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E-TOURISM, AS DISPLAY OF DOMINANT CRITERION OF MODE RN
TOURISM-OPERATING: RELEVANT PROVISIONS, TOOLS, USE

Modern world tourism has become an information-dejeat industry. At the moment, there is a rapiddran the transfor-
mation of the society into developed informatiowristy. Therefore, the logical goal of the work dsresearch innovative trends in
the development of intelligent web services to eand formulate recommendations for the furtheretigment of the tourism
industry. The methodological part of the articldb&ased on the use of modern information technadoigighe field of tourism, fo-
cused on the basis dPlatforms of the tourism industry. As a result, iamy tourist enterprises of the 21st century, sigaift adap-
tations must be made to remain solvent and proéitathe effectiveness of the research can be triacéte bright trend of transfor-
mation in the world, and in particular in Ukrairibe traditional tourism industry, the e-tourismustty. Scientific novelty consists
of conceptual improvement of the manifestationhef dominant criterion of modern tourism operating &s derivatives: e-tourism
can be defined as the analysis, development, fasmamplementation and application of IT soluticared e-commerce in the world
and national tourism industry. Practical significarof the research results is relevant: the needddect managers able to manage
the tourism business, integrate information androamication technologies (ICT) within the company attticipate and promote
ICT developments to better meet the needs of théstalbusiness.

The article is written in the form of an analyticaliew of innovative IT in the field of tourismh& authors present a num-
ber of important characteristics of research.
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Temana Tkauenko, Jleca Koeanvcoka. E-TOURISM AK ITPOAB JJOMIHYIOYOI'O KPUTEPIIO CYYACHOI'O
TYPOIEPEHTHHI'Y: AKTYAJIbHI IIOJIOKEHHA, IHCTPYMEHTH, BHKOPHCTAHHA

B OCHOBY JIOCIII[PKEHHS NOKJIA/ICHO KOHLENTYaIbHE YIOCKOHAJICHHS IIPOSBY JIOMIHYIOHOTO KPUTEPil0 Cy4acHOTO Typomepei-
TUHTY Ta Horo moxizHux. Ha ocHOBI po3paxyHKiB BCTaHOBJIEHA sICKpaBa TEHICHIIist TpaHchopMmallii y cBiTi Ta YKpaiHi, TpaauiiiHol
TYPUCTHYHOI iHAYCTpii, IHAYCTpi€r0 eNeKTpOHHOrO TypusMy (e-tourism).IIpoananizoBaHo HOTpeOy B YHiIBEpCAIbHUX KEPiBHUKAX,
3aTHUX 3a0€3NEeUYUTH YIPaBIiHHS TYpHUCTUYHOTO Oi3Hecy, iHTerpamii iHGoOpMamiiHUX 1 KOMYyHIKaIiHHUX TEXHOJIOTIH B paMKax
KOMIaHil, nepenbayary i IpocyBaTH po3pOOKH AT OiIBII IIOBHOTO 3aJ0BOJIEHHS ITOTPEd TYPUCTHIHOTO Oi3HECY.

Knrouosi cnosa: e-tourism,indopmartiiini i komyHikauiiiai TexHouorii, 6asuc iHhpopmaTuzauii TypusMy, ayaioinpopmaris,
ayzioriz.

Tamvana Tkauenro, Jleca Kosanvckaa. E-TOURISM KAK IIPOABJIEHHE JIOMHHHPYIOIIIETO KPHTEPHA
COBPEMEHHOI' O TYPOIIEPEHTHHT A: AKTYJIbHBIE ITOJIOKEHHA, HHCTPYMEHTbI, HCITOJTb30BAHHUE

B ocHOBY HcciieJoBaHusI TOJIOKEHO KOHIENTYaJbHOE COBEPIICHCTBOBAHHS MPOSIBICHHS JOMHHHUPYIOIIETO KPUTEPHS COBpE-
MEHHOTO TYpPOIIEPEHTHHTa M €r0 IPOU3BOJAHBIX. YCTAHOBJICHA sSpKas TCHACHIHS TPaHC(HOPMALUH TPAJUIIMOHHOW TYPUCTUICCKON
HHYCTPUH, HHIYCTPHEH 3IIEKTPOHHOTO Typusma (e-tourism).IIpoananu3upoBana moTpeOHOCTh B YHUBEPCATIbHBIX PYKOBOIUTEIISIX,
CHOCOOHBIX 00ECIICUUTh YIIPABICHAE TYPUCTUIECKOTO OM3HECa, MHTErpalui HHOOPMAIMOHHBIX 1 KOMMYHHKAIIMOHHBIX TEXHOJIOTHI
B paMKaX KOMITaHHH, [IPOJBUTATh Pa3paOOTKH IS TOJTHOTO YIOBICTBOPEHHS MOTPEOHOCTEH TYPUCTHIECKOTO OM3HEca.

Knroueswvie cnoea: e-tourismuHpOpMAILMOHHBIC H KOMMYHHKAIMOHHBIC TEXHOJIOTHH, 0a3ic MHPOPMATH3ALMH TYpU3Ma, ay-
JOMaTepuabl, ayAUOT /.

Formulation of the problem. In the context of the  the dominant criteria of modern tour operators &rel

rapid and rapid development of world tourism, thes} implementation of information technology in tourigm
tion of Ukraine's role in the world market of tatrser- very relevant and requires a more detailed stunyayt
vices is naturally raised. It should be noted thisjec- many questions remain without a clear answer asa al

tively the country has all the prerequisites anaspects  there is a lack of scholars and specialists infigid of
for the positive development of domestic and fameig tourism. The basis of this work is the works of ams
tourism. Today, the tendency of total transfornmatod scientists, both in Ukraine and abroad, the satmnti

society into the information society is traced, e¥hin- Novikova V.S, lzotova M., MatyukhinaY., Kozlit-

volves every sphere of everyday life with a tangé&atr ina N.E. and Velytin N.A.

integration into postmodern space, world tourismoal Selection of previously unsettled parts of general

introduces new tools and mechanisms of operatian: a problem. The public use of the Internet has created a

online version of the electronic expansion. number of conditions that have changed the prooéss
Analysis of recent research and publication. exchange - both in useful and in a loss for a mottzur-

While writing of the article, a large number of esaiific ist enterprise. As a result, many tourist entegsrisf the

and educational-methodical works was worked out andXXI century had to make significant adaptationsider
used. Given the rapid evolution of technical pregre to remain solvent and cost-effective. E-Tourism ban
every day, the theme of e-tourism as a manifestaifo = defined as the analysis, development, implememtatio
and application of IT solutions and e-commercehe t
© Tkachenko T., Kovalska L., 2017 tourism industry; as well as the analysis of retgweco-

19



2017

Yaconuc coyianbHo-exoHomiynol 2eocpaii

sunyck 23(2)

nomic processes, market structures and customar rel
tionship management, therefore, accordingly, thedne
for universal managers able to provide managenmht a
management of the tourism business, the integratfon
information and communication technologies (ICT)
within the company, to anticipate and promote tee d
velopment ICT for better understanding the neddbe
tourism business.

The purpose of the articleis to research a number
of innovative trends in the development of inteiled

SPO reservation service when booking a tour. If,&0
day TA does not transfer the application to thavact
armor status, the previous reservation will be euatd-
cally canceled without penalty. Thus, the touristl w
have an additional time to make a decision, butetlaee
nuances: the service applies exclusively to packaiges
with a guaranteed flight to Egypt, Turkey, Montergeg
Sri Lanka, Georgia.
In addition to leave must remain at least five days

and on the flight - at least ten vacancies. Of seusuch

web services to create and formulate recommendation a scheme in the Ukrainian market is not news, beat t

for the further development of the tourism industag
well as highlight a number of topical issues. Thethm
odological part of the article is based on the afsmod-
ern information technologies eRlatforms in the dielf
tourism, which is focused on the information badishe
tourism industry.

Presenting main material. The modern world
market puts new demands, rules and trends in doder
get productive work. So, for today's tourism spléstia
there is a primary knowledge of the effectiveneisam
to-date Internet marketing tools and peculiaribésheir
use, trends in design and social networks, as aglh-
novative automation of the national and world teuri
segments. A successful example of a tourism busiimes
the conditions of digitalization, where communioati
with tourists takes place on a virtual level andhe fast
online current, which makes them permanent cliémts
a long time.

During the Internet conference, Aron Mayberg,
chairman of the UIA's supervisory board, noted thrat
airplanes of the UIA, in the beginning of 2018, @m
board Internet will appear. "International airline$
Ukraine" will start receiving long-range aircrafb&ng
777, on board, passengers will be able to use the o
board Internet, in addition, aircraft will also leasn en-
tertainment system, information terminal with aefiixin
each chair both in the business class and the egpno
class. Under the existing plans of the UIA, it ecxgseto
receive four Boeing 777, which will be operategaral-
lel with the Boeing 767 flies to this day, whichlmbe
withdrawn from the fleet since 2019.

E-tourism is an online service that is a platfoion f
direct sales, easy payment for end-user servicesnéss
development between manufacturers, service prosjider
TO, TA and intermediaries [1].

The information basis of tourism lies in tourism
technologies, they are also called automation spltal-
ity — the use of information technology (IT) or énma-
tion and communication technologies (ICTs) in tieddf
of travel, tourism and hospitality. Since travelotves
only travel, travel technology was originally linkeo
the computer reservation system of airlines, bubun
time it is used more and more inclusive, joining th
broad sector of the tourism industry, as well assiib-
groups of the hospitality industry, those are, dfan
excursions, meals, etc.

The online sales software provides access to up-to-

date information on air and hotel reservations, alsd
provides a quick update of the database, but iotipes
the following changes are not always calculated,Jemn
UP! announced a new pre-booking service, whichnallo
you to fix its value during the 24-hour period fibre
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fact that now a big player like Join UP has joirtad
news is definitely a positive one. The internationa
global booking systems for tourist services areil&al
Saber, Worldspan and Amadeus. Thus, according to
Alexei Muromtsev, General Director of «Amadeus
Ukraine», Amadeus is the supplier of IT solutioosthe
global tourism and travel industry, the largestrapas of
information requests (transactions) of the indudtrhas
been operating in more than 195 countries.

The Amadeus system gives tour agents access to the
resources of many of our tour operators. The langas
ume of passenger seats on regular flights of aslin
around the world is conducted through the Amadeus
system. The system is used by more than 90,00@ltrav
agencies and 4,500 corporate clients from all dlier
world. The company has centers in Madrid (centfal o
fice), Nice (development and development centeg an
Erdinge (operating center), as well as 71 commkrcia
offices. In 2016 more than 2.5 million national ttists
benefited from TA services, which exceeded theciadi
tor of last year by 25% and 35 thousand foreigmists
(+ 133%).

For most of them (85%) the main purpose of travel
was tourism, not business trips. Based on staldtiata,
it was concluded that the total revenue from piioviof
tourist services in the past year amounted to 1hilidn
UAH. (amount without VAT, excise tax and other
obligatory payments). As the director of the compan
says right now, in connection with the provisionaoofr
country's visa-free regime, players in the Ukrainiaar-
ket need to rethink their strategies and be urftegtip
of new realities, but the CEO of Amadeus Ukraine is
confident that the whole industry will not just gwe
"Earthquake", but also increase its income. Thekatar
of Ukrainian manufacturers of online booking syssem
still under construction. Among several domestift-so
ware developments is Titbit, Turtess Online [2].

The spectrum of applications is expanding in fact
more and more, from the usual reservation of travel
technology transformed into E-tourism, that is,eiec-
tronic tourism in the form of technology virtualuis.
From the point of view of marketing, the virtualutas
an effective visualization tool that allows the gutial
consumer to display his product or service, crgatin
illusion of presence at the viewing site, thus tirep
unique bright visual images [3].

For example, the Musée du Louvre in Paris devel-
oped virtual content in order to carry out a 3Drtou
where the user can move around the stairs to tlega
and to each exhibit, interior and historical refexes,
audio information is prepared on an audio guid&rig-
lish and French. Another variant of the online el
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which has recently been circulated, is the so-ddi&ec-
ond Life" — a three-dimensional virtual world wigte-
ments of a social network that has more than lianill
active users. Second Life also has a virtual cegren
called Linden Dollar (L $), which can be obtained b
exchanging real money; there is also provided arsev
conversion, which creates an opportunity to orgatiiz
the Second Life completely real business schenies [4
"Second Life" provides significant opportunities fo
virtual tourism. For example, the online versiontioé
Paris Louvre, the Dresden Picture Gallery, and rothe

Many museums go on excursion service with QR codes:
The Musée Matisse de Nice, a truly innovative irmov
tion that promotes the rapid involvement of towrigt
exploring, learning and discovering tourist degtoves
famous all over the world.

The Internet has a powerful impact on hospitality
and tourism. Online tourism is becoming one ofrtist
effective vertical markets, where 64% of dealsraszle
through the Internet, while in other industriesstfigure
ranges from 30% to 40%.

A tangible innovation is the complete transition of

museums in the United States and Western Europe;TO and TA exclusively to mobile or Internet communi-

many capitals and large cities in the world. Irstbase,
the virtual tour allows you to get acquainted wilie
objects of art stored in the world's museums argir th
buildings in all details (for example, the Americktu-
seum of Old Masters Picture Galleries is displayuti
incredible credibility — besides 750 art objectsuycan
see , even modeling on the ceiling [5].

cations. A striking example is the Kyiv Tourist fir"l
will fly, where | want", which distributes its pradt di-
rectly to the Viber network for its clients, or tsuwith
home delivery to the tourist, which makes the affer
come as fast as possible and close to the consumer.
This phenomenon confirms that it is the perfect fin
ished product for online sales, but has online cgtimp

Now the guide can be a GPS-guide, and the guidetion. The reason for this was a sharp decline endb-

can be audio guide, podcast or I-Tour, for examale,
dio guides in the city. Currently, almost all majouse-
ums in the world provide an opportunity to makeian
teractive tour of art masterpieces. For example Rari-

mestic currency rate in the Coral Travel Corps -tap
UAH 26.46. for 1 dollar and up to 30.37 for 1 euro,
which is considerably lower than that of other T@rm
ket (for comparison: at Anex Tour, for example, the

sian Museum of the Louvre (Musée du Louvre) or the mestic rate according to the first half of June VasH

Museum of Modern Art (MoMA) in New York, the Na-
tional Gallery of London and many other well-known

26.87 per 1 dollar and up to 30.72 per 1 euron W !,
Pegas Touristik, TUI, Travel Professional Group,ZTE

museums provide audio guides and reproductions ofTour and Natalie Tours - respectively 26.92 / 30.77

paintings or other exhibits on the site for freeseveral
languages of the world, and also develop their apn
plications for smartphones.

Mouzenidis Travel - 26.70 / 30.40, ALF - 26.94 /B0
Accord - 27.80 / 30.00). In some other TO courses,
course is close to Coral Travel, but does not coepa

CultureEspace is a French cultural space that com-shipments abroad. It would seem that the differesce

bines dozens of French museums, villas and otheisto
destinations, which in turn, for the sake of thean-
ience of tourists, has developed its own applicafar
each facility, for Villa Ephrussi de Rothschild) Ban

Juan Cap Ferrara on the Apple Store and on Google

Play, you can download the original app, which aos,
in addition to audio and text information, a lexXickc-
tionary of rare words used during the tour, as aslla
plan, route tips and main news for posters of tlestw
Thus, museums and galleries try to make art moesn op
to society.

One of the important IT developments is the QR
code — a matrix code (two-dimensional barcode) deve

small, and when you select a tour from the budget a
the middle segment, the tourist does not win mux,
TA note that here come into force not so much esooo
as psychological factors.

Conclusion. Thus, the ongoing evolution of infor-
mation technology has had a significant impact loa t
operation of travel agencies. Widespread public afse
the Internet has created a number of conditionshthee
changed the process of exchange - both in useflirea
disadvantage for a modern tourist enterprise: gesalt,
many enterprises of the tourist industry of the X¢h-
tury of the world, and Ukraine in particular, wilave to
make significant adaptation reforms, to remain sotv

oped and presented by the Japanese company Densand cost effective.

Wave in 1994. The main advantage of QR-code is the
easy recognition of scanning equipment and a suffi-

E-Tourism can be defined as the analysis, develop-
ment, implementation and application of IT soluton

ciently large number of characters. The QR code isand e-commerce in the tourism industry; as well as

popular both in tourism for airline or railway tets and
worldwide tourist destinations: while in the citf ldon,
a business association called
Lviv" has placed QR-codes for about 80 tourist otge
This makes it easy for tourists to navigate thg wiith-

"Tourist Movement of

analysis of relevant economic processes and market
structures and customer relationship management.

At present, the need for universal managers capable
of managing tourism business, integrating infororati
and communication technologies (ICTs) within theneo

out even knowing the Ukrainian language, because th pany, and anticipating and promoting the develogroén
QR-codes are set in several languages of the worldICTs to better meet the needs of the tourism basine
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