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Tema gucepranii:

1. TeopeTUKO-MeTOIMUYHI 3acafy GpeHINHI-MapKETUHIOBOTO YITPaBJIiHHS MiIPUEMCTBAMYU TYPUCTUYHOI
IecTUHalii

2. Theoretical and methodological principles of branding and marketing management of tourist destination
enterprises

Pedepar:

1.B rU,I/ICC@pTaILI/II/I pa3pa60TaH1,1 TeOpeTI/I‘{eCKI/Ie N METOONYECKNE OCHOBbBI 6peH,ILI/IHF—MapKeTVIHFOBOFO yr[paBJIeHI/IF[
[IpeIIIpUATHASIMU TYPUCTUYECKON NeCTUHALMY, YTOYHEHbI KATETOPUM «TyPUCTUYECKUE JeCTUHALMNY, «OpEHINHT
IeCTUHAUN» U «OpeHIUHI-TeXHOJIOTUW», OIpeliesieHbl KOHLIeNTyalbHble OCHOBbI 6PEHIMHI-MapKETHHIOBOTO
ynpaBJIeHI/IH HpeﬂHpI/IHTI/IHMI/I TypI/ICTI/I‘{eCKOfI JE€CTHAIIUN, O6OCHOBaHbI BHYTpeHHI/Ie 1 BHEUIHUE HpeILHOCI)IIIKI/I K
CpOpMHpOBaHPIe CTpaTeFI/II/I yr[paBJIeHI/IH HpeﬂHpI/IHTI/IHMI/I TypHCTH‘{eCKOﬁ OJECTMHAIVWHN C NCIIOJIb3BOBAHHNEM
TexHosioruu Qopcarta, GopManr3oBaHbl IPOLECChl OPEHINHTA 10 YPOBHSIM YIIPaBJI€HUS: CTPATErnyecKoro,
OHepaTI/IBHOFO nu aILMI/IHI/ICTpaTI/IBHO-OpI‘aHI/IBaHI/IOHHOFO, HpeILJIO)KeHbI METOINYECKNE OCHOBbBI ynpaB]IeHI/IH
IpeIIpUSTASIMU TYPUCTUUECKON N€CTUHALMH, KaK CJIOKHOIM OPraHU3allMOHHON CUCTEMOM, pa3paboTaH
CeTeLeHTPUYECKUI [TOAX0], 7151 00eCIIeYeH s YIIPaBIeHUs Pa3BUTUEM MIPEIIPUITUNA, PYHKINOHUPYIOWIUX Ha

TEPPUTOPUM [IECTUHALMY, C LieJIbl0 6aJlaHCUPOBaHUSI UHTEPECOB BCEX YYAaCTHHUKOB B3aUMOIEICTBY S, BKIIIOYasI



rocynapCrBO U rocygapCTBEHHbIE UHCTUTYTHIL.

2. The author developed methodological principles of branding and marketing management of tourist destination
enterprises as a complex organizational system, based on a network-centric approach based on marketing
relationships in selected areas of interaction, which forms value chains at each level, and branding technology for
tourism management for promotion of tourist services. A method for monitoring the sustainable development of
destination tourism has been developed. A method for identifying factors that are important for a particular tourist
destination has been developed. Criteria of efficiency of management of branding of the tourist enterprise are
allocated. Conceptual principles of branding and marketing management of tourist destination enterprises have
been developed, which are based on the concept of brand orientation in combination with the principles of
marketing interaction, embodied in a paradigm of relationships that differ from existing ones: (1) concretization of
the function of branding - building relationships "company - consumer”, which serves to create meaning and
values of the brand; (2) an integrated approach to the use of new information and communication technologies
within the community paradigm, which acts as a tactical component of branding; (3) supplementing the classic set
of principles of the reproduction process of the regional tourism product with new (principles of holism, focus on
creating values and their meanings (meanings), balancing the goals of all groups of stakeholders and customer
orientation); (4) grouping the main attribute of the tourist product generated by the tourist destination, which
correspond to the concept of destination branding and systematization of key roles of brands and branding
strategies in the development of tourist destinations. The author has improved the methodological tools of
branding and marketing management of enterprises operating in the destination, with the selection of the
following components: (1) monitoring the results of the implementation of the goals of sustainable development of
the tourist destination by means of monitoring to ensure "situational awareness" and balancing the interests of all
participants in the interaction, including the state and state institutions; (2) branding management of the tourist
enterprise, the effectiveness of which is determined by the selected criteria; (3) a system of customer relationship
management in selected areas of interaction, which forms value chains at each level and, accordingly, requires
managerial influence. This allows you to choose the target vector of further strategic management and a set of
elements to promote the full range of tourism products, services and individual tourism brands of the tourist
destination through communication channels. Criteria of efficiency of management of branding of the tourist
enterprise are allocated. The strategic structure of CRM (Customer Relationship Management - system for
customer relationship management) for the tourist enterprise has been developed. It is believed that the basic
basis of such a structure is the consistency of such business processes: strategy development, value creation,
information management, multi-channel integration and performance evaluation. It is proposed to monitor key
indicators that become CRM indicators using a balanced scorecard (BSC). A methodical approach to forecasting
the development of tourism using a theoretical and game model in the form of hierarchical cognitive maps, which,
in contrast to existing ones, allows to identify the interests and meanings of stakeholders and justify the role of
brands in network-centric approach to tourism destination management. tourist destination with the external
environment, to analyze their structural properties, sustainability, dynamics of development. This will form an
adequate and scientifically sound branding strategy for the development of a tourist destination and coordinate
the actions of national, regional and municipal authorities in developing programs to support enterprises of the
tourist destination. It is proved that the methodological principles of substantiation of the choice of market-
oriented strategy by a tourist enterprise should take into account the transformation of the digital structure of the
business with the use of foresight technology. 6 main directions of transformation of digital structure of business
for achievement of high competitiveness of the enterprises of a tourist destination are offered. The technique of
cognitive theoretical and game modeling for intelligent decision support systems with a network-centric approach
to the management of tourist destinations is presented.
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