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Introduction. The tourism sector is among the most dynamic areas of the economy, significantly contributing
to a country’s sustainable development, job creation, and state budget revenue generation. However, it is
highly vulnerable to crises such as economic recessions, pandemics, shifts in geopolitical situations, military
conflicts, and wars. The increasing frequency and intensity of such crises in the modern world demand that
enterprises within the tourism industry rapidly adapt and implement effective crisis management mechanisms.

This issue is particularly relevant for Ukraine, which is currently experiencing prolonged military
aggression. Economic instability, restrictions on international tourist flows, and declining consumer
purchasing power present significant challenges for tourism enterprises. In this context, the development of
effective crisis management strategies aimed at minimising losses, enhancing business resilience, and ensuring
sustainable growth becomes crucial. The relevance of the topic is further underscored by the need to integrate
innovative management approaches, diversify services, and adapt to global changes in the tourism industry.
The implementation of crisis management measures enables enterprises to remain competitive, maintain
service quality, and uphold their reputation even under challenging market conditions.

Analysis of recent research and publications. The topic of crisis management in the tourism industry has
gained significant attention in contemporary academic literature. Several scholars, including Berbekova A.,
Uysal M., Assaf A.G. [1], Bundy J., Pfarrer M.D., Short C.E., and Coombs W.T. [2], as well as Casal-
Ribeiro M., Boavida-Portugal 1., Peres R., and Seabra C. [3], have conducted thematic analyses of crisis
management in tourism. These studies focus on theoretical foundations and managerial approaches to handling
crises, providing insights into the primary challenges faced by the industry during crisis periods. Research by
Permatasari M.G. and Mahyuni L.P. [4], Gani A., Singh R., and Najar A.H. [5], and Ritchie B.W., Crotts J.C.,
Zehrer A., and Volsky G.T. [6] explores practical crisis management practices, underscoring the importance of
adapting operational activities to new conditions to sustain competitiveness. Additionally, Wut T.M., Xu B.,
and Wong H. [7] review corporate social responsibility in tourism and hospitality, emphasising its relevance
during times of crisis.

The issue of crisis management in the tourism sector is also extensively addressed in Ukrainian academic
literature. For instance, Markina I. A. and Makhovka V.M. [9] highlight the role of crisis management as a
tool for creating competitive advantages for tourism enterprises. Yarmola K.M. [10] examines contemporary
approaches to crisis management, addressing their adaptation to modern challenges. Kuzmin O.Ye. and
co-authors [11], along with Perehuda Yu.A. [12], advocate the use of simulation modelling to identify
effective management tools. Furthermore, studies by Horyunova K.A., Radchenko H.A. [13], Bobrytska N.D.,
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and Kyrylova O.V. [14] focus on marketing management of tourism enterprises under crisis conditions,
proposing solutions for adapting to current challenges.

Despite the substantial body of research, certain aspects remain underexplored. Specifically, mechanisms
for adapting tourism enterprises to prolonged crises, such as war or global economic shocks, are insufficiently
addressed. The effectiveness of crisis management strategies in interaction with the socio-economic environment
also requires further analysis. Additionally, there is a pressing need to develop integrated models of crisis
management that incorporate digital tools and technologies, an area that has been only partially covered in
recent studies.

Objectives of the article. The aim of the study is to analyse the theoretical and methodological foundations
of crisis management in tourism enterprises and to develop practical recommendations for the effective
implementation of anti-crisis measures. The specific objectives include analysing contemporary approaches to
crisis management in the tourism sector; examining key factors influencing the resilience of tourism enterprises
in crisis conditions; providing practical recommendations for the implementation of anti-crisis strategies in the
activities of tourism agencies and operators.

The main material of the study. Crisis management is a crucial aspect of modern business, particularly for
tourism enterprises. It refers to a system of measures aimed at maintaining and restoring the functionality of an
enterprise during crises. Notably, Horyunova K.A. and Radchenko H.A. [13] identify a strategic approach to
anti-crisis marketing in tourism, while Bobrytska N.D. and Kyrylova O.V. [14] propose marketing management
as an essential tool for stabilising tourism enterprises in crisis conditions. Furthermore, the application of
innovative approaches and technologies is vital for adapting enterprises to a changing environment, necessitating
the adoption of modern crisis management strategies.

A review of theoretical approaches to crisis management in tourism underscores the importance of a
comprehensive strategy that incorporates both traditional and contemporary tools for resolving crises. Scholars
such as Markina I. A. and Makhovka V.M. [9] emphasise the interconnection between crisis management and
the competitiveness of tourism enterprises.

According to the research by Horyunova K.A. and Radchenko G.A. [13], strategic aspects of anti-crisis
marketing in tourism involve the development of comprehensive programmes that include innovative marketing
strategies to maintain consumer interest and stimulate demand. Bobrytska N.D. and Kyrylova O.V. [14] argue
that marketing-oriented crisis management is a key instrument for stabilising tourism enterprises as it allows
efficient use of resources, preservation of the company’s image, and enhancement of its market appeal.

In addition, the studies by Makovetska N.V. and Nikolaieva T.V. [16] highlight the specifics of crisis
management during wartime, where the focus is on the rapid adaptation of tourism enterprises to new realities,
ensuring the safety of clients and employees, and optimising costs. They stress the importance of flexibility and
adaptability in managerial decisions, which enable enterprises to maintain resilience even under extraordinary
conditions.

Theoretical approaches to crisis management in tourism focus on various aspects, including marketing
adaptation, financial stability, human resource management, and interaction with external stakeholders (see
Table 1). A fundamental concept in this context is the application of preventive strategies to minimise risks,
coupled with operational plans to ensure a swift response to crisis situations. Additionally, significant attention
is given to the development of innovative approaches in crisis management, which enable tourism enterprises
not only to maintain their market position but also to capitalise on emerging opportunities during periods of
Crisis.

Methodological approaches to designing anti-crisis measures are critical for ensuring the resilience
of tourism enterprises under conditions of uncertainty and crisis. A key component of crisis management
is strategic planning, which facilitates adaptation to unforeseen changes in the external environment and
optimises internal resources for effective implementation. Through strategic planning, organisations can
anticipate potential threats and devise response strategies in advance. This fosters a long-term perspective for
development, helping enterprises maintain stability and competitiveness even amidst economic or political
instability. Constant adjustment of strategies to align with changes in internal and external conditions is also
essential.

To assess the effectiveness of implemented anti-crisis measures, key performance indicators (KPIs) are
utilised. These metrics allow for the evaluation of the success of strategies and the adjustment of activities
based on outcomes. KPIs are crucial for monitoring progress toward crisis management objectives, enabling
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enterprises to respond swiftly to changing circumstances and make informed decisions regarding subsequent
steps. Employing these methods helps tourism enterprises remain competitive, adapt effectively to changes,
and maintain stability during crises.

Table 1
Theoretical Approaches to Crisis Management in Tourism

Aspects of Crisis

Management Description

Implementation of new marketing strategies to retain customers and maintain market
appeal.

Ensuring the financial resilience of the enterprise during crises by optimising expenses
and financial flows.

Marketing Adaptation

Financial Stability

Human Resource Adapting HR strategies to crisis conditions, ensuring the retention of skilled personnel.

Management
Interaction with External Collaborating with government agencies, suppliers, and partners to enhance resilience
Stakeholders ’ ’ '
Preventive Strategies Risk prevention through planning and forecasting potential crises.
Operational Plans Developing measures for rapid crisis response and loss mitigation.

. Leveraging new technologies and innovative management methods to adapt to crisis
Innovative Approaches conditions.

Source: compiled by the authors based on [9; 12—15]

The main KPIs for evaluating the effectiveness of anti-crisis measures may include the following (see Table 2).

Table 2
Key Performance Indicators for Evaluating the Effectiveness of Anti-Crisis Measures
in Tourism Enterprises
Indicator Description
Analysis of profitability, return on investment, and liquidity of the enterprise during

Financial Indicators .
crises.

Measuring the dynamics of the enterprise’s market share compared to competitors
during crises.

Customer Satisfaction Level | Evaluation of service quality and tourist satisfaction, crucial for customer retention.
Measuring the efficiency of staff performance, including task completion time

and resource use.

Assessing the number of new customers attracted during the crisis period,
demonstrating adaptability.

Market Share Changes

Employee Productivity

Number of New Customers

Crisis Response Time The time required for the enterprise to implement prompt actions in response to a crisis.
Innovations and Product The number of new products or services introduced in response to changes in the
Changes external environment.

Source: compiled by the authors

The operations of tourism enterprises during wartime are characterised as a complex yet adaptive process
that reflects their ability to respond to the challenges of economic and social instability. The war in Ukraine
has prompted significant shifts in the structure of tourism flows and the sector's revenue streams, yet a gradual
recovery has been observed.

In the first half of 2024, the tourism industry contributed 1.251 UAH billion to Ukraine’s state budget,
marking a 25% increase compared to 2021. The primary revenue sources were hotels, accounting for 65%
of the income (808.96 UAH million), followed by tour operators (164.74 UAH million), travel agencies
(102.66 UAH million), as well as tourist bases and children’s camps (78 UAH million). Notably, the share of
“other sources” rose to 8%, indicating revenue diversification within the sector [17].

The growth in domestic tourism flows is attributed to the rising popularity of internal routes, particularly
to relatively safe regions. This trend has not only boosted budget revenues but also created new employment
opportunities, which are especially vital in a wartime economy. Furthermore, a 13% increase in the number of
taxpayers in 2024 compared to 2023 reflects the activation of small and medium-sized businesses, particularly
individuals engaged in tourism activities [18].
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Table 3

Dynamics of Tax Revenues from Tourism Industry by Source (2021-2024), UAH million

Year Total Revenue Hotels Tour Operators ATrav?l Tourist Bases Other Sources
gencies and Camps

2021 1,089 665.42 115.27 130.31 178.00 -

2023 897 569.83 88.31 81.00 72.00 85.86

2024 1,251 808.96 164.74 102.66 78.00 96.64

Source: compiled by the authors based on [17-18]

The data in Table 3 illustrates changes in the number of taxpayers within Ukraine’s tourism sector over the
period of 2021-2024. It reveals a decline in 2022, coinciding with the onset of hostilities, followed by a partial
recovery in 2023 and 2024. In 2024, the total number of taxpayers reached 11,873, representing a positive
increase compared to 2023 (9,983), although it remained below the 2021 figure (16,190). The distribution by
categories shows stability in the proportion of individual taxpayers, albeit their absolute number in 2024 (2,931)
has not yet recovered to the 2021 level (4,910). Legal entities demonstrate a gradual recovery, increasing from
7,216 in 2023 to 8,942 in 2024, highlighting the adaptation and stabilisation of the business environment in
the sector [17].

Table 4
Dynamics of Taxpayers in the Tourism Sector
Indicator 2021 2022 2023 2024
Total Number of Taxpayers 16,190 15,142 9,983 11,873
Individuals 4,910 4,288 2,767 2,931
Legal Entities 11,280 10,854 7,216 8,942

Source: compiled by the authors based on [17-18]

Despite wartime challenges such as infrastructure destruction and declining international tourism, enterprises
have adapted through innovative approaches, the development of digital services, and state support. Domestic
tourism has emerged as a driving force for sector recovery, contributing to local socio-economic stability.

Under such conditions, crisis management in tourism enterprises is a crucial tool for ensuring their stability
and efficiency amidst economic, social, and political challenges. Considering the contemporary realities
associated with military conflict, economic instability, and changes in consumer behaviour, the development and
implementation of effective recommendations for ensuring the sector’s viability is of paramount importance.

One of the key tasks of crisis management is the adaptation of business models to new conditions. Tourism
enterprises should focus on the shifting demand towards domestic tourism. Expanding the offerings of internal
tourism routes and creating new tourism products that take into account security considerations and current
client needs will contribute to increased revenue and sectoral support.

Financial management during a crisis necessitates heightened attention to the rational use of resources.
Budget planning, diversification of income sources, and attracting grant funding or state support are critical
tools for mitigating financial risks. Enterprises must also explore collaboration opportunities with local
communities and governmental bodies, which can facilitate access to financial benefits or subsidies.

Innovation becomes a key factor for success in crisis management. The use of digital platforms, the
development of interactive tourism products, and the implementation of online booking systems enable cost
reductions while simultaneously improving service quality. Investments in marketing, particularly digital
marketing, not only help retain loyal clients but also attract new ones.

Human resource management also plays a vital role. Supporting staff, ensuring their safety, and
enhancing their qualifications contribute to maintaining high service standards and increasing the enterprise’s
competitiveness. It is essential to implement motivational programmes and ensure job stability within the
company’s capabilities.

Client communication during a crisis should be transparent, prompt, and trust-oriented. Providing
up-to-date information on travel safety, changes in operational schedules, or service availability helps maintain
customer loyalty and fosters a positive company image.

Table 5 presents practical recommendations for implementing effective crisis management strategies within
tourism enterprises. These recommendations address key management areas and propose actionable steps
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to mitigate risks, ensure operational stability, and foster sustainable development during periods of crisis.
The table is structured to align each management area with specific recommendations and highlights the
expected outcomes of their implementation. By adopting these strategies, tourism enterprises can enhance
adaptability, maintain service quality, and strengthen their competitive position in a dynamic and challenging
environment.

Table 5
Practical Recommendations for Crisis Management in Tourism Enterprises
Management Area Recommendations Expected Outcome
. . Development of new domestic tourism Increased demand for services
Business Model Adaptation S . .
products considering security aspects. and expanded target audience.
Rational expense planning, income

Reduced financial risks and stabilised

Financial Management diversification, and securing grants
cash flow.

or state support.
Implementation of digital platforms,

Lower costs, improved service quality,

Innovative Technologies interactive products, and online booking . o
and new client acquisition.
systems.
Human Resource Enhancing staff qualifications, motivation Maintained professional service levels
Management programmes, and ensuring employee safety. and improved employee loyalty.
. . L h li i
Marketing Transparent client communication, safety IS;rzrlltgt ;;gighf&tetgu:;ge?;ned
and Communication updates, and digital marketing. yauy, pany

reputation.

Expanding cooperation with local
Collaboration with Partners |communities, government bodies,
and other tourism operators.

Access to additional resources, financial
benefits, and increased competitiveness.

Enhanced resilience to unforeseen
circumstances and minimised negative
crisis impacts.

Developing crisis scenarios, risk analysis,

Risk Management and mitigation strategies.

Source: compiled by the authors

In summary, tourism enterprises must prioritise flexibility, innovation, and collaboration with partners to
overcome the challenges of crisis periods. The development of a long-term strategy that accounts for various
scenarios will not only stabilise operations in the short term but also lay the foundation for sustainable sectoral
development in the future.

Conclusions. The study of the theoretical and methodological foundations of crisis management in
tourism enterprises has revealed that crises are an inherent component of the industry, particularly under
current conditions of instability. Effective crisis management necessitates a systemic approach encompassing
risk diagnostics, the development of adaptive strategies, and the utilisation of modern management tools.
An analysis of contemporary approaches to crisis management in the tourism sector has demonstrated that
the most successful models integrate financial stabilisation, workforce adaptation, and the implementation of
innovative technologies. A key factor contributing to the resilience of enterprises is their ability to respond
rapidly to changes in the external environment, particularly through the optimisation of business processes and
the adoption of digital solutions.

The findings of this study have significant practical value, as the proposed approaches can be applied both in
day-to-day operations and in the development of long-term crisis management strategies. The implementation
of the developed recommendations will enable tourism enterprises to enhance their adaptability and ensure
sustainable development under crisis conditions. Future research could focus on analysing the effectiveness of
specific crisis management strategies across different segments of the tourism sector, as well as examining the
peculiarities of international experience to adapt it to Ukrainian realities.
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Anti-Crisis Management in Tourism Enterprises: Theoretical and Methodological Foundations and
Practical Recommendations.

The article explores the theoretical and methodological foundations of crisis management in tourism enterprises,
aiming to offer practical recommendations for effectively implementing crisis measures. The research focuses on
identifying modern approaches to crisis management within the tourism industry, particularly in light of the dynamic
challenges posed by external crises. It examines the key factors influencing the resilience of tourism enterprises
during times of crisis, such as economic fluctuations, geopolitical tensions, and shifting consumer behaviour. The
article highlights the importance of strategic planning, crisis response mechanisms, and the integration of innovative
technologies, such as digital platforms, in managing crises. Practical recommendations for tourism agencies and
operators are provided to help them navigate crisis conditions, optimize costs, diversify services, and adapt to
changing market demands. Ultimately, the research emphasizes the need for a holistic crisis management strategy
that ensures the sustainability and recovery of tourism enterprises in uncertain environments.

Keywords: anti-crisis management, tourism business, strategic planning, crisis management, innovations in
tourism, service diversification.
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Poik Oxkcana PomaHiBHa, KaHIUIAT €KOHOMIYHMX HAyK, JIOUEHT, JOIEHT Kadeapu Typusmy, HarioHampHwii
yHiBepcuTeT «JIpBiBChbKa momiTexHika». 3aneBuu [iana, marictp, HamionampHnmit yniBepcuteT «JIbBiBCHKa
MONITEXHIKa». AHTHKPH30Be YNPABJIiHHA TYPUCTHYHHMH MiANMPHEMCTBAMHU: TeOPETHKO-MeTOM0JIOTiYHi
3acaay Ta NPaAaKTHYHI peKoMeHaaLil.

V crarTi 3AiiCHEHO KOMITJIEKCHIH aHaJIi3 TEOPETHIHHIX Ta METOJOJIOTTYHUX acTIeKTiB aHTHKPHU30BOTO YIIPABIiHHS
TYPUCTHYHAMH MIIIPHEMCTBAMH, a TaKOX 3allpPOIIOHOBAHO IPAKTUYHI peKOMeHAalii Mmoo e(eKTHBHOTO
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3aCTOCYBaHHS aHTUKPH30BUX CTPATEriid. ¥ KOHTEKCTI CydacHUX eKOHOMIYHUX 1 COIIalIbHUX BUKITHKIB, 11O TOCTAIOThH
nepesl TYPUCTHYHOIO Tay33i0, 0coOIMBa yBara MpUIULIETECS BUBYCHHIO OCHOBHHX IXOMIB JIO YIPABIiHHS B
KPHU30BUX CHTYAIlisX. AHTUKPU30BE YIIPABJIIHHS € BAXKJIMBOIO CKJIAI0BOIO CTPATETT CTAJIOr0 PO3BUTKY I AIPUEMCTB,
OCKIJTbKH JIO3BOJISIE HE JIUIIE CTa01i3yBaTH CUTYAIlI0 B YMOBaX KPH3H, alie i 30epertTd KOHKYPEHTOCIIPOMOXKHICTh
y JIOBTOCTPOKOBIif mepcnekTrBi. OCHOBHOIO METO0 JOCIIDKCHHS € BUSBICHHS ¢()eKTHBHUX METOJIB YIPaBIiHHS
TYPUCTUYHHAMH IAMPHEMCTBAMH B YMOBaX CKOHOMIUHMX 200 COIialbHUX KPH3, & TAKOXK PO3POOKa MPAKTUYHUX
pEKOMEH/IAIlif JuIsl BIIPOBAJUKEHHS [IMX METOMIB B pEalbHY MPAKTHKY TYPHUCTUYHHX areHTCTB Ta ONEpaTOpiB.
OnHVM 3 B&XIMBHUX 3aBJaHb € BHBUCHHS (DAKTOpIB, IO HAWOLIbINE BIUIMBAIOTH HAa CTIHKICTh TYPUCTHIHHX
MIIIPUEMCTB Y KPH30Bi MEPiOJIH, TAKUX SK 3MIHU B TTOIHTI, KOJMBAHHS BaJFOTHUX KYPCiB, PETYISATOPHI 0OMEKEHHS
Ta coliajbHi TpaHchopmanii. BpaxoByroun pi3HOMAHITTS PH3UKIB, SKi BUHHKAIOTH HA TYPHCTUYHOMY PHUHKY,
JIOCITIKEHHS TIIKPECITIOE BasIIUBICTh 3aCTOCYBAaHHS IMITAIIHHOTO MOJICIFOBAHHS, CTPATETIYHOTO IIAHYBaHHS
Ta aaNTHBHOTO YIPABIIHHS JUIsl JOCATHEHHS CTIKOCTI B KPU30BUX YMOBaX. BUKOpHCTaHHS TaKMX IHCTPYMEHTIB
JI03BOJISIE TIAMPUEMCTBAM HE JIMIIE MIBUJKO pearyBaTy Ha 3MiHH, aje H (opMyBaTH JOBFOCTPOKOBI cTparerii, siki
3a0e3Meuyr0Th IXHE BiJIHOBJICHHS ITiCIIsl KPU3OBUX CHTYAIl. J{OCIi/UKEeHHS TaKoXkK aKI[eHTY€ yBary Ha HeoOXiHOCTI
KOMIUIEKCHOTO MiX0/y 10 aHTHKPH30BOTO YIIPABIIIHHS, IKUH Niepea0adae He Juiie (iHaHCOBI, ajie i MAapKETHHIOBI,
onepaliifHi Ta yrpapiiHChKI 3aX01. BaKIIMBOIO CKJIAIOBOIO € CTpaTerivHe MIIaHyBaHHS, SIKE JO3BOJISIE a/1aNTyBaTH
JiSUTBHICTB TIMPUEMCTBA JI0 HOBUX YMOB, MiHIMi3YIOUH TIOTCHIIIHHI PU3UKH Ta CIIPUSFOYH HOTO CTIHKOMY PO3BHUTKY.
BpaxoBytoun akTyanbHi BHKJIWKH, SKi BHHUKAIOTh HA TYPUCTUYHOMY PUHKY, CTAaTTSI MICTUTh PEKOMEHJAIIi 100
3aCTOCYBaHHS IHHOBAI[IMHUX TEXHOJOTIH, 30kpeMa UMpoBUX MmIaTtGopM i MOOUTBHHX JIO/ATKIB, IO T03BOJSIOTH
MOKPAIIUTH KOMYHIKAIIi10 3 KJTIEHTaMH Ta 3a0€3TeUTH IBH/IKE PearyBaHHs Ha 3MiHH B pUHKOBIHM cutyartii. Ocobnisa
yBara TPHAUIEThCS PO3POOI PEKOMEHAIIH /Ul TYPUCTHYHHX areHTCTB Ta ONEpaTopiB OO BIPOBAKEHHS
AHTHUKPU30BUX CTpaTeriii. PexoMeHalii OXomioroTh psiJl aCTIEKTIB, BKIIOUAIOUH ONTHMI3aIil0 BUTPAT, PO3IIHPEHHS
CIIEKTpPY MOCIYT, JuBepcUdiKallilo pHHKIB Ta HAIArOKEHHS e()eKTHBHOT KOMYyHIKalil 3 KiieHTaMd. Po3risiHyTO
MOJKITMBOCTI 3aCTOCYBAaHHSI CyYacHHX MapKETHHTOBHX IHCTPYMEHTIB JUIsl BiJJHOBICHHS TYPHUCTHYHOTO MOIMTY,
30KpeMa 4epe3 ajanTaliio MPOJAYKTiB 10 HOBUX YMOB Ta 3MiHH B CIIO)KHBYHMX IepeBarax. Takox HarollOIIYEThCs
Ha BXKJIMBOCTI HOPMYBaHHS CIPUSTIMBOTO IMIZKY MiIPUEMCTBA B YMOBaX KPU30BHUX 3MiH. TaKMM YHHOM, CTaTTs
MPOTIOHYE KOMIUIEKCHUH MiJIXi/l 10 aHTUKPU30BOTO YIPABIIHHS TYPUCTHIHUMH ITiINPUEMCTBAMH, KU 0a3yeThes
Ha Cy4acHMX TEOPETUYHMX MOJIEIISIX Ta METOAX, IO JIO3BOJISIOTH 320€3MeUUTH HE TITHKU BIYKHBAHHS ITiIPHEMCTB
y KPH30BUX YMOBAX, aje i XHii OJaNbIIiil PO3BUTOK B yMOBaX HECTAOLTLHOTO PHHKY.

KiodoBi cjoBa: aHTHKpW30BE YNPABIIHHS, TYPUCTHYHUM Oi3Hec, CTpaTeriyHe IUIAHYBaHHS, KPU30BHH
MEHEKMEHT, 1HHOBAIIIi B TYpH3Mi, TUBEpCU(IKaILis TOCTYT.
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