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Abstract. In the article the author revealed the essence of marketing communications 
in the hospitality industry, researched and characterized marketing communication 
tools that are relevant in the application of improving relations between participants 
of the tourist market environment. The effective activity of the enterprises of the 
tourism industry is based on taking into account the satisfaction of the complex of 
material, social and spiritual needs of consumers, and the use of innovative marketing 
communication tools. Global conditions of existence and competitive business activity 
require the use of innovative, effective marketing communication elements, which is 
covered in this article.

The methodological basis for solving the main theoretical and methodological 
problems was the use of techniques of theoretical generalization, a combination of 
historical and logical, comparative, and structural-functional approach, and in order to 
highlight the economic importance of the tourism industry, the methods of information 
analysis and synthesis, the comparative-legal method, as well as statistical and 
economic analysis, etc..

The article analyzes the factors that significantly determine the competitiveness of 
a tourist enterprise on the services market and substantiates the need to use innovative 
marketing communication tools for effective interaction with consumers in the market 
tourism environment.

The paper highlights and argues, taking into account the challenges facing the 
tourism business, market requirements, the use of marketing communication elements: 
advertising; communication with the public; sales promotion and maintaining the 
company’s image policy. With a professional approach to tourism marketing, you can, 
using appropriate communication tools, show ways to influence the consumer of tourist 
services.

Therefore, the creation of an effective system of marketing communications in the 
tourism sphere will allow the formation of a positive image of Ukraine in the market 
of tourist services, which will lead to investment inflows to the country, reduction of 
unemployment, etc.
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tourist product.
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Introduction.  

The tourist hospitality industry oc-
cupies one of the leading places in the 
world economy. In addition to the fact 
that the tourism business stimulates the 
accelerated, market-oriented innovative 
development of all sectors of the coun-
try, it also allows to increase foreign ex-
change earnings. The peculiarity of the 
tourism business is to satisfy the needs 
of consumers, and the need does not de-
crease even in conditions of a pandemic 
or war. 

Even in such a difficult time, Ukraine 
is open to cooperation in the develop-
ment of tourism. 

The development of the tourist busi-
ness is undoubtedly a strong argument 
in the economy of the state in the con-
ditions of market relations. Such states 
as Egypt, Turkey, Greece, etc., having 
concentrated all their efforts on tourism, 
have achieved considerable success. As 
for Ukraine, the development of tourism 
in the country was only gaining momen-
tum before the start of the war (National 
tour operator of Ukraine).

The development of tourism busi-
ness is hard to imagine without mar-
keting communications, which are the 
main part of tourism marketing. Unfor-
tunately, many companies neglect this, 
not considering it necessary to pay so 
much attention to communications, or 
even make mistakes in this area.

The development of tourism as a 
profitable business industry requires 
improvement and due attention to both 
marketing and communications in or-
der to fully satisfy the set of material, 
social and spiritual needs of consum-
ers. "The ability to communicate with 
people is a commodity, and I will pay 
more for it than for anything else in the 
world," claimed JD Rockefeller (John 

Rockefeller). I suppose the relevance 
of marketing communications research 
will always be relevant.

Analysis of recent studies and 
publications. 

Marketing research in the tourism 
industry is highlighted in the works of 
Ukrainian and foreign scientists. The 
main attention is paid to the research of 
marketing tools for the popularization 
of tourist attractions. Since one of the 
main participants of the tourist market 
is the consumer, the research efforts are 
aimed at the analysis, study and influ-
ence of communication elements on de-
mand. Great attention was paid to these 
issues: Gurzhii (2013), Drachuk (2016), 
Dultseva (2016), Zhukovich (2017), 
Kampov (2017), Kudla (2011), Lyubit-
seva (2019), Trytenko (2013), Mosiiuk 
(2021), Porter (2004), Smirnov (2019) 
etc.

However, the subject of marketing 
communications in the hospitality in-
dustry remains open for research.

Purpose. The purpose of the article 
is to study marketing communications in 
the tourism industry both on the world 
and Ukrainian markets.

Materials and methods                               
of research.  

The development of the tourism in-
dustry should be based on theoretical 
and practical methods of conducting 
profitable business activities. Marketing 
activity in this area is an integral part of 
popularizing tourist services, creating 
a positive image of both the company 
itself and the country, etc. The use of 
innovative marketing tools supported 
by appropriate methods will ensure the 
profitability of campaigns.
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The methodological basis for solv-
ing the main theoretical and method-
ological problems was the use of tech-
niques of theoretical generalization, a 
combination of historical and logical, 
comparative, and structural-functional 
approach, and in order to highlight the 
economic importance of the tourism 
industry, the methods of information 
analysis and synthesis, the comparative-
legal method, as well as statistical and 
economic analysis, etc.. 

Such a statement indicates that to-
day it is important to study the commu-
nicative sphere of tourism, namely the 
means and methods of marketing com-
munications in the sphere of providing 
tourist services. 

Results of the research and their 
discussion. 

The field of tourism services is de-
veloping and changing, so it is logical 
to assume that special attention is paid 
to the development and improvement of 
marketing communication tools in the 
tourism and hospitality industry. It can 
be noted that such a tool as advertising 
deserves special attention. But regard-
less of the cost, the correct use of such 
marketing tools will bring unexpected 
results in the development of the tour-
ism industry, etc.

Today, there are a number of fac-
tors that have an impact on the activi-
ties of companies in the tourism indus-
try. These are the long-term downward 
trends in the economy, the difficult po-
litical situation in the country, military 
operations, and the deterioration of the 
welfare of citizens. In this situation, 
tourism companies are paying more and 
more attention to marketing activities, 
which would allow them not only to 
stay in business in difficult socio-eco-

nomic conditions, but also to convince 
their regular customers that they have 
not forgotten about them, offering them 
innovative, qualitatively new tourist 
products. In order to create and main-
tain a positive image among consumers, 
to consolidate the acquired positions in 
the market of tourist services, tourism 
companies pay more and more attention 
to marketing communications. Market-
ing communications are one of the fun-
damental tools of marketing, because it 
is with their help that the desired influ-
ence on the consciousness and behavior 
of the consumer is carried out (Lyubit-
seva, 2019). 

From the point of view of market-
ing, communication (lat. communicatio - 
connect, communicate) is considered as a 
complex, multifaceted concept. Market-
ing communications can be understood 
as a two-way process: on the one hand, 
the impact on target and other audiences 
is expected, on the other hand, receiving 
counter-information and the reaction of 
these audiences to the impact exerted by 
the enterprise (Smirnov, 2019).

Marketing communications is a 
mechanism for producing and convey-
ing information and content necessary 
for the company to its target audience, 
the ultimate goal of which is the forma-
tion and dynamic support of a certain 
positive image (brand) of the manu-
facturing company and its brands, en-
couraging the target audience to make 
purchases(Smirnov, 2019).

The field of tourism can be classified 
as one of the largest and fastest growing 
economic sectors in the world. Accord-
ing to the World Trade Organization 
(UNWTO), 1.4 billion people took ad-
vantage of the opportunity to travel to 
another country in 2021. According to 
global research forecasts, their number 
may reach 1.8 billion in the next de-
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cade. The tourism industry accounts for 
9% of global GDP and creates one job 
out of eleven and thus becomes a key 
driver of socio-economic development, 
creating the well-being of communities 
and people. At the same time, tourism 
is an integral part of the lifestyle of a 
large part of society and provides tour-
ists with a unique experience for their 
personal growth (UNESCO WorldRe-
port: Investingin Cultural Diversity and 
Intercultural Dialogue). 

The environment in which a tour-
ist enterprise operates is permeated by 
a complex system of communications. 
The company contacts its clientele, 
banks, insurance companies, producers 
of tourist services, and various contact 
audiences. Moreover, these connections 
are multidirectional and intersecting. 
The task of the tourist enterprise is to 
form and maintain the image of the of-
fered products and the company as a 
whole and in the eyes of the public and 
its existing and potential clientele.

Modern marketing in the hospitality 
industry was formed on the basis of the 
experience of already existing produc-
tion companies, and taking into account 
the trends towards the rapid expansion 
of the service sector and the intensive 
use of distribution methods, it improved 
and combined the achievements of the 
general theory of marketing and the 
practice of its application. 

However, marketing in tourism has 
a number of features due to the specif-
ics of the activity. It has been studied 
that some of them are: establishment of 
close relations with the most important 
target groups; ensuring a high degree of 
consumer satisfaction and loyalty; in-
creasing the profitability of interaction 
with partners and consumers; changing 
approaches to market segmentation; in-
dividual approach to the service, etc. 

From a marketing point of view, 
communication is a process aimed at 
persuading the consumer by the pro-
ducer in order to influence the behavior 
and attitude of the former. Regarding 
the relationship of the concept of "com-
munication", many Western scientists 
consider conviction and argumentation 
to be necessary components of a single 
communicative process (Kozhuhivska, 
2009).

In the most common vision, com-
munications is understood as a system 
of relationships between market partici-
pants, aimed at increasing the efficiency 
of tourism enterprises and meeting the 
needs of consumers.

Among the many existing defini-
tions of marketing communications, 
it is possible to focus attention on the 
main functions that must be performed: 
informative, reminder, persuasive and 
image. 

Thus, the informative function en-
sures informing the target audience 
about the goods manufactured by the 
firm, their advantages over competi-
tors' goods, properties and qualities, 
about the firm's activities and its policy; 
receiving feedback on the state of the 
market situation in general, from part-
ners, etc. (Kudla, 2011).

As for the reminder function, its 
main task is to remind the target audi-
ence about certain principles and mea-
sures of the company, the trademark, 
product advantages 

The persuasive function consists in 
persuading the target audience in its 
decisions in favor of a positive attitude 
towards the goods manufactured by the 
firm, its activities and its own brand 
name. 

And finally, the image function con-
sists in forming the prestige of the com-
pany and its products on the market.
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However, we do not forget about the 
effectiveness of using integrated mar-
keting communication tools in the tour-
ism industry. This process will be deter-
mined by the following factors:

—	 Saturation of the market with 
the same type of tourist services due to 
an increase in the number of tourist com-
panies. Thus, in 2017, a total of 3,469 
subjects in tourism (legal entities and 
individuals) operated in Ukraine. More-
over, their number increased by 9% 
compared to 2015 (Tourist activity in 
Ukraine for 2017. Statistical collection).

—	 Consumers of tourist services 
have a very wide choice. The offers 
of travel companies are wide enough; 
the choice is too large both in terms of 
choosing a place of rest and in terms of 
implementation through various tour 
operators.

—	 Consumers have practically un-
limited access to information from vari-
ous sources: from advertising messages 
of travel companies, on their official 
websites, in social networks. Clients of 
travel companies have the opportunity to 
compare and evaluate the offer of differ-
ent companies, read reviews and com-
ments of more experienced "tourists".

The following tools are used for the 
effective use of marketing communica-
tion appeals to product consumers:

—	 advertising is any form of com-
munication paid for by a specific per-
son, designed to promote goods, ser-
vices or ideas. Although some types of 
advertising (for example, direct mail) 
are targeted at a specific individual, 
most advertising messages are intended 
for large groups of the population and 
are distributed by such mass media as 
radio, television, newspapers (Mosiiuk 
et al., 2019); 

—	 sales promotion is various 
types of marketing activities that for a 

certain time increase the initial value of 
goods or services and directly stimulate 
the purchasing activity of consumers 
(for example, coupons), the work of 
distributors and sales personnel; 

—	 direct (direct) marketing is an 
interactive marketing system that helps 
consumers easily receive information 
that interests them and acquire goods 
through the use of various information 
distribution channels. This system in-
volves direct mail, the use of ordering 
through printed catalogs and online cat-
alog sales.; 

—	 personal selling is establishing 
personal contact with one or more po-
tential buyers for the purpose of selling 
goods. Examples of such contacts can 
be telephone negotiations of regional 
representatives of manufacturing firms 
with local companies or retail enter-
prises, selective calls to potential buyers 
directly at home, or sales of goods by 
telephone orders (Kozhuhivska, 2009).

If we consider such a tool, which in 
our opinion is still effective in deliver-
ing information to the world commu-
nity, then it can be characterized by the 
following indicators:

—	 Impersonal character. Commu-
nicative information is provided to the 
potential consumer not personally from 
the representative of the campaign, but 
through various intermediaries (mass 
media, catalogs, posters, etc.);

—	 Uniform orientation. Advertis-
ing involves direct marketing from the 
advertiser to the consumer. At the same 
time, the result is visible only from the 
final decision of the client;

—	 Information saturation. Due to 
the specificity of this type of product, 
the use of interactive marketing tools is 
expected;

—	 Visibility and persuasiveness. 
As already mentioned, the peculiarity 
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of the perception of a tourist product in-
volves the use of almost all senses and 
imagination by the consumer.

Another marketing communication 
tool that plays an important role at the 
stage of promoting a tourist service is 
exhibitions. In the international tourist 
business, the name Trade Shows - pro-
fessional reviews - has become estab-
lished after international exhibitions.

The goals of such exhibitions can be 
formulated as follows:

–	 market review;
–	 assessment of the situation and 

prospects;
–	 price comparison and pricing;
–	 search for certain types of 

products;
–	 overview of new products and 

possibilities of their application;
—	 familiarization with market de-

velopment trends;
—	 receiving information about 

ways to solve urgent problems;
—	 individual professional devel-

opment;
—	 expansion or establishment of 

business contacts, etc (Rozhuk, 2017).
Marketing communications in the 

tourism industry are determined by the 
following components:

—	 the need for the establishment 
and development of an information so-
ciety in which communications are of 
leading importance;

—	 the interaction of the partici-
pants of the tourist market, whose activ-
ities should be aimed at achieving com-
mon goals and be based on the creation 
and strengthening of relationships;

—	 communications are given a 
leading role in the formation of the 
strategy of promoting the services of 
tourist enterprises;

—	 the logistics of economic re-
lations leads to the formation of large 

entities of the tourist market, the orga-
nization of whose activities is possible 
only on the basis of strict coordination 
(Zhukovych, 2017).

In the field of tourism business, more 
and more attention has recently been 
paid to the importance of such mar-
keting elements of the communication 
complex as public relations and public-
ity. Some tourism companies spend half 
of the funds allocated for advertising 
purposes on them. The reason for this 
lies in the fact that public relations is a 
powerful tool and can sometimes have 
more influence on a potential customer 
than advertising. This may be one of the 
factors that should be taken into account 
when forming the communication activ-
ities of tourist enterprises.

Marketing communications occupy 
a special place in the activity of a tour-
ist enterprise, because they represent the 
most active part of the marketing com-
plex. The communications complex in-
cludes four main elements:

–	 advertising;
–	 Public Relations;
–	 sales promotion;
–	 personal selling (Porter, 2004).
Advertising is the most significant 

element of the communication com-
plex. It has a great potential impact on 
all other elements of this complex (can 
attract large masses of people) and is 
the most expensive. A characteristic 
feature of advertising as one of the main 
means of marketing communications in 
the field of tourism is the specificity of 
both advertising itself and the specifics 
of the industry and its tourist product. 
Playing the main role in the entire com-
munication system, advertising simulta-
neously informs about the enterprise, its 
product, convinces potential consumers 
to stop their choice on the tourism prod-
uct of this enterprise, strengthens the 
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confidence of regular customers in their 
choice, etc. (Mosiiuk, 2021).

In the tourism business, as well as in 
other areas, the importance of such an 
element of the communication complex 
as Public Relations has been increas-
ing recently. Some tourism companies 
spend half of the funds allocated for 
advertising purposes on them. The rea-
son for this is that Public Relations is a 
powerful tool and can sometimes have 
more impact on a potential customer 
than advertising. According to foreign 
experts, effective Public Relations is a 
management tool with which the orga-
nization presents its product in the mass 
media from the best side. However, the 
difference between Public Relations 
and publicity is that the latter only com-
piles information (this information can 
represent the organization both from the 
best and from the worst side), intended 
specifically for mass media. As for Pub-
lic Relations, with its help, the organi-
zation exercises a kind of control over 
publicity and ensures that only a posi-
tive opinion is created about its product 
(Martynov, 2011).

Sales promotion - various types of 
marketing activities that for a certain 
time increase the initial value of a prod-
uct or service and directly stimulate the 
purchasing activity of consumers, the 
work of distributors, etc. (Melnychen-
ko, 2008). Sales promotion is a means 
of short-term influence on the market. 
However, the effect of sales promotion 
measures is achieved much faster than 
as a result of using other elements of 
communications.

According to the definition of F. 
Kotler, personal selling is understood as 
an oral presentation of a product during 
a conversation with one or several po-
tential buyers with the aim of making a 
sale.

Personal selling or direct selling 
for the tourism industry is one of the 
important elements of the communica-
tion complex. They refer exclusively to 
the sales process and represent market-
ing carried out in relation to custom-
ers. Their importance is determined by 
the opportunity for sellers to meet with 
consumers (National tour operator of 
Ukraine). Personal selling is one of the 
elements of the company's marketing 
plan. They are almost the only element 
of the communication complex that pro-
vides feedback to the client, regardless 
of whether it was carried out through 
the sales staff or directly from the com-
pany's management or its employees. 
The employees of the tourist enterprise 
must inspire trust, be able to convince 
and provide qualified advice to consum-
ers (Porter, 2004).

Taking into account the capacity 
for rapid development of the hospital-
ity industry, attention should be paid to 
the application of information technolo-
gies that can be used in three main ar-
eas of communication activity of tourist 
enterprises: for the implementation of 
marketing communication functions; 
to implement the function of providing 
the enterprise with market information 
as a basis for making effective manage-
ment decisions and to ensure sales and 
logistics functions (Gurzhii &Trytenko, 
2013).

Therefore, the formation of the com-
munication policy of tourist enterprises 
is a complex and systematic process 
that requires taking into account all the 
necessary elements, namely, communi-
cation policy elements, communication 
subjects, data distribution channels, in-
formation and communication system 
elements, the appropriate management 
mechanism, etc..
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Conclusions and future 
perspectives of the study. 

All the mentioned communication 
elements differ among themselves in 
certain parameters. Therefore, in order 
to ensure effective marketing activity, 
their use in a single complex is neces-
sary, since the combination of various 
marketing communication tools leads to 
the creation of a synergy effect, when 
the simultaneous use of communication 
elements makes it possible to obtain a 
greater economic effect than if they 
were used separately.

Taking into account the rapid devel-
opment, attention should be paid to the 
application of information technologies 
that can be used in three main areas of 
communication activity of tourist en-
terprises: for the implementation of 
marketing communication functions; to 
implement the function of providing the 
enterprise with market information as a 
basis for making effective management 
decisions and to ensure sales and logis-
tics functions (Sermuksnyte-Alesiuni-
ene et al., 2021)

So, the main elements of marketing 
communications in tourism are adver-
tising, public relations, sales promotion 
and personal selling. In our opinion, the 
most effective means of marketing com-
munications in the field of tourism is ad-
vertising. It has a great potential impact 
on all other elements of this complex, 
as it can attract large masses of people. 
Public Relations is also a powerful tool 
and can sometimes have more influence 
on a potential customer than advertis-
ing, as it affects the consumer indirectly 
and creates more trust. Sales promotion 
is used mainly to stimulate demand, 
increase customer awareness of the of-
fered products, and create the necessary 
image. A special role is played by sales 

promotion during the introduction of a 
new tourist product to the market. The 
result of personal selling should not be 
underestimated. 

Companies in the tourism industry, 
which fully use the appropriate set of 
communications in their marketing ac-
tivities and take care of the company's 
image, will have competitive advantag-
es on the market. 

References
1.	 Gurzhii, N. M., & Trytenko, A. V. (2013.) 

Innovative technologies in the tourism 
industry. Sustainable development of the 
economy. 3. 221–224.

2.	 Drachuk, Yu. Z., & Dultseva, I. I. (2016). 
Directions for improving the development 
of tourism on the basis of innovative mar-
keting technologies. Economic Bulletin of 
Donbass. 1(43). 115–119.

3.	 Zhukovych, I. A. (2017). Innovations in 
tourism: main theoretical and practical as-
pects Science and science. 2(95). 69–81.

4.	 Kampov, N. S. et al. (2017). The role of in-
novations for the development of tourism. 
Scientific Bulletin of the Mukachiv State 
University. Ser. Economic Sciences. 23(18). 
246–255.

5.	 Kozhuhivska, R. B. (2009). Integrated mar-
keting communications and the Internet. 
Science and economics. 3(15). 185–189.

6.	 Kudla, N. E. (2011). Marketing of tourist 
services. Kyiv: Znannia. 351.

7.	 Lyubitseva, O. O. (2018). Methodology of 
development of tours. URL: http://tourlib.
net/books_ukr/lubiceva_mrt5.htm 

8.	 Martynov,  I. Yu. (2011). Peculiarities of 
tourism marketing in the sphere of rec-
reation and entertainment. URL:  http://
www.nbuv.gov.ua/portal/Soc_Gum/
Tiru/2011_31_1/Martinov.pdf 

9.	 Mosiyuk, S. I., Mosiyuk, I. P., Mosiyuk, V. I. 
(2019). Development of tourism business 
in Ukraine. Problems of innovative and in-



Marketing communications in the tourism business

Vol. 14, №3, 2022	 ISSN 2707-3823 | 75ЕКОНОМІКА І УПРАВЛІННЯ БІЗНЕСОМ

vestment development. 22. 43–50.
10.	Mosiiuk, S. I. (2021). Innovative marketing 

tools in the tourism industry. Bioeconomy 
and agrarian business. 12(3–4). 54–60.

11.	Mosiyuk, S. I., Mosiyuk, I. P., Mosiyuk, V. 
I. (2020). Tourism as a component of the 
national economy of Ukraine. Bioeconomy 
and agrarian business. 11(2). 66–71.

12.	National tour operator of Ukraine. URL: 
http://travelgroup.ua 

13.	Porter, M. E. (2004). Competitive strategy. 
Methods of analysis of industries and ac-
tivities of competitors. Basics. 390. 

14.	Rozhuk, Y.W. (2017). Features of the 
use of marketing communications in 
the industry of tourism. URL:  http://
www.vestnik-econom.mgu.od.ua/jour-
nal/2017/26-1-2017/23.pdf

15.	Sermuksnyte-Alesiuniene K., Si-
manaviciene Z., Bickauske D., Mosiiuk S., 
Belova I. (2021). Increasing the effective-
ness of food supply chain logistics through 

digital transformation. Independent Jour-
nal of Management & Production. N. 12(6). 
P. 677-701. DOI: https://doi.org/10.14807/
ijmp.v12i6.1748

16.	Smirnov, I. G., & Lyubitseva, O. O. (2019). 
Marketing of sustainable tourism: training. 
Manual. K.: Lira Publishing House. 256.

17.	Tour operator "Naftusia Tour". URL: http://
naftusia.com 

18.	Tourist activity in Ukraine for 2017. Sta-
tistical collection / Resp. for the release 
of O.O. Carmazine. K.: State Statistics Ser-
vice of Ukraine. URL: http://www.ukrstat.
gov.ua/druk/publicat/kat_u/2018/zb/05/
zb_td_2017.pdf.

19.	UNESCO WorldReport: Investingin Cul-
tural Diversity and Intercultural Dia-
logue. URL:  http://unesdoc.unesco.org/
images/0018/001847/184755e.pdf 

20.	 John Rockefeller: the best quotes and 
sayings of the first billionaire in history. 
URL:https://coma.in.ua/38706 

	 Мосіюк С. І.  (2022). 
	 МАРКЕТИНГОВІ КОМУНІКАЦІЇ В ТУРИСТИЧНОМУ БІЗНЕСІ. 

BIOECONOMY AND AGRARIAN BUSINESS, 13(2): 67-76.   
 https://doi 10.31548/economics13(3).2022.57-64
Анотація. В статті автором розкрито сутність маркетингових комунікацій в інду-

стрії гостинності, досліджено та охарактеризовано маркетингові комунікаційні інстру-
менти, які є актуальними в застосуванні щодо удосконалення взаємовідносин між учасни-
ками туристичного ринкового середовища. Ефективна діяльність підприємств індустрії 
туризму cпирається на врахування задоволення комплексу матеріальних, соціальних i ду-
ховних потреб споживачів, i використання інноваційних маркетингових комунікаційних ін-
струментів. Світові умови існування та конкурентоздатної бізнесової діяльності вимага-
ють використання інноваційних, ефективних маркетингових комунікаційних елементів, що 
і висвітлено в даній статті.

Методологічною основою для вирішення основних теоретичних і методологічних за-
вдань використовувалися прийоми теоретичного узагальнення, поєднання історичного та 
логічного, порівняльного, і структурно - функціонального підходу, а також для виокремлен-
ня економічної важливості індустрії туризму було взято методи аналізу та синтезу інфор-
мації, порівняльно-правовий метод, а також статистичний та економічного аналізу тощо. 

У статті проаналізовано фактори, які суттєво визначають конкурентоздатність 
туристичного підприємства на ринку послуг, та обґрунтовано необхідність застосування 
інноваційного маркетингового комунікаційного інструментарію задля ефективного взає-
мозв’язку із споживачами в ринковому туристичному середовищі. 
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В праці висвітлено і аргументовано, враховуючи виклики, які ставлять перед туристич-
ним бізнесом, ринкові вимоги, використання маркетингових комунікаційних елементів: ре-
клама; зв’язок з громадськістю; стимулювання збуту та підтримання іміджевої політики 
підприємства. Професійно підійшовши до маркетингової туристичної діяльності можна, 
застосувавши відповідні комунікативні інструменти, показати шляхи впливу на споживача 
туристичних послуг. 

Отже, створення ефективної системи маркетингових комунікацій у туристичний сфе-
рі дозволить сформувати позитивний імідж України на ринку туристичних послуг, що при-
зведе до інвестиційних надходжень у країну, зменшення безробіття тощо.

Ключові слова: індустрія гостинності; туризм; комунікації; реклама; збут; туристич-
ний продукт


