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[Tepmmit TUIT B3a€MO3B’SI3Ky BiI0oOpa)kae CUTYyaIlll0 HECHCTEMAaTHUYHOTO BHKOPHCTaHHS Oi3Hec-
aHAMTHKKU. Y Takiid cuTyauii mianpueMcTBa iHGoOpMaIliss BAKOPUCTOBYETHCS (PparMEHTapHO PO3B’sA3aHHI
KOHKPETHMX 3aBJIaHb 0e3 3B’SA3Ky 13 Oi3Hec-cTpareriero. DopMaabHHUIA 3B’SI30K MIDK CTpaTETi€lo
HiANprUeMCTBA Ta Oi3HEC-aHAJITHUKOIO TOSICHIOETHCS, K IPAaBHIO, JABOMAa IMPHUYMHAMH: BiJICYTHICTIO
JAHUX, KOMIICTCHTHHX TIPAI[iBHUKIB Ta TEXHOJIOTIH JJIs1  3alpoBaPKCHHS  Oi3HEC-aHaTITHUKH,
BUKOpPUCTaHHA Oi3Hec-cTpaTerii, o He 0a3yeThCcsl Ha BUKOPUCTaHHI iHpopMalii.

[TinTpumka Gi3HEC-aHATITUKOK CTpaTerii MAIpUEMCTBA Ha GYHKIIOHATLHOMY PiBHI mepeadayvae,
0 peaizailisi crparerii moTpedye MOHITOPHHTY TPOIECY OCSTHEHHs Iiield 3acobamu Oi3Hec-
aHATITUKA. Y 1IbOMY BUIAJKY QYHKIlIS O13HEC-aHAJIITUKH € PEaKIlEr0 BIJHOCHO cTpaTeriyHoi GyHKIIi Ta
TOJIATAE Y CKJIAJIaHH1 3BiTiB, 110 3a0€3Meuy0Th pOOOTY OKPEMHUX MiAPO3ALIIB MiIIIPHEMCTBA.

Hianor mix crparerielo Ta Oi3HEC-aHATITUKOK Iepeadadae, 10 MiTIPHEMCTBO MA€ CXOBHIIE
IHTETPOBaHMX JaHUX Ta CTBOPIOE CHCTEMY Oi3HEC-aHAJIITUKM HAa OCHOBI AaHATITHYHHUX HPOLEIYD
BUKOPUCTAHHS IIMX JAaHUX Yy MPOIECi CTPATEridyHOro MeHeHKMEHTy. Ilpu 1poMmy TuIll B3a€MO3B’SI3KY
pilleHHs, M0 NPHUUMAIOTHCSA, MAIOTh LUKIIYHUN XapakTep: (OPMYETbCS CTparteris, 3AIHCHIOETHCS
OCHYMApKIHT, TPOBOJIUTHCA Oe3mepepBHE BHUMIPIOBAHHS Ta aHaji3 BIIXWICHb BiJA IIIEH, HA OCHOBI
aHaji3y BiOYBA€ThCs aanTallisi Ta ONTHMI3alis CTpaTerii i T.1.

UeTBepTuil THUIl B3a€MO3B’S3KY XapaKTepHUN THUM, IO MPU BU3HAYEHHI CTpATErii PO3BUTKY
HiAnmprueMCcTBa iH(GOpPMAIIis PO3TIISAAECTHCS K CTPATEriyHui akTUB. [liIIpUeMCTBO pH aHaNi31 pPUHKOBOI
KOH IOHKTYpU HaMaraeThCsi Ha OCHOBI MOEIHAHHS Ta B3AaEMOY3TO/DKCHHsI OmMepaTHUBHOI iH(opmamii i
cTpaterii CTBOPUTHM KOHKYPEHTHY nepeBary. Lle cnpuymHIOE TEBHI OCOOIMBOCTI MPOLECY PO3POOKH
cTparterii — HaJlaHHS MEHIIIOI MepeBard TEXHIYHUM PIIICHHSAM, OUTbIIOT — KOMIIETEHIIISIM MPaIliIBHUKIB Ta
BUMAara€e BiJ MiANPHEMCTBA HAsBHOCTI Ha PiBHI TON-MEHEIKMEHTY IEPCOHANY i3 CTPAaTeTiYHHUMH Ta
iH(hOopMaLlIiHUMHU 3HAHHAMH, 110 3yMOBJIIOE MIBUIICHHS PIBHS 1HTeJeKTyaui3allii O0i3Hecy. 3a3Ha4ynMo,
IO MiJNPUEMCTBO SIK€ BUKOPHUCTOBYE 1H(OPMALIIO SIK CTpAaTETIYHUHA pecypc MOKHA BIIPI3HUTH 3a
MIEBHUMH €JIEMEHTaMHU HOro cTpaTerii, 30KpeMa IIe: ONUC I 4Yac peai3alii CTpaTeriyHuX IUIaHIiB
MOJKJIMBOCTEH OTPUMAaHHS KOHKYPEHTHHX IIepeBar Ha OCHOBI NMEPEBAYKHOTO BUKOPHUCTaHHS iH(OpMAIii;
HAasBHICTh TMOPSAJ 13 IUIAMH CTpaTerii MiJNMPUEMCTBA HAMPSMKIB IIOJA0 iX JOCSITHEHHS IUISIXOM
BUKOPUCTaHHA iH(pOpMaIIii.

Taki mignpueMcTBa XapakTepHi crneuu(iuHuM BHYTPIIIHIM CEPEIOBUIIEM, BH3HAYAIHHOIO
PHCOIO SIKOTO € aKTUBHHH MOIIYK MOJIMBOCTEH BHKOPHCTaHHS iH(oOpMalii y KOHKYpeHTHIH OOpOTHOi.
ITpu ipoMy iH(OpMaIlisi BUKOPHCTOBYEThCA SIK CTpAaTETIYHUN aKTHB Yy pe3yJbTaTi opieHTauii mporuecy ii
OTpPHMaHHS 32 HAIIPSIMKOM «3BEPXY — BHHU3», & HE «3HU3Y — BBEPX)».

IIpencraBneHi TUNH B3a€MO3B’SI3KY XapaKTepU3yIOTh 3AaTHICTh Ta TOTOBHICTH MiJIPUEMCTBA
IpaloBaTH 3 1H(OpMalli€l0 Ha PI3HUX PIBHAX, TP YOMY MU HE MOXKEMO CTBEp/UKYBAaTH, 110 KOTPUNCH
piBeHb € Haiikpammid. [IpudHATHUN A8 MiANPUEMCTBA PiBEHb Mae BUOMpATHCS HA OCHOBI aHaJi3y
CTPATETIvyHO1 TEPCIEKTUBH PO3BUTKY IIAMPUEMCTBA. AJDKE B OJHHX BHJIaX EKOHOMIYHOI MisUIBHOCTI
Oi3Hec-aHaJIITUKa HE € HEeOOXIJHOI0 YMOBOIO JJISl JIOCATHEHHS YCHiXy, y TOM dYac, sIK B IHHIIMX — €
OCHOBHOIO KOHKYPEHTHOIO IepeBaroro. Y OyAb-sSKOMY BHIIQJKy, YCHIIIHI 1HIIIaTUBH B ramysi Oi3Hec-
aHAIIITUKY 3aBXIM TICHO MOB’s3aHi 13 CTpaTericro MiANPUEMCTBA Ta MiJCHIIOIOTh OPIEHTAIIII0 TPOTIKaHHS
O13HEC-TIPOIIECIB Y MPABMILHOMY HAMPSIMKY 3aJ1s1 TOCSITHEHHS 1yiel 613Hecy. [IpoTe 111 MOMEHTH 4acTo
3aJMIIAIOTBCS. 11032 YBarol BITUM3HSHUX TEOPETUKIB Ta TMpPaKTHKIB Yy cdepi MEHEIKMEHTy M
1H(pOpMaLIHHUX TEXHOJIOTIH Ta MOTPEOYIOTh MOAATBIINX IPYHTOBHUX HAYKOBUX PO3BIJIOK.
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MOTIVATION ASPECTS OF TOURISM PRODUCT SELEQTION

Tourism became the indivisible and essential part of people’s everyday life. Sooner or later,
appears wish to everyone spending vacation by resting and traveling. At the same time the tourism
product should be the most optimal and one of the key moment of this process is Traveling and Tourism
Product Selection Motivation.
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Tourism Motivation is defined as the process, directed to satisfy recreation demands of human,
according his individual, physiological, psychological characteristics, values, views and education.

Generally, we can create the conditional classification of tourism motivation at the time of
traveling selection:

1. Care for health For realization of this motivation Cultural-Sanitation, Medical, Exotic
measures might be taking into account;

2. Sport;

3. Education. e.g., tours for foreign languages or professional trainings;

4. Opportunities for self- realization - Extreme Tours

5. Special Tours of peoples with similar hobbies and interests. e.g. “Cheese Tour” in
Switzerland and “Beer Tour” in Czech Republic

6. Business Tours

Pursuant to the specific interests of various tourist groups, Tourism Motivation might be divided
into 4 category:

1. Nature and Climate Conditions;
2. Cultural Motives
3. Economical Motives

4. Psychological Motives

Multiple studies of customers on revealing frequency and selected place, main motivations of
traveling showed, that the common aspects are: Professional and social position, amount of revenues,
living conditions and age. The financial and family conditions, image and safety of tourism object play
key role in selection process of vacation place. In spite of general motivations, they might receive specific
regional and national character. e.g. motivations of German people are: relaxation without stress, out of
everyday life’s problems, refilling with energy, etc.

The influence of tourism on local population might be either positive or negative.

Positive aspects:

o Adding work places, increasing revenues and subsequently, elevation of life level,
enhancing cash flow in regions and attracting investments, urbanization process activation, development
of civil services, infrastructure, cultural organizations;

o Activation of Social-Cultural Processes;

° Development of folk art, traditions, hardworking;

o Increasing demand of local agricultural product;

o Reconstruction and protection of national cultural monuments.

All above mentioned factors makes region more attractive.

Negative aspects are the following:

e Polarization and Commercializing of separate groups of population’s interests.;

e Increasing regional prices, export of money flow to abroad and social and ecological problems;

¢ Deviation from the social behavior standards (alcoholism, prostitution, family “erosion”

e Confrontation between population and tourists

The positive and negative influence of tourism on local population is revealed differently — on
national, local and individual level). the large number of negative aspects might be avoided by complex
planning and modern management of these processes, especially by determining of effective directions
criteria.
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