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THE MARKET OF TOURIST SERVICES UNDER THE CONDITIONS OF GLOBALIZATION PROCESSES
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Purpose. The paper deals with the characteristics of the possibilities of the modern market of tourist services, in
particular, via the internet advertising that provides the advertiser with the instruments for reaching the target audience on
a global scale. It is stated that the Internet develops much faster than any other advertising means in Ukraine.
Methodology. We have applied the expert forecasting of the use of the latest means of information policy to promote the
tourism product. We have correlated the simulated result with the received through questionnaires of consumers of the
tourist market. Results. It is proved that the use of social networks for the promotion of tourist products makes it possible
to essentially cut the expenditure on the communication policy. The basic means of tourist business promotion in social
networks are determined, namely: the creation of own Internet site, the creation of own page in the social network,
promotions and contests in the social networks, virus marketing, target advertising, “the grapevine” among the participants
of existing groups. Originality.The authors state that modern social networks allow the use of the latest advertising tools
for tourist products, which becomes the basis for reducing the costs of a tourist enterprise to interact with the user of the
tourist product. Proceeding from the actualization of the problem of promotion of a tourist product to the global market,
the authors proposed the main means of visualizing tourism business in social networks. Practical value. The obtained
research results suggest that there is a market segment in the field of tourism where the promotion of a tourism product
without the use of the newest means of the Internet network becomes unprofitable and requires the attraction of additional
financial sources that does not contribute to the formation of a positive tourist climate in the country. References 10, tables 1.

Key words: tourist product, tourist services market, marketing, globalization, advertising.
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VY craTTi 0XapakTepH30BaHO MOMJIMBOCTI CYYaCHOTO PHHKY TYPHUCTHUHHX IOCITYI 4Yepe3 3ajlyudeHHs IHCTPYMEHTIB
[HTepHeT-pexnamu. EMIippydHO m0BeneHO, 10 3acO0M 1HTEpHET-peKIaMU TYPUCTUYHOI MOCIYTH HANAlOTh MOXIIHBICTH
BHUXOJY PEKJIaMOJIABIII Ha IIIbOBY ayAUTOPII0 caMe B II00aIbHOMY MaciiTadi. MeToro cTaTTi € po3po0ka peKOMEHIAII i
IIOJI0 PO3IIMPEHHS! CErMEHTIB PHHKY TYPUCTUYHUX IIOCHYI 4Yepe3 BHKOPUCTAHHS MapKETHHIOBO-iHPOPMAIIHOTO
IHCTpYMEHTapilo IMPOCYBaHHS TYPUCTUYHHX TOBapiB B yMoBax Iio0ami3amidHux mporeciB. B crarti 3acrocoBaHe
EKCIICPTHE TPOTHO3YBaHHS pPe3yJIbTATIB BUKOPUCTAHHS HOBITHIX 3aco0iB i1H(OpMAIHOI TMOJITHKH JUIS BUBCACHHS
TYPUCTHYHOTO TPOIYKTY HAa CEerMeHTOBaHWH puHOK. OTpuMaHHMH pe3ynbTaT OyB MOPIBHSHUI 13 (AaKTUUHHM, IIO
BHCBITJICHUH 3aco0aMM aHKETyBaHHS CIIOXKHMBa4iB TYPHCTUYHOrO pHHKY. OOIpYHTOBaHO MOUIIBHICTh BUKOPHCTaHHS
KOHKPETHHUX BUJIIB IHTEpHET-PEKIIaMH y TYPUCTHUHIN cepu, Oepydd 10 yBardu IIBUIKICTb PO3BUTKY B YKpaiHi [HTepHET
Mepex, CIPSIMOBAaHMX Ha KOHKPETHHH PHHKOBHH CEIMEHT YM KOHKPETHOTO CIIOXKHMBaya TYpPUCTHYHOTO MPOIYKTY.
ABTOpaMH BU3HA4YE€HO, Cy4acHI COI[aJbHI Mepexi J03BONSIOTH BUKOPHCTOBYBATH HOBITHI pEKJIaMHI 3aco0HM ISt
TYPUCTHYHHX TPOAYKTIB, IO CTA€ MIAIPYHTSIM 3MEHIICHHS BUTpPAT TYPHUCTUYHOIO IiJNPUEMCTBA HA B3aEMOIIIO i3
KOPHCTYBa4e€M TYPHCTHYHOTO IPOAYKTY. Buxonmsum 3 axTyamizamii npoOjieMH BHXONY TYPHUCTHUYHOI IOCIYTM Ha
IJI00aJbHUI PUHOK, aBTOPaMHU 3alpONIOHOBAHO OCHOBHI 3aco0M Bidyaiizalii TypHCTHYHOTrO Oi3Hecy B COLiaJbHUX
Mepexxax. OTpuMaHi pe3yJabTaTH AOCIIKEHHs! JO3BOJISIOTH CTBEPXKYBATH IIPO iICHYBAHHS PUHKOBOT'O CETMEHTY B cdepi
TypHU3MY, [I€ BUX1Jl TYPUCTUYHOI NMOCIYrH Oe3 BUKOPUCTAHHSI HOBITHIX 3ac00iB [HTEpHET Mepeki cTae HepeHTa0eNbHUM Ta
BUMarae 3ajlydeHHsl JOAATKOBUX (hiHAHCOBHX JKEPEJ, 10 He CrpHsie (JOPMYBAHHIO MO3UTHBHOIO TYPUCTHYHOTO KIIIMaTy
KpaiHH.

Karo4oBi ciioBa: TypucTUYHUI NPOJYKT, PUHOK TYPUCTUYHUX MOCIYT, MApKETUHT, TII00ati3allis, pexiama.

PROBLEM STATEMENT. Modern conditions for at the regional and national levels, as well as in providing
conducting economic activities in the field of tourism recommendations for the creation and use of new
services create the need for a significant attention to the organizational and economic measures of marketing
promotion of tourist products. First of all, such measures activities of tourism enterprises subject to increasing
are used: sales promotion and public relations. But a globalization pressure.
special place among the promotional activities is tourism EXPERIMENTAL PART AND  RESULTS
advertising. The urgency of the development of this topic OBTAINED. The problem of the development of the
is the need for a modern upgrade of approaches and tourist services market is considered in the papers of such
methods and methods aimed at determining the needs of scientists as: V. V. Bakaieva [1, p. 50-58],
citizens regarding the level of quality of tourist services L. V. Balabanova [2, p. 15-25], A.E. Voronkova

Bicauk KpHY imeni Muxaiina Octporpancekoro. Bunyck 6/2017 (107). Hacruna 2
49



MEHEJJ/KMEHT, MAPKETHUHI' TA YITPABJITHHA ITEPCOHAJIOM

[3, p. 25-55] et al. At the same time, the papers of the
following foreign scientists: B. Vaneken [4, p. 15-25],
P. Doyle [5, p. 17], F. Le Pla [6, p. 15-25] et al. are of
primary importance. However, the specific features of the
organization and the use of the marketing instruments as
to the realization of the tourist services under the
conditions of globalization challenges are topical for the
scientific research now.

THE PURPOSE OF THE ARTICLE consists in
working out the recommendations as to the use of
marketing instruments for tourist services promotion
under the conditions of globalization processes.

Tourist advertising is an active means for carrying out
the tourist company marketing policy as to the tourist
product promotion, the enhancement of the links between
the manufacturer and the consumer of the tourist product.

The purpose of the tourist product advertisement for
the advertiser consists in providing the consumer with the
information and having it published to increase the
demand for the tourist products. As to the consumer, the
tourist product advertisement enables him/her to save
time and money during finding out the declared
distinctive properties of the tourist product.

The enterprises providing tourist services use the
following types of the tourist product advertising:

the image advertisement of the tourist product for the
expansion of the sales volumes in the future;

the tourist product encouraging advertisement aiming
not at the consumer’s attitude to the tourist product but at
the hope for the consumer’s behavior;

the interactive advertisement of the tourist product - a
promotional message about the tourist product that is
personalized and aims at the dialog with the potential
consumer via encouraging its response, and the tourist
company tries to establish commercial relations on its
basis. This type of tourist product advertisement tries to
join the tasks of two previous forms: to create and image
and, at the same time, to get a measurable behavioral
response that makes it possible to assess the message
effect immediately. This form of tourist product
advertising has developed rapidly;

an advertisement of the tourist company (company
advertisement) aiming at the generation or enhancement
of the positive attitude to the tourist company of various
audiences via the formation of the company image, the
creation of the confidence climate. In this case it is
necessary to know the special way of communication in
the environment full of the tourist product
advertisements;

sponsorship and patronage as a method for the
improvement of the company image.

The task of the tourist product advertising is to hide in
the shade of its own means, own methods and to promote
the tourist product to the forefront in such a way that the
advertisement itself should not be noticeable. The creator
of the tourist product advertisement may be disappointed
finding out that a potential tourist does not even suspect
the existence of his/her best advertisement. The
perfection of the tourist product advertisement is to hide
it from the observer (the more perfect the tourist product
advertisement is the less noticeable it is as an
advertisement).

The conditions for the improvement of the efficiency
of the tourist product advertisement:

»  the role of the tourist product advertisement as a
component of marketing pressure cannot be separated
from other sales factors. As a rule, to make the tourist
product advertisement successful it is necessary to have a
differentiated tourist product sold at an attractive price
via a well-adapted network of promotion and sale;

»  the tourist product advertisement meets the need
for information, so, it will be especially useful, when the
consumer takes a difficult decision as to the purchase of
an unfamiliar tourist product whose properties are not
evident during a simple overlook;

* the tourist product advertisement is efficient
when it is focused on the tourist product distinctive
property providing its advantage over other tourist
products and “positioning” it in the consumer’s
consciousness. Such properties may include a “promise”
contained in the brand and its special features or
symbolic value.

The tourist product advertisement can mostly
influence the markets with expanding global demand: it
enhances the tourist product diffusion, serves as a
demand catalyst. At the markets in the stage of maturity
the tourist product advertisement aims at a dialog and
influences only a certain part of the market;

Thus, the basic market of the promoted tourist product
is to be sufficiently big to compensate for the tourist
product advertising campaign expenditure, and the tourist
company is to have the required financial resources at its
disposal so that the intensity of the tourist product
advertising should help to overcome the barriers of
perception, namely:

*  the promotional message concerning the tourist
product is to be the final product of a number of
investigations;

* the study of the object of the tourist product
advertisement, the tourist company;

*  the study of the consumers and the target market
of the promotion and sale of the tourist product;

*  planning the tourist product advertising (the
determination of the aims, tasks, work provision);

. the determination of the cost estimates;

»  the choice of the tourist product advertisement
form and its terms;

. the composition of the texts, scenarios, etc. of
the advertising messages;

*  making the tourist product advertising message;

* the organization of the tourist product
advertising functioning;

»  the analysis and stimulation of the efficiency of
the tourist product advertising.

Depending on the aim of the tourist product
advertising it can be divided into three groups:

*  the image of the tourist product advertising;

*  the tourist product advertising aiming at the
creation of the attractive image of the tourist company
and its tourist product. Its types:

. commercials on television;

. billboards;

e transport advertising;

* advertising on the pages of newspapers and
magazines;

*  participation in charity events.

The tourist product stimulating advertising is
encouraging the need for the purchase of the proposed
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tourist product.

The following types of the tourist product stimulating
advertising are used:

e advertising
magazines;

e direct postal mail,

*  radio advertising;

e participation in exhibitions;

* television commercials.

The Internet is becoming one of the most efficient
means of communication under the modern conditions.
The Internet is the ideal means of advertising for the
companies dealing with tourist business. The network
makes it possible to inform the multimillion target
audience as to the company services with minimal cost.
Besides, the advantage of the Internet advertising consists
in the fact that it enables transforming text, graphic,
audio- and video-information as well as estimating the
efficiency of the measures due to the feedback to the
target audience. It is the Internet that can be the
“breakthrough” of Ukraine into the advertising space of
the countries of the world, making foreign potential
clients familiar with the possibilities of Ukrainian tourist
business, the advantages of the rest at the leading resorts
of Transcarpathia steppe zone, etc., the prospect of the
rest in the system of “green tourism”, etc.

The trend to the growth of the number of users is also
observed in Ukrainian sector of the Internet. In 2012 the
number of the Internet users in Ukraine became 2.5 times
as big [7]. Such popularization of the network with the
population causes the necessity for its use in the activity
of the tourist companies as there must be tourists among
the Internet users. In this connection there arises the task
of the determination of the promising directions of the
use of the global network Internet in the practical activity
of the enterprises of the tourism industry.

Under the modern conditions the tourist companies
can use the Internet by four methods:

*  to create a web page and put the information
about the company and its services on this page;

. to advertise on the Internet;

. to take part in social networks, in forums;

* to communicate via the electronic
(including promotional e-mailings [8, p. 54-57]).

The unique properties of the Internet make it possible
to use it as the efficient method for carrying out
promotional campaigns.

Carrying out the tourist company promotional
campaign in the Internet requires a systematic planned
approach, beginning with the formulation of the
particular targets of the company, methods and used
measures, and ending with the assessment of the
efficiency, the analysis of the results and working out
recommendations for the performance of the future
promotion campaigns.

To organize an efficient promotion campaign the
following is to be determined:

» the basic purpose of carrying out the promotional
campaign;

» the main task of the promotional campaign;

» advertising targets;

» the amount of the target audience and potential
buyers;

» the methods for the assessment of the efficiency of

repeated in newspapers and

mail

the promotional campaign.

The special features of the advertisement on the
Internet consist in the fact that the company web-server is
its central element. All the complex of promotional
measures is built on its basis. The aim of the server is
placing the information about the company on the
Internet. The owner of the web-server faces the
fundamental tasks:

realizing his/her own idea on the web server
performing particular functions;

advertising the server in order that the consumers find
out about its availability and the possibility of visiting it.

Thus, a two-level approach is performed, when the
web server contains the information about the tourist
company and its tourist products, and advertising efforts
are directed to attracting visitors to the server of this
tourist company.

Paid advertisements can be placed on servers with
good traffic. The advertisement may be in the form of
text inserts or graphic images (banner advertising). The
size of the tariff for placing advertisements depends on
the server traffic, particular page, the number of
exposures and may vary within very wide limits.

Another important problem of the companies of
tourism industry consists in looking for web servers of
companies and information of the fields that are of
marketing interest for a particular tourist company.
Consider some methods that can be used by the tourism
industry companies for obtaining the required
information [9, p. 135-164].

Looking for information with the use of search
systems is a rather common way of looking for
information nowadays. Depending on the specific
features of the search both foreign (www.yahoo.com,
www.altavista.com, www.google.com), and Ukrainian
(www.i.ua, www.meta.ua, www.topping.com.ua) systems
can be used.

Such search systems include the indices of a great
number of the Internet web servers. On the one hand, it is
an advantage and on the other hand — a disadvantage as
any machine request is answered with a lot of
information, wherein only a small part is useful and it
takes a lot of time to filter it.

The use of “Yellow Pages”. “Yellow Pages” is an
analog of commonly known telephone directories in the
West (one of them — www.yellowpage.com). As a rule,
“Yellow Pages” contain brief information about the
company business type; its logotype, 1-2 illustrations and
complete information about the company contact details.
Thus, “Yellow Pages” can serve a good starting point for
the search of companies dealing with the determined type
of commercial activity [9, p. 134].

The search with the use of thematic web servers. In
the Internet there are Jump Stations for practically every
field of knowledge; they contain collections of hypertext
links with information resources in this field. Usually,
such web servers contain a great number of links and are
used as starting points for the search of information about
the determined subject.

Search by the links placed on web servers. The
practice of the links exchange among the servers is
common in the Internet; obviously, it is performed on the
mutually profitable basis for the business partners and
can serve for the sequential navigation in the Internet
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aiming at the search of the required information.

Another way of getting information, which also may
be of interest for the tourist company, is marketing
research of the Internet users — the existing or potential
consumers. The following research methods can be
singled out. Questionnaire of the visitors of the web
server. Ifthe company web server has a good traffic, the
server visitors can be proposed to answer the
questionnaire placed on it. As answering a questionnaire
requires some efforts, sufficient motivation for
convincing the server visitors to spend several minutes on
answering it is necessary. An advertisement about
drawing a tour (or another prize) among those who
answered the questionnaire may serve as such motivation.
Questionnaire in the Internet can also be used if the web
server is not visited very often or does not exist at all. In
this case a questionnaire can be ordered to a company
that has a sufficiently popular web server with the target
audience of the company. Survey with improved return
index. This type of survey can be used on servers where
the questionnaire is required (e.g. when the users are
registered to get the access to the paid services). In this
case it is not recommended to ask a lot of questions, it is
sufficient to use one or two items. This way is rather
efficient due to a high share of returned questionnaires.

Survey at television conferences. To perform a
survey using a television conference, at first, it is
necessary to work out the following:

* to find television conferences with interested
audience;

« to follow discussions at
conferences for some time;

*  to take an active part in the discussions;

* to place questions to be answered in the
television conference [10, p. 52-55].

To analyze the information about the visitors of the
tourist company web server the log-files and cookie-files
can be used.

Log-files are supported by the supplier of the services
of the access to the Internet — the provider. Such files
contain information for every request of the web page or
a graphic object in the server, namely:

. the domain from which the visitor came;

. the date and the time of the visit;

*  the command, the request file, the link via which
he/she got to the server;

*  the type of the used browser and platform.

The log-file does not contain the information about
the visitor’s e-mail address, it just indicates the name of
its domain, but it may be of significant interest if the
domain characterizes the user’s geographical region.

The provider of the Internet services can install
special software that performs the statistical analysis of
the data, automatically generates reports and then sends
them via the e-mail to the owner of the server (the tourist
company).

The use of cookie-files can be considered the most
promising method of the interaction of the tourist
company with the user. Cookies are small files on the
user’s computer enabling the tour company web server to
identify this user. When the user visits the web server, the

these television

server requests the unique identification number of the
browser. If the browser does not have such identification
number, the server gives it to this browser by means of
passing a cookie-file with some unique number. This
process is called passing the cookie.

The use of the cookie-files makes it possible to follow
the information about the user’s behavior in the Internet,
due to which the web server can perform various
functions as to the individual interaction with every user.
Cookie-files can also be used in advertising to eliminate
multiple display of the same advertisement to the user
and also to track the number of displays of the
advertisements of the same type to the user. In this case
the absence of the reaction to the advertisement may
prove its inefficiency or the absence of any interest of this
user in the proposed advertisement. The owners of the
web servers may enter into treaties with each other as to
the common use of cookie-files which enables companies
to understand and meet every client’s needs as
completely as possible. Cookie-files provide the server
owners with the possibility of personification of the
appearance of the servers and improve their functional
ability. The main problem of using cookies consists in the
adherence to privacy as they enable collecting personal
information about the users. In this aspect cookies
represent great danger and can be regarded as a potential
deadlock in the attempt of better understanding the
consumer’s needs [10, p. 31-33]. Constructive and
disruptive qualities are presented in Table 1.

Table 1 — Cookie constructive and disruptive qualities

Constructive qualities Disruptive qualities

e ensuring the implementation o lack of
of marketing policies and a | confidentiality;
personal  approach to  each e search for
consumer; browsers, not specific
e the ability to find a | users;
salesperson; e specialized
e individualization of sales; software is capable of
e increase sales by sharing | removing the cookie;

e cookie destruction
features in the browser;

e the use of certain
tools that neutralize the

cookies by different businesses;

o testing of the effectiveness of
marketing communications;

e development of an individual

web server; collection of personal
e interconnection of several | data.
servers;

e creation of a database of
personal information of consumers.

CONCLUSIONS. Based on the foregoing, modern
globalization challenges become the basis for the use of
the Internet, primarily as a means of effective marketing
policy for the provision of tourism enterprises. The
Internet allows businesses in the tourism industry to
discover new ways of working through modern
technology, and also provides continuous access to
partners and the latest information resources. Currently,
Internet is not widely distributed in Ukraine for effective
online marketing, and if the company operates in the
external tourism market, the use of the Internet becomes a
prerequisite for the existence of such an enterprise.
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PBIHOK TYPUCTUYECKUX YCJYT B YCJIIOBUAX I'VIOBAJIM3AIIMOHHBIX ITPOLECCOB
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B cratee oxapakTepu3oBaHBl BO3MOXXHOCTHM COBPEMEHHOTO DPBIHKA TYPUCTUYECKHUX YCIYT IyTeM IpHUBJICYEHUS
HHCTpYMEHTOB MHTepHeT-pekiiaMbl. OMIIMPUYECKH JOKa3aHO, YTO CpeACTBa VIHTepHEeT-peKksiaMbl TYPUCTHUYECKOIO
IPOAYKTa IPEJOCTaBIAIOT BO3MOXKHOCTH BBIXOAA PEKIAaMOJATeNsi Ha ILENEBYI0 ayAUTOPHI0 HUMEHHO B IJIOOAIbHOM
Macmrabe. Llenblo craThy siBiIsIeTCs pa3paboTKka PEKOMEH AN 110 PACIIMPEHNIO CETMEHTOB PHIHKA TYPUCTHYECKUX YCIIyT
TIOCPE/ICTBOM ~ HCIIOJIb30BAHUSI MapKETHHTOBO-MH(OPMALMOHHOTO HWHCTPYMEHTApUsl IPOJABWKEHHS TYPUCTHYECKUX
TOBapOB B YCJOBHUSX TINIOOAIM3AIMOHHBIX IIPOIIECCOB. B crathe NpUBENEHBI pPeE3yNbTaThl IKCIEPTHOTO OLEHUBAHHS
a¢dekTa UCIOIb30BaHUsI HOBEHIIIUX CPENCTB NHPOPMAIIMOHHOH MOJUTUKY JUIsl TPOJBIKECHHUS TYPUCTHYECKOTO MPOIYKTA.
[onyueHHslli pe3ynbTaT CpaBHEH ¢ (paKTHUECKMM, KOTOPBIH B CBOIO OYepeqb OCBEIIEH CPEACTBAMH AHKETHPOBAHUS
notpeduresnel Typuctudeckoro poiHka. OOOCHOBaHA 11€71€CO00Pa3HOCTh HCIOIb30BaHUSI KOHKPETHBIX BHIOB MHTEPHET-
peKiiaMbl B TYPHCTHYECKOH cdepe, YUUThIBas CKOPOCTb pa3BUTHs B YKpaumHe VIHTepHeT ceTel, HamnpaBlICHHBIX Ha
KOHKPETHBIH pBIHOYHBIA CETMEHT WJIM KOHKPETHOTO TIIOTPEeOHTENs TYpUCTHYECKoro mponykra. JlokazaHo, dro
HCIONB30BaHUE COLMANBHBIX CeTed Ui NPOABIKEHHS TYPUCTHYECKMX IPOTYKTOB IIO3BONSET TAKKE 3HAUYUTEIIBHO
YMEHBIINUTh PACXOAbI HA OCYIIECTBIEHNE KOMMYHUKALMOHHON MOJUTUKU MIPEANPUATUH TyprUcTHUecKoi oTpacnu. Ucxons
U3 aKTyaJM3alyy MPOo0IeMbl MPOJIBIKEHUST TYPUCTUUECKOTO TPOJYKTa Ha TII00aJIbHBIA PHIHOK, aBTOPAMH IPEATI0KEHBI
OCHOBHBIE CPEJICTBA BU3YyaJIU3allMHd TYPHCTHYECKOr0 OM3HECa B COLMAJBbHBIX ceTsAX. [lonmydeHHBIE pe3yabTaThl
WCCIIEIOBAHMS TTO3BOJISIIOT YTBEPXKIATh O CYIIECTBOBAHMM PHIHOYHOTO CETMEHTa B cepe TypusMma, Ilie NpPOJBIKEHUE
TYPUCTHYECKOTO TPOJYKTa O€3 HCIIONb30BaHHs HOBEHIIMX CPEACTB VHTEpPHET CeTH CTaHOBHUTCS HEPEHTAOENbHBIM WU
TpeOyeT TpHUBJICUYEHHs JOTMOJHUTENBHBIX (UHAHCOBBIX HMCTOYHUKOB, 4YTO HE CIOCOOCTBYeT (HOPMHPOBAHHUIO
MIOJIOKHUTEIHHOTO TYPUCTUIECKOTO KIIMMaTa CTPAHBbL.

KnroueBble c10Ba: TypUCTHYECKUH MPOIYKT, PHIHOK TYPUCTUYECKUX YCIYT, MApKETHHT, III00aTU3anus, peKkiama.
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