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Y cmammi po3Kpumo CymHicmb MapKemuHay
nocsya. Po327sHymo OCHOBHI  Xapakmepuc-
MUKU  MypucmuyHux rocsye, napamempu
oyiHKu X sikocmi. JocnioxeHo ocobsusocmi
MapKemuHeoB8oi Oisi/IbHOCMI MypuCMUYHUX Mio-
npuemcms, i iHcmpymeHmapil. BcmaHoaseHo,
wo B8 fpoyeci npuliHAMMSs MapKemuHa0BUX
pitueHb HEOBXIOHO BpaxosyBamu mMpuU YUHHUKU:
rnompebu crioxusada i lioeo iHmMepecu, iHmMe-
pecu nidnpuemcmsa ma cycriscmsa. ObrpyH-
mosaHo, WO MapkemuHe Bidobpaxae siKicmb
BIOHOCUH, 5IKY C/li0 BU3HaYUMU K/TOHYOBOK YMO-
BOK egheKmuBHO20 yrpas/iHHs dos20mpusa-
7UMU 38’3KaMu 3 kaieHmamu. MapkemuHeose
yripas/niHHA, WO BK/IIOYAE KOMIIEKC 3axo0is
opaaHi3ayitiHo-eKOHOMIYHO20, IHghopmayitiHo20
Xapakmepy, crnpsiMosaHuli Ha OOCsigHeHHsI
yined nionpuemMcmsa, W/SXOM 3acmocyBaHHsI
MapKemuHeoBUX MpuHyunis 8 ycix oeo mnio-
po3dinax. MapkemuHz mypucmuy4HUX rocsya €
cucmemoro 6e3repepsHOE0 y3200KEHHS MPorio-
HOBaHUX 10C/ye 3 roc/y2amu, siKi 30amHi Mak-
CUMa/IbHO 3abesnequmu rnompebu  KiieHmis,
wo npu3sede 00 MiOBUEHHST echekmuBHOCMI
Qisi/IbHOCMI NIOMPUEMCMB.

KntouoBi cnoBa: mapkemuHe, MapkemuH2
1oc/1y2, mypusMm, KJlieHm, MapkemuH208a Oisi/Tb-
HiCMb, YNpas/iHHs MapKemuHeoM.

B cmambe packpbima CywHOCmb MapKe-
muHza ycsye. PaccMOmpeHbl  OCHOBHbIE

Xapakmepucmuku mypucmuyeckux ycrye,
napamempbl OYeHKU UX Kayecmsa. Mccre-
dosaHbl  OCOBEHHOCMU  MapKemuHa080U
oesimenibHOCMU  MypuCmMuUYecKkux npeonpu-
smull, ee UHCMpyMeHmapul. YcmaHO0B/IEHO,
4mo 8 rpoyecce MPUHSIMUST MapKEMUH208bIX
peweHuli HeobXoO0UMO y4umbiBamb mpu
thakmopa: nompebHocmu rnompebumens u
€20 UHMepechbl, UHMepechl npeonpusmus
u obwecmsa. OB6OCHOBaHO, 4YMO Mapke-
MuH2 ompaxaem Kayecmso OmHOWeHUU,
Komopyto cnedyem onpedesiums K/4YesbiM
ycnosuem  aghghekmusHo20  ynpassieHusl
00/1208pPEMEHHbBIMU CBA3SIMU C K/IUEHMaMU.
MapkemuH2080e yrpas/nieHue, BK/oHaroujee
KOMMaeKkC Mep opaaHu3ayUuOHHO-9KOHOMU-
YecKkoz20, UHGHOPMAYUOHHO20 Xapakmepa,
Hanpas/ieHHbIll  Ha docmuxeHue yesnel
npednpusmus, MymeM [PUMEHeHUs Map-
KemuH208bIX MPUHYUNO8 B0 BCEX €20 M00-
pasoeneHusix. MapkemuHa mypucmu4ecKux
ycnye sigfisemcsi cucmemMol HenpepbiBHO20
coenacosaHus npeodsazaembix yciya ¢ ycy-
2aMu, Komopble CrNOCOBGHbI MakKCUMa/IbHO
obecneyums nompebHOCMU KUEHMOB8, Ymo
npusedem K NosbIWEHU 3¢hchekmusHOCmU
desimesibHOCMU NPeonpusimus.

KntoueBble cnoBa: mMapkemuHe, MapKemuHe
YCny2, mypusm, KIueHsm, MapkemuHaosasi des-
Mme/IbHOCMb, yrpas/ieHue MapKemuHaOoM.

The article describes the essence of service marketing as a complex system of organization, marketing processes, which is focused on meeting the needs
of specific consumers and achieving other goals based on the study, analysis and forecasting of the service market. The basic characteristics of tourist
services, which significantly influence the development of marketing programs of the enterprise, namely: intangibility, inseparability from the supplier or
environmental conditions, insecurity in time, heterogeneity (quality variability) are considered. The parameters of evaluation of quality of services that are
perceived by the clients are regarded. Quality of service is an important feature of the activity, as it is reflected in social and economic results, provides a
positive image. The peculiarities of marketing activity of tourist enterprises and its tools are investigated. The traditional formula «Four-P» contains four
marketing factors controlled for enterprise: product, price, place, promotion. Only with their help can be realization, and therefore - achievement of the goals
of the enterprise. For services, this model is complemented by three additional P: process, physical evidence, people. Established that in the process of
making marketing decisions it is necessary to consider three factors: the needs of the consumer and his interests, the interests of the enterprise and society.
Marketing is justified in reflecting the quality of the relationship, which should be the key to effectively managing long-term customer relationships is sub-
stantiated. Marketing management, which includes a set of measures of organizational-economic, information nature, aimed for achieving the goals of the
enterprise, by applying marketing principles in all its departments. The process of marketing activities at the enterprises of tourist industry implementation
should be carried out in stages: analysis of the market of services and internal capabilities of the enterprise, planning of marketing events, implementation of
a complex of marketing services, control of the marketing program. Service marketing is a system of continuous alignment of services offered with services
that are able to maximally meet the needs of customers, which will lead to increased efficiency of the enterprise.

Key words: marketing, services marketing, tourism, customer, marketing activities, management of marketing.

MoctaHoBKa npo6Gnemu. PUWHKOBI BIAHOCUMHM  OMIB. YNpaBniHCbKa Aif/IbHICTb Yy Cqiepi MapKeTUHry

B YKpaiHi CNPUYMHUAWM TANOOKI IHCTUTYLiAHI 3MiHN,
TICHO MOB’AA3aHi i3 CTBOPEHHAM Cy4acHOi PUHKOBOI
iHppacTpyKTypKu, nepebyaoBy €KOHOMIYHWUX BigHO-
CVH, OOBroTpMBasiiCTb TpaHcopMaUiiH1X NpoLecis
€KOHOMIKW, NOCWU/IEHHA BMNAUBY 30BHILLHIX YMHHUKIB
Ha OYHKLIOHYBaHHS Ta pe3y/bTaTUBHICTb AiSNIbHOCTI
NigNPVUEMCTB | opraHizauiii. 3a Takmx yMOB MUTaHHS
ajantauii nignpuemcTBa 40 HOBOI cuTyauji, a oTxe,
HOBOrO NiAXo4y A0 BUPILLEHHS 3aBAaHb, YMiHHA Mpu-
MMaTy 06r'pyHTOBaHI pPiLUEHHS € HAA3BMYaNHO 3HaYy-
WwyMn. B ymoBax puHKy ynpasnsti NignpueMCTBOM
Ha OCHOBI MonepegHix NPUHLMUMNIB HEMOX/INBO, TOMY
HeobxigHa nepeopieHTawis 11 4iASIbHOCTI Ha BUKOPUC-
TaHHA KOHLEenLii MapKeTUHIY K KOHUenLii pUHKOBOro
yrpas/iHHA, doinocodii i CyKynHOCTI NPakTUYHUX Npu-

B YMOBax Cy4yacCHOi HayKOBO-TEXHIYHOI peBotoLil
cTana 06’eKTMBHO 3aKOHOMIPHOIO.

AHani3 oOcTaHHIX AocnimkeHb i ny6nikauii.
CyuacHa npobnemartika MapKeTUHIY Noc/yr 3HaiLuia
BiJOOpaXKEHHA Yy HAYKOBUX Mpauax Takux YYeHuX, fK
A. Boiiuak, K. l'poHpoc, @. Kotnep, K. /laBnok, B. Masnb-
yeHKo, E. Mecoubka, /1. TkaveHko, O. LLikaHoBa Ta iHLLi.
OpHak JocnimKeHHs ony6nikoBaHWX pPoGIT ceigyarb
Npo BiACYTHICTb [AOCTATHLOTO BWCBIT/IEHHA MNPUHLY-
NMOBO BaX/IMBUX MUTaHb, NOB'A3aHKX i3 MapKETUHIOBOO
OISAbHICTIO NiANPUEMCTB TYPUCTUYHOT rasnysi.

MocTaHoBKa 3aBAAHHA. HVHI B pO3BUHYTUX Kpai-
Hax MapKeTWHr Po3rnsgaloTb SK edheKTUBHUIA IHCTPY-
MEHT PO3BUTKY EKOHOMIKN. BpaxoByrouu cyyacHi CBi-
TOBI TEHAEHLT PO3BUTKY TEOpii MapKeTUHTY, NOTPIGHO
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nornuénlBaTy BUBYEHHSA Ta BAOCKOHa/I0BATM 3aCTO-
CYyBaHHA KOHUEMNLUiT, MeToaonorii Ta TexHonorii map-
KETUHIY Nocnyr, 30Kpema B TYpU3Mi.

Buknag OCHOBHOro martepiasly AOCAiIKEeHHS.
Bigomo noHag 2000 aedoiHiuii mapkeTuHry. Lle nosic-
HIOETbCA TWM, WO MapkeTuHr € 6GaratonnaHoBUM
MOHATTAM, TOMY OAHWM 3ara/lbHUM BW3HAYEHHSAM
HEMOXJIMBO AaTW MOBHY KOMMIEKCHY OUIHKY. Kpim
TOro, PO3BUTOK AAHOrO MOHATTA MPOXOAMB B TICHIl
3a/1€XXHOCTI 3 XapaKTepoM PUHKOBMX BiHOCWH, CiB-
BiAHOLLEHHAM MNONWTY Ta NPONo3unujii Ha pyuHKy. B Hali-
6iNbLU NOLWMPEHNX TPAKTYBAHHSIX BiH pO3rnsgaeTbes
AK KOMMIEKC oYHKLi 36y TOBOI PUHKOBOT 4isiSIbHOCTI;
aHanis, nJaHyBaHHA, peanisauis Ta KOHTpPO/Nb 3a
BTI/IEHHSIM MapKETMHIOBMX PilleHb WOoA0 CUCTEMMU
MpPOCyBaHHA Ta PO3MNO0Aisly TOBapiB i NOCAyr; CTUb
MWUC/IEHHA NIANPUEMUA, WO BUXOAUTb 3 BU3HAHHA
NPIOPUTETHOCTI CMOXMBaya; PO3YMIHHA PUHKY, LWO
3a6e3neyyeTbCa CUCTEMOK MAapKeTUHIOBUX AOCNia-
XEHb; AMCUMMAIHA, WO OnNupaeTbCcsa Ha hyHOaMeH-
TanbHy inocodito Ta KOHUEHTPYETLCA Ha CMOXu-
Baui; 3a6e3neyeHHs CniBBiAHOWEHb 0OMIHY, a TakoX
iICHYIOUOI EKOHOMIYHOT cucTeMu; npouec 3b6asiaHcy-
BaHHSA NOMUTY i NPONO3WLLl.

B HaykoBiin niTepatypi BUAINATL N'ATb a/ibTepHa-
TUBHMX KOHLEMUji opraHizaLii MapKeTUHroBol Ajssib-
HOCTI: BAOCKOHa/IEHHS1 BUPOOHMLTBA; BAOCKOHA/IEHHS
TOBapy (Nocnyru); iHTeHcudikauii KoMepLiiHMX 3ycunb
abo 36yTy; YANCTOr0 MapPKETUHTY; COLias/IbHO-ETUYHOIO
(cyyacHoro) mapketuHry. My noginsiemMo AymKy Hay-
KOBLB, LLO HUHI KOHLEMNLiA coLia/lbHO-OPiEHTOBAHOro
abo coLjaNIbHO-EeTUYHOIO MAapKETUHTY, 3anporoHo-
BaHa . KoT/iepoM, € HaibinbLl NPOrpecrBHOLO LLIOAO

BMPOGHMKa, croxuBada i cycninbcTea. [JaHa KoHuen-
L nepegbavae BUSABMEHHA MOTpeb cnoxueBayiB Ta
X 3a[10BOMIEHHSI Ha GaxaHOMY pPiBHi 3 OfHOYACHUM
36epeXxeHHAM Ta NigBULLEHHAM f06poOYyTY OKPEMOro
crnoXwuBaya i cycninbcTea B Uinomy [1].

OCHOBHMMM NoOCTynatamy abo npuHUMNaMm map-
KETUHrY €: «Jlule 3a40BO/bHAIUM NOTPEOU CNOXK-
Bauva, dpipMa 3a10BOJIbHSIE CBOI NOTPE6U» Ta «J1H06iTb
KnieHTa, a He cebe» [2, c. 20-21].

3 BMKOPUCTaHHAM Teopii MoJetoBaHHs 3a Kopao-
HOM By/sin po3po6neHi i OTpMMaIM PO3MNOBCHOAKEHHS
Jekinbka 6a30BUX Mofenei MapKeTUHTy MOCAYT.
Mopgenb MapKkeTuHry nocnyr, po3pobneHa i npej-
ctasnieHa [. PatmensioMm, ctana OfHIi€0 3 nepLumx
cnpo6 pos3noainy yHKLii MapKeTUHIy Ha ABa OCHO-
BHi 6110kM — BUPOGHMYMIA | HEBUPOBHUUKIA. Cchepa
NOCNyr sIKk HEBMPOOGHWYMIA CEKTOP EKOHOMIkM cTana
BrepLUe po3rnsa4aTnch B AKOCTI 06’ekTa i HOBOT (OYHK-
uii MapkeTuHry [3, c. 70] (puc. 1).

MapkeTuHr nocayr — e npowec po3pobku, npocy-
BaHHA Ta peanisauii nocnyr, opieHTOBaHMI Ha BUAB-
NeHHs cneyudiiyHMx NoTpeb KieHTiB. BiH noknuka-
HWUIA JOMOMOTTHM K/TiEHTAM OLHUTW MOC/YT CEpBICHOT
opraHizauji Ta 3pobuTK NpaBuIbHUIA BMGIp [4, c. 13].
Takox MapkeTuHr y cdpepi nocnyr posrnagatotb Sk
BMBYEHHS KOMMJIEKCHOI CUCTEMU OpraHizauii, map-
KETMHIOBMX MPOLECIB, SIKE OpiEHTOBaHe Ha 3a40BO-
NEeHHA NOTPe6 KOHKPETHMUX CNOXMBAYIB | JOCATHEHHS
iHLIMX Uineii Ha OCHOBi BMBYEHHS, aHasi3y i NporHo-
3yBaHHSA pUHKY nocnyr [5]. [HWi BBaXXarTb MapkeTuHr
noc/ayr KepoBaHVM CoLia/IbHUM NpoLecoMm, 3a Aono-
MOrOI0 SIKOro iHAMBIAYYM | Tpyny NtoAen MOXyTb Npu-
hbaru Te, 4yoro noTpeodyoTh [6, c. 31].

OO0k BIacTUBOCTEN Brus
MOCIIYT TPH 1X BHpOGHALTEO < Ha OpraHi3ario i
BHUPOOHUIITBI i npono3uis nocyr BUPOOHUIITBO MOCITYT
A A
HesigainbHICTE
oCayr BiZl ix (I)OpMyBaHHH KaHaJIB
BUPOOHUKA Bsaemonis HPOIO3ULIT HOCITyT
13 CIIOKUBa4YeM
MOCITYT
E%naCTI/IBOCTi Hocnyr] CroXvBaHH ITOCITYT [MapKeTI/IHF nocnyr]
\ Bzaemonis /
- 13 BUPOOHUKOM -
He3sbepexenictb nociyr dopmyBaHHS TOMUTY 1
HOCITYT BIUIMB Ha CHIOKMBaHHS
HasBHicTs OTpEeOH
Y 1 MOMUTY HAa HOCITYTH A
KopucHicts nociyr P BusnauenHs notped

JUIA CIIOJKHMBada

1 IOMUTY HA MOCIYTH

Puc. 1. CyuacHe npeactaB/ieHHA mogeni MapkeTunry nocnyr . Patmenna
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OCHOBHI pUC/ TYPUCTUYHMX MOCYT MOXHa 3BECTU
[10 YOTUPBLOX XapaKTEPUCTHK, SKi 3HAUHOIO MiPOI0 BM/IN-
BatOTb Ha PO3POOKY MapKETUHIOBUX Nporpam, a came:

1. HemartepianbHIiCTb — MOC/YIX iCHYIOTb J/iMLLE B
npoLeci X HagaHHA Ta crnoXuBaHHA. OCHOBHI Map-
KETUHIOBI Aji MaloTb B6yTW CNpAMOBaHi Ha HeooXia-
HICTb 3p06MTW NOC/YrU BiAYYTHUMM, NOKa3aTu nepe-
Barn KOPUCTYBaHHSA HAMUW 15 3a40BOSIEHHS BNACHWX
notpeo.

2. HeBigainbHICTb Big noctavanibHMKa abo HaBKO-
JMLWLHIX YMOB — HafaHHA nocnyru nepegbadae nps-
MWIA KOHTaKT 3 0co60t0, WO Hagae nocnyru, abo 3
npeacTaBHUKOM opraHisadlii.

3. He3bepexeHicTb y Yaci — HafaHHs i CNoXnBaHHS
NoC/yr 3AiNCHIETLCA OQHOYACHO, TOMY HEMOX/IMBO
CTBOpIOBATHU iX 3anac.

4. HeopgHopigHIiCTb (HENOCTIMHICTL  SIKOCTI) —
Nnocnyru € HectaHAapTHUMU Ta Pi3HOMaHITHUMK. Tak
SK MOCNyrn NoB’s3aHi 3 NAbMU, WO iX 3a6e3nevy-
I0Tb, MOXHa CTBEPAKYBATK, L0 BOHW MarTb LUNPO-
KWl pianasoH SKOCTi cnpuiiMaHHs. MocTtavyanbHUKu
nocsyr He OAHaKOBOK Mipol 34i6HI, MatTb pi3-
HWUIA NPOMECINHWI PiIBEHb 3HAHb, YMiHb, HAaBUYOK, a
TaKOX MO-Pi3HOMY CTaB/ATLCA A0 BMKOHAHHSA CBOIX
060B’A3KIB NPV HagaHHi nocnyr. 3abe3ne4ynTn BUCOKY
AKICTb MOC/YrM 3HAYHO CKNafgHile, HixX BMPOOUTK
KOHKpETHWIA sikicHmiA ToBap [7, c. 16-18].

[ns pocsirHeHHst uineli cy6’ekTiB MapKETUHIOBOI
[iSNbHOCTI BUKOPUCTOBYETLCS CneundivyHuniA iHCTpy-
MEHTapili MapKeTWHIy, OCHOBY SIKOTO CTaHOBWUTb Tak
3BaHUiA KOMM/IEKC MapKeTUHry. TpaauvuiiHa dopmyna
«4OTMPLOX P» MICTUTb YOTMPW KOHTPO/ILOBAHUX AN
nignpuemcTea hakTopu MapKETUHIY: ToBap, LiHa,
KaHa/IM PO3MNOBCIOMKEHHS N €NeMEHTM KOMYHiKauil
(product, price, place, promotion). Tisibkn 3a X [ono-
MOrOH0 MOXe BiibyBaTnCs peasisaujisi, a 0Txe — AoCsr-
HeHHs uinen nignpuemctsaa. LWoao nocnyr us mogens
[OMOBHIOETLCA TpbOMa gogatkosBumn P: npouec,
MaTtepiasibHe cepegosulle, noan (process, physical
evidence, people) [5, c. 17]. Tak Ak BUPOBGHULTBO
nocnyr € 6e3nepepBHUM MPOLIECOM, SIKUIA HE MOXHa
posipBatu Ha cTafil, CTBOPMBLUKX 3anac, B KOMIMIEKC
MapKETUHIYy NOC/yr AOAAETLCA TaKWil IHCTPYMEHT, SK
npouec, Wo 06’egHye BU3HAYEHWIT HAbIp onepauii, ki
BeAlyTb 10 CTBOPEHHS KiHLLeBoro pesynsraty. MNpouec
HafaHHSA NOCNyr He MOxe 3filicHioBaTuca 6e3 6e3-
nocepeaHbol ChiJIbHOT y4YacTi BUPOOGHMKA | K/iEHTa.
B pe3synbTarti B oKpemuii iIHCTPYMEHT MapKeTUHTY BUAj-
NATLCA NI0AW, Bif, SKUX 3aU1€XNUTb KIHLEBUIA pesysb-
Tar gisfbHOCTI. MaTepiasibHe cepefoBuLLE BK/TIOYaE B
cebe hipMoBWiA CTW/b, HAsIBHICTb HEOOXIAHOIO ycTaT-

KyBaHHS, MPUMILLLEHb, CyYacHWUX TEXHONOT I, KOMYHiKa-
LA, OXOPOHU Ta iH. Ix BiACYTHICTb HEraTMBHO Nno3Ha-
YyaeTbCA Ha IMigKi NignpuemcTBa.

Mpouec ynpasniHHA MapKETUHIOM — PO3P061eHNT
NOCiAOBHWI KOMNIEKC MapKETUHIOBUX filA, CpsiMo-
BaHUX Ha peanisauild MapKeTUHroBux (PyHKUin Ta
NPUHUUNIB, Y pe3ynbraTi AKMX MatoTb OYyTU BUSABNEHI
i 3300BOJIEHI NOTPEOUN CrNOXMBaYiB, a MiANPUEMCTBO
NMOBUHHE OTpUMAaTK OYiKyBaHWin pesynetar [2, c. 30].
Mpouec BNpoOBaKEHHA MapPKETUHrOBOI AisSIbHOCTI
TYPUCTUYHUX MNIANPUEMCTB NMOBUHEH 34iCHIOBATHCS
noetanHo (puc. 2).

Ha | eTani 3giliCHIOETLCA aHasi3 CTaHy PUHKY TypuC-
TUYHWUX NOCAYT Ta BUABMEHHS MOro XapakTepHUX TeH-
OeHUiii. Cnig 3a3HaunTK, WO SKICTb 06CNYroByBaHHS
€ BaXX/IMBOIO XapaKTepUCTUKOK AiSNIbHOCTI, OCKINIbKM
3HaXOAUTb BUPAXKEHHSA Y COLLia/IbHUX Ta EKOHOMIYHUX
pesynbratax, 3abe3nevye no3vTUBHUIA iMigK. MNepe-
BaXKHa OiNbLIICTb CKNafoBUX SAKOCTI MOCAYr CTOCy-
€TbCs1 POOOTM MepcoHasy. AKICTb MOocAyrn Ta ysara
[0 BMMOT KOXHOTO K/TiEHTa — HEBI'EMHI.

B. 3entxamnb, A. [MapacypamaH i J1. beppi
[8, c. 840] 3a LONOMOroK METOAMKUN OLLIHKM SKOCTI, LLIO
cnpuiiMaeTbCs KTiIEHTOM, PO3p06yaIn Mogenb SAKOCTI,
sKa BKNKOYae N'ATb NapameTpiB:

— OCSKHICTb CKNnagoBux — ocobnuea ysara npugi-
NSAETbCA yCTaTKyBaHHIO, /10AsIM Ta 3aco6aM KOMYHi-
Kauji;

— HafiHICTb — 34aTHICTb BUPOGHUKA NOCNYr CTpK-
MyBaTK OGIUSHKM Ta HagaeaTu MOCAyry y Bignosig-
HOCTi 3 IOMOB/IEHICTIO;

— ONepaTtuBHICTb — FOTOBHICTb BUPOOHMKA A0M0-
MOFTU K/TIEHTY Ta LWBMAKO HAAATV NOCAyru;

— yBara — Lie 3HaHHs, BBIUMBICTb i penyTauisa nep-
COHasty BUPOGHUKA NOCNyT;

— cniBnepexnBaHHA — 34aTHICTb NocTaBuTK cebe
Ha MicLie IHLIOro, NPOSBUTK TYp6OTY, NPUAIINTY yBary
KOXXHOMY KMIEHTY.

Ha ubomy eTani BMBYatoTbCS DaKTOpPN MapKETUH-
roBoro cepefioBullia Ta OLiHKa iX BNAWBY Ha Ajisfb-
HiCTb. llicns uUbOro BiAGYyBaeTbCA nNpouec Haaro-
[DKEHHS CUCTEMU MAapPKETMHIOBMX [OOCAIMKEHb Ta
iHpopmauii. 3aBAaHHAM L€l CUCTEMM B/IACHE € CUC-
TemMaTunyHa oLiHKa haKTopiB MapPKETMHIOBOIO cepeao-
BULLA, NepefbavyeHHs AMHaMiKM BNAMBY UMX hakTo-
piB Ha AiSNbHICTb NiANPUEMCTBA, NOBEAIHKY KNIEHTIB
Ta BMPOONIEHHS MAPKETMHIOBOI MOAITVKM BigMNoBIAHO
[0 BMBYEHNX hakTopiB. [JaHuwii eTan € BUpiLLa/IbHUM,
OCKiNIbkW caMe BiH BU3Ha4ae BCi nogasibLui Aji.

Ha Il eTani 34ilicHIOETbCA MapkeTMHroBe nna-
HyBaHHS, TOOTO /iOfiYHA MOCAIAOBHICTL Aiil, SKi

AHari3 puHKY [TnanyBanHs
TYPUCTHYHHX —» MapKETHHIOBUX
oCIyT 3aX0/iB

Peanizanis KonTpons
—»  KOMIUIEKCY [—%» MapKETUHIOBOI
MapKETUHTY porpamu

Puc. 2. Mpouec ynpaBniHHA MapKeTUHIOM NOC/yr B TypPU3Mmi
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3abe3nevyoTb AOCATHEHHS BCTAHOBMEHUX Mapke-
TUHIOBUX LiifIei WoA0 PO3BUTKY Ta YAOCKOHANEHHS
TYpUCTMUYHUX nocnyr. Kpim Toro, naaHyBaHHs Map-
KETUHIOBUX 3axO0fiB Aa€ MOXMBICTb NpaBWbHO
BUKOpUCTaTU HasBHi hiHAHCOBI pecypcu, Bpaxy-
Batu noTpebun Li/IbOBUX KJTIEHTIB, OLiHUTU CWU/bHI
Ta cnabki CTOPOHW AifANbHOCTI. B 3aranbHomy
BUrNS4i B HbOMY BKa3yeTbCS META, AKY NaHyeTbCs
[OCArTH, WO, KoM Ta SKMMK cneuianictamu byae
3po6neHo. Mpu nnaHyBaHHI MapKeTUHIOBOI AisiNb-
HOCTi HeoOXiAHO BpaxoByBaTU TakoX 0COGAMBOCTI
npouecy HafaHHA nocnyr Ta BUAINATU OKpemi
eTanu B iX po3pobu.

[l etan BkMtO4ae: BUOIP METOAIB MNOLUMPEHHSA
TYPUCTUYHUX MOCAYr, TOGTO 3ab6e3neyeHHs TXHbOI
JOCTYMHOCTI  ANS  Ui/IbOBUX ayguTopili; po3pobky
KOMM/IEKCY CTUMYIOBAHHA MOCAYr (MapKeTUHrOBMX
KOMYHiKaLiin), a came peknamu, nponaraHgu, no3su-
TMBHOI TPOMaACbKOi AymKW; nigdip cneuianicTis,
po3MoAin Ta nepeposnoAin 060B'A3KIB, HaBYaHHSA,
IHCTPYKTaX, yCTaTKyBaHHs pobounx Micub cneujanic-
TiB. LLogo KOHKpeTHWX fjil Ta 3axofiB — ue eAvHWuiA
peanbHO AjlioBuUiA eTan mMapkeTuHry. Came TOMy He
NOTPIGHO HEXTYBATM NONEpPeaHIMU eTanamu i 3BO4MTH
MapKeTVHI Nuwe [0 MPUAHATTSA Ta peanisauii KOH-
KPETHUX pPillieHb — PO3POBKM KOMMNAEKCY MaPKETUHTY.
EeKTMBHICTb MapKETMHIOBMX 3aX0fiB 3a/1€XUTb Bif
[BOX NonepeaHix eTanis npouecy ynpaeniHHA Mapke-
TUHroM. CyTTeBa BiAMIHHICTb LbOro etany Big none-
peaHix nonsdrae B TOMy, WO BiH nepefbavae He fve
BMPOOBNEHHS KOHKPETHMX pilleHb, & MPakTUYHy peai-
3auil0 po3pobs1eHnx 3axogiB.

3ak/Ilo4HMM eTanoM € KOHTPOsib, TO6TO npouec
BM3HAYEHHS, OLHKKN Ta IHpOopMYyBaHHS LWOAO Bigno-
BiIHOCTIi peasibHOro ctaHy AissNIbHOCTI TYPUCTUUYHOIO
nignpMeMcTBa BCTAHOBAEHUM HopmaMm. KOHTposib
MapKeTUHroBOI nporpamun nepegbavae aHanis map-
KETUHIOBUX 3ax0fiB (BUSABNSAE PakTUYHI MOKA3HUKN),
CMiBCTaBNEHHA 3 nMnaHoBMMU (BU3HA4Yae BioXu-
NeHHS), KOpUryBaHHs BiaxuieHb. MpUYMHOIO HeBIA-
MOBIAHOCTI peasibHUX MOKAa3HWKIB i3 O4iKkyBaHUMU
MOXe OyTW HeAoCTaTHS MapKeTWHroBa iHopmalis
ab0o HeaflekBaTHI MapKeTUHIOBI Al WoAao uiei iHdop-
MaLiii. IcHye ABa OCHOBHUX BUAW CUCTEM KOHTPOSIO:
CUCTEMU CTpaTeriyHoro KOHTPOsIH0, Lo BiAcCNigKOBY-
I0Tb CTaH 30BHILLHBLOrO cepeaoBuLLa NigNPUEMCTBA,
LiNbOBI ayaAnTOpIl, CU/bHI Ta cnabki CTOPOHU Aisfb-
HOCTI Ta T MepcneKkTUBHI NOKa3HWKU; CUCTEMUN Tak-
TWYHOIO KOHTPOJIIO, WO CAIAKYIOTh 38 KOXKHOAEHHOK
po60TO0 3 METOK YTOYHEHHS MOTOYHUX MapKeTUH-
rOBMX 3yCUSb.

BUCHOBKU 3 NpoBeAEeHOro focnigkeHHsA. Map-
KEeTUHroBa JAisiNIbHICTb NiANPUEMCTB  TYPUCTUYHOI
ranysi nepenbayae yB'A3Ky CBOIX BHYTPILLHIX MOX-
nuBocTeli i3 hakTMYHMMK noTpebamMmn puHKyY, BUSB-
NIEHHS 3anuTiB peasTbHUX | NOTEHLIAHWUX KNIEHTIB,
opraHisauito gocnifkeHb Ta po3poboK LWo[o yao-
CKOHaNEeHHS TYPUCTUYHUX NOCAYT ANA HalledekTnB-
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HiLLOro 3a/0BOJIEHHA NonuTy. Bee ynpaBniHHA map-
KETMHIOBOH AiS/IbHICTIO MOBMHHO BYTK OpraHizoBaHo
Takum YMHOM, W06 OPIEHTYBATUCH HA K/iEHTa | ByTK
pa3oM 3 TUM OpraHi3auiiHo edpeKkTMBHUM. Ha OCHOBI
OBOX NOHATbL — cpisiocodois, WO OPIEHTYETLCA Ha
crnoxmBaya, Ta e(PeKkTUBHWIA MEHEIKMEHT — | Byae
3pi/icHIOBaTCA MapKeTMHroBa AisifibHicTb. Mapke-
TUHIOBI Ail c/ig 3acToCcOBYBaTu KOMIMIEKCHO, Tak
AK ycnix 3abe3neyyeTbCca Nule BCIEH CYKYMHICTIO
3aco06iB MapKeTuHry, WO NoB’sA3aHi MiX cobokw Ta
[LOMOBHIOKTL OAWH OAHOTO.
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FEATURES OF MARKETING AT THE ENTERPRISES OF TOURISM INDUSTRY

The purpose of the article. Today tourist services play an increasingly important role in people's life and
economic activity. In current conditions market development, the use of marketing technology for tourist enter-
prise is mandatory.

Elements social-ethical marketing that contribute to the promotion social responsibility and ethics of the
enterprise, is a key factor in shaping its image, beyond which effective activity in the services market is usually
impossible. In marketing theory is dominated by commodity market research, and therefore there is a need
to revise the existing marketing paradigm in favor of the dominant role of services in social and economic life.

Methodology. Research on service marketing as a process of development, promotion and realization of
services, focused on identifying and meeting customer needs; in-depth study and refinement of conceptual
approaches to the use of marketing technologies in the tourism industry.

Results. Services marketing is a system of studying the market services, comprehensive impact on the
customer, his inquiries in order to provide the highest quality of service and receiving profit the enterprise.
In modern conditions the main task of the marketing concept is the integrating process the efforts of the enter-
prise to realize the general purpose of its activities, which should not be aimed at solving internal problems, but
should focus on providing services within its competence, in which customers are interested.

In the system of marketing activity of the tourist enterprise is important the marketing environment (set of
factors at the macro— and micro-levels), which includes certain conditions of activity that must be taken into
account managing and developing a development strategy. It is important to coordinate actions within the
enterprise (microenvironment) with the conditions of the macroenvironment (demographic, economic, environ-
mental, scientific-technical, political-legal, socio-cultural factors).

When creating a marketing program, the enterprises of tourism industry must take into account four char-
acteristics of services: insensitivity, inseparability, volatility, short-lived.

The marketing complex of services in tourism has specific features compared to the marketing of tangible
goods. A special role is given to the staff who work directly with the client. On his skills, behavior, competence,
courtesy depends on whether the customer will buy the service, whether he will be satisfied with its quality.
A comprehensive process approach must be ensured for all activities.

Management of tourist services marketing is defined as activities related to the planning, organization,
coordination, control and promotion of measures to intensify the process of demand generation for services
and increase the profits of enterprises.

Practical implications. Marketing allows to regulate production and sale of tourist services in the long run,
to adapt to changes in the market, to adjust their actions according to the influence of the dynamics the envi-
ronment, to refine the assortment on the basis life cycle research of services, to facilitate the development of
new types. The use of appropriate marketing tools will increase the efficiency of tourism industry.

Valueloriginality. In our work, we considered an issue of marketing at the enterprises of tourism industry.
Further research needs to improve management of tourist services marketing while identifying communicative
goals in the study of motivations and relationships between the enterprise and the subjects of the marketing
system.
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