contact information 



Restaurants and entertainment Example: guest house "Torlatsite", Chiprotsi, 2 stars, 12 

rooms, 30 beds, there is a tavern, owner: Ilko .., info @ 

torlacite.com, + 359/887892790 

Craft workshops and local 

producers 

+359/885 358 592, https://torlacite.com. 

Eco-trails, tourist routes, 

sports and adventure 

facilities, etc. 

Restaurants, bars, taverns, confectioneries, etc. 

This information will be important to us, both for the brochure, the site and the mobile 

application and in connection with the structure of the marketing plan. The contacts of the 

craftsmen will be handy as we organize the training. The information is secondary from a 

marketing point of view but crucial in connection with the smooth running of several of 

the project activities and the relationship between the data available to the destinations, 

tourist services, and the provision of additional services for a full experience and 

sustainable development of the tourism product. Even if there is not enough data and the 

information collected is incomplete, it is important to start somewhere. We will gradually 

supplement and upgrade. 
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