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ECONOMICS OF AEROSPACE TOURISM: PECULIARITIES AND PROSPECTS
OF MARKETING FOR POTENTIAL SPACE TOURISM COMPANIES

Summary. Travel and tourism are one of the world’s largest businesses. Its gross revenues exceed $400 billion per year in

the U.S. alone, and it is our second largest employer.

The commercialization of activities in outer space and the development of space tourism have resulted in drastically reduced
launch costs, enabling an increased human presence beyond the biosphere.

There are obvious major positive impacts that outer-space recreation can produce. Firstly, in order to come up with space
tourism, exploring and unravelling the hidden mysteries of the space are needed. This drastically broadens and enriches humans’

technical awareness and constructive knowledge.

The purpose of this paper is to show how new standards in space tourism may be a source of improvement in the aerospace
industry at the economic and technological level and how with the help of marketing technologies, the promotion of space tour-

ism may rise the interests of future potential tourists.

Key words: space tourism, aerospace industry, innovation, marketing technologies, marketing campaign, tourist product.

Introduction and formulation of the study’s problem-
atic. Spaceflight is expensive, especially given that the cost of
building rockets and spacecraft are high due to the engineer-
ing and materials involved.

It is clear here that there is a need of democratisation of
the spaceflight, the relationship between the cost reduction of
the access to space and a rise of interests of more potential
customers is an actual trend.

A relationship that is being redefined by the rapidly
advancing fields of commercial spaceflight and space tourism.
A greater attention to space tourism and commercial space-
flights is required in order to develop a coherent, long-term
conceptualization of the implications of modern mobility for
sustainability.

With the rise of the tourism in the aerospace industry,
new technological approaches have been explored to reduce
considerably the costs of access to space and may lead to the
improvement of spaceflight technology.

To understand this fact, in section 1 we will see how the
space tourism can bring some improvements in the standards
of the aerospace industry, afterwards in section 2 we will see
which kind of economic models and marketing approaches
can be put in place in order to have a better management of
assets and an increase in the interest of the public in this new
branch of tourism.

Analysis of recent research and publications

The economy of the aeronautics and space industry is
based on the traditional trading model of selling products at a
price above its costs. The final customer buys a good, which
the supplier produces and delivers. Manufacturers of aircraft
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purchase engines and equipment and sell a directly assembled
product to armies, airlines, and rental companies. They do not
sell to passengers, who buy the service from the airlines.

This classical model knows certain specificities here.
This industry has a mastery of technologies that are directly
exploitable by the military. As a result, States are heavily
involved in its research and development work and many
of its projects are under the cover of “Secret-Defence”. It
requires heavy investment in the production tool. That is why
it is financed in part by state military programs and purchas-
ing options for its clients. The aeronautics and space sector is
driven by different demands.

These of the States, which wish to dispose of the arma-
ments furnished by this industry.

These of people who travel by plane for business or lei-
sure. These of companies that ship goods through the air. And
finally, these of organizations of all types that work to con-
quer space.

History has demonstrated that as technology has evolved
and states have increasingly recognized the potential of outer
space, the range of activities planned for outer space has pro-
liferated. In addition, the commercial prospects offered by
outer space have led to significant participation by private
enterprises.

If its state anchor refers to the concept of “industry of
sovereignty”, it has progressively internationalized to rest on
markets and processes today globalized.

If companies are granted access in space, this will create
opportunities for diversification, which will ease the tension
between companies, and pressure on companies to encourage
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Table 1
Various forms of markets in the space industry and their competition characteristics
Military market Scientific market Commercial market
manufacture of satellites institutional and captive captive open to competition
manufacture of the launcher | institutional captive open to competition
orbiting satellites institutional open to competition open to competition

wasteful practices like persuading the consumer to consume
more than what is necessary.

The development of space tourism will benefit people
socially. This will help to break down the tension that many
people feel about the future due to projections of the limited
resources of the earth.

The cost of outer space travel is steep and wasteful from
an economic point of view. But space tourism will also make
a potentially critical contribution in overcoming the pres-
sures of deflation in the world that is caused by the over-
supply in traditional industries and the slow development of
new industries.

The fundamental misconception by economists about the
future role of commercial space travel is essential because of
the relation to the present condition of the global economy in
order to further understand this; it is required to first under-
stand the basic pattern of business development all around
the world.

As the name implies, space tourism is travelling to space
as a destination for recreational, leisure or business purposes.

Faced with the environmental challenge, companies
operating in this sector will have to renew themselves and
respond to the new challenges in terms of technical innova-
tion imposed by the establishment of assets promoting the
emergence of space tourism.

The space tourism market is a niche market with a limited
number of vendors. The market is still in its development
stage where companies are trying to enhance their space-
flight technology. Growing competition, rapid advances in
technology, frequent changes in government policies, public
consequence, and environmental regulations are currently
the major factors that challenge the growth of the players in
this global market.

Space enthusiasts are delighted at this flurry of renewed
interest, and the fact that China has succeeded in sending a
person into orbit merely heightens the stakes and intensifies
the competition.

In recent years, some private enterprises have been
approaching Space flight with a relatively low-cost phi-
losophy, in great contrast with the one followed by govern-
ment agencies in past years. In fact, some examples of small
reusable airplane-like vehicles have been developed to per-
form sub-orbital missions, which could represent a first step
towards a safer, more comfortable and less expensive access
to Space in the near future.

The main idea is to merge part of technological solutions
developed for aeronautical and atmospheric re-entry purposes
in order to design such vehicles.

But to see in these initiatives the dawn of a space tourism
age would be making a leap of faith. True, space’s return to
the top of the international policy agenda has to be welcomed,
not least for its commercial potential. The recent growth of
activities towards developing passenger space travel services
is very promising; however, there is a widespread but mis-
taken idea that space tourism will remain a small-scale activ-
ity of the very wealthy.

The truth is that having been delayed for over three
decades by government space agencies’ failure to develop
more than a small fraction of the commercial potential of

space, the start of space travel services is long overdue, and so
they are capable of growing rapidly into a major new industry.

That is, the technical and business know-how exists to
enable space tourism to grow to a turnover of 100 billion
Euros/year within a few decades if it receives the public sup-
port of even 10% of space agencies budgets.

This development would sharply reduce the cost of access-
ing the resources of space, which could prevent the spread of
the “resource wars” which have begun so ominously. No activ-
ity, therefore, offers greater economic benefits than the rapid
development of low-cost space tourism services. A range of
government policies should be revised to reflect this.

Still, the real tricky issue is safety. Although the existing
aviation regulations do not cover all the issues of spaceflight
design, production, test and evaluation, and operations, the
new regulations for the space tour vehicles should first start
with the basis of what is required for the commercial aircraft
concerning fail-safe design and maintenance.

Some issues such as a vacuum environment, space radia-
tion, space debris and meteoroid, which must be taken into
account for the long duration of space flight.

So it’s possible that the safety standard required for the
certification of space tour vehicles does not restrict their
design, but changes the fundamental operation process from
probabilistic launch to deterministic takeoff and landing with
enough reliability and safety like aircraft.

The aviation industry has succeeded in the business of
commercial passenger transportation with adequate reliabil-
ity and safety. The design standard for space tour vehicles
should specify environmental conditions especially critical
for space flight.

Thus it is increasingly recognized that the existing legal/
regulatory environment needs also to be reformed for promot-
ing the commercial passenger flights to and from space.

As has been mentioned above, the development of the
space tourism industry challenges basic precepts of the inter-
national law of outer space. From a practical viewpoint, it
is clear that the existing legal regime must be amended and
expanded to meet the requirements of this burgeoning indus-
try. If we assume that the expansion of our universe (quite
literally) through the advent of space tourism activities rep-
resents a positive, almost inevitable direction for humankind,
then these legal changes must provide for appropriate incen-
tives and protections in order to encourage the development
of the industry.

However, it is not only the “hard law” provisions that
require reassessment. It is also necessary to consider the com-
plex ethical questions that arise since these are highly relevant
to the direction to be taken in the future development of inter-
national space law.

Moving from today’s regulatory systems in space safety
to a new environment where fatalities are greatly reduced and
access to space is greatly reduce in costs perhaps most depen-
dent on commercialization of space flight programs.

Although there is considerable public interest in space
travel and in the experience of weightlessness, there is a
much less public appreciation of the wide range of interest-
ing and entertaining activities that are potentially available in
an orbiting facility.
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Prospect for hypersonic travel is likely to fuel the demand
for space tourism over the forecast period.

The reduced cost of infrastructure to launch nanosatellites
in the solar system is likely to create more market opportuni-
ties for the space tourism market over the forecast period.

Research and development to develop orbital space tour-
ism are likely to fuel the growth of the space tourism mar-
ket over the forecast period. It is always difficult to estimate
how soon new technology will be introduced to and widely
accepted by the general public.

But, if there are no more fatal Shuttle accidents, if the
economy remains reasonably strong, and if even one or two of
the vehicle development and surface tourism business efforts
now underway bear fruit, the first decade of the next century
could see general public space travel and tourism finally begin
to become a reality.

Passengers can experience weightlessness, acceleration of
rocket launch, and the view of Earth over space from subor-
bital tours. Cost-effective and efficient solutions of sub-orbital
tours are likely to impact the growth of this segment over the
forecast period.

From the point of view of a business assessing the feasibil-
ity of providing space tourism services, market information
derived from market surveys is essential in order to estimate
the potential revenues that may be earned.

By combining such a market research with estimates of the
probable cost of providing the services in question, it is then
possible to estimate the potential profitability of such a venture.

implementation of the
flight process and
release for launch

test phase and
final design of the
spacecraft

concept
devellopment and

system verification
and validation

Fig. 1. Development phases of reusable spacecraft

for tourism and leisure purposes

concept studies

and architectural
design

prelliminary design

Thus, in addition to satisfying the public’s general curios-
ity about space travel, and especially concerning the experi-
ence of weightlessness, it is clear that there is a wide range of
interesting and absorbing occupations that could be provided
for visitors to LEO facility.

To permanently lower the costs of human spaceflight, we
should use a mixture of all of these techniques, but only where
each one makes the most sense. For initial steps beyond LEO,
a heavy lift launch system can deliver critical pieces (required
early in a campaign) to the right localities with the minimum
number of required launches. Reusability makes the most sense
for space-based assets, like cislunar transfer stages, refuelling
depots, and reusable landers for the Moon and Mars. Because
these systems are used only in the benign environment of
space, they are subject to less destructive forces and corrosive
interactions with Earth’s atmosphere and hydrosphere.

Still, the lure of reusable systems continues to fascinate, it
just seems so logical. The primary economic driver of space
tourism in the long term, however, will be destination-based
tourism. This remains a chicken-and-egg problem; the viabil-
ity of a private space station, for example, is greatly enhanced
by space tourism, but a private space station isn’t viable with-
out reliable and economical passenger transport.

And reliable and economical transport requires tourist
demand predicated on viable destinations.

The organizations that are developing vehicles that
would make these very high altitude and in-orbit trips pos-
sible are teaming with successful travel and tourism com-
panies whose marketing resources and experi-
ence will be of great value to the space vehicle
providers-operators.

Based on the type, the space tourism market
is bifurcated into orbital and suborbital. Subor-
bital segment held the dominant market share in
2016 and is expected to have a growing market
share over the forecast period.

Few interest groups that are more likely to
have an affinity for space tourism. Though we’re
still likely years away from space tourism being a
reality for most consumers, it could be beneficial
for those companies to start targeting consumers
now, especially since consumers are most likely
to trust an established name like NASA when it
comes to space travel. And targeting consumers
who are interested in aviation and science could
be a good starting point for those brands to build
early trust with consumers who could one day be
interested in space tourism options.

This said, the space tour company will face
various issues such as:

1. how to attract customers?

2. how raise their interest to go for a space
tour?

Table 2

Possible leisure activities in Low Earth Orbit (in approximate order of cost of provision)

Activity

Examples

Equipment required

Earth observation

Land formations, weather formations,
terrestnal phenomena, oceans, cities,
roads, own home

Windows (porthole, panoramic bubble),
camera, binoculars

Astronomical observation

Moon, planets, Sun, stars, nebulae

Telescopes, camera

Low gravity sport

Gymnastics, flying, ball games

Large unobstructed volume, padded walls,
hand-holds, fabric wings, air jets

Observation of low-gravity phenomena

Liquids, ballisucs, electrical and magnetic
effects, animal and plant behaviour

“Laboratory” space and equipment

Source : http://www.spacefuture.com
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3. which methods and tools might be used for the com-
pany’s marketing activities?

Marketing today is a business philosophy and enables
modern companies to anticipate the desires of consumers and
meet their needs. Classical marketing is normally described
as a marketing mix of four tools known as a 4Ps: promo-
tion, place, price, product. The main opinion is maintained
that space activities cannot be marketed properly with these
tools only.

The use of social networks as a platform for promotion
was a boon to this end.

In fact, like many companies in the aerospace sector, a
company can open a Facebook page “to do like others” or
because “it’s plugged in” or “because management asked for
it.” But once online, it is difficult to link this action to the com-
pany’s marketing objective (selling more products/services,
increasing its market share).

Facebook is often used to spread 2 or 3 posts per week
designed by the advertising agency working to promote the
services offered by the company. These posts, most of the time:

promote the benefits of the product/service offered;

highlight the latest event that the company is sponsoring.

Then, of course, with a beautiful image, we can obtain “I
love”... but basically, it is difficult to know what this means
in terms of business for a company, especially in the subor-
bital sector.

Social networks, in particular, have been growing expo-
nentially for the last 10 years. Their greatest asset is their sim-
plicity and speed. For most users, they are intuitive, do not
require user instructions, and do not present any difficulty in
accessing information.

Facebook, Twitter, Instagram, LinkedIn, Snapchat ...
social networks are attracting more and more people to the
Internet. Initially a hobby, these platforms have become real
marketing assets for companies.

In a more practical way, social networks can be used to
target a specific market or customer through advertising.

This depends on the content presented to the users of
these platforms, most often grouped in groups in a specific
field, a hobby, or in a sector of the economy following their
interest so that companies can use them to address new tar-
gets and develop their market, which for the latter is essential
and unavoidable.

In the case of space tourism, there is a big fan base on
social networks, notably on Facebook, or there are user
groups following the press releases of some companies like
Virgin Galactic or SpaceX, specialized with often regular
updates of their activities.

Since space tourism is an emerging industry, it is very
difficult to obtain factual statistical data since most of the
companies operating in this sector are at the stage of devel-
oping technologies allowing access to the low orbit for the
time being.

However, studies have estimated the demand in this rap-
idly changing sector.

Indeed, according to Kothari and Webber (2010), demand
in space tourism would depend on the cost of the ticket for
the type of service offered.

There will be services such as high-orbit flights, low-orbit
flights, and suborbital flights. Of course, as Figure 2 suggests,
the demand for space tourism increases as the price of the ser-
vices offered decreases and becomes accessible to the aver-
age consumer.

In the face of such a strong potential demand, there is
a need for an effective marketing strategy, which could be
filled by the benefits of promoting such an activity on social
networks.

Total Demand Curve For Orbital Space
Tourism
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Fig. 2. The total demand curve for orbital space tourism

It would be appropriate to say that social networks would
be a simple advantage for companies; it is no longer conceiv-
able today to do without them. Companies that risk ignoring
the internet miss out on the key element of a brand develop-
ment marketing strategy.

The site The Media Briefing reveals nine trends from a
comScore study of media consumption in the United States.
We learn among other things that the use of mobile has
increased by 78% over three years, that the computer and the
connected screens have beaten the pawn to television in the
18-34 age group, or which print media make the most of digi-
tal in terms of audience.

Research results. In this context, taking into account the
fact that some statistics indicate the population of Facebook
users in the United States would be 240 million in 2017, we
can then determine whether or not the promotion of space
tourism activities on American social networks could be
effective.

As the Bayesian analysis in Fig. 3 demonstrates, we can
see the high degree of use of social networks by American
consumers with a certain neglect of traditional American
media. It can also be seen that the likelihood of the promotion
of space tourism through social networks is high.

The solutions offered by social media marketing technol-
ogy offer interesting prospects.

Marketing technology solutions generally fit into one of
a dozen or more categories. However, it’s not uncommon for
modern, sophisticated marketing technology tools to offer
capabilities spanning several focus areas.

Quality content will gain more visibility and increase your
profits in the long term.

Facebook and Twitter are a good opportunity to create
relationships more personal with your guests and form a com-
munity around a company’s brand. Once done in the com-
munity, it will be more easy for promoters to find users that
businesses want to share their content with their followers or
potential customers and, so, they will become the promoters
of the space tourism company’s activities.

The development of a larger space tourism market and
potentially a larger number of citizens experiencing space-
flight will have an impact on the visibility and perception
of human space flight/exploration in the general public. The
space tour company will have to consider such a development
in its communication strategy.

As Fig. 5 suggests a dual approach both using Internet
marketing strategy and Inbound marketing strategies with the
help of various tools from marketing technologies should be
suitable.
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Fig. 3. Bayesian analysis of the potential demand for space tourism in the United States
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Fig. 5. Integrated marketing strategy approaches
in which marketing technologies may work as tools
for effective means of promotion

marketing

Along with the market, the marketing strategy is also
actively developing. Here the possible marketing strategies
at the disposition of the space tour company are the fol-
lowing:
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Internet marketing today is one of the most popular options
for promotion. Internet marketing has several significant dif-
ferences compared to other types of promotion: Visual pos-
sibilities due to computer graphics, for example, are almost
limitless and allow designers and marketers to show all their
creativity. The ability to fully monitor and evaluate the effec-
tiveness of each element of advertising down to the smallest
detail. The use of special strategies and tactics allows you to
attract the target audience, not all in a row. Covering a large
number of potential customers with relatively low costs.

Inbound marketing is a strategy of market behaviour that
is not aimed at stimulating the need for a product, but rather
in attracting those who already want to buy a product to your
company. To solve this problem, it is necessary to win the trust
of buyers and build an appropriate image. Examples of incom-
ing marketing are SMM (social media marketing, marketing
in social networks), articles and mentions in the media and
third-party blogs, free training of the target audience through
master classes and seminars, including online via webinars
and useful handouts for download.

Companies in other major industries are only utilizing
around two out of nine important marketing technologies
that exist.

This is nothing but a wasted opportunity because a sig-
nificant and rapid increase in return on investment has been
reported by marketers who have adopted these tools.

Therefore, it is essential for every company’s marketing
department to use, at a minimum, at least a few technologies
for growing opportunities.

In most cases, these marketing technologies are an online
form of direct marketing.

From there, major elements of understanding the imple-
mentation of marketing strategies can be seen in Figure 6:

— Develop a comprehensive social media strategy. While
Facebook and Twitter are the most used social media plat-
forms, a comprehensive social media strategy should incor-
porate additional social media platforms where customers,
prospects, employees, and candidates could talk about the
company. To be able to know, which social media platforms to
incorporate as a part of its social media strategy, as far as the
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Fig. 6. Digital marketing’s benefits for space tour companies

company needs to systematically track top platforms where
the company and its brands are being discussed.

— Establish a two-way communication model. Companies
who use social media just to disseminate information to cus-
tomers may not see high returns from social media usage.

Instead, companies who use social media platforms as a
two-way communication medium tend to have a more suc-
cessful social media approach. There are several tactics that
can be used to establish two-way communication, including:
Posting questions and surveys related to the company, as well
as general topics of interests.

As brands continue to invest heavily in content, the bene-
fits of marketing technology become clear: They make organi-
zations more knowledgeable and efficient. There’s a snowball
effect at play. If a company can gather useful data on its cus-
tomers, it can find patterns that connect certain behaviours to
purchasing decisions and then automate processes that serve
those behaviours.

Companies don’t have time or money to waste guessing
what customers want. As marketing technology gets better,
maybe they can eliminate that fear of the unknown for good.

Instead of guessing what works, employees can spend
more of their time on creative and strategic tasks.

Arguably, the component of the marketing mix being
most quickly transformed as a result of Internet usage is a
promotion.

The Internet provides a labour-efficient and cost-effective
way of distributing information almost instantaneously to mil-
lions of potential clients in the global markets.

Internet promotion combines mass media’s reach with the
personalization inherent in two-way dialogue — previously
only possible in personal selling.

It can be used for corporate visibility, brand name recog-
nition, advertising, public relations, corporate sponsorship,
direct sales, sales promotion, customer support, and technical
assistance.

In the case of a space tour company, the suitable market-
ing technology to use is the Internal Social Network by the
Internet marketing campaign.

With the explosion of social media usage around the world,
social media websites have become an important platform for
businesses to engage with customers, prospects, employees,
and candidates.

Indeed, social network structures ease the search of poten-
tial customers in a specific activity or hobby group, which
have some common grounds with the company activities.

With the rapid development of the Internet and digital
space, now we hear more and more often about the use of the
new concept of digital marketing.

Social media has fundamentally changed the way busi-
nesses interact with customers and the public at large. What
started as an innovative way to approach the marketplace has
become an essential tool for marketing, public relations, and
customer service.

But as easy as social media has made it connect with cus-
tomers, it does come with a few drawbacks.

Unlike other forms of marketing, in which marketers
retain control of the messaging, there’s no control over social
media. This can be great if people love a space company
image or activities.

A detailed marketing strategy for a destination normally
evolves from the broad recommendations of the Tourism Plan.

The establishment of an effective tourism marketing plan
starts with understanding the target market. Understanding the
audience, with which your campaign will resonate most, can
help maximize its effectiveness.

Ultimately the brand you create for the destination (or that
it’s created for itself) will influence how future promotions
and marketing efforts are structured. Playing to the brand’s
strengths with events and campaigns will naturally begin to
take place. This will also help solidify your closest and more
targeted customer group.

Space tourism products are ideal for marketing on the
Internet. This is because tourism is an information-intensive
industry and the Internet is the most effective and efficient
means in information exchange worldwide. The Net can
greatly facilitate the promotion and distribution of tour-
ist products and potentially enable tourism destinations and
enterprises to compete on a level playing field.

Indeed, tourism is very information-intensive and the
information is often dubbed the “life-blood” or “cement”
of the industry, which holds together the different produc-
ers within the travel industry — airlines, tour operators,
travel agencies, attractions, car rental, cruise lines, and
other supplies.

The Internet as a marketing media can be of great ben-
efit to all virtual areas of marketing, from marketing research,
through market segmentation, targeting and positioning, to the
effective use of the marketing mix, and marketing organiza-
tion and control for space tourism companies.

Conclusion. Finally, we have seen the space industry is
composed of several markets more or less open to competi-
tion. The sector is changing and technological competition
will determine the positions of different countries and/or com-
panies in the market.

As said earlier, the main problem of space excursions,
no doubt, is safety. It should be remembered that overboard
the spacecraft will have to stay in an extremely rarefied
atmosphere, huge temperature changes, and in the ship or
on the ISS there will be a significant factor of the enclosed
space that negatively affects the human psyche. Safety regu-
lation will have positive impacts on spacecraft design and
exploitation. Marketing technologies applications can also
help to track customer behaviour in a specific target market,
which will help managers to understand where the real cus-
tomer needs exist and provide opportunities for the design
of a consistent Space tour product. Indeed, such prospects
will require more studies regarding their importance in other
forms of tourism.
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EKOHOMIKA AEPOKOCMIYHOTI'O TYPU3MY: OCOBJIMBOCTI TA HEPCIIEKTUBHI
MAPKETHHIY JUISI MOTEHIIMHUX KOMITAHIA KOCMIYHOI'O TYPA3MY

Awnorauist. [ToI0Opoxi i TYpH3M € OXHIM 3 HAHOLIBIIIX M AIPHEMCTB y CBiTi. oro BanoBa Bupyuka nepesuinye $ 400 Miapa
B pik Titbku B CIIIA, i e Ham Apyruii 3a BeTMYUHOIO POOOTOAABELb.

Komepuianizarist ZissIbHOCTI B KOCMIYHOMY MPOCTOPI 1 PO3BUTOK KOCMIYHOTO TYPU3MY MPHBEIH JI0 PI3KOr0 CKOPOUCHHS
CTapTOBMX BUTPAT, 110 JO3BOJIHIIO PO3LUIMPUTH MPUCYTHICTH JFOMHHU 32 MeXaMu Oiocdepu.

OueBuJHO, 1O BIANOYMHOK B KOCMOCI MOXKe MaTU cepHo3HiI MO3UTUBHI Hacnigku. Ilo-nepiie, 11 Toro, mo6 mpuayMaru
KOCMIYHHMI TypU3M, HEOOX1THO JOCIHIKYBaTH M po3rajilaTi MPUXOBaHI TaEMHUIN kocMocy. Lle 3HauHO po3mmproe 1 30arauye
TEXHIYHY 00i3HAHICTb 1 KOHCTPYKTUBHI 3HAHHS JIOACH.

Mera 1aHOT poOOTH-TIOKa3aTH, SKMM YAHOM HOBI CTaHIAPTH B KOCMIYHOMY TYPH3Mi MOXKYTh CTaTH JDKEPEIOM BIOCKOHA-
JICHHS aPOKOCMIYHOT rally3i Ha €KOHOMIYHOMY 1 TEXHOJIOTIYHOMY PiBHI 1 SIK 3 JIOTIOMOTOI0 MAapKETHHTOBUX TEXHOJIOTIH Mpo-
CyBaHHs KOCMIUYHOIO TypU3My MOXKE IiABUIUTU iHTepecu MalOyTHIX NOTEHLIHHUX TYPUCTIB.

Ku1ro4oBi cjioBa: KOCMiuHHI TypH3M, aPOKOCMIYHA r'ally3b, IHHOBAIli1, MAPKETUHTOBI TEXHOJIOT1T, MAPKETHHIOBA KaMIIaHis,

TYPIPOAYKT.
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3ACTOCYBAHHSA IHCTPYMEHTIB CTPATETTYHHOI'O YIIPABJIIHHSA
JJIsA BUBHAYEHHSA OPIEHTHUPIB PO3BUTKY CIVIbCbKUX TEPUTOPIN

AHoTauis. Y CTarTi NpUIUISIETHCS yBara MUTAHHIM 3aCTOCYBaHHS IHCTPYMEHTIB CTPATETiYHOTO YIPABIIHHS JJIs BU3HA-
YeHHsI OPIEHTHPIB PO3BUTKY CiIbchKHX TepuTopiil. [IpoBeneno PRESTCOM-anamni3 30BHIIIHIX (haKTOpiB, SKi MAIOTh BHUCO-
Kuil, cepenHiil Ta HU3bKUH PiBHI BIUIMBY Ha PO3BUTOK CIIbCHKUX TepuTopiil 3aximnoro ITomiccs. Beranosieno, mo cepen
TONITHYHUX YWHHUKIB HA PO3BUTOK CiTBCHKUX TepHTOPiit 3axignHoro ITomiccss BaroMuil BIIMB Mae TpoMajChbKe HEBIOBOJICHHS
HOJITUKOIO ypsiAy B arpapHiil cepi. Po3pobiaeno npuHIuUnoBy cxemy mnposegeHHs SWOT-aHai3y 10CiIiKyBaHOTO IPOLIECY.
JocnikeHHs (akTopiB BHYTPIIIHBOTO Ta 30BHINIHBOTO CEPEIOBUINA, PAHXKYBAHHS iX 3a pIBHEM BIUIMBY Ha COIIaIbHO-EKO-
JIOTO-€KOHOMIYHHMI PO3BUTOK CLIbChKUX TepuTopiit 3axinHoro Ilosices nanu 3Mory copMyBaTd KOHKPETHUH HEpellik Horo
CITa0KuX 1 CHIIHUX CTOPIH.

Kurouosi ciioBa: cranuii po3purok, PRESTCOM-anani3, SWOT-anai3, crpareriyde yrnpasiiHHs, CUTbCbKI TEpUTOPIi.
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