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Formulation of the problem. The rapid development of tourism in the world, the emergence of an
increasing number of such tourism products have led to increased competition, prompting the search for new
ways to attract tourists. One of the methods of effective development of the tourism industry is the use of
Internet marketing technologies, in particular branding as a process of formation and promotion of the
tourism product. Relevance is also determined by the increasing value of the brand in the structure of
consumer value, which necessitates an increase in the effectiveness of brand management.

Such an active position of the brand in the modern market, the position of the brand as one of the
leading tools of marketing management and development of market relations, creates an objective need to
deepen and expand the study of Internet marketing technologies in brand management in the markets.

Analysis of recent researches and publications. The works by Ukrainian and foreign scientists are
devoted to theoretical scientific heritage and heritage in matters of theoretical foundations and practical
recommendations for brand management: D. Aaker, O. Gromov and others. In particular V. Smilianets,
M. Porter, and L. Shulgin investigate the existing features of branding and reveal the main differences in
branding strategies. Much attention has been paid to the development of the theory and practice of marketing
Internet brand management technologies in Ukraine in the works by L. Zaburanna, I. Melnyk,
O. Muzychenko-Kozlovska and others.

Selection previously unresolved parts of a common problem. However, the analysis of literary
sources showed the lack of a unified approach to the formation of a complex of Internet marketing
technologies for brand management in the tourist market. The problems identified and determined the choice
and focus of the research topic.

The purpose of the article. The main purpose of this work is to research the theoretical foundations
and to develop on their basis the key practical provisions on the process of forming a complex of marketing
Internet technologies for brand management in the tourism market in order to increase the effectiveness of
the marketing strategy of the tourism company and ensure its profitability.

The main material. The concept of the brand is fundamental in modern marketing and in many
respects crucial for the work of modern companies. If we talk about modern companies, the problem of
consumer perception of the product, a qualitative analysis of its properties and characteristics in the process
of purchase and consumption are of fundamental nature for the way to promote it, to implement appropriate
marketing and production plans and strategies.

The reasons for the change in brand necessity are mainly related to the cycles of economic
development, the processes that are taking place in the economy, in particular, with the globalization of
business, the expansion of the markets of activity, the concentration of competition, the development of STP
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By function, the brand is a multilateral category. In order to fully understand the content of a brand in
a changing market economy, it is important to highlight its key functions:

informative is, first and foremost, a differentiation strategy; it is the brand that allows the consumer to
clearly understand the main values of the company, to show the consumer information about the exclusivity
of goods, tangible and intangible benefits, thereby, positioning a product in a particular market;

prestigious — is the authority of the product, the pledge of quality, customer satisfaction, the image of
the company;

economic is the added value of the company and its shares with the help of the brand, excess value in
the price of the product, customer satisfaction; a powerful brand is a means of investing in marketing, the
payback of which is demand growth, which maximizes scale;

the barrier is the defense against duplication and copying, the improvement of product positions of
substitutes, obstacles in the process of competitors entering the market, the formation of emotional and
useful motives for repeat purchases and repeat buyers. The very existence of a permanent, tolerant audience
is the key to a sustainable strategic development of the company [1, p. 126].

Adherence to the above branding functions allows companies to achieve the following results [2,
p. 185]: to maintain the planned sales volumes of goods in a competitive market and to carry out on it a long-
term program for the formation and consolidation of the image of the product / service in the clients' minds;
ensure profitability growth by improving the range of products or services and knowledge of their common
rare qualities, embodied by the collective image; to show in advertisements and companies the culture of the
country or region (city) where the service is provided, based on the requirements of the consumers for whom
it is intended, as well as the uniqueness of the territory where the service or product is marketed; apply the 3
factors necessary for the message and the advertising audience — the emergence, the realities of the present
and the projections for the future; increase in the company's value in the market. In today's realities, it is the
brand, being the central object of the marketing strategy that determines the creation of product, price,
communication and distribution policies (Fig 1).
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Fig. 1. Brand position in the structure of marketing strategy [4]

The use of the brand in the formation and realization of the company's competitive potential leads to
the development of a set of measures aimed at increasing the brand strength, rationalization of expansion of
the company's trademarks, the ultimate result of which is maximizing revenues, improving the market
position, winning new markets and increasing sales volumes. However, it is extremely wrong to compare the
brand itself with the marketing strategy.

In the context of globalization challenges and informatization of society, increasing competition
between domestic and foreign manufacturers, one of the important components of adaptation of enterprises
to rapid changes in the external environment is the formation and use of strong brands through the process of
branding, that is, brand management — brand management.
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Forming a country's tourism brand Muzychenko-Kozlovska O.V. offers the following algorithm:
forming a brand idea; assessment of the tourism potential of the country by such factors as geographical
location (natural and anthropogenic resources), tourism infrastructure (accommodation, investment),
marketing policy (prices, information support), environmental quality, general image of the country (political
situation, economic stability, security) ); development of logo, slogan and brand book; analyzing the target
audience, brand positioning, developing a brand promotion strategy at national and international levels [3,
p. 68].

Latkina S.A. and Tsehelnyk H.V. emphasize that social and entrepreneurial networks contribute to the
development of entrepreneurial activity in tourism [5]. The network should become a hub for small tourism
businesses. There is no unified form of network and how it can contribute to tourism development. It should
help to make the right decisions for entrepreneurs as well as support businesses and shape tourism
development.

Let us analyze the tourist market from the point of view of competitive forces (Fig. 2.).
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Fig. 2. Model by M. Porter's competitive forces for the tourist services market

1. The risk of new competitors. Until recently, the height of barriers to entry into the tourism business
was quite low (at least for tour operators and travel agents), which generally made it easier for a large
number of new businesses to enter the market. Some restrictions on the possibilities of entry into the tourism
industry were introduced with amendments to the Law of Ukraine "On Tourism". Now it is necessary to
certify a financial security of 20 thousand euros (this amount acts as a guarantee of compensation to clients
in case of bankruptcy or insolvency of a tourist firm). For large tour operators, such as LLC "Ai Travel", the
emergence of small firms does not pose a significant threat, since the directions and scope of their activities
are limited.

2. The nature of competitive rivalry. As for the structure of sectoral competition, the tourist market in
Ukraine is very fragmented. At present, there are about 2.5 thousand business entities in the tourism market
which, according to the constituent documents, are engaged in tourism activities. There is now a gradual shift
from local and regional competition to nationwide competition. Large tour operators are trying to build their
own regional sales network, open representative offices in the regional centers of Ukraine, i.e., apply for
national status.

3. Pressure from consumers. Given the fragmentation of the market, the position of domestic tourists
in the market looks quite strong, because they can easily change the seller of tourist products. It is also
facilitated by the fact that most small tourist companies offer a standardized offer of tourist products at about
the same prices, with almost no differentiation of their tourist product. However, LLC "Ai Travel" offers
many additional services to the main tourist product (differentiating it), has a reputation of reliable suppliers
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of high quality tourist products, thereby forming a loyalty to its brand for customers, and the client is ready
to pay a higher price for the reliability and quality of the offer of these firms.

4. Pressure from suppliers. If we talk about the strength of the positions of domestic hotels, it should
be noted that here the tour operators dictate their conditions, since many domestic enterprises of the hotel
industry fill most of their number fund through the orders of one tour operator. At the same time, the
situation with foreign hotels is fundamentally different. The fact is that foreign hotel companies (now we are
talking about those that provide a truly high level of service) are participants in the world tourist market, and
Ukrainian tour operators in the struggle for booking places in these hotels are forced to compete with
powerful world-class tour operators and make significant concessions to overseas hotel businesses.

5. Pressure from substitutes. As for substitute products, it should be noted here that the tourist product
as such does not exist. Substitute products are various destinations for tourism.

The next stage of the strategic analysis is to identify the competitive positions of the Dnipro tourism
companies on the basis of a map of strategic groups (Fig. 3).
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local regional national world

Fig. 3. Map of strategic groups of tourism companies in Dnipro
Note: 1 - Ai Travel Agency; 2- Annex-tour; 3- Sun Travel Service; 4 — Columbus

Therefore, the best place in terms of volume is the Annex tour. This is evidenced by the high volume
of services provided and a significant share of the market. However, this company has the worst position in
terms of quality of service provided. The next place is held by the Ai Travel Agency, which has quickly
ranked second in terms of sales in 2018, and the quality level of this company is at an average level.

Sun Travel service occupies the third position in terms of sales volume. However, although the
company has a low level of sales, however, in terms of quality, the company occupies a high level.
Columbus has the last position at the end of 2018 in terms of sales volume, whereby the company has a
higher level of quality than that of "Ai Travel Agency".

Thus, the development of the tourism market is constrained by imperfect, inefficient legislation,
opaque, unpredictable and selective rules of state regulation and supervision. The methods used for the
financial rehabilitation of companies, the withdrawal from the market of those who are not able to improve
their unsatisfactory financial position in the near future are not enough. The market needs for qualified staff,
first of all, of travel agents, are not adequately addressed.

Let us analyze the means of the Internet, often used by Ai Travel Agency LLC to promote its services.
First, the company has its own Internet site, which lists all the services offered and prices, you can
immediately book a ticket to your chosen destination and book a consultation in the telephone mode.
Another means of using the Internet, often used by Ai Travel Agency LLC, is e-mail advertising information.
A very effective advertising method is to use banner advertising, especially if it is placed on company sites,
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because there is no additional charge. The use of online advertising platforms is also a very effective method
of promoting the products of LLC "Ai Travel". Advertisements are advertised on bulletin boards, such as
pokon.ua. This allows you to place a large number of ads for free, about all service groups and customer
reviews. Also, these ads are like live messages from real people, not annoying ads. Also, since the company
has a large number of portals of tourism-related topics, they are all advertised by the agency of all possible
formats. This is a clear plus, since there is no need to spend extra money on advertising — it can be placed for
free, the target audience is just right for the company site. Equally effective as a tool for promoting AY
Travel Agency is the constant presence in social media, which allows the company to respond promptly to
any negative that has appeared, and to establish customer feedback, thereby improving its reputation and
products. Usually, all comments in the company are answered within 24 hours: with a positive reaction —
gratitude, invitations to friends on Facebook, special offers and more. In response to negative feedback, the
following are explanations and solutions to simplify handling of the product, instructions, additional
questions about specific claims.

The main problems faced by the executives of "Ai Travel" Agency in their activities while managing
marketing communications using the Internet are the problem of incorrect formation of marketing
communications goals and the problem of evaluating the effectiveness of communication activities.

The role and place of each marketing communication tool in the formation and development of a
brand is determined by the specific goals of brand management, brand development strategies,
communication strategy and creative strategy of the company — brand owner.

That is why more effective for the development of LLC "Ai Travel" and increase in sales is the
application of a strategy of service development, which involves the introduction of new product lines in the
product range or improvement of existing ones in the existing market. For IA Travel LLC, an investment
strategy is effective, namely — investing in the development and updating of the product range, bringing to
market new tourist destinations that are in demand by consumers. The positions of the enterprise in the
market are average, but there is a risk of their weakening due to ignoring the updating of the product range.

Ai Travel LLC can use the Internet for research, information retrieval, forum organizing, training of
specialists, conducting business transactions for the purchase and sale of services, constant communication
with clients.

Let us summarize the proposed media plan into a general structure (Table 1).

Table 1
The general media plan of the company "Ai Travel'" LLC for the next year
Month

T of 1 2 3 4 5 6 7 8 9 10 11 12
advertising

Website
optimization and | + + + + + + + + + + + +
promotion

Advertising
of the comp any| 4 + + + + + + + + + + +
on social
networks

Google
AdWords + + + + + + + + + + + +
Advertising

As the table shows, the first two schemes the company is already using in its activities, have added
scheme 3, namely advertising in Google AdWords.

The first step is to create an advertising campaign and target your audience. You must select a
campaign type to create a new campaign. If you select "Search Network only", your ads will appear on
Google's issue page, GoogleMaps, and Google search partner sites. Using the "Display Network only" type,
ads will be served on sites that have installed Google ad units, on YouTube videos, on mobile applications
and some Google services. In this case, all actions for creating, displaying and tracking contextual
advertising will be performed by Trinet. Ai Travel Agency LLC will be a third-party developer to provide
monthly reports on the work performed.

104 | #12 N Economics and Region Ne 4 (75) — 2019 - Yuri Kondratyuk National University [




| ExoHomika ma ynpaeninHs nidnpuemcmeamu

Conclusions and suggestions. The brand changes not only under the influence of local conditions, but
also under the influence of the time factor. No brand remains the same throughout its existence. Modern
business is characterized by a high speed of innovation processes, an increase in the number and variety of
services, and a decrease in their life cycles. In these circumstances, companies need new approaches to brand
development as products emerge and disappear and brands remain. Branding, as a modern marketing
technology for creating and managing a brand, has expanded its reach. To promote the brand of the travel
company LLC "Travel Agency" the following means of advertising company were offered: optimization and
promotion of the site on the Internet; promotion through social networks; advertising on Google. Further
research should be directed towards finding the optimal structure of Internet marketing tools for brand
promotion in different market conditions.
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MorunaboBa A., JOKTOp €KOHOMIYHMX Hayk, npogecop. Illepbdans B.. JlHimpoBchKkuit
HalloHaMbHUN  yHiBepcuteT 1iMeH1 O. I'oHuapa. IHTepHeT TexHoJOriA B YyNpaBJIiHHI
nignpueMcTBoM. [lociKeHo TeOpeTUKO-METOANYHI 3acaiu popMyBaHHsS [HTEpHET-TEXHOJIOTIH B
yIpaBiiHHI OpeHJIOM Ha MPUKIAAl TYPUCTUYHOTO PHUHKY. Bu3HaueHOo ocHOBH1 (QYyHKIIi Ta pucH
Openay. Posrisinyro micue OpeHAy OCTaHHBOTO B CTPYKTYpPl MApKETHHI'OBOi CTpaTerii KOMIIaHii.
[IpoananizoBaHO BUKOpUCTaHHS OpeHay i GopMyBaHHS il peanizanii KOHKYPEHTHOTO MOTEHLIATY
koMmradii. JlocaiypkeHo anroputM (GopMyBaHHS TYPUCTHUHOTO OpeHay. YCTaHOBJIEHO, L0 POJb 1
MicCI€ KOKHOTO 13 3ac00IB MapKETUHIOBUX KOMYHIKAI[I} M1 4ac pOpMyBaHHs Ta PO3BUTKY OpeHIY
BHU3HAYAETHCS KOHKPETHUMHU LUIIMU OpeHI-MeHeKMeHTY. [Ipoanani3oBaHO TYpUCTUUHUN PUHOK 3
TOYKH 30py Al KOHKYpeHTHHX cui 3a Meronukoro M.Iloprepa. BusiieHo, 1mo po3BUTOK
TYPUCTUYHOTO PHUHKY CTPUMY€ HEJAOCKOHale, Hee(pEeKTUBHE 3aKOHOJABCTBO, HEMPO30pi,
HerepeaOauyBaHi W BHUOIPKOBI TpaBWja ACPXKABHOTO PETyIIOBaHHSA Ta Harismy. JlocmimkeHo
MEXaHI3M YyIpaBJIiHHSA OpPEHJOM Y MapKETUHIOBIN ISUIbHOCTI MIIPUEMCTB, 30KpeMa 3aCTOCYBAHHS
CyJaCHMX MAapKeTHHTOBHUX KOHLENLIA Yy OpeHa-opieHToBaHOMY yrpaBiiHHL. [IpoBeneno
11IeHTU(]IKAIII0 KOHKYPEHTHUX MO3UIIM TYypUCTUYHHUX KOMIaHid M. JIHIIpO Ha OCHOBI KapTH
cTpareriunux rpyn. CxapakTepu30BaHO OCHOBHI €Tamu Ipouecy (GpopmyBaHHS OpeHIy KOMIaHIi
TOB «Arenuis «Ait Tpesen». [IpoananizoBano MmapkeTuHroni InrepHer-rexnosorii TOB «Arennis
«Ait TpeBem» sk 3acid ynpapiiHHS OpeH1oM. BusHaueHo oCHOBHI MTPoOIeMH, 3 SKUMHU CTUKAIOThCS
kepiBHUKM TOB «AreHuis «A# TpeBem» Yy CBOill JISUIBHOCTI B HPOLECI YIpPaBIIHHS
MapKeTMHIOBUMHU KOMYHIKallisMM 13 3acTrocyBaHHsM [HTepHery. HaBeneHo MapKeTHHIOBI
TEXHOJIOT1i, KOTpl BUKOPUCTOBYIOTh MDKHApOJHI KOMIAaHIi JUIsl MPOCYBaHHSI BJIACHOTO OpeHy.
Po3pobneno menia-man kommnanii TOB «Arennis «Ail TpeBen» Ha HacTynHuil pik. Harosomeno,
mo kommnaHisi TOB «AreHuis «Ai TpeBem» MOXe BUKOPHUCTOBYBAaTH IHTEpHET Ui NOCIIKEHb,
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