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Abstract: Inn the current economic conditions the
negative factors of the development are crises. These
events have caused a significant reduction in
consumer demand and led to new economic risks. The
current crisis has demonstrated the importance of a
coordinated framework for crisis management.  While
there is still major uncertainty surrounding the pace
of economic recovery, it is now essential for exit
strategies of crisis control policies to be designed, and
committed to. Also it is necessary to ensure that
current actions have the desired effects and to secure
macroeconomic stability.

An important factor in post-crisis recovery of
the national economy is the sphere of tourism.  For
this reason, the aim of this work is to analyze the
factors that have a positive effect on the tourism
activation in Ukraine.
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I . INTRODUCTION
The global financial crisis has had a significant

impact on the tourist market. Despite the growth of
worldwide tourism flows in the past five years, the
national tourist product is not competitive. Addressing
the study of ways to reduce the impact of negative effects
of the crisis is urgent science mission for tourism, the
potential of which in Ukraine is significant.

Study of the problems associated with the
peculiarities of functioning of the tourism services in a
crisis, in particular, more effective use of tourist
resources and the creation of an optimal structure of the
tourism market is superficial. The experience of
developed countries shows that the optimization of the

tourism market, coordination of all components of the
market and smoothing problem areas identified using the
anti-crisis measures provide additional revenues to the
state budget, even in a crisis.

This position is due to the fact that design is
determined by the development of tourism as an
economic factor perception of life support (Figure 1)

Arguments on the perception of tourism as an
economic and motivational factors are features of self-
sustenance of the market system that lead to the fact that
the financial crisis most significantly affect the
development of tourism in countries with a large capacity
of the tourism market, which does not belong to Ukraine.
It is therefore advisable to consider new "growth pole"
for the development of national tourism market. The
growth of single European currency and visa-free regime,
make traveling more cheaper for European tour price in
local currency, on average by 57%.

Under unfavorable conditions for the
development of tourism, there is actual alignment of
export and import values of tourism services, as well as
the increase in domestic tourism. In accordance with the
recommendations of the World Tourism Organization,
the optimal distribution of flows between Ukraine and the
high capacity of the tourism market can be defined as
follows [1]:
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Where
N – the total number of tourists who travel to

countries with a large capacity of the tourism
market;



– coefficient of country attractiveness with a
large capacity of the tourism services (is
calculated UNWTO);

– dependence of the attractiveness of countries
with large capacity of tourism market on
tourist attractiveness;

– the number of tourists visiting the country.
Evidence of the need to develop domestic tourism are

the results of online surveys of citizens of Ukraine on the
impact of the crisis on changing needs, which was attended
by nearly 1000 respondents (Figure 2)

Figure 1 The interpretation of the phenomenon of tourism as an economic and motivational factors life support
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Figure 2. Results of internet poll on the impact of financial crisis on the change in the cost structure of citizens of
Ukraine

It is founded out that only 15% of respondents
are planning to save on travel trips that are optimistic
about the development of tourism. Taking into account
this situation should stimulate the development of
domestic tourism in order to:

• achieve structural parity between the exit,
inbound and domestic tourism types;

• the alignment value of exports and imports of
travel services through revitalization of domestic
demand.

In order to overcome the current economic
crisis in tourism sector we need a consistent state policy
aimed at the development of inbound and domestic
tourism, improving the quality of tourism product,
promoting social and economic role of tourism.

Essential component of optimizing tourism
market is the development of a new tourism product that
would be competitive in the world market of tourism
services and won the foreign tourist segment for his
involvement in Ukraine [5]. Such important factor in the
development of tourism in a crisis is called rural tourism.
International experience shows that this kind of tourism is
organized in the form of small business and is an
important socio-economic component of regional policy,
because in addition to the economic, social objectives of
regional development, this kind of economic activity
contributes to:

• determination of employment;

• socio-economic development of depressed areas;
• development of agricultural regions by

organizing a new specific sector of the local
economy.

In Poland, the development of rural  tourism is
considered as one of the leading areas of tourism
industry, which is reflected in the concepts of national
tourism development. The results of study of rural
tourism experience in Poland have shown that in the
tourism sector we could see:

• address the economic degradation of rural areas;
• reduced migration of rural population to the

cities;
• saved and reproduced cultural heritage and

national identity of rural regions.
Rural tourism, as the rest in rural areas, is not

only a fashion, but also a necessity. Pollution of urban
environment, dynamic and busy rhythm of life in cities,

induces in citizens’ desire peace and solitude among the
clean natural environment. It gives man a possibility to
turn to the sources of  people, to the ancient natural
environment and cultural heritage, which will meet the
specific hobbies, as the study of the historical, cultural,
ethnographic and architectural heritage, customs and
crafts, native to the region, acquaintance with local
people's clothes, collection of folklore, learning of the
local language or dialect, amateur photography,



collecting of herbs and minerals. Especially there is
characteristic for rural tourism part in agricultural work,
such as vegetable-growing, bee-keeping, collection of
herbs and mushrooms, floriculture. Getting acquainted
with the local cuisine is also concerned as a characteristic
for rural tourism. Owner plays the main role in rural
tourism. It provides most of the services provides home-
prepared of ecologically clean products, performs the
functions of a hospitable host. It was from him tourists to
know the spiritual world of local residents. The degree of
satisfaction of tourists rest in the village depends on the
skill,  culture, friendliness of the owner [2,6].

To optimize the tourism market it is important to
develop business tourism, one of the most profitable
segment. Globally, it has about 16-17% share of all trips
abroad. Analysts at the U.S. National Association of
Travel Business predicts that total spending on business
travel in 2014 will increase by 6-8%.

According to the WTO, the volume of business travel
in the world is growing at 4%. By volume of passenger
traffic on routes on which the judge made about the
dynamics of the business tourism segment, the leaders of
the U.S., China, Japan, Germany, Britain, France, Spain,
Italy, Russia, Canada.
Business tourism includes visitors participating in the

following activities:
 Association/Charity/Institute/Society Events
 Governmental meetings & conferences
 Corporate Events – dinners, product launches,

conferences, awards etc
 Incentive travel
 Corporate hospitality
 Exhibitions & trade shows
 Independent business travelers
Conferences, meetings and other business events

play an important role in the economic, professional and
educational providing an important opportunity for
communication, training, motivation and interaction.

Business tourism segment consists of two
subsegments:

 business travel;
 MICE (meetings, incentives,

conferences, exhibitions).
In the global market sub-segment of business

travel / trips have 65-75%, the rest of the market belongs
to MICE. In the Ukrainian market it is almost the same
trend: in 2011, share in the MICE segment of business
travel was 20%. Share of business trips - 80%. According
to expert estimates, the global MICE market annually
provides 610 million business trips, a turnover of almost
$ 430 billion MICE segment is growing much faster than
business travel in general - since 2005, the world's MICE
volume increases by about 30% per year. Growth rate of
this segment in Ukraine is not far behind the world's one,
and according to various estimates is 25-40%.

Business has a positive impact on the
socio-economic development of the country, so it
needs the active promotion and support from the
state. As measures of state support for business travel
can be defined:

• fostering support inbound business tourism;
• implementation of innovative projects in the

field of business travel and promoting of
their usage

• creation of a favorable investment climate
for businesses that invest in the
development of business tourism in the
territory of Ukraine;

• support for organizations involved in the
promotion and marketing services business
travel industry and MICE;

• organization of a single exposure to the
MICE industry trade shows;

• foster the image of the country as an
attractive business tourism.

In our opinion, one of the most
interesting areas it may be a connection tourism
opportunities region with possible industry MICE.
And for these opportunities for social, economic and
environmental development of the regions there is a
need to develop inter-regional development
programs and business tourism industry MICE. This
primarily refers to the use of options exhibitions and
seminars. Combining the strengths of the MICE
industry with a potential market of business travel
can be a potent catalyst for the development of crisis
regions. The advantages of this approach are that:

first, the industry MICE - constantly
functioning and well organized system, which is
currently utilized to attract tourists. Any of the events
organized by the MICE tourist industry are already
formed the potential group of customers that you can
target the pre-visit specific tourist attractions. There
may be different versions of the organization in the
form of sub-groups, as tourist interest members
MICE events - with common professional interests -
can vary widely;

second, the formation of groups and
visiting specific tourist sites is easy to predict.
Conferences, exhibitions and other MICE activities
are planned and prepared in advance. So the
organizers of business tourism is time and
opportunity for a relevant work to clarify the
preferences of potential members MICE events;

third, MICE industry is constantly
working to improve its operations. Thus, they are
now ready basis on which to build inter-regional
projects. System “Match Making” – direct step to the
formation of tourism program -You can make a
request in advance to participate in accordance with
the interests. Visitor Registration Exhibition and
Congress on the Internet allows tourism companies
to provide advance online program options.

To regulate the market of tourist services
needed interregional projects by pooling potential of
tourism and MICE events.

The purpose of these projects is to share in
the different regions of the The purpose of these
projects is to share in the different regions of the
country the potential of business tourism and events



MICE. During the formation of inter-regional
projects should be taken into account such factors as:

• proximity regions and tourist facilities;• the
conditions for the organization of events
MICE;

• availability of unique objects of tourism;
• a well-developed tourist infrastructure

business;
• professional staff;
• image areas;
• the level of support from the government;
• the level of activity of the local population.

For the formation of a strategy of
market development of business tourism in Ukraine
it is useful to define the main areas and areas
involved in its implementation:

Economic:
• receive economic benefits from the business

tourism market;
• attract investment in the development of

business tourism;
• improving the competitiveness of the global

tourist market;
• identify and develop additional tourism

destinations with specific to the region, in
conjunction with business travel.
Social:

• creation of additional jobs for the
population;

• improving the quality of life;
• expansion of the information space,

knowledge sharing, experiences.
Legal:

• effective regulation of the tourism industry;
• to create conditions for the safe stay of

tourists.
Science and Technology:

• market research in the field of tourism
services;

• creation of research projects for the
effective development and promotion of
business tourism in the region;

• improving skills of participants of tourism
market.
Organizational and technical:

• development of material and technical base;
• availability of travel companies.

An important factor in market regulation
of tourism services in a crisis is to increase the
competitiveness of tourism enterprises. Competition
in the tourism market is enhanced. A common
shortcoming of most marketing strategies tourism
product of Ukraine is the lack of a systematic
approach to address the problems of the development
of the tourism industry. It should be noted that the
specific objects of tourism industry are considered
outside the context of the features and prospects for
the world economy at the present stage, no prospects
for the industry in the economy of the regions
outside of the features and prospects of the industry

in Ukraine on the background of international
tourism.

Often tourist sites are considered in
isolation from the development of the economic
situation in the world tourism. In this regard, the
proposed measures to optimize the tourism market in
the current crisis should be directed to the
development of national tourism products that are
competitive for different segments of customers.

The special features of tourism
marketing in crisis include:

• demand management, not the stimulation;
• the accuracy and completeness of

information about the tourism product;
particular attention to the protection of the
rights of the client - the consumer tourism
product;

• ability to diversify tourism products and the
focus on marketing activities in the off-
season to reduce dependence on the season;

• focus on the achievement of the final

bottom line of tourism activities; effective
implementation of the tourism product in
the market and capture some of the market
share.

Amid the global economic crisis, increased
marketing component will play a crucial role in
promoting the tourism product destination.

Factor for the regulation of the market of tourist
services is the use of formation networks [5,8].
Destination communities and regions also rely on
network formation (between businesses, between the
private and public sectors) for the development of
competitive tourist products. At the same time the
sustainability of the industry may well be tied to creating
effective alliances between the private and public sectors.
One of the central questions that must be addressed by
tourism researchers is to what extent does such activity
translate into localities being able to engage more
effectively and sustainable with the global economy and
wrest more control over their economic destiny from
outside forces? It is important to stress here that networks
themselves are fundamentally based not on spatial
proximity, or shared interests, but on notions of trust and
reciprocity. The future competitiveness of destinations,
and the development performance of tourism, will not
simply depend on a destination’s natural and cultural
resource base, its ability to harness new technologies, or
its depth of human capital.

CONCLUSION

Summarizing the results of research on the
regulation of the market of tourist services we identified
areas that will minimize the impact of the crisis on the
development of tourism in Ukraine. Global
competitiveness and tourism concentration create
numerous challenges and problems in the creation of
consumer loyalty and sustainable competitive advantage



in the tourism product market. The problems are evident
in demand management and creation of unique image of a
particular tourist destination. The most important
objectives of the tourism enterprises in a crisis is the
choice of travel products that will satisfy the consumer.
Consumer behavior studies indicate that a wide range of
criteria is used to select tourism products. These criteria
are altered according to the purpose and features of the
trip, elements of the external environment, the
characteristics of the customer and the particularities and
attributes of destinations. Tourism development in the
crisis depends on tourist satisfaction. The financial and
economic crises influence the business activity of all the
participants in the tourism market, and impose the need
for proper strategic response. Whether the holders of
tourist demand will transform dangers into opportunity
for success or will the
threat endanger their strategic position, depends on the
manner of response.

Through continuous development and
efficient utilization of resources and capabilities, it is
possible to depreciate threats and respond to challenges
from the environment. Experience the ways of the
response of enterprises and organizations under the crisis
conditions in the past periods is the strating but not
sufficient foundation for risk reduction.

Contemporary conditions of business activity
have been changed in relation to past periods and demand
new ways of response. Changes are necessary in the
whole value chain and demand managers to continually
reexamine their business portfolio, to align strategies with
the changes in the environment. Acquiring and
maintaining the competitive advantage demands a
response to several key issues: what is the structure and
dynamics of the industry and competition like, how many
competitors can survive in the long term and compete in

the dynamic market, what current and potential
competitors can survive, who are the vulnerable ones who
are the drivers of new changes and movements within
certain industries, whether an enterprise can affect the
direction and intensity of the changes within the existing
structures of industry and market and use all this for
superior value creation. Survival, growth and
development of a particular enterprise are conditioned by
its capability to transform threats in the environment into
opportunities.
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