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ITo-npyre, mig yac po3podKU TYPUCTUUHUX MPOAYKTiB BinOyBaeThCs KOMII-
JIEKCHEe BUKOPUCTAHHA TYPUCTUYHUX pecypciB Kpainu. Ile Hagae MoxKIuBiCTH
3HAYHO YPi3HOMAHITHUTU TYDPHU Ta BUIU TYPUIMY.

ITo-Tpete, y TypomepaTopiB 3’ABUIACS MOXKJINBICTH KOPUCTYBATHUCSA CBiTO-
BUM 0i3HeC-Z0CBiIOM y CBOI#l AifAIBHOCTI.

Heratusni Hacaigku riaobasisarii A8 TypoIepeiTHHTY: caabKka KOHKY-
PEHTOCIPOMOXKHICTh HAI[iOHAJBHUX TYpOIEpaTopiB 6araTbox KpaiH cepem-
HBOT'O Ta HU3bKOT'O PiBHIB cOIiaIbHO-€KOHOMIYHOT'0 PO3BUTKY; HEMOMKJIUBICTH
KoHTpoJsoBatu Jep:kaBoo miansHicTh THTK; mocunennsa MiKHaApOIHOTO
TEPOPUSMY, AKUU MEPEeITKOAKAE CTBOPEHHIO TYPiB V IiKABUX TYPUCTUYHUX
perioHax; pyHHYBaHHSA HAI[iOHAJIBHOI KYJBTYPH KpaiH B pe3ysbraTi 30i1b-
IIeHHA TYPUCTUYHOTO HABAHTAKEHH.

Orike, TYPOIEPEUTHUHT MOCTINHO 3MIHIOETHCS IIiJi BILIMBOM IroOaisarii.
Ileit mpomec BizOyBaeThcda HA BCiX PiBHAX: IMI00AJIHHOMY, HAIiOHAJIHHOMY Ta
perioHaJbHOMY.

S. Rostovtsev
INTERNET MARKETING TECHNOLOGIES
IN TERRITORY BRANDING
C. C. Pocmosuyes
IHTEPHET-MAPKETHHIOBI TEXHOJIOI'TI
Y BPEHJIHTY TEPUTOPIN

The development of Information and Communication Technologies has
recently been changing almost every aspect of society and economy. Within
the new technologies, Internet has impacted the interactivity between people
and the variety of products and brands. When we talk about tourism desti-
nation, the concepts ofmarketing and ICTs are even more interconnected.

Before making any decisions about their travel reservations, travel-
ersspend time searching appropriate information on the Internet, checking
different information. That is why an important aspect of tourism destina-
tion marketing is itsbranding because the destination must be unique in the
mind of consumer as well as differentiated from competingdestinations in
order to be selected as a final decision.

A tourism destination is a geographical region which is understood by
its visitors as aunique entity, with political and legislative framework for
tourism marketing and planning. Moreoverit can berecognized as a percep-
tual concept, which can be interpreted subjectively by consumers, depending
on their travelitinerary, cultural background, purpose of visit, level of stud-
ies and past experience.

The construction and communication of brand identity of a destination
in fact isbasedon two components, the value of the destination perceived by
target market (supposed travelers) and the differentiationfrom competitive
destinations.Such differentiation can be achieved through a variety of in-
ternet marketing tools such as web-sites, e-mail, social networks, blogging
etc. Nowadays, the impact of Internet in tourism industry is visible inthe
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destination websites to support online promotion. But the goal is to have a
more profound effect, because onlinemarketing is a really important support
for the effectiveness of destination branding.

The methodology of the destination branding includes 3 steps:

1. Investigationof existing promotion campaigns of a country as a desti-
nation in the last few years. First, it is important to identify by a semantic
analysis the key words that may lead to the search for this new destination
in the main search engines(Google, Yahoo, Bing etc.).

2. Observation of all the websites that communicate the image of the
countryafter searching with the key words that are supposed to be used by
the visitors.

3. Choosing appropriate tools for the further promotion of territory
brand in the Internet.

Among other internet marketing tools particular attention must be paid
to the tourism destination website, Search Engine Optimization (SEO) and
social media.

As part of an e-marketing strategy SEO deals with the process needed
to achieve the highest possible rank in the search results in a search en-
gine, with the need of proper keywords, resulting in an increased number
of visitors. A set of optimization methods are used by a website to achieve a
good result in SEO. The key element is the way how a search engine filters
the results by the match of keywords used by the visitors with those of the
website. The chance of visiting the site by the searcher raises if the website
is ranked higher by the search engine. And the updates that search engines
are constantly undertaking in theiralgorithms, are not used by them to hin-
der the lives of marketers, but to bring benefits to both the traveler and
tourismoperators (or destination), as long as visitors meet with the highest
quality search results.

At the same time the existence and spread of social media has led to
the power of consumers. In the case of tourism industry,travelers depend on
comments about past tourism experiences of others to make a decision in an
effectively informed way,depending on official websites (e.g., destinations
and hotels) as well as on unofficial ones (e.g., tripadvisor.com, blogs etc.).So,
to increase tourism revenues and enhanceinnovation and competitiveness,
web pages and social media should be used correctly for communicating the
destinationuniqueness. This will affect positively in supporting interoper-
ability, personalization and constant networking.

And the main thing to consider during destination branding process is
that the most important elements that have a positive impact are content
and keywords of websites, and a good level of sharing with social media.
At the same time there is much more to do with the update of information
in forms such as blogging, which are very important in SEO and the use of
the right elements to raise brand awareness and differentiation from other
competitive destinations in the region.
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. C. KosmyHn
MIIBIP KBAJI®IKOBAHOI'O IIEPCOHAJY AK CKJIAIOBA
YCIIIITHOI'O ®YHEIIOHYBAHHA TYPUCTHYHOI'O OB’EKTA
(HA ITPUKJIAII XAPKIBCHKOI'O MICBKOTI'O KJIAJTOBAIIA N 1.
IIAPK «MOJIOTI:KHHI» M. XAPKIB)
D. S. Kovtun
SELECTION OF QUALIFIED PERSONNEL AS A COMPONENT
OF EFFICIENT FUNCTIONING OF A TOURISTIC OBJECT
(THE CASE STUDY OF KHARKIV CITY CEMETERY N 1.
“MOLODIZHNI” PARK)

VY Ham vac rocTpPo IOCTAJO0 MUTAHHA MiAbopy KBasihiKoBaHOTO Iepco-
HaJly, AKUU 3AaTeH CIPAMOBYBATH TYPUCTUYHY iHIYCTPil0 B IPAaBUJILHOMY
Hampami. Aue, Ha Kayb, Giibina KinbKicTs cmiBpoOiTHMKIB i moci morpumy-
I0Th JABHO 3acTapijioro OaueHHsA «IPABUJIbHOI Mys3eWHOI AifAJbHOCTI». 3 iH-
moro 60Ky, € MoJoAi cmerfiajictu — BunyckHuKu BHS3. Bonu He maioTh mo-
CBify, ajie CIIOBHEHi HeIMOBIpHOIO eHepri€io Ta eHTy3ia3MoM.

Came Takuii KOHTUHTEHT MOKe MOJIMIIYBaTH POOOTY My3eto, 6a3younuch
Ha 3apy0isKkHOMY focBifi. Yemimue QyHKIIOHYBAaHHSA HOBOTO TYPUCTUYHOTO
06’exTa OesmocepelHLO MMOB’A3aHe 3 MPABUJILHUM IIig00poM mepcoHaty. ITu-
MeTbcsa mpo XapKiBchbke MichbKe KjajoBuime Ne 1 Ta iforo Tpanchopmalriio
B «Mousogiskauit mapk». OCKibKM HEKPONOJb, AK aJalTOBAHUU IJd Bii-
BifyBaHHA TYPHUCTUUHUM 00’€KT, piiKicHe sSBuIle AJA YKpaiHu, caMe Taki
00’eKTH TOTPEOYIOTh HOCBigueHux cuermiajicriB. IIpomomyemo Taki eramu
migbopy MyseHHUX NpaniBHUKIB A poboTH B MyseehiKOBaAaHOMY HEKDO-
moJTi:

Eran 1. BusnaunTuca 3 MOHATTAM «ifeaJbHUN KaHIUAAT». TeXHiuHI Ha-
BUYKM / TEOPETUYHA MiJrOTOBKA; 0COOMCTI AKOCTI (KOMYHIKAIliliHi HAaBUYKH,
KepiBHI 31i0HOCTI TOII10); TIOTIEPeAHiN J0CBix poboTHu. K0 KaHAUAAT MaE J0-
cBixm poboTu y mMysei mim BizkpuTuM He6G0M, BiH 3MOXKe 3aCTOCYBATH CBOI Ha-
BUYKH Y PobOOTi 3 My3ee(iKOBAHUM HEKDPOIIOJIEM.

Eram 2. VeBimomiienHs MOTHUBAIlil Ta KPUTEPiiB MPUAHATTA pirmenHs Ba-
UM I[ITHOBUM KaHAMIATOM. BaiKauBo po3yMmitu, Imo came Bu Mo:keTe 3a-
MIPOIIOHYBATA KaHAUIATOBI Ha 3alIPOIOHOBAHOMY Micii (I BUIYCKHUKA
BHS pagime 3a Bce 1e OyAyTh JOCBiZ Ta IMEPCIEKTHBA PO3BUTKY, AJSA JOCBif-
YEHOTO — MOJKJIMBICTH IPAIIOBATH HAJ MacmiTabHWMU mpoekrtamu). Ha 3a-
IIPOTIOHOBAHOMY 00’€KTi aKTyasJhbHUM OyAe OaskaHHSA KaHAUIATa PO3IMOUYATH
IIT0Ch KapAMHAJIBLHO HOBE, 30KpeMa i 114 YKpainu, ajJsKe IPUKJIALiB My3eedi-
KOBaHUX KJaJoBuUIl o6Mab. Takuii 060’€KT OXOILIIOE 0Apasy KiJbKa acleKTiB
MYy3eiHOI AiAJbHOCTI, IO J03BOJISAE MPAIliBHUKOBI BTiIUTHU B JKUTTI ifel, aHa-
JIOTiB KOTPUM HEMAE.

Eran 3. YcBimomienHs micupb ckymueHHS Barmmoi minboBoi ayauTopii, Bu-
6ip crparterii momyky. Ha mpomy erami Bam HeoOxigHO BUBHAUUTH, e caMe
nrykatrume podoTy (abo IpoCTo MPOBOAUTH BiIBHUH Yac) «TOM caMuil» KaHIU-
JIaT, TAKOXK Ba'KJIMBO BUSHAUUTHU MaKCUMaJbHO e(eKTUBHUM iH(GopMaIiiHuit
KaHaJ IJiA Iepefadyi mocuaaHb (Bif IhOTO 3aje)KaTume, uu OyZe BaKaHCid




