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ANDRUSHIV DISTRICT AS A TOURISTS
DESTINATION:
THE TOOLKIT OF MARKETING POSITIONING

Abstract. The article describes the existing tourist resources of Andrushiv
district of Zhytomyr region. Their attraction and ethno-tourism potential are de-
termined. It is noted that the ethnographic identity of the region is determined
by the ethnic composition of the population, cultural and artistic traditions and
it influences the results of the formation of the tourist attractiveness of the ter-
ritory. It is proved that available attraction resources serve as a basis for the for-
mation of a tourist destination “Andrushiv district — the land of embodiment
of entrepreneurial and charitable affairs by the Tereshchenko family” as the one
that is emerging. The corresponding set of marketing advantages of the tou-
rist destination is determined: infrastructure, regional identity, informativeness,
accessibility, commerciality, complexity, resourcefulness, comfort, availability of
local government bodies. The conformity of the basic criteria of recognition of

64




tourist resources of Andrushiv district with the instruments of state regulation
is established. The marketing toolkit of the state regulation of tourism develop-
ment in the district is offered.

Keywords: Andrushiv district, tourist resources, attraction, tourist destina-
tion, ethno-tourism potential, marketing toolkit, patronage, Tereshchenko family.

TYPUCTUNYHA AHAPYHIIBIHINMHA AK AECTUHAIIIA:
MAPKETHUHTOBUU ITHCTPYMEHTAPIN INIO3UIIIOHYBAHHA

AHorTamis. Y cTaTTi cXapaKTepru30BaHO HAasIBHI TYPUCTUYHI pecypcu AHIpY-
miBchbKOTO paitony sKutomupcebkoi obsacti. BusHayeHo iX aTpaKTHBHITBH Ta €T-
HOTYPUCTUYHUI MOTeHIax. 3a3HadyeHo, 1o eTtHorpadiuyHa caMoOyTHICTH pe-
riOHY BM3HAYA€ETHCS €THIYHUM CKJIQJIOM HaceJeHHs, KyJBTYPHO-MUCTEIbKUMU
TPAUISIMK | BIUIMBAE Ha pe3ysbraTu (hOPMYBAHHSI TYPUCTUYHOI HPUBAOIIN-
BoCTi TepuTopii. JloBeneHo, 110 HasiBHI aTpaKTUBHI PeCypcy CIyTyIOTh 6a3ncom
st (hOpMYBAaHHST TYPUCTUYHOI JieCTUHAIlT “AHADYNIBITUHA — Kpall BTIJeHHS
I IITPUEMHUIIBKIX Ta JOOPOUYNHHUX CIIPaB POANHOIO TepelneHkiB” siK TaKoi, 1o
3apOJIKY€EThCs. BusHaueHo BiANOBiAHUI HaOip MAPKETHHTOBUX IepeBar TypPHUC-
TUYHOI JleCTUHAIT: iH(GPaCcTPYKTYPHICTbh, PeTiOHAJIbHA 1/IEHTUYHICTD, iH(OpMa-
TUBHICTb, JIOCTYITHICTh, KOMEPIIHHICTh, KOMILJIEKCHICTh, PECYPCHICTH, KOM(MOPT-
HICTb, HasIBHICTb OpPTraHiB MiCIIeBOTO yIpaBJiHH:A. BcTaHOBJIEHO BiAIMIOBIIHICTD
6a30BUX KPUTEPIiB PO3Ii3HABAHHSI TYPUCTUYHUX PeCYPCiB AHAPYIIBIIUHYI iH-
CTPYMEHTaM JIepKaBHOTO peryJioBaHHSA. 3alpOlIOHOBAHO MapKeTHMHTOBUI iH-
CTPyMEHTapiil /Iep;KaBHOTO PeryJI0BaHHs PO3BUTKY TYPU3MY B paliOHi.

KmouoBi ciioBa: AHpynTiBCbKUiA PaiioH, TYPUCTUYHI PECYPCH, aTPAKTUBHICTb,
TYPUCTUYHA IeCTUHAIA, eTHOTYPUCTUYHUM MTOTEHITiaJl, MAPKETUHTOBI IHCTPYMEH-
TH, MeIleHATCTBO, pojuHa TepeleHkis.

TYPUCTNYECKAA AHAPYHIOBIINHA KAK JECTUMHANLIMA:
MAPKETUHTOBbBII1 THCTPYMEHTAPUI ITO3UITMOHUPOBAHUS

AnHoTanuA. B cratbe oxapakTepusoBaHbl MMEIOIIMECS TYPUCTUYECKHE pPe-
cypebl AnzipyrieBckoro paiiona Kuromupcekoit obmactu. OnpezgesieH ux arTpak-
TUBHBI M 3THOTYpPUCTUYECKUI mMoTeHIMan. OTMeueHo, 4To aTHOTpaduyecKas
caMOOBITHOCTD PETMOHA OIIPEIEIISIETCST ATHUYECKUM COCTAaBOM HACEJIEHVS, KYyJIb-
TYPHO-MCKYCCTBOBETYECKUMU TPAIUIIUAMU U BIUSET Ha Pe3yJibTaThl (hOpMUpPOBa-
HUS TYPUCTUYECKOH MPUBJIeKaTeIbHOCTH TeppuTtopui. /lokazano, yto nmeroiue-
Cs1 aTTPAKTUBHbIE PECYPCHI CITysKAT 6a3uCOM [1Jist (hOPMUPOBAHST TYPUCTUIECKOI
JleCTUHAIMY “AHAPYNIOBIIMHA — Kpal BOILIOIIEHUST TIPEITPUHUMATENBCKAX U
6JIArOTBOPUTENIBHBIX JIeJl ceMbell TepeleHKko” Kak TaKOBOIi, YTO 3apOKIaeTCsl.
OmpefiesieH COOTBETCTBYOIINN HAGOP MAPKETHHTOBBIX MTPEUMYIIECTB TYPUCTHU-
YeCcKol JieCTUHAIMN: UHPPACTPYKTYPHOCTb, PErMOHAIbHAS MIEHTUYHOCTD, MH-
(hopMaTUBHOCTD, TOCTYITHOCTh, KOMMepUecKasi BbIT0/1a, KOMILJIEKCHOCTD, pecypc-
HOCTb, KOM(MOPTHOCTH, HAJIMYUE OPraHOB MECTHOTO YIIpaBJeHUS. YCTaHOBJIEHO
COOTBETCTBHE Ha30BBIX KPUTEPHEB PACTIO3HABAHSI TYPUCTHUECKUX PECYPCOB AH-
JAPYIIOBHIMHBI MHCTPYMEHTaM TOoCyZapcTBeHHOro peryauposanus. [Ipemnosxkeno
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MapKeTI/IHFOBbel I/IHCprMeHTapI/Iﬁ roCy1apCTBEHHOI'O PETYJINPOBAHUA PAa3BUTHA

TypHU3Ma B palioHe.

KmoueBbie cioBa: AHPYIIEBCKUI paliOH, TYPUCTUUECKUE PECYPCHI, aTTPaK-
TUBHOCTD, TYPUCTUYECKAST JI€CTUHAIINS, STHOTYPUCTUYECKHH ITOTEHITNAT, MapKe-
TUHTOBBIE MHCTPYMEHTBI, MEIIEHATCTBO, CEMbsI TepereHKo.

Problem statement. Travels in
Ukraine are gradually turned into a
trend and are one of the motivational
values of the knowledge of the native
country during the last years. An in-
crease in the number of national tou-
rists is a pretext for actualizing the de-
velopment of tourism in certain regions
and determining the priority of this
sector by local communities. However,
there are the territories having ethno-
tourism resources unoccupied by the
tourist attention, but there are any
proper conditions for the implementa-
tion of quality tourist services.

A striking example of this situation
is the Andrushivka district of the Zhy-
tomyr region, which is associated with
the objects of entrepreneurial and pa-
tronage activities of the Tereshchenko
family, and the imagination of a large
number of tourists appears as a tourist
transit area only, rather than a tourist
destination where the tourist’s request
is directed.

The situation is predictable and is
associated with a significant number of
unresolved issues. The most important
among them is the lack of proper tou-
rist infrastructure of the district, which
needs an existing hotel and restaurant
fund, able to provide growing tourist
requests; sufficient amount of advertis-
ing and information on-line promotion
of tourism information; unified signs of
tourist navigation; local tourist guid-
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ing specialists; the proper condition
of the transport infrastructure of the
district; and organizational structures
with the local authorities, responsi-
ble for the development of tourism in
the area, etc. In fact, we have an imba-
lance associated with requests for tour-
ist preferences and the lack of effective
tools for state regulation of tourism de-
velopment.

Despite the sufficient list of the
aforementioned issues, the local com-
munity has a key point in beginning
the gradual positioning of the tourist
destination ‘The Andrushivska land is
the land of incarnation of entrepreneu-
rial and charitable affairs by the family
of Tereshchenko’ as emerging.

In view of this, issues related to the
development of scientific and practical
recommendations for the development
of marketing tools for state regulation
of tourism development in the region
for the near future with the relevance
use of local ethno-tourism potential.

Analysis of recent publications on
research issues. For the first time, the
notion ‘destination’ was used in 1979 by
scientist N. Leipier as a need to distin-
guish the object / territory of the tour-
ist’s attention in the system of tourism
[8, p. 65]. Since then, interest in this
subject has grown annually, forming a
number of scientific and methodologi-
cal and practical tools for their posi-
tioning and development.




Among the significant number of
scientific studies worth mentioning
are those that distinguish the destina-
tion as the object of marketing mana-
gement of the territory. According to
T. Tkachenko, this is due to the fact that
the destination ‘is a tourist product of
a specific area (object), of fered for sale
in the form of a complex of tangible and
intangible values’. These may include:
historical monuments; architecture;
folk art products (life, folklore, crafts
and traditional products area indus-
tries and activities); national cuisine;
clean air; nature; environment; ameni-
ties (benefits); conditions and types of
accommodation, movement and food,
etc. The scientist notes that tourist
destination is ‘a territorial taxonomic,
economic and marketing commercial
unit and acts as the object of manage-
ment’ [8, p. 63].

It should be added that the desti-
nation is an area where motivational
preferences of the tourist are satisfied
(according to both O. Lyubitseva and
O. Tretikov) [6]; positive impressions
and emotions are formed; with clearly
distinguished geographical features
of the territory (area, routes and lo-
cation). Taking into account the im-
portance of functioning of the tourist
destination as a tourist destination
management object of Yu. Leontieva, a
structural model of the development
of regional tourist destination was de-
veloped and the management mecha-
nism of its functioning was identified
[4]. National scientists Yu. Luzhanska,
V. Kutkoov and others point to the role of
marketing in the process of evolutiona-
ry development of tourist destination.

As we see, the theoretical founda-
tions of the essence and peculiarities of

the development of tourist destinations
can serve as the basis for its positioning
in the Andrushivka district. However,
there are needs to be adaptation of the
existing tourist area to legal, economic
and marketing conditions. Therefore,
it is important for local authorities to
use the current moment of entry into
the tourist information space and the
regional business environment with
the appropriate set of theoretical deve-
lopments for implementation in prac-
tice.

The purpose of the article is to de-
velop marketing tools for promoting
the ethno-tourism resources of the re-
gion and positioning the tourist desti-
nation ‘The Andrushivka land is the land
of implementation of entrepreneurial
and charitable affairs by the family of
Tereshchenko’ as emerging.

Presenting the main material of
research. An important argument for
positioning and entering the market of
tourist destination is the awareness of
the values of the territory as a promis-
ing and unique for the region and the
country as a whole, which distinguish
it among other similar ones. The tou-
rist destinations have their well-de-
fined geographical boundaries, infra-
structure, services, and the local com-
munity. However, in order to obtain
the appropriate status in the figurative
imagination of a tourist, it is neces-
sary to have a certain set of indicators
that allow identifying the territory as
a destination. The underlying basis for
its functioning will be the available re-
source potential and the unique tourist
resources that have been identified and
successfully used, with a focus on the
historical, cultural, ethnographic and
ethnic traditions of the region.
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The Andrushivska land has its ‘tour-
ist face (image)’ in this context. It is
formed by: a favourable geographi-
cal position on the map of Ukraine
(proximity to Kyiv (177 km), to Zhy-
tomyr (47 km), and international the
Kyiv-Chop Highway); presence of
preserved architectural monuments as
the objects of patronage activity of the
Tereshchenko family of sugar magnates
of the 19% and beginning of the 20
century festival movement of the pre-
sent; ethnic diversity of the district's
population; ethnographic identity of
the region; and unique gastronomic
traditions, etc. [1].

Analysing the Program of Economic
and Social Development of Andrushivka
district in 2017 (hereinafter referred
to as the “Program’), approved by the
Decision of the 14th Session of the Dis-
trict Council of March 10, 2017, Ne 5,
we can conclude that in Clause 16 ‘Cul-
ture and Tourism’, the following issues
are covered: insufficient level of deve-
lopment of national (internal) tourism;
low awareness of tourists about tourist
routes and tourist infrastructure of the
district; and insufficient attraction of
investments in development of tourist
infrastructure of the district.

The following main directions of
activity are distinguished in the Pro-
gram: conducting regional and district
reviews of competitions and festivals;
production of accounting documenta-
tion and memorial boards for objects of
cultural heritage; and representation
of the tourist potential of the region at
regional tourist exhibitions. There are
the Regional Program for Promoting
Cultural and Artistic Development in
2015-2020; the Action Plan in 2015—
2017 on the Implementation of the De-

68

velopment Strategy of the Zhytomyr
region for the period up to 2020; and
the Calendar Plan for Carrying out
Artistic, and Cultural and Educational
Events in 2017 [7] among the instru-
ments of implementation.

Unfortunately, the Analysis of the
Legal Framework, which guides the
work of local authorities, does not dis-
tinguish tourism as a priority area of
development of the district, therefore,
respectively, and funds for its support
and promotion are not allocated. There
are declarative aspects of tourist po-
sitioning due to the popularization of
Ukrainian traditional folk art and fes-
tival movement only. Among tourists
of the district are single individuals
and organized excursion groups who
come to Andrushivka land on their
own initiative. That is, the positioning
and promotion of the tourist resources
of the district are not carried out as a
priority of the activities of the local
government.

The purpose of the article is to de-
velop marketing tools for promoting
the ethno-tourism resources of the re-
gion and positioning the tourist desti-
nation ‘The Andrushivka land is the land
of implementation of entrepreneurial
and charitable affairs by the Teresh-
chenko family’ as emerging.

Among the individual types of tou-
rism that are the focus of tourists are the
following: religious, pilgrimage, gastro-
nomic, festival, cultural and cognitive.
Individual tourist routes are connected
with entrepreneurial and patronage ac-
tivities of the Tereshchenko family.

It is important to note that under
the tourist resources it is necessary to
understand the natural and climatic,
historical and cultural, social and eco-




nomic objects and phenomena that can
cause tourist interest. Tourist resour-
ces should be attractive for the tourist,
that is, attractive. They form a triangle
of marketing and economic interaction
between the tourist, the object and the
market if they are included to the list
of motivational preferences of tourist’s
attraction.

Under the conditions of appropri-
ate management interaction, the basis
of the tourist destination is formed by
local government authorities, which is
created as a result of the availability of
demand, supply and consumer. A tou-
rist destination as the central core of
the development and marketing of
tourist products becomes a product
that has the appropriate set of ben-
efits: infrastructure, regional identity,
informativeness, accessibility, commer-
ciality, complexity, comfort, resource

availability, and the availability of
management bodies.

Monitoring of the web site activity
of the Andrushivka District Council
and the District State Administration,
social networks allows making interim
conclusions about the availability of
tourist resources of the district and the
attractive ability to use them for posi-
tioning the future tourist destination.

It should be recalled that position-
ing is a marketing provision of goods of
the desired place in the market and in
the minds of the consumer as a unique,
competitive among others, and there-
fore attractive to the consumer. We
will try to establish the conformity of
the basic criteria for recognizing tou-
rist resources of the Andrushivka re-
gion for the instruments/directions of
state regulation of tourism develop-
ment in the region.

Conformity of the basic criteria of recognition of uniqueness of emerging tourism
destinations, tools/directions of state regulation of tourism in the Andrushivka district

Universal/ Availability and | Types of tourism
'© € |Basic Recognition . Y . ypP Directions/Tools of
2 § Criteria of tourist compllar_lce .W'th that can promote state regulation
o the criteria the resource
destination
1 2 3 4 5
1 | Resource (avail- The existing tourist | Religious Pilgrim- | The Department
ability of a relevant |resources of the age Gastronomy | of Culture of the
list of tourist fa- district allow de- Festival Cultural State Administration
cilities, routes, etc., | veloping separate | Cognitive released and spread
suitable for use) types of tourism tourist printed adver-
and positioning the tising products
land as the territory and installed out-
of implementation door advertising
of entrepreneurial on the territory of
and charitable af- the district, but it is
fairs of the Teresh- absent outside the
chenko family [1] Andrushivka land
2 | Regional identity The unique tech- Festival Ethno- Organizational sup-
(the presence of nology of cooking | graphic Ethnic/ port for the prepara-
unique, authentic, | ‘krupka’in com- Nostalgic Gastro- |tion of the nominat-
attractive tour- bination with an nomic ing accessory
ist resources and | authentic rite event for the inclusion of
offers) [1] the technology of
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Contituation of Table

5

making ‘krupka’ to the
National List of Ele-
ments of the Intangi-
ble Cultural Heritage
of Ukraine (Executor:
Andrushivka District
State Administration
(hereinafter referred
to as the ‘DSA’),
Andrushivka District
Council (hereinafter
referred to as the
‘DC’, Village Coun-
cil of the village of
Mostove)

Sacred Buildings
of the Andrushivka
land at the end of
the 18" century in
the following villag-
es: Ivankiv (Church
of the Nativity of the
Holy Virgin), Stara
Kotelnia (Catholic

Religious Pilgrim-
age Cultural and
cognitive Ethnic

Development of tour-
ist routes, coverage
of information on
web sites, in social
networks (Perform-
ers: Andrushivska
District State Admin-
istration and village
councils of Horodkiv-

Church of Anthony ka, Ilvankiv and Stara

of Padua); early the Kotelnia)

20" century Horod-

kivka (Church of

the Holy Clara)

The Towel Festival Ethno- Popularization of the

Museum graphic Ethnic / ethnographic tradi-

Nostalgic tions of the region,

inclusion in the
tourist routes of the
region

All-Ukrainian Festival Ethno- The popularization

festival ‘Towels of
my land’ (It is held
once every 2 years
on the occasion of
the Independence
Day)

graphic Ethnic/
Nostalgic

of the ethnographic,
artistic and cultural
traditions of the re-
gion and marketing
events (Performers:
the Department of
Culture of the Zhyto-
myr DSA, Andrushiv-
ka DC, Andrushivka,
village councils of
the district, creative,
artistic, ethnographic
collectives of the
Andrushivka land)
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Contituation of Table

2 3 4 5
All-Ukrainian Chil- | Festival Ethno- Promotion and finan-
dren’s Festival of graphic Ethnic/ cial support of the
Children’s Creativity | Nostalgic Children |event (Performers:
‘DyvoGraylyky’ Youth Cultural and |the Department of
(Itis held once cognitive Culture of the Zhyto-
every 2 years on myr Regional State
the occasion of Administration, the
Children’s Day Andrushivska DSA,

and the Andrushivska
DC)
Infrastructure (the |Unfortunately, the |Infrastructure Financial support for
availability of ways |tourist infrastruc- level affects the road surface repairs

and means of com-
munication, places
of rest of tourists,
overnight facilities,
and food, etc.)

ture in the Andru-
shika district does
not meet current
requirements or

is largely absent
(except for ways
and means of com-
munication that are
not in a satisfactory
state)

development of all
types of tourism

of internal district
traffic. Search for
investment projects
for the development
of hotel and restau-
rant infrastructure
(Performers: the An-
drushivka DSA, the
Andrushivka DC, and
business structures)

Commerce (busi-
ness) (is character-
ized by the individ-
ual expressiveness
of competitive
tourist advantages
in the market and
the financial activity
of business struc-
tures involved in
the development of
tourism)

The commercial
availability of
individual tourist
resources is poorly
expressed, and
sometimes itis
absent at all

Commerce (busi-
ness) affects the
development of all
types of tourism

Development of the
Tourism Develop-
ment Program in the
region and market-
ing support for the
promotion of tourist
resources (Perform-
ers: the Andrushivka
DSA, the Andrushiv-
ka DC, business
structures, and local
communities)

Complexity (pres-
ence of objects of
tourist attention
and all neces-
sary resources for
the provision of
integrated tourist
services (herein-
after referred to as
the ITS’)

There are currently
preserved objects
of tourist interest in
the area, but there
are not any facilities
of the hotel and
restaurant sector in
sufficient quantity

Separate types of
tourism (festival,
ethnographic,
ethnic/nostalgic,
children, youth
and cultural and
cognitive, etc.),
having an attrac-
tive potential in the
area

Development of the
program of devel-
opment of tourism
inthe area and the
inclusion of the areas
of implementation

of measures for the
preservation and pop-
ularization of objects
of cultural heritage of
the area and struc-
tures that provide the
ITS (performers: the
Andrushivka RSA,
the Andrushivka DC,
business structures,
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End of Table

1 2 3 4 5
and local communi-
ties)

6 |Informativeness There are not any Separate types of |There is a need to
(availability of pages in social net- |tourism (festival, |create an appropri-
necessary content | works that popular- | ethnographic, ate organizational
that meets the ITS |ize tourist resources | ethnic/nostalgic, |structure or toin-
requirements) of the Andrushivska | children, youth troduce a staff unit

land. The rubrics and cultural and within the depart-

on tourism were cognitive, etc.), ment of culture re-
not created onthe |having an attrac- |sponsible for tourism
web sites of local tive potential in the | development in the
authorities. There area conditions of active
is not any structural deployment activities
subdivision respon- for the development
sible for the devel- of tourism in the
opment of tourism district

in the local DSA

7 |Comfortable In the presence Separate types of | Development of the
(availability of the | of the necessary tourism (festival, Tourism Develop-
necessary number | number of estab- ethnographic, ment Program in the
of establishments | lishments of the ethnic/nostalgic, |region (Performers:
of the hotel and hotel and restau- children, youth the Andrushivska
restaurant sector, |rant sector, itis and cultural and DSA, the Andrushivs-
and the proximity | important to create |cognitive, etc.), ka DC, and business
of their location to | proper conditions |having an attrac- | structures)
each other) for staying tourists | tive potential in the

in the district area

8 |Attractiveness (at- | Attraction of tourist | Separate types of | Development of the
tractiveness, which | resources of the tourism (festival, Tourism Develop-
is expressed by the | Andrushivka region | ethnographic, ment Program in the
ratio of satisfaction |is notformedina ethnic/nostalgic, |region (Performers:
of needs arising complex way. There | children, youth the Andrushivska
between a tourist, |are tourist objects |and cultural and DSA, the Andrushivs-
tourist objects and |that require active |cognitive, etc.), ka DC, and business
the market) promotion and having an attrac- | structures)

inclusion in market- | tive potential in the
ing processes area

9 | Availability of tour- | At present, the Separate types of | Thereis a need to
ism resource man- | Department of tourism (festival, |create an appropriate
agement bodies Culture does not ethnographic, organizational struc-

have any corre-
sponding staffing
unit responsible
for the develop-
ment of tourism in
the organizational
structure of the
Andrushivska DSA

ethnic/nostalgic,
children, youth
and cultural and
cognitive, etc.),
having an attrac-
tive potential in the
area

ture or to introduce

a staff unit within the
department of culture
responsible for tour-
ism development

in the conditions of
active deployment
activities for the de-
velopment of tourism
in the district
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We can see from the Table below
that the basic criteria for recognizing
the uniqueness of the emerging tour-
ism destination are fragmentary only
and partially meet the practical promo-
tion of marketing tool, and therefore
require a thorough revision and ac-
tive government regulation in the An-
drushivka district.

It should be noted that the list of
tourist preferences of tourists includes
cultural, artistic and festival events
that take place in the area and popu-
larize the ethnographic heritage of the
local community. The ethnic composi-
tion of the district’s population is mul-
tinational, however, but is expressed
by Ukrainians. Among other ethnic
groups: Poles, Byelorussians, Russians,
Moldovans, Jews, Armenians, and Rus-
sians. In general, ethnic diversity cre-
ates the language for the multi-ethnic
cultural ties and the formation of a
unique ‘tourist face (image) of the re-
gion.

Despite a significant range of unre-
solved issues, a step-by-step activity
may begin for the creation and entry
into the market of a tourist destina-
tion ‘The Andrushivka land is the land
of incarnation of entrepreneurial and
charitable affairs by the Tereshchenko
Jamily’ potentially in the Andrushivka
district. More information on this can
be read by the author’s link [1]. There
is an available tourist resource for this,
but there is a lack of managerial experi-
ence that can start the process of evolu-
tionary development of a tourist desti-
nation, which will take place in several
stages.

The first stage (let’s call it ‘Open-
ing’): Due to the attractiveness of the
territory, but a small number of tourist

visits, and underdevelopment of tou-
rist infrastructure.

The second stage (‘Growth’): The
local authorities actively advertise the
territory and provide facilities for tou-
rist infrastructure.

The third stage (‘Development):
There is a rapid growth of tourist flows
and there is a need for effective mana-
gement of tourist destination by the lo-
cal authorities.

The fourth stage (‘Becoming’) pro-
vides for the creation of necessary con-
ditions for comfortable rest of tourists
and a steady hold of destination travel
requests.

During the fifth stage (‘Stagna-
tion’), interest in the territory decrea-
ses, but the destination operates at the
expense of regular tourists.

The sixth stage (‘Recession’) dem-
onstrates the loss of competitive posi-
tions in the territory, which stimulates
the decision of the local authorities to
revive the destination.

There is a search for new accents of
the attractiveness of the territory and
the role of the public and private part-
nership in tourism is growing again at
the seventh stage [5, p. 177].

Taking into account the above
mentioned gradual evolutionary deve-
lopment of tourist destinations, what
should be the actions of bodies of state
power and bodies of local self-govern-
ment? Most importantly, the local gov-
ernment should take into account the
strategic development of the area as
a tourist attractive and competitive.
The current development of tourism in
Ukraine demonstrates the active inte-
rest of local communities in this type
of economic activity. T. Luzhanska says,
this is a time of ‘intensive stage of the
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life cycle of destinations, the confirma-
tion of which is the increase in the ca-
pacity of tourist flows, the volume of
the tourism product sold, the increase
of tourism profits and revenues to the
budgets of all levels’ |5], based on mar-
keting instruments of state regulation.
It is important to realize the value
of the marketing concept of the deve-
lopment of the territory in accord-
ance with existing tourist resources
and consumer requests of tourists and
the possibilities to satisfy them mem-
bers of the territorial community at
the regional level. Proceeding from the
fact that the subjects of the marketing
management of the development of the
territory are state authorities and local
self-government bodies, then the ob-
jects become competitive advantages,
target groups of consumers, factors of
the environment, the image of the re-
gion, and revenues of local enterprises,
etc. (according to V. Kutkoo [2]).
Conclusions and recommenda-
tions. Now, the Andrushivka district
has the available ethno-tourism poten-
tial, which includes the above-men-
tioned objects of patronage activity
of the Tereshchenko family, distinc-
tive ethnographic traditions of the re-
gion, and cultural and artistic heritage,
which in general lacks conceptual use
in tourism. The main task of local au-
thorities should be to understand the
value of tourism marketing, which is
realized through the primary use of the
principles of marketing management
of the territory. These include: syste-
matic (stable economic development
of the territory); planning (obligatory
planning of marketing tasks); innova-
tion (the ability to use innovations for
the social and economic well-being of
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the district); flexibility (adequacy and
speed of response to current needs);
complexity (involving all participants
in the implementation of the regional
development strategy); and partner-
ship (long-term cooperation with po-
tential consumers, various branches of
government, business representatives,
and community in order to promote
tourist resources).

Among the practical tools for pro-
moting the future tourist destina-
tion ‘The Andrushivka land is the land
of incarnation of entrepreneurial and
charitable affairs by the Tereshchenko
Jamily’ should be tourist advertising,
tourist branding, social marketing,
exhibition and fair activity, sponsor-
ship, territorial project marketing and
others. The use of the proposed instru-
ment will accelerate the entry of a new
tourist destination, increase revenues
to local budgets, travel activity by
tourists, attraction of resources and
will flow to further scientific and prac-
tical interest to the tourist Andrushiv-

ka land.
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