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Abstract: Four of most of popular Bulgarian application were selected, namely "100 Places Bulgaria“, “I Love Bulgaria”, “Опознай.bg“ 

and ”The one hundred national tourist sites of Bulgaria”, and compare them. Data collection was performed through an electronic questionnaire, 

which was based on Google Forms. The article presents the need for a solid theoretical foundation for understanding the complexity and 

multi-layeredness of user experience (UX) and user interface (UI) in the context of digital transformation.  
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1. Introduction

Graphic design is closely intertwined and of enormous 

importance in UX design and is widely spread due to its presence 

everywhere in the online space, as well as the continuous amateur 

and professional creation of graphic elements that enhance and 

develop perceptions. In the modern world, applications that look 

good and improve user experience and comfort in their use lead to 

repeated usage. The use of mobile applications with a pleasant and 

intuitive interface is a necessity and dictates their continuous 

improvement and the need for research to understand the ever-

changing user and their increased demands. It is widely accepted 

that graphic design can be described as an art and a craft that gives 

aesthetic, functional, and organized structure to various types of 

texts and illustrations [1], [2].  

Smartphones with touchscreen-based interfaces are increasingly 

used by non-technical groups including the elderly [10]. 

Travel websites are widely used by travellers for their travel 

bookings, but very little is known about sales performance and the 

emotional experiences for the customers [3].  

From an economic point of view, graphic design contributes to: 

 increased business profitability;

 improved brand image and presence in the international

market;

 reduced marketing costs through effective communication;

 job creation in the creative industries;

 growth of exports of creative services.

Figure 1 shows the cycle of consumer experience: user-

problem-solution. 

Fig. 1 Cycle between user-problem-solution 

2. Basic methods for measuring user experience.

Qualitative and quantitative methods 

According to [4], all user experience evaluation studies involve 

a participant performing certain tasks on one or more designs. In 

such a study, two types of data can be collected (Fig. 2): 

 Qualitative data consisting of observational findings that

identify easy or difficult to use design features.

 Quantitative data, in the form of one or more metrics (such

as task completion rates or task completion times), that

reflect whether the tasks were easy to complete.

Fig. 2. Presentation of qualitative and quantitative methods 

Researchers and user-centered design practitioners have 

described over 100 different methods for measuring user 

experience. These methods focus entirely on how users feel when 

interacting with the product, service, or system being evaluated. 

Measuring user experience is a multifaceted process that combines 

various research techniques to obtain a comprehensive picture of 

the interaction between the user and the system. 

The total num digitalization is the basis for the development of 

a modern economy, and this process covers all aspects of 

management, including consumer behaviour in the environment [9]. 

Bulgarian tourist applications 

The plan and consistency in managing a project and the 

knowledge of all possible stages is key to the success of any 

project[10]. According to [11] the group of users aged 40-50 often 

know the basic gestures used on smartphones (Tap, Scroll, Flick), 

but rarely use complex gestures such as Bundle and Multi-finger 

Drag. Younger users (21-24 years) similarly to adults perform the 

same actions and tasks, but their interaction is much more intuitive. 

Figure 3a) shows the results of a Statista survey for 2024, which 

shows that 70% of tourists in Europe use mobile apps to search for 

objects, 52% use them for routing and logistics (Fig. 3b),  

а) b) c) 
Fig.3. Mobile app usage by consumers in 2024 
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and Fig. 3c) shows that 33% use mobile apps for social sharing and 

"gamified" experiences (e.g. achievements, badges, loyalty).  

Figure 4 presents the logos of the four applications studied, 

allowing for a breadth of impression and subsequent emotional 

impact. This allows for easy comparison and commentary on design 

possibilities. 

  
а) Logo of 100 Places 

Bulgaria[8] 
b) Logo of I Love Bulgaria[5] 

 
 

c) Logo of The hundred national 

tourist sites of Bulgaria [6] 

d) Logo of Опознай.bg [7] 

Fig. 4. Logo of the applications  

The application 100 Places: Bulgaria [8] is a modern attempt 

to digitalize the popular tourist initiative known for its paper 

booklets for stamps. A main UX focus is placed on gamification 

and visual identity - the interface is built around a personal profile 

where the user marks the places they have visited and earns virtual 

badges. The design is vibrant, with graphic icons and colour palettes 

that create a sense of adventure.  

The I Love Bulgaria app [5] is a digital travel guide combining 

cultural, natural and historical routes. It was developed with the 

cooperation of state and private institutions, which gives it the 

character of a national brand. Its interface is visually rich, with high 

contrast and intuitive icons that represent sites, routes and user 

progress. 

Опознай.bg [7] is a mobile extension of the online platform of 

the same name, which provides detailed information about tourist 

sites, events and activities in Bulgaria. The application is oriented 

towards functionality and information richness, as the user can filter 

the results by category, location, reviews and accessibility. The UI 

design is minimalist, with predominantly neutral tones and a linear 

structure.  

The latest application, The Hundred National Tourist Sites of 

Bulgaria [6], is an official digital interpretation of the classic 

tourism initiative of the Bulgarian Tourist Union (BTU). 

Summary data  

Game elements included in some of the applications use 

specific characteristics of the users to encourage them to use the 

respective application. The inclusion of gamification is of 

significant help in keeping the user's attention. The types of users 

according to the Bartle model [12] are achievers, explorers, 

socializers and competitors. It should be noted that not all users fit 

into one type, which makes it necessary to provide a variety of 

challenging experiences. 

Table 1 presents a comparison of the applications by 

criteria regarding discoverability, application popularity, and most 

importantly, user satisfaction. 

 

Table 1. Comparison of the studied applications 

Application 
 

 
 

Criteria 

 

100 Places 

Bulgaria 

 

I Love 

Bulgaria 

The 

Hundred 

National 

Sites of 

Bulgaria 

 

Опознай.bg 

Available on 

Google 
Commerce Ltd 

 

+ 

 

+ 

 

+ 

 

+ 

Published 

on 

11.04.2021

г 

04.08.2016  13.08.2019  26.01.2016  

Downloads: over 1 000 over 10 000 over 10 000 over 100000 

User rating 

on Google 

Play (user 
rating) 

4.2 

(37review) 

3.8 (315 

reviews) 

4.7 (401 

reviews) 

4.3 (3000 

reviews) 

The results from the table 2 show the interpretation of how 

users react not only rationally, but also emotionally, which is key in 

UX/UI design in tourism applications. 

Table 2: Summary data compared for emotional assessment 

Applications Position in the chart Emotional assessment 

100 Places Bulgaria Excited Pleasant Engaging and 

inspiring 

I Love Bulgaria The average between 
Excited и Average 

Pleasant 

Moderately pleasant 

The one hundred 

national tourist sites of 
Bulgaria 

Calm Pleasant / Calm 

Neutral 

Relaxed, balanced, a 

little boring 

Опознай.bg Average / Excited 

Unpleasant 

Stressful, 

overwhelmed 

Measuring emotions includes many well-known methods, such 

as Emocards or Emofaces, which overcome the intangible nature of 

measuring emotions by replacing verbal measurements with images. 

Evaluators describe their experience of using a product by choosing 

one of a number of predefined images. 

3. Conclusions: 

The article presents the need for a solid theoretical foundation 

for understanding the complexity and multi-layeredness of user 

experience (UX) and user interface (UI) in the context of digital 

transformation. 

1. The analysis of the conceptual framework clearly showed 

that UX is an overarching concept focused on the overall 

user experience, while UI represents its visible and 

interactive part. 

2. The connection between strategic design, visual impact 

and consumer behaviour highlights that design today is 

transforming from a purely aesthetic function into a 

strategic asset that directly influences brand perception, 

trust and consumer engagement. 

3. Systematic and multifaceted research into the user 

experience is necessary to enable improvement and 

relevance, regardless of the time period. 
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