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AHHoTanusi. B cratbe uccnenoBaHbl OCOOCHHOCTHM IIOBEJICHYECKOTO XapakTepa IMOTpeOHTeNed TYPUCTCKHUX YCIYT, MO3BOJISIONIHE
00eCIeYnTs YKOHOMUYECKOE PA3BUTUE TYPUCTCKHX (HUPM Ha OCHOBE PEaIM3allMi OCHOBHOTO IPHHIUIA MapKEeTHHIa — OPUCHTAIMS
Ha noTpebutens. Ha KOHKypeHTOCIIOCOOHOCTh TYpPHCTCKOH (UPMBI 3HAUUTENBHOE BIHMSHHE OKAa3bIBAIOT HE TOJBKO IPUPOIHBIC,
KJIMMaTHYeCKHe, YKOHOMUYECKHE, NOJIUTHYECKUE, IKOJIOTHYECKHE, HO U COLHMajbHble (AKTOphL. B mensx u3ydeHus moTpeOHTEeNbCKHX
MPENOYTEHUI Ha PBIHKE TYPHUCTUYECKUX yCIyr ObUIO pa3paboTaHa aHKeTa M MPOBEJEH ONPOC MoTpeduTesneil (KIMEeHTOB) B KOJINYECTBE
100 uesioBek. AHKETHPOBAHUE NTPOBOAMIOCH CPEIN pealIbHBIX MOTpeduTenei (KIMeHToB) TypucTckux (upmM B r. Hanbuuk. Y craHoBieHo,
YTO 4YeM BBIIIE yPOBEHb 00pa30BaHUs IOTPeOHUTENIEH, TeM OOIbIIE HX CTPEMIICHUE K TO3HAHUSM H ITyTEMIECTBHAM; PYKOBOJUTEIN CPEIHETO
3BEHAa M CIY)XKall[Ue EKEroJHO HCIIOJIB3YIOT 4acTh (Mapy Heelb) CBOEro OTIyCKa JUlsl OTAbIXa; 0Opa3oBaHHEe U HpodeccHOHanbHas
JeATeIbHOCTh NOTCHIMANEHBIX KINEHTOB TYPHCTCKUX (GHPM BIHSIOT HE TOJIBKO Ha KOJIMYECTBO COBEPLIACMBIX HMH ITyTELICCTBHUMH, HO U Ha
BBIOOp TYPHCTCKOTO HAIIPABJICHUS; OCHOBHBIM HCTOYHHKOM HH(OpPMAIMU O TYPHCTHYECKHX HAIPABICHHUAX M YCIyrax Cpeau
NOTEHUHUATIBHBIX KINEHTOB TYPHCTCKHX (GUPM SBISETCS WHTEPHET PECypChbl; CHHIKEHHE JICHEXHBIX JIOXOJOB BIICUET COKpAIlICHHE
HOTPEOHOCTH B TYPHCTCKMX Yyciayrax. TakuM o0pa3oM, COLMaJbHO OPHEHTHPOBAHHBIE IOTPEOMTENM SBISIOTCS MapKETHHTOBBIM
UHCTPYMEHTOM 3KOHOMHYECKOTO Pa3BUTHUs TYPHCTCKUX (GUPM M 00ecIedeHnsI UX KOHKypeHTocnocoOHocTH. [lomydyeHHas, B pe3yabrare
IPOBEJCHHBIX HCCIICNOBaHUM HMH(OpPManus, IIO3BOJIHUT JIydlle IIOHATH IIOBEJCHHE KIHEHTOB, CBOCBPEMECHHO BBIIBHTH IIPOOJIEMEL,
npenstcTBytonme 3GpHeKTHBHOMY BeICHHIO OU3HECa U CHU3UTH BEPOSITHOCTh PUCKA B POLIECCE MPUHATHS IPABHIIBHBIX YIIPABICHYECKHX
peuienuii B cdepe Typusma. Peanuzarus 0CHOBHOrO NPUHIIMIA MAPKETHHIA — OPUEHTALMS HA IOTPEOUTEINS O3BOJIUT CKOHIIEHTPUPOBATh
yCIIINs Ha Han0oJIee MePCIeKTHBHEIX CErMEHTaX PhIHKA, JOCTHYb MTOBHIICHUS () (EKTHBHOCTH IPUMEHIEMBIX (OPM U METOJOB IIPOJAXKH,
peKJIaMbl, CTUMYJIMPOBAHHUsI COBITA, U, B IIEJIOM, 00ECIIEUUTh IKOHOMHUYECKUIT POCT TYPUCTCKUX (HUPM.

Kiio4yeBbie cJ10Ba: OTPEOUTEIH, TYPHCTCKAS AEATEIbHOCTD, MAPKETHHTOBBIH HHCTPYMEHT, CIIPOC, SKOHOMHYECKHIT POCT

Consumers as a marketing tool for the development
of tourist activities

Irina Sh. Dzakhmisheva ' irina dz@list.ou ~ 0000-0002-7324-5338

1 Kabardino-Balkar state agricultural university, Lenina Ave., 1B, Nalchik, Kabardino-Balkarian Republic, 360030, Russian Federation
Abstract. The article explores the features of the behavioral nature of consumers of tourism services, allowing to ensure the economic
development of tourism companies based on the implementation of the basic principle of marketing - customer orientation. The competitiveness
of a travel company is significantly affected not only by natural, climatic, economic, political, environmental, but also social factors. In order
to study consumer preferences in the market of travel services, a questionnaire was developed and a survey of consumers (customers) in the
amount of 100 people was conducted. The survey was conducted among real consumers (customers) of travel companies in the city of Nalchik.
It was found that the higher the level of education of consumers, the greater their desire for knowledge and travel; mid-level managers and
employees annually use part (a couple of weeks) of their vacation for recreation; the education and professional activities of potential clients
of travel agencies affect not only the number of trips they make, but also the choice of travel destination; the main source of information about
tourist destinations and services among potential clients of travel agencies is Internet resources; a decrease in cash income entails a reduction
in the need for tourism services. Thus, socially oriented consumers are a marketing tool for the economic development of tourism companies
and ensure their competitiveness. The information obtained as a result of the research will allow us to better understand customer behavior,
timely identify problems that impede the effective conduct of business and reduce the likelihood of risk in the process of making the right
management decisions in the tourism sector. Implementation of the main marketing principle - customer orientation will allow you to
concentrate on the most promising market segments, to increase the efficiency of the applied forms and methods of sales, advertising, sales
promotion, and, in general, to ensure the economic growth of tourism companies.

Keywords: consumers, tourism, marketing tool, demand, economic growth

Beenenne 0opbba MeXIy POCCHICKMMHU TYPUCTCKHUMHU (uUp-
MaMH 32 TOTPEOUTEIS.

AKTyaJbHOCTh TEMBI HCCIEIOBaHHS O00Y-
CIIOBIIEHA TE€M, 4YTO MOTpeOHTENN (KJIMEHTHI),
BBICTYTIAIOLINE BAKHBIMU YYaCTHUKAMH TYPHUCTCKON
JESITEIIBHOCTH, SIBIISTIOTCSI OJTHAM U3 JIeHCTBEHHBIX
MapKETHHIOBBIX ~ MHCTPYMEHTOB  oOOecredYeHus

KOHKYPEHTOCIIOCOOHOCTH ~ TYpHUCTCKUX  (pupm.

B nacrosimee Bpemsi HaOmogaercsi riry6o-
KM MEXIyHAPOJHBIA Y3KOHOMHUYECKUNA U MOJIUTU-
YeCKUH KpHU3UC BO BceX cdepax >SKOHOMHUKH,
B TOM 4MCJI€ U TYpPUCTKONH HHIycTpun. KprsuchHas
CHUTYyalMs TIOBJIEKIIA IEPEOPUEHTALINIO TIOTPEOUTENb-
CKHX NPEANOYTEHUIN C BBIE3JHOIO Ha BHYTPEHHUM
TypH3M, H3MEHEHHE LIEHHOCTEN U MOJeTiel MoBee-
HUSI TypUCTOB. Pe3ko obocTpmiiach KOHKYPEHTHast
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Kpome toro, B Koncrutyunun Poccuiickoit dene-
pali  OTpakeHa COLWANbHAs HaNpaBICHHOCTb
TOCYapCTBa, TMOJOXKUTEIHFHO CKa3bIBAIOIIAsCS
Ha Pa3BUTUU TaKOW COLUATIBHO OPUEHTUPOBAHHOMN
cepbl SIKOHOMUKHU KaK TypU3M.

ean pabdoThl — HCCIEeAOBaHUE OCOOCHHO-
CTeH TOBEJICHUECKOTO XapakTepa MOTpeOuTeNne
TYPUCTCKUX YCIYT, TO3BOJISIIONIMX OOECIeYnTh
SKOHOMHYECKOE pa3BUTHE TYPUCTCKUX (UPM
Ha OCHOBE pealM3allid OCHOBHOTO TIPUHIIHIIA
MapKETHHIa — OPUEHTALMSI Ha TOTPEOUTEISL.

B cuny cBoeit crienuduky, chepa Typusma
conuabHO oOycioBieHa. C OqHON CTOPOHBI, Ty-
pHcTcKas pupMa OKa3bIBaeT aKTHBHOE BO3/ICHCTBUE
Ha MHEHHE OTJAENBHOTO YENOBEKa WM TPYIIIBI
MOTPEOUTEINCH, ¥ C IPYTOH CTOPOHBI, TIOTPEOUTETH
(kueHT) cBoMM pyOJieM KapauHAIBHO BIHUSET
Ha (UHAHCOBBIE PE3YIBTATHl TYPUCTCKON (DUPMBIL.
B pabote [1-3], obecrieueHrne TpacKTOPUH IKOHO-
MHYECKOTO pOCTa W KOHKYPEHTOCIOCOOHOCTH
TYPUCTKOW WHIYyCTPUH MpEIoaraeT ompezesne-
HHE TUIa KIIMEHTA, KCCIIeJOBaHNE TOTEHIHAIbHbIX
MOTPEeOHOCTEH pa3HBIX CETMEHTOB IOTpeOUTENeH
1 0COOEHHOCTEN WX IMOBEJCHUYECKOTO XapakTepa,
U Jlajiee BBISIBIICHHE OOIIMX TEHACHIHMH M 3aKOHO-
MEpHOCTEN pa3BUTHS CIIpoOca.

AHanu3 JIUTEepaTypHBIX MCTOYHHUKOB [2, 4],
TIO3BOJTJT OOOOIIHMTh MMOHATUIHBIN armapar 1 corjia-
CHUTBCSI C [IOHMMaHHEM TEPMUHA «KOHKYPEHTOCIO-
COOHOCTB», KaK CITOCOOHOCTHIO TYPUCTKOM (DHPMBI
YIOBIETBOPATh TPEOOBAHUSAM IMOTECHIIHATBHBIX
notrpeduTeneldl B KAYECTBEHHOM OTIbIXE, MOJACP-
JKUBATh U yCHIIMBATh UX MPUBEPIKEHHOCTH PUpPME.

B pabortax [5—6] oTmedaercs, 9TO Ha KOHKY-
PEHTOCTIOCOOHOCT TYPUCTCKOW (DUPMBI 3HAYNTEINb-
HOE BIMSHUE OKAa3bIBAIOT Pa3NUYHbIC (PAKTOPHI
(mpupoaHble, KIUMATHYECKHE, SKOHOMUYECKHE,
MOJIMTHYECKHE, HKOJIOTUYECKHE H T.I.) B YHUCIE
KOTOPBIX U colrajbHbIe pakTopbl. Ha TypucTckuit
CIPOC CYIIECTBEHHO BIHUSIOT TaKHe COIMAlbHBIC
(bakTOpBI, KaK CTPYKTYypa CEMbH, JOXOJI, BO3pacT
ee 4JIeHOB, UX 00pa3oBaHue U MPOdeccHs.

Metoasbl

B uensx  u3ydeHHs ~ MOTPEOHTENbCKUX
NPEANOYTeHUH Ha PBIHKE TYPUCTUYECKUX YCIYT
ObUTO pa3paboTaHa aHKETa | MPOBEIEH OIPOC
norpeburenell (kiameHToB) B KomuuectBe 100 ye-
JIOBEK. AHKETHPOBAaHHE MPOBOJIWIOCH CPEedu pe-
ANBHBIX MOTpeduTenell (KIMEHTOB) TYPUCTCKHX
¢upm B r. Hanmpuuk.

Pe3y.]'[l)TaTbI /| oﬁcymeﬂne

Baxnenmum dakTopom, BIIASIOLIUM
Ha CIIPOC B TYPUCTCKHUX YCIIyraX sIBJISIETCS CTPYK-
Typa CEMBH.
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10N

20%

-

= He cemeiinblie (ognHokue)Not family (single)

= Cembu 0e3 nereit Families without children
Cembiu ¢ 1-3 nersmu Families with 1-3 children
MpuoroaetHbie ceMbr Large families

Pucynok 1. Pactipenenenre moTeHIIUATBHBIX KINECHTOB
TYPUCTCKHUX (DUPM B 3aBHCHMOCTH OT CTPYKTYPbI CEMbH
Figure 1. Distribution of potential clients of travel
companies depending on family structure

HccnenoBanne CTpyKTypbl CEMBH MTOTESHIIN-
ANBHBIX KIMCHTOB TYPHCTCKUX (DHpM MOKa3aio,
YTO HAWOONBIIUH CHPOC Ha TYPUCTCKUE YCIYTH
(40%) umeroT He ceMeiHbIe (OMUHOKUE) TYPHUCTHI.
ITo 20% mpuxoanuTcs Ha ceMbU 0€3 IETe U CeMbH
¢ 1-3 geromu. Bennuunna 3Toro moxasaTrens HIXKE
(mo 10%) y MHOTOAETHBIX CeMeH U MOMKHUIIBIX
cymnpyxeckux map (pucyHok 1). Takum oOpaszom,
CIPOC HA TYPUCTCKHE YCIYTH YyBEIUYHBAETCS
B TEX CEMbsX, I'lle JOXOA CEMbH pacIpenenseTcs
Ha MeHbIIIee KOJTHMYECTBO YWICHOB CEMbH HJIH TIOJTY-
YaroT J0XOJIbI BCE YJICHBI CEMBH.

YcTaHOBJIEHO, YTO JIOXOJ SBISIETCSI HE MEHee
BOKHBIM  (DAKTOpPOM, BIMSIOIMM HA TYPUCTCKUMA
CIPOC ¥ OMPEIEISIONUM TOKYIIATENbCKYIO CITO-
COOHOCTB TypHcTa. [lOTCHUWANBHBIM TYPUCTOM
MOXXET CTaTh TOJIbKO TOT HYeNOBEK, 4Yel HOXOI
(3apruiata) MOKPHIBAET HE TOJIBKO €0 KU3HECHHEIC
MOTPeOHOCTH (CBOE CYIIIECTBOBAHHUE), HO U JAOTOII-
HUTENIbHBIC MOTPEOHOCTH B OT/IBIXE, B MOKYIKE
TOBApPOB M YCIYT BBICIICH KATETOPUH.

5%

10%
15% \l

20% 20%

=10-15 = 16-25 26-45 46-75 =76-100 =>100
TBIC. pYO.

thousand RUR

Pucynok 2. PacnipeneneHue NOTEHIHAIBHBIX KJIUSHTOB
TYPUCTCKMX (HUPM B 3aBUCHMOCTH OT YPOBHS
3apabOoTHOIT IIAThl OTHOTO PAOOTAIOLIETO YICHA CEMbH
Figure 2. Distribution of potential clients of travel
companies depending on the level of wages of one
working family member

HccnenoBanne MO3BOJMIO BBISIBUTH, UTO
30% TypHCTOB MPEACTABISAIOT OJUHOKHE TYPHUCTHI
¢ ypoBHeM joxoaa 10-15 teic. py6. [To 20% npeacras-
JIeHBI TYPHUCTHI CypoBHeM jaoxoma 1625 Teic. pyo.
B OCHOBHOM B CEMBsIX 0e3 nereid, u 26—45 TrIC. pyo. —
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B MHOTOJIETHBIX ceMbsix. Okono 15% omporieH-
HBIX TMPEJCTaBIAIOT ceMbu C 1-3 neTbMu, ueit
noxop cocraBisieT 46—75 Teic. py0., 10% ompo-
MIEHHBIX UMeeT J0X0x B pazmepe 76—100 Twic. pyo.,
U TUIb 5% MOTeHUHUAJIbHBIX KIMEHTOB MOJyYaeT
nmoxon cBeime 100 TeIC. pyO., B OCHOBHOM 3TO
CeMbHM YbH JICTH IMONYYar0T CaMOCTOSTEIbHBIN
noxon (PUCYHOK 2).

CylecTBeHHOE BIMSHUE Ha CIIPOC TYPUCTCKHX
YCIAYyT OKa3bIBaeT W TaKOW (DaKTOp KaK BO3PACT.
B pabGotax [7-9] npunsta clieayromas rpagarus
BO3pacTa: Miaas Bo3pactHas rpymmna — 1829 ner,
cpenHss Bo3pacTHas rpymnma— ot 30 mo 45 ner,
crapiuas Bo3pacTHas rpymnmna— ot 46 mo 60 ner,
MOKUJIast BO3pacTHas Tpymnmna — cBeime 60 ner.

5% %

\

50%

* Mammast Bo3pacTHas rpymma Younger age qroup
= Cpennsist Bo3pacTHas rpynna Middle age qroup
Crapuas Bo3pactHas rpymma Older age qroup
Tloxwuas Bo3pactHast rpynmna Elderly aqe qroup
Pucynok 3. Pacmipenenenue moTeHIIUATBHBIX KIHECHTOB
TYPHUCTCKHX (pUPM B 3aBUCHMOCTH OT BO3pacTa
Figure 3. Distribution of potential clients of travel
companies by age

UccnenoBanne Bo3pacTa MOTEHIIHAIBHBIX
KJIIMEHTOB TyPUCTCKUX (UPM (PHCYHOK 3) TIO3BOJIMIIO
YCTaHOBUTH, YTO JHIIb 5% TYpHUCTOB TPENCTABISIET
MOXHWIYI0 BO3PACTHYIO TpYIMIY, OTOMICAIINX
OT aKTUBHOW TPYJOBOM JI€ATEIBHOCTH, KOTOPBIE
HE UMEIOT (UHAHCOBBIX TNpoOieM u mpobieM
co 310poBseM. CTONb MaJioe KOIMYECTBO OTIbIXa-
IOUIMX JIMI TIOKHUJIOTO BO3pPAcTa BUIMMO CBSI3aHO
C HETIPUTOTHOCTHIO HEKOTOPHIX MECT 110 METUIIIH-
CKMM TPOTHBOMOKAa3aHWsM. He3HaunTenbHYyI0
noxio (15%) mpencTaBisrOT KITMEHTHI TYPUCTCKUAX
(bupM Miajeit Bo3pacTHOW IPYIMIIbL, YTO, CKOpee
BCEro CBSA3aHO C MONy4YeHHeM oOpa3oBaHUsl W IPO-
(heccronabHbM pocToM. Okono 50% mHoTeHIrab-
HBIX KJIMEHTOB TYPHUCTCKHX ()UpMa IpPEICTaBIISIOT
CPEHIOI0 BO3PACTHYIO TPYIINY, Hauboiee Tpyo-
CHOCOOHYIO TpyNIly JHWL, AOCTUTIIMX YCIIEXOB
B TIpo(peCcCHOHANTBHOM JIESITENBHOCTH W UMEIOIITHX
CTaOMIBHBIN noX04. M3 umcna KIMEeHTOB TypUCT-
ckux ¢upm 30% mpencraBieHO JTUIAMU CTapIei
BO3PACTHOM TPYMIBI, KOTOPHIE €IIe HE OTOLUIN
OT TPYJOBOM JAESTEIHLHOCTH.

B paborte [10—-15] ormedaercs, uto dhakTopom,
BIMSIONIMM Ha TYPUCTCKUH CIPOC BBICTyHAeT
ypOBEeHb 00pa30BaHHs MOTPEOUTENST TYPHCTCKUX
YCIYT | ero MpoQecCuoHAbHAsS eI TeTbHOCTb.
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15%

15%

60%
10%

= Cpennee The averaqe
= CpenHee crermanbHoe Specialized secondary
Heoxonuennoe Boicuiee Incomplete higher education

Pucynox 4. Pactipenenenre moTeHIIUATBHBIX KIHECHTOB
TYPUCTCKUX (DPHPM B 3aBICHMOCTH OT YPOBHSI 00pa30BaHMs
Figure 4. Distribution of potential clients of travel
companies depending on the level of education

HccnenoBanne moTpeOuTENel MOTCHITHAE-
HBIX KIUEHTOB TYPUCTCKUX (UPM B 3aBUCHMOCTH
OT YpOBHSI 00pa3oBaHUs (PHUCYHOK 4) MOKa3ajo,
gyto 10% moTpebuTeneii mMeeT HEOKOHYEHHOE
BhICIIEE 0Opa3oBaHue, 1o 15% npuxoautcs Ha mo-
TpeOuTeNnell NMEIOIUX CpeHee U CpeaHe-CIeH-
anpHOE 0Opa3oBanue, 1 60% pecriOHIEHTOB UMEET
BBICIICE OOpa3oBaHue. TakuM 00pazoM MOKHO
C/IeNaTh BBIBOJ O TOM, YTO Y€M BHIIIE ypPOBEHBb
oOpa3oBaHus moTpeOUTENel, TeM Oomblle UX
CTpEMJICHHE K ITO3HAHMAM U ITyTEIIECCTBUSM.

Pacnpesienenne MoTEHIMAIBHBIX KIHMEHTOB
TYPUCTCKUX (UPM B 3aBUCUMOCTHU OT MPOeccro-
HaJIbHOW JIeSTENFHOCTH (PUCYHOK 5) TOKas3alo,
YTO Yalle BCEro IMyTEHIECTBYIOT PYKOBOIHUTENN
cpenuero 3BeHa (25%) wu ciyxanme (20% pecrioH-
JICHTOB) Y X CEMbH, WHIWBUIYaJIbHbIC NPEAPUHH-
MaTelH ¥ BJIAJIENBIBI MEJTKUX (DHPM U PYKOBOATEIH
BeIcero 3BeHa (mo 15% pecnoHIeHTOB) u uX
CeMbU, KOTOpBIE €XEroAHO HCIOIB3YIOT YacTh
(mapy Hememp) CBOETro OTIYyCKa. 3HAYUTETHHO
pexe oTapixator padouune (5%), mmagmmuii (10%)
u cpennuii (10%) oOcmyxuBaronuii mepcoHal.

15% %

=

[

15%

= Paboune Workers
= Mnaammii o6cnyxuBaronuii nepconan Junior service personnel

Crapumii 06ciy )XuBaromuii mepcoHai Senior service personnel

Pucynok 5. Pacnpenenenue noTeHIUAIbHbIX KIMEHTOB
TYPUCTCKHX hupm B 3aBHCHMOCTH
oT npoheCCHOHATILHOM AEATETHOCTH

Figure 5. Distribution of potential clients of travel
companies depending on professional activities
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MoXHO TOJNarath, yBEIMYCHHE CHpOCa
HAa TYPHCTCKUE YCIYTH CpPeOd PYKOBOJMTENICH
CpPE/IHETO 3BEHA U CITY’)KalllUX, CBSI3aHO C TEM, YTO
HaXOJISICh B CBOEM OOJIBIIIMHCTBE, B UHYCTPUAIBEHOM
U ypOaHU3HPOBAHHOI CpeJie OHU TPETEPIIeBAIOT MHO-
JKECTBO CTPECCOBBIX CHTYAIIMI B MPOPECCUOHATBHOM
JIeSITEIIBHOCTH, @ MOHOTOHHAS U OJTHO00pa3Has 1o-
BCE/IHCBHAS )KU3Hb MPUBOJIMT K YTPATE J{yXOBHBIX
1 GU3UYECKUX CHJI, TPEOYIOTINX BOCCTAHOBJICHHUS.
A TpyZ0BO# OTIYCK, IYCTh M Ha HEIPOIOJDKH-
TEJIHOE BPEMsI, TO3BOJICT KOMITICHCUPOBATh HAKO-
MUBIIYIOCA ycTanocTh. OTCIOAa ClIEAyeT, OTIYCK
Wi cBOOOHOE BpeMs (Tpa3JHUYHBIC THU), KOTO-
PBIM PACIIONIATalOT KIUEHTHI, SIBJIICTCS Ba)KHBIM
(hakTOpOM, BIUSIONIMM HA TYPUCTCKUHN CIIPOC.

OO6pazoBanne 1 Mpo(hecCHOHATBHAS IEATCIh-
HOCTh TIOTCHIHAIBHBIX KJIMEHTOB TYPUCTCKUX (HHPM
BJIMSIOT HE TOJBKO Ha KOJMYECTBO COBEPILIACMBIX
UMU TyTENIECTBUH, HO M HA BBIOOP TYPUCTCKOTO
HarpaBjIeHHs (PUCYHOK 0).

5% 5‘9‘

30%
20%

0,
o
= KyneTypHO-nio3HaBarenbHblii Cultural and elucation

= TInsokueiii Beach
Jleue6HO-0310poBHUTENBHEI Health-improving
T'opronbpkHbIA Ski
= [llonuur-Typsl Shopping tours
Pucynox 6. Pactipenenenue moTeHIIMATBHBIX KIHECHTOB
TYPUCTCKHX (UPM B 3aBUCHUMOCTH OT TYPHUCTCKOTO
HaIpaBJICHUS
Figure 6. Distribution of potential clients of travel
companies depending on the tourist destination

Pacnpenenenne NOTEHIMAIBHBIX KIMEHTOB
TYPUCTCKUX (PUPM B 3aBUCIMOCTH OT TYPHUCTCKOTO
HamnpaBJeHus ToKazaid BocTpeboBaHHOCTE 40%
PECTIOHJICHTOB B IUISDKHOM BUze oTAbixa. Habmro-
nmaetcsa crnpoc 30% ONpOIIEHHBIX Ha KyJIbTYPHO-
MO3HaBaTeNbHBIN BUA oTAbxa. Okomno 20% pecron-
JEHTOB BBIOMPAIOT  J1Ie4eOHO-030POBUTENBHBIN
OTIBIX, T.€. OTABIX B JICUECOHHUIIAX, CAHATOPHSIX,
37[paBHUIIAX MPO(UIAKTOPUSIX U 0310POBUTEIBHBIX
narepsix, kak B Poccun (B TOoM umcne KabapauHo-
Bankapckoit PecnyOnmuke), Tak m3a  pyOeKOM.
Mo 5% kIMeHTHl TypUCTCKUX (GUPM OTHAIOT MPEa-
MOYTEHUE TOPHOJBDKHOMY OTAYXY W LIOIHMHI-Typam
3a pyoexxom. CiemyeT OTMETUTh, 9TO IS OTIBIXA
Ha MECTHOM TOPHOJBDKHOM Kypopte Ilpuamib-
Opyche xutenu PecrryOnukn He oOpamaroTes Win
Majo oOpamarTCcs B TyPUCTCKHE (DUPMEL.

HccnenoBanne MOTEHUMANBHBIX KIMEHTOB
TYPUCTCKUX (UPM B 3aBUCUMOCTH OT CTPaHBbI
MOCEIEHHsT TOKa3ald CIEAYIOMINE pe3yIbTaThl
(pucynok 7): 20% pecrnoHAEHTOB HPEANIOYUTAIOT
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OTJIBIX Ha MoOepexbe Poccuiickoro ueproro Mops,
13% — B Typuumn, 12% — B I'peunn, 10% — B Utanmu.
HanmMeHnpmM cripocoM  TOJB3YeTCsl  MOCEIIeHNE
KyO051, 9T0 BUAMMO CBA3aHO C NaTBHOCTHIO MOJIETA.
B nmocemaemMbIx TypuCTaMu CTpaHax MpeaiaraeTcs
00JIBIIION BRIOOP TOCTHHUIL — OT IKOHOM IO JIFOK-
COBBIX U JOCTATOYHO UIMPOKUU CHEKTP TYPHUCT-
CKHX YCITyT.

10% 5%
= Typuus Turkey
Tynuc Tunisia
= ®pannus France
* Mapokko Morocco

* Poccust Russia
I'penns Greece

* Utamms Italy

* Ucnanms Spain

* Unpust India = Tamwnanx Thailand
* Kunp Cyprus = lomunnkana Dominicana
Ky6a Cuba JHpyrue crpanst Other countries
PI/ICYHOK 7. Pacnpez[eneHI/Ie IIOTCHIIMAJIbHbBIX KIIMCHTOB
TYPUCTCKMX  (HPM B 3aBHCUMOCTH  OT CTPaHBbI
IOCCHICHUSI

Figure 7. Distribution of potential clients of travel
agencies depending on the country of visit

Crpoc Ha TYPUCTCKHE YCIYTH (GOPMHUPYETCS
U TakUM (PAKTOpPOM KaK HMCTOYHHMK HH(pOpMaIH
0 TypUCTHYECKUX HAMPABJICHUAX U YCIyTax (pucy-
HOK 8). B xoze mccrnenoBaHuii yCTaHOBJIEHO, YTO
OCHOBHBIM MCTOYHHUKOM HH(OpPMALK O TypUCTHYE-
CKHX HAlpaBIICHMSX W YCIyTax CpPeAd TOTSHIHANb-
HBIX KIIMEHTOB TYPHCTCKHUX (PUPM SIBJISETCS HHTEPHET
pecypcsl (40% ronocos). Ha BTopom Mecte 1o 110-
BEPHIO OIPOIICHHBIX MOTpeOnTeNel K HCTOYHHUKY
HHGOPMALUK SIBISIOTCS PEKOMEHIALMU ApY3el
U pekiiamMa Ha paano u teneBuaeHun (mo 15%
omnpoiieHHbIX). OTHAKO HE ClIeyeT 3a0bIBaTh, YTO
JOBEpHEM KIIMEHTOB IOJNB3YIOTCS HH(OPMALHS,
MOJTy9eHHas! OT POJICTBEHHUKOB B MEYaTHOW TPO-
nykiuu (o 10% ompoInieHHbIX).

&

10% 15%

* PekoMeH1aumu poJcTBeHHUKOB Relatives recommendations

40%

* Pexomenanuu kosurer no pabore Recommendations from colleaques at work
Pexomennanuu apyseir Friends recommendations
Peknama o pajguo u TeneBunaenno Radio and television advertising

* Peknama B 1eyaTHbIX u3gaHusx Advertising in print media

* Pexnama B unTeprer Internet advertising

* Pexnama Ha GanHepax Banner advertising

Pucynox 8. PacnpeneneHue MOTEHIMANBHBIX KIMEHTOB
TYPUCTCKUX  (UPM B 3aBHCHUMOCTH  OT HCTOYHHKA
MH(DOPMAIMH O TYPUCTHIECKUX HAIPABICHUSIX U YCITyTax

Figure 8. Distribution of potential clients of travel
companies depending on the source of information on
travel destinations and services



Dzakhmisheva 1.5k Proceedings of VSUET, 2020, vol. 82, no. 3, pp. 296-301

HccnenoBanne NpuBEpKEHHOCTH OTEHIM-
aNbHBIX KIHEHTOB K MPHOOPETEHUIO TypIakeTa
TOJIBKO Y OJHOW TYpPUCTCKOH (UPMBI MOKa3aio,
YTO INOTPEOUTENN HE UMEIOT BBICOKOTO YPOBHSA
JOSAIBHOCTH K oftHOM (20% pecrnoHAEeHTOB) WM
K JBYM TYpPHCTCKHM (hpupmam (25% omporieHHbIX)
1 CTPEMSITCS TIPHOOPECTH TMYyTEBKY Y TOW (PUPMEL,
rae OoJyiee BBITOJHBIC IEHBI M CUCTEMBI CKUJIOK
(55% omporieHHbIX) (PUCYHOK 9).

. 20%

55%
25%

= [IpuBepkeHHOCTH K O1HOI TypHcTcKOit hupme Commitment to one travel

agenc
Tﬂ)nsep)kem{oc’rb K Apyrum TypuctckuM dupmam Commitment to other travel

companies .
TTokymnKu TyprakeToB 3aBHCHUT OT YPOBHsI LIeH ¥ CHCTEMbI CKUA0K Buying tour

packages depends on the price level and discount system

Pucynok 9. PacnpeneneHne MHEHHI MOTEHIMAIBHBIX
KJIMEHTOB B 3aBUCHMOCTH  OT MX NPUBEP)KEHHOCTH
K TYPUCTCKUM (prpMam

Figure 9. Distribution of opinions of potential customers
depending on their commitment to travel agencies

Takue pe3yabTaThl CBUACTEIBCTBYIOT 00 U3-
MEHEHHH CTPYKTYpPHl TOTPEONIEHUS TYpPUCTCKUX
YCIIYT TIOJT BIUSHUEM IIeH. J{ake He3HaunuTebHbBIC
M3MCHEHHS B I[EHE MPHUBOMAAT HE TOJBKO K CMEHE

post@uestnik-vsuet.ru

TYpUCTKOW (UPMBI  JUISI IOKYTIKK ~ TypIriakeTa,
HO M K 3HAUUTEIbHBIM U3MEHEHUSM B KOJUYECTBE
MOTPeOIAEMBIX TYPUCTCKUX yCIIyT. Taxke BaXKHO
MMOHWMATh, YTO CHIDKEHHE JIEHEeXKHBIX IOXOJ0B
HEMHHYEMO TIOBJIEYET COKpalmieHHe MoTpeOHOCTH
B TYPUCTCKHX yciyrax. [IpuauHa BUIUTCS B TOM,
YTO TYPUCTCKHE YCIyTH HE SBISIFOTCS JKU3HEHHO
HEOOXOMUMBIMH. [103TOMY TypHCTHYECKUM areHT-
CTBaM He0OXO0JMMa MOCTOsTHHAs paboTa B HaIpaB-
JICHUHY TIOBBIIICHUS JIOSUTBHOCTH MTOTPEOUTENEH.

3akiaoueHne

YCTaHOBJIEHO, YTO COIUAIBHO OPUEHTHPO-
BaHHbIC HOTpe6I/ITeJ]I/I ABJIAIOTCA MAapKETUHI'OBBIM
WHCTPYMEHTOM SKOHOMHYECKOTO Pa3BUTHS TYPHUCT-
CKUX (GHPM 1 00eCIeUeHHs X KOHKYpPEHTOCIIOCO0-
HocTh. [loyyueHHasi, B pe3ynbTaTe IPOBEICHHBIX
HCCIeI0BaHMi MH(pOpMAaLKs, TO3BOJIUT Jydlle T0-
HSATPH MOBEJICHUE KITNEHTOB, CBOEBPEMEHHO BBISIBUTH
MpOOJIEMBI, TPENATCTBYIOMHE 3(PHEKTUBHOMY
BeJeHHI0 OM3HEca U CHU3UTH BEPOSITHOCTH PUCKA
B IIPOIECCE MPHUHATHS MPABUIBHBIX YyIpaBICHYE-
CKHX peIIeHni B chepe Typu3ma.

Peanuzanysi 0CHOBHOTO NpHHIMIA MapKe-
THUHI'a — OpHUCHTAllMd Ha HOTpe6I/ITCJIH IIO3BOJIUT
CKOHIICHTPHPOBATh CBOM YCWIHS Ha Hauboee
NEPCIEKTUBHBIX CEIrMCHTAaX  PbIHKA, JOCTHUYb
noBbIeHAS 3)()EKTUBHOCTH TPUMEHSEMBIX POpM
Y METOJIOB MPOJAXKU, PEKIIAMBI, CTUMYIHPOBAHUS
cOBITa, W, B LIEJIOM, 00ECIIEYNTh YKOHOMHYECKUI
POCT TYPUCTCKHX (PUPM.
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