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YMilleHO pes3y/bTaT  AO0C/iAMXeHb npoBigHMX  daxiBLiB, HayKoBLB,
34,06yBaviB HAYKOBMX CTYMeEHIB i 3BaHb i3 NMTaHb Cy4acHOro GopmyBaHHA Ta
PO3BUTKY  TEOPETUKO-METOAO/OTMHHUX No/I0XeHb MEHEAKMEHTY,
iHHOBaLiHOro poO3BUTKY KpaiH CBITOBOI eKOHOMIKM B ymOBax rno6anisaui,
PO3BUTKY MiXHapO/AHOI iHHOBALLIHOT AiANbHOCTI Ta HAYKOBO-TEXHO/OTHHOrO

06MiHY, = MEHeAXMEHTY ¥  MapKeTUHIYy  HayKOBUX  AOC/iAKEHb,
KOPMNOPaTUBHOrO KEPYBaHHsA.
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Foreword

to the

Special Issue

with the evolution of the international division of labor, the

process of internationalization of economic life of the
countries of the world community, transnationalization of
production. Tourism as a part of international economic system is
developed under influence of these processes.

C he modern world economy is a holistic system. It was formed

The tourism industry is often cited as the largest industry in the
world, contributing 10% of the world’s gross domestic product
(GDP). UNWTO estimates that worldwide international tourist
arrivals (overnight visitors) increased 6% to 1.4 billion in 2018, clearly
above the 3.7% growth registered in the global economy. Tourism
is also considered an export and is unique in that consumers come
to the product.

Growth in international tourist arrivals and receipts continues to
outpace the world economy and both emerging and advanced
economies are benefiting from rising tourism income. For the last
seventh year in a row, tourism exports grew faster than
merchandise exports, reducing trade deficits in many countries.
With such growth comes more responsibility in ensuring effective
destination management that minimizes any adverse effect of
tourism. Managing tourism in a sustainable manner for the benefit
of all is more critical than ever. We need to grow more in value
rather than just in volume.

Digitalization, innovation, greater accessibility and societal
changes are expected to continue shaping tourism sector. Both
destinations and companies will need to adapt to remain
competitive, while at the same time embracing tourism as a means
of achieving the Sustainable Development Goals and building a
better future for all. Global conditions of tourism functioning
declares the new forms of brand affiliation. It includes branding
decision, franchise agreements and management contracts. So
there is a big problem of Ukrainian tourism development is
franchising expansion into the Ukrainian tourist market.

Viktoriia Y. Redko , Yurii V. Semych has clarified conditions for the
implementation of tourist activities. They clarified conditions for
the implementation of tourist activities the basis of franchising in
Europe and Ukraine. The authors highlighted the distinctive
features of the model European business franchising: clearly
defined vertically integrated management structure, strong
national marketing management, corporate business support,
long-term franchise agreements, effective motivation of the
franchisee. In the modern conditions tourism has been
transformed into the sector a true global force for economic
growth and development.

We must say that the tourism industry has huge positive and
negative economic, social and environmental impacts. Some
impacts gain more attention than others and different groups and
constituencies are impacted differently. Positive economic impact
continues to expand to new markets and destination; driving the
creation of more and better jobs and serving as catalyst for
innovation and entrepreneurship. According to the UNWTO

b

in 2018 the total export volume from international tourism is
amounted USD 1,448 billion. Negative economic impact using
property values and seasonality may increase unaffordability for
local residents and create a feast-or-famine economy.

O. Liutak, O. Baulaintroduced the research of estimation of impact
of the tourism sector development on Ukrainian economic growth.
The authors have made conclusions that effective development of
tourism “requires implementing effective management methods
based on available competitive advantages and government
support of sectors with weak competitive positions”. They
propose to provide favorable conditions for the effective
functioning of economic entities in the globalization of world
economic relations.

Tourism development has positive and negative social impacts.
Positive ones include an increase in amenities; investment in arts,
culture, heritage and traditions, different kinds of securities etc.
Negative social impacts of tourism can include change or loss of
indigenous identity and values, culture clashes, ethical issues etc.

In the modern conditions one of the most important aspects which
affect the functioning of the tourism business is a pandemic of
Covid-19. Researchers and practitioners note the formation of a
crisis situation in tourism development under the influence of a
pandemic.

Bieloborodova M., Bessonova, S. proposed in their article “External
environment transformation of Ukraine's tourist enterprises
during the crisis” to expand factors list of the external environment
of national tourism enterprises, which, in contrast to the existing
ones, consider the crisis's negative consequences. Analyzing
clusters of environmental factors allowed to identity with a
significant positive or negative impact on the competitiveness of
tourism enterprises.

Slyvenko, V., Slyvenko, O. in their article “Economic security of
tourism in Germany: models for overcoming the crisis”, analyzing
this situation using a Germane expiries. They propose: increasing
the number of days at sea, limiting passengers to about 1000;
mandatory Covid-19/Coronavirus testing, and a significant increase
in medical staff.

Tourism relies on, and greatly impacts, the natural environment in
which it operates. Tourism has helped to save many delicate
ecosystems and their fauna and flora. In the same time even
through many arrears of the world are conserved in the form of
parks and protected arrears, tourism development can still
negative economic impact, for examples: the depletion of natural
resources, pollution etc. we must say the environment impacts of
tourism can reach beyond local areas and have an effect on the
global ecosystem. However positive or negative, it should be noted
tourism is one of the most powerful factors influencing the
formation and development of the global economy.

Kateryna Zhylenko
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External environment transformation
of Ukraine's tourist enterprises

during the crisis M. Bieloborodovad,
S. Bessonova't

Purpose - to identify trends in Ukraine's tourism enterprises' external environment to increase their competitiveness and stability in the relevant
industry market.

Design/Method/Approach of the research. Theoretical generalization, method of abstraction, expert assessments, PEST-analysis, factor analysis,
graphical method.

Findings. The research studies the changes in the external environment of tourist enterprises during the pandemic crisis. The critical factors of
such enterprises' external environment are revealed based on considering their importance and the influence direction on the
competitiveness of tourist business units. The paper covers the most significant negative and positive trends of changes in Ukraine's tourist
enterprises' external environment. The authors provided recommendations for strategic planning of tourist business units' competitiveness.

Practical implications. The research results allow identifying areas for increasing the competitiveness of national tourism enterprises and
effectively adapting to the external environment's transformations during the crisis in the globalized social and economic space.

Originality/Value. Based on the expert assessment, the authors proposed an expanded factors list of the external environment of national
tourism enterprises, which, in contrast to the existing ones, consider the crisis's negative consequences. PEST-analysis clusters of

environmental factors allowed to identify with a significant
positive or negative impact on the competitiveness of tourism
enterprises.

Research limitations/Future research. The research results provide a
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basis for further study of the external macro- and micro- e-mail: mariiabeloborodova@gmail.com,
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national levels. And for element-by-element SWOT-analysis of
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crisis management.

Paper type - theoretical.

Reference to this paper should be made as follows:
Bieloborodova, M., & Bessonova, S. (2020). External environment transformation of Ukraine's tourist enterprises during the crisis. European
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TpaHcdopmalif 30BHILHbOroO cepeAoBMLLA
TYPUCTUHHUX NiANPUEMCTB YKpaiHu
B YMOBaXx Kpusu

TpaHcpopmaumA BHELIHeN cpegbl
TYPUCTUHECKUX NPEANPUATUI YKPaUHbI
B YC/IOBUAIX KpU3MUCA

Mapus BanepueeHa Eeno6opodoed’,
CeemnaHa UeaHosHa BeccoHoea

Mapis BanepiieHa Beno6opodoed',
Ceimnana leanisHa BeccoHoeatt

tHayuoHanbHeIli mexHuveckuli yHusepcumem
«/lHenposckas noaumexHuka», Henp, YKpauHa,
#BY3 "Mpuazosckuli 2ocydapcmeeHHbIl mexHudeckul
yHusepcumem", Mapuynosbe, YKkpauHa

tHayioHasbHUli mexHiuHull yHisepcumem
«/JHinposcbka nosimexHika», AHiNpo, YkpdiHa,
#ABH3 “IMpuasoscbkuli deprcasHuli

mexHiyHul yHisepcumem”, Mapiynose, YkpadiHa

MeTta pob6otn - BMABUTUM TeHAeHLil y 3MiHi 30BHiLUHbOrO
cepesoBulla  TYPUCTMYHMX — MiANPUEMCTB  YKpaiHu  aaa

U.ellb pa60'rb| — BbIABUTb TEHAEHLUU B USMEHEHUU BHeLUHeln cpeabl
TYPUCTUHECKUX npe,a,npwﬂmﬁ praMHb[ ANA MOBbIWEHUA UX

NiABULLEHHA TXHbOI KOHKYPEHTOCNPOMOXHOCTI Ta CTIMKOCTI Ha
BiANOBiAHOMY rasy3eBOMY PUHKY.

Aunsaiii/MeTog/MAaH gocaigxeHHA. TeopeTuyHe Yy3ara/bHeHHs,

MeToZ, abCTpakLji, eKcnepTHi ouiHKK, PEST-aHasi3, GakTopHUii
aHanis, rpadiyHuii meTop,.

Pe3y/abTaTh AOC/iAKEHHA. [JOC/i4KEHO 3MiHW B MAaKpOCepe0BuLLL

TYPUCTUYHMX MNiANPUEMCTB B YMOBax Kpu3sW, CrPUHMHEHOT
naHgemieto. BuABneHO KAOYOBI  PaKTOpM  30BHILLIHBOTO
OTOYEHHA TaKMX MiANPUEMCTB Ha OCHOBI BPaxyBaHHA IXHbOI
BaroMOCTi Ta HanpAMY BrM/IMBY Ha KOHKYPEHTOCMPOMOXHiCTb
TYPUCTUYHUX Bi3Hec-oaMHMLb. HaBegeHO HaMbinbw icTOTHI
HeraTuBHi Ta MNO3UTUBHI TeHAeHLUii 3MiH B 30BHILLUHbOMY
OTOYEHHI  TYPUCTUHYHMX  NIANPUEMCTB  YKpaiHu. HagaHo
peKomMeHgalii  CTOCOBHO  CTpaTeriYyHoro  n/aHyBaHHA
KOHKYPEHTOCTPOMOXHOCTi TYPUCTUYHMX Bi3HeC-0AUHMLb.

MpaKTUYHe 3HAYEHHA AOCAIMKEHHA. Pe3y/bTaTh AOC/igKEHHA

£,03BO/IAOTb BUABUTU HanpAMKK nigBULLEHHA
KOHKYPEHTOCNPOMOXKHOCTI BITUM3HAHMX TYPUCTUHHUX
niANPUEMCTB | epeKTUBHO aAanTyBaTUCh 40 TpaHcPopMaLLiit y
30BHILLHBOMY ~ Cepe/AoBWLLi,  CMNPUYUHEHUX  KPU3OBUMM
ABMWAMM B r/7106a71i30BaHOMY  COLjia/ibHO-€KOHOMIYHOMY
npocTopi.

OpwuriHanbHicTb/LljiHHicTb/HayKkOBa HOBM3Ha AocaigkeHHA. Ha

OCHOBI eKcnepTHoro OL|iHIOBaHHA 3anponoHoBaHO
po3LmMpeHnit nepenik $axkTopiB 30BHILLHLOrO CepeaoBuLLa
BITYM3HAHUX TYPUCTUYHMX NIANPUEMCTB, AKUIA, HA BigMIHY Big,
iCHytO4MX, BpaxOBYE HeraTuMBHi  HacligkM  Kpusu. I3
3actocyBaHHAM PEST-aHanisy BuAB/eHi KaacTepu ¢akTopis
30BHILIHBOIO CepesoBULLLA, AKI YMHATL ICTOTHUI MO3UTUBHUIA
abo HeraTMBHMI BM/IMB Ha KOHKYPEHTOCMPOMOXHICTb
TYPUCTUYHMX NiANPUEMCTB.

O6MmexKeHHA AoC/iAKeHH:A/TTepcnekTUBU NOAANBLUIMX AOCAIAKEHD.

Pe3ynbTaTM AOC/KIAKEHHA, HaBeAeHOro B AaHiM  cTaTTi,
CTBOPIOIOTb  MiAFPYHTA  ANA  MOAA/NBLLLIOTO  AOCAIANKEHHA
30BHILIHBOMO Makpo- Ta MIKpOCepeAoBMILa TYPUCTUHHUX
nigANpMEMCTB  Ha  /IOKa/bHOMY,  perioHa/bHOMYy  Ta
3ara/bHO/AEPKaBHOMY PpiBHi, a TaKOX (/1A NpOBeAEeHHA
noenemeHTHoro SWOT-aHanizy TypuCTUYHMX MiANPUEMCTB B
YMOBaX Kpu3u, CNpUYMHEHOI MaHAEeMiELo.

Pe3yabTaThbl

MpakTuyeckoe

KOHKYPEHTOCMOCOBHOCTH " YCTOM4MBOCTH Ha
COOTBETCTBYHOLLEM OTPAC/IEBOM PbIHKE.

Au3aiii/MeTog/MAaH uccregosanua. Teopetudeckoe obobLLeHue,

MeTo/, abCTpakumu, SKCnepTHoe oueHuBaHue, PEST-aHanus,
($aKTOPHbIN aHa/M3, rpadUHecKuii MeTog,.

uccnegoBanua.  MccieqoBaHbl  M3MEHEHWA B
Makpocpege TYPUCTUHECKMX TMpeanpuATUA B YCIOBUAX
KpW3MCa, BbI3BAHHOrO MaHAeMuel. BbiAB/EHbI K/O4YeBble
($aKTOpbl BHELLHErO OKPYXEHWA TaKUX NpeAnpuUATU Ha
OCHOBE y4yeTa WX 3HaYMMOCTU W HamnpaB/ieHUA BAUAHUA Ha
KOHKYPEHTOCMOCOOHOCTb  TYPUCTUHECKUX  BU3HEC-eAMHUL,
MpuBeaeHbl Hanbonee  cyllecTBeHHble  HeraTMBHble U
MO3WUTMBHbIE TEHAEHLMU U3MEHEHWI BO BHELLHEM OKPYXKeHUn
TYPUCTUHECKUX NPeAnpUATUIA YKpauHbl. [laHbl peKkomeHAauum
OTHOCUTE/IbHO cTpaTerm4eckoro NNaHUPOBaHUA
KOHKYPEHTOCMOCOBHOCTH TYPUCTUHECKMX BU3HeC-eANHUL,
3HaueHue ucc/e0BaHuA. PesyabTathl
UCC/1e,0BaHUA NO3BO/IAIOT BbIABUTb HANpPaB/1€HUA NOBbILLEHUA
KOHKYPEHTOCMOCOOHOCTU ~ OT@YECTBEHHbIX  TYPUCTUYECKMUX
npeAnpuATUI 4 3dpdeKTMBHO aganTupoBaTbCA K
TpaHcopmauuaM  BO  BHEWIHeW  cpege,  BbI3BaHHbIX
KPU3UCHBIMU  AB/IEHUAMM B /100a/IbHOM  COLMA/IBHO-
SKOHOMMYECKOM NPOCTPaHCTBe.

OpurMHaabHOCTb/LleHHoCTb/HayyHas HOBU3HA ucc/aegoBaHuA. Ha

OCHOBE 3KCMEPTHOrO OL@HUBAHMA NPEeA/IOXKEH PACLUMPEHHbIN
nepeveHb (aKTOPOB BHEWHeW CpeAbl  OTeYeCTBEHHbIX
TYPUCTMHECKUX MNPEANPUATUIA, KOTOPbIA, B OTAM4ME OT
CYLECTBYIOWIMX,  Y4YUTbIBAET  HEraTtuBHble  MOC/1eACTBUA
Kpusuca. C npumeHeHnem PEST-aHa/M3a BbIAB/IEHbI KAacTepbl
$aKTOpoB  BHEIIHE  CpeAbl,  KOTOpble  OKa3blBaloT
CYLLLECTBEHHOE MO/10’KUTE/IbHOE WK OTPULATE/IbHOE BANAHUE
Ha KOHKYPEHTOCNOCOBHOCTL TYPUCTUHECKUX NPesnpUATHIA.

OrpaHuyeHue uccnegoBaHusA/llepcneKkTuBb A3a/bHeNLIMX
uccnef0BaHuin. Pesy/ibTaTbl UCC/1eA0BaHUA, NMPUBEAEHHOMO B
fAAHHOM  CTaTbe, CO34AlOT OCHOBY A/IA  Aa/IbHENULLEro
UCC/Ieq0BaHNA  BHELIHEM  Makpo- UM MMKpOCpeapbl

TYPUCTUYECKUX NPeAnpUATUIA Ha /I0Ka/IbHOM, PErMOHa/IbBHOM U
06LerocyapcTBEHHOM YPOBHE, a TaKXe A/A MpoBesAeHus
nosnemeHTHoro SWOT-aHanM3a TYpPUCTUHECKUX NpeanpUATUi
B YC/I0BUAX KPMU3MCA, BbI3BAHHOrO NaHgemuen.

Tun cTaTTi — TeOpeTUYHMIA.
Tun cTaTby — TEOPETUYECKUIA.

Kato4osi cn08a: KOHKYPEHTOCMPOMOXHICTb; TYPUCTUHHUIA GisHec;

Knouesvie  cnoea:

MaKpocepes0BULLEe; aHTUKPU30BE YNpaB/liHHA.
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KOHKYPEHTOCMOCOBHOCTb;
6U3HeC; MaKpoCpe/a; aHTUKPU3UCHOE YrpaB/ieHNe.

TYPUCTUYECKMIA
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1. Introduction

owadays, it is impossible to exaggerate the importance and

impact of world tourism on the national GDP formation and

employment. Tourism is a global economic activity
implemented worldwide, and the world economy crucial sector
that generates exports increases tax revenues and stimulates
capital investment. According to the World Tourism Organization
UNWTO (World Tourism Barometer, 2020), at the end of 2019,
tourism exports accounted for 5% of total exports of goods and
services, with 7% tourism world GDP. The direct and indirect
contribution of tourism to the employment rate was about 8%.

In 2018, the UNWTO expected that the number of international
tourists should reach 1.8 billion by 2030 or earlier. As of the end of
2019, the tourism sector grew faster than the international
economy and international trade (World Tourism Barometer, 2020).
However, the COVID-19 pandemic dispelled and reconsidered such
optimistic expectations.

International, regional and local travel restrictions immediately
affected national economies, including all tourism systems, namely
international travel, domestic tourism, seasonal work, and other
segments such as air transport, cruises, public transport, cafes and
the hotel and restaurant sector, festivals, sporting events (Gossling
et al., 2020).

There is currently a list of researchers studying the impact of the
COVID-19 pandemic using previous data, including Wen et al.
(2020), with proposals for possible multidisciplinary ways to study
the pandemic effects. Ying et al. (2020) focus on the link between
similar crises in the tourism sector and the consumption of non-
renewable natural resources and emphasize the need to include
when developing forecasting models Gossling et al. (2020)
emphasize the similarity of COVID-19 crises with previous crises in
the tourism industry. Some scientists, such as Hoque et al. (2020),
examine the crisis effects on Chinese and global tourism and
predict that negative trends will persist even in the medium term.

Considering the tourism sector crisis management, several
scholars naturally highlight the factors influencing the tourism
sector's development and stability (Detotto, 2020). The public
policy impact in the industry and the political stability importance
for the tourism industry sustainability are among the most
discussed topics in the scientific literature. The political stability
importance and its impact on the tourism attractiveness level
mainly studied in Bosnia and Herzegovina (Causevic et al., 2013), in
Lebanon (Issa et al., 2006), and in Ireland (O'Brien, 2012). The
tourism business's external environment legal factors are mainly
considered in close connection with the political ones. Thus,
Komlichenko (2014) emphasizes that “a significant factor in the
tourism industry development is the regulatory framework. In
economic globalization, Ukraine's accession to the World Trade
Organization, there is a need to unify national legislation in tourism
per international cooperation requirements. " It should be noted
that most of the provisions of the current Law of Ukraine "On
Tourism" (Pro turyzm, 1995) have been in operation since 1995 and
requires updating.

Shelemetieva (2019), Horal et al. (2015) considered the public
administration quality problem in national tourism in detail, with
the list of negative factors of the economy’s tourism sector's
external environment, in particular, corruption and the significant
economy’s shadow sector. Horal et al. (2015) note that national
recreational complexes' external environment factors should
include international ones, such as the competition possibility of
national recreational areas with world counterparts. Among the
external environment macro-factors of recreational areas with
negative trends in the national tourism market, the authors include
qualified personnel, the national tourism product advertising in the
national and international market of tourism services, availability
and completeness of the domestic tourism facilities database.
Given the above, it is noteworthy that domestic tourism's support
becomes especially crucial during a pandemic, which is also
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confirmed by the materials (Natsionalniy Institut Stratehichnych
Doslidzhen, 2020).

Horina (2016) studied the external environment changes in the
global tourism market based on spatial polarization. Under spatial
and polarization factors influencing the tourist services market
formation, the author determines the entire set of environmental
factors inherent in a particular pole of growth - territorial,
informational, resource, institutional. Mazaraki et al. (2016) studied
the external environment transformation of the tourism business
regarding innovation attractiveness. The authors note that the
post-crisis recovery dynamism of the world economy and, in
particular, the tourism sector is slowing down, thus increasing
innovation and new developments. Therefore, the authors include
the external environment key factors, among others, the Internet's
impact on the tourism business development, the unsatisfactory
funding level for innovation, the technology transfer complicated
process.

Kantsemir et al. (2016) proposed a situational approach to choosing
the tourism market's external environment's key factors. The
authors emphasize that the transformation of the service
enterprise's external environment, including tourism enterprises,
is influenced by one-time difficult-to-predict events typical of the
social and economic globalized space. Therefore, to increase the
changes’ predictability in the services market, the authors propose
to include a marketing group (buyers, suppliers, competitors, PR,
etc.) in the list of critical environmental factors.

Shpak (2015) emphasized the importance of considering regional
environmental safety as one of the external environmental,
technological factors of tourism enterprises. We believe that
during a pandemic, this factor is especially important.

However, the COVID-19 pandemic scale suggests that a return to
the usual ways of doing business, including tourism, as in previous
epidemics, is a precarious decision. There is a need to study the
transformation of the global tourism system and maintaining the
competitiveness of tourism business units during the crisis. That
raises several research needs and related issues, such as whether
restricting movement across borders increases the domestic
tourism role in the long run, how behavioral responses and
demand among tourists change in the short and long term, and
whether  tourism impacts low-income countries were
disproportionately large.

The main pandemic conclusion should become the transformation
and sustainability of tourism at all levels - from local to global. Since
tourism is essential for the GDP and employment formation, we
consider it appropriate to study changes in the external
environment of national tourism business units and identify the
most appropriate ways to maintain and increase their
competitiveness against the global crisis.

2. Problem statement

espite the significant scientific achievements in the external

environment  research, the tourism business, its

transformation problem during the crisis caused, in particular,
by the pandemic remains poorly developed. At present, strategic
planning of national tourism enterprises is impossible, excluding
such changes.

The research purpose identifies changes in Ukraine’s tourism
enterprises' external macro-environment during the pandemic and
reserves to increase their competitiveness and resilience in the
relevant industry market.

3. Research methods

he used methods to conduct this study include both general
and special ones, namely: theoretical generalization and the
abstraction method - in the current state study of the national
economy’s tourism industry; expert assessment - in determining
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the factors, and assessing their impact on the environment of
Ukraine’s tourist enterprises; factor analysis - in determining such
factors significance; PEST-analysis - to assess the state and level of
environmental factors influence of Ukraine’s tourist enterprises,
graphical method - to study environmental factors clusters of
tourist business units.

4. Results

eading scientists in the tourism industry as an economic

activity (Géssling, 2002; Scott et al., 2015), and health scientists

(Bloom et al., 2019; Fauci et al., 2012), as well as international
and government institutions (WorldBank, 2012), have emphasized,
the pandemics significant threat to society and tourism in recent
decades.

The leading causes of the growing pandemic threat in the 21st
century are:

- population growth and its increasing mobility;

- trends of people’s urbanization and concentration;

- food production industrialization;

-increase in consumption of higher-order products, including meat;

- global transport network development acts as vectors for
spreading pathogens (Labonte et al., 2011).

Within countries, the virus has affected almost all parts of the
hospitality chain. Over the past 20 years, global tourism has
experienced a list of challenges, including the terrorist attack in the
United States on September 11 (2001), the outbreak of the Severe
Acute Respiratory Syndrome (SARS) (2003), the global economic
crisis that unfolded in 2008-2009, and the Middle East Respiratory
Syndrome (MERS) (2015). However, none of them led to a long-
term decline in global tourism development, and only SARS (-0.4%)
and the global economic crisis (-4.0%) led to a fall in international
tourism revenues (Worldbank, 2020). That would lead to the
conclusion that tourism as a system is quite resistant to external
shocks, but the negative impact and recovery of the social and
economic sphere after the COVID-19 pandemic against this
background will become unprecedented (Polyzos et al., 2020).

Nowadays, international, national, and regional institutions focus
on developing an action plan to overcome the crisis. Thus, the NISD
materials ""On the development of tourism in Ukraine in conditions
of increased epidemic risks" (Natsionalniy Institut Stratehichnych
Doslidzhen ', 2020) confirm significant changes in the consumers’
behavioral responses of tourist services, such as service are
increasing individualization, principal contactless payment, and
delivery methods, unique travel benefits, etc. The authors also
note that the pandemic negative consequences potentially
increase national tourism importance, noting the need for a
consistent policy to promote national destinations. Among the
measures to counter the pandemic negative consequences,
proposed in the study of Natsionalniy Institut Stratehichnych
Doslidzhen  '(2020), during the external environment
transformation of Ukraine’s tourism enterprises, the following is
worth noting: safe area image, anti-epidemic sustainability in
spatial planning; the transparent mechanism for local budgets
funds received from the tourist tax exclusively for the national
tourism development, related infrastructure and improving the
environment.

To further assess the behavioral, institutional, social, and economic
changes in products’ demand and supply of national tourism
enterprises, and to identify resources to increase their
competitiveness, we propose the PEST-analysis or its extended
version PESTEL-analysis. This standard marketing tool includes
studying the following factors: social and cultural, technological,
economic, political, environmental, and legal aspects. For instance,
according to Kotler et al. (2017), the environment key segments
where the company operates are the PESTEL-analysis elements:
environment, technological environment, economic situation,
political and legal environment, demographic and cultural
characteristics. Because the tourism industry generates exports
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and operates in the international market, this type of analysis
applies to individual tourism companies and the entire local,
regional, or national industry business environment (Gregoric,
2014).

In these conditions, the tourism competitiveness at the business
structures level, especially in time, is closely related to improving
the population living standards. Entrepreneurship development
and fair competition in tourism contribute to the socially-oriented
economy formation (Shapoval et al, 2018). The external
environment transformation of tourism enterprises during the
pandemic requires appropriate and theoretical research to
forecast and create change response strategies. This research
studies the external environment changes of national tourism
business units by the PEST-analysis method.

Burt et al. (2006) defined PEST and its PESTEL-analysis version as
an analytical multifactor model of business units' external
environment, which allows this tool to achieve the research
purpose.

Political factors usually include state stability, tax policy, foreign
trade regulation, and policy development communities. According
to Pandian et al. (2006), economic factors include the business
cycle, the industry's contribution to GDP, interest rates, and
inflation, and employment. Social and cultural factors are
demographic indicators, income, social mobility, lifestyle changes,
behavior, attitudes towards work and leisure, and education level.
Technological factors include research costs, public administration,
the industries' digitalization level, discoveries and development,
and technology transfer rates.

Environmental factors include legislation on environmental
protection, waste disposal, and energy consumption. Legal factors
include anti-monopoly and anti-corruption state policy,
employment legislation, and health and safety. However, the
pandemic spread rate made crucial adjustments to the list of
significant factors in a PEST analysis.

PEST analysis is a tool for adjusting the tourism enterprise strategy
during the crisis is a powerful and widely used tool for
understanding risks and opportunities. It identifies changes and
the external macro-environment impact on the competitive
position of business units. Strategists seek to understand external
factors and assess how business models need to evolve to adapt
to their environment. A preventive strategy mitigates the external
factors influence, and new opportunities present new competitive
positions achievable in the process. PEST analysis operates best
when environmental factors are analyzed in terms of resources,
capabilities, and business units (Sammut-Bonnici, 2015). It is worth
emphasizing that the above factors, as a rule, do not depend or
have a weak dependence on the object under study. The
researching process of the external macro-environment of tourism
enterprises includes a list of main stages: PEST factors
identification, possible consequences analysis for the company,
opportunities and threats categorization, factors prioritization,
and corrective or preventive strategic action development.

Due to the research object peculiarities, it is advisable to analyze
the political and legal elements of the external environment of
national tourism enterprises together, within the political
component, which is characterized by the following problems:
continuing military conflict, restricting movement across borders
related to the pandemic, lack of consistent regulatory regulation of
this sphere.

Ukraine’s tourism management tasks defined by the Law "On
Tourism" (Zakon Ukrayiny Pro turyzm, 1995), mostly related to the
central planning and tourism program implementation, while
tourism marketing is generally ignored, i.e., considered as a regular
industry task. Such an approach today contradicts the actual needs
of tourism management. Ukraine’s tourism statistics do not meet
basic international standards. There are also serious problems with
data collection, presentation standards, and methodology (Usov,
2020). In general, it can be concluded that the public administration
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quality in tourism is relatively low, which significantly reduces the
domestic tourism enterprises' competitiveness. Sammut-Bonnici
et al. (2015) study confirmed the interdependence of the public
administration quality and the tourism industry competitiveness
level that analyzed entry tourism expenditures for 100 countries
during 2002-2012 in a dynamic model.

Interestingly, Sammut-Bonnici et al. (2015) study underscore that
the government's ability to formulate and effectively implement
national policies has a significant and positive impact on tourism.
In other words, government efficiency and regulatory quality have
a significant impact on a country's income. These conclusions give
grounds to make the following assumptions. First, the quality of
public goods and services is an essential factor in attractiveness
and some theoretical works in tourism literature (Gomez et al,,
2008). Second, the government's ability to implement a regulatory
framework that boosts the private sector has a significant impact,
which also positively affects increasing tourist travel costs. Itis also
worth mentioning that these assumptions are consistent with the
research results in tourism corruption (Das et al., 2010). Corruption
is a significant problem for the ability of national tourism
enterprises to compete in tourism. This type of crime can affect the
national brand and hinder the creation of so-called "tourist
magnets." Thus, corruption should be seen as a manifestation or
symptom of the government's absolute inability to implement a
reliable regulation system.

Kaufmann et al. (2002) define political and public administration as
the government's ability to form and effectively implement state
policy and strategy based on society's economic and social
interactions. The public administration quality is vital as it
contributes to a stable and predictable environment where the
private sector, households, and investors experience stability and
an incentive to expand.

Besides, moving to the economic component of the tourism
enterprises' external environment, it is noteworthy that it is via
tourism that some countries began to export goods and services
and are now full participants in the world economy. However,
today the tourism development process is significantly affected.
National tourism sectors are volatile and particularly vulnerable to
cyclical changes in source countries, global and regional economic
conditions, and such adverse events as natural disasters,
epidemics, political unrest, and terrorism (Usov, 2020). The tourism
volatility reasons can be physical and geographical, such as
seasonality, climate, and political and economical, which is
undoubtedly particularly characteristic of countries with unstable
political situations (Ridderstaat et al., 2014).

In general, the destination image is one of the key factors in
changing local tourist flows. Confidence in the local economy can
be paramount. Destinations with a stable positive image can
attract more investors or qualified human resources. Accordingly,
the military conflict in East Ukraine has significantly worsened
national tourism and investment attractiveness that only
exacerbated the adverse pandemic effects, which are
characteristic of all national tourism industries.

Small businesses and individual entrepreneurs primarily represent
the national tourism business with a much smaller margin of
resilience to crises than medium and large business units (Ukrstat,
2019; Knoemag, 2020). The average number of full-time employees in
2019 for legal entities did not exceed 5-8 people, and for individual
entrepreneurs - 2-3 people (table 1). The average growth rate of
incomes from tourist services during 2017-2019 for legal entities
was 10.88%, for Individual entrepreneurs - 7.61% (Ukrstat, 2019). The
lower rate of income growth of Individual entrepreneurs also
indicates the greater sensitivity of small business forms to the
crisis's adverse effects caused by the pandemic.

Table 1

Some economic indicators of Ukraine’s tourist business environment”

Average growth
Indexes 2017 2018 2019 rgte%%
Entities
Number of tourist activity entities, units 1743 1833 1910 4,68
The average number of full-time employees, persons 8190 8 934 9 067 5,29
Tourist services income (excluding VAT, excise duties, and other similar 18502 975 21069 269 22733741 10.88
mandatory payments), thousand UAH ’
Individual entrepreneurs

Number of tourist activity entrepreneurs, units 1726 2 460 2760 27,36
The average number of full-time employees, persons 2101 2943 3038 21,65
Tourist services income (excluding VAT, excise duties, and other similar
mandatory payments), thousand UAH 519 654 556 652 601741 7,61

*Source: Compiled by the authors based on Ukrstat (2019).

The latest static data already confirmed the pandemic significant
negative impact on Ukraine’s tourism business. Thus, in the first
half of 2020, the tourism industry total contribution to Ukraine's
GDP amounted to 5.3% (Knoemad, 2020), while during 2015-2019,
given the negative impact of the military conflict in the East of
Ukraine, this figure ranged from 7, 5% -8%, which was entirely in line
with world indicators (Ukrstat, 2019; World Tourism Barometer,
2020).

Regarding the external environment's social factors, we believe it
appropriate to consider employment in tourism in more detail, as
this indicator is quite closely related to the pandemic effects; it is
also worth noting the negative trends. As of the first half of 2020,
the overall tourism contribution to the employment rate was 4.8%,
while in 2015-2019, it was 5.5% -5.8% (Knoema, 2020). Also, it is worth
noting the so-called "trend or trend aspect"” (Bush, 2019). Tourism
and traveling became a popular trend for the younger generation,
and social media plays a significant role. Previously, tourism was
mostly seen as a form of recreation or business travel; now, it
becomes a means of expressing social class and purchasing power
via social media (Krupskiy et dl., 2015). The specialized education
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role in tourism also increased significantly, and the importance of
the population foreign language speaking.

Technological factors affecting the tourism industry in quarantine
became crucial. Nationwide courses on the digitalization of service
and customer communications cause effective marketing
strategies, particularly for tourism enterprises (Sharma et al., 2020).
The rapid technology development allows deepening the
individualization and personalization of the offered services. The
answer to such changes in the technological environment by
national tourism enterprises is the personalized interfaces creation
of mobile applications and sites, communication in messengers,
ability to collect a significant amount of information about the
customer base via social media (Malg, 2018).

To reveal the tourism potential and opportunities to increase
national tourism enterprises' competitiveness, we used PEST-
analysis to reflect the influence degree of external factors of
different orientations and significance. Because the external
environment is characterized by a high level of uncertainty and
variability, quite often in its analysis, scientists apply expert
methods (Gregoric, 2014). Thus, this study analyzes several stages.
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At the first stage, during the scientific literature critical analysis, the
author identified Ukraine's tourist enterprises' external
environment's main factors. In the second stage, an expert group
was involved in the evaluation, which during the brainstorming
identified a list of the most significant factors and directions of
their influence (stimulants/destimulators). At the third stage,
during the scoring by a closed method, the experts determined the
influence degree and each factor’s significance level. At the fourth
stage, we assessed the experts’ agreement level by the
concordance coefficient; the obtained data were normalized and
standardized, which allowed obtaining the average values of
expert assessments. In the final stage of the study, wathe obtained
data and their clustering by direction and influence degree.

The environmental factors list of Ukraine’s during the
brainstorming tourist enterprises considering the secure
consequences was determined during a one-time joint work of a
group of experts, the so-called brainstorming, organized by Zoom
online platform. Given the object's complexity and integrity under
study, selecting experts’ problemis one of the most difficult in peer
review (Hnatiyenko, 2008). In this study, experts were both
representatives of the real sector and scientists. Qualification
requirements for the real sector representatives were 10+ years of
experience, higher education, and subordinates directly at work.
Among scientists, preference was given to the educational
programs "Tourism" guarantors with scientific and pedagogical 15+

years' experience and Doctor of Economics degree. To participate
in the study, we selected five experts: two representatives of
middle management (heads of departments) of large tour
operators in the Ukrainian market, education - higher profile, work
experience - over ten years; natural person-entrepreneur who
works as a travel agent, education - higher profile, work experience
is fifteen years; two representatives of the teaching staff of
Dnipropetrovsk region universities, who act as educational
programs "Tourism" guarantors in the respective universities,
scientific and pedagogical experience - more than 15 years.

Each expert previously received the environmental factors list of
Ukraine’s tourist enterprises compiled by the author based on a
critical analysis of the relevant scientific literature. During an online
discussion to assess the items' completeness and appropriateness
included in the list, the experts were asked to identify 5-7 of the
most significant factors jointly. According to the brainstorming
results, the environmental factors’ final list was formed (Table 2).

Experts used scores to determine the degree assessment and
impact the probability of environmental factors. The experts
assessed all external environment factors of national tourism
enterprises on a five-point scale, where five is a fully expressed
sign, one is the weakly or insignificantly expressed sign and
distributed by the impact nature and average weighted (Table 2).

Table 2
External environment factors of tourist enterprises
Experts (influence degree) Average Weighting/
Factors . , 3 4 5 rating m.ﬂuerjce
direction
1.Political
1.1. International partnership development 4 3 2 2 3 2,8 0,03/+
1.2 Administrative control ease in tourism 5 4 4 5 5 4,6 0,04/+
1.3. Strategic planning activation of tourism activities at the national level 5 4 4 4 5 4,4 0,05/+
1.4. Military conflict in the East 5 4 5 5 4 4,6 0,05/-
1.5. Restriction of movement across borders 5 5 5 5 5 5,0 0,05/-
1.6. The country's presence in the "red zone" during COVID-19 4 5 4 4 5 4,4 0,04/-
1.7. Insufficient transparency of statistical studies of the COVID-19 incidence 3 2 3 2 2 2,4 0,02/
2. Economic

2.1. Dynamics of exchange rates 4 5 5 5 4 4,4 0,05/-
2.2. Population Income level 5 5 5 5 5 5,0 0,04/-
2.3. The country's foreign debt 5 4 5 5 5 4,8 0,05/-
2.4. Declining demand for services during a pandemic 4 5 5 4 5 4,6 0,05/-
2.5. Increasing interest in domestic tourism because of the restrictions on border
crossing 5 4| 4| 4 4 4,8 0,05/+
2.6. Tax benefits for sole proprietors for the period of quarantine, suspension of

. ) 3 2 2 2 2 2,2 0,02/+
penalties and fines

3. Social
3.1. Population growth rate 2 2 3 3 3 2,6 0,02/-
3.2. Population education level 4 5 5 4 5 4,6 0,04/-
3.3. Foreign languages 3 2 2 4 3 2,8 0,03/-
3.4. Changes in the structure of the urban and rural population 4 4 4 3 2 3,4 0,03/+
3.5. Employment rate (pandemic decline) 3 4 4 4 3 3,6 0,04/-
3.6. Consumer expectations of the population 3 2 2 2 4 2,6 0,03/-
3.7. Changes in the behavioral reactions of tourist services consumers 4 3 2 2 2 2,6 0,03/-
4. Scientific and technical factors

4.1. National course on administrative services digitalization 4 4 4 4 5 4,2 0,04/+
4.2. The technologies application level in the industry 3 2 2 2 2 2,2 0,03/-
4.3. Customer service individualization 4 3 2 2 2 2,6 0,03/-
4.4. Electronic marketing tools application 5 5 4 4 4 4,4 0,05/+
4.5. Possibility to introduce remote/distance form of service provision 5 5 5 5 5 5,0 0,05/+
4.6. Introduction of logistics and service systems for customer self-service 5 4 4 5 5 4,6 0,05/+
TOTAL: 99,2 1

*Source: Compiled by the author based on the results of an expert survey and by Horal et al. (2015), Horina (2016), Gossling et al. (2020); Gregoric

(2014); Komlichenko (2014); Katsemir et al. (2016).

When evaluating the research objects, the experts often disagree
on the problem to be solved. In this regard, there is a need for a
quantitative assessment of the experts’ consistency degree
(Prisenko, 2005). We determined the agreement level between the
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experts' views via the concordance coefficient (Equation 1). The
expert evaluation results are considered statistically significant at
W> 0.55.
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wherein S is the sum of the deviations’ squares of all ranks
estimates of each object from the average value; d is the number

of experts; nis the number of objects, Ts is an indicator of related

ranks in the s-th ranking. The estimated concordance coefficient
was 0.611 and is therefore significant, and the experts' opinions are
consistent.

The estimates given by the experts were standardized and
averaged. Each was assigned a weighting factor. In addition to the
generally accepted environmental factors, the experts were also
offered a list of specific features related to the crisis caused by the
COVID-19 pandemic and quarantine measures, such as logistics and
self-service systems, adverse changes in consumer expectations of
the population.

All selected indicators were distributed according to the impact
nature of tourism enterprises' external environment, respectively,
on stimulants and disincentives (Pluta, 1980; Obelnytska, 2016). As
we can see from Fig. 1, in Ukraine’s tourist enterprises' external
environment, there is a clustering of factors that are grouped by
direction and significance of the impact and form conditional
groups of significant negative and positive impact. We also have
the opportunity to identify a list of factors, which strengthening in
the future has a positive impact on improving the competitiveness
of Ukraine’s tourism enterprises in the relevant market. Thus, in the
upper left quadrant, eight factors have the most significant
negative impact, while in the upper right quadrant - factors that
positively affect the studied objects' external environment and
thus contribute to the competitiveness of tourism business-units.

Adverse factors include political - a military conflict in the East of
Ukraine, restrictions on movement across borders, the country's
presence in the "red zone" during the COVID-19; economic - the
exchange rates dynamics, income levels, the country's external
debt, declining demand for services during the pandemic, social -
the education level, employment (fall during the pandemic).
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Fig. 1. Environmental factors distribution of tourist enterprises”

*Source: compiled by the authors.

Among the factors with the most significant positive impact we can
note political - intensification in the strategic tourism planning at
the national level and administrative control ease in tourism,
economic - increasing interest in national tourism due to
restrictions on border crossing, technological - national course on
administrative services digitalization, digital marketing tools, the
possibility of remote/distance form of rendering services.

5. Conclusions

ased on the PEST analysis results, we identified critical factors
in Ukraine’s tourism enterprises' external environment,

including the pandemic negative consequences. The factors’
choice also covers their impact direction and weighted average
ponderability that allowed identifying the most significant
negative and positive components of Ukraine’s tourism
enterprises' external environment.

In the economic activity strategic planning of tourism business
units at the national and regional levels, one should focus on
increasing the importance of the environmental factors in the
lower right quadrant, namely: international partnerships

OO

development, tax benefits for individual entrepreneurs in tourism,
changes in population structure. Thus, in the research, we
identified a reserve for increasing Ukraine’s tourist enterprises'
competitiveness in the industry market based on including
additional factors of their external environment.

This paper research results provide a basis for further study of the
external micro-environment of tourism enterprises at the local,
regional, and national levels, both in retrospect and in the future
during the crisis.
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MigBULLEHHA AigUPYOYMX NO3ULIN
TYPUCTUYHOI areHuii 3a paxyHoK
onTumisauii ii Be6-canty

TemsHa CepziigHa poHosd,
AHa EszeHigHa Tpuzy6't

t/IHinposcbkuli HayioHaabHUl yHiBepcumem
imeHi Onecs lonuapa, AHinpo, YKpdiHa,
#TOB TOB «TypucmuyHd dzeHyis «/lacni»»,
AHinpo, YKpadiHa

MeTa poboTu - gociiguTi poboTy i HarnoBHeHiCTb iHGopMmaLieto
Beb-CaliTy TYpUCTMHYHOI areHuil Ha nNpuWKAa4i TYPUCTUHHOT
areHuii «/lacni», BUABUTM MOro TEexXHIYHi B/AACTMBOCTI Ta
3anpornoHyBaTM MeTOAM NiABULLEHHA JiAUPYIOYMX MO3MLLNA
web-pecypcy B noluykoBiit Bugadi AHgekc i Tyra waaxom
3pilicHeHHA SEO-aHanisy.

Ausaitn/MeTtoa/lAaH  AOC/igKEHHS.
iHTepHeT-pecypcis.

Pesy/bTat Aoc/tigXeHHA. [POCyHEHHA TYpUCTUYHMX MPOAYKTIB
6e3nocepesHbO 3a/71€XKUTb Big, ePEeKTUBHOCTI 3aCTOCOBYBaHUX
PeK/1aMHMX 3acobiB rpaBLAMMU TYPUCTUHHOIO PUHKY, 30KpeMa,
TYPUCTMYHMMM areHTamu. BusHaueHo, WO OAHIEI0 3 HOBMX
TEXHO/OTiN, WO NigBuLLye ePeKTUBHICTb peknamu, 30Kkpema
Yyepes Beb-pecypcu TYPUCTUHHMX areHLii, € SEO-TexHo/oriA
(Search Engine Optimization). Ha npwkaagi y4acHuka
TYPUCTUHHOrO PUHKY B pobOTi gociigxkeHo Beb-pecypcn
TYPUCTUYHOT areHLii «/lacni» Ta npoBegeHo SEO-aHai3 il caiTy.
BuAB/NEHO TeXHi4Hi HeA0/iKU MOro PyHKLiOHYBAHHSA, 30KpeMma,
noB'A3aHi i3 CTAaTUCTUKOIO MOLLYKOBUX 3anuTiB, BifBigyBaHHAM
caifTy B TemaTtuui, 3 pobOTOD CeMaHTMYHOro AApa, 3
NOAIMNLIEHHAM CAMOro CaWTy, 3i 36i/bLLEHHAM LMTYBAHHA CalTy
i KiZbKOCTi MOro 3ragyBaHb B Mepexi Ta iHwi. JoBegeHo, Wwo
npoBe/eHHA pobiT 3 PO3BUTKY CaiTy, 3MiHM MOro OTOYeHHA,
aHani3y noBeAiHKM KOPUCTYBadiB, a Came BMKOPUCTaHHA
Mikpopo3miTkn Og Properties, oHoBnenHa HTML Teris,
PO3MiLLLeHHA aHa/NliTUYHKUX NPOrpaMm, BUAineHHA 06’exTiB iframe
Ta iHWMX 3axogiB npu3BeayTb A0 36i/blLUEHHA YHiKa/bHOCTI
KOHTEHTY. B pesyabTaTi callT LWBMAKO CKaHyBaTUMeTbCA
NOLYKOBMMM poboTamu i MOTpan/iaTMMe B MOLLUYKOBY BUAA4y
Ha nepLui MicLA 338 TUMM NO3ULiAMM, AKI BaX/11BI came A5 Beb-
pecypcy.

TeopeTuyHe 3Ha4eHHA AOCNIAXKEHHA. 3 MeTO onTUMi3aLii poboTn
BeG-pecypcy 3arnporoHOoBaHO MexXaHi3M MigBULLEHHA 1oro
NiAVPYIOYMX MO3WLM, AKUM CKAAAAETBCA i3 TPbOX KPOKIB:
3ara/lbHa XapaKTepUCTMKa Beb-caiiTy 3 Mo3wLiit MapKeTuHry,
nposegeHHA SEO-aHai3y, HagaHHA pekoMeHAaL,ii.

MpakTUYHe 3HaYeHHA gocnigKeHHA. [lpoBeseHi AoCaiAKEHHA
Npe/ACTaBAAOTb MPAKTUYHY LjiHHICTb 3 MOKPaLL,eHHA TeXHIYHOro
bYHKLIOHYBaHHA CaifTy Ta MiABWLLEHHA WOro /iAUPYOYMX
MO3KLLii B MOLIYKOBUX cUCTEMAXx AHAeKC i Fyr.

OpwuriHanbHicTb/LiiHHicTB/HaykoBa HOBM3HA AOCANIAXKEHHA.
3acToCyBaHHA MexaHi3My NiABULLEHHA NiAUPYIOYMX MO3ULLIK,
onTumisytoun  poboTy  Beb-caliTy, gacTb  MOX/MBICTb
nowyKoBuM  poboTtam BMBeCTM  pecypc B TOMN
Halnony/AApHILLIMX cepey, CaiTiB TypareHCcTB.

O6merkeHHA gocigKeHHsA/lTepcnekTMBY MOAANbLUMX AOCAIAMKEHD.
MalbyTHi AOC/NiAKEHHA CnpAMOBaHi Ha MoAa/bWKUIA aHani3
CaiiTy Nic/IA BHECEHHA 3anpOrnoHOBaHMX 3MiH y ioro poboTy.

3actocoBaHo SEO-aHani3

Tun cTaTTi — emMnipuiHUiA.

Kaovosi cnoB: SEO-aHani3; coujasbHi  Mepexi; TypUCTUHHMIA
NPOAYKT; TYPUCTUHHA NOCAYra; IHTEPHET-MapKeTUHT.

&

MoBbilWeHKe AMAUPYIOLLUX MO3ULMIA
TYPUCTUYECKOrO areHTCTBa 3a cyeT
onTumMu3auum ero Be6-caiTa

[ApoHoea TamesHa CepzeesHd',
Tpuzy6 AHa EszeHbesHa'

AHenposckull HAUUOHA/BHBIU YHUBEpPCUMem
umeHu Onecs lonyapa, [Henp, YKpauHa,
000 «Typucmuyeckoe azeHmcmao «/lacnu»»,
AHenp, YKpauHa

Lesnb paboTtbl - uccrepoBaTb paboTy M HaAMO/NHEHHOCTb
MHPopmaLmum Beb-caifTa TYpPUCTMYECKOrO areHTCTBa Ha
npumepe TypUCTUHECKOrO areHTCTBa «/1acnu», BbIABUTb €ro
TeXHUYECKMEe XapaKTEePUCTUKM U MPEeA/IoKUTb  METOAbl
NOBbILLEHUA IMAUPYIOLLMX NO3ULMI web-pecypca B MOMCKOBOW
Bblgave AHgekc u Myra nytem ocyuwiectsaenma SEO-aHanunsa.

Ausaiii/MeTtog/MaaH  uccaegoBanunsa. [lpumeHeH SEO-aHanu3
MHTEPHeT-pecypCcoB.

Pe3syabtaTthl uccaegosanusa.  [pogsuxeHue
NPOAYKTOB  HanpAMYyl  3aBUCMT  OT
npYMeHAeMbIX peKIaMHbIX cpeacTs UrpoKamu
TYPUCTMHECKOrO  PblHKA, B  4acTHOCTH, TYPUCTUHECKUMM
areHTamu. OnpegeneHo, YTO OAHOM M3 HOBbIX TEXHO/OTWA,
nosblilwatoLLeit 3PPEeKTUBHOCTb peK/samMbl, B YaCTHOCTH, C
NOMOLLbI0 BEH-pecypcoB TYPUCTUHECKUX areHTCTB, AB/AETCA
SEO-TexHosnoruA (Search Engine Optimization). Ha npumepe
YYaCTHMKA TYPUCTUHECKOrO PbIHKA B paboTe ucc/ie0BaHbl Be6-
pecypchbl TYPUCTUHECKOrO areHTCTBa «/lacnu» u nposegeH SEO-
aHa/M3 ero caiiTa. BbiAB/EHbI TEXHMYECKME HeAOoCTaTKU ero
$YHKLMOHUMPOBAHWA, B HaCTHOCTH, CBA3AHHbIE CO CTAaTUCTUKOMN
MOMCKOBbLIX 3aMpocoB, MocelleHMeM caiTa B TemaTuke, C
paboTol cemaHTUHeCKoro A4pa, C yAyylleHMeM camoro canTa,
C YyBe/IMYEHMEM LMUTUPOBaHMA CaiiTa M KoO/M4ecTBa ero
YNOMUHAHWI B ceTn U apyrue. /lokasaHo, YTO mnpoBeseHue
paboT no pasBUTUIO CaiiTa, M3MEHEHWA €ero OKpPYXKEeHWH,

TYPUCTUHECKUX
3 deKTUBHOCTH

aHa/m3a nosegeHua no/b3oBaTe/en, a MMEHHO
1cnosb3oBaHue MukpopasmeTtku Og Properties, obHoB/eHNe
HTML Teros, pa3smeljeHMe aHa/MTUYECKMX MpOorpamm,

BblgeneHne obbeKkTOB iframe M aApyrux MeponpuATwit
npuBeAyT K YBE/IMYEHWIO YHUKa/bHOCTM KOHTeHTa. B
pesy/bTaTe caliT ByAeT GbICTPO CKaHMPOBATLCA MOUCKOBbIMU
paboTamu 1 nonagaTb B MOMCKOBYIO BblAady Ha nepsble MecTa
ro TeM No3uLMAM, KOTOPbIe BaXKHbl UMEHHO A/1A Beb-pecypca.

TeopeTuyeckoe 3HayeHue uccaegoBanud. C Le/blo ONTUMU3ALIUK
paboTbl Beb-pecypca npes/ioxeH MexaHW3M MOBbILLEHUA ero
/MAVPYIOLWMX  MO3ULUMIA, COCTOALMIA U3  Tpex LIaros:
pax3paboTka obLeil XapaKTepUCTUKM caifTa C MO3ULMii
MapkeTuHra, npoBegeHnue SEO-aHanu3a, npegocTaB/ieHne
peKkomeHaaL .

MpakTMyeckoe  3HayeHMe  UcclegoBaHuA.  [IpoBegeHHble
UCC/eA0BaHUA MNPesCTaB/AOT MPAKTUHYECKYIO LEeHHOCTb Mo
YAYYLIEHUIO TeXHUYeCKoro QyHKLMOHMPOBaHUA caiTa w
MOBbILLEHUA ero /IMAUPYIOLLMX MO3ULMI B MOMCKOBBIX CUCTEMAX
Axgekc n Google.

OpurMHanbHOCTb/LleHHOCTb/HayyHas HOBM3HA UCC/1ef0BaHUA.
lpumeHeHne MexaH1M3Ma NOBbILLEHNA AMANPYIOLLMX MO3ULUIA,
ONnTUMU3UPYA paboTy caiTa, NO3BO/NMUT MOUCKOBBIM paboTam
BblBECTM pecypc B TOI cambix nony/aApHbIX Cpeau caiToB

TypareHcTB.
OrpaHuyeHune nccaegoBanua/llepcnekTUBbI A/bHENLLINX
ucciegoBaHuid. byayluime wuccnegoBaHMA HanpaB/eHbl Ha

Aa/bHeNIIMIA aHaM3 caiiTa Noc/le BHECEHUA Mpes/IoKeHHbIX
M3MeHeHWA B ero pabory.

Twvn cTaTbu — BMHMPMHECKMI‘;I.

Kntoueeble cno8: SEO-aHa/u3; coumasbHble CETH; TYPUCTUHECKMUIA
NPOAYKT; TYPUCTUHECKARA YC/1Yra; UHTEPHET-MApKETUHT.
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1. Introduction

organizers the quality service and accessible and sufficient

information. Travel products generated by tour operators and
sold by travel agents should be differentiated. A modern travel
agency's main tasks are to provide complete information about the
tourist service, organize a safe trip for their clients, keep in touch
with tourists, and, if necessary, assist.

:: he tourist services market development requires the trips’

Nowadays, tourism gained wide popularity, and tourist products
are in high demand. Since tourism companies operate in perfect
competition, they can use only the non-price struggling methods in
the tourism market. One such method is to create a quality website
and provide its systematic SEO-optimization. A quality website
increases the number of travel services’ sales. The web resource
should be easy to use, contain useful and updated information
spoke Sana (2014), K.Potts (2007), J.Jerkovic (2009) about the SEO
importance as the right tool to help a successful search.

2. Review of theoretical and empirical
research

peculiarities of a tourist product and its assortment formation

with setting the essential components of a tourist product, its
structure, the primary and additional set of services, etc. K.Snihur
(2019) studied the dynamics of Ukraine’s international tourist
flows, assessed their current state and identified improvement
areas. l.Shamara and K.Azarova (2018) considered the current
state, problems, and prospects of Ukraine’s tourist services
market.

:: .Tkachenko (2019) investigated the realization mechanism

The optimizing problem of the website's operation is devoted to
foreign scientists who offer different solutions to this problem.
S.Eric (2009) believes that for the search engines ranking the most
important are the shortcuts headers component. The heading tag
is in the <head> area of the HTML entry, and this is the main piece
of metadata about the page that possesses the most value and
affects positioning (2009).

J. Kristopher (2010) also noted the tag Meta descriptions
importance, as they are applicable for a technique to convey their
advertising message, and visitors, by clicking the advertising
publication, increase the site position.

S.Rice (2009) held a different opinion, in contrast to the two
previous scientists. He considered links creation to be an essential
component for search engine optimization to increase website
traffic.

R.Saini (2011) paid attention to the clicks' popularity and considered
them an essential factor in the website ranking for the search
engine. The page popularity depends on regular clicks. The
moment a visitor clicks on a SERP website, the search engine will
suggest a specific value. The clicks with a single IP are checked only
once.

According to V.Kumar et al. (2019), Google search algorithms
determine whether a page is displayed in the first results or not due
to signals: website keywords, region and content updates of web
pages, and so on. The whole search process starts with pages
scanning and indexing. To do this, Google and other web indexes
have created their robots to scan the Internet. Sometimes they are
also called spiders. Scanning Google robots are called "google
bots." These creeping robots move among different pages,
explore its content, and decide on the site's importance.

Kai Li (2014) researched that PSM and SEO are the two primary
advertising services available to search engine advertisers. In his
research, he builds two mathematical models, one in the
microeconomic method and the other in the game-theoretical
method for analyzing the competition between PSM and SEO. The
search engine quality, divided into two dimensions: the algorithm
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efficiency and reliability are introduced as essential factors in the
model. Based on search engines, the algorithm efficiency is
brought by Internet searchers who are Internet advertising users,
a source of income for PSM and SEO. The algorithm reliability helps
search engines to prevent companies from phishing through SEO
and reduce obstacles to organic search, which creates an SEO firm.
That enhances the online searchers’ experience in organic search
and positively affects the clicks of sponsored links.

Surbhi Chhabra (2016) analyzed that each web search tool is divided
into different modules, including the scanner module on which the
web index depends the most. The scanner is used to download and
store web pages for web search.

Vishakha Chilpipre (2017) concluded that the search engine
optimization study, web-scanning, and web-mining for a search
engine help ensure an efficient system structure that processes
web data according to user convenience.

With modern Internet technologies development, the enterprise's
website creation in various activities, including the tourism
industry, has become widely popular. However, not every
organization uses SEO analysis to optimize a website and place it in
search engines' top queries. Therefore, web resource increasing
the popularity to increase the number of clients of travel agencies
remains relevant.

3. Problem statement

content of the travel agency's website on the example of

Laspi travel agency, identifies its technical properties, and
suggests methods to increase the web-resource leading positions
in Yandex and Google search engines by SEO-analysis.

:: he research purpose investigates the work and information

4. Research methodology and data

example of a tourist market participant and conducted the

C e studied the Laspi travel agency web resources on the
site’s SEO-analyzes.

For SEO-analysis of travel agency websites, we used SeoProfilink
and SiteDozor free Internet resources.

SEO (Search Engine Optimization) technology measures for
internal and external site positions’ optimization in search results
for user queries to increase network traffic, the number of
potential customers, and revenue from such traffic.

5. Research results

many business problems. That is a reliable sales channel that

works for its owner all around the clock. Nowadays, every
company needs not only outdoor advertising, but also its Internet
site. Having a website is an integral part of promoting a company
on the market. Companies seek to apply new information
technologies in their communication activities in high competition
conditions, which are invariably associated with the Internet. One
of such technologies is the company's official website, and, in
particular, "landing pages" are becoming increasingly popular and
relevant.

:: he site is a convenient and powerful marketing tool to solve

5.1. The offered theoretical research model

information on web pages and social networks. Obtaining

information in this way in the modern world is highly popular
among active users of travel products. Therefore, it is imperative
to place information about the travel company and its services,
using Internet marketing tools to take a leading position in the
search results of Google and Yandex. Top positions in search
engines have a positive impact on the growth of the site's

C he widespread Internet allowed posting the necessary
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popularity, increase the customer base, play an additional sales
channel for the company, build partnerships with the customer,
and so forth. To increase the travel agent's leading position in the

market of travel services, we proposed a mechanism for website
optimization. It is proposed to take three steps to achieve a
positive result (Fig. 1).

1. Provide a general
website description from a
marketing standpoint

\ 4

2. Conduct SEO-analysis

3. Form proposals to eliminate the
site’s shortcomings

\ 4

* tourist enterprise Definition:

e comparison with other
travel agencies and
competitive advantages
identification

e geography of visits,
* age of the site,
e optimization,

description title,

* Og Meta Properties,

number of pictures,
Iframe,

Favicon,

source languages,
HTML code,

XML site maps,
Robots.txt,
analysts,

academic nausea,

* GZIP,
* page updates,

¢ Global Rank,

¢ site quality index (ICS),

e keywords availability,

H1 header availability,

features
. websit,e home page e the number of pages in Yandex and
research Google search engines,
. analysi’s of the SMM * site trust,
Hahili e safety for children
availability, )

e attendance per day, month, year,

¢ the number of characters in the page

site load time and page resources,

e the site’s approximate cost,

¢ Mobile version availability

¢ add the travel agency mission,

¢ improve work on social networks,
¢ Add YouTube video hosting,

¢ change the page’s title and
description,

¢ add keywords,

¢ add Og Properties Markings,

¢ add alt attributes,

¢ optimize the content ratio to HTML
code,

o set the site’s language,

¢ Update HTML tags,

¢ add a Sitemap,

¢ add statistics services to the site,
¢ update the site,

e increase the site’s loading speed,
¢ delete embedded objects

Fig. 1. Website optimization mechanism”

*Source: Developed by the authors.

The title is the title tag of a web page. The sentence between the
title and / title tags shows search engines what the page title is. The
title is an essential element for SEO. Search engines attach great
importance to the text enclosed in the title. The title should be no
more than 60 - 70 characters because it usually displays this line
length in search results. A good title can consist of a primary
keyword, additional keywords, and a brand name.

The title should match the description and critical query of the
page. A high-quality and clear title should briefly reflect this page
essence, i.e., it should be the most relevant text. It is better to place
the frequency key's natural occurrence in the title, which promotes
this page. The title tag should only be used once on the page and
be located in the head code block, not the body. For each page, if
possible, the title should be unique. It is recommended to use the
same keywords or phrases in the title and h1 tags. Search engines
often display the title along with the site address in search results.
Depending on how informative and attractive its content is, the
users follow the link. Therefore, it is recommended to make titles
to sell the product: to indicate the competitive advantages of the
product and/or service.The description is a Meta-tag for describing
page content. Most often, it is a short text, which is very concisely
presented information about the page. Although meta-
descriptions often do not directly affect rankings, they are still
important, as they are often involved in the formation of the
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snippet that people see in search results. The description should be
no more than 150-160 characters because the search engine usually
displays this line length in the search results. Each page of the
website must contain a unique description without duplication.
That is why one should create a meta-description for each page of
the site, using text that "sells" using key queries that would
encourage the user to follow the link.

The keywords of the page are specified inside the corresponding
Meta-tag. They are rarely used to search engine rankings, but they
help promote the site on the necessary queries.

Og Properties micro-markup helps social robots quickly scan and
publish information from the site.

By adding additional text (alt attributes) to the images, the search
engines will better understand the images' content—alternate
title for the image. The contents of the alt attribute describe the
image. All those are necessary to notify the search engine and
improve its performance on the site. The Alt attribute sets the
alternate text for the image that has not yet been loaded by the
browser. This text is also shown when the display of images in the
Internet browser is disabled. By default, this text is replaced by an
image as it loads.
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The h1 tag allows the search engine to understand the online
resource name. The h2 tag, depending on the site page's size and
content, can be used a couple of times and shows the hisubtitle.
This tag's value is slightly smaller than h1, but it is often used as the
page description. The h2 tag is used as a second-level header; it
allocates subheadings to site pages. Nevertheless, it is worth
noting that sometimes promotion experts recommend using only
one h2 tag.

The content ratio to HTML code. The web page text optimal ratio
to HTML code is from 20% to 80%. If it is less than 20%, it requires
writing more text on the web page, and in the case of more than
80%, the page can be considered spam.

Iframe technology allows displaying the contents of another page
in a separate page window. The use of frames on sites is not
recommended, as search engines lead the user to a particular page,
determining its textual relevance, but in the frame, the webmaster
can upload anything, so the search engine is faced with obstacles
to determine the relevance of such a page. However, small
elements of the site are not harmed, e.g., when it comes to
uploading videos by iframe from Youtube video hosting. Often, an
incorrect iframe size task prevents the page from displaying
correctly on mobile devices.

Favicon is a small image (site icon) that appears next to the site
search results, close to the site address in the browser address bar,
and next to the site name in the "Favorites" or "Bookmark" instead
of standard, typical to all images.

For search engines and displaying the site in different browsers,
the page language must be specified.

HTML tags. The oldest HTML tags and attributes, which have been
replaced by other more functional alternatives (such as HTML or
CSS), have been declared obsolete in HTML by the W3(, a
consortium that sets HTML standards. Browsers should support
outdated tags and attributes, but these tags are likely to lose
relevance, and therefore future support cannot be guaranteed.

The sitemap may contain additional information about new
content for search engines, such as last update time, news, links.
That helps the robot to index information faster. A Sitemap is an
XML file that contains a list of site URLs. It is used to crawl and
index the search engine. A sitemap can help search engines index
a site more quickly and deeply. It is also desirable to remember
that:

1. The Sitemap file size should not exceed 10 MB and contain no
more than 50,000 URLs; otherwise, one needs to create
several Sitemaps and use the site index file.

2. Place the Sitemap file in the website root directory and add the
Sitemap URL to the robots.txt file.

3. The sitemap.xml file can be compressed for faster download.

Robots.txt is a text file that contains site indexing options for
search engine robots. The robots.txt file is located in the website
root directory and contains instructions for search engine robots
to scan and index the website. Robots.txt can contain search or
other bot names, a list of directories allowed or denied forindexing
and scanning, a timeout for crawling and indexing, and a Sitemap
address. The Yandex search engine via the Host directive in this file
might be specified as the site’s primary mirror.

Robots.txt is vital for SEO. Website directories are scanned and
indexed by the search engine according to robots.txt instructions.
Therefore, it is essential to add the robots.txt file to the site’s root
directory with correct writing, including all public pages, and
exclude pages that contain sensitive information. The robots.txt
instruction to restrict access to confidential information is not a
serious security threat to the website, so one should only use it for
security purposes.

Web analytics allows the monitoring of all resource indicators.
Yandex Metrics is required for the site’s detailed analysis.
Statistical data collection of the site operation is one of the crucial
stages of resource promotion. Processing data on site visits
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provide a tremendous amount of information necessary for
business. Any visitor can be a potential customer, so the site
owners try to collect as much information as possible about their
users. The statistics of visits help them in this.

Download speed directly affects the site's custom factors.
Reducing download time reduces failure rates. Reducing the
download time by one second can increase the conversion by two
percent (but the function is not linear). Moreover, increasing the
download time to 7 seconds increases the failure rate by 30%.
Anything that loads for 7 seconds or more causes the bounce rate
to rise. That affects promotion; such a site is worse indexed.

GZIP is a program for compressing files and unpacking them. Its
main feature can be considered to compress/decompress files "on
the fly," which speeds up page loading. All popular browsers today
support this technology and can unpack such pages. Gzip
compression generally reduces the size of the response to about
70%.

Search engines positively perceive site updates, significantly if the
information on the pages is frequently updated. The pages should
be updated over time. It is also useful after updating the page to
add it to the "Page Crawl" in the Yandex Webmaster service.

The Embed and object tags are used to display various media
content (video, flash, audio) on web pages. They are used to insert
audio, video, flash files on web pages. It is well known that web
pages are created using the Html language. Embed an object plays
a role in it. Content is framed by tags - insert images, tables
hyperlinks using the img tag. Elements embed and object can also
be classified as an image (img), frames (Iframe) —in general, these
are string elements with content to be replaced.

Alexa Traffic Rank is a rating system that determines the site's
relative popularity to other sites on the Internet. The lower the
rank, the better. Alexa Rank is calculated considering the traffic
quality or page visits: the more one visits the site, browse the
pages, comment, spend time on it, the lower will be the value of
the rating indicator.

5.2. Research results interpretation

January 2002 and for 17 years and, nowadays, in terms of

sales, holds a leading position in the city of Dnipro. Since April
2009, Laspi travel agency is an accredited participant of the
program "Quality Mark of the Association of Tourism Leaders of
Ukraine," which guarantees the consumer: obligations fulfillment
under the contract for tourist services and compliance with the
requirements of the Association and high-quality service.

:: aspi travel agency has been organizing its activities since

The main directions of Laspi travel agency:

- Recreation Organization in various resorts worldwide. Cruises.
- Vouchers sale in any direction.

- Organization of excursions and medical tours in Europe.

- Worldwide booking of 2* to 5*hotels.

- Visas and insurance.

- Registration of air tickets in all directions:

a) economic route selection;
b) the selection of the most comfortable connecting for long
flights.

Thanks to the travel agency's productive activities, many tourists
have visited various resorts and traveled on tours in many
countries.

Laspi travel agency is guided by the principles of reliability and
maximum accuracy of information.

Laspi travel agency advantages:

- more than 16 years of experience in the tourism market.
- more than 45% of customers came to the recommendation of
regular customers.
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- prices correspond to the quality of the service provided. travel
agency always offers a conscious quality vacation.

- employees of Laspi travel agency regularly go on information
tours worldwide, visiting various resorts, cities, and hotels.
Managers can tell in the first person about their impressions;

- comfortable office conveniently located in the city center.

Laspi travel agency is more than one season in the tourist market,
and employees are interested in tourists coming again and again.
The agency staff loves their work, their tourists and provides care
and attention to each traveler. Managers of Laspi travel agency are
attentive to all requests, questions, and wishes when planning a
trip.

Travelers can always contact the Laspi travel agency by phone, e-
mail and find a reliable partner (Laspi travel agency, 2020).

The Laspi travel agency personnel works in a coordinated manner,
provide timely advice, respects customers, and uses an individual
approach to each tourist. The company offers bus tours, air tours,
beach, ski, exotic holidays, early booking. For 17 years in the tourist
services market, the Laspi travel agency has received awards for
professionalism, a certificate of the leader of sales, a star of quality,
and diplomas for a significant contribution to the tourism
development in Ukraine. The company is known for its excellent
service and has 9.5 points out of 10 maximum. Laspi travel agency
has a loyalty program, discounts on tours, which, from a marketing
standpoint, acts as an incentive for the company's customers and
stimulates re-sales of tours.

Among the negative aspects of the Laspi travel agency should be
noted the lack of a mission that would determine the enterprise’s
primary purpose and clearly state the reasons for its existence. Of
the travel agencies surveyed, only TUI has defined its mission - "We
create a holiday that makes people happier." Laspi does not offer
a new product that would allow the company to attract more
customers. This product is available in the TUI company - cruises
and boat trips. As a communication method with travel services
users, the travel agency uses Facebook and Instagram social
networks (for comparison, the Poyikhaly z namy company
disseminates information about tours on Facebook, Instagram,
YouTube, Viber, and Telegram). Besides, the pages'
informativeness on social networks is low. Contacts of the firm and
separate tours’ images are placed; which is unsufficent, as
customers do not receive information directly from the social
networks’ page and should refer to the travel agency website.

One of the Laspi travel agency competitors is Poyikhaly z namy
company, with 14 years of experience in the market of tourist
services. It has 403 offices, 108 of them in Ukraine’s company
insufficient offers various recreational types: bus, ski, sea, exotic
tours with early booking. Travel agency positions itself as "N21 in
the tourism business market." The travel agency offers tours to
almost any part of the world with a massive base of hotels with
great offers for holidays with children and infants. The office
network of Poyikhaly z namy company is the most developed in
Ukraine. Work only with trusted partners to offer the best tours to
clients.

The best offers and current prices stated on its site to choose a tour
according to the customer's wishes, where one can buy a hot ticket
at a very reasonable price.

The travel agency provides non-departure insurance at the client’s
request and tours in installments (Travel Agency, 2020).

TUI is one of the leading travel companies in Ukraine and a
competitor in the tourism business market, including a tour
operator and a network of travel agencies. The company is part of
the largest international travel holding, TUI Group, with over 40
years of experience.

TUI Ukraine was founded in 2009 based on the Ukrainian "Voyage
Kyiv" company and "Gallopom po Evropam" travel agencies
network. In 2013, TUI Ukraine became Ukraine’s one of the most
vital tour operators - Turtess Travel, which secured TUI a leading
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position in the Ukrainian market as the largest multidisciplinary
tour operator.

TUI Ukraine serves over 100 thousand tourists a year and includes
250 travel agencies (own and authorized). The company offers
beaches, sightseeing, and skiing holidays in mass tourist
destinations, including Turkey, Egypt, Spain, Bulgaria, the Czech
Republic, Italy, Croatia, Montenegro, Greece, and other countries.

Company’s Mission "We create a holiday that makes people
happier." Vision:

- N21 choice of clients for a quality family vacation.

- A company characterized by a flexible differentiated product.

- Astable and efficient company that uses advanced technologies.
- A company where everyone can realize themselves.

Values:

— customer orientation;

- teamwork;

- respect for people;

- efficiency and effectiveness;

- continuous improvement (TUI Travel Company, 2020).

The most experienced Laspi travel agency competitor in the tourist
market with 26 years of experience is the Tez Tour operator. The
Tez Tour international tour operator is one of the companies that
organize tours for tourists from Ukraine, the former Soviet Union,
and Eastern Europe. Tez Tour operator was founded in 1994; today,
it includes such visits as Austria, Andorra, Belarus, Bulgaria,
Hungary, Greece, Georgia, Dominican Republic, Indonesia, Egypt,
Spain, Italy, China, Cyprus, Cuba, Latvia, Lithuania, Mauritius,
Maldives, Mexico, UAE, Portugal, Russia, Seychelles, Thailand,
Turkey, France, Czech Republic, Sri Lanka, Estonia.

In all countries, the clients are served by trained and highly
qualified employees. Their work is based on one principle - the
reservation service confirms places in hotels, the operations
department provides transfers and excursion services, and the
guest relation department's staff helps customers feel at home.

Tez Tour cooperation with over 20 international and national
companies working on sending and receiving tourists allows
providing quality services to tourists from Ukraine, Russia,
Bulgaria, Romania, Latvia, Lithuania, Belarus, Estonia, Moldova,
and Kazakhstan.

The profile is a high-quality service of tourists on the most popular
directions of foreign tourism. Professionally working with large
tourists and well-versed in the tourism market, it selects reliable
airlines and top hotels. The company offers a wide range of
opportunities for tourists; organize trips to seminars or
conferences, children's holidays, VIP-tours.

The company cooperates only with proven and reliable partners.
Air transportation is carried out by the largest airlines in the world
with a modern fleet. Among them are UIA, | Fly, Thai Airways,
Emirates, QATAR AIRWAYS, Air Baltic, Air Europa, and others.

Their partners are leading hotel chains in the hotel industry,
including Marriott, Sheraton, Le Meridien, Sol Melia, Princess,
Hilton, Iberostar, Four Seasons, and others.

Tez Tour pays special attention to quality control of services
provided at all stages by carefully monitoring each application from
the moment of receipt to the tourist returning home. Each
company’s area is continuously evolving (Tour Operator, 2020).

The official website of Laspi travel agency is multi-page and is a vital
tool for shaping and maintaining the agency's image and its
services, helping to increase brand awareness. The site provides a
vast amount of information about the agency, the scope of its
activities, services provided. As the best advertising platform, a
well-created official website contributes to the image formation of
consumers and partners of a reliable, dynamically developing
travel agency. It also became the basis for organizing feedback
with the company's customers.
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The site’s home page offers a choice of the tour (Fig. 2). It contains
information about the countries that are most in-demand among
tourists: Egypt, Emirates, Turkey, Greece, Cyprus, Thailand,
Maldives, and the Dominican Republic with the possibility to
subscribe to the newsletter for "hot tours" and additional travel
agency contact details, which is very convenient for tourists. The
color scheme is dominated by cold colors, most of the blue.
According to research, blue is calm and balanced, thought-
provoking, and forcing to concentrate—ideal for advertising
drinks, water, travel services, appliances, and electronics. Red
color for the "Subscribe to the newsletter about hot tours" and
""School of Tourism" Buttons. This color is to encourage action and
attract attention. Instead of three images at the top of the
website’s home page, it is desirable to use an image where yellow
colors prevail. Yellow reminds people of communication. Yellow is
associated with the sun, and the sun is associated with the summer
holiday, and, consequently, the appropriate mood: joy, pleasure,
glorification, the desire to communicate. Yellow color with sun
glare is suitable for tourism advertising.

Tez Tour and TUI competitors also used blue for the design of the
main pages (Fig.3). ThePoyikhaly z namy company, on the contrary,
used warm colors in the design: orange, blue, yellow (Fig. 4).
Orange, like red, also encourages action. The researched website
invites one to choose a tour for travel. The yellow color penetrates
human memory. The site is marked in yellow with a novelty - a trip
to the Black Sea. Blue is associated with calm and harmony.
Therefore, looking at the main page, where such colors are used,
the travel company client has confidence in harmony, peace, and
future trip reliability.

The site’s home page has links to social networks: Instagram and
Facebook (Fig.5) used by travel agencies to disseminate
information about travel services create a positive image of the
agency as a tool to communicate with potential customers. These
social network pages contain many images and videos from
different countries with clear descriptions of trips. This type of
content helps to attract users when searching for information. The
page has reviews of tourists, which are all positive. The contact
details include the phone number, website address, and legal
address of the agency.

Information dissemination about the travel product via Facebook
allows the travel agency to appeal to a broad audience, use
targeted advertising, active user entry into the group, and
transition to external sites. Instagram also has its advantages: low
competitiveness, high average check price, attractive design, the
ability to design and filter images, comments, likes, most visitors
become buyers of the product, targeting, target audience - young
people under the age of 35, bright and high-quality photos and
video content that attracts attention.

Given the Internet's high popularity, a significant resource for the
travel services promotion is YouTube video hosting that serves as
a search engine, social network, communication with users of
travel services, promotion of the company, its brand, and product.

The agency can create its free channel and post many videos to
demonstrate the services, tour information, hotel reviews, popular
tours, and receive feedback from its customers that increase sales
and brand awareness. Besides, the Laspi travel agency, using
YouTube, will have the advantage of recognizing its brand among
travel services.

Videos about the agency and its services will be watched by
millions on both computers and mobile phones, which will increase
trust in the travel agency, the ability to feedback, and interact with
the client. Video content is a kind of anchor for the agency's name
at binding sites where gather potential audiences. Using the
necessary tools to promote video content on YouTube will allow
the travel agency to have a competitive advantage over other
travel companies and the YouTube channel to remain at the top of
the search engine.
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To work for the company, it is necessary to promote it continually,
carry out high-quality site optimization (both internal and
external), to update the content regularly. Users should be able to
easily find a corporate portal by keywords that are relevant to the
site. To increase site traffic, its location on the top lines is required
to systematically analyze the website: identify shortcomings, find
search queries for the company’s future customers to find it on the
Internet, offer an effective promotion strategy, and many more. To
optimize the Laspi travel agency's work, we conducted an SEO-
analysis in comparison with competing sites (Table 1).

When comparing the sites’ SEO-analysis results, we found that the
highest quality index has the Poyikhaly z namy company site - 1170,
and Laspi - 50. The largest number of pages in Google and Yandex
search engines for Poyikhaly z namy company - 145483 pages, for
Laspi only 656 pages. Clients' trust in the site of the researched
company is 0%. Most trust the Poyikhaly z namy company site - 75%.
Laspi's tour site is not very popular and has 16,800 visits per year,
2431200 fewer visits than the Tez Tour website. The Tez Tour site is
visited by users from Ukraine, Kazakhstan, and Belarus, and the
Laspi site is used only by clients from Ukraine. All the studied sites
have approximately the same existence time - from 11 to 15 years.
The domain age has a good effect on the site’s credibility in the
eyes of search engines. The older the domain, the more search
engines trust the site and the higher position. Search engines
prefer sites that are time-tested and have a positive image. Young
and new domains are more difficult to promote in highly
competitive topics. Domain and site history is also essential. Older
domains with a horrible history are also harder to promote. Search
engines love old, themed domains with a good history (no filters,
spam, black SEO, etc.). Website optimization is not high (40-47%).

The lengths of page titles on all four sites exceed the
recommended character's length, and on the TUI site, it is zero.
Ideally, the page title should be between 10 and 70 characters
(including spaces). If different words are used in the title, it is
desirable to shorten the text.

The description Meta-tag value is filled in on all sites except TUL. It
is necessary to add a Meta-tag to describe the page content, as it
is still essential and often involved in the snippet formation that
people see in the search results.

Keywords are only available on the Laspi travel agency site, making
sense to use keywords to promote a site in search results.

The Tez Tour website uses og Properties micro-markup. In order to
quickly scan the site information, one needs to add a micro-
markup.

All sites, except TUI, have photo content that allows users to
choose the desired tour and hotel. One needs to add alt attributes
to these photos so that search engines can better understand the
images’ content.

The h1 tag ratio to the h2 tag on all travel agency websites is
correct. The first heading h1 on the page is not lower than h2. It is
recommended to follow the logic of the headings' significance and
place the main title in the h1 content above hasubheadings. On all
web pages, the content ratio to HTML code is less than 15%. It is
necessary to increase the uniqueness of the content. Laspi and
Poyikhaly z namy pages use Iframe windows to display the content
of another page in a separate page window. All analyzed sites have
a Favicon icon. The resource language is not set on the Poyikhaly z
namy and TUl sites. Sites need to set the resource language so that
search engines display the site in search results. Outdated HTML
code found on the Laspi site. Old HTML tags are tags that will never
work correctly again. It is recommended to remove or replace
them with newer CSS. There is no XML sitemap on the Laspi and
Tez Tour sites, which can be problematic. Adding a map will help
robots index information faster. Working file robots.tx found on all
sites, which indexes the site for search engine robots. There are no
analytical program and statistics’ services on the Laspi and TUI
websites. Web analytics allows collecting statistics to promote a
web resource.
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Table 1
SEO-analysis of travel companies websites”

Indexes Laspi Poyikhaly z namy Tez Tour TUI
Site quality index (SQI) 50 1170 370 1030
Number of pages in the Yandex search
engine & 179 73883 4406 9842
The number of pages in the Google
search engine 477 71600 41700 17700
Trust in the site,% 0 75 68 67
Safety for children,% 0 91 93 83
Attendance per day 50 4 640 6580 5240
Attendance per month 1400 140 000 204 000 158 000
Attendance per year 16800 1680 000 2 448 000 1896 000

.. . Ukraine, Ukraine, Kazakhstan, .
Geography of visits Ukraine Kazakhstan Belarus Ukraine, Belarus
Site age, years 14 1 13 15
Optimization, % 40 40 47 43
Page title, number of characters 90 75 79 0
Page description, number of characters 93 230 17 0
Presence of keywords + NA NA NA
Og Meta Properties NA NA + NA
«Poyikhaly z namy»
H1 heading availability Tour search travel agency online tour booking NA
network
Availability of pictures, number 81 51 69 0
Content ratio [HTML, % 1 1 6 2
Iframe + NA NA
Favicon + + +
Source language Russian NA Russian Not set
HTML code old NA NA NA
Site’s XML map NA + NA +
Robots.txt http://laspi.com.ua/ro | http://[poehalisnami | http://teztour.ua/robo | http://tui.ua/robots.
bots.txt .uafrobots.txt ts.txt txt

Analitics NA Google Analytics Google Analytics NA
Academic nausea, % 17,78 2,22 5,66 0
Download time, sec 0,48 0,74 1,3 0,08
Page resource load time, sec 2,06 13,22 12,69 1,48
GZIP + + + +
Page updating 31.05.2020 p. was not updated was not updated was not updated
Mobile version NA NA NA +
Approximate cost of the site, USD 60 13,7 3,2 10,5
tC.rllsziallel;(aan‘IZr\:;/(?an; place it among sites in NA 159254 671961 207376

*Source: Systematized by the author for Laspi TA LLC (2020); TUI Travel Company (2020); Travel Agency (2020); Tour Operator (2020).

The least time to load a web page is on the TUI travel agency site -
0.08 sec. The Laspi website page loads in 0.48 seconds. It is crucial
to have a high loading speed of the site pages, which affects the
resource ranking in search results. Low speed can deprive visitors
and alert search engines, which undoubtedly harms the positions.
To speed up the site loading, it is necessary to optimize the size of
images, remove unnecessary plug-ins, update the CMS-platform on
time, and reduce cookies' size.

It takes 2.06 seconds to download the page's resources in Laspi,
the most comprehensive information on the Poyikhaly z namy site
- 13.22 seconds. The page is formed using various formats files
downloaded from the site or external services. Most often, it is
HTML code; CSS style files, js files, image files. When the page is
displayed, it takes time to load them. To speed up the entire page
demands the specified load time reduction.All travel companies'
websites use the GZIP program, which compresses and unpacks
files.Of all the surveyed sites, only the Laspi site was updated on
May 31, 2020, positively perceived by search engines.

Embedded objects were found on the surveyed travel companies'
web pages, except for the TUI site, which makes it difficult to
display the pages on mobile devices.

Each analyzed site has a rating of the site's popularity relative to
other Internet sites, except for the Laspi site. One needs to add
web analytics to the Laspi travel agency's website to track the web
resource's popularity.

According to the proposed website optimization mechanism (e.g.,
Laspi travel agency) and the SEO-analysis results, the following
actions may be proposed to improve the web resource (Table 2).

As a result of the Laspi travel agency website’s SEO-analysis, the
technical shortcomings were revealed. Among them: the loading
resources speed, lack of analytics, non-configuration for a mobile
phone, limited geography of visits, etc. However, the joyous work
of the web resource should be noted: page updating, availability of
favicon, H1 title, and keywords.


http://laspi.com.ua/robots.txt
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Table 2

Optimization actions to improve the website of the travel agency Laspi*

Indexes Was Recommendations

Tou.rlst'e.nterprlse rission NA Add "Relax with pleasure."

availability

New product availability NA Add Sea Cruise

Video content availability NA Add a YouTube channel
Increase the audience size, increase the audience trust level to

Site quality index (SQI) 50 the site, increase the download speed, the blog posts
uniqueness, improve site navigation

Number of pages in the Yandex 179

search engine Run optimization

The number of pages in the Google

search engine 477 Run optimization

T e % Create. 'c.1 loyalty program, provide free assistance, contextual
advertising

Safety for children,% o Conf.igure .URL{ remove redundant plug-ins and themes, delete
configuration files, configure https protocol

Attendance per day 50

Attendance per month 1400 Run optimization

Attendance per year 16800

Geography of visits Ukraine Expand

Site age, years 14 Leave unchanged

Optimization, % 40 Leave unchanged

Page title, number of characters 90 Reduce the number of characters from 10 to 70

Page description, number of

characters 93 Leave unchanged

Presence of keywords + Leave unchanged

Og Meta Properties NA Configure the Open Graph protocol

H1 heading availability Tour search

Leave unchanged

Availability of pictures, number 81 Add text to pictures

Content ratio /[HTML, % 1 Optimize the ratio of text and HTML code
Iframe + Remove

Favicon + Leave unchanged

Source language Russian Leave unchanged

HTML code old Recover HTML code

Site’s XML map NA Add a sitemap in XML format

Robots.txt http://laspi.com.ua/robots.txt Leave unchanged

Analytics NA Add site analytics

AT TSR, ¥ 17,78 Change some keywords to synonyms and phrases, increase the
total number of words

Download time, sec 0,48 Leave unchanged

Page resource load time, sec 2,06 Reduce the number of nested tables, JavaScript files

GZIP 17

Leave unchanged

Page updating 31.05.2020 p.

Leave unchanged

Mobile version NA

Optimize the site for a mobile phone

Approximate cost of the site, USD 60

Leave unchanged

Global rank, world place it among

sites in the Alexa ranking NA

Adding analytics allows determining the site's rating

* Source: Authors' development.
6. Conclusions

company in the market of travel services, it is necessary, first,

to define the enterprise mission, e.g., "Leisure with pleasure."
Secondly, to offer a new product to increase the company's
customers, such as a sea cruise. Thirdly, to place more information
on social networks on the travel agency pages and expand the
networks themselves. Use YouTube to post a video review of
tours, hotels, tourist countries, etc., as the video does not tell, yet
it shows. A site with a video increases the time spent by users.

:: o strengthen the competitive position of the Laspi travel

Furthermore, for Google bots, this is a sign that the site is good and
contains useful content. So it needs to be ranked. Moreover, after
Google bought YouTube, the impact that video has on site rankings
have increased exponentially. Forinstance, a site with a video is 53%
more likely to be on a search engine's first page. With video, one
can cope a significant portion of mobile users. According to

OO

research, 70% of YouTube users access the server from
smartphones and tablets.

Besides, according to the site’s SEO-analysis results of the Laspi
company, it is necessary to improve the site’s technical properties:

- reduce the number of characters in the page title;

- use Og Properties micro-markup;

- add text under pictures;

- increase the content uniqueness;

- delete Iframe windows;

- update HTML tags;

- make adaptations for mobile devices;

- configure the XML map;

- place analytical programs;

- distribute the key queries density throughout the article;
- delete iframe objects;

- post information in English to increase the search geography;
- reduce the loading time of the page as a whole.
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Originality/Value. The research value is that its applied scientific provisions can be implemented in the strategy of economic development of
local tourism in analytical and mathematical justifications of the relationship between economic growth and tourism development, which
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service quality.
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MpukaagHi acnekTy po3BUTKY MpukaagHble acnekTbl pa3sBUTHA
TYPUCTUYHOI ranysi YKpaiHu TYPUCTUYECKOM OTPAC/IM YKpauHbl
B YMOBax r/106ai3sauii B YC/10BUAX rn106aaunsaymm

OsneHa MukondieHa /llomak!,
OneHa BikmopieHa Baynat

t/lyubkull HauioHdanbHUU mexHivHul yHisepcumem,
/lyubK, YKpdiHa

MeTa po60TH — OLiHUTU PO3BUTOK TYPUCTUYHOI ranysi Ta ii BM/IMB Ha

€KOHOMIKY YKpaiHW, BMOKpeMWUTU KoMmmieKc npobiem, aki
nepeLKoAXatoTb  epEeKTUBHOMY — PO3BUTKY — TYPUCTUHYHOI
iHAyCcTpii  Ta  OOrpYHTYBaTWM  HanpAMKM  MigBULLEHHA
KOHKYPEHTOCMPOMOXHOCTi Ha CBITOBOMY PUHKY.

Aunsaiii/MeTtog/MaaH gocigKeHHA. CUCTEMHMI NigXig, cuHTes,

aHa/i3 Ta NOPIBHAHHA A4/1A OLHKM AMHAMIKW PO3BUTKY TYpU3MY
B YKpaiHi,KopenauiiHo-perpeciiHuii aHani3 AaAa BU3HAYEHHA
piBHA BN/MBY 36i/1bLUEHHA Ki/IbKOCTi NiANPUEMCTB roTe/IbHOrO
Ta TYPUCTUYHO-pEKpealifHoro Tumy Ha HapolleHHA BBl
YKpaiHu, 10riYHe y3ara/ibHeHHA 418 BUOKPEM/IEHHA KOMM/IEKCY
npobsem, AKi YHEeMOX/MB/OWOTb e(PEeKTUBHUIA PO3BUTOK
BITYM3HAHOrO  TypusMy Ta  OOr'pyHTYBaHHA  HanpsAmiB
NiABULLEHHA MO0 KOHKYPEHTOCMPOMOXHOCTI Ha CBiTOBOMY
PUHKY.

Pesy/bTaTu gociigKeHHA. Y Uil cTaTTi npeAcTaB/ieHi pesyabTaTu

OLiHKM AWHAMIKWM PO3BUTKY TYpPUCTMYHOI cdepu, 30Kpema
06CAry TYPUCTUYHUX MOTOKIB, KiZIbKOCTi CAHaTOPHO-KYPOPTHUX
3aK/nagiB,  KiZbBKOCTI  TypucTtiB, WO  06c/a1yroByBaTUCA
TypornepaTtopamu Ta TypareHtamu. ABTOpU OOrpyHTyBanu
HanpAMM NigBULLEHHA KOHKYPEHTOCMPOMOXKHOCTI BiTYM3HAHOT
TYPUCTUYHOT chepm.

OpwuriHanbHicTb/LliHHicTb/HaykoBa HOBM3HA AOCAIAXKEHHA.

LIiHHICTb AOC/igKEHHA NOAArae B TOMY, LLLO MOro NPUKAAAHI
HayKOBI M0/10XeHHA MOXYTb 6yTW BUKOPUCTaHI Npu peaisallii
cTpaTerii @KOHOMIYHOro PO3BUTKY BiTYM3HAHOrO TYpMU3MY B
KOHTEKCTi aHaNiTMYHOro OOr'pyHTYBaHHA Ta MaTeMaTU4HOro
06r'pyHTYBaHHA B3aEMO3B’A3KY MiX EKOHOMI4YHUM 3POCTaHHAM
Ta PO3BUTKOM Typusmy, WO Yy MiACYMKy ChnpuaTume
HapOLLLEHHIO KOHKYPEHTOCNPOMOXHOCTI perioHiB Ykpaiuu gas
3abe3neyeHHA CTa/l0ro po3BUTKY EKOHOMIKM KpaiHu.

MpaKkTUyHe 3HAYeHHA AOoCcNigKeHHA. Pe3y/sbTaTu L€l poboTn

MOXYTb CTaTM OCHOBOIO (/19 PO3pOOKM yHAAMEHTA/IbHMX Ta
HayKOBO-NMPUKAAAHUX MO/I0XeHb, AKi CNPUATUMYTb
$opmyBaHHIO edeKkTUBHOI ccTemu HapOLLLeHHSA
KOHKYPEHTOCMPOMOXHOCTI  TYPUCTUYHOI  ranysi  YKpaiHu
OopraHamu gepKaBHOi Ta MicLeBOi B/aAW 1 TepUTOPpia/lbHUX
rpoMag, Ha/saroA»eHHA B3aEMOAII MiX y4aCHMKaMM PUHKY Ta
$OpMyBaHHA OMNTUMA/IBHUX /IOTICTUYHUX TOTOKIB, PO3POOKM
6i3Hec-Mogei onTUMI3aLLii NOTOKIB B CAHaTOPHO-peKpeaLlinHux
yCcTaHoBax.

O6MmeKeHHA AoC/igKeHH:A/TTepcnekTUBU NOAANBLUMX AOCAIAKEHD.

Moaanbli AOCAIAMKEHHA AOLIZIBHO HAMPaBUTU HA BM3HAYEHHA
MEeXaHi3MiB  YAOCKOHAa/ZGHHA  MpoueAypyv  HapOLLEHHA
KOHKYPEHTOCMPOMOXHOCTI NiANPUEMCTB TYPUCTMHHOI Fanysi Ta
niABULLEHHA PiBHA AKOCTi HagaBaHUX NOCAYT Y AaHil cdepi.

Tun cTaTTi — emnipuiHKiA.

Kntouosi cn108a: TypuCTUYHA rasysb; TYpU3M; TYPUCTUHHUIA MOTIK;

TYPUCTMYHA noc/yra; KOHKYPEHTOCMPOMOXHICTb;
iHppacTpykTypHe  3abe3neyeHHA  CaHaTOPHO-KYPOPTHOro
Typusmy

EneHna HukosnaesHa /liomak!,
EneHa BukmopoeHa Bayna't

t/lyukuli HayuoHa/bHUL MexHU4HU yHUBepcumem,
/lyuK, YKpauHa

Llenb paboTbl — OLEHUTL pasBUTUE TYPUCTUHECKOW OTpac/m U ee
B/IMAHUA Ha 3SKOHOMWKY YKpauHbl, BblA€/INTb KOMM/IEKC
npobsem, KOTopble Ae/1aloT HEBO3MOXHbIM ee 3pdeKTUBHOe
pasBuTMEe M OOOCHOBaTb  HarpaB/EHUA  MOBbILLEHUA
KOHKYPEHTOCMOCOBHOCTU Ha MUPOBOM PbIHKE.

Au3aiii/MeTog/MAaH nccregoBanna. CUCTEMHbIN NMOAXOM, CUHTES,
aHa/n3 1 CpaBHEHME A/1A OLLeHKM AMHAMUKK Pa3BUTUA Typusma
B YKpauHe, KOPPEeNALMOHHO-PErpPeCcCUOHHbIN aHaaM3  Ans
onpeseneHns CTeneHn B/MAHUA YBENMYEHUA KO/MYecTBa
npeanpuATUIA FTOCTUHUYHOIO U TYPUCTCKO-PEKpeaLuoHHOro
TUMa Ha HapawyBaHue BBI YKpaunHbl, oruyeckoe o6o6LeHre
ANA onpejeneHUs KoMmr/iekca npob/iem, KoTopble AenatoT
HEBO3MOXHbIM  3dPeKTUBHOe pasBUTHE OTe4eCTBEHHOro
Typu3ama M OOOCHOBaHMe HamnpaB/eHUii MOBbILEHWUA €ero
KOHKYPEHTOCMOCOBHOCTM Ha MMPOBOM PbIHKeE.

Pesy/bTaTbl MccnegoBaHuA. B 3Tolt cTaTbe npegcTaB/ieHbl
pe3y/bTaTbl OLEHKU AMHAMWKM PasBUTUA TypUCTUHECKOM
chepbl, B YacTHOCTM ob6bemMa TYPUCTMYECKMX MOTOKOB,
KO/IM4eCTBa CaHaTOPHO-KYPOPTHBIX YYpexAeHUH, KoanmyecTsa
TYPUCTOB, 0BC/YKMBaTbCA TyponepaTopamMu M TypareHTamu.

ABTOpSI obocHoBaM Hanpas/ieHuA NOBbILLEHUA
KOHKYPEHTOCMOCOOHOCTM ~ OTEYeCTBEHHOM  TypUCTUYeCKOM
coepbl.

OpurMHanbHocTb/LleHHOoCcTb/HayyHas HOBM3HA McC/ef0BaHuA.
LleHHOCTb WCC1eA0BaHMA  3aK/AlO4aeTcA B TOM, 4TO ero
NPpUKAAZHbIE Hay4Hble MO/I0XKEeHUA MOryT 6aTb UCMO/b30BaHbI
npu peanusauuu CTpaTern SKOHOMMHYECKOrO  PasBUTUA
OTEeYeCTBEHHOrO Typu3mMa B KOHTEKCTe aHa/IMTUYecKoro
060CHOBaHWA U MaTeMaTU4eCKOro 060CHOBaHMA B3aUMOCBA3N
MeX/Ay 3KOHOMMHYECKUM POCTOM U pasBUTMEM Typusma, B
utore oyaet CcnocobcTBoOBaThb HapaLLMBaHUIO
KOHKYPEHTOCMoCobHOCTH pernoHoB YKpauHbl ana
obecneyeHna yCTOMYMBOro pa3BUTHUA SKOHOMUKM CTPaHBbI.

MpakTHyeckoe 3Ha4yeHue. Pe3y/bTaTbl 3TOM paboTbl MOryT CTaTb
OCHOBOM A/ pa3paboTKM PyHAAMEHTa/bHbIX W Hay4HO-
NPUKAAAHBIX MO/NOXKEHUW, CNocobCTBYIOWMX GOPMUPOBAHUIO
3ddeKTUBHOI cuCTeMbl HapalyuBaHuA
KOHKYPEHTOCMOCOOHOCTU TYPUCTUHECKOM OTPAC/IM YKpauHbl
OopraHamMu  rocy4apCTBEHHOM W MeCTHOW BAACTU U
TEPPUTOPUA/IbHBIX OOLLIMH, Ha/a)MBaHWE B3aUMOAENCTBUA
MeXAY Y4aCTHUKaMU pblHKa U GOPMUPOBAHMA OMTUMA/IbHBIX
/IOTUCTUYECKMX  TMOTOKOB,  pa3paboTkM  BusHec-mopgeu
ONTUMM3aLMM  MOTOKOB B  CaHAaTOPHO-pPeKpeaLMOHHbIX

yupeaeHusX.
OrpaHuyeHune uccnegoBaHus/llepcnexkTmebl A3NbHENLIMX
uccnefoBaHuit. [lanbHeliluMe Uccieq0BaHUA Lie1ecoobpasHo
HanpasuTb Ha onpegeneHve MeXaHWU3MOB
COBEpLLUEHCTBOBAHUA npoueaypbl HapaLumBaHua

KOHKYPEHTOCMOCOOHOCTM  NpeanpuATUA  TYpUCTUYECKOM
OTpac/M ¥ MNOBbILIEHWE YPOBHA KavecTBa MpesocTaB/iaemblX
YC/yT B AaHHOW cdhepe.

Tun cTaTby — SMNUPUYECKUIA.
Kniouesvble cn08a: TypucTuieckan 0Tpac/ib; TypUsmM TYPUCTUHECKMIA
NOTOK; TYPUCTMYECKas YC/ayra; KOHKYPEHTOCMOCOOHOCTD;

MHPPACTPYKTypHOe — oBecrneyeHne  CaHaTOPHO-KYPOPTHOrO
Typusma.

OO
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1. Introduction

increasing our country's competitiveness in the world market.

The provided services’ quality, availability, speed, logistic
problems solution is considered one of the necessary conditions
for this sphere development, which determines the pace of
economic growth in general, the efficiency of recreational
resources, foreign trade success, and its national prestige.
However, the vast majority of manufacturers still apply
management models traditional for post-Soviet enterprises.
Therefore, today there is an urgent scientific and applied task to
create scientific, methodological, and applied support for tourism
development, which provides a constant impact on the conditions
of production and services, the formation of reverse logistics
management at the enterprise level that improves communication
between consumers and service providers.

:: he tourism industry development is an essential tool for

Many national and international scientists contributed to
developing theoretical and applied principles for ensuring the
tourism industry's improvement. The most significant authors’
works of Liubitseva, Mykhaliuk, Mykhailenko and Kochetkova
(2017), Zayachkovs'ka (2015), Pobochenko (2008), which laid the
tourism foundations and the formation of modern market tourist
services in globalization transformations M. Kry'voberecz' (2017),
A. Krayevs'ka, O. Moroz and B. Grabovecz'ky' j (2013),
S. Mel'ny‘chenko (2014) focused on improving the quality of tourist
services and recreational resources of sanatoriums. Works of
Mazaraki, Mel'ny‘chenko (2015), and Cherchy'k, Yerko, Kolenda
and Mishhenko (2014) analyzed Ukraine's tourism and recreation
regions. Those authors revealed the management principles of the
tourist and recreational complex; highlighted theoretical aspects
of forming a recreational potential management system;
considered the factors that significantly influence the tourist
product and service creation. A significant contribution to the
improvement of the applied provision for the tourism
development in different countries and its structural elements
were made by such international scientists as Bob Mckercher
(1996), who substantiated the features of recreational tourism;
Tim Bentley (2001), who analyzed the risks in the tourism industry,
including injuries; D.Meyer (2009), who built a system of
relationship between tourist flows and destinations; X.Font (2002),
who substantiated the requests for environmental certification of
tourism market regulation, P.Pearce (2005), who identified the
features of the consumer sentiment formation, T.Mihalic (2000),
who identified the modern global tourism trends as an element of
competitiveness, and W.Zukow, R.Muszkieta, E.Prystupa,
V.Karaskova and M.Napierata (2010) that investigated the

relationship of the modern type of tourism and impact on the
global tourism industry formation.

Despite the research efforts intensification, we should note that
the issues of applied aspects of the Ukraine’s tourism industry
development in globalization require a comprehensive scientific
analysis.

2. Problem statement

development from its impact on Ukraine’s economic growth

and provide favorable conditions for the effective functioning
of economic entities in the globalization of world economic
relations.

:: he research purpose is to assess the tourism sector

3. Methods and data sources of research

dynamic and functional relationship between the state of the

general (Ukraine’s tourism industry) and the development
and balance of its constituent elements (sanatoriums, tourist
infrastructure), where a set of methods ensure its implementation,
namely:

C he authors used a systematic approach that includes the

- synthesis, analysis, and comparison - to assess Ukraine’s tourism
dynamics;

- correlation-regression analysis - to determine the impact level of
increasing the number of enterprises of the hotel and tourist-
recreational type on Ukraine’s GDP growth;

- logical generalization - for a set of problems that hold back
significant development of local tourism and justify ways to
increase its competitiveness in the world market.

The authors used several international and Ukrainian official
resources for statistical data panels, including the World Data Atlas
and the State Statistics Service of Ukraine.

4. Research results

significant potential in the country’s financial results

formation and the competitive tourism product
implementation. The industry’s main element is tourist flows that
determine the aggregate demand in the middle of the country for
tourist resources and income of tour operators and tour agents
from Ukrainians who went abroad (Fig. 1).

:: n current conditions, Ukraine’s tourism industry has
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—4 Number of outbound Ukrainians
Number of aliens visited Ukraine.

Fig. 1. Inbound and outbound tourist flows of Ukraine in 2000-2018"

*Source: built by the authors on the basis of DSSU (2020).
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Fig. 1 depicts that the number of Ukrainians traveling abroad is
continuously growing and in 2018 reached 27 million people, only
in 2009 and 2014, there was a slight reduction in tourist flow. As for
foreigners who visited Ukraine, in relevant years, their decline was
quite significant; in particular, in 2013, there were 24 million, and in
2014 there were only 12 million people. It is worth noting that the
reasons for such fluctuations were the 2008 economic crisis, both
the annexation of Crimea and the Russian Federation's military
aggression in the east of Ukraine, which significantly affected the
security component of the tourism industry and its
competitiveness. The industry and enterprises' international
competitiveness, in particular, are formed on the basis of
competitive advantages and including potential opportunities for
their implementation in both national and international markets.
Factors in forming a competitive environment correlate with the
competitiveness of economic entities and the relevant industry
specifics. As a result, tourism enterprises determine their
competitive advantages based on natural resource factors,
infrastructure, and institutional regulation.

Natural resource factors are formed on the basis of available
competitive advantages, which are determined by the natural and
climatic features of a specific area on the acquired opportunities
for their use. Tourist resource, which aims to recover and recreate,
rehabilitation, and prevent, allows tourism enterprises to create
competitive tourism services. Rehabilitation treatment itself is the
medical aspect of rehabilitation, which is to provide emotional and
psychophysical "reliability", "stability," and "balance" of a human
being (Pegushy'na, 2012). The main sanatorium treatment methods
are balneotherapy (mineral baths, mineral water intake), mud
therapy, climatotherapy, therapeutic exercise, and therapeutic
nutrition. The climatotherapy includes aerotherapy (air treatment),
heliotherapy (sun treatment), thalassotherapy (sea climate
treatment, and sea swimming) (Savicz'ka, Novostavs'ka, Savicz'ka,
2015).

Theoretical principles of defining the competitiveness essence and
features of its role in the entrepreneurial activity development in
tourism focus on the understanding that this phenomenon in the
practical sense is a set of financial results, social actions, which
availability provides grounds for sufficient satisfaction of market
needs, receiving competitive income from the sale of the service.
The "competitiveness" concept is closely related to the
"competition" concept, and in practical terms, this relationship
corresponds to the essence of the market as a struggling system
of opposites. Competition is an incentive for the formation and
development of enterprise competitiveness in the market and the
entrepreneur’s wish to profit. The "competitiveness of sanatorium
tourism enterprises" concept is much more complex and
interpreted quite ambiguously. In general, the competitiveness of
tourism enterprises can be defined as its comparative advantage
over other enterprises in this industry nationally and
internationally. In the case of active enterprises’ economic objects
represented on the market, competitiveness is a performance
category, but at a higher level. Entrepreneurial activity runs in
market conditions in an environment that provides competition for
markets, goods, and resources for their efficient production.
Businesses-enterprises, including those in tourism, interact in a
market economic system for profit. The enterprises' economic
relations are based on the competition principles, i.e., the struggle
for resources and markets, and the ensuring factor in the
effectiveness of such struggle is competitiveness. A key element in
the tourism industry development and its impact on Ukraine’s
economic growth is the infrastructure, which is based on
sanatorium tourism enterprises.

The tourism industry competition peculiarity is that the product
offered to customers is a set of various services that must meet the
demanding customers’ expectations. It follows that the
competitiveness concept of sanatorium and resort enterprises
acquires a different meaning. In modern literature,
competitiveness in such an industry is defined as the level of
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service value offered by recreational facilities to consumers
(Petrova, Shherby'na, 2008).

The sanatorium and resort tourism is based on the interconnected
phenomenon and process - sanatorium and resort service and
sanatorium and resort treatment. Consideration of the sanatorium
and resort service as a product produced and provided to the
consumer by the sanatorium and resort facility suggests that such
a service is "a special product with a huge number of medical,
consumer and industrial services" (Lyutak, Romanchuk, 2013). Many
foreign scholars (Brady, Michael, Robertson, Christopher, 2001) form
the concept of international competitiveness based on the object,
subject, purpose, methodological research scheme, and research
methods and results. Based on those, it is noteworthy that the
tourism industry, including the sanatorium and resort sector,
applies system-structural and praxeological approaches in building
for the result the international economic activity system and the
enterprise interaction and the international market.

Continuing the infrastructure analysis of sanatorium tourism, we
should emphasize the mandatory availability of material and
technical base. In recent years, Ukraine's tourism business keeps
on running on the material base made in the Soviet era, ruthlessly
exploiting infrastructure without its restoration.

Researching several sanatorium and resort and health facilities, we
observe a sharp decrease in the number of sanatoriums and
boarding houses with treatment, sanatoriums, rest homes and
boarding houses, bases and other recreation facilities, children's
health and recreation facilities, and their beds. The changes in the
sanatoriums number in 2013-2017, which are featured by the
beginning of the Russian Federation's aggression and the
annexation of the Crimea, became extraordinarily rapid. In our
opinion, the main reasons are the management system
transformation of such facilities, i.e., the privatization and change
of purpose of the property of ex-trade unions and former state
(Fig. 2).

The study shows that currently, sanatoriums are in a stagnation
state as part of the tourist infrastructure. The vast majority of
started projects were preserved due to lack of investment funds
and credit resources inaccessibility, a significant number of
institutions ceased running.

The need to support the balanced development of sanatoriums in
Ukraine as a tourism development component is evident. Funds for
investment projects in modernization and restoration of medical
and recreational enterprises' image can be both international and
national investment partners and state and local budgets. The
privileged categories of vacationers at the expense of the state
budget make a separate area.

The vacationers' dynamics analysis in sanatoriums in 2011-2018
depicts a significant overall reduction of 27.0% in 2014 and a gradual
increase before 2018 (Fig. 3).

It is characteristic that the decrease rate in the number of
vacationers who rested and treated in Ukraine is diverse for
different institutions. Boarding houses with treatment where the
fall was insignificant look the most stable. In 2012 holiday resorts,
there was an increase in demand by 11.5%, and in boarding houses
with treatment for 2010 to 2016, the decrease for those who rested
and treated was 18.3% compared to other institutions is
insignificant. A substantial problem is the lack of a transparent
system for the sale of tourist services to foreign tourists; in
particular, the number of foreigners who received services from
tour operators and tour agents over the past ten years has
decreased by 4.9 times (Table 1).

Simultaneously, the number of foreigners in collective
accommodation by region in 2018 (Table 2) significantly exceeds
the number of tourists of tour operators, i.e., we can say that the
predominant amateur tourism in this category of tourists in
Ukraine.
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Fig. 2. Dynamics of the sanatoriums number in 2007-2017, units”

* Source: built by the authors on the basis of DSSU (2020).
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Fig. 3. Number of people in collective accommodation in 2011-2018, thousands”
* Source: built by the authors on the basis of DSSU (2020).
Table 1
Number of tourists served by tour operators and travel agents, by tourism type*
Number of tourists served by tour Including
Year " - . " "
operators and travel agents, total inbound (foreign) tourists outbound tourists local tourists
2007 2863820 372455 336049 2155316
2008 3041655 372752 1282023 1386880
2009 2290097 282287 913640 1094170
2010 2280757 335835 1295623 649299
2011 2199977 234271 1250068 715638
2012 3000696 270064 1956662 773970
2013 3454316 232311 2519390 702615
2014 2425089 17070 2085273 322746
2015 2019576 15159 1647390 357027
2016 2549606 35071 2060974 453561
2017 2806426 39605 2289854 476967
2018 4557447 75945 4024703 456799

* Source: built by the authors on the basis of DSSU (2020).
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Table 2
The number of foreigners in collective accommodation by region in 2018
Region Total - lnclludlng n - -
roTeAsx Ta aHa/oriYHMX 3acobax PO3MILLLyBaHHA iHWKX 3acobax PO3MILLlyBaHHA

Ukraine 798881 782880 16001
Vinnytsia region 2500 2481 19
Volyn region 2350 2317 33
Dnipropetrovsk region 11410 11291 19
Donetsk region 1343 1339 4
Zhytomyr region 1760 1760 -
Zakarpattia region 10021 8170 1851
Zaporozhye region 3979 3867 112
lvano-Frankivsk region 17511 17328 183
Kiev region 49414 49408 6
Kirovograd region 782 782 -
Luhansk region 758 758 -

Lviv region 129531 128726 805
Mykolaiv region 7674 3786 3888
Odessa region 47826 41641 6185
Poltava 6441 6441 -
Rivne region 3885 3885 -
Sumy region 2487 2487 -
Ternopil region 6144 6058 86
Kharkiv region 36037 34613 1424
Kherson region 1867 1675 192
Khmelnytsky region 12973 12973 -
Cherkasy region 3127 3123 4
Chernivtsi region 5463 5463 -
Chernihiv region 4007 3877 130
Kyiv city 42959 428631 960

* Source: built by the authors on the basis of DSSU (2020).

Commenting on Table 2, it is worth mentioning that the bulk of
foreigners in hotels and similar facilities (97%) and only 3% in other
facilities. The leaders in the attracted tourist flow are such regions
as Dnipropetrovsk, Zakarpattia, Ivano-Frankivsk, Kyiv, Lviv, Odesa,
Kharkiv, and Khmelnytsky. They possess the main number of
sanatoriums and resorts and natural facilities for health and
recreation.

Ukraine’s tourist enterprises have a low financial resources level.
However, the tourism enterprises' operation does not require
significant investment, unlike the maintenance of tourism
infrastructure. In Ukraine, there observed a rapid increase in
private investment in the construction, reconstruction, and
modernization of hotels, but due to the global economic crisis, this
process has slowed down significantly.

The labor resources level of Ukraine’s tourist enterprises is
relatively sufficient. The employees’ average number of Ukraine’s
tourist enterprises in 2005 was 10.6 thousand people
(Zayachkovs'ka, 2015). According to the statistics, it increased: in
2013 it peaked and amounted to 13,531 people; due to the military
aggression of the Russian Federation, the tour flow was reduced,
leading to a reduction in the number of employees in this field (2015
- 9588 people); Currently, there is a gradual recovery and,
accordingly, an increase in the number of employees in this area
(10,291in 2017).

L.Pobochenko pointed out that the share of employees directly in
tourism in 2008 was 0.05% of the employees’ average annual
number in Ukraine’s economy (Pobochenko, 2008), and in 2018 the

0

total tourism employment was 4.9%, and direct 1,3% (World Data
Atlas, 2020).

Determining the tourism impact on macroeconomic indicators of any
country development can be considered from the standpoint of GDP
growth and the resultant direct factor - the number of hotels and
tourist-recreational type enterprises. Independent variable or factor
(X) and "GDP, million UAH" - dependent variable or indicator (U), U
calculated - is the calculated amount of GDP in a million UAH using
equation (1), which describes the resulting factor relationship with the
independent variable.

Table 3 presents a detailed analysis and description of the economic
and mathematical modeling in 2000-2018.

Let us define the equation type that describes the statistical data
Microsoft Excel.

Consider exponential, linear, logarithmic, polynomial of the 2nd
degree, power, and linear filtering of the trend line.

The criterion for choosing the function type, i.e., the dependence
form, is the determination (R?) coefficient value. The closer this
indicator value to 1, the better the given function describes the
statistical data.

The analysis showed that Fig. 4— Polynomial trend line of the 2nd
degree represents the most optimal dependence form since the
approximation reliability value acquires the most outstanding
value from the considered dependencies variants (R? = 0, 94834).
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Table 3

Empirical data for constructing a correlation model *

Year Number of Fhe hotel and.tournst- GDP, million UAH U calculated Elasticity coefficient
recreational enterprises
2000 1308,0 176100,00 346668,88 1,08
2001 1258,0 211200,00 345265,21 -0,84
2002 1254,0 234100,00 346266,60 -0,98
2003 1218,0 277400,00 362703,59 -2,16
2004 1192,0 357500,00 382886,10 -2,83
2005 1232,0 457300,00 354723,40 1,73
2006 1269,0 565000,00 343362,13 -0,43
2007 1420,0 51100,00 443362,10 4,61
2008 1595,0 990800,00 853401,34 6,07
2009 1684,0 947000,00 1183079,08 5,93
2010 1731,0 1120600,00 1390135,20 5,79
2011 1668,6 1349200,00 1120262,60 5,96
2012 1717,0 1459100,00 1326117,81 5,83
2013 1765,4 1522700,00 1556120,05 5,68
2014 1813,8 1586900,00 1810269,33 5,51
2015 1862,2 1988500,00 2088565,64 5,35
2016 1910,6 2383200,00 2391008,97 5,19
2017 1959,0 2983882,00 2717599,34 5,04
2018 2007,4 3558706,0 3068336,73 4,90
In Total 29864,9 22920288,0 22430134,1 58,0

*Source: built and calculated by the authors on the basis of DSSU (2020).
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Fig. 4. Polynomial trend line of the 2nd degree

Thus, the GDP dependence model on the number of enterprises of
the hotel and tourist-recreational type, based on the collected
statistical data, takes the form of a polynomial trend line of the 2nd
degree:

y =5,15592X2 - 13202,01743x + 8793829,75974 ©)
Substituting the independent variable value in equation (1), we
compute the indicator calculated value. According to table 3, the
sums of statistical and calculated values of the indicator are almost
the same (22920288.0 and 22430134.1 million UAH), and their
dynamics coincide that confirms the reliability and correctness of
the selected equation, which describes the dependence. In
particular, we analyzed the compliance of the constructed model
and checked its adequacy to statistical data, using Fisher's
criterion. To do this, we computed the calculated value of the
criterion by the equation:

R> .n-m-1
I:calc = 72*7' (2)
1-R m
(0983 1811

1-(0,94834) 1

b

The Fisher criterion's tabular value is calculated with a given
probability p (p=0,95) and the number of equality degrees ki=m
and k2=n-m-1. For the collected statistics, the observations number
n=17, therefore the number of freedom degrees ki=1 and k2=15.
Tabular value of Fisher's criterion: Ftab.= 4,54.

Because inequality holds Fcalcul.>Ftab. (275,36>4,54), With
probability p=0,95, we claim that the constructed model is
adequate for statistical data and is suitable for further analysis and
forecasting.

Let us estimate the closeness and direction of the relationship
between X and Y, using the correlation coefficient, the formula of
which has the form:

3 (Xi - X)*(Yi-Y) G-

Ccorel[X,Y]=

n 72 n —
S(Xi-X) *3(Yi-Y)’
i=1 i=n
The Microsoft Excel program calculates the correlation coefficient.

To do this, we used the CORREL category function.

We obtained the coefficient and correlations as follows r
[xy]=0,9135.
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From the obtained value, we conclude: as r [x; y] > 0, then the
connection between Xand Y is direct, i.e., with the increase of hotel
and tourist-recreational facilities, Ukraine’s GDP also increases; as
0,7 <|r[x;y]| < 1, then the connection between X and Y is strong.

Evaluate the factor X variation effect on the index B variation, using
the coefficient determination R*=0,94834, i.e., the indicator
variation on 94,83 % is due to factor variation.

The elasticity coefficient lets us investigate how the indicator U
(GDP, million UAH) changes when the factor X (number of hotels
and tourist-recreational type enterprises) changes by 1 %.

The general equation for determining the elasticity coefficient has
the form:

Uvfl*x
Uvf.

Gelast.coef. = (4)

As y = 5,15592x2 - 13202,01743% +8793829,75974, then derivative
Y/ =10,31184*x -13202,017 and we obtain the elasticity coefficient
equation:

(10,3118*x-13202,017) * x
Uvf.

Celast. = )

For both factor values, we calculate the corresponding value of the
elasticity coefficient by Microsoft Excel.

We also calculate the elasticity coefficient for the average value of
the factor and indicator using Microsoft Excel:

C elast.aver. = 3,87.

Thus, an increase in the number of hotels and tourist-recreational
enterprises by 1% leads to 3.87% GDP.

Thus, the study shows the impact importance of enterprises of the
hotel and tourist-recreational type on the national economy and
availability of unique features of this area that need modernization,
especially in the context of globalization of world economic
processes.

5. Conclusions

serving the tourismindustry, we can point to arather negative

trend due to inefficient management systems, a low level of
significant demand, and a lack of comprehensive development
programs.

:: espite the growth of services and the number of employees

The tourism industry needs to develop and improve recreational
infrastructure, provide quality tourism products, create and
develop products in the regional aspect, including preserving the
environment and natural potential, improving the quality and
competitiveness of regional tourism products and offers in the
global tourism market. In general, the tourism impact on
macroeconomic indicators is relatively high and involves the
infrastructure development intensification in terms of its potential
in the tourist flow.

Thus, Ukraine’s tourism industry has every opportunity to become
competitive in the global market of tourism services. However, it
requires implementing effective management methods based on
available competitive advantages and government support of
sectors with weak competitive positions.
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MeTa po60T# - BUSHAUUTM BigMIHHOCTI BNIPOBaAXeHHA Moge/i ppaH4ai3uUHIy TYPUCTUHHUMM OrepaTopamm Ha EBPOMNENCbKOMY Ta YKpaiHCbKOMY
PMHKax.
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Pe3sy/bTaTn gociigKeHHA. OxapakTepu3oBaHO Mogeni Ai0BOro ¢ppaHyvansuHry Hamnbisblimx 6GaratonpodisbHUX TYPUCTUHHMX OnepaTopis
MacoBOro Typusmy B YKpaiHi. BUsHa4yeHO 3ara/ibHi YyMOBMW 34iiCHEHHA TYPUCTUYHOI AiA/NbHOCTI Ha NpUHLMNAaXxX Ai0BOro GpaH4ansuHry Ana
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BM3Ha4YeHO MexXaHi3aMOM My/IbTun/iKau,i 6i3Hecy 11 koonepau,ii MOX/IMBOCTEN, CPAMOBAHMX Ha aKTUBHE NPOCYBaHHA TYPUCTUHHOMO MPOAYKTY
Ha Lji/IbOBMIA HA PUHOK.
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nigTpUMLI BegeHHA 6i3Hecy, 40BroCTPOKOBOCTI GpaHYai3MHIOBUX
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Purpose - to differency in the franchise model implementation by
tour operators in the European and Ukrainian markets.

Design/Method/Approach. A theoretical approach is based on
generalization, system and comparative analysis, content
analysis, statistical, and graphical and tabular methods.

Findings. The research characterized business franchising models
of the largest multidisciplinary tour operators of mass tourism
in Ukraine. The general conditions of performing tourist
activity on the principles of business franchising for travel
agencies are determined. The authors clarified the differences
between business franchising models in the European and
Ukrainian markets. The mechanism of business multiplication
and cooperation of opportunities aimed at promoting a tourist
product on the target market defines the franchising.

Originality/Value. The scientific novelty is to clarify the tourism
activities conditions on a franchise basis in Europe and, in
particular, in Ukraine, highlighting the franchise model
features of the European business that are in a clearly defined
vertically integrated management structure, strong national
marketing management, corporate business support, long-
term franchise agreements, and effective franchise system.

Practical implications. The research practical results significance
lies in travel agencies' possible application in deciding to join
the franchise network and tour operators in addressing
projected business risks diversification.

Research limitattions / Future research. Due to the economic crisis
in the tourism business, further research promising area is to
find ways to stabilize the network business in tourism. The
change in the financial condition of travel agencies after
franchisee status obtain or termination is of interest.

Paper type - theoretical

Keywords: travel network; business franchising; royalties; tour
operator.
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OcobeHHOCTH
¢$paH4ali3MHroBOM SKCMAHCUK
Ha YKPanHCKUI TYPUCTUHECKUIA PbIHOK

Bukmopus EszeHbeeHa PedbKo',
IOputi Baadumuposuu Cemuu?

t/lHenposckull HayUOHA/bHBIT yHUBEpcUMem
umeHu Onecs [onyapa, [Henp, YKpauHa,
#000 «ACTPA TPEBE/I»,

AHenp, YKpauHa

Llenb paboTbl - onpese/nTb pas/nuMA BHeApeHME MexaHu3ma
¢$panyansuHra TYPUCTUHECKMMU onepaTtopamu Ha
€BPOMENCKOM U YKPaUHCKOM PbIHKaX.

[Av3aiiH [ meTog [ noaxoa uccaeqoBaHuA. TeopeTUdeckuii noaxoga,
OCHOBaHHbIM Ha 060OLLeHNM, CUCTEMHOM W CPaBHWUTE/IbHOM

aHaz/mse. [IpUMeHeHbl KOHTEHT-aHa/M3, CTaTUCTUHEeCKMUNA,
rpaduyecKknii u TabAn4HbIN MeTOAbl.
Pesy/bTaThl  uccaegoBaHuAa.  OxapakTepusoBaHbl  Mogenu

£Aen10BOro  ¢paHyai3mHra KpynHemwmx MHOronpodu/ibHbIX
TypornepaTopoB MaccoBOro Typusma B YKkpanHe. Onpege/ieHbl
obwme ycnoBua OCyLLLeCTB/IEHNA TYpUCTUYECKO
AEeATe/IbHOCTU Ha MpUHLMMNaxX Ae/n0BOro ¢paHyaisuHra And
TYPUCTUHYECKMX areHTCTB. BbIACHEHbI pasnumA  mogenen
fAenoBoro ¢ppaHyai3aMHra Ha eBpOMeMCKOM U YKPauHCKOM
pblHKax. [loKasaHo, YTo ppaHyal3UHI ABAAETCA MEXaHU3MOM
My/IbTUM/IMKALMKM  yCrelwHoro  6u3Heca M Koonepauuu
BO3MOXHOCTEM, HampaB/IeHHbIX HAa aKTUBHOE MNpOABUXEHUe
TYPUCTUHECKOrO NMPOAYKTA Ha Lie/1eBOM Ha PbIHOK.
OpurMHanbHocTb/LleHHOoCcTb/HayyHas HOBM3HA MCC/1€40BaHUA.
HoBM3HOI NpOBeEeHHOrO UCC/IeA0BaHUA AB/AETCA YTOUHEHUe
YC/I0BUI OCYLLLECTB/I@HUA TYPUCTUHECKOW AeATe/IbHOCTU Ha
OCHOBe ¢paHyaii3uHra B CTpaHax EBpomnbl v B YKpauHe,

BblAe/IeHNe  OT/IMYUTE/IbHbIX ~ OCODEHHOCTel  Moge/u
eBponencKoro £,e/10BOr0 ¢$paHyai3uHra, KOoTopble
3aK/IO4AlOTCA B YETKO  OMpe/e/eHHON  BepTUKa/IbHO
MHTErpypoBaHHOM  CTPYKTYpe  YNpaB/eHWs,  CU/IbHOM
HaLMOHa/IbHOM MapKeTUHrOBOM MeHe/KMeHTe,
KOpropaTUBHO noagaep ke BeaeHuA 6u3Heca,
A,0/TOCPOYHOCTH ¢$paHYai31HroBbIX £,0roBOpPOB,

3¢$PeKTUBHOM MOTUBALMK PpaHYaM3n.

MpakTHUyecKoe 3Ha4YeHne UCc/1ef0BaHUA. [IpakTUIecKoe 3HaueHue
MO/y4YeHHbIX Pe3y/IbTaTOB WCC/AEA0BaHWA 3aK/lovaeTca B
BO3MOXHOM WX MPUMEHEHUU TYPUCTUHECKUMU areHTCTBamu
npuM  MNPUHATMM  pelleHWA O  MNPUCOeAMHEeHUM K
¢dpaH4ali3nHroBol ceTu U TyponepaTtopamu Mpu pelleHnun

BOMPOCOB  AMBEPCUMPUKALMM  MPOrHO3UPYEMbIX  PUCKOB
6usHeca. Pe3syabTathbl nccaea0BaHum MOryT  ObITb
MCrO/1b30BaHbI npu npenogasaHnu ANCLUUANANH

06pasoBaTe/bHbIX MPOrpaMm Mo CreLuanbHOCTH 242 Typusm.
OrpaHuyeHus nccaegoBanus/llepcnekTuBbl Aa/IbHENLIMUX
uccnefoBaHuii. B pesy/sbTaTe SKOHOMWMHYECKOrO KpM3uca B
TypuUCTMHeCKOM 6M3Heca nepCreKTUMBHbIM  HanpaB/eHUeM
Aa/lbHEMLLMX UCCeA0BaHMIA MO 3TOM Npob/reMaTuKe ABAATCA
MOMUCK NyTel cTabuansaumm geATe/IbLHOCTU ceTeBoro 6usHeca B
Typusme. Bbi3biBaeT MHTepec u3MeHeHWe (GUHAHCOBOro
COCTOAHUA TYPUCTMHECKUX areHTCTB MOC/e MO/NYHeHUA WU
npeKpaLtleHus cTaTtyca dpaHyansu. NcenepoBanusa
OrPaHUYMBAIOTCA  AaHHbIM  TYPUCTUHYECKMX  OMepaTopoB,
npeACTaB/€HHbIX Ha UX OPULIMA/IbHBIX CalTax.

Twun cTaTbu — TEOPETVHECKM!;L

KatoyeBble c/10Ba: TypucCTMHeCKaA CeTb, [4e/10BOW PppaH4ar3uHr,
poAaAnTu, Typonepartop.
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1. Bctyn

BpoiHTerpauiiiHi 11 rnobanisauiiiHi ekoHOMiYHI npoLlecu B CBiTi

CMPUAZN BXOAMKEHHIO MiXHAPOAHUX TYPUCTUHHUX KOMMaHI B

YKpaiHy L/IAXOM CTBOPEHHA MepeXKeBUX CTPYKTYp. OgHUM i3
cnocobis Takol iHTerpauii € ppaHyaiauHr. TepMiH «ppaHyai3uHr»
NoxXoAuTb Big, dpaHLysbKkoro ciosa «franchise» — npwusineii, ninbra.
3a BM3Ha4yeHHAM «C/NOBHMKA ¢paHyausuHry Ta GisHecy» nig,
TEPMIHOM «ppaH4ai3uHr» po3ymitoTb «dopmy cniBnpaui Mix
IOpPUANYHO Ta GIHAHCOBO HE3a/EKHUMU CTOPOHaMM (KOMMaHiAMM
Tafabo ¢iznyHMMU 0coBamu), B pamkax fKOI OfAHA CTOPOHa
(¢ppaHuaiisep), Wo BosOAiE€ ycnilWwHWM 6i3HecoM, BigOMOO
TOProBOKO MapKol, HOYy-Xay, KOMEpLiHHUMM TaEMHULAMM,
penyTaui€lo Ta iHWWMKU HemaTepia/lbHUMU aKTMBaMM, AO03BO/AE
iHWiN cTOpOHi (dpaHyaiisi) KOpUCTYBATUCA L€ CUCTEMOK Ha
norogseHux ymosax» (Franchising.Ua, 2020).

3a AaHumMu MixkHapogHoi acoujiauii dpaHyansuHry 70% BCix Typis,
50% aBiaKBUTKIB, 80% KpYi3iB, 30% roTesis i 25% opeH4 aBToMOobiniB
B CBiTi 34iiCHIOETbCA Yepe3 TYPUCTMYHI areHLji, L0 BXOAATb A0
¢dpaHyai3nHroBmx Mepex. PpaHyaiisi reHepytoTb Gisblue 1,5 TP/H
aonn CLA npogais Ha piK, AKi LOPIYHO 3pOCTalOTb Ha 2,5%.
Bigomo, wo 80% nignpueEMCTB TypucCTMYHOro 6isHecy, sKi
NpaLoloTb Ha OCHOBI dpaHLM3K, € ycniwHumu (Franchise + you =
success, 2020). Taka CTaTUCTUKA [403BO/AE KOHCTATyBaTU Ai€BICTb
$paH4aM3nHry AK OAHOro 3 MeXaHi3MiB 3ano4aTKyBaHHA i
NpOBa/XKEHHA AiA/IbHOCTI B MasioMy Gi3Heci, 0c06/1BO B TakoMy
npvBab/MBOMY CEKTOPi eKOHOMiIKM AK Typusam. OKpiM LbOro,
MiXHapOgHa eKCnaHCiA Ha YKpaiHCbKMA PUHOK KOMMaHih Ta
PO3BUTOK HaLiOHa/ZLHOIO (paH4ai3uHry OOYMOBUAM 3HAYHMIA
npupicT ¢paHyaiisi 3a 19 pokiB. MoymHatouM 3 2001 p. 3arazbHa
KifbKicTb ppaHyalizepiB B YKpaiHi 3pocaa B 10,5 pasiB. TisbKK 3a
2018-2019 pp. ix npupict ctaHosus 18% (Franchise Group, 2020). ¥
3B'A3KY 3 UMM, AOC/IAMKEHHA NpWBabAMBOCTI dpaH4al3uHry asa
YKpaiHCbKOrO pUHKY HabyBa€e 0CO6/1MBOT aKTya/IbHOCTI.

BuBYeHHIO npobaemaTuku 3aCTOCYBaHHA MexaHi3miB
TYPUCTUYHOrO  PpaHYali3uHry npugineHa yesara B 6HaraTbox
HayKoBWX npausx. 3okpema, B npausax (Krupna, Wenger, Bastrakov,
2016; Yevtushenko, Haponenko, Shamdra, 2020) BWCBIT/IEHUI
YKpaiHCbKUIA  40CBi4, BMNPOBaAKeHHA ¢paHyai3uHry B TypU3MI.
C. MenbHuyeHko ¢ T.TKadyk po3raagann  dpaHyansuHr - Ak
MEeXaHi3M A8  aKTMBHOIO PO3BUTKY TypusmMy B  YKpaiHi
(Melnychenko, Tkachuk, 2015), T.TpuHbKo i O. Kpyncbkuii — fAK
iHCTPYMeHT $pOpMyBaHHA OpraHi3auiiHoOl Ky/AbTypu TYPUCTUYHOMO
nianpuemctsa (Grynko, Krupsky, 2014). M. Yopiit akueHTyBaB yBary
Ha MOX/IMBOCTAX ¢$paHyansuHry 3aa/14 PO3BUTKY
30BHILUHbOEKOHOMI4HOrO mapTHepctsa (Choriy, 2016), a T. TKauyk
BM3Ha4yM/la HampAMM ¢ TeHAeHUil PO3BUTKY TYPUCTUYHOrO
$paH4aM3nHry MiKHAapOAHMX KOMMaHih. OCHOBHUMM 3 HUX €
HaflaHHA repeBary npu BuOOPi ¢paHyaii3i pesungeHTam KpaiHu
NOXOAMEHHA (dpaHYyal3nHroBoi KommaHii, wWo obymoBaeHO
MOM/IMBOCTAMM KPALLLOrO KOHTPO/IIO 33 AiA/bHICTIO  Mepexi,
LUIMPOKE BMKOPUCTAHHA HOBITHIX [HPOPMaLiiiHMX TexHo/oril,
niAroToBKa Ta 3a/y4eHHA BUCOKOKBa/iPiKOBAHOro mnepcoHany,
lIBMAKE  pearyBaHHA  Ha  3MiHM  nomuTy,  (OpPMYBaHHA
[OBrOCTPOKOBUX MAPTHEPCbKMX BIAHOCUH 3 METO 3HUMKEHHA
pusukis (Tkachuk, 2015). Li »* acnexktu HaBegeHi B po6oTtax
(Tkachuk, 2015; Solovyanchyk, 2015; Sun & Lee, 2019; Yabanci & Erbas,
2017; International franchise association, 2019; Calderon-Monge,
Pastor-Sanz, Huerta-Zavala, 2017) Ak A,0Ka3u KOHKYPEHTO3AaTHOCTI
(dpaH4aii3uHry B yMOBax MiH/IMBOrO 30BHILLHLOrO Cepe/oBuLLa.

Cnig Big3HauMTH, WO B CBITOBIM NPaKTULI BUAIAAIOTL Pi3HI Mogeni
dpanyaiaurry (Lavonen, 2010; Martin, 2019; Massetti, 2020; Sen,
Kabir, 1993; Seid & Thomds, 2006;) Ta ix KaacudikaLiiHi 03HaKM.
Mpote aenki HaykoBui (Sen, Kabir, 1993; Seid & Thomas, 2006;
Lavonen, 2010) gifluaM BUCHOBKY LLOAO AOLI/IbHOCTI rpynyBaHHs
pi3HMX Mogenelt y ABi OCHOBHi: BUPOOHW4O-TOProBe/IbHUM
dpaHuaisuHr 1 ginosuin  $paHyaiismuHr.  HainonyaspHiworo
MOAENMO PPaHYa3UHIY B TYPU3MI 3a/IMILAETLCA AiNI0BUNA, AKWI LLe
HasuBaloTb BisHec-ppaHyaiiauHrom (Baresad, Ivanovic, Bogdan, 2017;
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Karyagin, Tymoshenko, Demura, Munin, 2009; Samodai, Nosova,
2012; Sayabaev, Zhansagimova, 2016; Shevchuk, 2017 Zakharchenko,
Korsikova, Merkulov, 2012). Usi moge/sb crpsMOBaHa Ha HaAaHHs
npaBa 34iCHIOBATU AiA/bHICTbL Big iMeHi ¢paHuyaiisepa nig oro
TOProBe/IbHOKO MapKOK Y BAACHOMY Odici. Y lWUIMPOKOMY CeHCi ue
Hafa€e MOX/MBICTb PppaHyai3i KOpUCTYBaTUCA BXe cHPOPMOBAHOO
CTpyKTypoto 6i3Hecy i mAaTUTU TibKu 3a MpaBo 6YTU YacTUHO
mepexi (Baresa, Ivanovic, Bogdan, 2017; Zakharchenko, Korsikova,
Merkulov, 2012).

MNpuBabAUBICTb 4i/10BOro ppaHyaisnHry 418 Masoro TYPUCTUHHOTO
6i3Hecy goBeseHa B 40pobKax baraTbox HayKOBLiB i B OCHOBHOMY
CTOCYETbCA BM3HAYeHHA MOro nepeeBar Ta HeaoAikiB A/A
¢dpanyaiisepa i ¢panyaitsi. 3okpema, |. KpynenHa, €. Benrep,
/. BacTpakoB BWM3Ha4YM/IM 10 MepeBar MapTHEPCbKMUX CTOCYHKIB
TYPUCTUYHOI areHLuii 3 ¢paH4ai3MHIrOBOIO MEpEeKeto Ta 3 HeAO0NIKK
(Krupna, Wenger, Bastrakov, 2016), a B. Camogait i A. HocoBoto - 7
nepeBsar Ta 4 Hego0/iKu 414 GppaHyaiisi i1 3 nepeBaru Ta 3 Hego/iKK
414 dpanyaiisepa (Samodai, Nosova, 2012).

He3Barkatoum Ha Bci nepeBaru, A. CO/10B’AHYMK BU3HAYEHO PU3MKU
bpaH4ai3UHroBUX Bi4HOCUH B TYPUCTUYHIM iHgycTpii (Solovyanchyk,
2015), AKi NPOABAAIOTLCA B Heg06POCOBICHOMY BMKOHAHHI CBOIX
30608B’A3aHb $paHYaii3i, HeBiANOBIAHOCTI OYiIKYBaHMX Big cniBnpau,i
uinel i pesysbTatiB dpaHyaisepa i ¢paH4aisi, obmerkeHHA
camocTiMHOCTI ppaHyalisi, KOAMBaHHI KypCiB Ba/IlOT, WO 3YMOB/IOE
3HUMKEHHA nonuTy. Ha Hawy AymKy, A. CO/10B’AHYMK He BPaxOBaHO
rO/I0OBHUIA PU3MK — Lie BaHKPYTCTBO dppaHyaiizepa, AK, HaNpuKaag,
ctanocsa 3 «Tomas Cook Group», Wwo maB ¢ppaHyaisi y 16 kpaiHax
cBity (Sims S., 2019, September 23). B.Camogait i A. Hocosoto
3aMponoHOBaHO  3axoAM 3 MiABULEHHA  (paH4ai3MHroBol
aKTMBHOCTI B Typu3Mmi Ha perioHasbHOMY piBHi (Samodai, Nosova,
2012): ¢dopmMyBaHHA  Ai€BOI  HOPMAaTMBHO-NPaBoOBOI  6a3u,
AOCTYMHICTb KPEAUTYBaHHA (A/1A 3ano4aTKyBaHHA i PO3BUTKY
6i3Hecy Ha OCHOBi (paHyai3uHry, CTBOPeHHA QyHAAMeHTy AnA
NpOCYBaHHA Ha PWHOK | MiagTpUMKKM paHyari3uHry. BapTo
3ayBaXkMTH, WO Li Mponosuuii HOCATb AOCUTb Yy3ara/bHeHuM
XapaKTep i He BpaxoBytoTb crielndiky poboTH B TYPUCTUYHIl ranysi.

OTxe, BCiMa HayKoOBUAMM (PaHYa3MHIOBi BiAHOCMHU  MiX
TYPUCTUHHUMM  MIANPUEMCTBAMM  PO3r/AAAAIOTLCA 3 MO3uLl
PUHKOBMX MepeBar, cuin bpeHAy Ta epeKTUBHOCTI bisHecy, WO
A03BO/IAE BU3HAYMTKU iX AK Ainosuii Gopmat. [poTe nuTaHHA
NOBeAIHKM Ha Pi3HMX PUHKax, MeToaiB pobOTU 3aKOPAOHHOro
dpaH4al3nHry Ha YKpalHCbKOMY PUHKY 3a/MLIAETbCA e
HeA0CTaTHbO BUBHEHUMU.

2. NocTaHoBKa npobsemu

eTa CTaTTi N0/IAra€e y BU3Ha4YeHHi BigMiHHOCTENM BNPOBa/KeHHA
MeXaHi3My ¢paH4Yaii3uHry TYPUCTMHHMMM OrepaTopamu Ha
€BPOMENCbKOMY Ta YKPaiHCbKOMY pUHKaX.

3. MeTtogu Ta
AOCNIAKEHHA

iHpopmauiiHi  gxepena

eTOA0/I0riA  AOCAIANEHHA TI'PYHTYETbCA Ha TEOPETUHHOMY

niAXoAl 40 PO3YMiIHHA CYyTHOCTI ppaHYai3uHrOBUX BigHOCKH. B

Oro OCHOBY MOK/aAeHi 3aKOHOMIPHOCTI «ain0BOI rpu» i
0CO6/IMBOCTI MPOBAAKEHHA TYPUCTUHYHOI AiA/NBHOCTI Ha 3acagax
dpaHyai3uHry. Y npoueci A0C/igKeHHA 3acTOCOBAHO MeToAu
y3araZ/bHeHHA 1 CUCTEMHOrO aHa/li3y mnpu BMBYEHHI Mpaub
YKPAiHCbKMX | 3aKOPA0HHMX HAYKOBL,iB, MOPIBHA/IbHOrO aHaAi3y ANA
CMiBCTaB/IeHHA Mogeneit ginoBoro ¢paH4yamsuHry M MexaHismis
loro BMpoOBa/KeHHA Ha EBPOMENCbKOMY 1 YKpaiHCbKOMY pUHKax
Typusmy. [/  MPOBEAEHHA  XapaKTepPUCTUKM  MPOBIAHMX
TYPUCTUMYHMX OMepaTopiB  YKPaiHCbKOrO PHUHKY 3acTOCOBAHO
KOHTEHT-aHa/i3, CTaTUCTUYHUIA, rpadiyHnit i TabanyHUt meToan.
[loC/iAKEHHA PPYHTYETBCA Ha AAHUX TYPUCTUYHMX OMepaTopiB, WO
npegcTaB/eHi Ha X odiliiHMX caiTax.
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4. Pe3y/bTaTu AOC/iAXKEHHA

y4aCHUIA YKPaiHCbKMIA TYPUCTUYHUI PUHOK XapaKTepu3yeTbCA

BUCOKOIO EMHICTIO | HU3bKUMM BXigHUMU Bap’epamu B ranysb,

10 06YMOBW/10 3pOCTaHHA LiKaBOCTi MiXKHapOAHUX KOMMaHii
4,0 BUMXOZAY Ha HbOrO B 2000-X poKax. TypucTuyHa cdepa nocayr y
BCbOMY CBiTi 3a3Ha€e 3HaYHUX 3MiH, MOB’A3aHUX 3 PO3BUTKOM
iHPOpMaALiHMX  TeXHO/Oril, r/7106a/bHOK  KOHKYpeHUiel 1
3pOCTalo4MM BIN/IMBOM 30BHILLHIX YMHHUKIB. CNOXKMBaYi BCe YacTille
OpraHisoByloTb CBill BiMOYMHOK CaMOCTIHO 4Yepe3 TYPUCTUYHI
noptanu i naatopmu, AKi akyMy/IHoTb NPONO3uL i BUPOBHUKIB
TYPUCTUYHMX NOC/YT 3 YCbOrO CBITY Ha BUrigHMX ymoBax. LLnpoke
BMKOPUCTAHHA  CUCTEM  /IOA/IBHOCTI,  CTUMY/IIOBaHHA  36YyTy
NepeBi3HMKaMM | TFOTe/bHUMU MepexaMy TaKOX CMOHYKaloTb
CMOXMBAYIB  TYPUCTUYHMX TMOCAYr YHUKATU MOCEpPeAHUKIB B
/IAHLIOXKKY OpraHisaLii cBoro BignoymHKky. BapTto 3ayBaxuTy, WO Ui
npouecu He BM/IMHY/IM HAa CKOPOYEHHA KiZIbKOCTI TYPUCTUHHMX
onepaTopiB i areHLuii, a 06ymMoBUAM HabyTTA HUMKU AOAATKOBUX
KOHKYPEHTHUX NepeBar opraHisoBaHoOro Typusmy.

AKLLO B 2001 p. B YKpaiHi Ha/ivyBanoca 2652 cy6’ekTU TypUCTUYHOT
AIANIBHOCTI, TO B 2017 P. IX Ki/IbKiCTb CTAHOBW/IA B3Ke 3469 Cy6’eKTiB,
3 YnCe/bHICTb 06C/YroBaHUX TYPUCTIB B 2017 p. 3poc/ia Ha 29%
MOpIBHAHO 3 2001 p. (Jep#asHa crywbd cmamucmuku YKpdiHu,
2019). /ligepamu TYPUCTUYHOT rasysi 3a KilbKicTiO 06C/1yroBaHux
TYPUCTIB B 2019 p. CTa/ M TYPUCTHYHI onepaTopu «Join UP i «Anex
Tour» (Puc. 1) 3aBAsIKM KOHCOANIAALT Bi3HECY, BAACHMX aBiakoMMNaHil
M LUIMPOKOMY acOpTUMEHTY HanpAmiB. Okpim «Join UP i «Anex
Tour» B MATIPKY /ligepiB TYPUCTUYHOT ranysi B YKpaiHi yBinam «TUI
Ukraine», «TPG» i «Coral Travel» (Ovsyanik, 2020, January 21).
HasBani nignpuemctsa € 6aratonpodibHUMK  TYPUCTUHHUMMU
ornepaTopamu MacoBOrO PWHKY, 3 AKMX Tiibku aBa («Join UP!» i
«TPG») MatoTb yKpaiHCbKe KOPiHHA. 3a KpUTepieM HagiitHOCTI
TypornepaTtopa, WO MpauloE Ha MacoBOMY PUHKY, B 2019 p.
nigepamu ctanu «Tez Tour», «Pegas Touristik» i «Coral Travel»
(Mandria.ua, 2019, November, 18).

C/ig Big3HAUMTH, WO Ui CiM TypucTUiHUX onepatopis (Taba. 1)
3aCTOCOBYIOTb B CBOI AiA/IBHOCTI MOAEe/b AiN0BOro ppaH4an3mHry.

THC.OCIO

= Join UP!;2018; 902

= Join UP!; 2019; 1015

nex Tour; 2019; 822

]
Coral Travel; 2018; 75-A

" TPG; 2018; 500

raine; 2019; 450

) 7 TPG; 2019; 420
-

¥

>

=Join UP! m Anex Tour

W TUI Ukraine

mTPG Coral Travel

Puc. 1. luHamiKa KinbKoCTi 06C1yroBaHMX TypPUCTIB TYPUCTMMHUMM OnepaTopamMu B YKpaiHi 3a 2017-2019 pp.”

*[skepeno: nobysoBaHo aBTopamu, 6asytounch Ha gaHHux (Turprofi, 2019, January 19; Ovsyanik, 2020, January 21).
“NMpumiTka: B 2017 p. «Coral Travel», B 2017-2018 pp. «Anex Tour» i B 2018 p. «TUI Ukraine» He Haganm iHpopmaLito.

Tabavysa 1
XapaKTepucTuKa mogeeii ginoBoro ppaHyain3uHry geaKuX TYPUCTUHHUX ONEepaTopiB A/NA YKPATHCbKOro PUHKY
. . TUI
MoKasHKuK Join Up! Anex Tour Tez Tour TPG Pegas Touristik Ukraine Coral Travel
Pik BUX04y Ha yKpaiHCbKMiA
1997 2005 2010 1994 2004 2014 2014
PUHOK
KinbkicTb odiciB y YkpaiHi 115 190 36 10 -* 260 215
ISR 23 23,5 30-40 14 BigCyTHi 16,3 28
TUC.TPH
PosaTi >3 TMF'FPH / 1050 rpH/ mic | 1% Big 06cAry npogaxis |  BigcyTHi 10’2_13’5. 50-200 FBpo 2 Tm?' P/
Mic TUC. FpH/ mic. Ha mic. Mic.
MAaH npogais B Ki/IbKOCTI
TYpiB / piK :
CTapTOBWM 200 Bia 250 IHAMBIAYaIbHMI 200 150 40-80 150-170
6asoBuii 201-400 201- 400 51- 300 81-160 170-250
6OHYCHUM 4011 » 401i » 301i > 161> 300 i>
KowmiciiiHa 10-13 1344 IHAVBIAYyabHi BOHYCHI 912 1014 1214 3
BMHAropoaa, % naaHn

*[lkepeno: CkAageHo Ha ocHoBI ganux (TPG, 2020; TUI, 2020; Coraltravel, 2020; Franchising.Ua; Anextour, 2020; Pegas Touristik, 2020)

“NMpuMmiTKa: gaHi BigCyTHi.

Buxoaaunm Ha 3aKOPAOHHI  PWHKM, TYPUCTMYHI  omepaTopu
BUPILLYIOTb  CK/A3fHEe TMWUTaHHA  BigKPUTTA  BAacHux  abo
dpaH4ai3nHroBmx areHLii, OCKIiZIbKM 3 TOYKM 30pY EKOHOMIKM, Le
pi3Hi BUAM fif/IbHOCTI. 3 04HOro BOKY, 3pOCTaHHA Ki/IbKOCTi B1ACHNUX
areHLii cBig4UTL MPO peHTabe bHMiI Bi3HeC, a 3 IHLIOro — BUK/IMKAE
CYMHIBM WWOAO MpPaBW/IbHOCTI opraHisauii  ppaHyai3uHroBoi
Mepexi, AKiM NpuUAiNAETbCA Mano yBaru 3a Takux obctaBuH. Ha
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AymMKy K. Wainwright (Wainwright, 2007, July), nignpvemcrsa
MOXYTb BMKOPUCTOBYBATWM B/AAaCHi TOProBe/bHi TOYKM AnA
36i/blUeHHA X 3HAYYWOCTi Ha PUHKY. EBPOMENCbKi TypUCTUYHI
KOHLepPHU He MaloTb EAMHOT AYMKM 3 LibOro NMpUBOAY i Hac/igyoTb
NPUHLMM MaKCUMaZlbHO ePeKTUBHOIO PO3BUTKY, CYTHICTb AKOro
nosArae y Burogi 6isHecy. AKIO B AaHWii MOMEHT BUrigHilue
BiAAKPUBATK BAACHUI 0QicC, TO BiAKPMBAIOTL MOro. AKLLO BUrigHiLLe
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pO3BMBaTU (PpaHYali3MHIOBY Mepexy, TO MAyTb LUM LU/JAXOM.
Hanpukaaga, koHuepHy «TUI AG» (Touristik Union International) y
®paHuii HanexaTb Mepexi TypucTuiHux areHui «Nouvelles
Frontieres» i «Havas». «Nouvelles Frontieres» mae npakTu4HO
O/{HaKOBY Ki/IbKICTb BAACHMX i ppaHyai3nHrosux odicis, a «<Havas»
CKN1AAAETLCA TibKK 3 dpanyaisi. Mpu upomy yci opicu oTpUMyoThb
O/AHaKOBY NiATPUMKY Ta NiA/NAraloTb NepeBipKaM KOHTPO/IIO AKOCTI
noc/yr, Wwo HagatoTsca (TUI, 2020).

AK CBigYMTL yKpaiHCbKa CTaTUCTMKA 3 (paHYyai3uHry, BiACOTOK
B/IACHMX 06'€KTiB B 2019 p. 3MEHLUMBCA 3 26% A0 21% BigHOCHO 2018
p., @ dpaH4ali3MHIrOBMX — HABMaKM — BUPIC i3 74% 4,0 79% BiAMNOBIAHO
(Franchise Group, 2020). Taka * TEHAEHLIA CNOCTEPIraeTbes i Ha
TYPUCTUYHOMY PMHKY, XO4va AeAKi TYPUCTUYHI onepaTopu Bixke
[OCAT/IM - BCTAaHOB/IEHOTO  HUMM  MaKCMMyMmy — ¢paHyaiisi  Ha
perioHaZIbHUX PUHKaxX i HOBa4KiB B MEpeXKy He NpuiiMatoTb. Tak Ha
01.01.2020 p. y HauioHa/bHUX PppaH4ani3MHroBUX Mmepexk «Join UP!»
i «TPG» HaniyyBanoca 115 i 110 ¢paH4aisi BignosigHo, a vy
MidKHapogHuX «Anex Tour», «TUl», «Coral Travel» 3HayHO 6i/blue
(1aba.1).

B po3sBuHeHnx eBponeiicbknx KpaiHax ¢paHdaiismHrosuit GisHec
Ma€ 4iTKO BMpPaXKeHy BepTUKa/IbHO iHTerpoBaHy CTPYKTYpy
ynpaBAiHHA, 3 4eTa/bHO pPO3po6/eHO MOAeN/It0 GpaHIaN3UHTY,
WO CrpAMOBaHa Ha Li/IbOBUMA PUHOK, | BK/IOYAE BU3HAYEHUI
ACOPTUMEHT MOC/Yr, peKnamy, KOHLenuito ogicy, 30BHILLHbLOrO
BUr/IAiAly MEepCOoHany. YKpaiHCbKi TyponepaTopu-napTHepu He
iHTerpoBaHi MOBHICTIO A0 CTPYKTYpU ynpasAiHHA MiXHapOgHOro
Typoriepatopa, Wo Mae CBOI nepeBaru. Tak, miciA HGaHKpyTCTBA
«Thomas Cook Group», iforo npeAcTaBHUK B YKpaiHi - Typonepatop
«Trident» - NpoaoOBXYE BMKOHYBaTM CBOI (YHKLil Ha PUHKY,
criBNpaLooydn 3 iHWKUMKM Typoriepatopamu. [liciA Oro/ioleHHs
«TUl Group» npo NpM3YNUHEHHA CBOE AiA/IBHOCTI BHaCNiAOK
naHgemii COVID-19, Moro npeactaBHuK Typonepatop «TUIl Ukraine»
3ageknapysaB B 3MI CBOO MOBHY He3aneXHICTb Big ro/10BHOrO
odicy Ta npautosas 6e3 3miH (TUI, 2020) . B Toi Yac AK npobaemu
«TUI France», «TUI Deutschland», «TUI Holidays» BnanHy/mn Ha ix
dpanyaisi.

[lna pO3BUTKY TypareHTCbKOI Mepexi HaABHICTb onepaTtopa i, AK
Hac/igoK, BAACHOrO TYprpoOAYKTY BUCTYMaE OAHUM i3 3acagHU4mX
MOMEHTIB Ha €BPOMENCbKOMY PUHKY. Y TaKuUX BepTUKa/bHO
iHTerpoBaHMXx X0AAMHrax, AK, Hanpukaag, «TUl AG» onepaTtop mae
EKCK/II03MBHUIA TYPNIPOAYKT abo yMOBM, AKi TPAHC/IIOIOTLCA Ti/IbKU Y
B/IACHY PO34pibHy Mepexy. Takum YMHOM, 4iTKO cpopmoBaHa Ta
NpOCYHYyTa Ha PUHOK MPOMO3ULIA TYPUCTUHHOIO MPOAYKTY
KOHKpETHOro onepaTtopa, LWO TMpPOMNOHYETbCA A0 peanisauii
YNOBHOBaXEHOIO TYPUCTUYHOIO areHLi€to, BU3HA4YaE KOHKYPEHTHi
repeearn ¢paHyaiizepa, a A1A ¢$paH4ai3i BUCTyMae peasibHUm
A0XO/A0M MpU 3a4,0BO/IEHHI NONUTY NPUBIYHUKIB NEBHOro 6peHay.
Lle o3Havae, wWo 3400yTkM panyansi byayte B Oyab-AKOMY
BMMaAKy BWCTYMaTW mnepeBaramu BCbOro OpeHay i camoro
¢dpanyaiizepa.

K. Sayabaev Ta iHwWi B cTaTTi «Finance, franchise and theirimpact on
tourism» 3asHayaloTb, WO ¢paHwmM3a - ue 3acid 3anyyeHHA
iHo3emMHOro gocBigy Ta ¢iHaHcoBoro Kanitany. fk b6isHec-popma,
dpaHlUM3a Ma€E Ba/MBE 3HA4YeHHA AAA MNiABULLLEHHA AKOCTI
06c/NyroByBaHHA B TYPUCTWYHIN ranysi, HabyTTA HOy-xay, Bce
H/MKYOro A0 MiKHAPOAHUX CTaHAApTiB (Sayabaev, Zhansagimova,
2016). OgHak, MixHapogHa acouialis ¢ppaHyaiauHry M HayKoBL
X04a i HaBOAATb MOKA3HUKM YCMiLUHOCTI GpaHyai3uHry B Typu3mi,
BCe X aKLEHTYIOTb YBary Ha pusukax byab-Akoro bisHecy, HaBiTb
¢dpanuaiisuHrosoro. Tomy Hi ¢paHyaiisep, Hi ¢paHyaiisi He
rapaHTylOTb eKOHOMIYHOro ycnixy (Business Queensland, 2016;
International franchise association, 2020), wWo 06yMOBAOETHLCA
NEeBHUMMU MiANPUEMHULBKUMU PU3MKAMKM | CTagi€l0 KUTTEBOTrO
umKAy dpanyaiizepa. MigTBepAKEHHAM LbOro € AOC/iAKeHHA T.1.
TKayeHKo, AKa 3pobwaa cnpoby BCTAHOBUTU XapaKTepHi pucu
dpaHy4ai3nHry 3an1eXHO Big, CTagii XUTTEBOrO UMKAY. Ha ii gymKy
npaBW/ibHe  PO3YMIHHA  MOKAa3HWKIB  AiAsbHOCTI  cy6’ekTa
TYPUCTUYHOTO MigNPUEMHULTBA 403BO/IUTb YAOCKOHA/IMTU iCHYIOYI
Mogaei popmyBaHHA GpaH4aN3UHIOBMX BiIAHOCMH 3 ypaxyBaHHAM
po3BuUTKY puHKy (Tkachenko, Kostin, 2010). Came 3ag0BibHUMM
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MOKa3HMKaMM OLiHKM PO3BUTKY YKPaAiHCbKOrO TYPUCTUHHOMO PUHKY
MOACHIOETLCA MOABA Ha HbOMY MiXXHAapOAHUX  TYPUCTUYHMX
Kopropauii 3 BNaCHOK TYPUCTUHHOIO MPOMO3ULIEID LiKaBO A/A
YKPaiHCbKOro puHKY. /ilicHo, Npu KynisAi GppaHWM3M nignpremelb
OTPUMYE MOBHICTIO MPOTECTOBAHMIM Bi3HEC-POEKT, AKMUIA BXKe A,0BIB
cBOIO e(deKTMBHICTb 3a KOPAOHOM. BpeHg, nig AkMM BUCTynae
napTHepcbKa opuaniHa 0coba, Bxe BigoMUi Ha PUHKY | Ma€e CBOIO
NI0A/IbHY LiIbOBY ayAuMTOpito. Moro He aoBeaeTbca peknamysaTh i
AOAaTKOBO MO3MLOHYBaTH, 3ac/1yroByBaTU A0BIpY K/i€HTIB, a
CniBpOBITHUKM rO/NI0BHOI KOMMaHii B)e MpOWLAM BCi TPYAHOLL
eTany ctapTy 6i3Hecy. TaK L0 y HOBOI TypUCTUYHOI areHuii byae
HagiiHa KoprnopaTMBHa MigTPUMKa | 6e3/1i4 peasbHUX TYPUCTUYHMX
HanpAMiIB, 3 AKMX MOXHa NepenHATH 40CBiA.

Qg BiA3HAYMTH, WO ACOPTUMEHT MOCAYr  EBPOMENCbKUX
MepexXeBUX areHuii, 3aBXAW AyXKe LUMPOKMI — Ha BigMiHY Big
YKpaiHW. YKpaiHCbKi He3anexHi areHuii 4acto o6’eaHytoTbCA A/1A
OTpMMaHHA MigBULLEHOT KOMICii y TyponepaTopis, B TOW 4ac AK i
¢dpaHyainsi, i dpaHyaiizep posymitoTb, WO A0AAHKIB yCnixy 6araTo, i
He BapTO HeXTyBaTM KOAHMM 3 HuMX. ToMy Tak barato ysaru
NPUAINAETLCA HaBYaHHIO CMiBPOBITHUMKIB, Nigbopy nepcoHany i Moro
arectauii, ¢ipmoBii cumBosini B odici, IT-TexHosOrAM i
BMpoBasKeHHAM  pi3HMx  CRM-cuctem.  Ha  po3BMHEHMX
TYPUCTUYHMX PUHKaX, Hanpukaag B HimeuuuHi, 98 % areHuiii €
mMepexeBUMU. TOMy OCHOBHMI NOTIK HOBUX PpaHyaiisi ckaagaoTb
nignpuemui, WO BiAKPMBAOTL HOBWIM 6i3HeC i pO3paxoByOTb
OTPUMATU TrapaHTOBaHUI NPUOYTOK Yepe3 TPU-YOTUPU POKM.
YKpaiHCbKi areHLiii, BXoA4A4YM B Mepexy, pO3paxoBytoTb OTPUMYBaTH
npubyToK 3 ApYyroro-TpeTboro MicAua ¢yHKUioHyBaHHA. Le
CBIAYUTb MPO HeAaNeKOr/IAAHICTb YKpaiHCbKMX OGisHeCMeHiB, AKi
pO3paxoBylOTb  Ha  MOMEHTa/bHUI  MpUBYTOK,  yHMKato4n
CTpaTeriYyHoro n/aaHyBaHHA Gi3Hecy. EBpPONENCHKUI NignpUEMeELb
pobuTb CBili BUBIp Ha KOPUCTb HAAIMHOCTI Ta PyHAAMEHTAbHOCTI
6i3Hecy, KOPUCTYIOUUCh NepeBaraMu PppaHyai3vHry, cepes AKMUX
LIMpOTa Ta rIMOMHA aCOPTUMEHTY.

Ak Bigomo, aAsnA  ¢dpaHyaM3i  acopTMMeHT  POpMyeTbCA
¢$paHyaii3epom, a TOMY BMHUKAE HaCTO BHYTPILUHA KOHKYPEeHLLis
MiXX TYPUCTMYHUMM areHuiAamMu, Lo BXOAATb A0 OAHIET Mepexi.
€BponeiicbKi GppaHyai3nHrosi areHui, Ha BigMiHy Big yKpaiHCbKUX,
poO3yMmiloTb, WO  Typornepatop, BWUTPaYalOyM  KOWTM  Ha
no3uuioHyBaHHA bpeHay, po3lMpeHHa bisHecy, 3abesnedye nonut
ANA BCiEl Mepexi, a He TiNbKM A8 OKpemoro ¢paHyaiisi. OKkpim
LIbOr O, Y 3aKOPA0HHMX ppaHYaii3i Lji/IbOBUIA PUHOK 3HAYHO LIMPLLMIA
HiXX B YKPAiHCbKMX, L0 3HWMXYE BIpOrigHICTb HEAOOTPUMAHHA
aoxoay. Tomy npobsemu  BHYTPIWHBbOI  KOHKypeHLii 3a
BMHATKOBICTb AaCOPTUMEHTY Y 3aKOPAOHHMX (paH4ai3MHroBMX
Mepex He BUHMKAE, OCKi/IbKM IX 3aBAaHHA NoAArae B 3abe3neyeHHi
npubyTKy Ta iMigy BCi€i Mmepexki, a He Ti/Ibku CBOEI areHuji. Tak,
«TUI AG» Tinbku B HimeuunHi mae Ginblue 1500 areHLii, Toai AK B
YKpaiHi /nwe ogHa — 4Bi Mepexi nepectynuam py6ix B 200 odici.

OAHIEI0 3 TOMOBHWMX BUMOr TMPUEAHAHHA A0 MiXKHAPOAHOI
¢$paH4ai3MHroBOI Mepexi 3a KOPAOHOM € MaKCMMa/IbHO 3py4He
ANA KAIEHTa Micue po3TallyBaHHA 0dicy, LLLO MA€E NpMBepTaTH yBary,
CNYKUTU PEK/IaMOI0 | BI3UTHOIO KapTKOWO areHujii i yciit mepexi.
Tomy AMC/iOKauia noTeHuinHux ¢paHyaisi mae OyTu TibKM Ha
repwomy nosepci 3 NMpAMUM BXOAOM 3 By/auui abo B micue
CKYMYeHHA MOTEeHLMHMX K/ieHTiB. HauioHasbHi ¢paH4aii3uMHrosi
areHujii He 3aBX/AM BMKOHYIOTb L0 YMOBY, XO4a CMOCTepiraeTbca
TEeHAEHUIA A0 3alHATTA «4YepBOHUX» /iHIM By/MUb oOdicamu
TYPUCTMYHUX GipM. Tak, HanpuKaaga, «Anex Tur» i «Pegas Touristik»
BMMaratoTb 3abesneynTv MOM/MBOCTI PO3MIlLeHHA 3O0BHILLHLOT
pekaamu odicy dpanyaiisi (Anextour, 2020; Pegas Touristik, 2020).
AnAa  mepexi areHuii «Coral Travel» icHye BuMoOra o040
TepuTopiaZbHOI BigAaneHoCTi ogHOro odicy ppaHyaitsi Big, iHLLOroO
He meHLwe 500 m (Coraltravel, 2020), a B opraHisayiiiHux BUMOrax
«TUI» BKa3aHO TiNbKM CTaHAAPTW WOAO0 n/owi M odpopmaeHHA

ogicy.

3a/1eXHO Big KpaiHu i Mepesxi BUmMoru 40 odicy MOXyTb 6yTn m'AKLLi
abo kopcTkili. AK NpaBW/10, BOHWM TOPKalOTbCA OPOPM/IEHHHA
BITPUHU | BUKOPUCTaHHA GIPMOBUX e/1eMeHTiB B iHTep'epi, Takmx AK
«iMig)eBa» CTiHa, TFOAWMHHMK, AOWKKM NpOnosuuiii Ta iHwe. B
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MiXHapO/Hil NpaKTULi 3yCTpivaloTbCA | KaTeropuyHi BapiaHTy, AK
HanpuWK/aagd, B iCMaHCBKiM Mepexi «Viajes Crisol» ¢panyaiisi
3060B’A3aHi MpugbaTM cneuiasnbHi  CTEHAWM ANA  PO3MilLeHHA
KaTa/oris, i NOCTIMHO NONOBHIOBATH iX HoBUMMU (Vidjes Crisol, 2020),
WO  KOHTPO/IOETbCA  r0/0BHMM  odicom  Typornepartopa.
Typonepatop «Anex Tour» BUMarae Big ¢ppaHyansi opopmiaeHHA
odicy i po3milleHHA peknamHOi MNpoAyKLuil BigNoBigHO A0
BCTAHOB/IEHUX KOMMaHielo craHgaptie (Anextour, 2020), wWo
BiANOBiga€e il yHIKaAbHOMY CTWAKO | BUCTYNA€E iHCTPYMEHTOM
6peHauHry. Bci 3 nepenivennx Pppanuaiisepis BUMaratoTh f0Kasis,
WO niATBEPANXYIOTb MPUHA/NEKHICTL MalOyTHIX ¢paHyaisi go
OAHOI 3 iHWKUX MepexkeBuUX CTPYKTYp. C/ig 3a3HauuTy, WO B
YKpaiHi Bn/inB ¢ppaHyaiizepa 06MexyeTbCA 3ara/lbHUMM MO/I0XKEHHSA
€BpOMeicbKoro Aorosopy ¢paHwmsn. KoHTpo/b  yKpaiHCbKMX
¢dpaHyaitsi 3 6oky dpaHyalizepiB NpaKTUYHO BigCyTHIN. Halbinbwy
yBary npUAiAAlOTb KOHTPO/IKO BMKOHaHHA MN/aHy MpoAaxiB Ta
BO/IOAIHHIO  iHPOPMaLiEl0  MpPO  aCOPTUMEHT  TYPNPOAYKTY
¢dpaHyaisepa.

OgHielo 3 BUrog TyponepaTopa € HafXOAMKEHHA Big MpoAaHux
dpaHLLM3, WO MOXYTb BUpaXKaTUcA AK y GOPMi nayLiasbHUX
BHECKiB, Tak i y d¢opmi poanti. [feaki ¢paHyaizepu
BMKOPUCTOBYIOTb i MayLua/ibHUIA BHECOK, AK N/1aTy 33 BXOAMEHHA B
6i3Hec, i poanTi, AK goxia Big PpaHLM3M. AKLLO nayLuaibHi BHECKM
BM3HAYalOTbCA 3aB¥AM abCONOTHOW BeuuuHoto (Taba. 1), TO
poAAnTi moxe OyTM BU3HAYeHWM AK B abCO/MOTHIM cymi, Tak iy
BigCcOTKax A0 MmicA4HOro abo piyHOro o6opoTy ¢paHyasi.
BctaHoBuBlWM  BigcoTKoBUI  poAnTi,  ¢paHyalizep  Moxe
po3paxoByBaTh Ha GinblKI fOXi4 B AOBrOCTPOKOBOMY Mepiodi.
Qig, Big3HauMTH, WO B YKpaiHCBbKIM AiiCHOCTI KOHTpO/ItOBaTH
Ki/IbKICTb  OPOPM/IEHUX K/IEHTIB  AY)Ke CKAAAHO, 3aHMMKEHHA
peanbHUX MOKa3HWKIB MPOAAXKIB 3a/MLIAETbCA A0CI 3BMYAMHOO
NPaKTUKOIO TMpU CKAAAAHHI 3BiTIB. (PiKCOBaHMII poANTi 3HIMae
npob/emy KOHTPO/IIO Ki/IbKOCTi 0popMm/ieHb, ase 0bMexye aoXig,
¢dpaHyansepa. OCKiZIbKM B €BPOMENCHKUX MOAENAX HeMa€e
npobsremn 3 KOHTposem odopM/aeHb, MNPaKTUYHO  100%
¢$paHyaii3epiB HagaloTb nepesary pPoAnTi y BUI/A4I BiACOTKa Big,
060poTy, cepe/iHE 3Ha4EHHA AKOro CKAAAaAE 0,5 — 1,5 %.

BepTuKanbHO iHTerpoBaHi TYpUCTWMYHI Kopnopauii, Taki Ak «TUI
Travel PLC», «OTlI» Ta iH., CIPAMOBYIOTb CBOIO AiA/IbHICTb HE Ti/IbKK
Ha PpO3WMPeHHA PWHKIB, @ W Ha (OPMYBaHHA TYPUCTUYHOIO
NPOAYKTY TibKM BAACHUMM cunamu. Hampukaag, TypUCTUHHMIA
xonauHr «TUI Travel PLC» 3abesnedye Typuctam GpOHIOBaHHSA,
nepesit, PO3MileHHA, 06C/yroBYBaHHA CBOEH MPUIMaOHO0
KOMMAHIEID Ha KOXHOMY KypopTi i B KOXHOMY roTeai, Lo
npusBOAMTbL [0 3pOCTaHHA obcAriB 36yTy 4epes KymiBao Ta
MOF/IMHAHHA TyponepaTopiB % TYPUCTUYHMX areHuiin, mepexi
roTenis, aBiakoMMaHil, KPYi3HMX KOMMaHi TOWO 32 KOPAOHOM.
XonpuHr «TUI Travel PLC» 06’eaHye noHag 240 6peHgis. LLlopiiyHo
rpyna obcayrosye 6inblie 30 MAH TypuctiB B 180 KpaiHax,
NPOMOHYIOYM CBOIM K/AIEHTAM Pi3HOMAHITHI BapiaHTU BigNO4YMHKY
LWAAXOM KOHco/igauii Gi3Hecy Ha OCHOBi PUHKOBMX MexaHi3MmiB.
Tinbku B €Bponi TUI mae Hisblie 3000 TYPUCTUYHMUX areHTCTB, a
3ara/ibHa Ki/bKicTb cniBpOBGITHUKIB KOMMaHii nepeBuLLye 50 TUCAY
ocib6. «TUI Travel PLC» Bonogie HalbinbwMm YapTepHum $p/0TOM B
€sponi — 138 siTakis, a nig 6peHaom «TUI Fly» BUKOHYIOTb pelicu
WiCTb aBiakOMMaHii. ¥ XO/AAUHI BXOAATb BigOMi mepexi rotenis
«RIU», «Club Magic Life», «Suntopia», «Iberotel, Robinson Club»,
«Sol Y Mar Club», «Coral Sea», «Jaz Resort» i 6arato iHwmx (TUI,
2020). Tomy TyponepaTtop-$ppaHyaii3ep poO3paxoBye Ha MOBHY
peasizauito, 3anponoHOBaHOro ¢paH4aii3i TypnpoAyKTy, Lo
BM3HA4Ya€ETbCA NEBHUMM BUMOraMu 40 po3mipy obcAris peanizaii
nakeTa noc/iyr. 3anexHo Big ¢ppaH4ali3MHroBOI Mepexi po3mip
npogaxis TYpnpoOAYKTY KO/AMBAETbCA BiA 50% A0 90% Big
3ara/sibHoro o6'emy TypiB. C/ig BiA3HaUYMTH, LLLO cepes AO0CiAMKEHNX
Typonepatopis, came «TUI Ukraine» nponoHye HalHW4i niaHu
NpOoAKiB A/ HOBUX PppaHYali3i i Mae Halbisblly Mepey areHLii.
Takuit nigxig cnpAmMoBye yBary ¢paHyaisi He Ha Ki/bKicHi
NMOKa3HWKM NPOAaXiB, @ Ha AKICHUIA cepBic.

KoxeH ¢ppaHuaiizep BignoBigHO A0 3aKOHOAABCTBA MPUAMAOYMX
KpaiH yk1agae yrogu dpaH4aisuHry 3 noTeHUiiHMMKU dpaHyaisi.
Taki yrogn MmaioTb CBOI 0COB/AMBOCTI i, AK MOKa3aB aHa/i3, €
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XOPCTKIWMMK Ta AeTazi30BaHIlLMMKM B PO3BMHEHMX KpaiHax, Ha
BiAAMiHY Big, TUX, LLLO PO3BMBAIOTLCA, A0 AKMUX BIAHOCUTLCA YKpaiHa.
[inAa eBponencbkmx GpaH4ai3MHroBUX Yrod € HOPMOKO BUKNALEHHA
TaKMX MYHKTIB AK HEMOX/IMBICTb NPU BUXOAi 3 Mepexi 3alimaTuca
TYPUCTUHHOIO AiA/IbHICTIO HA Uil TEpUTOPIT NPOTArOM TPbOX POKIB,
nepexig npaBa opeHau ¢ppaHyalizepy npu po3sipBaHHi 40roBopy 3a
iHiuiaTMBOO PpaHyaiisi g0 3aKiH4eHHA TepMiHy goroBopy abo npu
HeA06pOCOBICHOMY BUKOHaHHI CBOIX 3060B'A3aHb, Mpu Npoaaxy
6i3Hecy nepwa mnponosuuis NpoO KymiB/AO Ma€E HaAXOAWUTU
¢dpanyaiisepy. B yKpaiHCbKMX (pHaYali3MHrOBMX Yyrogax Taki
MYHKTU BiACyTHI. Lie noAcHioeTbcA iHTepecom ¢pHavaisepa
OTPVMMYBATU A0XOA, Y BUrNAAT POAATI. 3ayBaXkMMO, LLLO MiHIMa/IbHWI
TepMiH gii gorosopy ¢ppaH4aii3nHry — 3 pOKM, a 3BM4aliHa NpaKTUKa
- 5 pokiB. OcKinbkM NpubYTOK ppaHyaiisi nounHae oTpuMyBaTh
Yyepes 3—4 pOKM, TO B Oro iHTepecax He po3ipBaTH A40roBip paHilue
LibOro yacy.

OpHieto 3 BaX/IMBMUX YMOB ppaH4ai3MHIOBOI yroAun € ymoBa npo
npiopuTeTHe GPOHIOBAHHA TypiB ppaHyaii3epa B pasi NPUCYTHOCTI B
MOro acopTuMeHTi reorpadiyHOro HampAMKY TYpPrnpoAyKTy. Taka
yMOBa (03BO/IAE TYPUCTWUYHIM areHLii mpautoBaTh 3a Yyrogoto
ayTCOPCMHTY 3 {HWMMKM  TYPUCTMYHMMM  OMepaTopamu, He
NnopyLUytoUun iHTepecn ¢paHyaiizepa. BapTto 3asHauutu, WO no-
nepiue, GinbLicTb TyponepaTopiB-ppaHyaii3epiB € onepatopamu
MacoBOrO pMHKY, a TOMY MalXe CTOBIACOTKOBO MOXYTb
33/10BO/IbHATU ICHYIOUMIA HA PUHKY MOMMUT CBOIM aCOPTUMEHTOM.
Tomy po3WMPIOBaTU aCOPTUMEHT 3a PaxyHOK Cnisnpati 3 iHWm1Mmn
Typoriepatopamu ¢paH4aisi Hemae 0cob61mBoi HeobXigHOCTI. Mo-
Apyre, TyponepaTopu po3pob/AlTb  A0AATKOBY — CUCTEMY
MOTMBALi 3 MeTO MaTepiaZbHOrO 3a0XO4YeHHA ¢paHyaisi o
peanisauii Typis ¢ppaHyaiizepa Ta HagaHHA AKicHoro cepsicy. lMo-
TpeTe, PpaHyaiizep Hagae BnacHe nporpamHe 3abesneyeHHs, LWo
AO3BO/IAE He TiNbKM neperaagatv iHpopmauito npo Typu, a W
3anuTyBaTH OH/aH Bif4OMOCTI NPO HaABHICTb MiCLb Ha peiicax i B
roTenax, CKAafaTH CKAAAHI iHAMBIAYaZbHI TYpW, 34ilcHIOBaTH iX
OH/1alH BpoHIOBaHHA. O4HOYACHO 3 MM TypareHTCTBO-PppaHyaisi
MaE€ NepCoHa/ibHOro MeHezepa abo /1y 0y «rapAa4oi» NigTpUMKK
¢dpanyaiisepa 3 ycix nuTaHb. CTPyKTypa nNporpamHoro
3abesnevenHa (M3) TyponepaTopiB AyKe CXoska He Ti/IbKu
dyHKUioHasOM, ane ¥ iHTepdeiicom. Ane B CUNy HAABHOCTI
aBTOPCbKMX MpPaB KOMHOrO Typoriepatopa Ha CBOE [13, moxHa
BBaXaTWM MOro YyHiKaibHOWO TexHo/orieto. Llle ogHWM HOy-xay
TYponepaTopiB € MOX/MBICTb MOMEHTA/IbHOrO MiATBEPAMKEHHA
TypiB Big rotenis. [AA LbOro TYponepaTop CUHXPOHI3yE CBOKO
MOLLYKOBY CUCTEMY 3 cucTeMamu OpPOHIOBaHHA roTeis, i nig vac
nosABu 3aABKM il 06poOKa BiAOyBaETbCA B aBTOMATUYHOMY peXKUMI,
6e3 yyacTi nepcoHany. flaHuit yHKLiOHa BaxAMBUIA Npu peanizaii
TaK 3BaHUX «apA4YnX» TYPiB, KO/IM 4,0 BUIbOTY 3a/IMLLIAETLCA 1-3 AHi,
i BKpali BaXK/MBa LWBKUAKA 0OpOOKa 3aABKU.

Bigomo, WO AKICTb TYpUCTUHHOrO CepBsicy cig po3raagaTu Ak
epeKTUBHICTb TYPUCTUHHOIO 06C/1yroByBaHHA TYPUCTIB 4,0, Nig Yac i
nicaa Nogopoxi. AKICTb TYPUCTUYHOrO CepBicy B NpoLeci HagaHHA
06c/yroByBaHHA B gecTuHaLil 3abe3nevyeTbcA MignpueMcTBamm
TYPUCTMYHOT iHPPaCcTPYKTYpH, fAki, B binbliocTi Bumagkis, €
B/1aCHiCTIO ppaHyalizepa. 3aBgaHHAM ppaHyaii3i BUCTYNae HagaHHA
AKicHOro 06c/1yroByBaHHA B odici areHui, Lo BUMarae nocTiHoro
KOHTPO/O  pobOTH  MeHe/epiB, BiAMOBIAHICTL  3aAB/iEHUM
CTaHgapTaM MepeXKi, 3a40BO/IeHICTb K/IEHTIB Ta iHWwe 3 6HOKy
¢dpaHyaiizepa. OKpiM TPaauLiMHUX METOAIB KOHTPOMO AKOCTI Y
BUI/IA/i TECTOBUX £3BiHKIB ab0 OpraHisaLjii e/1eKTPOHHOI CKPUHBbKM
«A/1A CKapr i Mpono3uLii» BUKOPUCTOBYETLCA | «MiCTepi-LLOMIHM» —
TAaEMHUI MOKynelb, 3aBAaHHAM HAKOro € rMepeBipka 3HaHb
MEHe/KepaMn TYPUCTUYHMX HanpAMiB, iX yMiHb npogasBaTtu i
CniAKyBaTUCA 3 K/AiEHTOM. KoprnopaTuBHa migTpumka 6GisHecy
BM3Ha4a€eTbCA | Ha piBHIi GOpMYBaHHA cTpaTerii NiANpPUEMCTBA, AKil
¢dpanyaisi mae crigyBaTu B CBOIW gifsbHOCTI. Came Lel YUHHUK
BUCTYMaE CTPUMYIOHMM AR AOCBIAYEHUX areHTiB y NPUIHATTI
pilleHHA NpO BXOAMeHHA 40 $dpaH4ait3MHroBOI Mepexi, OCKi/bKK
0bMeXye mMpaBO TYpPUCTMYHOI areHuii 3acTOCOBYBATU  He
06yMOB/IeHi  MONITMKOIO  rO/I0BHOrO  TyporepaTtopa MeToAu
BegeHHA bi3Hecy.
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CyyacHuii ginosuit ppaHuainsuHr MoXKe posr/ia4aTncA AK MexaHism
avBepcudikaLii puHKY TYprnocayr, CnpAMOBaHWI Ha 36epeKeHHsA
Ma/ZIoro TYpUCTMYHOrO 6i3Hecy Ta Moro cTumy/toBaHHA. Came
Ma/nit BisHec Halbinblue cTpaxaae Npu HaliMeHWKnX npobemax B
€KOHOMIL, | TUM naye B KPU30BUX CUTYaLiAX Ha MiXHapOgHOMY
pUHKY. Tak, B €Bponi naHaemia COVID-19 AnA TYPUCTUYHUX areHTCTB
CTana cnpaBxHiM BunNpobyBaHHAM. Lelt 4ac 6yB ocobamso
npob/iemMHUM a1A dpaHyaii3i, Ha AKUX AaBTOMATUYHO BI/IMHY/IU
npobsemu ix ¢ppaHyaiizepis. B YkpaiHi npobiemu ¢ppaHyaiisepis He
TOPKHY/MCA $paHYaii3i — areHuii NpogaBaan TYPNpOAYKT iHLWIMX
oneparopis. Tak, «TUIl Ukraine» 3ageknapysanu B 3MI cBoto NoBHY
He3a/IexKHICTb Big ro/1o0BHOro odicy «TUI Travel PLC» Ta npautoBanm
6e3 3MiH Ha ayTcopcuHry. MpoBiAHMIA NpeCcTaBHUK MiXXHAaPOAHOro
Typonepatopa «Thomas Cook Group» B YKpaiHi — TyponepaTtop
«Trident» NpoAoOB)KYE BWKOHYBAaTU CBOI (YHKLii HAa PUHKY, He
3Ba)KaluM Ha OGaHKpYTCTBO KommaHii ¢paHyaisepa. Li daktu
cBig4aTb NpO pi3Hy iHTerpoBaHicTb ¢ppaHyaisi B opraHisauiiHii
CTPYKTYPi ynpaBAiHHA Mi}HapoAHOro ¢ppaHyaiisepa BignosigHo A0
Lli/IbOBOrO PUHKY.

3a MPOrHO3HMMM AaHMMK BCecBiTHbOI TYPUCTUYHOI OpraHisaii
Ki/IbKiCTb TYPUCTUYHUX NPUOYTTIB B CBITi 3HU3UTLCA Ha 20-30% i3-3a
nogiv cnpmunHernmm COVID-19, O CKOPOTUTL OYiKyBaHi 40X04 Ha
300-450 mapg gon CLUA (UNWTO, 2020, March, 27). Takuii TporHo3
rnoBepHe raaysb A0 NOKA3HWUKIB CEMUPIYHOT AaBHUHW, LLIO BUMarae
XONICTUYHOrO MigXxo4y AO BiAHOB/NEHHA TMOKa3HWKIB Typuamy
(Redko, 2015). 1 B TaKkWit cuTyauii KopropaTtuBHa MiATPUMKA
¢$paHyaii3epiB cTaHe OAHMM i3 cnocobiB cTabiizauii poboTu
¢dpaHyaii3i Ha pUHKY NpU BigHOB/EHHI MONUTY.

OCHOBHMMM prCaMu EBPOMENCLKOT MOgeni A4i10BOro ppaHyansnHry
B TYpU3Mi €:

- BEPTUKa/bHO [HTErpoBaHa CTPYKTypa YnpaBaiHHA (areHT -
orneparop - onepaTop Ha NpuoMi), B AKill ornepaTop CTBOPHOE
TYPNPOAYKT, O KOPUCTYETLCA MaCOBMM MOMUTOM;

— CWIbHUIA  HaLUiOHa/IbHUI MapKeTUHIrOBUiA MeHEe/KMEeHT,
CMPAMOBaHUIA Ha CTUMY/IIOBaHHA MOMNUTY ¢ OXOM/eHHA
LiIbOBOro PUHKY BpeHaoMm;

- MiHiMaZbHa  TepuTOpiaZbHa  E€KCK/K3MBHICTb
CNpAMOBaHa Ha MigCcuaeHHA No3uLin bpeHay;

— AAOBrOCTPOKOBI (ppaHYai3nHrOBi yroau, L0 BK/OHAIOTb XOPCTKI
YMOBM criBnpaty;

- 4iTKO po3pob/eHa cucTema MOTUBALT A4AA YCNilWHUX dpaHyaii3i B
MeXax Mepexi.

dpaHyaitsi,

OCHOBHMMU pUCaMU YKPAIHCbKOT MOgeni 4inoBoro GppaHyansunHry B
Typu3Mmi €:

—rHy4Ka CTPYKTYpa YNpaB/iHHA, WO A03BO/IAE aAanTyBaTUCA A0
3MiH Ha TYPUCTUYHOMY PMHKY, MaKCMMa/ZIbHO LUBUAKO
pearyBaTyv Ha HUX;

- MiHiMaZbHa  iHHOBALMHICTL  TYPUCTUYHOrO
33/,0BO/IEHHA MacOBOrO NOMUTY;

- MOX/MBOCTI cniBnpayi ¢paHyaisi 3 iHWUMKU TYPUCTUHHUMMU
ornepaTopamMu Ha yMOBaXx ayTCOPCUHrY;

— KOPOTKOCTPOKOBI (paHyai3nHrosi yroau, Lo nepesabayatoTb
/10A/bHILLI YMOBM CniBMpaLli, NOPIBHAHO 3 EBPONERCbKUMMU;

— Opi€HTALiA Ha BMKOHAHHA MN/aHIB NPOAaiB, a He Ha AKiCHWUN
cepBic, 33419 OTPMMaHHA MigBULLLEHOT KOMICIT.

NPOAYKTY  AnA

5. BUCHOBKM

. BusHaueHo 3arasbHi  yMOBM  3AIMCHEHHA  TYPUCTUHHOI
AiA/BHOCTI  Ha npuHUMNax Ainosoro ¢paHyansuHry. Lle
£03BO/IIE KOHCTATyBaTH, WO GpaH4al3uHr € AUHAMIYHUM 1
NpOrpecuMBHUM CMOCOBOM BegeHHA Gi3Hecy ¥ KoomepaLii
MOX/IMBOCTEN, AKi gonomaraloTb TyporepaTtopam aKTUBHO
npocyBaTH CBili TYPNpPOAYKT Ha PUHOK.

2. [TOpiBHAHO 3 EBPOMENCHKUM YKPAIHCbKMIM GpaHYai3uHr ABAAE
cobo1o HeA0CKOHaNy Moge b napTHepcTBa bisHec-popmary, B
OCHOBi AKOI /1IeXUTb CHOPMOBaHa KOHLIEMLiA PO3BUTKY
Mi>KHapogHoOro 6i3Hecy, aganToBaHa Mig MOXK/MBOCTI, NOTpebu
i NepcneKkTMBM HaLLiOHA/IbHOFO PUHKY TypU3my.

OO

3. HoBM3HOIO MpOBEAEHOr0 AOC/IAXEHHA € YTOYHEHHA YMOB
NPOBaAMEeHHA  TYPUCTMYHOI  AiAZBHOCTI  Ha  3acagax
¢dpaHyali3uHry B pO3BMHEHMX KpaiHax €Bponu i B YKpaiHi.
Bugineni xapakTepHi puc mopgeni eBponeiicbkoro Ai1080ro
dpaHyai3uHry M yKpaiHCbKOro AinoBoro ¢paHyansuHry.
Ocob/MBOCTI  €EBPOMENCHLKOI  MOgeni MO/AralTb y YiTKO
BM3Ha4eHil BePTUKa/IbHO iHTerpoBaHiii CTPYKTYpi ynpas/iHHA,
CWIbHOMY HaLiOHa/ZbHOMY MapKeTUHIOBOMY MEHE/KMEHTI,
AOBrOCTPOKOBOCTI ~ ppaH4aM3NHIOBUX  Yrod, AOAATKOBIN
BMOTMBOBAHOCTI ¢$paHyaitsi. Ocob/mBocTAMM  yKpaiHCbKOT
Mogeni  ginosoro  ¢paHy4al3MHry  BM3HA4YeHO  THYYKiCTb
CTPYKTYpH ynpaB/iHHA, MiHiIManbHy {HHOBaUiMHICTb
TYPNIPOAYKTY, /10A/bHI  YMOBM a0roBopy ¢$paH4aii3uHry,
cn1abkuit KOHTPO/Ib GpaHyait3i 3 6oKy PppaHyaiizepa, opieHTaLlis
Ha HapoLLyBaHHA 0BCAriB NPOAAKiB, @ He Ha AKICTb cepBicy.

4. llpaKTU4HE 3HA4€HHA OTPUMaHUX Pe3y/bTaTiB AOCIiAMKEHHA
NO/AraE y MOX/AMBOMY iX 3acTOCYBaHHi TYPUCTUHHUMM
areHUiAMM NpU NPUMHATTI PilleHHA NpPO MNPUEAHAHHA A0
¢$paHyai3MHroBOT Mepesxi 1 TyponepaTtopamMu Npu BUPILLEHHI
nuTaHb AvBepcudikaLlii NPOrHO30BaHMX pU3MKiB HisHecy.

5.B HacnigOK EeKOHOMIYHOI Kpu3M B TYpPUCTMYHOMY 6i3Hecy
NepCneKTMBHMM HamnpAMOM MOAA/bIMX AOCAIAXKEHb 3 L€l
npobsiemaTvKM € MOWYK LWAAXIB cTabinisayii  gianbHOCTI
mMepexeBoro bi3Hecy B Typu3Mmi.

6. ®iHaHCyBaHHA

e AOC/NiAKEeHHA He OTPUMaZno KOHKPEeTHOI
NiATPUMKHN.

dinaHcoBoi

7. KoHKypytoui iHTepecu

BTOPM 3aAB/AOTb, WO Y HUX HEMAE KOHKYPYHOUUX iHTepeciB.
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EkoHoMmi4Ha 6e3neKa
Typusmy B HimeyuuHi:
Mogeni BUXoay 3 Kpusu

Bsauecnas C1ugeHKo',
Onexciti Crusenkoft

t/IHinposcbKull HauioHanbHUU YHiBepcumem
imeni Onecs FoHyapa, AiHinpo, YkpdiHa,
#YHigepcumem npuKk/nddHUX Hayk,
Mimmeatioa, HimeyuuHa

MeTta poboTM - npoaHanizyBaTM Mogesi BUXOA4Y 3 KpU3M
niANPUEMCTB TYPUCTUYHOI ranysi HimeyumHu.

[Aumsaitn/MeTopa/MNAaH gocaigKeHHA. AHa i3 eKCMePTHUX BUCHOBKIB
NpO MOX/MBI CueHapii po3BUTKY Kpusu naHgemii Covid-
19/Coronavirus, iX Hacligku gaa Typusmy HimewunHu Ta
MOX/IMBi MOZe/li BUXOAY 3 Kpu3u.

Pesy/ibTat gocsigkeHHA. [poaHani3oBaHO Mogeni Buxody 3
KpU3K NignpUEMCTB TYpUCTUYHOrO Bi3Hecy HimeuunHu nig vac
NoCTYnoBOro 3aTyxaHHA naHgemii Covid-19/Coronavirus Ta
no4aTKy npouecy MoBi/IbHOrO BiAKPUTTA KOPAOHIB KpaiH. Lie
£,03B0/IMN0  CPOPMY/IOBATU  TPUMNYLLLEHHA TMPO  MOM/MBI
cueHapii pO3BMTKY CUTYaLii Nif Y4ac NoA0/1aHHA KPU30BUX ABMLL,
B TYPUCTUHHOMY Bi3Heci HimeuunHu.

TeopeTuyHe | nNpaKTUYHE 3HAYEHHA AOC/AigKEHHA. AHai3
MOX/IMBUX CLEeHapiiB PO3BUTKY CMTyalii Mig 4ac nogonaHHA
KPU30BMX ABULLY, B TYPUCTMYHOMY b6i3Heci HimeuwumHu moxe
6yTH AyKe LiKaBUM AK 4/1A NPAKTUKIB, TaK i 4/1A TEOPETUKIB, AKi
BMBYalOTb NP06/1eMy PO3BUTKY TYPU3MY Y CBITI.

OpwuriHanbHicTb/LliHHicCTb/HayKOBa HOBU3HA AOCAIAKEHHS. Y CTaTTi
A0CNIANKEHO perioHanbHi  BigMIHHOCTi PO3BUTKY Kpu3u
TypUCTUYHOT cdepu nig yac naHgemii Covid-19/Coronavirus. Ha
OCHOBi /IOriYHOrO aHanizy Mopgenei BUXOAY 3  KpUsM
nignprMemMcTs TYPUCTUYHOrO 6isHecy Himeuunnm
NpoaHaNi30BaHO YMHHMKM, AKI MOXYTb BM/IMHYTM Ha 3MiHK
3BMYOK CMOXKMBaYiB Ta BpaxyBaTH BaX/IMBi EKOHOMIYHi acneKTu
BifiHOB/IEHHA TYPUCTMYHOrO Gi3Hecy. [laHa poboTa gonomoxKe
PO3LUMPUTU MOXK/AMBOCTI AOCAIAHMKIB 3 aHanisy KpM30BUX
ABULL, B TYpUCTMYHOMY Oi3Heci Ta gonomorke 3gilcHioBaTH
MaKCMMaZbHO  TOYHMI i OOBr'pyHTOBaHWI MpPOrHO3 Ha
(,OBFOCTPOKOBMIA CTiliKMIA PO3BUTOK i KOHKYPEHTHi nepesaru
TYPUCTUYHMX NiANPUEMCTB.

Tun cTaTTi — TeOpeTUYHMIA.

Katouosi cnoea: TypucTudHMiA 6i3HeC; Mogenb; Kpu3a; naHAemisa
Covid-19/ Coronavirus.

DKoHOMMUecKasa 6e3onacHOCTb
Typusama B Fepmanum:
MO/Ae/I1 BbIX0Aa U3 KpU3Mca

Bauecnas Cr1useHko',
Anexceli CruseHko't

t/lHenposcKkuli HAUUOHA/bHLIL yHUBEpCUMEM
umeHu Onecs lonyapa, AHenp, YKpauHa,
#YHUBepcumem NpuKIAadHbLIX HAYK,
Mummealioa, l'epmaHus

Llenb uccnegoBaHusa — NpoaHanM3MpoOBaTb MOAEM BbIXOAa M3
Kpu3uca npeanpuATuii Typuctudeckon cdepbl FepmaHmm.
Ausaitn/MeTtog/llAaH  nccnepaoBaHuA.  AHanM3  DKCMEPTHbIX

3aK/IO4EHUII O BO3MOMHbIX CLEHapuAX pasBUTUA Kpusuca
naHgemum Covid-19/Coronavirus, X Noc1eACTBUA AAA Typusma
FepmaHuM M BO3MOXHbIe MO e/ BbiXOAa U3 Kpusuca.
PesysbTatbl. [poaHa/M3MpOBaHbl MOAenn BbiXoda M3 Kpu3uMca
npeanpuATUiA TypucTUiecKoro 6usHeca fepmaHum BO Bpems
NocTeneHHoro 3aTtyxaHua naHgemun Covid-19 / Coronavirus u
Hayasa npouecca Mea/1IeHHOro OTKPbITUA rpaHuL, CTpaH. 3To
No3BO/U/0 CPOPMY/IMPOBaTL MPeANO/IOKEHUE O BO3SMOXHbIX
CLleHapuAX pasBUTMA CUTyauuM BO BPeMA MNpeosAo/1eHUnA
KPU3MUCHbBIX AB/IGHUIA B TYPUCTUHECKOM busHece FepmaHum.
TeopeTunuyeckoe 1 NpakTU4YeCcKoe 3HaYeHue ncc/i1es0BaHua. AHan3
BO3MOXHbIX CLiEHapueB PasBUTUA CUTyauuu BO Bpems
NpeoA0/1eHUA KPUIUCHBIX AB/AEHUI B TYPUCTUYECKOM Bu3Hece
FepmaHuM MOMXKeT ObiTb O4YeHb WHTEPeCHbIM Kak A/A
NPaKTUKOB, TaK U A/1A TEOPETUKOB, M3Yy4aroLmUxX npob/iembl
pasBUTMA TYpM3Ma B MUpe.
OpuruHaabHocTb/LieHHoCcTb/HayyHas HOBM3HA McCiegoBaHusA. B
CcTaTbe WCC/1e40BaHbl PeruMoHa/ibHble  Pas/vuuA  pasBUTUA
Kpu3nca TypucTuieckoi cdepbl Bo Bpema naHgemum Covid-19 |
Coronavirus. Ha ocHOBe /10rM4ecKoro aHanMsa Mogesen
BbIXOZA M3 Kpu3nca npeAnpuATUIM TypucTUieckoro busHeca
FepmaHun npoaHa/M3upoBaHbl (PaKTOPbl, KOTOpble MOryT
NOB/IMATb Ha M3MEHEHWUA MpMBbIMEK noTpebuTesneln u ydectb
BaXHble SKOHOMMYECKue aACMeKThl BOCCTaHOB/IEHUA
TypucTMyeckoro  6usHeca. [laHHaa pabota nomoxet
paclMpuTb BO3MOXHOCTM UCC/egoBaTe/ned M3 aHa/iusa
KPU3UCHBIX AB/IGHWI B TypUCTMYeCKOM Bu3Hece u nomoxkeT
OCyLLLeCTB/IATL  MAKCMMa/IbHO TOYHbIM UM OBOCHOBAHHBIN
NpOrHO3 Ha AO/rOCPOYHbIA  YCTOMYMBOE pasBUTME U
KOHKYPEHTHbIE NpenMyLLeCcTBa TYPUCTUHECKUX NPeATPUATUIA.
Tun cTaTby - TeOpeTUYECKaRA.
KaloueBble c/10Ba: TYypUCTUHECKMI OM3HEC; Mopge/b; KpUsuG
naHaemusa Covid-19 [ Coronavirus.
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1. Introduction

owadays, tourism is a multibillion-dollar business dominated

by the countries' interests that form the main tourist flows.

Despite the crisis, tourism is developing quite rapidly. That
brings hope for new income opportunities and more jobs almost
worldwide. "Tourism is the most elegant form of development
aid," said German economist L. Nettkoven in the 1970s. "Tourism
makes a significant contribution to the fight against global
poverty." — under this slogan, the World Tourism Organization
became a specialized organization of the United Nations in 2003
(Tourismus ist ein Milliarden geschift, 2020). There are almost thirty
years of harsh criticism between these slogans, in-depth analysis,
and challenging questions about the contribution of tourism to
human development. Recently, the tourism industry has paid great
attention to adequate environmental protection and respect for
local people's rights in tourist locations (Mazaraki, 2019; Zikii, 2019).

Of course, tourism creates tremendous income opportunities and
opens new prospects for local community development. However,
in most cases, only a few locals receive income from tourism, while
the majority of the destination population experiences problems
from resource depletion, culture commercialization, disregard for
their rights, and increased exploitation. In this case, tourism
increases poverty and not reduces it. However, an increasing
number of studies and concrete examples show more benefits
than harm to local communities from tourism development
(Meshko, Red'ko, Krups'kii, 2016; Slyvenko, Ermakova, 2018).

It is worth noting that currently in Ukraine, the whole set of
tourism measures at all government levels leaves many unresolved
issues. Unfortunately, we can say that Ukraine lags far behind
Germany in terms of its economic potential. However, this cannot
prevent the creation of advanced mechanisms for regulating the
tourism business and the appropriate preconditions for
overcoming the crisis during the Covid-19/Coronavirus pandemic.
Therefore, we reckon that the study of Germany’s positive
experience in its tourism sector development may help to
overcome the crisis in tourism in Ukraine.

2. Problem statement

he research aims to analyze the models of overcoming the
crisis in Germany's tourism business.

3. Methods and information sources of
research

models for overcoming the German tourism businesses' crisis

in the gradual attenuation of the Covid-19/ Coronavirus
pandemic and the beginning of the national borders lento opening.
Such an analysis can be very interesting both for practitioners and
for theorists studying the problems of tourism development
worldwide. In particular, many experts neglect regional
differences in the tourism development. Therefore, the paper
expands the researchers' capabilities of the crisis phenomena
analysis in the tourism business and assists in the most accurate
and reasonable forecasting for long-term sustainable development
and competitive advantages of tourism enterprises.

:: he research methodological basis is an integrative analysis of

The research method is a theoretical analysis of models for
overcoming the German tourism business's crisis. The analysis is
based on expert judgments of a wide range of specialists and
researchers in the tourism business. The "expert" bases own
opinion on a set of causal factors, assessing the probability of their
manifestation and impact on the situation development. The
expert method advantage compared to others is the possibility of
exchanging and comparing ideas owing to a clearly expressed
simple structure.

The theoretical research basis is to analyze the most significant
modern international and national research of international tourist
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business development during a crisis. Based on a logical analysis of
models for overcoming the German tourism business crisis, there
were analyzed the factors influencing changes in consumer habits
and including vital economic aspects of the restoration of the
tourism business. Paper analyzes the regional differences impactin
the development of the tourism business crisis during the Covid-
19/Coronavirus pandemic. The research implements tourism
researchers' work, representatives of professional associations,
top management of tourism enterprises, heads of government
agencies, and experts of the European Union.

4. Results

ourism has been one of the world economy sectors that

suffered the most from the coronavirus pandemic recently.

The head of the World Tourism Organization (WTO),
Z.Pololikashvili, believes that in 2020, the coronavirus pandemic
global tourism decreases by about 70% compared to 2019. The WTO
studies showed that all 217 major international tourist destinations
have become inaccessible due to the transport communications
cessation (UNWTO, 2020). Nevertheless, after the pandemic
declined, internationally-oriented countries began to open their
borders and prepare for new conditions. During the gradual
quarantine overcoming, the main operation rule is tourists and
staff security: wearing masks, temperature screening, and in some
cases - the certificate of the Covid-19/ Coronavirus non-infection.

The study of various aspects of tourism economic security is an
essential issue in world tourism development. Among the
researchers studying these problems, it is necessary to note N.Korj,
0. Zanosko (Korj, Zanosko, 2011), A.Golod (Golod, 2016),
M.Denisenko (Denisenko, 2013), V.Tkach, and O.Kornienko (Tkach,
& Kornienko, 2011). Nevertheless, the literature neither fully
discloses some theoretical aspects of tourism economic security
nor has a transparent system of definitions of basic concepts and
phenomena. Most local scientists in their papers do not provide a
clear definition of tourism economic security.

In particular, local researchers N.Korj and O.Zanosko (Korj, &
Zanosko, 2011) believe that tourism economic security is primarily
the formation of strategies for sustainable development of all
tourism levels on such principles as defining clear boundaries for
tourism development and minimizing risks.

A.Golod believes that tourism economic security is primarily
tourism business security, and it is most often considered in
economic research at the business level or specific tourism
enterprises (Golod, 2016).

M.Denisenko (Denisenko, 2013) also considers building a reliable
structure of organizational and economic mechanisms for tourism
economic security based on the tourism enterprises’ analysis.

V.Tkach and O.Kornienko (Tkach, Kornienko, 2011) consider forming
a system of economic security of the tourism business in the
context of analyzing the tourism risks features in the international
economy. Based on the economic security components analysis,
they determine the methods and criteria for assessing the
economic security of Ukraine’s tourism sector.

The research outlined areas, in our opinion, demand special
attention from scientists today during the tourism sector crisis in
terms of the Covid-19/ Coronavirus pandemic, which led to the
choice of topic, purpose, and objectives of the research.

Studying the German experience on possible models of
overcoming the tourism business crisis provoked by the
Coronavirus pandemic is essential for Ukraine because tourism
provides excellent opportunities for income for both the state and
the regions. In particular, back in 2012, Germany became the
second most popular tourist country in Europe (second after
Spain), when the number of overnight stays in German hotels
reached 407.3 million. The share of tourism in Germany's GDP was
4.5%, equal to 119 billion Euro (Posokhov, 2015). Furthermore, over
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the past three years, Germany has had the highest income from 4.1. Analysis of tourism deve|opment in
tourism among EU countries - 287 billion Euro. Germany before the crisis

billion in the tourism industry. Turks spend the most among foreign pandemic, tourism in Europe has developed quite

tourists in Ukraine, about 115 euros per day of their stay. The dynamically. The increase in the number of business travelers
Americans (95 Euro) are in second place - and the Germans (94 and vacationers was an essential factor in Germany's economic
Euro) in third. However, tourists from Germany come to us much growth (Fig. 1).

more than others. For comparison, Ukrainian tourists in their
homeland spend only 30 Euro a day on travel (Tourismus in
Europaboomt, 2020).

In 2019, 13.6 million tourists visited Ukraine, making almost $1.4 : ecently, before the start of the Covid-19/Coronavirus

For the last three years, Germany has had the highest income from
tourism among EU countries (Fig. 2).

2,9 million jobs 3,9% gross value added

In Germany, 2.92 million people are employed directly in tourism.

That is 6.8% of the workforce. Tourist demand provides a direct gross value added of 105.3 billion
Euro. Thus, tourism accounts for 3.9% of the total gross value added
of the German economy. That is a higher contribution than

mechanical engineering or retail.
Fig. 1. Tourism in Germany as an employer and an economic factor”

* Source: built on (Reiseboom in Deutschland hdlt an, 2020; DSB, 2020).

23 billion . 39,6 billion_
_______________________ ..
other foreign tourism income
287,2 billion
e _
- Te-a excluding other incomes:
224,6 billion_ e

restaurants' services 51,2 billion

shopping49,7 billion
lodging services 35,8 billion

local tourism income

Fig.2. Income from tourism in Germany in 2018 (Euro)*

* Source: built on (Die Deutsche Zentrale fiir Tourismus, 2020; Frenzel,2020).

* Other expenditures include government subsidies for cultural and sporting events, expenditures on durable goods for tourism purposes (e.g.,
mobile homes).
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However, if we compare the income from travelers of individual EU
member states per capita, the EU countries such as the
Netherlands and Austria are ahead. Therefore, the EU member
states are the most attractive tourist destination tourism; many
tourists visit no other world region.

We should note that before the start of the Covid-19/Coronavirus
pandemic in 28 EU countries, tourism generated about 1,276 billion
Euro per annual income. Among other EU countries, Germany has
the highest revenues from tourism - 287 billion Euro, slightly less

... held by the Germans in Germany in 2018.
These are excursions and business trips
without overnight stays.

28,80 Euro

... on average, tourists spend at the
destination on food, shopping, etc.

than the UK, and France - 188 billion Euro each (Dustatis.
Statistisches Bundesamt, 2020).

It is worth mentioning that one-day trips have become increasingly
popular in Germany (and throughout Europe) lately. One of the
largest tour operators in Germany — Gute Reisen in early June 2020,
offered the following number of one-day trips: Belgium - 5; in
Luxembourg - 3; in the Netherlands - 6 and Germany - 7 (Frenzel,
2020).

Fig. 3 shows Germany’s huge income amount from one-day local
trips in 2018.

... income from one-day local tourists in
2018.

Fig. 3. Germany's income from day trips in 2018"

* Source: built on (DSB, 2020).

It is also worth noting that Germany holds the world's leading
position in the development of information technology and MICE
tourism (second place after the United States in the number of
congresses per year and first place in the number of fairs)
(Ugodnikova, Serbachenko, 2019; Zabaldina, 2019). That is not

1l place

International congresses:

surprising because an essential condition for attracting
participants in congress and exhibition events is the degree of the
country’s economic development and especially new technologies
development level, transport infrastructure, communications, and
hotel facilities (Fig. 4).

I place

International fairs and exhibitions:

Of the 642 international congresses in 2018, Germany ranks second
after the United States (in terms of the number of participants in the
congress, Germany ranks third after the United States and Spain).

in 2019, 163 international and national trade fairs took place in
Germany, with 180,000 exhibitors and 9.9 million visitors. Germany's
exhibition center is number 1in the world for the most number of

international trade fairs.

Fig.4. MICE tourism in Germany”

* Source: built on (Muzichka, 2019; Frenzel, 2020).

We should emphasize that the most crucial area of tourism
business development in Germany was local travel. The country's
revenues from local tourism are over five times higher than foreign
ones. In September 2019, the National Tourism Council even
approved a new program, "German Summer Cities," specifically

OO

aimed at attracting local tourists to the country's small towns (Die
Deutsche Zentrale flir Tourismus, 2020). Fig. 5 demonstrates the fact
that German travelers are the most important group of guests in
Germany.
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39,6'min
+1,8%

190,9 min
of tourists
+3,5% before
2018

Foreign tourists

495,6 min
overnight stays
+3,7% before 2018

Local tourists

Fig. 5. The balance between foreign and local tourism in 2019 (facilities with ten or more beds)*

* Source: built on (Federal Ministry for Economic Affairs and Energy, 2020).

It is also essential that from May 25, 2020, Germany started to
resume local tourism - in several federal states, hotels are open to
local travelers.

If we compare the income from international tourism in Germany
to other European countries, we note that annual sales in Italy and
Spain also reach over 100 billion Euro. Latvia and Malta are the least
profitable in the EU, where tourism income amounts to around €1
billion a year for hoteliers, restaurateurs, and other tourism
businesses.

5090"
Netherlands

4 500
Austria

Germany

Small countries generate fewer sales in tourism than in Germany or
Spain. Nevertheless, not only does the size of the country play a
role, but the number of inhabitants also reflects the economic
power of tourism in individual countries (Meshko, Gvozdeva, 2018;
Yaremenko, Zadoya, Kappes, 2019; Zikii, 2019). Fig. 6 depicts the
tourism incomes comparison with the European countries'
population.

Sweden

Fig.6. Tourism Income in the EU in 2018, Euro per capita”

* Source: built on (Duplyak, Juchenko, Zabaldina, 2019).

"Note: accordingly, with a turnover of almost 5,100 Euro per capita, the Netherlands is a country where travelers are an incredibly important

economic factor.

It is worth mentioning that German tourism experts are carefully
studying the Netherlands' experience regulating the country’s
tourism development. In particular, in 2017, about 19 million
tourists visited the Netherlands (the 20 million mark was probably
exceeded in 2019), which is for 17 million inhabitants. The tulip
fields at Keukenhof in South Holland alone attract half a million
visitors each year. Amsterdam is now considered entirely
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overcrowded. As locals can no longer tolerate the effects of this
over-tourism, the Dutch Bureau of Tourism and Congresses (NBTC)
has introduced in 2018 a document called Perspective 2030, which
recommends distributing guest flows more evenly across country
and seasons. For example, vacationers are encouraged to visit
Dutch seaside resorts even in winter and go to Rotterdam or
Utrecht instead of Amsterdam (Radchenko, 2018).
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4.2. The crisis phenomena growth in German
tourism during the pandemic

the Covid-19/ Coronavirus pandemic, the tourism industry in

Germany faces a wave of unemployment. According to
estimates by the Federal Association of the German Tourism
Industry (BTW) in June 2020, sales in the tourism industry fell by
almost eleven billion Euros. About one million people may lose
their jobs (Die Deutsche Zentrale fiir Tourismus, 2020).

:: tis worth noting that, according to experts, with the onset of

Such a massive decline in the global tourism industry has not been
observed before. For instance, the top management of the largest

15 billion Euro

loss of income from one-day trips
(gastronomy, sports,
entertainment, recreation, culture,
etc.)

24 billion Euro
total loss of income

German tour operator TUI Group in early February 2020, reported
that January was the best month in terms of the number of tours
sold in the company’s history. The company's management is now
predicting a series of negative consequences of the Covid-19/
Coronavirus pandemic: a complete cessation of tour sales and a
sharp reduction in jobs. According to preliminary estimates, a
reduction of approximately 12% of the group's employees is
possible (Deckstein, Hecking & Spandick,2020).

The tourism business in Germany is collapsing due to the Covid-
19/Coronavirus pandemic. It is impossible to estimate losses
because the deadline for applying for bankruptcy has not come yet.

9 billion Euro
loss of income from night travel
(accommodation, gastronomy,
sports, entertainment, recreation,
culture, etc.)

Fig. 7. Projected losses in tourist destinations in March/April 2020*

*Source: built on (Smeral, 2020).

In particular, the Federal Association of the German Tourism
Industry (BTW) representatives conducted statistical surveys of
tourism businesses (approximately 11,000 travel agencies and
about 2,300 tour operators). Statistics show that two-thirds of
companies believe they face bankruptcy in the short and medium-
term. According to BTW experts, up to a million employees in the
industry (including the hospitality business) may lose their jobs.
About 70% already receive short-term unemployment benefits (Die
Deutsche Zentrale fiir Tourismus, 2020).

The economic situation in the industry has deteriorated
catastrophically. BTW experts note that Germany's tourism
business has not only lost eleven billion Euro from declining sales
by mid-June 2020, but it still needs to consider that the affected
tourists will demand three to four billion Euro of compensation.

Germany's tourism industry has about three million jobs and
accounts for more than four percent of production. In terms of
budget revenues, the tourism business can be compared with
automotive and mechanical engineering.

Germany's significant industry tourism associations call for an
immediate tourism summit chaired by Chancellor A. Merkel - and a
considerable increase in state aid. According to BTW experts - in
June 2020, all the reserves of companies are spent and save the
tourism business, and without the immediate organization of a
rescue fund with fast, direct grants, it is impossible (Smeral, 2020).
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4.3. Models analysis of tourist business crisis
overcoming in Germany

4.3.1. Factors to consider when modeling

business development after the crisis requires considering

such factors as changes in consumer habits in choosing tourist
destinations, modes of transport, restaurant visits, concerts,
business trips, and so on (Boiko, Beridze, Ohrimenko, 2019; Gavrilko,
Gushtan, 2019). It is also necessary to consider such critical
economic aspects as income loss, tax reforms cessation, savings on
transfer payments, increased security requirements, and losses in
holiday budgets (Bilozubenko, Korneev, Gorb, 2018; Malcher & Tatje,
2020).

C ccording to economic experts, a realistic forecast of tourism

Experts also note regional differences in the development of the
crisis Covid-19/ Coronavirus. In such periods, the regions certainly
face difficulties in restoring industrial, business, and congress
tourism, in organizing mass events. (Meshko, 2015).

Overcoming the crisis demands creativity and new solutions
implementation. For example, if a museum tour can be made
virtual, it is difficult to imagine traditional tourism without
"tangible" impressions. Only gradually, step by step, one can
return to the tourism industry's active development (Malyuta,
2019).
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4.3.2. The crisis overcoming model from the Federal
Association of the German Tourism Industry (BTW)

BTW executives have proposed introducing a special voucher to
compensate customers for losses and reimburse funds spent on
resolving disputes (Die Deutsche Zentrale fiir Tourismus, 2020). They
consider the EU Commission's negative position on this issue as
entirely unjustified. In the initial period of the Covid-19/Coronavirus
pandemic, the federal government planned to allow airlines and
tour operators to compensate their customers, not with money,
yet with a voucher. However, the EU Commission has banned such
a settlement model, citing EU law.

4.3.3. The crisis overcoming model from the Prime
Minister of Mecklenburg-Vorpommern

It is worth emphasizing that the Prime Minister of Mecklenburg-
Vorpommern M. Schwesig proposed another model for saving the
tourism business. It plans to provide companies in this area with a
subsidy of 1,000 Euro per employee (Reiseboom in Deutschland hailt
an, 2020). 30Kpema, Ha il BUMOry B 3eMe/bHOMY YpAai
pPO3pO6/AETLCA MAKeT EKOHOMIYHMX CTUMYAIB  AnA  iHAYCTpIl
Typusmy. In particular, at her request, the land government is
developing an economic incentives package for the tourism
business

4.3.4. The crisis overcoming model from the TUI tour
operator

Top managers of the world-famous TUI tour operator believe that
at the end of May 2020, it is necessary to resume cruises in the
Mediterranean. They consider the Federal Ministry of Foreign
Affairs' decision to ban travel until June 14, 2020, as incorrect.
According to them, each country or region independently should
make such a decision.

TUI specialists have developed a method of unique "health check"
for all places of rest. They will offer their customers a vacation only
where it is guaranteed safe (Tourismus ist ein Milliarden geschdft,
2020).

The first inspection was Mallorca, where the hotels held a test run,
and experts were allowed to receive guests. TUI plans to conduct
such "health checks" in holiday destinations in Greece, Cyprus,
Croatia, Bulgaria, Austria, and Denmark, which, in their opinion, are
better prepared for summer tourism. TUI experts also believe that
it is correct to wear a face mask on the plane and undergo the
procedure of measuring the temperature during the passengers'
check-in for the flight at the airport. Besides, new programs are
being developed for TUI cruise liners.

It is planned that from July, after coordination with local
authorities, new cruise routes will be implemented in the North
and Baltic Seas, which were tested in 2018. (Antonenko, Mel'nik,
2019; Antonenko, Opanasyuk, 2019). It is planned that such tours will
meet the demands of true lovers of water recreation. The number
of days at sea will be increased, and the number of passengers will
be limited to about 1000. Cruise liners must be equipped with
Covid-19/Coronavirus testing equipment, and medical personnel
must be increased (Frenzel,2020).

At present, rapid restoration of business seems impossible.
However, the tourism industry has high hopes for the recently
adopted state aid program of 1.8 billion Euro. However, experts
believe that this assistance is insufficient. TUl is currently losing
about 300 million Euro a month. Analysts at Morgan Stanley US
investment bank believe the group needs at least another billion
Euro to survive (Smeral, 2020).
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4.3.5. The crisis overcoming model from the EU
Commission

It is worth noting that the pandemic affected almost the entire
world tourism industry. Tour operators, travel agencies, hosts,
airlines, and cruise liner operators are worried about their future.
Worldwide lockdowns, closed borders, travel warnings, travel
bans, overnight stays, and other operational bans dealt the most
vigorous blow to the tourism sector, which has been growing
steadily for decades. In particular, according to the World Tourism
Organization, all 217 countries (and state-like regions) of the world
have imposed restrictions on the travel of foreigners; almost three-
quarters of them completely stopped international tourism at the
end of April (UNWTO, 2020). It is worth mentioning that in May
2020, in Europe, there happened the first positive trends. Thus, on
May 14, 2020, the EU Commission adopted the so-called "tourism
package," which contained:

- guidelines for action by EU governments during the Covid-
19/Coronavirus pandemic;

- recommendations to the Member States on the gradual lifting of
restrictions on travel within Europe;

- recommendations for simplifying the rules for restoring travel
companies operating following safety rules;

- recommendations for the gradual opening of the EU's internal
borders (Tourismus in Europa, 2020).

In this package of proposals, European Commission experts
suggest considering the region's epidemiological data, right places
in clinics of the region for locals and tourists, and the reliable
monitoring, testing, and tracking of contacts (Contact tracing).
Besides, local authorities must develop contingency plans and a
unique mobile application to track the possible disease outbreak
locations. In turn, each hotel must ensure health protocol
implementation to protect guests' and employees' health.

The European Commission's phased approach to abolishing
internal border controls proposes a phased plan to weaken
controls on the EU's internal borders: phase 1 - partial easing of
controls, phase 2 - complete lifting of restrictions. At the same
time, the entry ban of third-country nationals should be
temporarily maintained.

It is worth emphasizing that according to EU experts, the tourism
restoration model is only constructive if all parties in the process
follow principles step-by-step actions agreed between EU
countries, measures to increase the infections spread; restoration
of freedom of movement under conditions that positive
tendencies of improvement of an epidemiological situation are
observed in the countries of departure and tourist travel.

4.3.6. The crisis overcoming model from Go-To-
Travel - voucher program for travelers

Experts are carefully studying the Government of Japan's initiative
that developed a program of special motivational vouchers for
travelers to help rebuild tourism businesses. As part of the Go-To-
Travel initiative, travelers going to Japan can start receiving
subsidies of up to 20,000 yen ($ 185) a day. The Japanese
government plans to allocate 1.35 trillion yen (% 12.5 billion)
(Malcher & Tatje, 2020) for the program. Subsidies will be vouchers
for use in nearby stores and restaurants. To receive subsidies, one
must book a hotel directly or with the help of Japanese travel
agencies. It is worth mentioning that this program is considered by
the Japanese government to stimulate local tourism after the
Covid-19 pandemic.
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4.3.7. The crisis overcoming model from Spain. The
"tourist corridors" concept

German tourism experts also consider an exciting model for
overcoming the crisis of Spain's regional governments (Balearic
and Canary Islands), which along with tour operators, developed
the "tourist corridors" concept with special hygiene measures and
large-scale tests for Covid-19/Coronavirus. The world's largest
airlines Ryanair and Eurowings, decided to significantly increase
the number of flights to Spain (Dal Carlo, 2020).

4.4. Practical steps

their summer holidays after quarantine is over in more than

30 European countries while partially restricting contacts
within the country. On May 25, the country began to resume local
tourism - in several federal states; hotels began to receive local
travelers. Hotels and campsites in Mecklenburg-Vorpommern,
Berlin, Brandenburg, and Lower Saxony started to welcome
tourists from other federal states of Germany if they made a

C he German government plans to allow its citizens to spend

P 4

" &

very fast

One-day tourism: immediate regeneration
and a strong catch-up effect (initially over
short distances).

Short trips: fast regeneration with probable
effects of catching up.

reservation in advance. Simultaneously, hotels have the right to
accommodate guests at only 60% of capacity. On June 15, the
German Federal Government partially lifted the travel ban for
tourists from 31 European countries (in addition to 26 EU countries,
the list also includes the United Kingdom and four Schengen
countries: Iceland, Norway, Switzerland, and Liechtenstein)
(Deckstein, Hecking & Spandick, 2020).

4.5. Prospects forecasting the tourist flows
restoration to neighboring countries

controls with Luxembourg and significantly weakened

controls on France, Austria, Switzerland, and Denmark.
According to the federal government's decision, the 14-day
quarantine for all who enter Germany applies only to tourists who
came from third countries. According to the German Tourist
Association N.Fiebig president, there are the first signs of a gradual
resumption of tourism. Fig. 8 presents the restoration speed
forecast of the tourism business in Germany.

C rom mid-May 2020, the German government abolished border

> & b3

fast slow

MICE: fast regeneration for small events,
postponement of large events, digital
formats with possible impact on small fees.

Business trip: possible rapid regeneration

with probable consequences and digital
communication experience with possible
consequences in future business trips.

Longer vacation trips: recovery depending
on the crisis duration and the unemployment
period, loss of income for customers.

Fig. 8. Forecasting the regeneration rate of individual segments of the tourism business in Germany*

*Source: built on (Die Deutsche Zentrale fir Tourismus, 2020).

It is worth noting that the nearest prospects for the tourism
business restoration experts include Germany's cooperation with
neighboring countries. In particular, experts from the
Schauinsland-Reisen tour operator believe that the border opening
will immediately positively impact the tour business. Schauinsland
management expects this to increase the number of travel
bookings. Analytical findings of another tour operator - FTI
Touristik also confirm the immediate positive effect of opening
borders, which leads to the situation normalization in the tour
business, as Germany's neighbors are the most important travel
market. (Frenzel, 2020).

Austria could become a popular holiday destination for many
Germans in 2020, as this alpine country is easily accessible by car.
The government of this country also counts on German tourists
because many hotel businesses are in danger of bankruptcy
without them. Therefore, they consider the Germans as the most
important group of foreign guests. In the summer of 2018, they
accounted for about 29.5 million nights in hotels, boarding houses,
or apartments (Bilozubenko, Korneev, Gorb, 2018).

Traveling to France is likely to be less available during the summer
of 2020. The form of recreation to be in demand after the borders'
opening is still challenging to predict. The French government
introduced one of the strictest quarantine regimes in Europe, and
even citizens are not allowed to travel more than a hundred
kilometers from their place of residence. All departments along the
border with Germany and Paris are in the so-called "red zone,"
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where restrictions are even more vital than in the rest of the
country (Tourismus ist ein Milliarden geschdft, 2020).

Filling tourist flows to Denmark is also at risk. Its government has no
plans to allow tourists into the country shortly as they expect a
significant easing of the Covid-19 / Coronavirus pandemic.

4.6. Restoration prospects of traditional for the
Germans Mediterranean destinations

urrent experts predict that the Covid-19/Coronavirus
@pandemic crisis is similar to the financial crisis of 2008/2009.

Tourism expert E.Smeral believes that it is necessary to
consider a Covid-19/Coronavirus effect, such as delayed decision-
making in business, which leads not only to falling demand but also
to changing consumer expectations. The tourism business
cessation reduced production in many related sectors of the
economy. The Covid-19/Coronavirus crisis mainly affected hotels,
restaurants, airlines, travel agencies, and tour operators (Smeral,
2020). Recreation, entertainment, culture, and retail businesses
(excluding food and beverages) suffered the most. Those
businesses the entire market in almost one night due to restrictions
on freedom of movement and forced closure.

Modeling the pandemic situation shows that depending on the
degree of escalation and the extent of the infection, Europe's
GDP's decline rate can average more than 10%. Unfortunately,
statistics for the current tourist year are not yet available for
analysis in full, but we can assume that the number of international
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arrivals in 2020 may decrease by about a third. Current research by
EU Commission experts conducted in late March 2020 showed a
sharp decline in tourism revenues at the beginning of the pandemic
crisis than during the recession in 2009. Therefore, we can assume
that 2020 will be considered as lost to tourism.

5. Conclusions

business after the crisis requires considering a large number

of factors that may affect changes in consumer habits and
include vital economic aspects of the tourism business. An
important factor is the regional differences in the development of
the Covid-19/Coronavirus crisis. Modeling the gradual restoration
of the tourism business in Germany suggests that one-day tourism
can resume fast enough, then short-term local travel in the country
will be significantly revived. A less dynamic situation awaits the
resumption of MICE tourism and traditional international tours.
More predictable is the slow restoration of tourism exchange with
neighboring countries after gradual borders opening.

C hus, a realistic development model of the German tourism

Tourism development experts in Germany offer several models for
overcoming the crisis. In particular, experts from the Federal
Association of the German Tourism Industry proposed to introduce
a special voucher to reimburse customers and compensate for the
money spent on resolving disputes. The government of
Mecklenburg-Vorpommern plans to provide tourism companies
with a subsidy of 1,000 euros per employee. Large companies - tour
operators (TUI) developed a unique "health check" method for all
resorts and will offer their customers a vacation only where it is
guaranteed safe. They also offer new routes in the North and Baltic
Seas under new rules: increasing the number of days at sea, limiting
passengers to about 1000; mandatory Covid-19/Coronavirus
testing, and a significant increase in medical staff. Also considered
in the future: the Japanese Go-To-Travel tour operator's initiative
to provide foreign travelers with a motivating subsidy as a voucher
for use in nearby shops and restaurants and the Spanish "tourist
corridors" concept with special hygiene measures and large-scale
tests on Covid-19/Coronavirus.

Overcoming the crisis requires creativity and new solutions
implementation. Only gradually, step by step, the German tourism
business will return to active development.

The research results can be implemented in the tourism sector to
further research risks in the tourism market. Further research is to
develop a comprehensive mechanism for measuring the impact of
the risk on the tourism business economic security. This
mechanism aims to develop and design such an economic security
system for the tourism sector that reduces the crisis impact on
tourism enterprises' stability.
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