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Introduction. The need to realize the significant resource potential of Ukraine in the tourism industry
makes the use of marketing tools for territories to develop the domestic tourism the actual problem.
Development of destinations depends on how widely modern marketing technigues to increase the
attractiveness of the territory and the level of competitiveness of its tourism services are widely used. The
choice and use of innovative operational and strategic marketing tools for the domestic tourism resource
potential development is an urgent issue for the current tourism market of Ukraine.

Analysis of recent research sources and publications. The issues of scientific substantiation of
marketing aspects of territories development, tourism, services are of interest for such scientists as D. Aaker
and E. Joachimsthaler [1], S. Anholt [2], L. de Chernacony [3], P. Kotler [4], J. Lambin [5], M. Porter [6]
and others.

D. Cravens considers the development and implementation of a territory's marketing strategy as an
ongoing process consisting of the stages of situational analysis, marketing strategy development, marketing
program development, and marketing strategy implementation and management [7].

The issues of scientific research of tourist market development problems, including tourist
destinations’ marketing, are of interest for such Ukrainian scientists as O. Lubitseva [8], N. Letunovska [9],
O. Romankin [10], Y. Rozhuk [11], I. Chernysh [12] and others.

Analyzing, systematizing and summarizing the main statements from the above scientific works, as
well as taking into account current trends, it should be noted the growing attention to the domestic tourism
development problems, its marketing and resource ensuring.

Setting the objectives. The aim of the article is to research of the features and to develop a set of
recommendations for the use of strategic marketing tools for territories to develop the domestic tourism
resource potential in Ukraine

Main material and results. Development and promotion of domestic tourism increases the
competitiveness of the tourism sector, not only domestically, but also internationally. An important role in
this is played by the tourism resource potential use and development. This issue is especially relevant today,
when, as a result of the restrictions caused by the global pandemic, foreign tourist travels has practically
stopped. Therefore, now travelers choose tourist destinations as close as possible to their place of permanent
residence.

Accordingly, with the resumption of travel, in countries with a high share of domestic tourism, the
tourism market revival and recovery will happen sooner. Hence, the development of domestic tourism should
be a priority for Ukraine. Today, the world's largest tourism markets are China, the USA and India. This is
due, primarily, the population in these countries and their geographical size. However, besides these, the
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countries also have the domestic tourism resource potential significantly developed, which is effectively
used.

The domestic tourism resource potential and its development is determined by the tourism product that
is created in this territory, its tourism infrastructure development, the tourist destination's brand, and the
territory's promotion. All of these stages require appropriate marketing support based on the innovative
marketing tools development and use, both operational and strategic.

Tourism - one of the largest industries in the world, which is developing dynamically. Over the past
five years, one in four new jobs was created by the sector, making Travel & Tourism the best partner for
governments to generate employment. In 2019, Travel & Tourism’s direct, indirect and induced impact
accounted for [13] (fig. 1):

- US $8.9 trillion contribution to the world’s GDP;

- 10.3% of global GDP;

- 330 million jobs, 1 in 10 jobs around the world;

- US $1.7 trillion visitor exports (6.8% of total exports, 28.3% of global services exports);

- US $948 billion capital investment (4.3% of total investment).
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Fig. 1. Travel & Tourism Regional Performance, 2019 [13]

However, the situation has changed radically as a result of the pandemic COVID-19, which caused a
catastrophic impact on the tourism industry.

Global tourism suffered its worst year on record at the end of 2020, with international arrivals
dropping by 74% according to the latest data from the World Tourism Organization (UNWTO). Destinations
worldwide welcomed 1 billion fewer international arrivals in 2020 than in the previous year, due to an
unprecedented fall in demand and widespread travel restrictions. This compares with the 4% decline
recorded during the 2009 global economic crisis [14].

According to the latest UNWTO data, the collapse in international travel represents an estimated loss
of USD 1.3 trillion in export revenues - more than 11 times the loss recorded during the 2009 global
economic crisis. The crisis has put between 100 and 120 million direct tourism jobs at risk, many of them in
small and medium-sized enterprises [14].

That’s why we have to rethink and rebuild the tourism industry and its contribution to the world and
national economies according to the new reality. One of the main goals is to create a more sustainable and
resilient conditions for tourism industry that ensure the benefits of domestic tourism, its resource potential. It
is important to use the strategic marketing tools for territories to develop and increase the domestic tourism
resource potential.

J. Lambin in his scientific work notes that customer satisfaction (in this case, tourists) - is the core of
marketing and the current economy [5]. However, the concept of need is the term, around which an endless
debate, since it contains elements of subjective judgment based on morality or sometimes ideology. It is
necessary to keep in mind the following facts:

- the constant appearance on the market of new products and brands;
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- the impact of continuous bright ever-changing advertising;

- the customer satisfaction relative stability, despite the marked improvement in living standards.

Due to its advantages, strategic marketing in the tourism industry is gaining in importance both from a
theoretical and practical point of view.

However, the lack of fundamental research on strategic marketing in tourism at the macro level
requires additional studies.

This is due, firstly, to the complexity of the tourism product, and secondly, with the integration in the
system of marketing in tourism of different institutional units, the content of the strategic and operational
marketing ultimate goals which are not the same (fig. 2).
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Fig. 2. Components of strategic marketing of territories

The relevance of tourism marketing is determined by the growing interest in marketing as a means of
life support and the tourism market subjects’ development; massive changes in consumer preferences and the
new needs and lifestyle formation in their minds.

In current tourism services marketing, the branding of a territory as a tourist destination and local
tourism products produced on it is also becoming increasingly important [15].

For the territory development as a tourist destination, it is necessary to mark the strategic marketing of
territories “active phase" beginning, if up to this marketing tool has not been implemented or developed
sporadically.

"Portfolio” matrix of the territory allows to see the currently successful and effective types of activities
that are being implemented in this territory, as well as to predict which types of activities can be considered
as perspective in the future [16].

Thorough knowledge of the market in the domestic tourism resource potential development context is
an advantage for the territorial marketing and makes it possible to achieve the tourist destination's
attractiveness due to its strengths. Attractiveness is also achieved through local resources, labor,
agglomeration effect and an integrated brand.

#4 [ Economics and Region Ne 4 (79) — 2020 — Yuri Kondratyuk National University [

30




Po3eumok npodykmueHuUXx cuJ i pe2ioHasibHa eKOHOMiKa

Table 1

"Portfolio™ strategy in the territorial marketing

The most developed activities in
the territory today

The least developed activities in the
territory today

Activities, the demand for
goods (services) of which
is growing at a high rate

"Star" - types of activities (goods,
services), the demand for which
today and in the near future will
grow rapidly.

"Question mark" - in which activities
(goods and services) should be directed
the limited resources available to obtain
high returns in the future.

Activities, the demand for
goods (services) of which
is growing at a low rate

"Cash Cow" - activities (goods
and services), which today bring
the highest possible amount of the
territory total income.

"Dog" types of activities (goods,
services) that should be preserved for the
territory image or because of their great
social significance for the territory.

These factors analysis is an important first step in the territorial marketing concept implementation

[17]:

1. thorough analysis of the territory resources and its specific capabilities using SWOT analysis;

2. selection of an appropriate territorial positioning;

3. adaptation and / or creation of a new attractiveness factors, allowing to present an individual
proposal in accordance with a given territory development concept;

4. constant study of potential markets through ongoing monitoring;

5. renovation and completion of the existing strategy in the framework of territorial development
concept as a tourist destination.

To develop domestic tourism with the use of strategic marketing tools, it is necessary to very carefully
diversify the tourist destinations development directions and choose the most effective marketing strategy,
since domestic tourists already have a common image of some destination. Thus, an insufficiently correct
analysis of resources, an incorrectly chosen conversion communication channel may not work.

The use of «classical» tools is effective in symbiosis with innovative ones to ensure a synergistic
effect and create the territory's positive attractive image (fig. 3) [5].

The image marketing focuses primarily on the creation and dissemination of the territory's positive
image. This strategy is relatively inexpensive as it does not require significant investment in infrastructure,
economic reforms, etc. Its main focus is communication impact on potential consumers and dissemination of
information about the strengths and advantages of the territory.

Important in this case is characteristic of each group of consumers, the definition of their specific
expectations and needs.
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Fig. 3. The territorial marketing tools

For segmentation, it is necessary to consider:
- the function of needs - "what" is satisfied;
- technologies - "how" needs are met;
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- consumer groups - the "who" enjoys [16].

Among other things, when developing the content of territorial marketing as a tourist destination, it is
necessary to take into account the ethnographic, political, economic reasons for the original and unique
tourist product creation.

One of the examples of successful strategic marketing of territories (both in the context of domestic
and inbound tourism) is the French Riviera (Cote d'Azur), to which, according to the Regional Tourism
Committee of the Cote d'Azur, 13 million tourists come annually, accounting for 83 million overnight stays
[18].

Unfortunately, there are no such successful examples on the territory of Ukraine yet. Among the
domestic tourist destinations, Bukovel, Odessa region and city of Kyiv have a positive territory’s image.
Regarding the Kharkiv region, for example, its image can be characterized as weakly expressed. This
territory as a tourist destination is little known to target groups of potential consumers, tourists. Among the
main reasons are the lack of competitive advantages development, insufficiently effective advertising
campaign and tourist attractions promotion, the tourist infrastructure insufficiently developed. Therefore, to
form a positive image and the effective implementation of such marketing strategy as image marketing
should be focused to form a communications policy and information flows.

In general, the Kharkiv region has a fairly significant resource potential for the domestic tourism
development. Kharkiv owns a huge scientific potential, cultural heritage and investment attractiveness.
Kharkiv is open to the whole world, it has 26 sister cities. The strategic goal of the city is to represent city of
Kharkiv in the rating "Top-100 cities of the world" by 2030. Kharkiv is a promising center for exhibition and
congress activities and is able to attract significant tourist flows, on condition of the tourism infrastructure
development and the territory attractiveness marketing effective (fig. 4).

- ™

Mission :I
The domestic tourism resource potential development of the city of Kharkiv as an
atfractive tourist destination

Objectives

- Promotion of Kharkiv as an attractive domestic and inbound tourist destination;

- Creation of marketing image of Kharkiv as a business-activity event center;

- Creation of appropriate conditions for the development of business tourism in the

region;

| - Formation of an investment-attractive image; -
| - Development of the region tourism enterprises and the customer base expansion
N

Arguments

- Availability of modem business centers for events;

- A well-developed network of hotels and accommodation facilities;
- Rich cultural and historical heritage;

- Powerful research and resource potential

Fig. 4. Competitive advantages of Kharkiv as an attractive touristic destination

Conclusions. The use of strategic marketing tools for territories is a multi-level set of activities. The
success of their implementation depends on cooperation and coordination between the different actors,
stakeholders, government agencies etc. The use of effective and innovative tools for strategic marketing of
territories should play a special role in positioning the territory as a tourist destination, determining the
strategy of the authorities and the population to develop its advantages and reduce competitive
disadvantages. The use of strategic marketing tools for the domestic tourism resource potential development
makes sense in conjunction with the general strategy and concept of a country or region tourism
development, taking into account the ethnographic, geographical, political and economic characteristics of
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the destination. In addition, it is extremely important to segment and cluster each consumer group for a more
positive effect and creating the necessary territory's image.
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Cymenko OuJieHa AHaToJiiBHa, [OKTOp €KOHOMIYHHUX Hayk, npodecop. Hexrsip Hagis
AHaToJiiBHa, KaHIUJAT CKOHOMIYHMX HayK, JOICHT. XapKiBCbKHI HalliOHAIGHUH EKOHOMIYHHMA
yniBepcuteT iMeHi Cemena Kysnens. YepHumr Ipuna BosogumMupiBHa, TOKTOp E€KOHOMIYHHX Hayk,
JONEHT, TupekTop HapuansHO-HayKOBOTO iHCTUTYTY (piHAHCIB, EKOHOMIKHM Ta MEHEDKMEHTY. HallioHanpHui
yuiBepcuteT «[lonTaBcbka momitexHika imeHi lOpis Kowzaparioka». BukopucTaHHs iHCTPyMeEHTIB
CTPATEriYHOI0 MAPKETHHIY TePUTOPiH AJf PO3BHTKY pPecypCHOro MNOTeHHialy BHYTPIlIHLOTO
Typu3my. MeTta CTaTTi Noidrae y JOCIiKEHHI 0cOOIMBOCTEN Ta (OPMYBaHHI MiJXOLY O BHUKOPHUCTAHHS
THCTPYMEHTIB CTPATETIYHOTO MAPKETHHTY TEPUTOPIN U PO3BHTKY PECYpPCHOTO TOTEHIIIANTY BHYTPIITHHOTO
TypusMy YKpainu. BusHaueHo, mo pO3BUTOK Ta MOMYyJSpU3allisl BHYTPIIIHBOIO TYPHU3MY IiABHIIYE
KOHKYPEHTOCIIPOMOXKHICTh TyPUCTUYHOTO CEKTOpa KpaiHH HE JIMIIEe Ha BHYTPIIIHBOMY PHHKY, ajie W Ha
MiXXKHApOJHOMY. 3a3HA4eHO, M0 B KpaiHax i3 BUCOKOK YacCTKOI BHYTPIIIHBOI'O TYypH3MY IMOXKBaBJICHHS I
BiTHOBJICHHS! TYPHCTHYHOI'O PHHKY Iicna karacTpodiuxHoro BmumBy nangemii COVID-19 BinOyzerscs
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panime. Iloka3aHo, IO pPO3BHTOK PECYPCHOTO TOTEHINIANY BHYTPIITHHOTO TYpPHU3MY BH3HAYAETHCS
TyPUCTUYHUM IPOAYKTOM, TYPUCTUYHOIO iHQPACTPYKTyporo Tepurtopii, ii mpomorieto, OpeHaoM
TypucTHdHO1 AecTuHarii. lle moTrpeOye BHKOpHCTAaHHS IHHOBAIIMHOTO IHCTPYMEHTAPI0 CTPATEridHOTO
MapKeTHHTYy Ta BIIIIOBITHOTO MAapKETUHTOBOIO 3a0e3leucHHsI. BW3HAYEHO CKJIAN0BI CTPATETidHOTO
MapKeTUHTy TEPUTOPid. 3amporOHOBAHO BHKOPHUCTAHHS «HOPT(EIbHOI» cTparerii B TEpUTOPialbHOMY
MapkeTuHry. OOIpYHTOBaHO HEOOXIIHICTb [OCKOHAJOrO BHBYCHHS PHHKY B KOHTEKCTI PO3BHUTKY
pPECYpCHOTO TOTEHIially BHYTPINIHROTO TYpU3MYy, IO BH3HAYHTH CYTHICTh MapKETHUHTY TEPHUTOpid i
JO3BOJINTH JOCSATTH TPHBAOJIMBOCTI TypucTHYHOI JectuHamii. Hajgano 3aranpHuMiA iHCTpyMeHTapii
TEPUTOPIATILHOTO MapKeTHHTY. OOIPYHTOBAHO, 1110 XapKiBCHKUM PETiOH Ma€ 3HAYHUI pECYPCHUM MOTEHIial
JUIE PO3BUTKY BHYTPIIIHHOTO TYpHU3My. XapKiB Ma€ BEIMYE3HWH HAayKOBUH TOTEHIIAN, KYJIbTYpPHY
CHaIIMHY Ta IHBECTUIIMHY NPHBAONUBICTh. 3alpOIOHOBAHO sl (OPMYBAHHS IMO3UTUBHOTO 1IMIiJKY
XapkoBa SIK TYPHCTHYHOI JECTHHALIl peani30ByBaTH CTPATETil0 1Mi[HKEBOTO MAapKETHHTY Ha OCHOBI
(dbopMyBaHHS BIIIMOBITHOI KOMYHIKAI[IHOT NOMITHKK H iH(OpMALiHHUX MOTOKIB. BU3HaYeHO KOHKYPEHTHI
nepeBarn XapKoBa SIK NPHUBAOJIMBOI TYPHCTHUYHOI JIECTHHAIl, MEPCIEKTUBHOTO IIEHTPY BHUCTABKOBOI Ta
KOHTPECHOI JisSUTbHOCTI.

Knwuogi cnosa. ctpaTeriuyHuil MapKEeTUHI, PECYpCHHMH MOTEHLIall, MAPKETUHI TEOPUTOpii, OpeHx
JIECTUHAIIT, BHYTPIIIHINA TYpU3M, PETiOH.
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Iryna, Doctor of Sciences (Economics), Professor. National University «Yuri Kondratyuk Poltava
Polytechnic». The Use of Strategic Marketing Tools for Territories to Develop the Domestic Tourism
Resource Potential. The aim of the article is to research of the features and to develop a set of
recommendations for the use of strategic marketing tools for territories to develop the resource potential in
Ukraine. The use of tourism resource potential is played an important role in the domestic tourism
development. It is shown that the domestic tourism resource potential development is determined by the
tourist product, the tourist infrastructure, the territory promotion, and the destination brand. The use of
strategic marketing innovative tools and marketing support is grounded. The components of strategic
marketing of territories are determined. The use of "portfolio” strategy in territorial marketing is proposed.
The general tools of territorial marketing are given. It is substantiated that the Kharkiv region has a
significant resource potential for the domestic tourism development. To form a positive image of Kharkiv as
a tourist destination the implementation of an image marketing strategy is proposed. The competitive
advantages of Kharkiv as an attractive tourist destination, a perspective center of exhibition and congress
activities are determined.

Key words: strategic marketing, resource potential, territorial marketing, destination branding,
domestic tourism, region.
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