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Abstract. Inthe article the author revealed the essence of marketing communications
in the hospitality industry, researched and characterized marketing communication
tools that are relevant in the application of improving relations between participants
of the tourist market environment. The effective activity of the enterprises of the
tourism industry is based on taking into account the satisfaction of the complex of
material, social and spiritual needs of consumers, and the use of innovative marketing
communication tools. Global conditions of existence and competitive business activity
require the use of innovative, effective marketing communication elements, which is
covered in this article.

The methodological basis for solving the main theoretical and methodological
problems was the use of techniques of theoretical generalization, a combination of
historical and logical, comparative, and structural-functional approach, and in order to
highlight the economic importance of the tourism industry, the methods of information
analysis and synthesis, the comparative-legal method, as well as statistical and
economic analysis, etc..

The article analyzes the factors that significantly determine the competitiveness of
a tourist enterprise on the services market and substantiates the need to use innovative
marketing communication tools for effective interaction with consumers in the market
tourism environment.

The paper highlights and argues, taking into account the challenges facing the
tourism business, market requirements, the use of marketing communication elements:
advertising; communication with the public; sales promotion and maintaining the
company’s image policy. With a professional approach to tourism marketing, you can,
using appropriate communication tools, show ways to influence the consumer of tourist
services.

Therefore, the creation of an effective system of marketing communications in the
tourism sphere will allow the formation of a positive image of Ukraine in the market
of tourist services, which will lead to investment inflows to the country, reduction of
unemployment, etc.

Keywords: hospitality industry; tourism; communications; advertising; marketing;
tourist product.
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Introduction.

The tourist hospitality industry oc-
cupies one of the leading places in the
world economy. In addition to the fact
that the tourism business stimulates the
accelerated, market-oriented innovative
development of all sectors of the coun-
try, it also allows to increase foreign ex-
change earnings. The peculiarity of the
tourism business is to satisfy the needs
of consumers, and the need does not de-
crease even in conditions of a pandemic
or war.

Even in such a difficult time, Ukraine
is open to cooperation in the develop-
ment of tourism.

The development of the tourist busi-
ness is undoubtedly a strong argument
in the economy of the state in the con-
ditions of market relations. Such states
as Egypt, Turkey, Greece, etc., having
concentrated all their efforts on tourism,
have achieved considerable success. As
for Ukraine, the development of tourism
in the country was only gaining momen-
tum before the start of the war (National
tour operator of Ukraine).

The development of tourism busi-
ness is hard to imagine without mar-
keting communications, which are the
main part of tourism marketing. Unfor-
tunately, many companies neglect this,
not considering it necessary to pay so
much attention to communications, or
even make mistakes in this area.

The development of tourism as a
profitable business industry requires
improvement and due attention to both
marketing and communications in or-
der to fully satisfy the set of material,
social and spiritual needs of consum-
ers. "The ability to communicate with
people is a commodity, and I will pay
more for it than for anything else in the
world," claimed JD Rockefeller (John

Rockefeller). 1 suppose the relevance
of marketing communications research
will always be relevant.

Analysis of recent studies and
publications.

Marketing research in the tourism
industry is highlighted in the works of
Ukrainian and foreign scientists. The
main attention is paid to the research of
marketing tools for the popularization
of tourist attractions. Since one of the
main participants of the tourist market
is the consumer, the research efforts are
aimed at the analysis, study and influ-
ence of communication elements on de-
mand. Great attention was paid to these
issues: Gurzhii (2013), Drachuk (2016),
Dultseva (2016), Zhukovich (2017),
Kampov (2017), Kudla (2011), Lyubit-
seva (2019), Trytenko (2013), Mosiiuk
(2021), Porter (2004), Smirnov (2019)
etc.

However, the subject of marketing
communications in the hospitality in-
dustry remains open for research.

Purpose. The purpose of the article
is to study marketing communications in
the tourism industry both on the world
and Ukrainian markets.

Materials and methods
of research.

The development of the tourism in-
dustry should be based on theoretical
and practical methods of conducting
profitable business activities. Marketing
activity in this area is an integral part of
popularizing tourist services, creating
a positive image of both the company
itself and the country, etc. The use of
innovative marketing tools supported
by appropriate methods will ensure the
profitability of campaigns.
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The methodological basis for solv-
ing the main theoretical and method-
ological problems was the use of tech-
niques of theoretical generalization, a
combination of historical and logical,
comparative, and structural-functional
approach, and in order to highlight the
economic importance of the tourism
industry, the methods of information
analysis and synthesis, the comparative-
legal method, as well as statistical and
economic analysis, etc..

Such a statement indicates that to-
day it is important to study the commu-
nicative sphere of tourism, namely the
means and methods of marketing com-
munications in the sphere of providing
tourist services.

Results of the research and their
discussion.

The field of tourism services is de-
veloping and changing, so it is logical
to assume that special attention is paid
to the development and improvement of
marketing communication tools in the
tourism and hospitality industry. It can
be noted that such a tool as advertising
deserves special attention. But regard-
less of the cost, the correct use of such
marketing tools will bring unexpected
results in the development of the tour-
ism industry, etc.

Today, there are a number of fac-
tors that have an impact on the activi-
ties of companies in the tourism indus-
try. These are the long-term downward
trends in the economy, the difficult po-
litical situation in the country, military
operations, and the deterioration of the
welfare of citizens. In this situation,
tourism companies are paying more and
more attention to marketing activities,
which would allow them not only to
stay in business in difficult socio-eco-

nomic conditions, but also to convince
their regular customers that they have
not forgotten about them, offering them
innovative, qualitatively new tourist
products. In order to create and main-
tain a positive image among consumers,
to consolidate the acquired positions in
the market of tourist services, tourism
companies pay more and more attention
to marketing communications. Market-
ing communications are one of the fun-
damental tools of marketing, because it
is with their help that the desired influ-
ence on the consciousness and behavior
of the consumer is carried out (Lyubit-
seva, 2019).

From the point of view of market-
ing, communication (lat. communicatio -
connect, communicate) is considered as a
complex, multifaceted concept. Market-
ing communications can be understood
as a two-way process: on the one hand,
the impact on target and other audiences
is expected, on the other hand, receiving
counter-information and the reaction of
these audiences to the impact exerted by
the enterprise (Smirnov, 2019).

Marketing communications is a
mechanism for producing and convey-
ing information and content necessary
for the company to its target audience,
the ultimate goal of which is the forma-
tion and dynamic support of a certain
positive image (brand) of the manu-
facturing company and its brands, en-
couraging the target audience to make
purchases(Smirnov, 2019).

The field of tourism can be classified
as one of the largest and fastest growing
economic sectors in the world. Accord-
ing to the World Trade Organization
(UNWTO), 1.4 billion people took ad-
vantage of the opportunity to travel to
another country in 2021. According to
global research forecasts, their number
may reach 1.8 billion in the next de-
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cade. The tourism industry accounts for
9% of global 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 a
large part of society and provides tour-
ists with a unique experience for their
personal growth (UNESCO WorldRe-
port: Investingin Cultural Diversity and
Intercultural Dialogue).

The environment in which a tour-
ist enterprise operates is permeated by
a complex system of communications.
The company contacts its clientele,
banks, insurance companies, producers
of tourist services, and various contact
audiences. Moreover, these connections
are multidirectional and intersecting.
The task of the tourist enterprise is to
form and maintain the image of the of-
fered products and the company as a
whole and in the eyes of the public and
its existing and potential clientele.

Modern marketing in the hospitality
industry was formed on the basis of the
experience of already existing produc-
tion companies, and taking into account
the trends towards the rapid expansion
of the service sector and the intensive
use of distribution methods, it improved
and combined the achievements of the
general theory of marketing and the
practice of its application.

However, marketing in tourism has
a number of features due to the specif-
ics of the activity. It has been studied
that some of them are: establishment of
close relations with the most important
target groups; ensuring a high degree of
consumer satisfaction and loyalty; in-
creasing the profitability of interaction
with partners and consumers; changing
approaches to market segmentation; in-
dividual approach to the service, etc.

From a marketing point of view,
communication is a process aimed at
persuading the consumer by the pro-
ducer in order to influence the behavior
and attitude of the former. Regarding
the relationship of the concept of "com-
munication”, many Western scientists
consider conviction and argumentation
to be necessary components of a single
communicative process (Kozhuhivska,
2009).

In the most common vision, com-
munications is understood as a system
of relationships between market partici-
pants, aimed at increasing the efficiency
of tourism enterprises and meeting the
needs of consumers.

Among the many existing defini-
tions of marketing communications,
it is possible to focus attention on the
main functions that must be performed:
informative, reminder, persuasive and
image.

Thus, the informative function en-
sures informing the target audience
about the goods manufactured by the
firm, their advantages over competi-
tors' goods, properties and qualities,
about the firm's activities and its policy;
receiving feedback on the state of the
market situation in general, from part-
ners, etc. (Kudla, 2011).

As for the reminder function, its
main task is to remind the target audi-
ence about certain principles and mea-
sures of the company, the trademark,
product advantages

The persuasive function consists in
persuading the target audience in its
decisions in favor of a positive attitude
towards the goods manufactured by the
firm, its activities and its own brand
name.

And finally, the image function con-
sists in forming the prestige of the com-
pany and its products on the market.
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However, we do not forget about the
effectiveness of using integrated mar-
keting communication tools in the tour-
ism industry. This process will be deter-
mined by the following factors:

— Saturation of the market with
the same type of tourist services due to
an increase in the number of tourist com-
panies. Thus, in 2017, a total of 3,469
subjects in tourism (legal entities and
individuals) operated in Ukraine. More-
over, their number increased by 9%
compared to 2015 (Tourist activity in
Ukraine for 2017. Statistical collection).

— Consumers of tourist services
have a very wide choice. The offers
of travel companies are wide enough;
the choice is too large both in terms of
choosing a place of rest and in terms of
implementation through various tour
operators.

—  Consumers have practically un-
limited access to information from vari-
ous sources: from advertising messages
of travel companies, on their official
websites, in social networks. Clients of
travel companies have the opportunity to
compare and evaluate the offer of differ-
ent companies, read reviews and com-
ments of more experienced "tourists".

The following tools are used for the
effective use of marketing communica-
tion appeals to product consumers:

— advertising is any form of com-
munication paid for by a specific per-
son, designed to promote goods, ser-
vices or ideas. Although some types of
advertising (for example, direct mail)
are targeted at a specific individual,
most advertising messages are intended
for large groups of the population and
are distributed by such mass media as
radio, television, newspapers (Mosiiuk
et al., 2019);

— sales promotion is various
types of marketing activities that for a

certain time increase the initial value of
goods or services and directly stimulate
the purchasing activity of consumers
(for example, coupons), the work of
distributors and sales personnel;

— direct (direct) marketing is an
interactive marketing system that helps
consumers easily receive information
that interests them and acquire goods
through the use of various information
distribution channels. This system in-
volves direct mail, the use of ordering
through printed catalogs and online cat-
alog sales.;

— personal selling is establishing
personal contact with one or more po-
tential buyers for the purpose of selling
goods. Examples of such contacts can
be telephone negotiations of regional
representatives of manufacturing firms
with local companies or retail enter-
prises, selective calls to potential buyers
directly at home, or sales of goods by
telephone orders (Kozhuhivska, 2009).

If we consider such a tool, which in
our opinion is still effective in deliver-
ing information to the world commu-
nity, then it can be characterized by the
following indicators:

— Impersonal character. Commu-
nicative information is provided to the
potential consumer not personally from
the representative of the campaign, but
through various intermediaries (mass
media, catalogs, posters, etc.);

— Uniform orientation. Advertis-
ing involves direct marketing from the
advertiser to the consumer. At the same
time, the result is visible only from the
final decision of the client;

— Information saturation. Due to
the specificity of this type of product,
the use of interactive marketing tools is
expected;

— Visibility and persuasiveness.
As already mentioned, the peculiarity
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of the perception of a tourist product in-
volves the use of almost all senses and
imagination by the consumer.

Another marketing communication
tool that plays an important role at the
stage of promoting a tourist service is
exhibitions. In the international tourist
business, the name Trade Shows - pro-
fessional reviews - has become estab-
lished after international exhibitions.

The goals of such exhibitions can be
formulated as follows:

—  market review;

— assessment of the situation and
prospects;

—  price comparison and pricing;

— search for certain types of
products;

—  overview of new products and
possibilities of their application;

— familiarization with market de-
velopment trends;

— receiving information about
ways to solve urgent problems;

— individual professional devel-
opment;

— expansion or establishment of
business contacts, etc (Rozhuk, 2017).

Marketing communications in the
tourism industry are determined by the
following components:

— the need for the establishment
and development of an information so-
ciety in which communications are of
leading importance;

— the interaction of the partici-
pants of the tourist market, whose activ-
ities should be aimed at achieving com-
mon goals and be based on the creation
and strengthening of relationships;

— communications are given a
leading role in the formation of the
strategy of promoting the services of
tourist enterprises;

— the logistics of economic re-
lations leads to the formation of large

entities of the tourist market, the orga-
nization of whose activities is possible
only on the basis of strict coordination
(Zhukovych, 2017).

In the field of tourism business, more
and more attention has recently been
paid to the importance of such mar-
keting elements of the communication
complex as public relations and public-
ity. Some tourism companies spend half
of the funds allocated for advertising
purposes on them. The reason for this
lies in the fact that public relations is a
powerful tool and can sometimes have
more influence on a potential customer
than advertising. This may be one of the
factors that should be taken into account
when forming the communication activ-
ities of tourist enterprises.

Marketing communications occupy
a special place in the activity of a tour-
ist enterprise, because they represent the
most active part of the marketing com-
plex. The communications complex in-
cludes four main elements:

—  advertising;

Public Relations;

—  sales promotion;

—  personal selling (Porter, 2004).

Advertising is the most significant
element of the communication com-
plex. It has a great potential impact on
all other elements of this complex (can
attract large masses of people) and is
the most expensive. A characteristic
feature of advertising as one of the main
means of marketing communications in
the field of tourism is the specificity of
both advertising itself and the specifics
of the industry and its tourist product.
Playing the main role in the entire com-
munication system, advertising simulta-
neously informs about the enterprise, its
product, convinces potential consumers
to stop their choice on the tourism prod-
uct of this enterprise, strengthens the
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confidence of regular customers in their
choice, etc. (Mosiiuk, 2021).

In the tourism business, as well as in
other areas, the importance of such an
element of the communication complex
as Public Relations has been increas-
ing recently. Some tourism companies
spend half of the funds allocated for
advertising purposes on them. The rea-
son for this is that Public Relations is a
powerful tool and can sometimes have
more impact on a potential customer
than advertising. According to foreign
experts, effective Public Relations is a
management tool with which the orga-
nization presents its product in the mass
media from the best side. However, the
difference between Public Relations
and publicity is that the latter only com-
piles information (this information can
represent the organization both from the
best and from the worst side), intended
specifically for mass media. As for Pub-
lic Relations, with its help, the organi-
zation exercises a kind of control over
publicity and ensures that only a posi-
tive opinion is created about its product
(Martynov, 2011).

Sales promotion - various types of
marketing activities that for a certain
time increase the initial value of a prod-
uct or service and directly stimulate the
purchasing activity of consumers, the
work of distributors, etc. (Melnychen-
ko, 2008). Sales promotion is a means
of short-term influence on the market.
However, the effect of sales promotion
measures is achieved much faster than
as a result of using other elements of
communications.

According to the definition of F.
Kotler, personal selling is understood as
an oral presentation of a product during
a conversation with one or several po-
tential buyers with the aim of making a
sale.

Personal selling or direct selling
for the tourism industry is one of the
important elements of the communica-
tion complex. They refer exclusively to
the sales process and represent market-
ing carried out in relation to custom-
ers. Their importance is determined by
the opportunity for sellers to meet with
consumers (National tour operator of
Ukraine). Personal selling is one of the
elements of the company's marketing
plan. They are almost the only element
of the communication complex that pro-
vides feedback to the client, regardless
of whether it was carried out through
the sales staff or directly from the com-
pany's management or its employees.
The employees of the tourist enterprise
must inspire trust, be able to convince
and provide qualified advice to consum-
ers (Porter, 2004).

Taking into account the capacity
for rapid development of the hospital-
ity industry, attention should be paid to
the application of information technolo-
gies that can be used in three main ar-
eas of communication activity of tourist
enterprises: for the implementation of
marketing communication functions;
to implement the function of providing
the enterprise with market information
as a basis for making effective manage-
ment decisions and to ensure sales and
logistics functions (Gurzhii & Trytenko,
2013).

Therefore, the formation of the com-
munication policy of tourist enterprises
is a complex and systematic process
that requires taking into account all the
necessary elements, namely, communi-
cation policy elements, communication
subjects, data distribution channels, in-
formation and communication system
elements, the appropriate management
mechanism, etc..
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Conclusions and future
perspectives of the study.

All the mentioned communication
elements differ among themselves in
certain parameters. Therefore, in order
to ensure effective marketing activity,
their use in a single complex is neces-
sary, since the combination of various
marketing communication tools leads to
the creation of a synergy effect, when
the simultaneous use of communication
elements makes it possible to obtain a
greater economic effect than if they
were used separately.

Taking into account the rapid devel-
opment, attention should be paid to the
application of information technologies
that can be used in three main areas of
communication activity of tourist en-
terprises: for the implementation of
marketing communication functions; to
implement the function of providing the
enterprise with market information as a
basis for making effective management
decisions and to ensure sales and logis-
tics functions (Sermuksnyte-Alesiuni-
ene et al., 2021)

So, the main elements of marketing
communications in tourism are adver-
tising, public relations, sales promotion
and personal selling. In our opinion, the
most effective means of marketing com-
munications in the field of tourism is ad-
vertising. It has a great potential impact
on all other elements of this complex,
as it can attract large masses of people.
Public Relations is also a powerful tool
and can sometimes have more influence
on a potential customer than advertis-
ing, as it affects the consumer indirectly
and creates more trust. Sales promotion
is used mainly to stimulate demand,
increase customer awareness of the of-
fered products, and create the necessary
image. A special role is played by sales

promotion during the introduction of a
new tourist product to the market. The
result of personal selling should not be
underestimated.

Companies in the tourism industry,
which fully use the appropriate set of
communications in their marketing ac-
tivities and take care of the company's
image, will have competitive advantag-
es on the market.
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AHomayia. B cmammi aemopom po3Kpumo cymHicme mMapKemuH208Ux KOMyHikauil 8 iHOy-
cmpii 20cMUHHOCMI, 0OCNIOHEHO MA OXAPAKMEPU3I0BAHO MAPKEMUH208i KOMYHIKayiliHi iHcmpy-
MeHMU, AKi € AKMYasnbHUMU 8 3aCMOoCy8aHHI W000 YyOOCKOHANEHHA 830EMOBIOHOCUH MiH( y4aCHU-
Kamu mypucmu4Ho20 pUHKOB8020 cepedosuwyd. EcthekmusHa disneHicme nidnpuemcme iHOycmpii
mypusmy CriupaemMecsa Ha 8paxys8aHHA 300080/EHHA KOMIMEKCY MAmMepianbHUX, coyianbHux i Oy-
X08HUX rompeb Croxueayis, i BUKOPUCMAHHA iIHHOBAYIHUX MAapPKemMUH208UX KOMYHIKaUiliHUX iH-
cmpymeHmis. C8imogi ymosu icHy8aHHA Ma KOHKypeHmMo30amHoi 6i3Hecosoi difsbHocmi sumaza-
oMb BUKOPUCMAHHSA IHHOBAUIlIHUX, eheKMUBHUX MapKemUH208UX KOMyHIKayiliHux enemeHmis, wo
i suceimnero & daHili cmammi.

MemodonoziyHo 0CHOBOH 014 BUPIWEHHA OCHOBHUX Meopemu4HUX i Memoodoso2iyHUX 3a-
800Hb BUKOPUCMOBYBAUCA MPUUIOMU Meopemu4yHo20 y3a2anbHeHHA, MOEOHAHHA iCMOopu4YHO20 ma
1102iYH020, MOPIBHANBLHO20, | CMPYKMYPHO - hyHKUYiOHAIbHO20 NiOX00Y, 0 MAKOM 0118 BUOKPEMeH-
HA eKOHOMIYHOT 8axcusocmi iHOycmpii mypusmy 6ys10 839mo Mmemoou aHani3y ma cuHmesy iHghop-
mayii, mopieHANLHO-Mpasosuli Memod, @ MAKOH cCMamucmu4HUli Ma eKOHOMIYHO20 aHAI3y Mowo.

Y cmammi npoaHanizosaHo hakmopu, AKi cymmeso 8U3HAYArOMb KOHKYPEHMO30amHicme
mypucmu4Ho20 nNiBNPUEMCMBA Ha PUHKY Nocsye, ma obrpyHmMosaHo HeobXiOHicMb 3acmocysaHHsA
iHHOBAUlIHO20 MapKeMUH208020 KOMYHIKayiliHO20 iHCMpymeHmapiro 300715 epekmueHo20 83ae-
MO38’AI3KY i3 CIOHUBAYAMU 8 PUHKOBOMY MYypPUCMUYHOMY cepedosulyi.
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B npayi sucsimsaeHo i apaymeHmMo8aHo, 8paxo8ytoYU BUKAUKU, AKI cmasaname neped mypucmud-
HUM 6i3Hecom, pUHKOBI 8UMO2U, BUKOPUCMAHHA MAPKeMUH208UX KOMYHIKaUiliHUX enemeHmis: pe-
KAaMa; 38’A30K 3 2pOMAOCLKICMIO; CMUMYAOBAHHA 36ymy ma niompumaHHaA imioxesoi nonimuku
nionpuemcmaa. lpodgpeciliHo nidiliwoswu 0o MapKemuH2080i MypUCMUYHOI OifisIbHOCMI MOMCHA,
3acmocysasuwiu 8i0No8iOHI KOMYHIKAMUBHI IHCMpPYMeHMU, MOKA3amu WAXU 8nausy Ha CroXusava
mypucmuy4Hux rocnye.

Omite, cmeopeHHA eqheKMUBHOI cucmemMu MapKemuHa208UX KOMyHIKayili y mypucmuyvHul cgpe-
pi 00380UMb chopmysamu no3umuesHUll iMiOH YKPaiHU Ha PUHKY Mypucmu4HUX nocsye, Wo npu-
38e0e 00 iHeecmuuiliHUx HaOX00M(EeHb Y KPaiHy, 3MeHWeHHA 6e3pobimms mowjo.

Knrouosi cnoea: iHOycmpis 2ocmuHHOCMI; mypu3m; KOMyHIKayii; pekaama,; 36ym,; mypucmuy-
Hul npodykm
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