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INTRODUCTION

The tourist services market in Ukraine is
characterized by an active state policy of attracting
international tourists in support of international tourist
flows. At the same time, there are 12 million foreign tourists
in Ukraine in 2016. The influence of intrastate factors causes
Ukrainian tourism companies to provide increased demand
for tourist services.

MATERIALS AND METHODS

The objectives of the study are to determine the
main trends and characteristics of the provision of services
by Ukrainian travel companies over the past 10 vyears.
Ukraine is explored in terms of domestic and international
tourism (inbound and outbound). The study uses the data of
the World Tourism Organization (UNWTQO), the State
Statistics Service of Ukraine, the data of the regional
statistical offices, as well as the results of the author's
calculations. Modern methods of global clustering and
marketing segmentation, using statistically significant data of
guantitative and qualitative expert assessments, allow us to
identify the development trend of the service of Ukrainian
travel agencies.

RESULTS

Ukrainian tourism is rather tightly integrated into the world
market of tourist services. Therefore, the development of
tourism in Ukraine is inextricably linked with the main world
trends. The activities of the tourism companies are formed,
first of all, due to the existing demand for specific types of
tourist services, taking into account the individual needs of
customers.

A significant role in the provision of services is played by the
technological level of development. The innovative direction
is an integral part of the formation and implementation of
tourist offers. Typically, this is due to the informatization of
customer service technologies, organization and records
management within the company, optimization of logistics
management and marketing. At the heart of ideas for the
creation and provision of services are scientific,
methodological and applied solutions. Based on the needs of
customers in the provision of domestic or international
services, the following features are observed:

e For business segment, tourism is combined with active
business interests with scientific events (conferences,
seminars, forums, rallies) and subsequent rest (picnics,
fishing, hunting, tasting of national cuisines), and excursions
to local destinations.

e Business and entertainment tourism is integrated for
corporate clients. Young people often book complex trips,
combining cognitive, extreme, sports and ecological tourism.

Fig. 1. The main tourist centers of Ukraine (picture)

Source: Maps of Europe

e Among the youth segment, students and pupils (school
students) are selected who, during the holidays and on
weekends, carry out various excursions throughout Ukraine
and abroad. At the same time, simple tourist services are
combined with the situation-network format of
communications: festivals, shows, professional holidays,
fairs, concerts, performances, sports and other
competitions.

e The clients of different ages are offered excursion trips
combining familiarizing tours with improving health care
(mineral water sources) and pilgrimage (churches,
monasteries, mosques etc.).

CONCLUSIONS

Providing services in Ukraine is facilitated by:

e Popularization of tourist enterprises in the Internet
environment and social networks, worldwide Internet
technologies, constant contact with customers (including
feedback), etc.

e Increasing the volume of services by using the
technologies for virtual visit the tourist attractions,
museums and other sights in 3D and 5D formats;

e In the provision of information for customers contribute
to the use of QR codes, GPS navigation, scanners, sensors,
chips and microchips;

e QOrientation on the youth patriotic education and
development of ethnographic, cognitive, entertaining and
extreme tourism.
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BCTYIN

PUHOK TYPUCTUYHUX NOCNYT YKPAIHN XapaKTepPU3yeTbCA
aKTUBHOIO Aep)XaBHOK MNONITUKOK 3any4YeHHA MIXKHAapPOAHMUX
TYPUCTIB B PaMKax NIATPUMKN MIXKHAPOAHUX TYPUCTUYHUX NOTOKIB.
[lpyn ubomy, WOPIYHO YKpalHy BIABIAYIOTb 24-12 MAH. IHO3E€MHMUX
TYPUCTIB. BnamB BHYTPiIWHbOAEPHKABHUX UYMHHUKIB 0OOYMOBAIOE
VKpPaIHCbKi TYPUCTUYHI KOMNaHIil 3abe3neyyBaTtu NigBULLEHUN NONUT
Ha TYPUCTUYHI NOCAYTU.

MATEPIAZIU TA METOAU

3aBaAaHHA AochniaXeHHA - BWU3HAYeHHA OCHOBHUX
TEHAEHUIT | XapaKTepHUX OocCcobanMBOCTEM HAAAHHA  NOCANYT
VKPAIHCbKUMMN TYPUCTUYHUMU KOMNAHIAMU 3@ oCTaHHI 10 pokKis..
[locniaxKyerbca YKpalHa B po3pi3i BHYTPIWHLOMO Ta MIXKHapoAHOro
Typu3amy (B'iI3HOro Ta BMI3HOTO). Y AOCAIAKEHHI BUKOPUCTOBYHOTLCH
NaHi BcecBiTHbOI opraHizauii Typusmy, JeprKaBHOI CcnyKbu
CTaTUCTUKU YKpalHW, OAHI perioHasAbHUX YNpaBaiHb CTaTUCTUKK, A
TAaKOXX pe3y/nbTaTU aBTOPCbKUX poO3paxyHKiB. CyyacHI meToau
rnobanbHOI Knactepu3auili |  MapKETUHroBoli cermeHTtauil, 3
BUKOPUCTAaHHAM CTaTUCTUYHO 3HAYYLWMX AQHUNX KINbKICHUX | AKICHUX
eKCNepTHUX OLIHOK, AO03BONAIOTb iAEHTUDIKYBATU TPEHA PO3BUTKY
cepBicy YKPAIHCbKUX TYPUCTUYHMUX KOMMAHIN.

PE3Y/IbTATW

YKpalHCbKUN TYpU3M OOCUTb LWLiJIbHO IHTErpoBaHUU Y
CBITOBUM PUHOK TYPUCTUYHMX Nocayr. Tomy poO3BUTOK TypuU3my B
YKpaiHi HEepo3puMBHO MNOB'A3aHMM 3 OCHOBHUMWU CBITOBUMMW
TeHAaeHUiAMN. [iaNbHICTb TYPUCTUYHUX KOMMNAHIM GOPMYETLCA, B
nepwy 4yepry, 3a pPaxyHOK CHPOPMOBAHOrO MOMUTY HA KOHKPETHI
BUAWN TYPUCTUYHUX NOCAYT 3 YpaXyBaHHAM IHAMBIAYANIbHUX 3aMUTIB
KNIEHTIB. Bennky ponb, B MNUTAHHAX HAAAHHA NOCAYr, TrpPaE€
TEXHONIOMNYHUMN pPiBEHb PO3BUTKY. IHHOBALUIMHUMA HANPAMOK €
HeBig'EMHOKO 4aCTUHOK GOPMYBAHHA Ta peanisdauil TYPUCTUYHUX
npono3unuin. AK npaBuao, Ue NOB'A3aHO 3 IHPOPMATU3ALIEID
TEXHO/10rin 06CNYyroByBaHHA KNIEHTIB, OpPraHi3aLieto i Ai10BOACTBOM
BCepeAMHI KOMMAHII, OMNTUMI3AUIED NOTMICTUKU YNpPaBAIHHA |
MapKeTUHry. B OCHOBi igen no CTBOPEHHI | HagaHHIO NOCAYr
noNAratoTb piLeHHA HAYKOBO-MeToA4O0NOr4YHOro Ta MNPUKAQAHOro
XapaKkTepy. Buxoaaum 3 notped 3amMOBHUKIB B HaAaHHI NOCAYr
BHYTPIiWHbOI abo MiXKHapOAHOI CNPAMOBAHOCTI CNOCTEPIratoTbCA
TaKi 0cObNNBOCTI:
e [1nAa NiNOBOro cermeHTa TYpuU3mM NOEAHYETLCA aKTUBHUMMU Bi3Hec-
iHTepecamm 3 HaAyKOBMMMU 3axoaamu (KOHepeHLUii, cemiHapu,
dbopymun, 31b0TH) | NoAA/IbLLUMM BigNOYNMHKOM (NiKHiIKKW, pnbonosns,
NONOBAHHA, Aerycrtauili HaLiOHa/IbHUX  KYXOHb) a  TaKOXK
eKCKYPCIMHMM CYNpPOBOAOM Y NOKA/ZIbHUX AeCTUHALIAX.
e JlnA KOPNOPATUBHUX KANIEHTIB IHTErpyeTrbca  AiNOBUN |
po3Ba)aAbHMMN  Typuam. Monoab  HaWyacTile  3aMOBAAE
KOMMNNEKCHI Noi34Ku, AKi 06'eAHYIOTb ni3HaBa/NbHUWN,
eKCTpemabHUWU, CNOPTUBHUIN | EKONOTIYHUU TYPU3M.

Puc. 1. OCHOBHI TYPUCTUYHI UEeHTPU YKpalHK

[xxepeno: Maps of Europe

e (Cepeng MOMOAIKHOINO CermeHTy BMUAINAKOTLCA WKOANAPI |
CTYAEHTH, AKi B nepiod, KaHiKy/ i B BUXiAHI AHI 30IMCHIOOTb Pi3Hi
eKCKYPCINHI NOI3AKU MO BCiN TepuUTopil YKpaiHu i 3a KOpAoH. Mpwu
LbOMY, MNPOCTIi TYPUCTUYHI nocnyrn ob'eaHYIOTb 3 CUTYALINHO-
Mmepexesmm  GOpPMATOM  KOMYHIKauin:  dectuBani, woy,
npodecinHi CBATa, APMAPKN, KOHLUEPTK, CNEKTaKAi, CMOPTUBHI Ta
IHWI 3MaraHHA.

* Pi3HOBIKOBMM KNIEHTAM NPONOHYIOTLCA €KCKYPCINHI NOI3AKU, AKI
06'egHYIOTb  O3HAMOMAKOBANbHUMA  TYPU3M 3 0340POBYMM
(o)Kepena MiHepanbHUX BOA) Ta MNAJIOMHULUBKUM (MOHACTUPI,
XPamMu, LEepKBU, MeyeTi i T.n.).

BUCHOBKW

HaaaHHIO TYPUCTUYHUX MOCAYT B YKPaAlHI CNPUALOTD:

e nonynapmusauia  TYPUCTUYHUX NIANPUEMCTB B IHTEPHeT-
cepenoBULLl Ta coulaZibHUX mMmepeXKax, NoBCloaHe BUKOPUCTAHHA
IHTEPHET-TEXHONOrIN, HAABHICTb NOCTIMHOIO KOHTAKTY 3 KNIEHTaMM
(BKNtOYAOUYM 3BOPOTHUM 3B'A30K) i T.A4,.;

e 30inblUeHHA 0b6cCAriB BUKOPUCTAHHA TEXHOJOTIM BipTyasibHOro
BiABiAYBAaHHA BU3HAYHMX NAaM'ATOK, My3€iB TOLLO (Y TOMY YucChi i3
3actocyBaHHAM dopmarTis 3D i 5D);

® HaAaHHA iHpopMaLil ANA KNIEHTIB 3 BUKOpUCTaHHAM QR-Koais,
GPS-Hasirauii, CkaHepiB, AaTYUKIB, YUMIB | MIKPOYUNIB;

® OpPIEHTAUIA HA ICTOPUKO-NATPIOTUYHE BUXOBAHHA MOANOAI
LLITAXOM PO3BUTKY eTHOrpa@diyHoro, Ni3HaBa/IbHOTO,
PO3BaXa/IbHOIO Ta eKCTPeMaIbHOro TYpuUsmy.
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