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Y cmammi po3pobsieHo iHghosoaio peastisayji
cmpameail  I[HmepHem-KoMyHikayjii Ha OCHOBI
BU3HaYEHHSI MPIOpUMEemHuUxX yinel MapKemuH-
20BUX KOMyHIKayit mypucmuyHux nionpuemcms
y mepexi I[HmepHem. Ypaxosyrodu yini IHmep-
Hem-KoMyHikayii, ix nocmaHosky ma peasisa-
yito, BU3Ha4YEHO BIOMIHHOCMI KOMYHIKAMUBHUX
rpoepam y mepexi IHmepHem ma Halbinbw
doyinibHi - KOMGIHauii  3acmocysaHHsi  3acobis
IHMepHemM-pexIaMmu  MypucCmMuUYHUMU  ionpu-
eMcmsamu. Ha oOcHoBi MexaHi3My peasizauil
cmpameaii  I[HmepHem-koMyHikayji  8UdiIeHO
ocob/ugocmi - IHmMepHem-kKoMyHikauii 'y cehepi
MapKemuHay mypucmu4Ho20 MidnMpuUEMCMBa.
BuoineHo emaru po3po6rieHHs1 KOMyHIKayitiHoi
cmpameaii MapKemuH2080i KOMYHIKauil mypuc-
MuYHO20 MidnpueMcmaa BUX00siHU 3 HEeobXio-
Hocmi no6ydosu HadiliHoi ma 4imko ¢hyHKYio-
HYrHOI cucmeMu KoMyHikayji. BudiieHo OCHOBHI
emariu, 3 sIKux ckiadaembcsi nobydosa cmpa-
meaii KomyHikayii 8 Mepexi IHmepHem, | Hal-
6i/1bLL PO3TOBCHOOXEHI Ui/l [HMepHem-KoMyHika-
yiti Ha MypuCMUYHOMY PUHKY.

KntouoBi cnoBa: mypucmuyHe niornpueMcmso,
KOMyHikayjisi, iHghosozis, IHmepHem-KoMyHika-
yisi, IHmepHem-peknama, KoMyHikayitiHa cmpa-
meeisi, MapKkemuHe.

B cmamse paspabomaHa uHghosoausi peasu-
3ayuu cmpameeuu  VIHMepHem-KOMMYHUKa-

Yuu Ha ocHose orpedesieHust MPUOPUMEMHbIX
yerneli MapKemuH208bIX KOMMYHUKayul mypu-
cmuyeckux npednpusimuli 8 cemu VIHmepHem.
Yqumblgasi yenu YIHmepHem-KoMMyHUKayuu,
UxX MocmaHoBKy U peasiu3ayuro, OrpedesieHbl
pas/u4us KOMMYHUKamUuBHbIX npozpamm
B cemu VHmepHem u Haubosiee yesecoo-
6pasHble KoMbuHayuu MpuMeHeHuUs1 cpedcms
VIHMepHem-pekiamMbl mypucmudeckumu nped-
npusmusiMu. Ha ocHoBe MexaHu3Ma peasiu3a-
yuu cmpameauu YIHMepHemM-KOMMyHUKayuu
BbIOe/IEHb!  OCOBEHHOCMU  VIHMEPHemM-KoM-
MyHUKayuu 8 cehepe MapkemuHaa mypucmu-
yecKoeo npednpusimusi. BbidesieHbl  amaribi
paspabomku KOMMYHUKayUoHHOU cmpameauu
MapKkemuH2080(0 KOMMYHUKayuu —mypucmu-
4ecKo2o peonpusimusi UCXodsi U3 Heobxo-
oumMocmu  NOCMPOEHUsT HaoexHoU U 4Yemko
hyHKUUOHUpYrowel cucmembl KOMMYHUKayUU.
BblOesieHbl OCHOBHbIE 3Mmarbl, U3 KOMOpPbIX
cocmoum ocmpoeHUe cmpameauu  KOMMY-
HuKayuu 8 cemu VIHmepHem, u HauGosee pac-
MpocCMpaHeHHbIE Yenu VIHMepHem-KoMmyHU-
Kayuti Ha mypucmuyeckom pbIHKe.

KnioueBble cnoBa: mypucmuyeckoe nped-
npusmue,  KOMMyHUKayus, — UHCbO/I02US,
VIHMepHem-KoMMyHUKayus, VIHmepHem-
peknama, KOMMYyHUKaUUOHHasi cmpameausi,
MapKemuHe.

In this article a infologi of implementing the strategy of Internet communication, based on priorities of marketing communications of tourist enterprises on
the Internet. Considering the purpose of Internet communications, their formulation and implementation, identified differences in communication programs
on the Internet and use the most appropriate combination of online advertising of tourist enterprises. On the basis of the mechanism of implementation of
the Internet communication strategy, features of Internet communication in the sphere of marketing of the tourist enterprise are highlighted. The stages of
development of the communication strategy of marketing communication of the tourist enterprise are determined on the basis of the necessity of building a
reliable and well-functioning communication system. Also highlighted the main stages, which consists in building a communication strategy on the Internet
and the most common goals of Internet communications in the tourist market. Identified communication tools and their relationships in the communication
set (target market, conjuncture, product life cycle, level of competition, financial constraints of the organization, industry specifics, etc.). It is established that
the strategic approach to marketing communication proceeds from the necessity of fully taking into account the strategy of marketing activity in tourism,
the principal properties of any marketing communication as a system and the peculiarities of its development, taking into account the conditions and goals
of the development of a particular tourist enterprise. Based on the goals of Internet communications, which are the starting point in the communication
strategy of the tourist enterprise, the differences of communication programs for tourism enterprises on the Internet are determined. It has been established
that in accordance with the goals of Internet communication, it is necessary to conduct a thorough segmentation of the target audience of the tourism mar-
ket, which is targeted communication. The final stage of implementation of the strategy of Internet communications of a tourist enterprise is determined.
The effectiveness of the relationship between the size of the advertising medium and the reaction of users has been established.

Key words: tourist enterprises, communication, infologi, Internet communication, Internet Advertising, communication strategy, marketing.

MoctaHoBKa npo6nemu. CBITOBI 3MiHN PUHKY
MapKETUHTY — XapaKTepu3ylTbCA  KapAWHa/IbHUMMN
3MiHaMW B MAapPKETWMHIOBI/ cTpaterii TYpUCTUYHUX
KOMNaHili. KOHKypeHLis 3myLLye KOMNaHii BUTpayartu
3YCUNSA He TiNbKN Ha CTBOPEHHS HOBUX YHIKa/IbHUX
TOBapiB Ta NOC/YT, a i Ha CTBOPEHHS YHIKa/TbHUX TexX-
HOJIOTIN 3 X NPOCyBaHHSA. AKTMBI3YETbLCS MOLLUYK EKO-
HOMIYHUX Ta edIeKTUBHUX CMOoCOo6IB ChifiKyBaHHA 3i
cnoxvBayamu, 6e3 po3pobneHHsA SKUX CTaBUTbLCA Nig,
3arpoasy iCHyBaHHS TYPUCTMYHOT KOMNaHii. MpuiAHATTA
PiLLIEHHS OO CTPYKTYPU MApPKETUHIOBUX KOMYHIKa-
Ui € HaBaX/MBILLOK NPO6GIEMO0 B Npoueci pos-
poGMeHHsT KOMYHiKaLiliHOi cTpaTterii TypUCTUYHOro
nignpuemcTsa Ta Of4HWM i3 TO/IOBHUX 3aBAaHb Nnna-
HyBaHHS1 MAapKeTMHIOBUX KOMYyHikauiii. CTpareris

MapKETUHIOBOI AiSANIbHOCTI TYPUCTUYHOT hipMn BUXO-
ONTb i3 HEOOXIAHOCTI NOCTAHOBKW Ljiel Ta NobyaoBu
MeXaHi3My (YHKLIOHYHOUYOI CUCTEMU BUKOPUCTAHHSA
IHTEpPHET-peKIamMm Ta KOMYHIKaL,ili.

AHani3 ocTaHHiX pocnigpkeHb i nyo6nikauii.
Barato HaykoBLjiB 3aliMatoTbCA PO3POOMEHHAM Ta
BMBYEHHAM cchepun po3BUTKY, peasizali Ta BUKopuc-
TaHHS |[HTEPHET-KOMYHIKaLIA Y MapKETUHIOBIN Aisi/ib-
HOCTI NigNPUEMCTB, 30KpemMa Lie NUTaHHS BUCBIT/IEHO
B pobotax k. Nlavixidpcpa [1], T.B. LeliHekiHa [2],
B.B. [Jepravosoi [3], B.M. 3annatuHcbkoro [4],
M. KacTtenbca [5], I 4. KoBanboga [6], M.[l. Mucka [7],
M.l. OpeLHNKOBOI [8] Ta iH. Y 3B’A3Ky 3i 3MiHamMun Map-
KETVHIOBMX CTpaTeriii NuTaHHA po3pob/ieHHA Mexa-
Hi3My peaniszauji cTparerii IHTepHeT-KOMyHiKaLil Ta
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IHOPACTPYKTYPA PUHKY

1T BUKOPUCTaHHA Ha OCHOBI BM3HAYEHHSA MpiopUTET-
HUX LiIel MapKeTMHIOBMX KOMYHIKauini TypucTuy-
HUX MIgNPUEMCTB Yy Mepexi IHTepHEeT Le HepocTar-
HbO BWCBIT/IEHI B OCBITHII1 i (paxoBili niTepartypi, Wo
CBijUMTb NPO aKTyaslIbHICTb TeMU, & OTXe, 3yMOBUO
BMOIp HaNpsAMYy AOC/IIKEHHS.

MoctaHoBKa 3aBAaHHA. MeTol CcTarTi € [ochi-
[KEHHST MPUHUMMIB BU3HAYEHHST Ta pPO3POOGSEHHS
Linewn, NPUAHATTA pILLEHHS LOAO CTPYKTYpPU Mapke-
TUHIOBMX KOMYHIiKaLili i peknamn B Mepexi I[HTepHeT
Ta X BUKOPUCTAHHSA B NPOLLECi PO3PO6IEHHS KOMYHI-
KaLiliHOi cTpaTerii TYpuCcTUYHOro NignpuemMcTBa.

Buknap ocHOBHOro marepiany p[ocnigKeHHs.
MMig, yac po3pobeHHs KOMYHIKaLiHOT cTpaTerii Typuc-
TUYHMX NIANPUEMCTB HEOOXIAHO BpaxoByBaTu GaraTto
YMHHKIKIB, SiKi BNMBAIOTb Ha B1OIp OpraHi3aLjieto komy-
HiKaLiHMX IHCTPYMEHTIB, Ta iX CNiBBiAHOLLEHHS B KOMY-
HikaujiiniHOMy Habopi (LiNIbOBUA PUHOK, KOH'KOHKTYpa,
XUTTEBUIA LMK NPOAYKTY, PiBEHb KOHKYPEHLl, chiHaH-
COBi 0OMEXEHHs1 opraHisadii, ranysesa cneyudika Ta
iH.). OTXe, NPUAHATTA PILLEHHS LWoAO CTPYKTYpY Map-
KETUHIOBUX KOMYHIKaUi € HalBavK/MBILLOK Npobse-
MO0 B MPOLECI PO3P06IEHHS KOMYHIKaLiHOI cTpaTerii
 OOHUM i3 TONOBHUX 3aBAaHb N1aHyBaHHSA MapKeTWH-
rOBMX KOMYHIKaLjiil y TYpUCTUYHOMY NiANPUEMCTBI.

Crpareria MapKeTUHIoBOI KOMYHiKaLii TYPUCTUYHOT
oipMK BUXOAUTb i3 HEOOXiAHOCTI NOOYA0BM HaAiNHOI Ta
YiTKO (PYHKLIOHYIOUOT CUCTEMM KOMYHiKaLji. BuginsaoTtb
Taki eTanu po3poosieHHs KOMYHIKaLinHOT cTpaTeril:

- BW3HAYEHHS METU Ta 3aBfaHb;

- BMOGIp cTparTeril;

- BUW3HAYEeHHS1 KOMMJIEKCY KOMYHiKauii i Moro
CTPYKTYpW;

- PpO3POO6MEHHS | 3aTBEPAKEHHST OHOIKETY KOMY-
HIKaTMBHMX 3aC00iB;

- aHani3 pesynbrariB KOMyHikauii [1].

Mporpama MapKeTUHIOBMX KOMYHIKaLiiA, BU3Hava-
€TbCA 3 ypaxyBaHHAM Lineli nianpnemcrea, Lo 3ase-
Xartb Bif, 11 3arasibHOI NOMITUKK.

Mpu UbOMY HaNGINbLL YAaCTO BUKOPUCTOBYBaHVMM
€ Taki uini:

- NiABWLEHHS BNacHOT NonysipHOCTI;

- CTBOPEHHS NEBHOTO MKy (TOYHICTb, LIBUAKICTD);

- 3MiLUHEHHS 3BUYHUX 3B’A3KIB i3 NOCTIAHUMM K/i-
EHTaMW;

- 306iNbLUEHHS Y1Ca CNoXMBaYiB, BiABOMNOBaHNX
Y KOHKYPEHTIB;

- 3a@/ly4YeHHs HOBUX KJIIEHTIB 3a [LOMNOMOroH
36iMbLLUEHHSA NOYaTKOBOIO NOMUTY;

- 36iNblEHHA HENPAMUM YMHOM eqeKTUBHOCTI
po60TY NepcoHasty TYPUCTUYHOTO MigNpUeEMCTBA.

OTxe, cTpaTeriyHuii nigxig A0 MapKeTUHroBOl
KOMYHiKauii BUXoAUTb i3 HEOOXiAHOCTI NOBHOIO ypa-
XyBaHHA caMoi cTpaTerii MapKeTUHIOBOT Ais/IbHOCTI
y Typu3mi, APUHLMMNOBMX BNacTMBOCTel Oyab-AKoi
MapKETMHIOBOIT KOMYHIKaLil Sk cuctemn Ta ocobnu-
BOCTe 1l pO3BUTKY 3 ypaxyBaHHSAM YMOB i Linei pos-
BUTKY KOHKPETHOro TYPUCTUYHOTO MiANPUEMCTBA.

vy Bunyck 31.2019

Ha Haluy oymKy, cnig, BAOKPEMUTN YOTUPU OCHOBHI
eranu, 3 AKMX cKnagaeTbca nobynosa cTparerii Komy-
Hikauii B Mepexi I[HTepHeT, a came:

- eTan po3po6rieHHsA KOHUEMLT KOMYHIKaTUBHOT
nporpamu T1a i N1aHyBaHHS;

- eTan npakTU4YHOT peanisauii KOMYHIKaTUBHOT
nporpamu;

- eTan BiACTeXeHHS NpoLecy peasisauii KOMyHi-
KaTMBHOI nporpamu,

- eTan OuiHKM eleKTUBHOCTI
KOMYHIKaLii B IHTepHeTi.

Ha eTani dpopMyBaHHA KOMYHIKATUBHOI KOHUEML,T
Ta njaHyBaHHA IHTEpHeT-KOMYyHiKalil npoBoaATLCSA
nonepefHe AOC/IKEHHA | NOCTaHOBKAa 3aBAaHb
KOMYHIKaTMBHOI nporpaMu TYPUCTUYHOTO NifNpueM-
CTBa, BUAINATLCA K/HOUOBI eTanu il NPOXOMKEHHS
i cnocobu peanizauji. Y KiHUEBOMY NiACyMKy nnaH
IHTEepHeT-KOMYHIKaLil TypUCTMYHOro nignpuemMcTBa
ONMUCYE BUAN BUKOPUCTOBYBAHUX KOMYHIKATUBHUX
3ac06iB, MiCLSI TX PO3MILLEHHS, TEPMIHM PO3MILLEHHS,
BapiaHTV Tapudikauii Ta nepenodayvysaHy edekTus-
HICTb KamnaHii [2].

Ha eTani thakTM4HOro 34jiiCHEHHST KOMYHIKaTUBHOI
KamnaHii TYpuCTUYHOrO nignpuemMcTsa BifdyBaeTbCA
CTBOPEHHS HEOOXigHUX iH(hopMaLiiHNX MaTepianis
(ausaiiHepcbke NPOEKTyBaHHSA Ta nporpaMHa peasii-
3auis), Npy LbOMy A/15 TPOBEAEHHS MaCLLUTAOHOI Kam-
naHii BUKOPUCTOBYETLCA He TiNbku IHTEPHET, a i 3MI,
30BHILLHA pekama, peksiama Ha pagio TOLLLO. 3ak/ioy-
HUM eTanom peanisaujii cTparerii IHTepHeT-KoOMyHiKaLit
TYPVCTUYHOIO NiANPUEMCTBA € aHani3 il pe3ynbrartis.

Ha nigctaBi onpautoBaHHS TEOPETUYHMX MNOSI0-
XEeHb Ta peasibHOi MNpakTUKW peastizalii cTparerii
[HTEpHET-KOMYHIKaLil TYpUCTUYHOrO MignpreMcTBa
HamMn MNPOMOHYETLCA MexaHi3m (iHdosoris) peani-
3auii cTparterii IHTEpHET-KOMYHIKaLiil, AKWiA cknaga-
€TbCA 3 Takux eTanis (puc. 1).

MepLumm KPoKOM y peanisauii ctparerii IHTepHeT-
KOMYHIKaLiT, 3rigHo i3 3anponoHOBaHO IH(OOoriEt,
€ (hopMy/t0BaHHA Lifeil KOMYHIKaTMBHOI nporpamMm
TYPUCTUYHOIO NiANPUEMCTBA.

Cepep, HaibinbL pO3NOBCHOMKEHMX UiNen IHTep-
HeT-KOMYHiKaLiA MOXyTb ByTK:

— NiATpMMKa npodax, CTUMY/IOBAHHS 30Ty,
36i/IbLUEHHS YaCTKM Ha TYPUCTUYHOMY PUHKY, ofep-
XXaHHSA NeBHOro NpUoYTKY;

— (bopmyBaHHA noTpebyn B TOBapi Yy LisIbOBOI
ayguTopi;

— dhopmyBaHHA Yy UiNbOBOI ayauTOpii MeBHOro
PiBHA 3HaHb MPO TYPNPOAYKT abo TypucTuyHe nia-
NPUEMCTBO;

— (hbopmyBaHHA [0BipW LiNbOBOT ayauTopii [o
TYpPNpoaykTy abo TypUCTUUYHOTIO NiANPUEMCTBA;

— (pOpMyBaHHA [0OPO3UY/IMBOrO CTaB/IEHHA [0
TYpPUCTUYHOT chipmu [3].

AHanI3yroun MOXIMBI Ui IHTEpPHET-KOMYHIKaLili
TYPVCTMUYHOTO MiANPUEMCTBA, MOXEMO LiATN BUCHOBKY,
LLIO BCHO IX CYKYMHICTb CNif, PO3NOAINTA Ha ABI rpynu:

MapKeTUHIoBOT



B EKOHOMIKA TA YIPABJIIHHA M AMPUEMCTBAMUN

1. ®opmynroBaHHs 1iel [HTepHET-KOMYHIKaIlii, BU3HAUYCHHSI OI0/DKETY Ta TEPMIHIB
IPOBE/ICHHS KaMIIaHii TypPUCTHYHOTO MiIPHEMCTBA

J L

2. BusHaueHHs IbOBOT ayAUTOPIi, HA IKY OpiEHTOBaHA [HTEepHET-KOMYHIKaIlis

- L

3. CermMeHTariis pecypciB [HTepHET Ta BUAUICHHS CEKTOPIB, 1[0 MAIOTh HAHOLIBIIHNIA
IEPETHH i3 LUIFOBOIO ayJAUTOPIEI0 HA TYPUCTUYHOMY PUHKY

J L

4. BusHaueHHs 3acoOiB IHTepHET-KOMYyHIKallii, ONTUMI3allid MDK aKTUBHUMH Ta
MAaCUBHUMH €JI€MEHTaMH KOMYHIKallii TypUCTUYHOTO MiAMPHEMCTBA

J L

5. TlpoektyBaHHs Ta po3poOyieHHS 3aco0iB I[HTepHET-KOMyHiKalii (CTBOpPEHHS
OaHepiB, MArOTOBKA PEKIAMHHUX PO3CUIIaHb)

- L

6. TlomepenmHst miarHOCTHKA CIPOEKTOBAaHOT IHTEpHET-KOMYHIKaIlil, TECTYBaHHS
KOMYHIKaLlIfHUX 3BepHEHb Ha IUIbOBIM aynuTOpii, aHami3 peakuii ayautopii Ha
KOMYHIKaIlii TYpUCTUYHOTO MiAPUEMCTBA

J L

7. Onrumizamiss HCTpYMEHTIB [HTepHeT-KOMyHIKalid 3 ypaxyBaHHSIM peakiii
ayaUTOPii TYpUCTUYHOTO PUHKY Ta BAPTOCTI OKPEMHX 3aC00IB KOMYHIKaIii

J L

TYPUCTUYHOTO HiIIPUEMCTBA

8. Anani3 pe3ynpTariB [HTepHET-KOMYHIKaLi Ta OLliHKA €(hEeKTUBHOCTI cTparerii

Puc. 1. IHchonoris peanisauii ctparerii IHTepHeT-KOMYHiKaLiii TYPUMCTUYHOrO NignNnpuemMcTBa

— [0 nepLloi rpynu cnif BigHECTW Ui, Nos’A3aHi
3 (hopmynitoBaHHAM MEBHOMO IMiAXY TYPUCTUYHOTO
nignprvemcTBa Ta oro NpoaykTiB (iMigKesi Lini);

— [0 Apyroi rpynu — uini, noB’a3aHi i3 3abe3neyex-
HAM Ta NiATPYMKOK NPOAaX TYpPnpoAyKTY KOMMaHii
(Lini NiTPUMKM NPOLAX).

Llini IHTepHeT-KOMYHiKaLji € BignpPaBHOK TOYKOH
B KOMYHIKaLiliHii cTpaTterii TypuMCTUYHOro mnignpw-
€EMCTBA, ajpke BOHW BM3HA4alOTb YCi iHWI napame-
TPU KOMYHIKaUiAHOI nporpamMu: LifIbOBY ayAuTopito,
3ac06u nowmpeHHs iHdopmadii, napametpu IHTep-
HeT-pecypciB, Ae po3milleHa iHdopMauis, GromkeT
KamnaHii.

Y Tabn. 1 npeactaBneHo BiAMIHHOCTI KOMYHi-
KaTvBHMX nNporpam AN TYPUCTUYHUX MiANPUEMCTB
y Mepexi |HTepHeT 3anexHo Big uineii IHTepHeT-
KOMYHIKaLiT.

BusHaumBwnCh i3 UinAMU [HTEPHET-KOMYHIKaLil,
HeoOXiAHO MPOBECTU pPETesibHY CerMeHTaujilo Libo-
BOI ayAuTopii TYPUCTUYHOTO PUHKY, Ha SAKY OPIEHTO-
BaHa KOMYHiKauis, NPy LUbOMY YiTKO BUAINNTA KOXEH
i3 BXX/IMBUX CETMEHTIB.

Micna BW3Ha4YeHHA UINbOBOI ayauTopil, Ha SKy
OpieHTOBaHa IHTEpPHEeT-KOMYHIKaLisi TYpPUCTUUYHOrO
nignpvemcTBa, HeobxigHO npocermeHTyBatn IHTEp-
HET-pecypc Ta BUAIMTU MeXi Halbinbloi naoLli
NnepeTuHy i3 LiNIbOBOK ayanTOpIELD.

HacTynHum Kpokom y npoueci peanisauii cTpa-
Terii  IHTEPHET-KOMYHIKaLA TYPUCTUYHOIO MiAnpuem-
CTBAa, 3rigHO i3 3anpOnoHOBaHOK iHADOIOTIEND, € BUOIP
KaHauliB NOLUMPEHHST iHdhopmauil B IHTEpHET-MepeXi.
Mig yac nobynoBu cTparterii MapKeTMHIOBUX KOMYHi-
KaLjin TYypUCTUYHOrO MigNpUEMCTBA B Mepexi IHTepHeT
0co6MMBY yBary HeoOXigHO MpuAINUTX BUOOPY OMTU-
MaUlbHOI KOMGIHaLi HOCITB kOMyHiKavii. Cnig, nigkpec-
NIATK, WO PO3POOBNEHHSA cTpaTerii IHTepHET-KOMYHIKaLlii
Npunyckae iHAMBIAYa/TbHUIA MigXih [0 KOXHOI Typuc-
TUYHOT KOMMNAHIi 3a/1eXHO Big, MapKETUHIOBOT NOMITUKN,
Linield, NONOXEHHS B rasty3i i iHLLIMX NapamMeTpiB.

Ha nigctasi XxapakTepuCTVKM OKpeMux 3acobiB
MapKeTUHIOBUX KOMYHIKaLii HaMy BM3HAYeHO Hali-
6inblW A0UibHI KOMGIHaLT 3acTocyBaHHA 3acob6iB
IHTEpHET-pekaMn  3a/1eXXHO  Bif, MapKeTUHrOBUX
uinei TypucTuyHoro nignpuemctaa (1abn. 2).

277




IHOPACTPYKTYPA PUHKY

Tabnuya 1

Oco6nuBocTi IHTEpHET-KOMYHIKaLill ANA TYPUCTUYHUX NiANPUEMCTB 3a/1€XXHO Bif, uinei

Llini IHTepHeT — KOMYHiKaw,il ImipxeBi Lini Llini nigTpyMku npoaax
OXOMN/IeHHss  MakCUMaJslbHOI  KiJIbKOCTI | 3a/lyYeHHS  MaKCUMaslbHOro — 4yucia
3aBpgaHHsA KamnaHii NpeAcTaBHMKIB  LiNIbOBOI  ayaMTOpil i3 | 3aujikaB/ieHnx BigBigyBadiB Ha caiT

3a/1aHOI0 YaCTOTO B paMKax GHOfKeTy

peknamMmofaBLs B paMKax GHIKeTy

XapaktepucTuku naowagkm (canty)

XaDaKTEDUCTAKA CAiiT KpeaTus, Benuknii po3mip 6aHepy, Bucoka | YitkicTb peknamHoTl npono3unLir,
P P y yacroTta nokasy BMCOKWIA BifiryK HOCISi peknamm
LliHa 3a/ly4yeHHs 3allikaB/1eHoro

IMiZX nowaaku, ae po3miweHi 6aHepu

BiZBiAyBaya Ha caiT peknamogasLs

Tabnuus 2

3aco0u IHTepHeT-peknaMm 3a/1eXXHO Bipf, UWinei i 3aBgaHb TYPUCTUUHOrO NignpuemcTaa

Lini i 3aBgaHHA

OCHOBHi 3aco6u IHTepHeT-peknaMu

CTBOPEHHS CPUATAIMBOTO IMIZKY

Www-pecypc, 6aHepu

3abesneyeHHa AOCTYNHOCTI iHhopmavii

pynu HOBWH, e-mail, www-pecypc

BuBefeHHA Ha PUHOK HOBOTO TOBapy

pynu HOBWH, e-mail, 6aHepu, www-pecypc

3as1y4yeHHs1 HOBUX K/TIEHTIB

e-mail, 6aHepu

36i/bLUEHHSA NPOAaX

Www-pecypc, 6aHepu

3aknouHnM eTanom peastisauii ctparerii IHTep-
HET-KOMYHiKaLjili TYpuUCTMYHOTO MiANPUMEMCTBA €
OLiHKa e)eKTMBHOCTI, BOHa MOXe NPOBOAUTUCH Ha
Pi3HUX PIBHAX:

— OujiHKa edpeKTUBHOCTI KOMYHIKATMBHOI NOAITUKN
B IHTepHeTi;

— OUjiHKa e(PEeKTUBHOCTI OKPEMUX KOMYHIKaTUBHMX
KamnaHiii B IHTepHeTi;

— OUiHKa eeKTUBHOCTI OKpeMux IHTepHeT-n/1o-
LWaaokK, 3afisHuX B IHTEpHET-KOMYHiKaLii;

— OuiHKa eeKTUBHOCTI OKPEMUX efleMeHTIB
IHTEpHET-KOMYHIKaL|il: HOCITB KOMYHiKaLii, KOHLEeMNL,ii
NoBiJOM/IEHb, MICLb PO3MILLEHHS TOLLO [5].

OuiHka eeKTUBHOCTI KOMYHIKaTUBHOI MNOAITUKK
TYPUCTUYHOIO NiANPUEMCTBA B IHTEPHETI Aonomarae
BM3HAYMTW MNPaBW/IbHICTL BUOpaHOI cTparerii IHTep-
HET-KOMYHIiKaLii Ta AOUiMbHICTb 3A4iMCHEHNX BUTpaT
Ha IHTepHeT-3axoaw, 41 4YOro BUTPAaTW Ha IHTepHeT-
KOMYHiKaLiT 3iCTaBAATLCS i3 CyMapHUM pe3y/ibTaToM.

OujiHka eqeKkTMBHOCTI OKPEMMX KaMMaHiil BU3Ha-
Yyae [OUiNbHICTb BKIa[EHb Yy [AaHy KamnaHito.
o6 3pobuTtun Ginbll 06’€KTVMBHI BUCHOBKWU, pe3ysib-
TaTu KaMnaHii 3icTaBNsaTLCA 3 pe3y/ibTaTaMu paHille
npoBeAeHNX KamnaHii.

Hackinbkn ecpekTmBHO 6yB pO3MNOAiIIEeHNI BIOLKET,
JornoMarae BU3HAUUTU OLHKa eqieKTUBHOCTI OKpe-
MUX |HTEpHEeT-M/I0Waa0K, A5 YOro MNOPIBHIOKTb
MOKa3HWKN AS151 KOXKHOI N10LWAAKN Ta OLiHIOTb TXHIi
BHECOK Y 3ara/ibHu1ii1 pesy/brar.

OuiHka ed)eKTMBHOCTI OKpeMUX HOCITB KOMYHiKa-
Uil gae ysABMEeHHSA NpoO eEKTMBHICTb Pi3HMX hopMm
nogaHHs iHchopmauyi B IHTepHeTi. Hanpuknag, 6ararto
[OCMiAHUKIB [HTEPHET-KOMYHiKaLii TYPUCTUYHMX Mif-
NPUEMCTB BiA3Ha4alTb, WO 4YUM OGinblie po3Mmip
peKNamMHOro Hocisl, TUM BifibLL MOMITHWI BiH KOPUCTY-
Bayam i, BiAnoBigHo, 6isbll echeKkTuBHUI [6].

B1UCHOBKM 3 NpOBeAEHOro AOCiAKEHHA. IHDO-
noris npouecy peanizauii ctparterii IHTEpHET-KOMYHI-
Kauil TYpUCTMYHOro nignpuemcTea mae BigbyBaTucs
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Ha OCHOBI BM3HAYEHHSA Linei IHTepHeT-KOMyHikawil.
Llini € BignpaBHOK TOYKOK B KOMYHiKaUiWHIA cTpa-
Terii, aj)xe BOHV BM3HAYalOTb YCi iHWI napameTpu
KOMYHIKaUiiHOT ~mporpamu: ULifIbOBY — ayauTopito,
3acobu nowmnpeHHst iHcbopMmadii, napameTpu IHTep-
HeT-pecypciB, e po3miweHa iHhopmauisa, 6roaxeT
KamnaHii TYpUCcTUYHOro NignpuemMcTaa.

OntMasibHe BUKOPUCTaHHA [HTepHeT-peknamu
TYPUCTMYHOTO MiANPMEMCTBA Ta NOCTaHOBKA Lineli
[atoTb 3MOry MigBULLMTL e(PEeKTUBHICTbL MapKeTUHIO-
BMX KOMYHiKauili y Mepexi IHTepHeT. MMig yac noby-
[0BV CcTpaTerii MapKeETUHIOBUX KOMYHIKaLl y Mepexi
IHTepHeT Heob6XiAHO o0co6nvBY yBary npuainuTu
BMOOPY ONTMMasibHOT KOMGiHaLLii HOCITB KOMYHIKaLLilA.

Hai6inblw [ouiIbHAMK  KOMBIHAUiAMK  3acTocCy-
BaHHSA 3ac006iB IHTEpPHET-peknaMu 3a/1eXxHo Big, Mmap-
KETMHIOBMX LiSIeA TYPUCTMYHOrO MNignpueMCTBa €
WWWw-pecypc, e-mail, 6aHepu, rpynm HOBUH.
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INFLOGIC ASPECTS OF IMPLEMENTATION
OF THE COMMUNICATION POLICY OF TOURISM ENTERPRISES

Formulation of the problem. World changes in the marketing market are characterized by radical changes
in the marketing strategy of travel companies. Competition makes the company spend its efforts not only on
the creation of new unique products and services, but also on the creation of unique technologies for their
advancement. The search for economic and effective ways of communicating with consumers, without which
development, is threatened by the existence of a travel company, is activated. Decision-making on the struc-
ture of marketing communications is a major problem in the process of developing a communication strategy
for a tourist enterprise and one of the main tasks of marketing communications planning.

Setting objectives. The purpose of the article is to study the principles of defining and developing goals;
decision making on the structure of marketing communications and advertising on the Internet and their use in
the process of developing a communication strategy for a tourist enterprise

Presentation of the main research material. In developing the communication strategy of tourist enter-
prises, many factors that influence the choice of organization of communication tools and their correlation in
the communication set (target market, conjuncture, product life cycle, level of competition, financial restrictions
of the organization, industry specifics, etc.) must be taken into account. Thus, the decision on the structure of
marketing communications is a major problem in the process of developing a communication strategy and one
of the main tasks of planning marketing communications in a tourist enterprise.

Internet communications goals are a starting point in the communication strategy of a travel company, since
they define all other parameters of the communication program - the target audience, means of disseminating
information, Internet resource parameters, where the information is placed, the campaign budget.
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Based on the characteristics of individual means of marketing communications, the most expedient combi-
nations of the use of Internet advertising tools are determined, depending on the marketing objectives of the
tourist enterprise.

An assessment of the effectiveness of the communicative policy of a tourist enterprise on the Internet helps
to determine the correctness of the chosen Internet communication strategy and the expediency of the costs
incurred for Internet activities, which results in the cost of Internet communications being matched to the over-
all result.

Evaluating the performance of individual campaigns determines the expediency of investing in this cam-
paign. To make more objective conclusions, campaign results are matched to the results of past campaigns.

How effectively the budget has been allocated helps to determine the effectiveness of individual Internet
sites, which compares the performance of each site and evaluates their contribution to the overall result.

Evaluating the effectiveness of individual media carriers gives an idea of the effectiveness of various forms
of information representation on the Internet. For example, many researchers in the Internet communications
of tourism companies say that the larger the size of the advertising medium, the more visible it to users, and,
accordingly, more effective.

Conclusions from the conducted research. Infology of the process of realization of the strategy of Inter-
net communication of a tourist enterprise should take place on the basis of the definition of the goals of Inter-
net communication. Goals are a starting point in the communication strategy, since they determine all other
parameters of the communication program - the target audience, means of disseminating information, the
parameters of the Internet resources, where the information is placed, the budget of the campaign of the tour-
ist enterprise.

The optimal use of Internet advertising for a tourist enterprise and the setting of goals can increase the
efficiency of marketing communications on the Internet. When constructing a strategy of marketing commu-
nications on the Internet, it is necessary to pay special attention to the choice of the optimal combination of
carriers of communications.

The most expedient combinations of the use of Internet advertising, depending on the marketing objectives
of the tourist enterprise are www-resource, e-mail, banners, newsgroups.
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