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FORMATION OF AMANAGEMENT SYSTEM FOR A TOURISM ENTERPRISE
BASED ON THE USE OF INNOVATIVE MARKETING TECHNOLOGIES

Summary. This article deals with the formation of a management system for a tourism enterprise based on the use of
innovative marketing technologies. Development and decision making in tourism marketing are accompanied by the use of
techniques that take into account the conditions of uncertainty in business and the degree of risk. The latter can be significantly
reduced by having reliable, sufficient, real, and timely information. The concept of marketing assumes that information is not a
less important resource of the enterprise than finance and personnel. Thus, to ensure the successful operation of a tourist enterprise
at all stages of its activity, marketing information is of paramount importance. Explanatory information makes it possible to
formulate an idea of the factors and causes of a change in the management system. This makes that planned information is used
in the development and decision-making process for goals, strategies and indeed marketing programs. The purpose of the article
is to study the factors of influence of marketing on the management system of a company, as well as the vectors which may lead
to the design of an enterprise’s administrative structure using marketing technologies.
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Introduction and brief literature review. In a tourism
business, a good manager should be a measure of evaluating the
strengths and weaknesses of his business but taking the appro-
priate operating, organizational, tactical, strategic measures.

For this, it relies on economic, social, accounting, and finan-
cial information. In the modern information society, the impor-
tance of information as a commodity rises. This is a consequence
of the general growth of information needs and an expression of
the development of the information services industry. Evidence
of this is the increased contribution of the information sector
to the creation of national wealth. The successful operation of
the enterprise is impossible without obtaining reliable informa-
tion about the current situation in the market. There are a num-
ber of firms whose activity is to sell information to interested
companies. The most popular enterprises in today’s market
include tourism industry enterprises. In the process of manag-
ing this type of activity, businesses can talk about information
as a subject of commercial distribution. following this state of
affairs, different management models can be put in place by
companies. Conceptual models of D. Ratmela, P. Eiglier and
E. Langeard, C. Grenros, P. Kotler, J. McCarthy, M. Bitner and
other scientists made a definite contribution to the methodology
of marketing services. Organizational and managerial methods
provide support to the organization in work and high labour dis-
cipline, without which it is practically impossible to effectively
manage the economy. Such tasks could be eased by the imple-
mentation of information communication technologies such as
marketing technologies.

Research results. The management of a tourism company
is much the same as the management of any other enterprise
but it has its own characteristics.

They are related to the multivariate tourism activities, the
uncertainty of the final result, often dependent on partners (car-
riers, hoteliers, etc.), the rapid variability of external factors,
the need to work with consumers of services not only at the
time of sale but also in the process of their implementation.

In recent decades, various spheres of the tourist business
have been successfully developing on the basis of strategic
management.

Strategic management as a concept of travel agency man-
agement allows us to consider the organization as a whole,
and also to explain from a system-wide perspective, why
some travel agencies are developing successfully while others
are in a state of stagnation.

Strategic management is the process of making and imple-
menting decisions based on strategic planning that compares
the resource potential of a travel agency with the capabilities
and threats of the external environment.

There are many definitions of strategy but they all imply a
well-thought-out set of norms and rules underlying the devel-
opment and adoption of strategic decisions that affect the
future state of an enterprise.

A strategy is a general program of action that identifies
problem priorities and resources to achieve the main goal.
The strategy formulates the main ways to achieve the goal
in such a way that the company receives a single direction
of movement.

Strategic planning methods have not yet found wide appli-
cation in the activities of travel agencies. Meanwhile, such
planning allows taking into account the needs and specifics of
the tourist market, and therefore, optimizing current activities
and foreseeing possible complications in the development of
business processes. Strategic management of a travel agency is
a sequence of actions from the formulation of a common goal
to the analysis of results and the adjustment of tasks (Fig. 1).
As we can see in Figure 1, the process of strategic planning of
travel agency activities includes six interrelated stages:

1) study of the external and internal environment of the
travel agency;

2) determining the main areas of work;

3) comparison of the results of the first and second stages;

4) identification of possible options for strategies;
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Fig. 1. The main cycle of the strategic management of the travel agency

5) the choice of one of the options and the formulation of
its own strategy;

6) preparation of a strategic plan based on the develop-
ment carried out.

Analysis of the travel agency environment is the process
of identifying the most important elements of the external and
internal environment that may affect the ability to achieve
goals. The external environment of a travel agency is a com-
bination of factors affecting its strategic development. These
include political, socio-cultural, economic, technological,
legal, and other factors.

In relation to the external environment of the tourist com-
pany, there are two types of control systems. The first type
is associated with the definition of positions (long-term and
strategic planning), i.e. we are talking about the entry of the
travel agency in its environment.

The second type of control is associated with a timely
response (control by strong signals, weak signals, under
unexpected conditions) in response to rapid and unexpected
changes in the environment of the travel agency.

The internal environment of the travel agency includes
such elements as the production of tourist products, finance,
marketing, personnel management, organizational struc-
ture, etc.

The analysis of the internal environment gives an idea of
the strengths and weaknesses of the travel agency, its internal
capabilities.

Though tourism businesses are multiple. They operate
in one or more sub-sectors of tourism related to the different
components of the tourism product (accommodation, trans-
port, animation ...).

Companies in this sector naturally welcome tourist cus-
tomers (holidaymakers, conventioneers), but also non-tourism
customers (for example, businessmen on business trips).

The purpose of tourism companies is to inform, advise,
assist, and accommodate the tourist in the preparation and
conduct of their trip and their stay. These different activities
explain a large number of businesses in the tourism sector.

Unlike distributors in many industries, travel agencies do
not deal with physical products but with information.

With the internalization of markets, the tourist company
must adapt, if possible, anticipate, sometimes influence, in
any case react with agility.
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For conditions to be good, business managers need the
right information at the right time for decision-making. The
central place to occupy information in the decision-making
process is well established.

This idea of the preponderance of information was
emphasized more than forty years ago by Lemoigne (1973,
1974) to the point that it draws attention to the confusion
often made between information and the decision. According
to the author, information and decision are related but not
confused. In favour of advances in information technology
(software, databases), companies can now collect, process,
store, and disseminate large volumes of information, and all
these operations are carried out more and more quickly and
at a reasonable cost. But, if the information is no longer, as in
the past, a scarce resource. It is its organization in a decision-
making database that allows the analysis and exploitation
for decision-making purposes. In common usage, the terms
“data” and “information” are often considered synonymous.
However, when seeking precision, it appears that the data
becomes information only when it is received by a human
being who interprets it. Information is data observed by an
actor. Observation involves comparison to other data for
interpretation. To pass from the rank of data to that of infor-
mation supposes that the knowledge of the data contributes to
the action of the one who observes it. Data (words, numbers,
images, sounds, etc.) is, therefore, the raw material of infor-
mation through a process of interpretation that gives them
meaning and meaning. There is really no single definition of
the information concept. The definitions vary according to
the standards (Haouet, 2008). Among the many definitions
proposed, we can retain the one elaborated by Davis, Olson,
Ajenstat and Peaucelle (1986), which refers to the functions
of information, regardless of its form and its treatment: infor-
mation is an image of objects and facts. It represents them,
corrects or confirms the idea we had. The information con-
tains a surprising value, in that it brings a knowledge that
the recipient did not have or could not predict. This defini-
tion recognizes that information, as an element of knowledge,
reduces uncertainty by modifying the probabilities assigned
to possible states of the future.

For March (1991), the main uncertainty in decision-mak-
ing is the ignorance of information held by others and their
likely actions.
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The main reason for being information is its role in the
process of reducing this uncertainty. Information is also valu-
able because it allows you to choose, make decisions, and
act. Its value is thus linked to its use in the context of deci-
sion-making. Thus, information gives meaning to a decision-
making situation and thus modifies both the structure of the
options and the preferences sought.

The information remains at the heart of the management
system of the company, as it is central to any decision to be
made. Being well informed is often (almost always) a condi-
tion for success. Many questions revolve around this notion:
where and how to get informed? What information does it
need? At what cost can it be obtained? What are its different
channels of communication, circulation? What to do in case
of over-information?

Information is information. Information worthy of the
name improves the degree of knowledge of the phenomenon
studied and makes it possible to make effective decisions. In
regards to that, managers of tourism development and promo-
tion in their region, Destination Management Organizations
(DMOs) are pillars of the tourism industry. A number of chal-
lenges await them as they often have to consider new avenues
of funding, embrace new technologies, face more competi-
tion, and adapt to the changing needs of consumers.

The first generation of DMOs was limited to the status
of a public body funded entirely by the state. Although this
type of structure still predominates, several new forms have
emerged, from national, regional, and municipal organiza-
tions. The following table, from a 2004 World Tourism Orga-
nization (UNWTO) survey, summarizes the situation in the
world. Canada, through the Canadian Tourism Commission,
adopts the model of a public-private partnership, as are the
United Kingdom, France, Denmark and Australia. Countries
such as Germany, Italy, Greece and Portugal favour a totally
public structure. Some destinations choose to go against the
tide, seeing the intervention of the state useless and preferring
to rely on the natural forces of the market. This is observed in
the United States, the Netherlands, and Japan. The latter sim-
ply opted for the privatization of its national tourism office. In
the highly evolving world of tourism, DMOs have no choice
but to follow the parade and adapt as well. The main difficulty
according to Arthur Oberascher, CEO of the Austrian National
Tourist Board, comes from the fact that they are primarily
supply-oriented in order to meet the interests of the member
companies of the destination.

The challenge is to better understand the demand to adapt
to customer needs. DMOs are expected to play a greater
role as knowledge managers, acting as information brokers
between customers and suppliers.

Ultimately, the leaders of the DMOs should be able to
count, like the hotel managers, on daily activity reports: inven-
tories, customer profiles and expenses, financial analysis, etc.
The establishment of a 24-hour communication network with
destination providers should be the norm. Obviously, we are
not there, but it gives an indication of the direction the tourism
industry is heading.

In addition, the increasing trend of consumers using the
Internet to search for information on tourist destinations and
to purchase their trip is one of the major changes in the opera-
tional environment of DMOs.

These must now take into account this new attitude of the
customer and adapt to the digital age of information. Accord-
ing to UNWTO, the majority of national organizations have
an e-commerce strategy, compared to regional or local enti-
ties, which do not have any (at least in half).

Considering these facts, the formation of a manage-
ment strategy based on digital management tools should be

explored, within this framework marketing technologies can
constitute a good lead. Labour in tourism management is spe-
cific and differs significantly from the activities of workers in
other industries, although at first glance it can be assumed that
the management of the tourist region and tourist organization
relies on the same basis as the management of any enterprise
of the “person-person” system. The first feature of tourism lies
in the great depth of its penetration and the complexity of the
interrelations between its constituting elements.

In the conditions of socio-economic transformation in
Ukraine, a tourism enterprise should quickly and adequately
reform its management structure and its functions. In the mod-
ern information society, the importance of information as a
commodity rises. This is a consequence of the general growth of
information needs and an expression of the development of the
information services industry. Evidence of this is the increased
contribution of the information sector to the creation of national
wealth. The successful operation of the enterprise is impossible
without obtaining reliable information about the current situa-
tion in the market. There are a number of firms whose activity
is to sell information to interested companies. The most popular
enterprises in today’s market include tourism industry enter-
prises. In the process of managing this type of activity, you can
talk about information as a subject of commercial distribution.
The concept of information as a product implicitly fixes a fun-
damental requirement for a tourism organization: the success
of the commercial dissemination of information as a product is
determined primarily by the extent to which the data offered to
consumers (tourists) will provide information for them. If the
data acts as a commodity, the user deals with information prod-
ucts — data sets formed by their manufacturers for further distri-
bution. The structure of the information product, or the form of
data presentation in it, in turn, embodies a certain information
system of its manufacturer, which by definition is different from
the user’s information system.

Of course, travel companies are trying to take into account
also consumer systems in their systems. Nevertheless, the
information systems of those and others can never fully coin-
cide, because:

a) consumers often do not make out (explicitly or implic-
itly) their rather vague ideas about what information they need
into clear information models, which prevents them from
being included in the product concept;

b) even if such models somehow exist, then, firstly, the
manufacturer may not know about them and/or misinterpret
them and, secondly, these models may not coincide with each
other, making thereby the construction of an abstract informa-
tion system “user in general” difficult to solve, and often not
a practical task.

Discrepancies of information systems of manufactur-
ers and users are manifested mainly in the fact that the user
needs data in a different volume and in a different structure
compared to how it is done in the information product. This
reduces the efficiency of finding the necessary information
because the user must make certain efforts to extract data
from information products and to reduce them into a single
information array suitable for answering the questions posed.
We can assume that the content of each specific information is
determined by the needs of users and certain requirements are
imposed on the information, such as:

— brevity, clarity of language, timeliness of receipt;

— meeting the needs of specific managers;

— accuracy and reliability, correct selection of primary
information, optimal systematization and continuity of the
collection and processing of information.

However, the management system is a combination of
technical and organizational methods and measures intended
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for solving managerial tasks. It follows that in the market
conditions, the information system is also one of the most
important elements not only in the selection of a tourist prod-
uct but also in the management of the commercial activity of
a tourist enterprise.

Information support from the point of view of managing
the commercial activity of an enterprise is a completely new
matter, and therefore, its purposeful development is required.
This goal is achievable with the use of marketing technolo-
gies, which have a huge array of elements connected to the
management of the enterprise. In fact, to identify the spe-
cific features of the market activity of tourist enterprises that
determine the requirements for information resources in this
area, it is necessary to analyse the theoretical approaches to
marketing in the service sector since the activity in the field
of tourism is characterized by a number of specific features
that are also characteristic of the service sector as a whole.
According to Henry Assael, services as goods purchased by
consumers, but without transferring ownership of them, have
the following features:

— the service is non-material and, therefore, intangible,
non-conserved, cannot be produced for future use, cannot be
packaged, stored or transported; however, the results of the
service can be materialized and evaluated;

— the service has the property of inseparability — the pro-
vision of the service is inseparable from the seller and the
consumer, implies their personal communication; services are
most often sold first (payment for treatment, rest, excursions,
etc.), and then simultaneously produced and consumed;

— usually, the service is provided to enterprises for a very
specific consumer, therefore, each service is unique and has
the property of heterogeneity in quality.

Based on their analysis, it is possible to identify the main
components of the resource support of marketing activities,
reflecting the essence of the specifics of tourist services, as
well as corresponding to the rate of informatization of market
processes in the service sector:

— the ambivalence of marketing activities in the field of
tourist services, combining technology and the art of market
activity;

— close cooperation between the producer and the con-
sumer, arising in the process of promoting and providing tour-
ist services;

— intensive information exchange of market participants in
the field of tourism;

— the prevailing value of the marketing mix, consisting of
seven variables: product, price, promotion, incentives, per-
sonnel, process, and material evidence.

Modern information technology is changing the way busi-
nesses do business in most consumer service businesses. The
enterprises of the tourism industry are also activating the pro-
cesses of using computer and telecommunications equipment,
creating electronic service systems, and using the Internet,
which form a powerful resource base for information support
of market activities in this market. One of the main elements
of information support in making marketing decisions in the
activities of tourist enterprises is the marketing information
system (marketing technologies).

The role of marketing technologies in the system of mar-
keting management is to determine the information needs
for marketing management, its receipt and timely delivery
to managers for decision-making. Marketing management is
aimed at solving the problem of influencing the level, time
frame, and structure of demand for tourist services in order to
achieve the company’s strategic goals. It is obvious that the
development and implementation of marketing technologies
elements in the practical activities of tourism enterprises will
provide a powerful resource base for quick access to informa-
tion about the situation on the tourism market, quality supe-
riority over competitors, access to target consumers and the
possibility of feedback from them.

Marketing activities of industrial enterprises producing
commodity products and enterprises of the service sector have
common approaches, however, there are certain differences.
Manufacturing enterprises need to establish close ties, mainly
with wholesalers and intermediary structures through which
they reach consumers. Service enterprises enter into direct
contact with their target customers.

As shown in Figure 2, the implementation of the mar-
keting technologies of the tourist enterprise should take into
account these differences and be carried out according to the
six proposed methodological principles:

1) The principle of the need for the tourist enterprise to
fully meet the needs of the target market, which is due to the
inseparability of the enterprise-producer of tourism services
and the end-user in the process of its provision (business to
customer relationship);

2) The principle of accuracy of the used marketing infor-
mation, according to which the marketing technologies use
only reliable external and internal information necessary
and sufficient for the tourist enterprise to make adequate
management decisions (customer experience and content
management);

3) The principle of complexity, in which the marketing
technology should ensure the activities of the enterprise, tak-
ing into account all the variables of the marketing mix. The

Advertising Content and Company’s
and promotion customer’s performance
Business to customer relationship company’s performance monitoring
management
Customer data Business to Internal data
segmentation customer management

Fig. 2. Conceptual features on which the management system using marketing technologies should be built
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importance of this principle is particularly increasing in enter-
prises of the sphere of tourism services since, as was shown
above, the marketing mix of such enterprises includes more
variables than the marketing mix of enterprises producing
marketable products (advertising and promotion).

4) The principle of consistency, in accordance with which
the marketing technologies should operate in conjunction
with other information systems of the tourist enterprise at
all stages of the marketing management cycle (internal data
management).

5) The principle of continuous improvement of market-
ing activities, in accordance with which the marketing man-
agement in tourism is based on the use of modern scientific
and methodological developments and software products that
allow businesses to process and store large amounts of mar-
keting data (customer data segmentation).

6) The principle of the process approach, in accordance
with which the marketing activities of a tourism enterprise in
the framework of an IIA are presented as a set of interrelated
and interacting processes, including the processes of plan-
ning the market and production activities of an enterprise and
analysing the effectiveness of its functioning (company’s per-
formance monitoring). As seen here, information sharing can
become a vehicle for organizational development. Web-based
information and communication technologies (ICTs) offer
new opportunities for collaboration and foster the emergence
of collective intelligence.

Web 1.0 allowed the diffusion of one-way information
without the possibility of interactivity. Web 2.0 puts the user at
the heart of information. The user becomes a contributor and
beneficiary. Thus, the Web becomes a social, collaborative,
community. Web 2.0 opens up a new area, that of collabora-
tion and collective intelligence.

The organization is a privileged place for sharing informa-
tion and collaborative work. Interactions are numerous and
varied, both among the members of the organization and in the
relations that the organization has with its external environ-
ment. ICTs have revolutionized practices; we can see that with
the concept of interoperability.

Interoperability is the property that allows for the unre-
stricted sharing of resources between different systems.

In short, it is about exploiting the behavioural data of a
contact to deduce its appetites and send the right message at
the right time by the right channel.

Attention should be paid to choosing the right time to
communicate with a contact. It is determined by the behaviour
of each individual.

This axis of customization that is time is often set aside
by companies that continue to schedule their marketing cam-
paigns on a fixed date. Choosing the right time is a factor for
improving However, to achieve this promise, a marketing
automation solution must continuously collect behavioural
data within the company’s information systems. These new
tools make it possible to maximize the creativity and efficiency
of a working group, even if the individuals are geographically
dispersed. The comfort of use, speed of interactions, qual-
ity of exchanges: in the long term, the sharing of informa-
tion in internal helps maximize business ROI. Concentrating
customer knowledge in the same place not only improves the
profitability of tourism businesses but also capitalizes on the
customer’s experience.

In the case of the tourism industry, we can say that it is
indeed one of the sectors that has been most strongly impacted
by the evolution of tools, uses, and digital content. The col-
lection and exploitation of behavioural data are becoming a
major challenge for marketing teams looking to improve their
performance and adapt to the growing number of communi-

cation channels. The multiplicity of channels leads to a dis-
persion of customer knowledge in systems that, if they are
partitioned, ultimately lead to a loss of customer knowledge.
This is a recurring problem for companies that consult us. In
this context, simultaneously combining the behavioural data
exploitation strategy with the cross-channel approach allows
us not only to reconstruct the customer’s knowledge but also
to enrich it with appetence or interest information earlier in
the purchasing cycle.

Before the purchase decision is made. Technology solu-
tions, such as marketing technologies, offer the opportunity
to exploit this behavioural data and increase customer conver-
sion in a cross-channel and not just digital approach. Market-
ing technologies were designed to manage the implementa-
tion of behavioural and cross-channel relational strategies by
centralizing data (customers, prospects and users) in a single
marketing datamart. To stay competitive, tourism players
must adopt a proactive attitude towards digital.

They must interest, satisfy, give the desire to the tour-
ists to promote their destination: it will be here to devolve an
alchemy between the tourist company and the customer, it is
here one of the advantages of the digital which invites to the
travel, makes the visit attractive, and simplifies the life of the
tourist giving a field of possibilities very wide.

Taking into account the aforementioned facts, the man-
agement system of the tourism company should function with
interactive elements, in which tourism product content man-
agement, business to customer relationship oversight, should
be at the core of the activity of the said enterprise. As we can
see in Figure 3, this system will include six elements:

Content marketing platforms, which helps marketers
create quality content, target customers, and manage their
contact lists efficiently.

It has a full-funnel marketing system, which helps mar-
keters build, administer, and distribute emails with the help
of their marketing tools and applications. Content marketing
covers a broad spectrum but it’s a strategic marketing approach
focused on creating and distributing valuable, relevant, and
consistent content to attract and retain a clearly-defined target
audience. Ultimately, enhance awareness, encourage loyalty,
and increase profitability.

The content management system is an application that
is used to manage web content, allowing multiple contributors
to create, edit, and publish.

Content in a CMS is typically stored in a database and dis-
played in a presentation layer based on a set of templates. One
major advantage of a CMS is its collaborative nature. Multiple
users can log on and contribute, schedule or edit content to be
published. Because the interface is usually browser-based, a
CMS can be accessed from anywhere by any number of users.
When a company uses a CMS to publish its pages, it reduces
its reliance on front-end engineers to make changes to the
website, making it quicker and easier to publish new content.
This may be useful for small and medium enterprises.

Social media management, which is a growing trend
among businesses because it can improve results drastically.
That’s because the tools that businesses can use to manage
their social networking give them a great deal of information
that can help them gain more followers, become more rele-
vant to the followers that tourism companies may have, and
ultimately, grow their business through social media. Social
media management not only helps tourism professionals with
managing their social network, both outgoing and incoming
communications, but also all of the other aspects of small
business social marketing more efficiently. It allows them to
have a smooth and a working plan as to how they are going to
post, respond to followers and fans, and take the information

11
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Fig. 3. Proposed management system for a tourism enterprise
based on the use of innovative marketing technologies

that they interactions provide so that they can use it to make
their business better.

Marketing automation, which is a set of a software sys-
tem that helps businesses to automate the manual repetitive
tasks. This helps to save time, save money on resources, and
enables you to focus on more important tasks like planning
& strategy. Automation is based on collected data that analy-
sis behaviour, interests, and trends. Marketing automation is
the use of software to automate marketing processes such as
customer segmentation, customer data integration, and cam-
paign management. The use of marketing automation makes
processes that would have otherwise been performed manu-
ally much more efficient and makes new processes possible.
Marketing automation is an integral component of customer
relationship management.

Customer relationship management, in which all cus-
tomer data including customer name, previous bookings,
address, financial information, and characteristics will be
stored in one location and can be accessed from any point.
This information will allow tourism companies or hotels to
understand customer history and provide them with the ser-
vices they prefer. This effective targeting will allow companies
to provide personalized services. automated channel tracking
will also allow you to ascertain which mediums are being used
in order to make bookings to adjust your future efforts at mar-
keting. The importance of CRM cannot be denied and without
proper implementation, there is no way that businesses can
work effectively towards attracting and retaining customers.
CRM has a direct effect on the returns generated for the busi-
ness. This is especially true when it comes to delivering per-
sonalized care in the service industry, specifically tourism. In
an effort to retain customers and expand business operations,
businesses have been implementing CRM solutions

Company’s management platforms, which are applica-
tions or set of programs that help businesses support, improve,
and automate their processes. Such software assists in elimi-
nating errors, completing business tasks, reporting activities
and increases overall efficiency and effectiveness. This makes
it possible to centralize data on the company’s performance in
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real time, which is a powerful development lever for tourism
companies. This ensures better communication internally but
above all greatly improves the customer experience. All the
services of this company have an ideal vision of the progress
of the projects executed within the company.

We can see here that such a system gives an opportunity to
tour companies to have control over their management strate-
gies in seasonal activities. In a context of crisis, the “physical”
actors of tourism suffer from the disintermediation made pos-
sible by the rise of the Internet. All these professionals, public
or private, must therefore integrate the need to present their
offer on the Internet either through their website intern or by
referencing through an intermediary. Hotels have understood
the importance for tourists to be connected and according to
a study conducted by the HRS hotel chain across Europe, we
see that 67% of hotels offer free Wi-Fi to their customers. This
investment in the e-tourism sector is the consequence of differ-
ent issues: a challenge of image (willingness to show a modern
and dynamic image), a direct and complementary sales channel
(internet is a complementary distribution channel especially for
last-minute sales) and a customer loyalty and support tool. The
digital challenges for local information and promotion bodies
are the same. Whatever their size, location or status, the territo-
rial organizations are concerned in their mission of reception
and information by the digital revolution. That is why these new
tools are deployed in the offices of tourist offices by integrating
digital information services internally but also externally via
digital sites or applications. Nonetheless, a more practical view
of the aforementioned facts should come into play. Any tourist
operator will need specific aspects of the proposed management
system. While data is an increasingly important competitive
advantage in the digital economy, most organizations continue
to treat it differently than other resources, which can lead to
poor data quality or silos of information.

Conclusions. The successful work of enterprises in the
tourist market is impossible without effective marketing
activities. This is associated with the need to develop and
implement a whole range of activities, in which the work of
all departments of tourist enterprises is aimed at optimizing
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the processes of interaction between consumers and produc-
ers of tourist services. At the present stage of development of
information and communication technologies, such activities
are impossible without developing information resources to
ensure the marketing activities of tourist enterprises. Usually,
control over the work of the travel company is carried out with
the help of the accounting department of the company, which
receives all the information about the movement and avail-
ability of funds and the implementation of various business
operations. The development of the tourist product, advertis-
ing and marketing strategy are carried out by the marketing
department. In the tourism business, it is necessary to pay
maximum attention to studying the problems of supply and
demand in the markets. When rendering its services, a travel
company should be guided by the problems of tourists and
their needs. The solution to such problems is carried out by
interviewing potential customers. Quite a significant amount
of information is obtained by analysing various advertising
brochures and leaflets that are produced by various foreign
and Ukrainian firms and their competitors, which again are
costly both in time and means.

Treating tourism and content marketing is a major issue
for all tourism professionals. Internet visibility has become
the heart of their marketing process in this sector. The need
to exist outside of all booking intermediaries seems essential
today. The ability for hotels, holiday villages, and campsites to
generate their own customer traffic is becoming a fundamental
criterion of economic independence. This is why marketing
technologies become the spearhead of a corporate marketing
strategy. Therefore, tourism professionals will have to choose
closely the tools of the marketing technologies they may need
in the accomplishment of their activities. Big data continues to
grow and marketing departments increasingly see the benefits
of these technologies for their internal processes, with issues
and goals specific to their business. The main objectives
related to big data projects led by companies are to improve
the services rendered and the customer relationship. Analyt-
ics is at the heart of customer data exploitation issues with a
particular focus on predictive analysis and unstructured data
analysis. This may require a huge array of evaluation methods
of the said technologies in the management process of tourist
enterprises.
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®OPMYBAHHA CUCTEMU YITPABJIHHSA INIANTPUEMCTBOM TYPU3MY HA OCHOBI
BUKOPUCTAHHSA IHHOBAILIMHUX MAPKETUHIOBUX TEXHOJIOI' T

AHoramis. [laHa crarts npucBsiueHa (OPMYBAHHIO CHUCTEMH YIPABIIHHA TYPHUCTHYHUM MiANPUEMCTBOM Ha OCHOBI
BHKOPUCTAHHS IHHOBAI[IHHMX MapKEeTHHIOBHX TEXHONOTiH. PO3BHTOK 1 NPUIHATTA pilIeHb B TyPUCTUYHOMY MAapKETHUHIY
CYIPOBOIXKYEThCS BUKOPHCTAHHSIM METOIHK, IO BPAaXOBYIOTh YMOBHM HEBH3HAYCHOCTI B Oi3Heci 1 CcTymiHb pu3uky. OcTaHHi
MOXXYTh OyTH 3HAUHO 3MEHIIEHi 3aB[SIKM HAasBHOCTI HaliliHOi, HOCTaTHBOI, peanbHoi Ta cBoedacHol iHdopmanii. Kpim Toro,
BaKIJTHBO ITAM'SITATH, IO Oy/Ib-SKHil XOPOIIHH IN(POBHI MAPKETHHTOBHH ITaH 0a3yeThCs Ha psil JoOpe moOynoBaHUX IpodiniB
KIIIEHTIB, SIKI OKPECJIOIOTh KOHKPETHI THIH JIOZICH, SKUX TYpOIEpaTrop Xoue NOCATTH 4Yepe3 CBOI MAapKETHHIOBI KaMIaHii.
HesBaxarouu Ha Te, 110 BH He TOBHHHI 3aITyCKaTH HOBY MApKETHHTOBY KaMITaH{I0, ITOKU He 3HAlIeTe YSBICHHS PO JeMorpadivHi
MTOKa3HUKH, IHTEPECH Ta isSIbHICTh B€O-OpI€EHTOBAHOTO KITIEHTA, BU TAKOXK ITOBUHHI IMOCTIHHO PO3BUBATH 1IeH PpOodisib HA OCHOBI
BAllIMX OCTaHHIX JaHuX. KOHIenIis MapkeTUHTY IIPUITyCKae, 0 iHGOopMAallisl € He MEHII BaXJIUBUM PECYpCOM IMiANPUEMCTBA,
HiX (piHAHCH 1 IEpCOHAI. 3POCTAHHS YHUCIICHHHX ITiIIPUEMCTB OYJI0 3yMOBJICHE PEKJIAMOIO Ta MAPKETHHIOM Uepe3 TPpaaulliiHi
LULIXH — Y TOMY YHCH Ta3eTH, PEKJIaMHi POJIMKH, TUCTIBKH Ta paxio. BoHn cTBOpunn yyaeca Ui Mo4aTKOBOIO 3pOCTaHHS, ajle
B LndpoBy enoxy ueil niaxin norpedye aganTawii Ta po3LKUPEHHs, 00 3'€JHATUCS 3 CyYaCHUMU CIIOKHBauyaMu. TaKuM YHHOM,
JUIS YCIIMIHOTO (DYHKI[IOHYBaHHS TYPUCTHUYHOTO MIATNPHUEMCTBA HA BCIX e€Tamax HOro MisuIbHOCTI MapKETHHTOBa iH(pOpMallis
Mae nepuiopsiiHe 3HaueHHs. ITosicHIoBanbHa iHbOpMaLis Jae 3Mory c(hOpMyIIIOBaTH ysBIECHHS IIPO (HaKTOPU Ta IPUYUHU 3MiHU
cucteMu ympasiiHHs. [le poOouts, 1mo miaHoBa iH(opMallis BUKOPHCTOBYETHCS Y MPOIIECi PO3POOKU Ta MPHUHHATTS PilliCHb
JUIS LiNed, cTpareriil Ta Oiif MapKeTHHIOBUX HporpaM. MeToro CTaTTi € BUBYEHHS (aKTOpiB BIUIMBY MAPKETHHIY Ha CUCTEMY
YIIPaBIiHHS KOMIIaHIl, a TaKOXX BEKTOPIB, SIKi MOXYTh IPU3BECTH 0 PO3POOKH agMiHICTPATHBHOI CTPYKTYpH MiAIPHEMCTBA 3
BUKOPUCTAHHSAM MapKETHHIOBHX TEXHOJOTIH.

KoarouoBi cioBa: iHdopmamis, ymnpaBIiHHS, MapKeTHHIOBa CTpaTeris, iH(pOpMamiliHi KOMyHIKamiifHi TEeXHOJOTII,
MapKETHHIOBI TEXHOJIOT'I.
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