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Abstract. In the article the author reveals the essence of tourism today, researches
and characterizes the latest marketing tools that are relevant in today’s conditions
of economic relations in Ukraine. The functioning of the tourism sector is built taking
into account the satisfaction of the complex of material, social and spiritual needs of
consumers, and the use of innovative marketing tools. World conditions of existence and
business activity require the application of innovations in the field of tourism marketing,
as highlighted in this article.

Methodological basis for solving the main theoretical and methodological problems
used techniques of theoretical generalization, combination of historical and logical,
comparative and structural — functional approach, as well as to highlight the economic
importance of the tourism industry were methods of analysis and synthesis of information,
comparative law and statistical and economic analysis, etc.

The article analyzes the factors that affect the development of the tourism business
and substantiates the need for innovative marketing tools for the effective existence of
the tourism industry in modern conditions.

The paper highlights and argues, taking into account the challenges facing society,
world existence, the use of visualization of tours and the promotion of services through
«virtual tours». Having approached the virtual marketing activity professionally, it is
possible to acquaint clients with outstanding tourist places, to interest them in new tourist
products, to convince them of the reality of the facts stated in advertising (blogging), etc.
Visualization is an important factor influencing positive customer decision-making in the
hospitality industry.

Thus, using the latest innovative marketing technologies, the hospitality industry will
remain one of the important components of the national economy.

Keywords: hospitality industry; tourism; virtual tourism; service visualization;
consumer services; tourist service
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Introduction.

The tourism industry is one of the
most profitable and dynamic sectors of
the world economy. In addition, it stim-
ulates the development of all industries
of the country, allows increasing foreign
exchange earnings through the develop-
ment of inbound tourism and effectively
using the natural, historical and cultural
potential and more. However, tourism
can also have negative social and cul-
tural consequences.

The modern hospitality industry is
the market leader in terms of populari-
ty. Because its feature is that the demand
for services does not decrease even in a
pandemic. Middle—class consumers al-
ways need to travel, relax on holidays:
Christmas, New Year, summer vacation
or holiday, etc. In addition, Ukraine’s
international relations with other coun-
tries provide opportunities to expand
their worldview for Ukrainian tourists,
as well as contribute to the rapid devel-
opment of this area in our country.

The development of the tourism busi-
ness is a strong financial argument in the
country’s economy in market conditions. In
this way, Egypt, Turkey, Greece, etc. have
achieved significant success in the devel-
opment of tourism. As for Ukraine, the de-
velopment of tourism in the country is only
gaining momentum. The conditions of ac-
tivity in this sphere are studied and the rules
of competitive entry into the Ukrainian and
world markets are established.

The functioning of the tourism sec-
tor is built taking into account the sat-
isfaction of the complex of material,
social and spiritual needs of consumers
and the use of innovative marketing
tools. Global living conditions and busi-
ness activities require the application of
innovations in the field of tourism mar-
keting. Which led to this research topic.

Analysis of recent researches
and publications.

The study of marketing in the tour-
ism industry is covered in the works
of many scientists: Lyubitseva (2019),
Porter (2004), Kampov (2017), Mosiiuk
(2019), Gurzhiy  (2013),  Tritenko
(2013), Zhukovich (2017) etc. Many
scholars have become interested in re-
search in the development of the field of
tourism ambassadors and their compan-
ions in the hospitality industry, including
the improvement of methods of promo-
tion in this field. Since tourism business
activity also needs State support scien-
tists as paid attention to the peculiarities
of the application in the public sector of
marketing tools to promote the national
tourism product on the world and domes-
tic markets of tourism services through
the use of advertising, branding, public
relations technologies, sponsorship, etc.

Purpose. The purpose of the article
is to study the marketing tools of the
tourism industry in the modern condi-
tions of formation of economic relations
in Ukraine.

Materials and methods
of research.

Today’s tourism should be based on
theoretical and practical methods of doing
business. One of the most important com-
ponents in the promotion and dissemina-
tion of this business is marketing activities,
which are used both to create a new and to
maintain an existing line of business.

Methodological basis for solving the
main theoretical and methodological
problems used techniques of theoretical
generalization, combination of histori-
cal and logical, comparative and struc-
tural — functional approach, as well as
to highlight the economic importance
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of  the tourism industry were methods
of analysis and synthesis of informa-
tion, comparative law and statistical
and economic analysis, etc.

Today, one of the most common meth-
ods of segmenting consumers of tourism
services is cluster analysis. This is due to
the simplicity of the cluster analysis pro-
cedure, its versatility in solving a wide
range of marketing problems. Another
method used in marketing research of the
tourism market is factor analysis. The
complementary use of these method-
ological approaches allows increasing
the level of research in general.

Results of the research
and their discussion.

The sphere of tourism can be attributed
to the largest and fastest growing economic
sectors in the world. According to the UN-
WTO, 1.4 billion people took the oppor-
tunity to travel to another country in 2018.
According to global research forecasts,
their number may reach 1.8 billion in the
next decade . Tourism is 9 % of world GDP
and creates one job out of eleven and thus
becomes a key driver of socio—economic
development, creating the well-being of
communities and people. At the same time,
tourism is an integral part of the lifestyle of
most of society and provides tourists with a
unique experience for their personal growth
(Drachuk & Dultseva, 2016).

Modern marketing in the hospitality
industry was formed on the basis of the ex-
perience of existing manufacturing com-
panies, and taking into account the trends
of rapid expansion of services and inten-
sive use of distribution methods improved
and combined the achievements of gener-
al marketing theory and practice.

However, marketing in tourism has
a number of features that are due to
the specifics of the activity. It has been

studied that some of them are: establish-
ing close relations with the most import-
ant target groups; ensuring a high degree
of consumer satisfaction and loyalty; in-
creasing the profitability of interaction
with partners and consumers; chang-
ing approaches to market segmenta-
tion; individual approach to the service,
etc. (Gurzhiy & Tritenko, 2013).

Particular attention is paid to the
development of appropriate marketing
Strategy using a set of traditional market-
ing tools. Development of an effective
marketing strategy for a tourist enterprise
includes such elements as: gathering in-
formation, assessing its reliability; com-
prehensive analysis of tasks; development
of proposals; risk assessment; justifica-
tion of the established decision; setting
deadlines and methods for implementing
the decision; analysis of information on
the implementation of the decision, its ad-
justment if necessary, etc.

In addition, the need to integrate into
the company’s activities a set of tradition-
al marketing tools, relationship marketing
and internal marketing. As for internal
marketing, it should not be avoided, but
used through the education of motivat-
ed, customer—oriented staff by building
an effective system of internal organiza-
tional relations «company — customen
in order to maximize customer satisfac-
tion (Mosiiuk et al., 2019).

Marketing of a tourist product
is aimed at satisfying the desires and
needs of the tourist. It is possible to allo-
cate such expectations from this process
as increase in sales volume; ensuring
maximum satisfaction of needs; expan-
sion of types of tourist services;im-
proving the quality of tourism products,
etc. (Day & Wensley, 20006).

The application of marketing in the
tourism industry involves the use of both
proven methods and innovative new
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ones. Consider some of the most com-
mon. So empirical method involves the
use of conventional simplifications rath-
er than detailed analysis, reference to the
system of categories, which is a situation
that applies to any class of theoretical or
empirical concepts, which are already
known appropriate action, disregard the
values that have little value, ie limiting the
factors considered in the decision—making
process (those that are easy to measure or
the most significant are chosen), adapta-
tion to the nearest planning horizon (as-
suming the use of a situation for which
development can be traced to the near
future). The method that involves the pro-
cess of segmenting the tourism market is
a cluster analysis. This method involves
the simplicity of the procedure of cluster
analysis, and with its versatility in solv-
ing a wide range of marketing problems
(Melnichenko, 2008).

In a competitive environment, every
company that seeks to achieve certain
market positions uses certain marketing
tools for its formation, increase profit-
ability and meet market demand.

The marketing system in tourism is
a complex system that includes a wide
range of programs to create, maintain
and implement the most effective activ-
ities of the enterprise in the market. The
target direction of marketing depends on
what tasks the company sets for itself in
the near future and in the future overall.

One of the researchers of manage-
ment, Peter Drucker, defined the purpose
of marketing: «The purpose of marketing
is to make sales constant. The goal is to
know and understand customers so well
that the product or service suits them and
sells themselves» (Drucker, 1973).

Interpreting this statement, we can
perceive it in such a way that advertis-
ing a service or product does not play
an important role in obtaining the end

result — sales. However, the process
of «selling the services themselves» in-
volves the synergy of all factors involved
to achieve the ultimate goal, namely to
meet the needs of consumers. Adver-
tising and promotion will achieve max-
imum efficiency if the needs and inter-
ests of customers are first identified, and
then affordable products and services
are offered to them. Marketing in the
tourism industry is designed to identify
the needs of tourists, to create attractive
tourist services for them, to acquaint po-
tential tourists with the tourist products
available to them, to inform them about
the place where you can buy these ser-
vices. Analyzing the practical side of the
application of marketing tools, we see
the effectiveness of measures «Seven
P tour product» is a product, planning,
place,  people, prices, promotion, pro-
cess (Smirnov & Lyubitseva, 2019).
The travel company must constantly
monitor the changes taking place in
the tourism market, respond quickly to
changes in consumer needs, global chal-
lenges, living conditions of customers
and more. The omission of the smallest
factor influencing the activities of a trav-
el agency can lead to the loss of both real
and potential consumers of services.

The development of the modern
economy is becoming more dependent
on the efficient generation, dissemination
and application of innovations. Since
the tourism industry accounts for a sig-
nificant share of the economy of many
countries, accordingly, tourism market-
ing activities should provide innovative
marketing tools (Mosiiuk et al., 2020).

Modern business tools provide mar-
keting activities through the provision
of innovative marketing information in
online advertising, by interpreting the
concept of «e—tourism business» and
more. The need to use in competition
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with powerful tools and management

methods leads to the use of the most

progressive, radical and universal meth-
od of reformatting the interaction of the
travel company, market and consumer.

Common marketing innovations in
the field of tourism include:

— creating high—quality new websites of
travel companies that would provide
informative needs to consumers and
motivate them to buy the product;

— creation of Internet representations
of travel agencies;

— providing the consumer with a quality
online service product (booking,
payment system, etc.);

— high—quality promotion on the sites
of «virtual tours», which is relevant
at the time of the global pandemic
and will provide an opportunity not
to lose your client;

— creation of online offices and online
stores;

— creation of innovative advertising,
in accordance with the requirements
of today and at the same time
monitor new innovative technologies
introduced in the tourism market and
create a quality tourism product that
will meet the needs of discerning
consumers in the market.

During the Internet and the transition
to electronic service, the consumer will
be more comfortable watching a certain
tourist video or choose a hotel to stay in
accordance with their requirements.

Having approached the virtual mar-
keting activity professionally, it is pos-
sible to acquaint clients with outstand-
ing tourist places, to interest them in
new tourist products, to convince them
of'the reality of the facts stated in adver-
tising (blogging), etc. Visualization is
an important factor influencing positive
customer decision—making in the hospi-
tality industry.

Another marketing tool is enter-
ing social networks to promote trav-
el services (Youtube and Facebook,
etc.). The XXI century is characterized
by the transition of the tourism indus-
try to «e—tourism», where the vast
majority of companies already have
an informative website, online book-
ing system and present «virtual tours»
and more. The third decade of the XXI
century in the hospitality industry will
go down in history as the beginning of
«virtual tourismy». To some extent, this
was prompted by the global pandemic,
which lasted for years.

Conclusions and future
perspectives of the study.

Thus, at the beginning of the XXI
century, marketing tools in the hospital-
1ty industry took the following form:

innovative  informatization = of

advertising;

— deepening the visualization of tours;

— creation of a presentation video of
the tour;

— use of digital marketing to maximize
the coverage of real and potential
consumers of the tourism market.
Thus, given the current challenges

for economies, tourism has become
an important element of the national
economy, which will need to take into
account its functional needs in the le-
gal field, as it grows into the histori-
cal and cultural heritage of the coun-
try, promotes ethnic customs, cuisine
and more.

Invaluable competitive advantages
will, of course, have companies in the
tourism industry that adapt their busi-
ness to the demanding needs of con-
sumers, use innovative marketing tools
in the tourism market and care about the
company’s image.
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tities. Retrieved from http://www.nbuv.gov.
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AHomayia. Y cmammi aemopom po3Kpumo cymHicme mypucmuyHoi ifisibHOCMi 8 yMo8ax Cbo-
200€eHHS, 00cnidHeHo U oxapaKkmepu308aHO HOBIMHI MAPKeMUH208i IHCMpYMeHmMU, AKi € akmyase-
HUMU 8 Cy4OCHUX YMOBAX (hOPMYBAHHA eKOHOMIYHUX 830EMOBIOHOCUH 8 YKPaiHU. ®YHKYiOHY8aHH:A
chepu mypusmy mobyo0o8aHO 3 8PAXYSAHHAM 30008071EHHA KOMIIAEKCY MamepiasnbHUX, COYianbHUX
i dyxoeHUX mompeb croxcusayis, i BUKOPUCMAHHAM IHHOBAUIUIHUX MAPKEMUH208UX IHCMpPYMeHmi8.
Csimosi ymosu icHysaHHA ma 6i3Heco8oi disnbHOCMIi 8UMA2aOMb 3aCMOCY8aHHSA iHHo8auill y cghepi
mypucmu4Ho20 MapKemuHeay, wo sucsimsaeHo 8 daHili cmammi.

Memo0on02i4Ho 0CHOBOK 0714 BUPIWEHHA OCHOBHUX Meopemu4HUX | Memooosa02i4HUX
3080aHb € npuliomu meopemuyHo20 y3a20sbHEHHA, MOEOHAHHA ICMOPUYHO20 MaA /102iYHO-
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20, MOPIBHANLHO20, CMPYKMYPHO—PYHKUYiOHANbHO20 Mi0X00i8, & MAKOM 017 BUOKPEMAEHHA
eKoOHOMIYHOI 8axcausocmi iHOycmpii mypusmy 3acmocosaHo mMemoou aHanMi3y ma cuHmesy
iHhopmauii, nopieHAanbHO—Npasosuli Memood, a MAKOX cMamucmuyHUl ma mMmemoo eKoHO-
Mi4YHO20 aHasnizy moujo.

Y cmammi npoaHani3o8aHo YUHHUKU, AKi 8MAUBAIOMb HA PO38UMOK MypucmMu4Ho20 bizHecy U
06rpyHmMosaHo HeobXiOHiCMb 3aCcMOCYy8aHHA IHHOBAYiIHO20 MapPKeMUH208020 iHCMpPYMeHMapito
0418 eheKMUBHO20 iCHY8AHHA MypuUCMUYHOI iIHOYcmpii 8 Cy4acHUX YMOBaX.

Asmopom suceimseHo U apeymMeHmo8aHo aKmMyasbHiCMe 8UKOPUCMAHHA 8i3yani3zayii my-
pis, nonynapu3ayito Nocsye 4epes «8ipmyanbHi mypu», 8paxo8yroyu Cy4acHi BUKAUKU, AKi cma-
sumb nepeo cycninbcmaom ceimose bymms. Bizyanizauis € saxciusum pakmopom, akul ennu-
80€ HA MO3UMUBHe MpuliHAMMA PilleHHA KaiEHMamu 8 iHoycmpii 2ocmuHHocmi. 3a3Ha4eHo, Wo
npogecitiHo nidiliwoswu 0o 8ipMyanbHOI MapKemMuH20801 0ifgnbHOCMI, MOXHA 3 03HAUOMYOI0
MemOor NOKA3amu KAiEHMAM 8U3HAYHI MYypUCMUYHI Micyd, 3ayiKagumu HOBUMU MYyprpooyK-
mamu, nepeKkoHamu 8 peasabHocmi hakmis, 3a3Ha4eHux y pexkaami (61oeepcmeo) mouwjo.

Ome, iHOycmpia 20CMUHHOCMI, 8UKOPUCMOBYOYU [HHOBAYilIHI HOBIMHI MapKemuHz08i
mexHos02il, 3anuwamumemscs 0OHIEID 3 8020MUX CK/IA008UX HAYiOHAMbHOT eKOHOMIKU KpaiHU.

Kntoyoei caoea: iHOycmpis 2ocmuHHOCMI; mypusm; s8ipmyanbHUli mypusm, eizyanizayis
rnocayau; CroxXueay nocsye; mypucmu4yHa nocayaa
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