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The study is devoted to the determination of the main trends and the prospects of the domestic tourism market
development, as well as the marketing communications using for the tourist services promotion under the today
challenges conditions. It is suggested to pay attention to the certain types of tourism offering, in particular, green
(ecological), sports, accessible tourism in order to strengthen the social component. It was determined that
improving the competitive position in the tourist market is possible through the marketing promoting system applying.
The necessity of the clear and the consistent algorithm developing for the target consumers is proposed and the
necessity of their needs defining and meeting is indicated. The importance of the marketing communication tools
differentiation, depending on the region of tourism activity, is emphasized. The significace of the personal and
individual offers establishing is underlined.
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JocnigpkeHHs NPUCBAYEHO BUBYEHHIO OCHOBHUX TEHAEHLM Ta NEPCNEKTUB PO3BUTKY BITYNZHAHOIO PUHKY TYpU3-
My, @ TaKOX NUTaHHIO 3aCTOCYBaHHS MapKETUHIOBKX KOMYHIKaLiil 415 NPOCYBaHHA TYPUCTUYHMX NOCYT 38 YMOB Ta
BUK/IMKIB CbOrOAEHHS. BigMiueHo cnaf TypuCTUYHOT akTUBHOCTI B NepioA BilicbKOBOI arpecii Ta OKpec/1eHo OCHOBHI
npuymHK. MopAag 3 UM, BCTAHOB/IEHO 3POCTaHHA TYPU3MY B OKPEMUX PETiOHAX KPaiHW, WO NOACHIETLCA 30i/bLUEH-
HAM KiJIbKOCTi YMcna BHYTPILWHbONEpeMiLLeHMX 0Cib Ta yBarot iHo3eMLiB A0 YKpaiHu. MigkpecneHo akTyasibHICTb Ta
0CO6/IMBY TOCTPOTY LAHOIO MUTAHHSA, afke 3 OAHOr0 6OKY HaceNeHHs Bif4yBa€ HEAOL/IbHICTb 34iACHEHHS TypuC-
TUYHOI aKTUBHOCTI, NPOTE, 3 iHLIOMO — BUHMKAE HEOOXIAHICTb MOCUIEHHS NCUXOMOro-peadinitTaluiiHoT KOMNOHEHTH
[N5 BINbLIOCTI YKpaiHLUiB. BifTak, NPONoOHYETLCA 3BEPHYTW yBary Ha NnpornoHyBaHHA Ta NPOCYBaHHSA OKPEMUX BUAIB
TYPU3MYy, 30KpeMa, 3e/1eHOr0 (eKOJIOMNYHOr0), CNOPTUBHOTO, AOCTYMHOIO TOWO. [OBEAEHO, WO NOMIMNWEHHSA KOHKY-
PEHTHMX NO3WLi HA TYPUCTUYHOMY PUHKY € MOX/IMBIM Yepes3 3acTOCYBaHHSA CUCTEMU MAPKETUHTOBUX KOMYHIKaLLl.
BkasaHo Ha HeOO6XiAHICTb PO3POOKM YITKOTO Ta MOCNiLOBHOTO a/ITOPUTMY 3aCTOCYBaHHA MapKETUHIOBUX CTUMYIIIB
LS MOLLYKY LiNIbOBKX CNOXMBAYIB, BU3HAYEHHS 11 3340BO/IEHHS TX NOTPe6. Haro/oweHo Ha BaxkMBOCTI AndhepeH-
Ljauii MapKeTUHroBMX KOMYHIKATUBHUX IHCTPYMEHTIB, 3a/1€XHO Bif, PEriOHY NPOBaMKEHHS TYPUCTUYHOI OiS/IbHOCTI.
B pesynbTati npoBeAeHoro AoC/iIKeHHA BU3HaueHo, Lo MapKeTUHIOBIi 0CO6MMBOCTI NPOCYBaHHA 3a3HaYeHNX BULiB
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TYPUCTUYHOT aKTUBHOCTI ICTOTHO BIifpi3HATLCA, BiiTaK, NepLlo4yeproBo, MatTb ByTI 30piEHTOBaHI Ha (OpMyBaHHSA
nepcoHanizoBaHnx (iH4MBIgyani30BaHMX) NPONO3nLiiA. B 3B’A3KY 3 LM, HAbYTTA TYPUCTUHHUMMK (PIPMaMU KOHKY-
PEHTHUX NepeBar 6yae 3asexatu Bif 34aTHOCTI (DOPMYBaHHS HOBITHbOIO MUC/IEHHS!, CBOEYACHOCTI 3anpoBaKeHHs
iHHOBAL|IHUX pilleHb Ta MAPKETUHIOBMX IHCTPYMEHTIB B TYPUCTUYHMIA GidHec. B nepcnekTuBi, OKPeCNeHHs Typuc-
TUYHMX MPIOPUTETIB 3 ypaxyBaHHSIM COLia/IbHOI KOMMOHEHTY Ta (DOpMYyBaHHSA CUCTEMMU AOCTYMHOTO TYpPU3My CTaHe
PYLUIAHOK CU/I0K COLLia/IbHO-eKOHOMIYHOTO PO3BUTKY KpaiHu.

KniouoBi cnoBa: TypUCTUYHUIA MAPKETUHT, MPOCYBAHHS, MapPKETUHT NOCAYT, MapKETUHIOBI KOMYHiKaLii, 4OCTyn-

HWIA TypuU3M.

Statement of the problem. The military
aggression, the unpredictability of the external
environment and the infrastructure destruction
significantly affected the domestic tourism
activity. However, the tourism enterprises are
trying to survive. To achieve this, the companies
need to form the flexible response system
to the external and the internal challenges.
The necessary arsenal of such adaptation is
the marketing tools expending, that will help
to ensure the free competitive exchange, the
effective supply and demand coordination, the
needs and requests of the tourist services market
consumers satisfaction. After all, the travel
agencies activities that do not evaluate changes
to the consumer preferences under the rapid
development of the competition will probably not
be effective. Instead, the marketing solutions
and their implementation into the practice, as
well as the new strategies development, the
offered services diversification, the setting prices
differentiated and the advertising activities
improving will contribute to their -effective
increasing.

Analysis of the latest research and
publications. The problems of the marketing
tools theory and practice were investigated in
the works of: O. Zozulyov, K. Keller, F. Kotler,
J. Lamben, N. Malhotra, M. Oklander, Ye. Romat,
A. Starostina and others. The researchers
have proposed a wide range of methodological
statements that have practical significance.
At the same time, the analysis of the literature
sources shows that the problem of the marketing
implementation into the tourism industry should
be intensified, that determined the relevance of
this study.

The purpose of the study is to detail
the theoretical statements and the practical

recommendations regarding to the tourism
marketing promotion under the today's
conditions.

Summary of the main research material.
The development of the marketing theory has
a long period, so the views of the researchers
on the essence, role, principles, tasks and
functions of marketing changed. The scientific

sources note that the term "marketing" appeared
in the USA in the 1930s. The domestic scientists
confirm the marketing techniques use from
the second half of the 1980s. The American
Marketing Association interprets marketing as an
activity, the set of institutions and the processes
that ensure the creation, informing, delivery
and exchange of offers that have value for
consumers, customers, partners and society as
a whole [1]. The famous American researchers
Kotler F. and Keller K. consider marketing as
a social process through which the individuals
and the groups get what they need and want by
creating, offering and freely exchanging products
and services [2, p. 27]. Lamben J. emphasizes
the possibility of the aggressive sales tools
using while conquest markets and considers the
marketing activity as the complex of the market
analysis and the consumer society architect
[4]. Along with this, Ocklander M. points out the
dual essence of the marketing, that, according
to the researcher, means the extending of the
commodity production longevity due to the sales
promotion, the form of its contradictions and
the shortcomings due to the waste of resources
solving, that eliminate irrational resources
losses [5, p. 15].

It is worth to note that the marketing
interpretation in the tourism sphere is
considered later. This definition was proposed by
Krippendorf J., who outlined the marketing as
the coordinated activity of the business tourist
enterprises policy, as well as private and state
tourism policy at the local, regional, national
and international levels to the certain groups
of consumers for profit [3]. We believe that the
tourism marketing should be considered as the
systematic process with the specific principles
and actions complex, oriented towards the full
counterparties of the tourism market needs
study and satisfaction, based on the marketing
technologies, tools, methods and techniques
use aimed at the consolidation of the tourism
enterprises positions. Thus, the marketing activity
carried out in the tourist market is the constant
system of coordination, where companies provide
services more efficiently than competitors.
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The theoretical and the methodological
background allows to justify the importance of
the main research trends in the domestic tourism
business development in today's conditions.
The results of the nationwide survey of the
state tourism during the war conducted by the
leading associations in 2024 demonstrated the
following trends: 10 % of the tourism enterprises
did not work; three quarters of the companies
have reduced their volume (in many cases — by
more than half); almost half of the respondents
stated that they had no financial reserves [8].
The main reasons for the significant decrease in
the tourist activity are obvious: the offer of the
tourist services takes place under the military
invasion conditions; the tourist infrastructure
destruction; the lack of the formed tourist
resources and the complete system of their
reconstruction; the impossibility of the unique
natural, historical and cultural resources
providing; the significant investment limitations;
the fragmentation of the proposed tourism
development strategies.

Nevertheless, the certain regions continue
to provide the tourist services effectively and
remain intensive in the tourist offers. The State
Agency of the Tourism Development recorded
that the taxes income from the tourism sector
in 2024 were 1,251 billion UAH (it means the
increasing for quarter compared to 2021).
Besides, 65 % of the state budget revenues
were paid by the domestic hotels. Such a rapid
development of the hotel business is caused, in
particular, by the intensification of the internal
movements of Ukrainians, as well as the interest
of the foreigners to the situation in Ukraine. It
should be emphasisthattourist’s bases, children's
camps, campsites, parking for residential mobile
homes also provided a significant increase in
taxes to the state budget in 2024 [7]. The given
information shows the positive dynamics of the
Ukrainian tourism industry.

According to the growth of tourism, the
question of the marketing tools implementing in
order to help the company to reach competitive
advantages arises, because in some regions,
we can point out even the strengthening of the
competition. It should be noted that, usually, the
travel companies turn to the marketing elements
when their activity decrease and they are facing
the loss of customers, due to the need of the
new market development or when their own
competitive positions should be established.
At the same time, the problem of the range of
the offered tourist products expanding and the
services quality increasing remains to be very

considerable, especially in those regions where
growth is observes. So, the modern tourism
marketing really involves the various marketing
techniques that not only allow to diversify offered
services and to stimulate the new tourist routes
development, but also to increase the attention
to the certain unique tourist locations. Thus, it
is not enough to just develop high-quality tourist
products and programs, it is necessary to be able
to promote them professionally, that will stimulate
the tourist enterprise’s goals achievement.

Despite the outlined positive trends, for the
majority of Ukrainians, the tourism remains
inaccessible under the particually difficult
modern conditions. In addition, there is an actual
problem that the majority of the population feels
the inappropriateness of tourism in nowday's.
Therefore, the marketing component application
is especially relevant. After all, it is not about
entertainment, but about socio-psychological
protection, that the majority of the Ukrainians
currently needs due to the certain types of
tourism growth. It deals with the development
of the green (eco) tourism, weekend tours,
opportunities to get closer to the nature through
visits to zoos and contact zoo centers, eco-
homesteads, national nature parks and flower
garden locations, etc.; sports tourism, creation
of camping for the young people, that will
contribute to their unity and communication;
agritourism with the possibility to spend the
free time in the countryside, on the farms (for
example, during the time of COVID-19, Lviv
entrepreneurs introduced an initiative to collect
strawberries and rasberries directly from the field
for families living in the region; there are also
initiatives to unite people for cooking the national
food and so on). Such an initiative might be
beneficial because of the people’s consolidation.
The extremely important that the proposed
locations will be accessible to the majority: the
poor, the elderly and the disabled as the main
outlined idea is the practical accessibility and the
customer orientation of the tourism.

In this connection, an objective requirement
of the fundamental marketing techniques
developing arises in order to search the target
consumers and to propose the loyalty programs
for them. This will allow to correct existing offers
and to create personal and individual requests.
While developing the communication complex,
the appropriate, inspirational and emotional
advertising messages shoud be created. It is
also occurs an objective request to the mobile
marketing, the social networks blogs and the
accessible, informative websites developing for
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stimulating online proposing by the travel firms.
In this case, the effective tourism marketing is
considered possible thanks to the feedback
analysis, that allows to find out the tourists
opinion about the offered services, the routes
and to improve them, if necessary. After all, when
contacting the travel agencies, the consumers
usually study the reviews of the previous
customers and can make their own conclusions
based on such reviews.

Conclusions. The above prove that the
domestic tourist activity during the military
aggression period is decline, but, along with this,
the growth of the tourism in the certain regions
of the country was established, that can be
explained by the number of internally displaced
persons increasing and the special attention
of the foreigners to Ukraine. On the one hand,
people feels the impracticality of carrying out
the tourist’s activity, however, on the other hand,
the need of the psychological rehabilitation
component for the majority of Ukrainians is
strengthening. Therefore, the implementation
of the accessible tourism could be an integral

component of the national recovery improving, at
the same time marketing as the consistent long-
term activity based on the study of the market,
the business tourist enterprise portfolio creation
and the marketing atributes systematization
could be indicated as a fundamental basis
of the proposed. Taken into account the fact
that the tourist enterprises marketing activities
focuses on the key role of the consumer, their
efficiency can be significantly increased by the
offered services differentiation that opens up
the new prospects for the further development.
The practice shows that the promotion of such
tourist activity will be differ, because it will
primarily be focused on the personalized offers
establishing. In this regard, the competitiveness
of the tourism firms will depend on their ability
to form the newest thinking, the timeliness of
the innovative solutions and the marketing
tools in the tourism business introduction.
In addition, the tourist priorities determination
and the accessible tourism system formation will
become the driving force of the country socio-
economic development.
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