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2. Formation of strategic marketing management in tourism enterprises in market uncertainty

Pedepar:

1. O6'ekTOM HOCHITKEHHS € TIpoliecu GOPMYBaHHS CUCTEMU CTPATEriYyHOTO MapKeTHMHIOBOIO YIIPaBJIiHHS Ha
TYPUCTAYHUX IiAIPUEMCTBAX B YMOBaX PMHKOBOI HEBU3HAYEHOCTI. [I[peIMeTOM [OCTiIKEHHS € TEOPETUYHI,
METOJIMYHi Ta PaKTU4Hi 3acagy (POPMYBaHHS CUCTEMHU CTPATEriYHOrO MAPKETUHIOBOTO yIIPABJIiHHS Ha
TYPUCTUYHUX HiANIpreMCTBax. MeTolo AucepTaliiiHol pobOTH € yI0CKOHaNeHHS! TEOPETUYHUX [T0JI0KEHb, pO3pobKa
METOJMYHUX 3acajl Ta IPaKTUYHUX PEKOMEHANiN o000 POPMYBaHHS CUCTEMHU CTPATETiYHOTO MAPKETUHTOBOTO
YIIPaBJliHHS NiANPUEMCTB B yMOBax PUHKOBOI HEBU3HAYEHOCTI. Y MPOLIECi BUPillI€HHS [1I0CTaBJIE€HUX 3aBIaHb
BUKOPMCTAHO 3arajJlbHOHAYKOBI Ta CIelialbHi METOAM HAYKOBOTO NOCJIJIKEHHS: CUCTEMHUM aHali3, KOMIIJIEKCHUI
Miaxif B3a€MOY3TOIKEHHS 1IijIel, IPOrpaMHO-11iJIbOBE MaPKETUHIOBE IJIAaHYBAHHS, METOLY MaTEMATUYHOI
CTaTUCTUKU, METOAM €KCIIEPTHUX OLiHOK. HayKoBa HOBU3HA AOCJIIPKEHHS IIOJISITA€ B IOJAJIbIIOMY IIOIJIMOJIEHHI
TEOPETUYHUX I10JIOKEHD TA PO3POO6Li MPAaKTUYHMX PEKOMEH ALl o0 GOPMYBAaHHSI CUCTEMU CTPATETiYHOTO

MapKeTUHTOBOTO yIIPaBJliHHS Ha TYPUCTUYHUX MiJIIPUEMCTBAX B yMOBaX PUHKOBOI HEBU3HA4YEHOCTI. [Tpu ibomy



OTPUMAHO TaKi HAYKOBi Pe3yJIbTaTU: YIOCKOHAJIEHO CKJIAIOBI CUCTEMU YIIPABJIIHHS CTPATETiYHOI MAPKETUHTOBOI
IiSITIBHOCTI TYPUCTUYHOTO MiAIIPUEMCTBA; MOZEJb CUCTEMU YIIPABJIiHHS CTPATETiYHOI0 MAPKETHUHIOBOIO [iSJIBHICTIO
Ha TYPUCTMYHMUX MiJIIPUEMCTBAX, aJalITOBaHy 10 crelndiky GyHKIiOHYBaHHS PUHKY TYPUCTUYHUX NiATIPUEMCTB;
CHCTEMY IOKa3HMKIB MaKpo - i MIKpOEKOHOMIYHOTO BIUIMBY Ha HifiJIbHICTh TYPUCTUYHUX I IIPUEMCTB;
kiacudikauio TYPUCTUYHUX MiTIIPUEMCTB 32 KOMIIEKCOM KJlacuQiKaliiHUX 03HAK; TIOHSTTS «KOMILJIEKCHE
CETMEHTYBaHHS PUHKY»; OTPMMAaJIU NTOJAJIBIINI PO3BUTOK: PO3TOPHYTI XapaKTEPUCTUKU OKPEMUX IPYII CIIOXKMBAYiB,
SKi TIpY JBOPiBHEBOMY i 6araTOpiBHEBOMY CETMEHTYBaHHi 00'€ JHYIOTbCS B OKDEMi CETMEHTH, $IKi XapaKTEPU3YIThCS
IIpY LIbOMY Pi3HMMHU KJIacuPikaliiHUMU O3HAKaMU; IPOrPaMHO-1iIbOBE MAPKETUHIOBE IIJIaHYBAHHS LJISIXOM
BHUKOPHCTaHHS 6araToOpiBHEBOTO CETMEHTYBAHHS i TO3UL[IOHYBaHHS Cy0'€KTiB pUHKOBUX BilHOCHH. [IpakTuiyHe
3HA4YEHHS OTPUMAHUX PE3YJIbTATIB I10JISITA€ B TOMY, 110 OCHOBHI TEOPETUYHI [TOJIOKEHHS, BUCHOBKU Ta MPOIO3ULLi,
IO MIiCTSITbCS B IUCEPTallii, MaIOTh HAYKOBO-IIPUKJIAJJHE 3HAUYEHHS i MOXKYTb OyT BUKOPUCTaHi IpU (OPMYBaHHi
CHACTEMU CTPATETiYHOrO0 MAaPKETUHIOBOTO YIIPABJIiHHS B YMOBaX PMHKOBOI HEBU3HAY€HOCTI. [I[pakTHYHEe 3Ha4YEHHS
OTPUMAaHMX PE3YJIbTATIB MiATBEPIKYEThCA NOBiAKAMU MPO iX BIIPOBAIIKEHHS, 30KpPEMa: YIIPABJIiHHAM TypU3MYy i
KypOpTiB XepCOHCBKOI 06J1acHOi Aep>kaBHOI agmiHicTpauii npyu po3po6bii obaacHoi [IporpamMu po3BUTKY TypU3MY i
KypopTiB Ha 2011-2015 poku; XepCOHCHKOI0 06JIACHOI0 Iep>KaBHOIO aIMiHICTpallielo y poleci BAKOHAHHS 3aBIaHb
«Crparerii coLiasbHO-€KOHOMIYHOTO PO3BUTKY XepCcOHCBKOi 0b1acTi 1o 2015 poky», TOB «Typ I1naza»; TOB
«[1naneta»; I1I1 Bropo nopoposxei «KBuTku 1o €8pori».

2. The object of research is the process of formation of a strategic marketing management in tourism enterprises
in the conditions of market uncertainty. The subject of the research is theoretical, methodological and practical
basis for the formation of a strategic marketing management for tourism enterprises. The aim of the thesis is to
improve the theoretical principles, the development of methodological bases and practical recommendations for
the creation of a strategic marketing management of enterprises in market uncertainty. In the process of solving
the tasks, general science, and special methods of scientific research: a systematic analysis, a comprehensive
approach consistency between the goals, program-oriented marketing planning, statistical methods, methods of
expert assessments. The scientific novelty of this research is to further deepen the development of theory and
practical advice on the formation of a strategic marketing management in tourism enterprises in the conditions of
market uncertainty. In this research, the following results: improved components of the control system of strategic
marketing tourism enterprise; model of the control of strategic marketing activities of tourism enterprises,
adapted to the specific needs of the market of tourist enterprises; scorecard macro- and micro-economic impact
on the tourism enterprises, the classification of tourism enterprises set of classification criteria, the concept of
«integrated market segmentation», which should be understood as the distribution of consumer travel service,
were further developed: the detailed characteristics of individual consumer groups, which in the two-level and
multi-level segmentation combined into individual segments, which are characterized with different classification
features; program-targeted marketing planning through the use of multi-level segmentation and positioning
market entities . The practical significance of these results is that the basic theoretical principles, conclusions and
proposals contained in the thesis, are scientific - practical value and can be used in the formation of a strategic
marketing management in the conditions of market uncertainty. The practical significance of the results is
confirmed by certificates of their implementation, in particular: Department of tourism and resorts of the Kherson
Regional State Administration in the development of the Regional Development Programme for Tourism and
Resorts, 2011-2015; Kherson Regional State Administration in the implementation of the tasks of the «Strategy of
socio - economic development of Kherson of 2015», LLC «Tour Plaza», LLC «Planetay, PP Travel Agents «Tickets to
Europe».
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