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Abstract. Every modern tourism company strives to remain competitive and maintain its
market position in the context of global changes in the world economy due to the corona crisis that
shook it in 2020. While public authorities increased spending on health care support and victim
assistance, tourism organizations, like other businesses, were forced to reduce their business
activity. Tourism is the third-largest export sector of the world economy, and the share of the
tourism sector in the GDP of some countries is more than 20%. Tourism has been one of the sectors
most affected by the COVID-19 pandemic. Thus, the further development of the tourism industry
and the way out of the corona crisis depends entirely on the development of optimal ways of
forming and promoting a competitive tourism product in the conditions of the corona crisis.
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INTRODUCTION

Tourism has been one of the sectors most affected by the COVID-19 pandemic. That is why
the choice of the optimal sales strategy and promotion of their travel services today is key to
increasing the competitiveness, preservation and successful operation of tourism enterprises.
However, modern technologies for the promotion of tourism products in the context of the coronary
crisis remain unexplored, need scientific definition and identification.

LITERATURE REVIEW
Theoretical questions on the organization of tourist activity and the formation and

advancement of a tourist product were investigated by the following domestic scientists:
Kuzmin, O.E. (2019), Dubodelova, A.V. (2018), Kulinyak, I. Ya. (2020), Malkush, H. Yu. (2019).
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The main aspects of modern strategic business management and marketing: strategic market
management, competitive strategies, creating a successful brand, communication strategies, pricing,
bringing the company out of crisis were considered by the following foreign authors: Peter Doyle
and Philip Stern.

PAPER OBJECTIVE

The main purpose of the article to analyze the current situation in the market of tricycle
services and find effective measures to minimize the effects of the global crisis through the
pandemic caused by the spread of the COVID-19 virus and ways to form and promote a competitive
tourism product.

METHODOLOGY

The method used in this research is a descriptive method. The analysis technique used in this
study is a qualitative method with descriptive research techniques. Data analysis is very important
in a study in order to provide answers to the problems studied, before data analysis is performed,
data collection is first carried out, then analysed qualitatively and interpreted logically and
systematically. The data used comes from journals, scientific articles, literature reviews that contain
the concepts studied.

RESULT AND DISCUSSION

The tourism industry is an intersectoral economic complex that specializes in meeting the
needs of consumers in recreation, travel and rehabilitation through the production and sale of goods
and services for tourism. For many years in a row, the tourism business has held leading positions
in the world economy. Thus, in 2019, the share of tourism was 7% of world trade. Every tenth
inhabitant of the planet is employed in this sector of the economy, and due to the complex
production and marketing chain of interconnected industries, the tourism industry provides
livelihoods for millions of people in developed and developing countries. It develops especially
rapidly in the absence or exhaustion of natural and socio-economic prerequisites for the
development of industry or agriculture (Figure 1).

= Small and medium-sized enterprises = Large enterprises

Figure 1. Enterprises engaged in the tourism industry
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Source: Calculated by authors based on (Chornen'ka, 2006)

Tourism integrates diverse activities and industries, both material and non-material, and
tourists have costs in all sectors of tourism services. In the practice of management there are such
areas of tourism (Figure 2). The tourism industry has a component structure, which is a set of
tourism industries, recreational activities and individual sectors that reveal the peculiarities of its
operation within a certain geographical area. The main product in the tourism market is a tourism
product, which is a set of travel services needed to meet the needs of tourists during the trip. Given
that the tourist product is complex, various structures provide services to tourists and constitute the
tourism industry: hotels, tourist complexes, motels, campsites, boarding houses, restaurants,
transport, cultural, entertainment, sports, health and recreation.

l— Tourism industry —l

Accommodatio Transfers Nutrition

Implementation of
services

Health and recreation

Figure 2. The structure of the tourism industry
Source: Calculated by authors based on (Chornen'ka, 2006)

The classic concept of a marketing complex built on the 4P formula often includes additional
"P" variables based on market needs. This is how the "5P" complex is formed. Promoting both the
travel company and its travel product on the market is the most important means of marketing. One
of the most well-known and widely used terms in marketing is a marketing complex or marketing
mix (Figure 3).

Target marceting

Product -
) gssclm.rttment Marketing mix 5 P - Press. media
= Ua I y ]
- Characteristic - énngal report
- Goodness

- Trademarketing - b
- Sponsorship

- Packaaina .

-Brande magazines
Place Price

- Channels - Price List Promotion

- Coverage - Discounts - Stimulating demand

- Accommodation - Pricing policy - Advertising

- Revolving funds - Terms of contracts - Sales representatives

- Loaistics - Direct marketing

Figure 3. Marketing mix 5P
Source: Calculated by authors based on (Information platform “Laboratory.ru”).
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The activity of enterprises in the tourism industry is focused on the demand of potential
consumers. Therefore, the formation and promotion of a tricycle product, without information about
consumer demand, is not appropriate. Planning the volume of sales of tourist services is fully the
starting point of economic management of the business entity in the tourism industry. That is why
the planning of production, service and financial activities of the tourism industry should precede
market research and justification of the plan for the sale of tourism products. Marketing is a
management process aimed at maximizing the company's income through the development of the
company's relations with valuable customers and the creation of competitive advantages for the
company. The classic marketing complex includes four areas of action within the overall strategy,
the names of which begin with the letter "P": "Product™, "Price", "Place™ and "Promotion™ (Table
1).

Table 1
Components of classical marketing complex “4P”

Course of action Characteristic

Business activity is the production and sale of products (goods and
services). In today's market conditions, against the background of
increasing competition and globalization, the optimal solution is to focus
P — Product on the market when developing a new offer, adapting its properties to
trends, time requirements and consumer demands. The concept of
"product” includes all tangible and intangible characteristics of goods and
Services.

The value of the product expressed in monetary units. For the
organization, a price is a marketing tool; it is determined based on the
perception of the value of supply and has a direct impact on turnover, gross
P — Price income and profit of the organization. In today's market conditions, price is
one of the key factors in making a purchase decision. Each consumer
determines for himself the maximum and minimum price for a particular
product or service. Most often, the price is an indicator of quality.

Ways to overcome geographical distances between market participants
and ensure the availability of sufficient goods in the right place at the right
time. For consumers to be able to buy goods or receive services, the point
P — Place of sale or provision of services must be directly adjacent to them.
Depending on the scope of the organization, the element "Place™ includes a
model of distribution of the company: product sales markets, distribution
channels, product layout, inventory management, transportation methods.

Ensuring the audience's awareness of the product and its key
characteristics, the formation of the need for it, the intensification of repeat
purchases. A sufficient level of knowledge about the company, brand,
P — Promotion | services offered and products presented allows you to attract an audience
that has the appropriate needs to make a purchase. The methods of
promotion include all marketing communications: advertising, personal
sales, Internet marketing, participation in specialized events.

Calculated by authors based on (Doyl’, Shtern, 2006)

The marketing mix is a set of actions that the company plans to use in interaction with the
audience, divided by the vectors of effort. A marketing mix is a tool for conveying information
about the value of a product to a potential consumer. The starting point for all the actions of the
marketer is the business strategy of the company, which forms the goals for the marketing
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department. The formation of marketing strategy in the company is from top to bottom: from more
general areas to narrow areas of activity. The marketing mix, which includes product and pricing
policies, sales channels, PR events and promotion policies, becomes the tools for implementing the
strategy.

Promotion is one of the four main elements of the classic marketing mix "4P", which provides
the transfer of information about a product or service to the consumer for feedback in the form of
visiting the outlet and making a purchase.

The definition of "promotion™ has several aspects, one of which considers this concept as the
task of the advertising campaign, which is to present the best features of the product or service in an
attractive form for consumers (Vojchak, 1998). Promotion is also considered to be any form of
communication used by an enterpriseor organization to inform, persuade or remind about its brand,
goods and service (Rayzberh et al., 1999). According to Kotler, promotion should be considered as
a specific combination of advertising, public relations, personal selling, sales promotion and direct
marketing tools (Kotler et al., 2010).

Promotion in the marketing mix is complex because it combines several elements with
characteristic properties: advertising, PR (public relations), personal selling, sales promotion and
others. Thus, the promotion complex is a tool to influence the target market segments and other
stakeholders of the company to build audience loyalty, create a positive image and commitment of
consumers to the company, its sales, goals and objectives. The modern specifics of the tourism
business is characterized by a large number of tour operators working with clients through their
agency network to promote the tourism product (Figure 4).

Ways of advancement touristic

product
Branding
Which aims to consumer Which aims to intermediary
Direct marketing Exclusive partnership
Sales promotion
Exhibition management High commission
Integrated marketing Greater reward

communications for sale

Figure 4. The main means of promoting a tourist product
Source: Formed by authors

External measures to promote the tourism product occur through such promotion channels as

1) advertising in the media and other advertising media;

2) sales promotion;

3) direct sales (direct marketing);

4) public relations.

Such measures to promote the travel product on the market require a significant financial
investment from the travel agency. Spending a lot of money on advertising, the entrepreneur does
not yet have exact data on how much they will pay off in the future. Therefore, the main stages of
work to promote the product of the tourism industry are:
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1. Planning the promotion of tourism products on the market.

2. Selection of promotion channels and advertising media.

3. Drawing up an advertising appeal.

4. Implementation and evaluation of key performance indicators of advertising.

Planning is a key factor in promoting a tourism product, which includes marketing research
and market analysis, goal setting, budget formation and distribution. And the starting point of
planning is the study of the market - the sales area, where it is necessary to distribute advertising,
consumer and tourism product.

The key goal of promoting a tourism product is to increase brand awareness. However, a more
specific goal of a travel agency is to bring information about its product to each target market and
target segment, which in turn provides the travel product and the travel agency itself, creates a
positive image of the product and organization and strengthens the travel agency's position in the
market. competitors.

The direction of tourist advertising is divided into the following types:

1) product advertising aimed at promoting the tourism product;

2) corporate advertising aimed at improving the image of the travel agency, increasing the
recognition of its brand,

3) business advertising aimed at building a high business reputation of the company and
establishing business relations with other enterprises in the tourism industry.

The promotion strategy is determined by each tour operator, based on a set of internal and
external means of promoting the tour product, as well as depending on such factors as the image of
the company, location, target audience and more. So, in terms of these factors, travel company
chooses different ways to realize their tourism product (Figure 5).

Methods of implementation
of tourism products

Own agency network Intermediaries
Direct distribution Intensive: tourism product sold
through most travel agencies by

Through an agency network of regions

enterprises created and

subordinated to the tour operator Selective: choosing an agent are

broken down into several
specialized intermediaries

With the help of e-commerce:
mobile applications, online
booking modules and purchase of
tours on the website of the travel
company

Exclusive distribution: tourist
product sold only through selected
travel agents. The strategy is
typical for specific types of tourism

Figure 5. The main ways of implementing tourism product
Source: Calculated by authors based on (Information platform “Radio svoboda”).
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Based on the selection of the optimal strategy of means of formation and promotion of
tourism can make a powerful competitive advantage to find more market share and increase
customer loyalty.

A pandemic caused by the spread of the virus COVID-19 shattered the economy of almost all
countries. The total number of confirmed cases of coronavirus infection in the world as of January
2021 reached more than 84.6 million people. The global economic crisis, through a pandemic, could
push another 130 million people out of poverty and destabilize inequality and social security.
According to the forecasts of the Organization for Economic Cooperation and Development, the
expected fall in global GDP through the COVID-19 global economy could reach 4.5%. The
situation of uncertainty was exacerbated by the second wave of coronavirus, which covered the EU,
America and other continents in the last few months of 2020 (Information platform “Vedomosty”).
Thus, most of the world's population has faced severe quarantine restrictions, including travel. The
authorities of some countries est provide massive financial state support to businesses, families and
the most vulnerable groups. Since March 2020 these objectives spent about $ 12 trillion.
Unfortunately, no state support has kept the world economy from the crisis, and sometimes crash
because of the termination of business activities of economic activity, disruption of supply schemes
and tourist travel.

Tourism is the third-largest export sector of the world economy, and the share of the tourism
sector in the GDP of some countries is more than 20%. Tourism has been one of the sectors most
affected by the COVID-19 pandemic. The corona crisis has become the most serious challenge for
the tourism industry since its inception. Since 2020 based on international tourism economy will
shrink by about 80% (Figure 6).

Figure 6. The fall in international travel bookings in the first quarter of 2020
Source: Calculated by authors based on (World Tourism Organization, 2020).
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From January to August 2020 falling export earnings from international tourism reached $
730 billion over the same period in 2019. With the closure of state borders, the closure of hotels, the
rapid reduction of air traffic, the number of international tourists decreased by 56%, and the loss of
the tourism sector in the first five months of 2020 amounted to $ 320 billion, more than three times
economic crisis of 2009, when due to the economic downturn, rising fuel prices, as well as falling
demand for tickets and package tours, dozens of airlines and tour operators around the world left the
market (COVID-19 response, 2020). Due to the introduction of restrictive measures and a high level
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of uncertainty, 96% of tourist destinations worldwide have been restricted. According to experts, at
least two years from now the demand for tourist services will return to the level of 2019. Airlines
will be forced to increase the cost of passenger services by 43-54% (IATA COVID-19, 2020).
Governments around the world are trying to compensate for the loss of revenue needed to finance
public services, including the social sphere and environmental protection, and to meet debt
maturities (UNWTO, 2020).

No country in the world has escaped serious losses in its tourism sector - from Italy, where the
share of tourism in national GDP is 6%, where tourism provides almost 90% of total exports. The
crisis has become a serious shock for the developed countries of the world, which are actually in an
emergency. The implications of COVID-19 for tourism can increase poverty and social inequality
and can nullify the results of efforts to preserve nature and cultural values and achieve sustainable
development goals. The impact of the rapid spread of the coronavirus and government restrictions
on travel around the world occurs throughout the ecosystem of the tourism industry, not just its
components (Reklamna platforma “Criteo.com”, 2020). That is why the governments of the world
are taking a set of urgent measures to support the industry through the application of directives on
travel, fiscal measures, liquidity support, new guidelines on passenger rights, simplification of state
aid rules, creation of tourism support programs and projects, the introduction of communication
platforms, surveys, promotion of employment and training in tourism (Table 2).

Table 2

Measures to support the tourism industry in the context of the corona crisis has been taken by

some countries in 2020
- Couny  Seriesofmeasures

Austria Introduction of package measures for small and medium enterprises in the field of

tourism;
Increasing the state's guarantees for the recovery of loans used to cover the temporary
lack of liquidity caused by a decrease in turnover due to the coronary crisis to 1 billion
euros, the costs of which are borne by the Ministry of Tourism;
Possibility to apply for termination of all repaid loans for 2020. repayment of loans for
tourism enterprises that had an active loan before COVID-19; Informing tourists and
businesses through the relevant web portals of competent authorities and industry
associations
Bosnia and Coordination of the development and implementation of the tourism sector incentive
Herzegovina  program by the Ministry of Trade and Economic Relations of Bosnia and Herzegovina
with professional associations in the field of tourism to focus on the development of
domestic tourism.

Bulgaria Financial support of hotel and restaurant business and tourism by the National Bank of
Bulgaria. The Ministry of Tourism has issued guidelines and recommendations on
consumer protection regarding concluded package travel agreements, the
implementation of which is impossible in a state of emergency due to the spread of
COVID-19 in Bulgaria and around the world.

Azerbaijan Food and unemployment benefits for workers in the tourism industry.
Bahrain Exemption of tourism enterprises from tricycle fees. Development of crisis
management strategies and effective communication strategy and media involvement.
Armenia A government program to assist those entrepreneurs working in the tourism industry.

The Ministry of Economy, with the support of the Business Support Office and the
Investment Support Center, has developed a questionnaire to identify the problems
faced by businesses and companies related to the COVID-19 pandemic and the
emergency in Armenia.

Source: Calculated by authors based on (Online platform “Unwto”, 2020).
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Along with outbound tourism, domestic tourism also suffered significant losses. Thus, the
losses of the tourism industry in Ukraine are estimated at more than $ 1.5 billion. The cumulative
effect of the late start of the holiday season has hurt the leisure and travel industry and related
industries such as the hotel and restaurant business, the entertainment industry, the passenger
market, retail and cultural activities. In addition, due to the abnormally warm winter, the tourism
sector of the Ukrainian Carpathians in 2019 suffered from low demand for skiing holidays.
Measures by countries around the world to restrict travel, falling incomes due to the economic crisis
and recession stimulate the growth of demand for recreation within Ukraine. Thus, in the context of
the corona crisis, domestic tourism is the main driver of the preservation and revival of the industry.

Today, the leading tourist countries of the Black Sea region focus on the development of
domestic tourism, encouraging citizens to visit domestic resorts and introducing incentives to attract
tourists from neighbouring countries. Tourism in Ukraine for foreign tourists, in particular from the
Republic of Moldova and Belarus has certain advantages:

1) logistical availability;

2) the absence of a language barrier;

3) earned routes.

However, the practical implementation of such demand is directly dependent on the ability to
ensure the effective operation of the resort infrastructure in the face of anti-epidemic restrictions.
Thus, travel brands and marketers face a dilemma when it is necessary to balance between health
measures and the creation of conditions for travel, according to the needs of their consumers.
Although the preservation of subsistence sources dependent on this sector should be a priority, at
the same time the resumption of tourism opens up prospects for transformation with an emphasis on
regulating the impact of the pandemic on tourism and creating a higher level of tourism for tourists
and operators. countering potential through the introduction of innovative solutions, digitalization,
ensuring the sustainability of the industry and establishing partnerships.

According to experts, the tourism sector of the season of the corona crisis will be
characterized by giving consumers priority over:

1. Choosing shorter rest periods.

2. The predominance of motor tourism and individual accommodation.

3. Choice of health, sea and rural tourism.

The corona crisis will start a steady change in the preferences of tourists by accelerating the
introduction of digital technologies, the emphasis on hygiene and a healthy lifestyle, the active use
of contactless and non-cash payment methods, as well as targeted delivery. Thus, sanitary and
hygienic conditions and the possibility of distancing during rest and residence will be the key
factors of competition in the 2021 season. To accelerate the recovery of the tourism sector in the
face of increased epidemic risks in Ukraine, the following anti-crisis measures are proposed:

1. Development and implementation of methodological recommendations by public
authorities to strengthen the capacity of medical institutions to provide medical care in areas with a
significant seasonal influx of population.

2. Creating a clear and understandable legal framework that promotes the effective operation
of domestic travel companies.

3. Development of the hotel sector, which occupies a central place in the formation and
promotion of tourism products in domestic tourism.

4. Establishing mutually beneficial relations between the client and the hotel company, using
a set of external means of promoting the tourism product, such as advertising in the media, sales
promotion, direct marketing and PR activities aimed at creating a positive image of the
organization.

5. Focus on long-term mutually beneficial, both for the tourist enterprise and for the client
cooperation, by shifting the focus from meeting the needs of all consumers to creating full-fledged
relationships and consumer networks aimed at satisfying each client.
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6. Development of domestic tourism, in particular the sanatorium-resort direction due to the
formation of a package of proposals for the market of medical and health tourism, which is
becoming increasingly important in crisis conditions as the main motive for travel.

A barrier to the effective formation and promotion of competitive tourism services may be the
desire of tourism industry companies to compensate for the financial losses of part of the season by
raising prices, reducing the quality of tourist services and infrastructure costs. This tactic is
acceptable only for providers of tourist services that have a high level of anti-epidemic protection.
Given these risks and expected consumer preferences, support and development of domestic
tourism should be built at both central and local levels, which will not only restart the industry and
reduce the negative effects of the coronary crisis, but also create a basis for increasing Ukraine's
competitiveness.

CONCLUSION

The corona crisis has revealed long-standing structural weaknesses in the tourism sector as a
fragmented sector, represented mainly by small and medium-sized businesses and overly dependent
on seasonality, as well as gaps in the willingness of governments and businesses to respond quickly
to new challenges and changes. It is worth noting that on the other hand, the coronavirus pandemic
and the severe anti-epidemic measures imposed by various countries have accelerated the
transformation of world tourism. Thus, innovative digital startups "travel tech” enter the market,
new opportunities for individual tours and formats of international cooperation appear. Experts of
the Organization for Economic Cooperation and Development are convinced that the current crisis
IS an opportunity to create a more sustainable tourism economy, to focus consumer attention on
domestic tourism. According to experts, the coronavirus will accelerate the digital transformation in
the hospitality industry by 10-15 years. Thus, most tourism-oriented countries and tourism market
players themselves have taken advantage of the crisis to speed up the reloading of the entire
industry, digitalize, launch environmental solutions and digital platforms, and radically update
approaches to tourism as a whole.
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Koxne cy4yacHe TypuUCTHYHE MiAMPUEMCTBO MpParHe 3aJUIIATHCS KOHKYPEHTOCIIPOMOKHUM
Ta YTPUMYBaTH CBOi PHHKOBI IMO3WIli B yMOBaX TJI00AJbHUX 3MiH Yy CBITOBIHi €KOHOMIIIl 4epe3
KOpOHAaKpu3y, sika 11 moxutHyna y 2020-2021 pokax. [Toku opranu nep>kaBHOI BIaau 301TbIITYBAIH
BUTPATH HA MIATPUMKY CHUCTEMH OXOPOHHU 3JI0POB's Ta JIOTMOMOTY MOCTPa)XJaluM — TYPHCTHUYHI
opranizaiii, SIK 1 pemra miJIpUEMCTB, OyJIM 3MYyILIEHI 3HU3UTH CBOIO Oi3HEC-aKTHBHICTh. Typu3M €
TPETHOIO 32 BEIMYMHOI CKCIIOPTHOK) Tally33l0 CBITOBOI €KOHOMIKHM, a YacTKa TYPHUCTHYHOTO
cektopy y BBII nesikux kpain cBiTy ctaHOBUTH Oibine 20%. Typu3m BUSBUBCS OJJHUM 3 CEKTOPIB,
K1 HanOIpIne nmoctpaxaany Bia manaemii COVID-19. Tak momanbmuii po3BUTOK TYPUCTHYHOT
rajgysi Ta BUXiJl i3 KOPOHAKPHU3HU IIIKOM 3aJIEKHUTh BiJl BUPOOY ONTUMAIbHUX IIISAXiB (YOpMyBaHHS 1
MIPOCYBaHHS KOHKYPEHTOCIPOMOXHOTO TYPUCTHYHOTO IPOAYKTY B YMOBAaX KOPOHAKPHU3H.

KuarouoBi cioBa: TypucTuuHHIA Oi3HEC, MaHIEMis KOPOHaBIPYCY, KOPOHAKpH3a, JIeprKaBHI

MeXaHi3MHU, MAPKETHHTOBUN MIKC, TPOCYBAHHS, TYPUCTHYHHHA MIPOAYKT, BHYTPIIIHIA TYPHU3M.

®OPMUPOBAHHUE U ITPOABUKXEHUE KAYECTBEHHOI'O U
KOHKYPEHTOCIIOCOBHOI'O TYPUCTUYECKOI'O TIPOAYKTA B YCJIOBUAX

KOPOHAKPU3UCA
ke Bukrop Hoaycmsxk FOnus UropeBna Beperenun Urops
AJleKCaHIPOBHY 3anoposwcckuii HAYUOHAILHYLL CepreeBuu
3anoposicckuil HAYUOHAILHYIL YHUgepcumem, 3anopodicue, 3anopodicckuil HAYUOHAILHBIU
YVHU8epcumem, 3anopooicwe, Ykpauna YHU8epcumem, 3anopooicuve,
Ykpauna Vkpauna

Kaxmoe Typuctuyeckoe MpEANPHUITHE CTPEMHTCS OCTaBaThCs KOHKYPEHTOCTIOCOOHBIM M
yJIep>KUBaTh CBOM PhIHOYHBIE TIO3ULIMHU B YCIOBUSX TJI00aIbHBIX U3MEHEHUH B MUPOBOM 3KOHOMUKE
M3-32 KOPOHAKPU3KCA, KOTOPHIM HETaTHBHO BIUST Ha SKOHOMHKY B 2020-2021 romax. [Toka opransr
rOCYJapCTBEHHOH BJIACTH YBEIMUYMBAIM PacXo/bl Ha MOJJEpPKAHUE CHUCTEMBI 3/[paBOOXPAHEHUs U
MOMOIIlb TIOCTPAJAaBIIUM - TYPHCTHYECKHE OpraHW3alMH, KaK W Jpyrue NpeArnpHusiTHs, ObUIN
BBIHY)KJICHbl CHU3UTh CBOIO OM3HEC-aKTUBHOCTb. TypH3M SBJIS€TCS TPETbUM 110 BEIUYHHE
9KCIIOPTHOM OTPACIBI0 MUPOBOM 3KOHOMMKH, a JI0JIsI TypHUCTHYECKOro cektopa B BBII HekoTOphIX
ctpaH Mupa cocrasiser Oonee 20%. Typusm okas3ajicsi OJHMM U3 CEKTOpOB, Hamboisee
noctpagaBmmx ot manaemun COVID-19. Tak manbHeiimee pa3BUTHE TypUCTHYECKOH OTpPACIU U
BBIXOJl M3 KOPOHAaKpH3Mca MOJHOCTHIO 3aBUCUT OT HAXOXJAEHUS ONTUMAIBHBIX IyTeH
(bopMHUpOBaHUS W TPOABIKEHHS KOHKYPEHTOCIIOCOOHOTO TYPHUCTHYECKOTO MPOJYKTa B YCIOBHSIX
KOpOHaKpH3Hca.

KiroueBble cjioBa: TypucTHUeCKUH OW3HEC, MaHIEMHS KOPOHABHpYCa, KOPOHAKPH3UC,
rOCyJapCTBEHHBIE MEXaHU3Mbl, MApPKETUHIOBBI MHUKC, IPOJBHKEHHE, TYPUCTUUYECKUN NPOIYKT,
BHYTPEHHUH TypU3M
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