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Purpose - to investigate the state of development of organizational culture of legal entities engaged in tourism business in order to further
improve the mechanism of development of organizational and cultural resources involved in the international tourism business.

Design/Method/Approach. The method of analysis has been applied when investigating the state of market development of tourism business;
the questionnaire method — when assessing the state of development of organizational culture of the tourism business in Dnipropetrovsk
oblast; the method of logical generalization — to draw conclusions based on the results of the survey.

Findings. Author has analyzed current market of tourist services and revealed main trends in development. The trend of further development of
the sector has been illustrated; active growth in the number of accommodation facilities has been identified, specifically hotel chains. The
rating of hotel brands has been compiled, which compares national and international hotel brands in terms of the number of accommodation
facilities available in the tourist market. The author has given the authentic definition of organizational and cultural resources in the business
of international tourism. Competitiveness factors for the entities of tourism business have been determined, which include organizational
culture among the organizational and cultural resources. An express-algorithm has been presented in order to evaluate the state of
development of the organizational culture of a tourism business entity. The results of the study graphically illustrate the assessment of the
state of development of the organizational culture by the tourism business entities in Dnipropetrovsk oblast.

Practical implications. The research results will be applied in the further formation of the mechanism of development of organizational and
cultural resources in tourism business. The proposed express-algorithm and the questionnaire could be used in order to estimate the state
of development of organizational culture by enterprises in different businesses.

Originality/Value. The scientific-theoretical provisions for the formation of tourism business in Ukraine have been further developed through the
assessment of state of development of organizational culture, which, in contrast to existing ones, are based on the results of surveying the
entities of tourism infrastructure, which makes it possible to identify the main components in the system of competitiveness management
by assessing key performance indicators in the management system related to the development of organizational and cultural resources.

Research limitations/Future research. The research results could create a basis of the mechanism for developing the organizational and cultural
resources in international tourism business.
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OujiHKa CTaHy pO3BUTKY
OpraHisauifiHO-Ky/IbTYpHUX pecypciB
MiXXHapoAHOro TypucT4Horo 6isHecy

MapuHa OnekcaHdpieHa KanbHiybkat

t/IHinposcbKuli HayioHaabHUl yHiBepcumem
imeHi Onecs FoHuapa, AHinpo, YkpdiHa

MeTa po60TH — 4OC/IiAUTU CTaH PO3BUTKY OpraHizaLiMHOI Ky/bTypu
Cy6’eKTiB TypUCTMYHOrO 6Gi3Hecy AaA noga/bluoi po3pobKM
MexaHi3My PpO3BWTKY OpraHisaLiifHO-Ky/IbTYpHUX pecypciB
Mi>KHapOAHOr 0 TYPUCTUYHOTO Bi3Hecy.

Aunsaitn/MeTtopa/MNigxia AocaigKeHHA. BUKOPUCTaHO MeTOZ, aHanizy
npu A0C/igXeHi CTaHy PO3BUTKY PUHKY TYPUCTUYHOrO bBisHecy,
MEeTO/, aHKeTyBaHHA — A4A OUiHKM CTaHy pPO3BUTKY
opraHisaujinHoi Ky/bTypH TYPUCTUYHOTO BisHecy
[IHinponeTpoBCcbKOI 06/1aCTi, METOZ /I0MYHOr 0 y3ara/ibHeHHA —
417 GOpMyBaHHA BUCHOBKIB 3a pe3y/ibTaTaMM aHKeTYBaHHA.

Pesy/bTatn pgocsigeHHA. [lpoaHani3oBaHO Cy4YacCHUM PUHOK
TYPUCTUYHMX MOCAYT Ta BUAB/NEHO OCHOBHI TPEHAMU PO3BUTKY.
MpointocTpoBaHO TEHAEHL0 NOoAaNbLIOr0 PO3BUTKY ranysi,
BM3HAYeHO  aKTMBHE  3pOCTAHHA  Ki/IbKOCTi  cy6’eKTiB
PO3MilLLleHHA, 30Kpema roTe/IbHux mepex. CKAageHo peruTuHr
roTe/bHUX OpeHiB, g4e 3a3HayeHe MOPIBHAHHA HALiOHA/IbHUX
Ta MiKHApPOAHWUX rOTe/IbHUX BPEHAB 3 TOUKM 30PY Ki/bKOCTI
npeACTaB/leHUX  Ha  TYPUCTMHHOMY  PWHKY  0b’ekTiB

PO3MilLleHHA. HaBegene aBTOpCbKe BU3HaYeHHsA
OpraHi3auiiHO-Ky/IbTYPHUX pecypcis Mi>XHapOgHOro
TYPUCTUYHOTrO bi3Hecy. BusHaueHi dakTopu

KOHKYPEHTOCNPOMOKHOCTI Cy6’eKTiB TypUCTUYHOrO bisHecy,
cepe AKMX € OpraHisauiiiHa Ky/bTypa B YMC/i opraHisaliiHo-
Ky/ZIbTYpHMX pecypciB. [lpeacTaB/€HO eKCnpec-aAroputm
OLiHKM CTaHy PO3BWTKY OpraHisauiiHOi Ky/bTypu cy6’ekta
TYpPUCTUYHOrO 6i3Hecy. Pe3y/ibTaTh goc/igKeHHA rpadiyHo
iNOCTPYIOTb OLiHKM CTaHy PO3BWTKY OpraHi3aLiiHoi Ky/bTypu
cy6’ekTiB TYpUCTMHHOrO Bi3Hecy /HiNponeTpoBCbKOi 06/1acTi.

MpaKkTUYHe 3Ha4YeHHA AOCAIAXKEHHA. Pe3y/bTaTh AOCiANKEHHsA
6yAyTb BUKOPUCTaHI Npy Noganbliomy GOpMyBaHHI MexaHi3my
PO3BUTKY OpraHi3aLjiiiHO-Ky/IbTYPHUX PecypciB TYPUCTUYHOrO
6i3Hecy. 3amponOHOBaHUI EeKCMpec-a/iIropuTM Ta aHKeTa
MOXYTb OyTM BMKOPUCTaHi A8 OLUIHKM CTaHy PO3BUTKY
OpraHi3ayiiHoi Ky/IbTypu Cy6’eKTiB pisHUX BUAIB Bi3Hecy.

OpwriHanbHicTb/LiHHicTb/HayKOBa HOBU3HA gocAigxKeHHs. Haby/m
noAasblloro  PO3BUTKY — HAyKOBO-TEOpPeTWMuHi  3acagu
dopMyBaHHA TypucTUYHOro GisHecy B YKpaiHi yepe3 oOLujiHKY
CTaHy pO3BUTKY OPraHisauiiHol Ky/bTypu, AKi Ha BiAMIHY Big
iCHYIOUMX, PPYHTYIOTbCA Ha pe3y/IbTaTax aHKeTyBaHHA Cy6’eKTiB
TYPUCTUYHOT iHPPACTPYKTYpH, WO [O03BO/AE BUOKPEMUTU
OCHOBHi CK/1aZ0Bi CUCTEMM YNPaB/iHHA KOHKYPEHTO34aTHICTIO
LLAAXOM OLLIHKM K/NOYOBUX MOKA3HUKIB CUCTEMU MEHEAKMEHTY
B YaCTMHI PO3BUTKY OpraHi3aLiiHO-Ky/IbTYPHUX pecypciB.

O6MmexeHHA Aoc/igKeHH:A/lTlepcnekTUBU NOAANBLUMX AOCAIAKEHD.
Pesy/bTaTh foC/igKeHHA MOXYTb OyTW 3aK/iageHi B OCHOBY
MeXaHi3My PpO3BWTKY OpraHi3auilfHO-Ky/IbTYypHUX pecypciB
Mi>KHapOAHOro TypUCTUYHOrO HisHecy.

Tun cTaTTi — emnipuyHa.
Kaouosi  cnoea:  opraHisauiiiHa  Ky/ibTypa;  OpradisauiiiHo-

KY/IbTYPHUIA  Pecypc; MiXKHapOAHWIA  TypucTUuHUiA - bisHec;
cy6’eKTU TypUCTUYHOT O GisHecy.

OueHKA COCTOAHUA Pa3BUTUA
OpPraHM3aLMOHHO-KY/IbTYPHBIX pecypcoB
MeXAYHapOAHOIro TYPUCTYHOro 6M3Heca

MapuHa AnekcaHdpoeHa KanbHuykast

t/IHUNposcKulli HaYUUOHANLHLIL yHUBEpCUMEM
umeHu Onecs lonHyapa, [JHUnpo, YKpauHa

Uenb  paboThl -  uccieqoBaTb — COCTOAHWME  PasBUTUA
OpraHM3aLMOHHOM  Ky/IbTypbl Cy6BEKTOB TYPUCTUHECKOrO
busHeca anA ganbHelwel paspaboTKu MexaHU3Ma pasBUTUA
OpraHU3aLMOHHO-KY/IbTYPHbIX PECypCOB  MEeX/AYHapOAHOro
TYPUCTUYECKOro bu3Heca.

Ausaiii/MeTtog/Moaxoa uccregoBaHuAa. McCno/sb3oBaH  MeTOZ,
aHa/M3a MNpU UCCAEA0BaHWMM COCTOAHWMA PasBMTUA PblHKA
TYpUCTMYECKOro Ou3Heca, MeTOy aHKeTUpOBaHuA — AAA
OLleHKM COCTOAHMA PasBUTUA OpPraHM3aLMOHHOM Ky/bTypbl
TypucTMyecKkoro busHeca /lHenponeTpoBcKoit 06/1acTu, MeToy,
niorudeckoro 0606uwerHna — aaa GopMUMpoBaHUA BbIBOAOB MO
pe3y/ibTaTam aHKeTUPOBaHUA.

Pesy/bTaThl Ucc1eAaoBaHUA. [1poaHa/M3MPOBaHO COBPeMeHHOoe
PbIHOK TYPUCTUYECKUX YCAYT U BblAB/IEHbI OCHOBHbIE TPEeH/bl
pa3BuTMA. [POMANIOCTPUPOBAHO TEHAEHLUMIO Aa/lbHellero
pasBUTUA OTPaC/u, Orpese/ieHbl aKTUBHbINA POCT KO/MYecTBa
Cy6beKTOB pasMellleHusd, B TOM YMC/Ie TOCTMHUYHBIX CeTei.
CocTaB/€H PEeUTUHr TOCTMHWYHBLIX OpeHAoB, rAe yKasaHo
CPaBHEHWA HALMOHA/bHBIX U MEXAYHAPOAHbIX FOCTUHWUYHBIX
OGpeHA0B C TOYKM 3PEHUA KO/IMYeCTBa MpeaCTaB/eHHbIX Ha
TYPUCTUYECKOM pblHKE 06BEKTOB pasmelleHus. NpuBegeHHoe
aBTOpCKOE  orpegesieHMe  OpraHu3aLMOHHO-KY/IbTYPHbIX
pecypcoB  MeXAyHapoAHOro TypucTMdeckoro 6usHeca.
OnpepeneHbl GpakTOpPbl KOHKYPEHTOCMOCOOHOCTU CyObeKTOB
TypuCTMHecKoro busHeca, cpeaun KOTOPbIX OpraHW3aLMOoHHasnA
Ky/IbTypa B 4MC/1e€ OPraHM3aLMOHHO-KY/IbTYPHBIX PeCcypcoB.
MpepacTaBneHbl S3KCNPeCcc-MeTo/, OLEeHKM COCTOAHUA Pa3BUTUA
OPraHu3aLMOHHOM  Ky/bTypbl CyGbekTa TYpUCTUHECKOro
busHeca.  PesysnbTaThl  McCiegoBaHMA  Ha  rpadukax
WANOCTPUPYIOT OLLeHKY COCTOAHMA pasBuTHA
OpraHu3aLMOHHOM  Ky/bTypbl Cy6BHEKTOB TYpPUCTUHECKOro
6usHeca /lHenporneTpoBCKOM 06/1aCTu.

MpaKTnyeckoe 3Ha4yeHue ucc/ies0BaHUA. Pe3sy/bTathl
uccieaoBanua  OyayT  MCNO/Ab30BaHbl  MpU  Aa/bHelllem
$GOPMMPOBaAHUM  MeXaHW3Ma PasBUTUA  OpraHWM3aLUOHHO-
KY/IbTYPHbIX pecypcos TYPUCTUYECKOrO 6usHeca.
Mpea/soxKeHHbIM  3KCMpecc-meToa M aHkeTa MoryT  6biTb
UCMO/Ib30BaHbl  A/1A  OLEHKM  COCTOAHUA  pasBUTUA
OpPraHU3aLMOHHOM Ky/IbTYpbl CYObEKTOB Pas/IMYHbIX BUAOB
6usHeca.

OpuruHaabHocTb/LieHHOoCTb/HayyHass HOBM3HA MCC/1€[0BaHUs.
Monyunan pasbHelillee pasBUTHE Hay4yHO-TeOpeTUYecKue
OCHOBbI GPOPMUPOBAHMA TYPUCTUHECKOrO Bu3Heca B YKpauHe
yepes OLEHKY COCTOAHWMA pasBUTUA  OPraHM3aLMOHHOM
Ky/IbTypbl, B OT/IM4ME OT CyLLECTBYIOLLMX, OCHOBBIBAIOTCA Ha
pe3y/bTaTax aHKETMPOBaHMA CYOBEeKTOB TypUCTUHECKOM
MHPPACTPYKTypbl,  MO3BO/AIOLLIENA  BblAe/NTb  OCHOBHbIE
cocTas/AoLMe cUcTembl yrpaB/ieHus
KOHKYPEHTOCMOCOBHOCTbIO  MyTeM  OLLeHKM  K/IOYeBbIX
roKkasateneil CMCTeMbl MeHeA)XMeHTa B YacTu pa3BUTUA
OpraH13aLMOHHO-KY/IbTYPHbIX PeCypCoB.

OrpaHuyeHune uccaegoBanua/llepcnekTUBbI A/IbHENLLINX
ucciesoBaHUid.  Pesy/bTaTbl  MUCC/eq0BaHMA  MOMYT  ObiTb
3a/10’KeHbl B OCHOBY MexaHu3ma pasBUTUA OpraHM3aLMOHHO-
KY/IbTYPHBIX PECYPCOB  MEX/YHAapOAHOrOo TYPUCTUHECKOrO
6usHeca.

Twvn cTaTbu — SMMNnUpuUYecKan.
Kntouesvie cnosa: OpraHusayMoHHaA Ky/bTypa; OpraHu3ayuMoOHHO-

KY/IbTYPHbI PeCypC; Mex4yHapO/HbI TYpUCTUHEeCKUi BusHec;
Ccy6beKTbl TypucTUieckoro 6usHeca.
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Introduction

he conditions of business globalization have almost
<'1>complete|y changed the system of relations between the

employer and the worker, the organization and the
consumer, business and industry. The turbulence in external
environment puts forward more pressing issues and challenges to
business entities, which require flexible internal organizational
environment to the demands and trends of rapid changes in tourist
flows, therefore, in order to improve competitiveness and
sustainable growth of their economic efficiency, to enable the
constructive development of tourism industry, it is a relevant task
to implement innovative ideas and technologies in the processes
of domestic and international tourism business.
The tourism sector is an important component of GDP in many
countries of the world. The rapid growth in profits of international
business due to tourist activity, as well as the trend towards further
growth, is ensured by the social, economic, and technological
drivers. The increased competition, emergence of new players in
the global tourism market, consolidation of business, make
companies look for new ways to improve efficiency, strengthen
competitive advantages, ways to define individuality, creating and
maintaining the image and brand. Along the path to expansion and
retention of leading positions in the world arena, the key players in
international tourism business highlight, among the priority
directions of transformation, the development of organizational
culture as part of the organizational and cultural resources.

The issues of developing the organizational culture were
addressed in many works by both foreign and domestic scholars.
E. Shein (Shein, 2016) argues that the organizational culture of any
business acquires the form of an iceberg and has a defined set of
elements that support the three main levels of culture. The classic
V. Sathe (Sathe, 1983) outlines seven organizational processes that
are impacted by organizational culture and proves that a holistic,
structured and strong organizational culture regulates the
economic efficiency of business by influencing the cooperation
between employees and company's departments, the process of
decision making, monitoring, communications, organizational
patriotism, perception of organizational environment, justifying
personal conduct. G. Hofstede (Hofstede, 1980) emphasizes the
national and cultural influence on the process of forming an
organizational culture at enterprises, which brings studying the
organizational and cultural processes at the global level. He
highlights a certain identity in the organizational cultures of
businesses depending on six cultural measurements, characteristic
of a given cultural group, and claims that it is possible, based on the
defined measurements, to assess organizational culture in order
to facilitate making management decisions. A significant
contribution to the development of scientific and practical
application of organizational culture in individual sectors of the
economy has been made by Ukrainian scientists as well. O.
Kharchishyna (Kharchishyna, 2011) identified the features in the
formation of organizational culture at enterprises in food industry.
To study this issue, she analyzed the procedures and methodology
of diagnosing, and performed an analysis of the current state of
Ukraine's food industry, as well as Zhytomyr oblast; the results
were reported from a questionnaire survey on the state of
formation and development of the organizational culture of food
business; she identified the main problems and prospects for
forming organizational culture in the system of management of
Ukraine's food industry. G. Zakharchyn studied the theory and
methodology in the formation and development of organizational
culture at a machine building enterprise (Zakharchyn, 2011); this
work suggested a model for the choice of optimal strategy in the
formation and development of organizational culture at the level
of a machine-building enterprise. The development of
organizational culture of services was revealed in the works by O.
Krupskyi (Krupskyi, 2014). In particular, the author argues that the
organizational culture of tourism business is capable of providing a
high level of service at all stages of a trip, which increases the cost
and value of a tourist product.

OO

However, there remain the unresolved issues about the specificity
in the development and evaluation of the economic impact of
organizational culture on international tourism business. There is
an actual need to refine the conceptual apparatus, to explore key
directions in the development of international tourism business.
More relevance is acquired by the mechanism that manages the
social resource of international business related to services, in
particular, the development of organizational and cultural
resources in international tourism business.

Problem statement

ur aim is to explore the state of development of
@organizational culture by entities in tourism business in order

to further develop the mechanism of development of
organizational and cultural resources in international tourism
business.

Methods and Data

he method of analysis has been applied when investigating
@the state of market development of tourism business; the

questionnaire method — when assessing the state of
development of organizational culture of the tourism business in
Dnipropetrovsk oblast; the method of logical generalization — to
draw conclusions based on the results of the survey. The
information basis of this study includes international and domestic
scientific publications on the topic of research, as well as responses
to the survey.

Results and Discussion

experiences crises from time to time, as a result of economic

:: he tourism industry develops quite dynamically, although it
and political crises in the world.

Based on statistical data by UNWTO and UNCTAD, one can argue
that in terms of such indicators as a share of the world travel
market, the intensity of tourist flows and the level of profits, there
is a group of countries that are the traditional monopolists in the
world tourist market. These include China, France, Spain, Italy,
Germany. The main factors that predetermine the leading position
of a given group of countries are a strong tourist infrastructure, the
high level of service for tourists, and considerable marketing
activities in promoting their tourist product to the world market
(UNWTO, 2017).

The world tourism industry showed a robust growth over five years
up to 2017. International tourist arrivals continued to rise (World
Bank Annual report, 2017) because a global income per capita
increased while consumer confidence improved (Fig. 1).

It is expected that the industry will continue to grow in coming
years as the world economy continues to strengthen. Despite
certain problematic areas because of conflicts or regional
economic problems, such factors as an increase in the available
income per capita and the improved consumer confidence testify
to a significant growth of tourism.

Over the investigated period of 2011-2016, the demand in the
international market of tourism services was quite high. However,
the results of tourist destinations appear ambiguous, driven by
rapidly fluctuating foreign exchange rates, falling prices for
commodities, including oil, increasing concerns related to safety
and protection of people. That was contributed to by an increase
in available income in the countries that import tourists and by a
decrease in demand in exporting countries. Being a core category
of international trade in services under conditions of slow
economic recovery, the expenses for international tourism grew
considerably.




ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

14000 11508 12001 12350 0,06
. 10963 =
1 200,10 995 6 1 046:208% s a9y 0% - 0,05
1000,0 31% 0,04
&00,0
14 0,03
GO0,
00,10 0.02
200 0,01
a4 1}
1 2012 FiE n14 2015 216
I Tourists arrived, million people Increase, % to the previous year

Fig. 1. The global dynamics of tourists' arrivals™

*Source: compiled by Author based on statistical data (UNWTO, 2017).

The tourist industry in Ukraine, and globally in general, acts as an
important component of socio-economic development. According
to data from studies, the positive influence of tourism on economic
activity is constantly growing (Font, 2017). Ukraine occupies one of
the leading places in Europe in terms of resort facilities and
recreational resources. Among them, the most valuable are the
unique climatic zones of sea coast and the Carpathian Mountains,
as well as mineral waters and therapeutic muds of almost all known
balneological types. According to statistics, resort and recreation
areas in Ukraine make about 9.1 million hectares, 15 % of its
territory. Evaluation of the potential of resort and natural
medicinal resources makes it possible to expect that Ukraine has
significant prospects for the development of tourism industry
(Miroshnyk, 2013).

It should also be noted that in Ukraine there are all the
prerequisites for the development of tourism. Convenient
geographical location, favorable climate, varied terrain, a unique
combination of natural recreational resources, cultural and
historical heritage, the developed sanatorium-resort base - all
these factors predetermine the competitive advantages of Ukraine
when offering a tourist product. The tourist potential of Ukraine
has not been fully revealed up to now, as evidenced by a 1.5-2.5 %
share of tourism industry in the structure of the country's GDP
(Miroshnyk, 2013).

Difficult political situation, military activities, "the fall" of the
Ukrainian hryvnia, the rising cost of goods and services under
conditions of "frozen" wages, issues related to dangers of
holidaymakers, are taking a toll on the tourism sector. In addition,
the military conflict in the East of Ukraine significantly worsened
tourist attraction for foreigners, which is testified to by the
dynamics of foreign citizens that enter Ukraine (Fig. 2). However,
starting from 2016, there has been a marked growth in foreign
guests.

In addition, Ukraine has recently seen an annually growing number
of visitors from Western countries such as the United States,
France, Germany, ltaly, United Kingdom, Canada, and others.
(Fig. 3). At the same time, the number of people from neighboring
countries, such as Russia, Poland, Hungary, Slovakia, on the
contrary, decreases.

This means that the facilities in tourist infrastructure (hotels,
restaurants, recreational complexes) undergo some changes in the
requirements by customers and have to respond to these
challenges. Western customers, on the one hand, tend to have
higher levels of income, and, on the other hand, are more
demanding in terms of services, quality of a service, digital
technologies, as well as organizational culture related to entities in
tourist business. The dynamics of visits of Ukrainian citizens abroad
are shownin Fig. 4.

30000 0.2
24671 01
25000 3% 6. 7% n.
£ o 14229 0.1
15000 12712 12428 13333 oy
10000 0.3
04
SO0 8.5% 0.5
0 40,6
2013 2014 2015 2016 2017
I Tourists arrived for the purpose of tourism, thousand people Increase, % to the previous year

Fig. 2. Foreigners that enter Ukraine”

*Source: compiled by Author based on statistical data (UNWTO, 2017).
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Fig. 4. Departure of Ukrainian citizens abroad, thousand people*

*Source: compiled by Author based on statistical data (UNWTO, 2017).

When assessing the current organization of Ukraine's recreation
industry, it can be argued that it is unsatisfactory and non-
competitive in the world market. Thus, the basic material-technical
complex is outdated - 70 % of its infrastructure need renovation
and restoration, the level of service does not meet international
standards, the entertainment sector is practically underdeveloped
and not organized, monuments of culture and history are
abandoned, a series of problems of the ecological, social and
economic nature were not resolved. The current state of tourism
in Ukraine is still dominated by the Soviet practice of the
organization of tourism industry aimed at meeting the domestic
demand and focused on treatment and rehabilitation activities.

Active growth is taking place not in the sector itself, but rather at
the level of international corporations. Every year such giants as
Marriott International, Inc, Hilton Worldwide Holdings Inc, Hyatt
Hotels Corporation, increase the number of their brands and
hotels, creating global corporate structures, which however
require high-quality management decisions and individual
approach to each client and employee.

International hotel network as the subjects of international tourist
business operating in many countries create their own
management companies or use the services of independent
companies. It is a common fact that hotel owners enter into

OO

contracts for the management of their property if the number of
rooms in a hotel exceeds 300 (Bothg, 2018). Despite the advantage
of management contracts, which implies managing a hotel
professionally, there are disadvantages, too.

It should be noted that growing competition and the emergence
of new brands in the global tourism market forces companies to
seek new sources to improve efficiency, strengthen competitive
advantages and to ensure sustainable growth.

A widely used organizational-legal form in the organization of
international tourism business is a corporation. Such commercial
structures, mostly large organizations, have much more
opportunities to shape organizational and cultural resources. They
typically affect not only the economy of a country, but politics and
social life as well. Hence the meticulous attention to their activities
from society, as well as the importance of organizational culture
for business.

Promising directions and trends in the development of the
Ukrainian market of hotel services include the following
(Kutschera, 2016):

1. Active growth of small hotels. It is associated with the modern
preferences of tourists — to regard a hotel not only as a means
of accommodation, but to feel home comfort, uniqueness, and
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originality, which is one of the distinctive features of small
independent hotels. A competitive advantage of a small hotel
is the individual attitude to each client, that is they apply a
personalized approach to guests to create an atmosphere of
home away from home. The advantage of a segment of mini-
hotels is a rather fast payback (3-5 years) at relatively small
investment (USD 0.2-2 million).

2. Great demand for the cheapest accommodation facilities —
hostels. There is practically no competition among them while
the demand is huge, since most visitors are those on business
trips from regions, students, low-cost tourists who are
satisfied with the minimum facilities overnight. In Kyiv, there
are slightly more than a dozen hostels.

3. A developing market of apartment hotels, which has not yet
been saturated in Ukraine. Apartments in the world practice
are the furnished hotel rooms that combine comfort and
hospitality of hotel services. Most apartment hotels are
arranged at the upper floors of hotels and multifunctional
complexes, located in prime areas. Apartments can be offered
for both short-term and long-term rentals, as well as for sale.
The world practice has long ago accepted acquiring a separate
residence in a hotel as a private property; in Ukraine, however,
similar projects are at the stage of implementation.

4. Hotels of high-end class the type of a congress hotel. Due to that
the capital and major cities of Ukraine are dominated by
representatives of business circles, businessmen who come to
negotiate or on business trips, there is a need in hotels with
large conference rooms, banquette and negotiation facilities,
located not far from offices and business centers.

5. Expansion of the market for hotels rated at 2-3 stars and hotels
of lower categories, as there are too many hotels rated at 4-5
stars.

6. Development of local hotel chains.

In recent years, the hotel sector enterprises have developed under
negative conditions, which led to a decrease in tourist and business
activity, financial underpayment, the lack of hotel complexes
attractive for construction, land plots, long payback period of such
projects, etc. Only those hotels that are staffed with highly skilled
specialists can withstand competition, which is why one of the
ways to solve the problems related to the development of hotel
industry in the regions of Ukraine is the professional training of
personnel. In addition, enhancing the activities to promote the
hotel industry in Ukraine will, to some extent, reduce external
competition. In addition, the entities of tourism business under
current tourist market conditions in Ukraine should emphasize the
formation of extra service as an element of organizational culture,
that is to meet the needs of the consumer to outperform his
expectations, and that necessitates continuous development and
personnel training.

1] 5

We believe that an important factor for the successful
development of a hotel is the formation of its brand and the
network. In Ukraine, national brands have only started to emerge.
The most powerful national network is Reikartz Hotels & Resorts —
a chain of hotels rated at 3 and 4 stars, located in big cities and
attractive resorts of Ukraine. The network has 5 brands: VitaPark,
Reikartz, Reikartz Collection, Optima, and Raziotel, 36 hotels in
total located in 24 cities and regions (Fig. 5).

Based on data from the official websites of hotel chains, we have
compiled a rating of hotel brands, which compares national and
international hotel brands in terms of the number of
accommodation facilities available in the tourist market (Table 1).
Premier Hotels and Resorts is the first hotel chain in Ukraine, a
collection of hotels rated at 5 to 3 stars. The chain "Black Sea Hotels
Group" includes 7 hotels in Ukraine.

In Ukraine, the rating system based on stars is not very popular. For
example, according to the website booking.com, only 95 % of all
represented hotels have been rated based on "stars" (Table 2).

Given this, both small hotels and hotel chains have to focus on the
development of organizational and cultural resources that would
provide a tourism business entity with competitor advantage and
match the trend of current tourism market. The concept of
organizational and cultural resources and the development of
organizational culture as one of the components in the Ukrainian
tourism business have not taken a proper place in the list of the
most important categories operated by top managers.

The organizational and cultural resources in tourism business are
understood here as the integrated set of cultural values and
organizational resources, whose specific arrangement affects the
management system of a separate entity, which, under condition
of high reactivity and adaptation to the external environment,
gives a competitive advantage to a tourism business entity by
forming a unique image, improving competitiveness and
investment attractiveness. Among the elements of organizational
and cultural resources of tourism business we highlight the
phenomenon of organizational culture, which manifests itself
through the identification of an employee's own goals with the
goals of the organization and of the organization in general. Thus,
in turn, the organizational objectives and organizational culture of
anindividual entity are identified with the goals and strategy of the
development of tourism business through the creation of generally
accepted cultural norms and values.

Thus, we believe that the organizational culture of a separate
tourism business entity is the value-forming element of the
organizational and cultural resources of the international tourism
business in general, which is why we shall focus our further
research on studying the status and specificity of development of
the organizational culture of tourism business entities.
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Fig. 5. National brands of hotels in Ukraine, number of hotels, 2018)"

*Source: compiled based on official websites of hotel chains.
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Table 1

Rating of national and international hotel brands based on the number of hotels in Ukraine*

Ne| National brandsin | Number of Parent company Ne | International brands in | Number of Parent company
Ukraine hotels in Ukraine hotels in
Ukraine Ukraine
1 | Reikartz 22 Reikartz 1 | Radisson Blu 3 Rezidor Hotel Group
2 | Premier Hotels 12 Premier Hotels & Resorts 2 | Hotel IBIS 3 Accor
3 | Royal Hotels 1 Royal Hotels & Spa Resorts 3 |Ramada 2 Wyndham Worldwide Corp
4 | Black Sea 9 Black Sea Hotels Group 4 | Hilton 1 Hilton Worldwide Holdings
5 | Optima 5 Reikartz 5 | Renaissance Hotels 1 Marriot International
6 | Raziotel 5 Reikartz 6 |Hyatt 1 Hyatt Hotels Corp
7 |Premier Compass 4 Premier Hotels & Resorts 7 | Sheraton 1 Starwood Hotels & Resorts
Hotels
8 |Senator Hotels & 3 Senator Hotels & Apartments | 8 |Aloft 1 Starwood Hotels & Resorts
Apartments
9 | Rekartz Collection 2 Reikartz 9 |InterContinental 1 Intercontinental Hotels
Group
10 | Premier Palace 2 Premier Hotels & Resorts 10 | Design Hotels 1
Hotels
11 | VitaPark 1 Reikartz 11 | Park Inn by Radisson 1
12 |Holiday Inn Hotels & 1 Intercontinental Hotels
Resorts Group

*Source: compiled based on official web sites of hotel chains.

Table 2
Distribution of hotels rated based on "stars"*
Rated based on stars Number of hotels Share, %
1star 8 0,08%
2 stars 30 0,31%
3 stars 278 2,86%
4 stars 170 1,75%
5 stars 43 0,44%
Not rated 9196 94,56%
Total 9725 100,00%

*Source: compiled based on official web sites of hotel chains.

Organizational culture is expressed in the interaction between a
tourist company and a client. This includes all the elements that
characterize the features of contact between the enterprise and
external environment: the capability to make their voices heard, to
attract attention, to elicit sympathy. This certainly includes
advertising activities and the work of public relations specialists at
a tourism organization, etc. Of great importance in the formation
of culture is the existence of the image and brand of the
organization.

The image is in other words a psychological image and a "good"
name of a company that are created in the external environment.
This is one of the most important components of successful
development of a tourism company, the aim of which is not so
much to ensure popularity, but to form trust to a company, its
activity and the resulting product.

A hotel network is a long-term mutually beneficial association of
hotel businesses, as well as firms in related industries, into a single
structure and the system of strategic cooperation with the aim of
creating common distinctive competencies. The development of
cooperation is promoted by the unified strategy and joint mutually
beneficial strategic actions (especially marketing activities) based
on a general system of information communications (including
unified reservation systems and global distribution systems) and a
strong network brand, which leads to the mutual strengthening of
competitive positions and brands of hotels and firms in related
industries and to the formation of complementary assets within an
entire network. Companies enter the network in order to develop
and transfer to each other the new competences, which is
accompanied by the creation of key drivers in the competitiveness
of a hotel network and communication rents.

OO

To assess the specificity of the development of organizational
culture among the components of organizational and cultural
resources in the tourism business in Ukraine, we have devised a
procedure for rapid evaluation of the level of development of
organizational culture (Fig. 6).

Area of
11.1. Description of entityl\ tourism
activit
1.2. Values and A
traditions Size of
I. Input business
components 1.3. Interaction between
of entity management and staff Experience
in the market
1.4. Education
and development

2.1. Quality of service I

2.2. Focus on financial

11. Results result

2.3. Readiness to changes I

| I11. Construction of diagnosing matrix |

l IV. Design of action plan related to correction and development I

Fig. 6. Algorithm for the express evaluation of the level of
development of the organizational culture at tourism business
entities”
*Source: compiled based on (Kalnitska, 2018).

Based on the specified algorithm, a questionnaire was compiled,
which similarly consisted of a two-stage analysis — input data and
the results of activities by a business entity.

The survey was conducted among the tourism business entities
from Dnepropetrovsk oblast — hotels, hotel-entertainment
centers, cafés, restaurants, travel agents, insurers, and carriers.
The survey engaged both managers at different levels of
administration and average staff. We received and processed more
than 180 questionnaires. An analysis of the results will be
interpreted in the diagrams listed below.
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Thus, first of all, a pattern has been identified implying that the
longer a tourism business entity in the market the higher the
overall index of its organizational culture (the level of
organizational culture development) (Fig. 7). However, it is a clear
trend that over the period of a company's activity, at the stage of
development of approximately 7—10 years, it undergoes certain
critical changes, which leads to a reduced level of organizational
culture and, as a result, decreased organizational and cultural

resources. Such a phenomenon can be explained by phases in the
development of a firm. In particular, this may be due to a crisis in
leadership (Yang, 2007), when the leader's knowledge and skills are
not enough, and the organization requires professional
management and delegation of authority, or to the crisis of
autonomy when the organization, as a result of its growth,
experiences internal conflicts between the higher and lower levels
of management.
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Stage of development

| Departure of Ukrainian citizens abroad. thousand peoble:

Increace % tn the nreviniic vear:

L Departure of Ukrainian citizens abroad, thousand people.

Fig. 7. Indicators of the overall index of organizational culture depending on experience of a tourism business entity in the market”

*Source: compiled based on Author's calculations.

Development of organizational culture occurs simultaneously with Table 3
the development of the organization. Similarly to an organization Results of calculating the index of organizational culture of
that undergoes certain stages of its life cycle during the process of tourism business entities*

its development takes, the organizational culture of any

organization also passes certain phases in the process of its Entity Overall index of "Sub—mdex Sub-index
development. The stages in the life cycle of organizational culture experience in | organizational Input data "Performanc
coincide with the stages of the life cycle of the organization, while the market culture to rgnde"r e results"
the formation and development of organizational culture occurs services
only in the process of setting up and further activities of the 20—50 years 2.17 2.33 2.00
organization (Shein, 2016). 4-6 years 2.08 2.17 2.00

1to 3 years 2.07 2.1 2.03
In addition, an analysis of the sub-index "Performance results" 10-15 years >.10 2.07 2.13
shows that at the. b.eginning F)f their acf:ivities companies 710 years 260 T 3,00
demonstrate higher indicators, which can explain the focus on the Total 5.08 12 2.04

desire to enter the market with the best product and win over their
own customers. However, the greatest attention to effective
indicators of the organization is paid to over the period of 10—15
years (Table 3), which can relate to the fact that during this period
special attention is paid to the performance of organizational
culture, all business processes and key indicators of employees'
performance (KPI) are compiled.

*Source: compiled based on Author's calculations.

Second, the findings of our research illustrated the direct
dependence: the more employees an Organization employs, the
higher the overall index of its organizational culture (Fig. 8).
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mm  Overallindex of organizational culture;
Sub-index "Input data to render services";

mm Sub-index "Performance results".

Fig. 8. Indicators of the overall index of organizational culture depending on the number of employees”

*Source: compiled based on Author's calculations.
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Third, a direct interdependence was identified between the
turnover of a company and the level of development of its
organizational culture (Fig. 9).

Fourth, the study showed that the highest level of organizational
culture had been demonstrated by tourism business entities that
render restaurant services (Fig. 10). They are followed by hotels and
tourist and entertainment centers.

As regards the characteristics of labor force in Ukraine's tourism
sector, according to expert estimates (Noonan, 2017), labor market
in tourism sector faces a real "hunger for human resources": travel
companies lack about 50 % of middle-management employees and
80-90 % employees in higher management. At the same time, over
20 thousand of young professionals graduate from the specialized
higher education institutions (HEIs) each year.

In tourism, a manager is a profession that enjoys the greatest
demand. Especially popular are professionals that major in hotel
and tourism business, tourism management, financial
management in tourism, tour management, management of
sports tourism, management of sanatoriums and resorts. Typically,
managers work at companies — tour operators, engaged in the
development and creation of tours. The main task of manager is to
find and offer to experienced travelers new sights for exploring
and relaxing, to create a route, to select closely located hotels, to
determine which transportation means can deliver tourists (plane,
train, etc.), to consider excursions. A future manager studies
management subjects. These can be general ("marketing",
"management", "HR") and specific, that is, directly related to the
activities of travel agencies ("organization of inbound, outbound
and domestic tourism", "quality of tourism services"). To train
students to properly handle conflicts, one third of the schedule is
devoted to psychological trainings and business games. For
example, the situations that simulate an "angry customer" or a
"client that distrusts you" are trained.

One of the most important factors in the attractiveness of
investment into innovative activity of tourism industry is the
2,40
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2,00 2,08 2,10
1,90
1,80

fromoto1 from1tos

development of a clear-cut strategy for the competitiveness of
Ukraine, as well as its business entities. In addition, all the
components and elements of tourism activities should tap into the
scientific and technical progress. Only such interaction among all
elements in tourism industry can lead to substantial synergies, to
be expressed as growth in tourism sector (Botha E., 2018). The
winner in the end is the first one among competitors that will
provide its tourism product with new consumer quality and
properties and will be of interest to a consumer due to these
innovations.

Innovative changes in tourism create internal energy of efficient
growth. These changes disrupt the balance, but they create a basis
for further development, a system's transition to the new quality.
Therefore, professional introduction of innovations underlies the
development of different fields. Modern experts in the
development of society argue that none of the problems that
businesses face these days is more important and more difficult
than the challenge of innovations. In addition to the drivers in
external environment that impede innovation processes in the
development of tourism industry, a lot in the development of
organizational culture and establishment of organizational and
cultural resources depend on the internal environment. The factors
of internal environment include:

- policy and strategy of a tourism business entity;

- the presence of a leader in the team;

- unconditional support for innovative ideas by top management;

- comprehensive promotion of innovations by managers and staff;

- the use of motivational systems that include various forms of
rewarding creative and innovative activity;

- the presence of the innovation group;

- the required level of financial capabilities;

- developed communication systems;

- organizational and technical readiness for the implementation of
innovation, a clearly planned system of personnel
management, their intellectual potential.
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Fig. 9. Indicators of the overall index of organizational culture depending on the turnover of a company (UAH million)*

*Source: compiled based on Author's calculations.
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In our opinion, in order to develop tourism in Ukraine, it is
necessary to perform a series of tasks, which are as follows:

- a substantial extension of the network of tourist facilities and
infrastructure;

- support for small businesses in the tourism sector;

- the development of international cooperation in the tourism
sector;

- economic stimulation of material assets, tourism infrastructure,
by attracting non-government sources, in particular foreign
investment, for renovation and new construction of tourist
objects;

- improvement of the system of information support of tourism
industry, creating a local information and referral system for
tourism, conducting active publicity activities;

- improvement of the system of training, retraining and advanced
training of tourism personnel;

- conducting the necessary scientific research in the area of
tourism;

- development and support of private sector.

In the process of market reforms in Ukraine, hotel businesses
began to attract the attention of large corporations, various
associations, as well as smaller companies and private
entrepreneurs. Integration processes of the development of hotel
business in the country are related to the activities of international
hotel chains. Market research shows that the most popular type in
the market of hotel services are so-called mini-hotels, rather than
big hotel complexes. In this regard, many owners of houses,
cottages, different buildings start to consider the idea of
converting their real estate to small mini-hotels with a capacity
from 7 to 50 rooms (Fernandes, 2018). In this case, they prefer both
the facilities located in environmentally clean areas far away from
the city noise and downtown hotels for business travelers.
However, despite all the progress in the development of hotel
business, there is a series of problems: the instability of business
environment, bureaucracy and corruption, legal insecurity, lack of
incentives to voluntary categorize private accommodations of the
hotel type. Business flounders when planning even in the short
term, thus complicating the process of formation of organizational
and cultural resources of tourism business in general.

Conclusions

identified the main trends of development, which show that

the tourism industry in Ukraine and in the world is actively
developing. We have illustrated the trend in the further
development of this industry and identified an active increase in
the number of accommodation facilities, specifically hotel chains.
The rating of hotel brands has been compiled, which compares
national and international hotel brands in terms of the number of
accommodation facilities available in the tourist market. We have
presented an authentic definition of the organizational and cultural
resources in international tourism business and the position of
organizational culture of business entities in the process of their
development. An express algorithm has been proposed in order to
assess the state of development of the organizational culture of a
tourism business entity, which consists of two stages —assessment
of an enterprise's input data and the results of its activities. Based
on a given algorithm, we have compiled a questionnaire for the
evaluation of the level of development of the organizational
culture of a tourism business entity, sent out to the electronic
addresses of tourism business entities in Dnipropetrovsk oblast.
The results of the survey were processed, the following indicators
of assessment were selected: the overall index of organizational
culture, the sub-index "input data for rendering services", the sub-
index "Performance results". The findings are summarized in the
graphic material.

:: e have analyzed the current market of tourist services and
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