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GEOMARKETING ASPECTS OF SUSTAINABLE TOURISM
(ON EXAMPLE OF NATIONAL NATURE PARK «SYNEVYR»)

Revealed geomarketing aspects of sustainable tounis example of the National Nature Park «Synewyrranscarpa-
thian region of Ukraine. Submitted in comparisonlassic version of the marketing mix (J. McCarthitg alternative variant (au-
thor B.Loterbol) and author’s draft of the markegimix in tourism. Shown the peculiarities of theidure and using of proposed
by the author the marketing mix variant in the fenr industry on example of National Park «Synevyrs.
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Izop Cmupnos. TEOMAPKETHHOI'OBI ACIHEKTH CTAJIOTO TYPH3MY (HA IIPHKJIA/Z]I HALTIOHA/IbHOI'O
IIPUPOJITHOI O IIAPKY «CHHEBHP>». Po3xpumo ceomapkemuneosi acnekmu cmano2o mypusmy Ha npukiadi Hayionanvrnoeo
npupoonoeo napky «Cunesup» y 3axapnamcwvkiti obnacmi Ykpainu. [Ipedcmasneno y nopigHAHHI KAACUYHUL 8apiaHm MapKemuHe-
mixey ([oe. Maxkapmi), iioeo anvmepnamuenuii eapianm (asmop B.Jlomep6on) ma asmopcokuii eapianm MapKemunz-mikcy y
mypusmi. Buceimneno ocobrusocmi cmpyxmypu ma 3acmocy8anHs 3anponoHO8AH020 AGMOPOM MAPKEMUHS-MIKCY Y MYPUCIUYHIT
eanysi na npuxnadi Hayionaneno2o npupoonozo napry «Cunesup.

Kniouogi cnosa: mapxemunz-mixe, mypusm, HIIIT «Cunegup», npooykmoea, yinoea, pekiamua ma 30ymoea noaimuxa.
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Ka.

The marketing mix in tourism like classical mar-
keting mix is one of the main concepts of marketimer
ory that defines the components, tools and software

every company should coordinate and integrate uario
marketing programs to maximize their effectivenasd
efficiency. There are various models of marketingg m

ables used in tourism management and control of thefor different purposes , each with different compuats.

tourism market. One distinguishes the classical ehod
«4P» of marketing mix (product, price, promotiordan
place) and its modifications “6P” and “7P”, as wa#
alternative model “4C” (customers value, cost, @mv
ience, communication). In the existing literaturetour-
ism marketing in most cases these models of maudketi
mix mechanically applied to the activities of tloeitism
industry and travel companies , despite the featt tibur-
ism as a branche of service sector has its owractear
istics and unique features, including the most irtgyua
one i.e. the fixing and attention to tourism resesron
basis of which tourism business create a prodact.
cordingly, the marketing mix in tourism must takest
into account and in our opinion has to have animelg
unique to the tourism industry model. Literatured an
publications on the topic of the article includelbolas-
sic marketing dictionaries [1] and training manuets
marketing tourism that belong to Ukrainian auti@rs3;
4], as well as publications of international andiorzal
scientific conferences devoted to development gl
and prospects of tourism industry in Ukraine andhia
world [5; 6; 7; 8], recommendations of tourism diel
practitioners [9] and authors' copyright trainingne
plexes "Tourism Marketing" [10; 11].

Marketing Mix (complex) is term that was first

used by Neil Borden from Harvard Business School in

1964 with the aim of identifying key component®gls
and software variables that marketers use to maaade
control market. It was a "cake recipe" that woulel b
tasted better than its individual components. Teaiof
the marketing mix was offered with the convintibiatt
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The most famous and popular version of the modiles
marketing mix called “4P”, (proposed in 1978 byoiee
McCarthy) which components are Product, Price, Pro-
motion and Place. Component «Product» includes the
following features and characteristics of qualigyyle,
design, packaging, service, warranty, warnings, dif-
cle, investment and profits. Component «Price» ec®v
prices, discounts, public prices for credit anchlcandi-
tions. Component «Promotion» includes advertising,
relations, direct marketing, promotional sales. @om
nent «Place» means using the direct or indirecketar
ing channels, distribution of goods, territoriaverage

of the market, retail, supply, logistics and orddfill-
ment.

This model of marketing mix immediately at-
tracted great interest and suggestions for additidhus,
the proposed models were “6P” (plus policies anolipu
— relations), and then — “7P” (added personnelcegss
and planning). Academician Bob Loterbol in 1990-pro
posed an alternative variant of marketing mix chlle
"4C" — from the perspective and interests of thgebu
Customer value (value of the goods to the buyeoktC
(cost of the goods to the buyer), Convenience (good
convenience to the buyer), Communication (buyer
awareness about the product).

Despite the fact that sometimes the marketing
mix model “4P” considered to be too simple for tue-
rent market situation and focused mainly on thelitra
tional markets of consumer goods, yet for expegdnc
and new generations of marketers it continuesnesas
a model of an integrated approach to marketingnten
and retains its importance for the development iamd
plementation of integrated marketing programs oh<o
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panies. That is confirmed by Ukrainian [15] andefgn
text — book on marketing [16].

As for the tourism marketing mix models, the
available literature is mainly dominated by the haa-
cal approach of applying models of “4P” or “7P"rt@r-
keting activities of travel agencies and tourisrduistry
as a whole, unfortunately, without considering ididt
and unique tourism specificity as the only serviaus-
try (and type of business), which forms on the dadi
tourism resources, the consumption of which isttass
for tourism development. Actually tourism business
tivity is the "sale" of tourist resources (TR),.iteurism
products formed on them. If your TR is "sold" touyo
customers (residents), it is domestic tourism;oifiy TR
is "sold" to non-resident buyers, it is a foreigmbpund)
tourism; if TR is " sold" to our citizens it is dagund
tourism. That is why in the center of the modeltlod
marketing mix in sustainable tourism should be thet
consumer ( tourist), and not the staff (as soméaast

propose), but tourism resources, as they definastou
specialization and the corresponding range of tabesr
prices , specific promotional and advertising bas,
marketing channels and transport — logistics suppor
(Fig. 1). Indeed, depending on the available tonrig-
sources (in Fig. 1 they for convenience considenati
are divided into three main groups, in reality éhemay

be many more of them — see [4, 86-88 ]), the tbdes-
tination's specialization determines the type afrism
product — “P1” (this can be recreational tourismmctad-

ing to seasons), cognitive tourism, leisure tourista.),
that can be offered for sale. Accordingly, depegdim
where the resource is located (at home or in anothe
country) and to whom it will be offered (to residemr
nonresidents ) the specialization of tourism praodsc
defined i.e. for domestic consumption (domesticrtou
ism), for external use ( foreign tourism ) or camgtion
abroad (outgoing tourism).

In our country
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Figure 1. Model of the marketing mix of sustainabteurism (authoring)
Notes: TR — Tourist Resources, RR — recreatiorsdueces, CR - cognitive resources, ER — Event Ressu
AR- artificially created resources

Tourism resources define the price of tourism
products — “P2" (arrow from “P1” to “P2” indicateke
sequence of marketing "steps" in tourism ). Fifsaly
the price of tourism products (especially in intgfonal
tourism) is affected by travel distance for tourison-
sumption. No wonder in the cost of long-distaneet
70-80 % is transport cost (aviation as usual). Tlivs
closer to the tourist resources is the tourist@latresi-
dence, the lower is the price of the tour. For gxam
residents of Kyiv in order to visit Pechersk Lawa
Sophia Cathedral (which are on the list of UNESCO
World Heritage Sites), need to spend on transfibrt
they have no their own cars) 3-5 UAH. But for tbert
to Beijing (China) flight distance to several thand
kilometers (10 hours fly time) and cost severaldred
dollars are required. The second factor that imites
the price of tourism products is the level of isfracture
development of tourist resources and its modergty.
when this level is low the permit price will be lew but
the living conditions are worse, and vice versa.

The specificity of the resource base of tourism de-
termines the characteristics of “P3” component hof t
marketing mix in tourism, i.e. promotional and adige

19

ing activities. Thus, the hallmark of tourism adisgng
is the ability to artistically portray those tourissources
that are offered for sale, such as ocean, beatih, tpees
, famous cities and places, medieval castles, paland
fortresses, unique natural sites and more. Moredker
ad's rules allow the advertising to depict all bistin
publications and advertising media better and Ibeigh
than in reality.
So, choosing a particular tour, paying a priceifoget-
ting all the information, a tourist falls throughP4”
component to his long-awaited vacation spot where h
uses tourism resources "to the fullest" (thus arhmm
“P4” is directed to the center of the model, ratttean
from it, as in the case of “P1" — “P3"). That elarhe
“P4” in model of marketing mix in tourism means tist
destination, i.e. the location and use of touriesources
(destination). And the arrow from “P1” to “P4” sw&gis
that there is a system connected with sales ofisiour
products with a direct or indirect distribution cingls,
transportation and logistics considerations andrso

Let’s illustrate the practical application of matke
ing mix model in tourism proposed by author on exam
ple of NNP "Synevyr." The resource base for tourism
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development there includes such types of tourism re d) 3 ecological and local history trails: "For-
sources, as: est"Krasny" — Synevyr Lake", "Rafting Museum — Lake
I. Nature and recreation: “Wild", "Kolochava";
a) Lake, of Synevyr which is a real pearl of the d) 2 thematic trails "Kychera", "Berezovets";
Carpathians Region, poetically named Sea Eye; recog e) 8 tourist routes: "Synevyrsky Pass — M.*

nized wetland of international importance under the Kamyanka — Synevyrske Lake", "Ostriky — Grebla",
Ramsar Convention; one of the seven natural worafers "Arpad defence line", "Kolochava — M. Strymba", “Os
Ukraine; triky — M. Hreben", "Sphagnum wetland Hluhanya —
b) mountainous terrain and climate; Kosy Top", "W. Nehrovets — M. Periwinkle — M. Prys-
¢) mineral springs rich in calcium, magnesium, loptsi — Forest of Suhar — W. Kolochava", "Foreét o
iron, bromine, particularly Kolochava spring (loceme Kvasovets — M. Krasna — M. Menhul — W. Vilshana".

Borkut) with access to 5 places of Tereblyanskdeyal g) 120 rural households willing to develop rural
including one — in the NNP "Synevyr"; green tourism.
CkaHceH «Crapoe ceno» Konmaxmsr ' LiepkoBb Myseit
My3eii apXHTeKTypsI ¥ GbITa TIO4 OTKPHITBIM HeGOM kolochava.com 17 | MBaHa ot
BOCCO3 IHHOE CeNlo BepxoBuHbl
& itk R Oprasusaums ‘ roAa OnbﬁanTa
IKCKYPCHit: JepesanHblit xpam Myzeit u3BecTHOro
| Typoneparop Cowectsue CasiToro YELICKOro mcaTes,
«AKHO-TYD> yxa xpam B cTHIIE ABTOPA HECKOMbKHX
‘ 6apoKkKo MOCTPoeH Tpou3BeneHHit Ipo
Tei1. B Kiese: Ge3 eaunoro reosua Konouasy
(044) 285-09-85,
332-09-85
7en. B Kozouase: 1
(031) 462-41-81,
(067) 215-09-85
azpec B Konouase: ‘
ya. llesuenxo, 81-a
«Yewckan wkona» «bynkep Lltaepa» «Konouasckue 6okopaum»
[lIko/1a € YEUICKUM A3BIKOM MPenoflaBanms paboTana VKpbiTHe rpynibl noscTaHues Muxanna [liTaepa, My3eit nocBAIIEH KapnaTcKiM Jecopydam 1
B Konoyase B 1931-1938 rr. | meiicrsoBasiueii B Konovase B 1949-1957 rr. CTIaBIUMKAM Jeca - Gokopamam

«CoercKas | «Konouasckas «JHus

wKona» y3KoKoneyka» | Apnapa»

Iepenaér armocdepy obyuens | Cpemt sKcrioHaToB - napoBo3 ObopynoBaH B nsTH GYHKepax
3aKapraTCcKux aereit B 60-70-x 1951 roga, 10 BaroHoB, ape3uHbl JIMHUH 3aIMThi BEHIEPCKHX BOMCK ‘

roaax npolrioro sexa W MHCTPYMENTBI MyTejies [ B0 Bropoit MupoBoit BoiiHe

=

| Bounam-
. | MHTepHauMoHanKCTaM

Tocesuén 56 KonoYaBLAM, TPUHMMABIINM
il VYacTHe B 14 3apyGeRHDIX BOCHHBIX KOHPMMKTaX
¥ | spemen CCCP

Figure 2. Museums of Kolochava willage

[I. Cultural and sightseeing: tasting.
a) 10 museums in the willage of Kolochava lll. Events:
(Skansen "Old Village", “Holy Spirit” wooden church a) Riplyanka Festival (the first was in June 2013)
(1795), museum of Chek writer Ivan Olbracht, the@z - in the local dialect “ripa” means potatoes; ripijta —
school, the Soviet school, Bunker of Shtayer, Kolo- local dish of mashed potatoes, corn or wheat flour;
chavski Bokorash, Kolochava’'s local raibw, Defence b) music festival "The Synevyr trembitas are call-
Line Arpad, Museum of soldiers-internationalistEig. ing";
4); ¢) regional festival "Vilshany Spivanochky (Sing-
b) Regional Transcarpathian cuisine (dishes like ing)" (willage of Vilshana).
Bagach, Vurda, Krumpli, Tokan, Lotsi, Hombovtsi); These kinds of tourism resources of Tereblya Re-

d) Transcarpathian wines, balsams and cheese  gion, where the NNP "Synevyr" is, situated allowd&
velop many types of tourism i.e. relevant touristducts
* M. — mountain, W — willage — “P1”, in particular, on the basis of natural aedrea-
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tional resources — the agro, green, eco, mounikaimgs they are much lower than in Kyiv and in other major
recreational and therapeutic tourism, hyking araatky cities of Ukraine. It is important to provide thedrvices
ing, etc.; based on cultural and cognitive resauree  prices of NNP "Synevyr" were competitive in compari
cultural, cognitive, ethnographic, wine (eno), gaist son not only with other regions of Ukraine, butbalgth
omy (Travel & Food) tourism etc.; event-based reses local producers. According to the data providedhe
— festival tourism. source [12], the cost of accommodation and threalsne
“P2” component of the marketing mix means a day at the NNP "Synevyr" is 150 UAH. / day. For

pricing, but it has its own characteristics witlspect to comperison, the estates of rural green tourism of
NNP "Synevyr" and generally — to all tourism in fira  Tereblyanschyna Region in the summer (when the NNP
scarpathia Region. As we know, it is located anifiig "Synevyr" works) hare prices of) 150-170 UAH., et
cate distance from the central, eastern and sougats off-season - even 110 UAH. So there is something to
of Ukraine, therefore, it entails higher transptoma think aboat. The estimated cost of recreational tand
costs compared to local resorts. Considering thes t ist services for 1 person for 12 days’ stay in Ni¢P
component “P2” should be compensated by low local "Synevyr" (along with additional services — Tabl¢ i
prices for tourist services in Transcarpathia argtak- 2180 UAH., That certainly is a very competitive qari
ing info consideration that the local componentsooi- compared with other objects of this type in Trangaa
ism services cost (i.e. wages, local prices of faod thia region and Mizhhirskyi area.
raw materials, transportation fares, etc.) allgvb&cause

Table 1

Determining of estimated cost of recreational armltism services in NNP "Synevyr" [12, 16]

Number Objects Service content and oriented cost
Building Nel housin Ground floor: 1 room for 3 persons, 1 room 7 pesséiirst floor: 1 room for 3
g-ne 9 persons; 5 rooms for 4 persons each; 1 room farsoms. Second floor: 1
1 48 beds, kitchen and 20 ;
. room for 2 persons; 2 rooms for 4 persons each.éHmfnastructure (2 show-
places for eating. . .
ers, 8 sinks, 4 toilets)
> Building Ne2 housing | Ground floor: 4 rooms for 3 persons each. Firgtrfléd rooms for 3 persons
24 beds. each. Home infrastructure.
3 E;J(Ijlglng Ne3 housing 9 Ground floor: rooms for 3 persons each with honfi@siructure.
Building N9.4 housing Ground floor: conference room, home infrastructiiest floor: 8 rooms for 3
4 36 beds with a confer- . ]
persons each; second floor: 4 rooms for 3 persacis.e
ence hall
5 E;J(Ijlglng Ne5 housing 3 1 room with 3 beds with home infrastructure.
Total: 120 beds Price for 1 persons a day — 60 LJAR days -720 UAH.
Kolyba "Kvasovets" —
rig:uﬁﬂtg#gcegltg;e Food service based on etnocusine and ehnosenticascsuch as: Breakfast:
6 P . . banosh (20 UAH), tea with rosehip berries; Lunclishroom soup (20 UAH):
and service with seats bohrash (18 UAH), raspberries tea; Supper: trontyAH.), strawberries tea
for 40 persons and 4 - rasp » SUPper: o '
pavilions with 16 seats
The cost of food for 1 person per day — 150 UARIdays — 1800 UAH.
Health-medical com-
7 plex with elements of | Mineral water, bath with mineral water (70 UAH), ssage (30 UAH), health
ethnic and ritual per- |drinks and more. Total cost — 100 UAH.
formances
Recreational and s ortﬁ60—minute horseback riding (20 UAH); Fishing seedcwith preparing trout
8 o P °(60 UAH); use of sports equipment (10 UAH / hodrptal service cost — 90
facilities
UAH.
9 Cognitive — recreationdlGuided use of trails: thematic (10UAH), environnan(lLOUAN). Tourist
and sports tourism routes: 2-day hike with overnight (110UAH). Totalst — 130 UAH.
Supplements cost for 12 days — 320 UAH.
Estimated cost of touristic — recreational serviced person per 12 days — 2180 UAH

The communication component of the marketing velopment of the tourism product has several festur
mix in tourism — “P3” (promotion, advertising, P&c.) that defines specificity of travel services: firgpurist
also has to be effectively used in the work of KNP services, unlike traditional products, do not hateble
"Synevyr." First of all it concerns advertising. € lle- properties, such as quality, taste, usefulnessefibie
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require priority development of such features dfea-
tising as information and propaganda: Second, fieeis
ficity of tourist services necessitates the usevistial
tools that fully illuminate an object of touristt@mest. It
is in tourism that advertising has to use princifiletter
to see once than to hear a hundred times." For gheam
the quality photo is able to make a much greaten-em
tional impact than eloquent narrative. Therefoid/es-
tising in tourism branch should always use photago
and other multimedia materials.

In addition, high-quality and professionally made
advertising provides a double effect: on the onedh#

willing to open their own businesses in rural teoni
Consultants during the training were from variousib
ness organizations of Trancavpathia region and ibkra
ian government.

During the first stage, the number of participants
covered by training, was more than 100 people. mauri
training sessions Advisor for organizers and owrgdrs
tourist centers, was developed and distributed gntioa
participants'. It coverd questions of the regulatanrk
of rural and green tourism(R&GT); R&GT certificatio
rules; the R&GT efficient operations landscape piag,
hygiene and security of agro estate, holidaymakater-

helps tourism businesses to develop new markets, exing, the rights and obligations of rural househpkiser-

pand sales, on the other - to increase the incdrnmio
ism enterprises, through which it is possible tovjte
adequate staff salaries (which in turn, increasesrtter-
est of personnel in joint activities).

Promotional offers by NNP "Synevyr" developed
by teacher of Department of Tourism of Kiev Draho-
manov Pedagogical University are Iwashko Y.P. eglat
with Kvasovets forest, NNP "Synevyr", food servime
the basis of ethnic and ritual performances, heaittt
medical services, cognitive services, ethnograpduit-
ism in Kolochava village. There is successful, ur o
opinion, development of advertising leaflet [12,].30
NNP "Synevyr" should advance such adrertising & th
Internet space, as well as in neighboring areasiv, L
Ivano-Frankivsk, and as in other regions of UkraiAe
positive feature from the point of view of poputaiion
of tourism and recreational services of NNP "Symeis/
that the Cabinet of Ministers of Ukraine definied a
promising sights for building of sports facilitiefer
Olympic training, including ski lifts and infrastture
village of Synevyr and village of Synevyrska Polana
(mountain Kamyanka) and village of Kolochava (moun-
tain Strymba). In 2005, Mizgirya district councibw the
All-Ukrainian competition of projects and prograrmb
local governments. With the project "Revival of {Bar-
pathian village”, the activity of the Mizgirya Cemtfor
Entrepreneurship is activyzed. The project wadesan
2006 when the sector of tourism of local Adminigtrna
and the Center for Regional Development "Trembita"
prepared materials and conducted 12 training sessio
with the owners of rural estates, tourist facittistaff,
students of Mizgirya professional lyceum wich were

gency aid on rural and green tourism routes, &&j. [

“P4” component of marketing mix in tourism in
relation to the NNP "Synevyr" has its own probletmest
are common to the development of tourism in th@.are
In particular: a) the absence of the master plargom-
pletion of Mizgirya land sharing and land monetary
valuation; c) improving of area service infrasturet d)
strengthening of communicational accessibility exfrit
tories that are perspective for the developmertbor-
ism and recreation (e.g. poor roads, lack of telepk,
etc.); d) marking out the statutory mechanism farkn
ing routes for active forms of recreation (like ihi,
horse riding, cycling, etc.).

Conclusions.Proposed in article author’'s model
of marketing mix in sustainable tourism takes iat>
count the specific characteristics of sustainabl&ism
and its mandatory binding and attention to tourigm
sources and, at the same time has as a basisatiscal
model of the marketing mix. In our opinion, this debd
of marketing mix in sustainable tourism can be meco
mended for use in the educational process in theseo
"Marketing Tourism", which confirms the author's mga
years of experience teaching this discipline taurit
managers tourism field at Kyiv National Taras
Shevchenko University [10] and Kiev National Univer
sity of Culture and Arts [11]. This model of the mxet-
ing mix for sustainable tourism should be usedromm-
tional and marketing activities of the NNP "Synévgs
an integral part of its business development sisate
This will allow effectively promote and advertiseut-
ism resources and opportunities of NNP "Synevyr" at
Ukrainian and foreign tourist markets.
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Summary

Igor Smyrnov. GEOMARKETING ASPECTS OF SUSTAINABLE T OURISM (ON EXAMPLE OF
NATIONAL NATURE PARK «SYNEVYR»).

In the tourism marketing as marketing in generag of the main concepts is a marketing mix thainésfthe
components, tools and software variables usedurisim management and control of the market. Thisgnguished
classical model of marketing mix “4P” (product, q&j promotion, place) and its modifications “6Pda@P”, and al-
ternative model “4C”. As for tourism marketing, taeailable literature is mainly dominated by th@mach of apply-
ing mechanically models “4P” or “7P” to the marketiof tourism companies and tourism industry ashaley unfortu-
nately, without taking into account a distinct amique specificity of tourism, which basis is t@mi resources, the
consumption of which is the basis for tourism ftsel

So in the center of the marketing mix models irrigia should be not a consumer (tourist), and nettaff, but
tourist resources themselves since it involvesiapeation of tourism and relevant range of totng price, the specific
promotional and advertising activities, marketitguenels and transport and logistics support. Indéeglending on the
available tourism resources, tourism specializatibdestination is determined by the type of taurigroducts — P1
offered for sale. From tourism resources dependsptice of tourism products — P2. Specificity ofiiem resource
base determines the characteristics of P3 compafdaht marketing mix in tourism, ie promotionaldaadvertising
activities. Element P4 of marketing mix in tourisneans place of location and tourist resource coptiom (destina-
tion). Thus, the author's model of marketing mixdarism takes into account the specific charésties of sustainable
tourism and its mandatory binding and attentiototoism resources and at the same time has assadi@ssical model
of marketing mix.

Key words: marketing mix, tourism, NNP «Synevyr», producicimg, advertising and sales policy.

23



