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Advertising Activities of a Tourist Enterprise in Conditions of Neo-Industrial
Economy

In connection with the complication of the conditions of operation of enterprises in the market
of tourist services there is a need to identify additional competitive advantages.

The desire of business entities to realize tourist services and to maximize profits in the face of
fierce competition encourages them to re-evaluate their own capabilities, analyze advertising and
information activities, study the infrastructure of the tourist market. This fact determines the need to
study the formation of advertising activities in the tourist market, especially in the development and
implementation of practical elements for improving the effectiveness of promotional activities of
tourist enterprises.

Advertising is an integral part of the marketing system and the channel for disseminating
information on the market.

Therefore, the formation of more complete knowledge about advertising is impossible without
studying its main functions, that is, “the role of advertising” in the economy and society in the process
of communication [1, 52].

In our opinion, advertising has 6 main following functions: information, communication,
exhortation, social function, economic, controlling. According to the functions of advertising there are
also such effects that can be obtained from the advertising activity: informative, communicative,
economic, psychological, social.

Advertising is a complex and dynamic process, which for many centuries is a constant human
companion [2, 98]. The nature of advertising, its content and forms constantly changed under the
influence of scientific and technological progress, with the change of socio-economic formations and
in accordance with the requirements of people at a particular historical moment [3, 173].

However, the effective implementation of advertising activities in the tourism industry is
impossible without a comprehensive study of advertising processes and characteristics of tourist.

To study the advertising activity of a tourist enterprise as a communicative system, one should
consider a process in the form of a closed loop, where the main elements are:

— a tourist enterprise;

— advertising agency is a special department of the tourist enterprise;

— an advertising distributor;

— consumer of tourist products.
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These four elements form the outer contour of the movement or frame of the system, and the
middle of which it is being built is a tourist service (fig. 1).

Advertiser

Advertising agency or specialist
(tourist enterprise) "]

department of the tourist enterprise

Product of tourism
enterprise activity

Consumers of tourist products <::q Advertising distributor (media)

Fig. 1. System of advertising activity at a tourist enterprise*
* Source: constructed by the author.

The characteristic feature of the process of formation of modern advertising activities of tourist
enterprises is the acquisition of a new role as a result of taking into account the specific features
inherent in to tourism in the management process.

The urgency and importance of the developed process of formation of advertising activity at the
tourist enterprise is that the structure of the world market is constantly complicated and marketers
need to adequately respond to these changes. When planning an effective advertising campaign,
tourism can not ignore the specifics of this industry and the characteristics of a tourist product.

The tourism product has certain specific properties that must be taken into account for planning
the company’s advertising strategy. Firstly, the tourist product combines services and goods.
Secondly, the demand for a tourist product is elastic and depends on the prices for tourist services, the
level of customer income, climatic, political, economic, environmental and social conditions. Thirdly,
an important aspect in the process of implementing a tourism product and the formation of advertising
activities is a diversified pricing system, which depends on the policy of the tourist enterprise, the
individual characteristics of customers and the characteristics of the market in which it operates.

In addition, the tourism sector is characterized by a gap in time between the moment of price
setting and the moment of purchase of tourism product. Fourthly, the places of sale of a tourist
product are usually remoted from the places of its consumption. That is, a customer who purchased a
product through a travel company needs to bridge the distance to where its needs will be met. Fifthly,
the tourism products are the result of a complex action of several enterprises, each of which has its
own goals in organizing the advertising process.

Thus, the result of tourism activity is to form a tourism product, which is the result of the efforts
of many enterprises and for the implementation of which a set of complex heterogeneous elements is
needed.

For planning the company’s advertising strategy, it is necessary to take into account the constant
variability of the quality of tourism services, which depends on many factors, conditionally we are
divided into three groups.

The first group includes factors that are not directly dependent on the company: for example, the
natural, climatic, political, economic and environmental condition of the country during the travel of
the client. The second group is connected with the work of the enterprise hosting the visitors. The last
group of factors includes subjective features and the uniqueness of the consumer himself.

The subjects of the tourism market function in a complex system under the influence of many
factors. Therefore, tour operators and agents need to study market trends and respond in a timely
manner to changes in the environment.

The analysis of factors allows companies to detect changes in the structure of tourist flows and
on their basis to coordinate economic activities and advertising, in particular; to study the total amount
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of tourism services and to determine the priority directions for the promotion of a tourist product;
assess the level of competition in the national market and review the range of services offered.

Consequently, the need to analyze the factors of influencing the advertising activities of the
tourist enterprise is due to the direct dependence of the subject of economic activity on the national
strategy of tourism development of the state, which, at the same time, should correspond to the trends
that are emerging in the international market.

In connection with the complication of the conditions of operation of enterprises in the market
of tourism services there is a need to identify additional competitive advantages. The desire of
business entities to realize tourism services and to maximize profits in the face of fierce competition
encourages them to carry out advertising and information activities, to study the infrastructure of the
tourism market and to form the effective advertising activities in the market of tourism services.
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Po3BUTOK mapaaurM ynpasJliHHSI B KOHTEKCTI 320€311eYHHA CTAJI0T0 PO3BUTKY
cy0’€KTIB rocrnogaprOBaHH

[Tpouec craHoBneHHs 1HPOPMAaLiHHOT IUBLTI3aLii TPU3BOIUTD 10 3MIHU MAPaAUTMU YIPaBIIHHS
0i3Hec-cTpykTypaMu. B enoxy iHdopmaniiiHoi nuBiiizamii noHATTs iH(GOpMalis HabyBae KaTeropi-
aIbHUN CTATyC JJIS CBITOIJISIY, CBITOOAueHHS 1 uiocodii. AHani3 HaAyKOBOI JIITEPATypHU CBIIYUTH
po Te, 10 MpodiemMa mapagurMaibHUX 3MiH B cdepl ynpaBiaiHHS, 1HGOpMaALIHHUX TEXHOJIOTIH, 1H-
dopmaniifHOro cepeJoBUILI € 00’€KTOM HAyKOBUX 1HTEpECiB y 0aratbox (axiBiiB. ABTOPH OiIbIIOCTI
pOOIT 3 1aHOT TEMAaTHKH BiJ3HAYal0OTh, 10 CyyacHa yMpaBIliHChKa MapagurMa (opMyeThbes Mif] BILUIH-
BOM 00’€KTUBHUX 3MiH, 110 BiIOyBalOTbCA B CBITOBOMY CYCIIJIbHOMY PO3BUTKY 1 IIOB’sI3aHUX 3 Tepe-
X0JI0M EKOHOMIYHO PO3BHHEHUX KpaiH B MOCTIHAYCTPiaIbHUI MEepio]] pO3BUTKY cycmijbeTa [1—3].

3 BUKOPUCTaHHSIM KOMIAPATUBHOIO MiJXOJIB PO3BUTOK MapaaurM MeHemkMeHTy y XX-XXI
CTOMITTI BimOyBaBcs TakuM yuHOM. Y mepion 1930—1940-x pp. HaOyBae MOMMPEHHS HAyKOBa IMapa-
JUrMa yrnpaBiiHHS, B paMKax SIKOI MepeBarolo YIpaBIliHHS CTa€ CTiika, iepapXiyHa opraHizariiiHa
CTPYKTYpa 3 MepeBaKaHHAM BepTHKAIbHUX 3B s3KiB. Y mepion 1950—1960-x pp., BinOyBcs mepexin
BiJ] HAYKOBOI /10 CUCTEMHOI HapaJurMH YIpPaBIIiHHSA, CIPUYUHEHUH HAYKOBO-TEXHIYHUM HPOTPECOM.
lNonoBHa 171€s1 cucTeMHOI MapaJurMu nossiraia B po3riisiil NiANPUEMCTBA SIK BIAKPUTOI CUCTEMH, 1110
IHTEHCUBHO B3a€EMOJIE 13 30BHILIHIM CEpEAOBUILIEM, NMPU I[OMY BUPIMIAIBHY POJb MA€ JOJACHKUI
dakTop: 1HTepecHu, LIHHOCTI, CTUMYJIH, KyJIbTypa 1 T. m. Bxe 3 npyroi nomosunu 80-x pp. XX cT.
NPIOPUTETHUM HANpsiMaMH CTa€ YIpPaBIiHHA SKICTIO Ta 3aCTOCYBAaHHS MIHIMaJTiCTCBKHUX CTpaTerii,
CHPSIMOBAHUX HAa ONTHMAJbHE YNpaBliHHA pecypcamu. 3 moyatky 90-x pp. XX CT. — akTyaJbHUMHU
CTalOTh NPUHLUIN PEeIHXUHIpUHTY O13Hec-tiponeciB. Hanpukinmi XX B. 1 moyarky XXI cT. B cBiTO-
BOMY Oi13HEC-CHIBTOBApUCTBI aKTyaJIbHOIO CTae€ iHQopMalliiiHa mapaaurMa MeHeIXKMeHTy. ['onoBHa
0co0JIMBICTh 1H(OPMALIIHHOT MapaAUrMu YIPaBIIHHS MOJISTa€ B TOMY, 10 OCHOBHUM PECYpCOM PO3-
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