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Y cmammi po32isHymo BaxJ/iusicmb  BUKO-
pucmaHHsl MapkemuHay 8 Oisi/ibHoCmi mypuc-
muyHUX opaaHisayil. 3pobsieHo akyeHm Ha
IHmepHem-mapkemuHay. OKpec/ieHo nepesagu
ma Hedoniku IHmepHem-mapkemuHay. BusHa-
4eHO, WO cyyacHi ycriwHi opaaHizauil Maoms
OOHY CriJIbHy pucy — BOHU MakcUuMasibHO 30pi-
€HMOBaHi Ha crioxusada i 8cto pobomy 6ydy-
0mb Ha OcHOBI MapkemuHgy. [MpoaHanizosaHo
pesy/lbmamu  cmamucmuy4HuX 0ocC/lioXeHb Y
cghepi  IHMepHem-mapkemuHay 3a OCMaHHi
mpu poku. JocrioxeHo IHmepHem-cmopiHKy,

cmu mypucmuydeckux opeaHuzayul. CodenaH
akyeHm Ha ViHmepHem-mapkemunae. Onpede-
JIeHbl npeumywecmsa u Hedocmamku ViHmep-
Hem-mapkemuHaa. [JokasaHo, Ymo COoBpeMeH-
Hble ycriewHble op2aHu3ayuu UMerom OOHY
06wy Yepmy — OHU MaKCUM&/IbHO OpUeH-
muposaHbl Ha nompebumesisi U 8clo pabomy
CMposim Ha OCHoBe MapkemuHea. NpoaHasiu-
3UpoBaHbl  pesy/ibmambl  CMamuCMUYeCcKux
uccnedosaHull 8 ob1acmu VIHmepHem-mapke-
muHea 3a rnocsiedHue mpu 200a. ViccredosaHa
VIHmepHem-cmpaHuya, nposedeH aHa/iu3 map-

rposedeHo aHa/li3 MapKemuHa080i cmpameail
PO38UMKY IHMeEPHEeM-CMOPIHKU MypUCMUYHO20
onepamopa. OKPEC/IEHO KJ/IKOHOBI  MOKa3HUKU,
W0 HeobXiOHi 07151 MiOBULYEHHST echeKmuBHOCMI
disi/lbHOCMI - MypuUCMUYHOI opeaHisauyii. BusHa-
YeHO Yi/lbosy ayoumopito mypucmuyHoi opaa-
Hisayii Coral Travel. Y npoyeci OOC/IOKEHHS
008e0eHO, WO NPOBEOEHHS aHanizy IHmepHem-
CMOpIHKU,  IHMepHem-aHasi3  KOHKypeHmis,
Yinb0B0i ayoumopii Cb0200HI € BaX/IUBOIO YMO-
BOK) KOHKYPEHMOCTPOMOXHOCMI mypucmuyHoi
opaaHizauil.

KemuH2080l cmpameauu pa3sumusi VIHmep-
Hem-cmpaHuybl  Mypucmu4yeckoeo  ornepa-
mopa. OnpedesieHbl K/YeBbIe MoKasamesu,
HeobxoouMble 0711 MOBbIWEHUST 3ghghekmus-
Hocmu desimesibHOCMU mypucmuyeckoli opaa-
Husayuu. OnpedenieHa yenesass ayoumopusi
mypucmuyeckol opeaHu3zayuu Coral Travel. B
Xooe uccnedosaHusi 0oKkazaHo, Ymo rposede-
Hue aHasu3a VIHmepHem-cmpaHuybl, ViHmep-
Hem-aHa/lu3 KOHKypeHmos, yesiesol ayoumo-
puU Ce200Hs SIBMISIOMCST BaXHBIM YC/I0BUEM
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The article considers the importance of using marketing in the tourism organizations activities. Internet marketing was emphasized. The advantages and
disadvantages of Internet marketing are identified. There was determined that successful modern organizations have one thing in common — they are as
consumer-oriented as possible and all work is based on marketing. It is determined that modern prosperous organizations at all levels have one thing in
common — they are maximally consumer oriented and build all their work on the basis of. It has been proven that Internet marketing is marketing based
on an electronic technologies. Practically it concerns Internet sales technologies: e-commerce and traditional commerce, which uses the Internet as an
assistive technology. Analyzing the modern development of Internet marketing in the tourism sphere, it is rational to identify the tendency to sell products /
services through social networks “Instagram”, “Facebook”. A large number of potential consumers get information, news, special offers, feedback through
online resources. An analysis of the Coral Travel tourist website was conducted. According to the results of the analysis, we can conclude that the largest
flow of consumers of Coral Travel tourist company is from Ukraine. Potential consumers come to the site purposefully, taking into account the number of
page views on the site and the average visit time. Paid advertising on the website has low rates, the largest number of potential consumers comes from
Facebook, Youtube. We pay particular attention to the fact that today travel organizations understand that the website analysis, online analysis of competi-
tors, target audience is an important part of increasing the profitability of the organization. That is why it is important to research Internet marketing, identify
new trends, introduce marketing Internet technologies. The article considered the use of Internet marketing for marketing analysis of a tourist operator.
Analyzing the tourism organization, it was found that it faced some difficulties. The problematic issues outline the prospects for further research on the use
of Internet marketing research tools in organizations. In particular, attracting more potential customers to the main site of a tourist operator with an increased
opportunity to purchase tourist goods / services.

Key words: marketing, internet marketing, travel operator, travel organization, website.

MoctaHoBKa npoGneMu. Y cyyacHuUX YyMOBax
(PYHKLiOHYBaHHS TYPUCTUYHUX OpraHi3auiii ogH1M i3
BaX/IMBUX acnekTiB LOis/IbHOCTI € KOHKYPEHTOCMpo-
MOXHICTb, CaMOOKYMHICTb Ta iHHOBaLjiliHi mMeToAn
BM/IMBY Ha NiABULEHHS eheKTUBHOCTI NPoaaxy ToBa-
piB UM nocnyr. Ha cy4acHOMy pUHKY OAHUM 3 iHCTPY-
MEHTIB, SIKUI NiABULLYE €(PEKTUBHICTb, € MapPKETUHT,
a came IHTepHeT-MapKeTuHT. AHasi3 HayKoBOT NiTepa-
TYpWU fae 3MOry CTBEpPXYyBaTy, L0 CTasI0 TEHAEH-
Li€0 OCTaHHIX POKIB PO3BUTKY TYPUCTUYHOT iHAYCTPIT
CTa/I0 aKTUBHE BWKOPUCTAHHS OH/aiH-NnaTcopm
ONs BeAeHHs1 edpekTUBHOro GisHecy. TOMy Cy4acHUM
TYPUCTUYHUM OpraHisauisMm Tpeba LWBWMAKO NPUCTO-
COBYBaTWCSl A0 OH/MAH-NPOAaxiB ToBapiB / MOCAyT.
3a [0noMOrot HCTPYMEHTIB |HTepHET-MapKeETUHry
TYPUCTUYHI OpraHisauii MoXyTb 36MpaTtn AOCTOBIpHY
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iHhopMaLilo NPo ChnoXwBayiB MOC/Yr, KOHKYPEHTIB,
e(eKTUBHICTb peknamMn Ta iHWI nokasHuKK. | Bxe 3
LMMU MOKa3HWKaMN TYPUCTUYHI opraHisaLii MOXyTb
3HaxoAMTU Hanbinblw edhekTMBHUIA nnaH gin ans
36iNbLUEHHST NPUBYTKY opraHisauii.

AHania ocTaHHiX AochniAKeHb i nyo6nikauiid.
Mpobnemam Ta OCOGMAMBOCTAM PO3BUTKY Map-
KETUHry, IHTepHeT-MapkeTuHry Ta edq)EKTUBHOIOo
BUKOPUCTAHHA CY4YacHUX IHCTPYMEHTIB 414 nig-
BULLIEHHA ed)eKTUBHOCTI opraHisauii npucBATUNN
cBOT gocnimkeHHa . Kotnep [1], M. Mak-[oHanbg,
[2], H.B. KyaeHko [3], M. Conogap Ta iH. Y BKa3sa-
HUX Mpausix BUCBIT/IEHO OCHOBHI TeHAeHUjii po3Bu-
TKY MapKeTUHTY, PO3rfIAHYTO CcTparerii MapKeTuHry,
IHTEpHET-MapKETUHI, aHani3ytTbCAd MapKETUHIOBI
IHCTPYMEHTV BM/IMBY Ha CMOXUBAYIB.
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MocTtaHoBKa 3aBAaHHA. HeobxigHOK yMOBOI
BMXMBAHHSA TYPUCTUYHMX OpraHi3aliii Ha CBITOBOMY
PUHKY CTana MoTYy)XHa MapKETUHroBa Aisi/IbHICTb.
[HTEpHET-MapPKETUHT CTa€ HOBWM HanpsiMOM Yrpas-
NiHHS PO3BUTKOM TYPUCTUYHUX OpraHisauiid, a ixHiM
HalibiNbL e(PeKTBHNM IHCTPYMEHTOM € CTBOPEHHS
BEAEHHS BNacHMx Beb-caiiTiB Ik 04HOro 3 OCHOBHUX
3ac06iB KOMYHiKaLii cyb'ekTa ynpas/liHHS opraHizadji
3 Typuctamu. ToMy METOK [OCMi[KEHHS € BU3HA-
YEHHS [OUiNIbHOCTI BMKOPUCTaHHSA IHTepHeT-Mapke-
TWHTY B CyYacCHIl TYPUCTUYHIA opraHisau;i.

Buknag OCHOBHOro martepiasly AOCNioKEHHS.
CyyacHi opraHisadji, o npousiTaioTb, Ha BCiX piB-
HAX MalTb OAHY CRiflbHY PUCY — BOHW MakCUMaslbHO
30piEHTOBAHI Ha CroXuBaya i BCO po6OoTy 6yaylTb
Ha OCHOBi MApPKETUHTY.

facno MapkeTuHry: BUpOGNATM Te, WO npoja-
€TbCH, a He NpoAasatu Te, Lo BUPo6NsAeTbes [5].

MapKkeTUHI — PUHKOBA KOHLEMLiA ynpaBiHHA
BMPOOHMY0-30YTOBOI AisI/IbHICTIO OpraHisadi, cnpsi-
MOBaHa Ha BMBYEHHS PWHKY i KOHKPETHUX 3anwuTiB
crnoxmsauis [6].

MeTa MapKeTuHIy — NpmMBepTaT HOBUX KIIEHTIB,
06iLAYN BULLY CNOXMBALbLKY LiHHICTb, i 36epiratu
cTapux KNIEHTIB, 3a[0BOJIbHAUN iXHi 3anuTn, AKi
MOCTIHO 3MiHKOTbCA [4].

[HTEpHET-MapPKETUHI — BEOEHHA MAapPKETUHIY Ha
OCHOBI €M1eKTPOHHUX TeXHOOrIN. MpakT1yHO Le cTo-
CYETbCS IHTEPHET-TEXHOON i NPOAAXKY: €NEKTPOHHOT
KoMepLii Ta TpagMuiiiHOI KoMepLii, Ska BUKOPUCTO-
BYE 3ac00M IHTEPHETY K AONOMDKHY TEXHOJOTIH.

FAKLWO MapKeTUHr — Le 3a/ly4eHHs N YTPpUMaHHS
KNiEHTIB, TO IHTEPHET-MapKeTUHT — 3aJlyd4eHHs W
YTPUMaHHSI K/ieHTIB B IHTEpHETI [6].

OcobnuBOCTAMU |HTEPHET-MAPKETUHTY € LUBUA-
KW Temn PO3BUTKY iIHCTPYMEHTIB MapKeTUHry, BeCb
npouec 3anexunTb Bif IHTepHeT-3'eAHaHHs, Heobme-
XeHi npocTopn Ana YHKUIOHYBaHHA, MOX/UBICTb
KOpUCTyBaTMCS Pi3HMMK GisHec-moaenamm (6isHec —
6i3Hec, Bi3HeC — CnoxuBay, CroXxusay — Croxmsauy).

MepeBaramMmn |HTEPHET-MAPKETUHIY €. LUBWUAKWIA
[OCTyn [0 iHhopmalii npo ToBapu Yn Nocnyru; Top-
riBns yepes oHMaH-NNaTopMn; eKOHOMISI KOLUTIB;
PO3LUMPEHHS AiS/IbHOCTI OpraHi3auii 3 I0Ka/IbHOTo Ha
MiDXHapOAHWUIA piBEHb; OAHAKOBI LUAHCU B KOHKYpPEeHLT
Ha oHNaliH-nnaropmax, ditka cTaTucTuYHa KapTuHa
NMOKa3HWKIB e(PeKTUBHOCTI AiANbHOCTI IHTepHeT-Map-
KETVHTY, HWM3bKi BMTpaTW Ha peknamy MOpPIBHAHO 3
TenebayeHHsM, pagio TOLLO.

Br3HaueHo Heponiku |HTepHeT-MapKeTuHry: 6es-
neka crnoxmeayiB, KOHIAEHUINHICTb AAaHUX, HEMOX-
NIMBICTb AOTOPKHYTUCA [0 TOBapy, BiACYTHICTb OCO-
BGUCTOro KOHTaKTY.

MpoaHasizoBaHO OCHOBHI pe3ybTaTi OCTaHHiX cTa-
TUCTUYHUX JOCAIMKEHb Y chepi IHTEpHET-MapKETUHrY
3a OCTaHHI TPU POKM Ta BUSIB/IEHO, LLIO A71s1 93% CNoXu-
Ba4iB BaroM1MMm pakTopom y BUOOpPI ToBapy Um Nocnyru
€ Bidya/ibHa NpuBab6/MBICTb; 84% KopuCTyBauiB nignu-

CaHi Ha CTOpIHKM BigoMux 6peHaiB y coumepexax; 69%
3ara/ibHOr0 4Yacy B |HTepHeTi KopucTyBay MpPOBOAWTH
3a A0NoMOror MobinbHoro TenedoHy; 56% email Big-
KpuBa€eTbCA Ha MOOGiNbHMX; 81% MOKYNUiB AOCMIOXKY-
10Tb TOBAp OHNAliH Nepepa npuadaHHam [10].

AHasi3ytum Cy4yacHUin po3BUTOK IHTEPHET-Mapke-
TUHIY B TYPUCTWYHIl cdpepi, pauioHaslbHO BUAGINUTK
TEHAEHLi0 A0 NpoAaxiB TOBapiB UM MOCAYr yepes
coujanibHi Mepexi Instagram, Facebook. Benuka
Ki/IbKICTb MOTEHLIHNUX CNOXMBaYiB Ai3Hat0TbCA NpPo
HOBWHW, akuiiiHi nponos3uuii, BiArykn came 4vepes
OHNaiH-pecypcun. TakoX BaXKMBUM HOBOBBEAEHHSM
€ BiIEOKOHTEHT 3aMiCTb TEKCTY.

OujiHiloloun  pe3ynbTaTt  CTaTUCTUYHWUX — A0CAI-
[DKeHb, MOXHa CTBepmkyBaTW, WO TYPUCTUYHUM
opraHisauism 6inblie Tpeba akueHTyBaTu YyBsary
came Ha OHNaliH-Nnpogaxax TYPUCTUYHUX TOBapIB um
nocnyr. Ha npvknagi ogHoro 3 nigepis cepep Typuc-
TMuHMX onepatopis Coral Travel moxHa gocnigntu
piBEHb Ta (PYHKUIOHYBaHHS |HTEPHET-MapPKETUHTY Y
CyyacHUX ymoBax BBefeHHs 6i3Hecy oHnaiH [10].

TypucTuyHuin onepatop Coral Travel pyHKLiOHYE
B MOCTIAHO MIH/IMBUX YMOBaX, 3yMOBJ/IEHNX K CUTY-
aujelo BcepeauvHi camoi opraHisauji, Tak i BigHOCU-
HaMmn, WO CKNagakwTbCA 3 HWUMW E€KOHOMIYHUMU
Cy6'eKTaMmu PUHKY.

BaxnmBum HanpssMoM MapkeTuHry y XXI cToniTTi
€ IHTepHET-MapKETUHT, TOMY Tpeba NpuaiNATn 3HauHy
yBary AOCNIMKEHHIO [HTEPHET-CTOPIHKN TYPUCTUYHOI
opraHizauji Coral Travel. MNepwe, Ha Wo Tpeba 3Bep-
HYTW yBary, — Lie Li/iboBa ayauTopis.

IMOoKa3HUKM 3BEPHEHb HAa FO/I0BHY CTOPIHKY CaliTy
Coral Travel y BiiCOTKOBOMY BifHOLUEHHI Ta NpupicT
KiNIbKOCTI BiABigyBauiB HaBeaeHo y Taon. 1.

3 1abn. 1 MOXHa CTBepAXyBaTu, WO HaibinbLwnii
NnoTiK cnoxmBadiB — 3 YkpaiHu, binopyci ta Pocil.
Llofo nporpecy B nNpuMpoCTi cnoxusadiB Ha IHTep-
HEeT-CTOPiHUj, TO 6a4yumMo nporpec B YkpaiHi — 21%
Ta binopyci — 20%. Omxe, Tpeba 3BEPHYTU MaKCu-
MasibHY yBary Ha LinboBYy ayauTopito 3 YkpaiHu, aHa-
nizyeatu ii Ta opieHTyBaTuUCA Ha ii noTpeow.

Y Tabn. 2 HaBedeHa nepLua YacTHa MapKeTuH-
rOBOro aHani3y IHTepHET-CTOPIHKN TYPUCTUYHOTO one-
patopa Coral Travel.

BusiBneHo, Wo Benuka KifibKicTb NOTEHLiAHMX Cno-
XnBauiB TypucTuyHoro onepatopa Coral Travel uine-
CMPSAMOBaHO 3ax04siTb Ha caliT. MoxHa no6aumnTu, Wwo
peknama Ha I[HTepHEeT-CTOpIHL € OpraHivyHoto, naTHa
peknama ctaHoBuUTb nuwe 0,70%, Wo cBigYnTL NPo
HeonpaubOoBaHICTb LbOr0 HanpsiMy 3a/lyyYeHHs K/li-
€HTIB Ha CTOpiHKY caliTy. Lllogo npsAmux 3axogis Ha
caliT, TO BOHM CTaHOBMATbL Maixke 50%, L0 CBigunTb
Npo Hamipu ManbyTHIX CNOXuBa4yiB 3axoAuUTU came
Ha odqiuiiHnin caint Coral Travel yepe3 opraHidHy
peknamy 3a kawouvoBumy crioBamu. (Kopan Tpesen,
Coral Travel, Kopan, Coral Travel YkpaiHa).

Y Tabn. 3 HaBefeHi AaHHi 3 coujiasibHUX Mepex
TypucTuyHoro onepartopa Coral Travel.
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Tabnuya 1

Moka3HUKK 3ax0AiB Ha rofI0BHY CTOPiHKY caiiTy Coral Travel
Y BiiICOTKOBOMY Bi4HOLLEHHI Ta NPUPICT KiNbKOCTIi BigBigyBauiB

KpaiHa BiacoTok 3axogiB Ha CTOPiHKY MpupicT NopiBHAHO 3 NonepeaHIiMY NOKa3HUKaAMK
YkpaiHa 88,74 % + 20,72 %
Binopycb 5,63 % +19,24 %
Pocis 1,17 % + 11,37 %
TypeuunHa 1,09 % - 0,58 %
MonbLa 0,47 % -1,81%

Lkepeno: cknadeHo Ha OCHOBI [8]

Tabnmuga 2

AHani3 MapKeTUHroBOI cTpaTerii po3BUTKY IHTEPHET-CTOPiHKK
TypucTtuyHoro oneparopa Coral Travel. YactuHa 1

Xapaktepuctuka

AHaniTuka

ACOPTUMEHT

TYPUCTUYHI NOT34KWN, BHYTPILUHIA Ta 30BHILLHI/ TYpU3m

CrparTeris nigepcrea

EcteTnyHa nepesara

IHWi HiWi Ta cneuianizayis

MNepeknag AOKYMEHTIB, Npaus 3 TypareHTamm

Oco6nuBOoCTi canTy

CnnmBatodi BikHa, po3cusika NUCTIB, HasdoraHsioua peknama

KinbKicTb Bi3WTiB Ha caliT, TUC. Yon. 3a 6 Mmic.

66,956

CepefiHA KiNbKiCTb CTOPIHOK Nif, Yac nepernagy 5

Yac Bi3uTty (cepegHiii), XB. 5,53
Mpsami 3axoan, % 49,15 %
Mepexif Ha CTOPIHKY 3 pedhepasibHUX CTOPIHOK, % 3,20%
Mowyk ycsoro, % 100 %
MoLwyK opraHivyHuii, % 99,3 %
Mowwyk nponsiaveHunin, % 0,7 %

Peknama 3a k/1t040BUMK Cri0OBaMm

Kopan Tpesen, Coral Travel, Coral, Kopan, Kopan Tpesen
Ykpaina

Mpu6ansHuii GI0AKET Ha NOLIYK Ha AeHb, TPH.

3a Google gaHux Hemae.
3a Angexkcom — 40 rpH.

Lkepeno: cknadeHo Ha ocHosI [8; 9]

Tabnuua 3
AHanis MapKeTUHroBoOi cTparterii po3BUTKY IHTEPHET-CTOPIHKU
TypucTuyHoro oneparopa Coral Travel. HacTuHa 2
I3 couiansHux EMAIL nuctu Facebook Instagram Youtube VK
Mepex
1,65% 3,05% 57,24% Hemae paHnx 23,0% 6,95%

[Jxepesio: ck/iadeHo Ha OCHoBiI [8]

BusiBneHo, Wo TypucTuyHa opraHizauis Coral
Travel npuainse MmakcumanbHy yBary po3BuTky opra-
Hi3ayii yepes couianbHy Mepexy Facebook. I3 Hel
Ha caWiT 3axoadaTtb 57,24% BiggigyBadiB. 3 Youtube —
23%, 6aunmo, Wwo Tpeba gonpalboByBaTu Ta PO3BU-
BaTu Uel HanpsMm. HWHI npogax ToBapiB 4u nocayr
yepes coujanbHi Mepexi HabyBae HOBUX 06epTiB.
Tomy Tpeba 3BepHYTU yBary Ha 3a/1y4eHHs NOoTEeHLi-
HUX KNIEHTIB TAaKOX Ha colianbHy niaTgopmy vepes
Instagram Ta nokpatuntn EMAIL-MCTYBaHHA.

OTXe, MOXHa AT BUCHOBKY, LLIO OCHOBHa MeTa
MapKeTUHTY — BUPOGIATM Taki MPOAYKTU UM NOC/yru,
sKi 6yayTb MpoAaBaTvCsl, TOMY BadK/IMBO BUKOPUC-
TOBYBaTU PIi3HOMAHITHi MapPKETUHIOBI iHCTPYMEHTMW.
OfHUM i3 HUX BUCTYNae aHani3 IHTepHEeT-CTOPIHKK
Coral Travel.
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3a pesynbrataMu aHaslisy MOoXKHa AiinT BUCHOBKY,
L0 HaGINbLWIKIA MOTIK CNoXuBadviB — came 3 Ykpa-
THW. TOTeHUjliHI cnoXuBadi 3axoAsaTb Ha caWT ujine-
crnpsAMoBaHo, 6epyyn 40 yBaru KisibkicTb Nepernisgis
CTOPIHOK Ha caWTi Ta cepefHiii yac Bi3uTy. MNnaTHa
peknama Ha IHTEpHEeT-CTOpiHUi Mae HM3bKi MokKas-
HWUKK, HalibiNblUa KifIbKICTb MOTEHUIAHMX CNOXMBaYiB
npuxoauTb came 3 Facebook, Youtube.

HuHI TypnCTUYHI opraHisaLii po3ymitoTb, WO aHa-
Ni3 [HTepPHETCTOPIHKKN, IHTEpPHET-aHaNi3 KOHKYPEHTIB,
LiNbOBOT ayaMTopii € BaX/MBOK 4acTMHOK 306isb-
LLEHHA NPUOYTKOBOCTI opraHisayii. ToMy Bax/IMBUM
€ [OCNiLKEeHHA |HTepHEeT-MapKeTUHTY, BWUSB/IEHHSA
HOBUX TeHAEHLi, ynpoBa[XeHHS MapKeTUHIOBUX
IHTEpHET-TEXHOMOrIA. [NA TypuCTUMYHOT opraHisaw,i
Coral Travel € Baxnneum noganblue [OCNIIKEHHS
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IHTEpHET-MapKeTUHTy, TOMY LLO BE/IMKa YacTka npo-
JaXy TYpPUCTMYHMX TOBapiB UM MOCAYr MPOXOAUTb
yepes |HTepHeT-cepenoBuLle. |HTEPHET-MapKETUHT
BMN/MBaE Ha po3BuTok Coral Travel sik ogHoro 3 nige-
piB Ha YKpaiHCbKOMY TYPUCTUYHOMY PUHKY, TOMY
BaXX/IMBUM /151 OpraHisauii € NOCTiAHUA MOHITOPUHT
Ta aHasi3 gaHux.

BucHoBKkM 3 MnpoBeAeHOro AochigXeHHs.
Y cyyacHux ymoBax (PYHKLIOHYBaHHS TYPUCTUYHUM
opraHizauism Tpeba 3BepHYTU yBary Ha BnpoBa-
[KEHHS [HCTPYMEHTIB IHTepHeT-MapKeTuHry, nigsu-
LLEeHHA edeKTUBHOCTI LUNAXOM YNPOBaKEHHS HOBUX
MapKETUHIOBNX METO/IB BM/IMBY Ha CNOXMBAYIB.

MNpoBegeHM [OCAIMKEHHAM BCTAHOB/IEHO, LWO
[OOUINBHICTb NPOBEAEHHS aHani3y IHTEPHET-CTOPIHKM
TYPUCTUYHOT OpraHizauii B Cy4acHUX YMOBax € BaX-
NIMBOKO YMOBOK KOHKYPEHTOCMPOMOXHOCTI. TOYHi
NoKasHUKW, AKi HaJalTb CydacHi nporpamu, AalTb
[JOCTOBIPHI CTATUCTUYHI daHi Npo AiffIbHICTL opraHi-
3alLii, KOHKYpPEHTIB, CNOXMBauiB.

TakuM YMHOM, MOXHa [AiINTU BUCHOBKY, LWO
IHTEpHET-MapKeTUHI MOXe BMKOPUCTOBYBaTUCA SAK
IHCTPYMEHT NoKpaLLleHHsA NpubyTKOBOCTI TYPUCTUY-
HoT opraHi3auii Coral Travel, a Takox gacTtb 3mory
6iNbll YITKO PO3yMITU CBOK LiNILOBY ayauTopito,
OYyTU KOHKYPEHTOCMPOMOXHWUM, CnpusTuMe nig-
BULLEHHIO SKOCTI TOBapiB 4M MOCAYyr Ta LUBUAKINA
apanTauii 4o 3MiH BeEeHHs 6i3Hecy B cy4vacHUX
OHNaH-ymMmoBax.

BIBMIOrPA®IYHUIA CMINCOK:

1. Kotnep ®unun. OcHoBbI MapkeTuHra. Mpodeccu-
OHaslbHOe n3gaHue. M. : Bunbsamc, 2009. 1072 c.

2. Mak-fjoHanbg Manbkonbm. Cchepa ycnyr. MNonHoe
noLlaroBoe pykoBOACTBO MO MAPKETUHIOBOMY N1aHMpo-
BaHut0. M. : 3kcmo, 2009. 448 c.

3. KyaeHko H.B. CtpareriyHuii MapKeTuHT :
noci6. K. : KnuiBcbkunit Hau. ekoH. yH-T, 2006. 152 c.

4. [lepinosa T.B. OcHOBU MapkeTuHry. Xapkis, 2011.
495 c. URL: https://buklib.net/books/37383/ (nata 3Bep-
HeHHAa: 01.11.19)

5. banabaHoBa J1.B. CTpareriyHuiii MapkeTuHr: nig-
pyu. K.: LleHTp yu60BO0i nitepatypu, 2012. 630 c.

6. BU3HauyeHHA MapKeTWHry. Bikinedisi: si/ibHa eHyu-
knonedisi. URL: https://uk.wikipedia.org/wiki/MapkeTuHr/
(narta 3BepHeHHs: 03.11.19).

7. OcbiyjiHmic  cakt CORAL TRAVEL: Beb-caiiT.
URL: http://www.coraltravel.ua/main/coral/about.aspx
(nata 3BepHeHHs: 04.11.19).

8. IHTepHeT caiiT Ans 36upaHHsA CTaTUCTUYHMX SaHUX
IHTEpPHET CTOPIHOK OpraHi3auiii. Traffic Overview CORAL

HaBM.

TRAVEL: Beb6-caint. URL: https://www.similarweb.com/
website/coraltravel.ua (aata 3sepHeHHs: 05.11.19).

9. AHanms caiita CORAL TRAVEL. Megaindex:
Be6-caliT. URL: http://e.megaindex.ru/analysis/www.
coraltravel.ua. (gara 3sepHeHHs: 05.11.19).

10. 60 chakTOB CTATUCTUKMN VIHTEpHET-MapKeTuHra
B 2017. MiIHmepHem-mMapkemuHa om o4aposamesibHoU
6/10HOuHKU: Be6G-caiit. URL: https://www.epochta.ru/
blog/articles/60-factov-statistiky-internet-marketinga/
(mata 3BepHeHHs: 07.11.19).

REFERENCES:

1. Kotler  Filip (2009) Osnovy marketinga.
Professional'noe izdanie. [The basics of marketing. Pro-
fessional Edition]. Moscow: Vil'yams. (in Russian)

2. Mak-Donal'd Mal'kol'm (2009) Sfera uslug. Pol-
noe poshagovoe rukovodstvo po marketingovomu
planirovaniyu. [Services sector. A Complete Step-by-
Step Guide to Marketing Planning]. Moscow: Eksmo.
(in Russian)

3. Kudenko N. V. (2006) Stratehichnyi marketynh:
navch. posib. [Strategic marketing]. Kyiv: Kyivskyi nats.
ekon. un-t. (in Ukrainian)

4. Dedilova T. V. (2011) Osnovy marketynhu.
[The basics of marketing]. Kharkiv. Available at:
https://buklib.net/books/37383/. (accessed 01 Novem-
ber 2019).

5. Balabanova L. V. (2012) Stratehichnyi marketynh:
pidruch. [Strategic marketing: textbook]. Kyiv: Tsentr
uchbovoi literatury. (in Ukrainian)

6. Vyznachennia marketynhu. [Definition of mar-
keting]. Vikipediia: veb-sait. [Wikipedia: the free ency-
clopedia]. Available at: https://en.wikipedia.org/wiki/
(accessed 03 November 2019).

7. Ofitsiinyi sait. CORAL TRAVEL.: veb-sait. [CORAL
TRAVEL Official Website: Website.]. Available at:
http://www.coraltravel.ua/main/coral/about.aspx
(accessed 04 November 2019).

8. Internet sait dlia zbyrannia statystychnykh danykh
Internet storinok orhanizatsii. [Internet site for collecting
statistical data of the web pages of organizations]. Traf-
fic Overview CORAL TRAVEL. [Traffic Overview CORAL
TRAVEL]. Available at: https://www.similarweb.com/
website/coraltravel.ua (accessed 05 November 2019).

9. Analiz sayta CORAL TRAVEL. [Analysis of the site
CORAL TRAVEL]. Megaindex. [Megaindex:]. Available
at:  http://le.megaindex.ru/analysis/www.coraltravel.ua.
(accessed 05 November 2019).

10. 60 faktov statistiki Internet-marketinga v 2017.
[60 facts of Internet marketing statistics in 2017].
Internet-marketing ot ocharovatel'noy blondinki. [Inter-
net marketing from a charming blonde]. Available at:
https://www.epochta.ru/blog/articles/60-factov-statis-
tiky-internet-marketinga/ (accessed 07 November 2019).

313




IHOPACTPYKTYPA PUHKY

Lemish Kateryna

Candidate of Economic Sciences, Associate Professor,

Senior Lecturer at Department of Management and Administration
Berdyansk State Pedagogical University

Cheremisina Tetiana

Candidate of Economic Sciences, Associate Professor,

Senior Lecturer at Department of Management and Administration
Berdyansk State Pedagogical University

Shemendyuk Nataliya

Berdyansk State Pedagogical University

INTERNET-MARKETING IN THE TOURIST ORGANIZATION

The aim of the article. In modern conditions of tourist organizations functioning one of the important
aspects of activity is competitiveness, self-sustainability and innovative methods of influence on increase of
efficiency of goods / services sales. In the modern market marketing, namely Internet-marketing is one of
the tools that increases the efficiency. An active use of online platforms for conducting effective business has
become a steady tendency of recent years of the tourism industry development. A necessary condition for
the survival of tourism organizations in the world market is a powerful marketing activity. Internet marketing
is becoming a new direction in the management of the development of tourism organizations, and their most
effective tool is the creation and maintenance of their own websites as one of the main means of communica-
tion management entity organizes with tourists. Therefore, the purpose of the study is to determine the feasibil-
ity of using Internet-marketing in today's travel organization.

Methodology. The research is based on the analysis of modern methods and tools of Internet-marketing
that are spreading under the influence of specific socio-economic environment and economic policy.

Results. It is determined that modern prosperous organizations at all levels have one thing in common —
they are maximally consumer oriented and build all their work on the basis of. It has been proven that Internet-
marketing is marketing based on an electronic technologies. Practically it concerns Internet sales technolo-
gies: e-commerce and traditional commerce, which uses the Internet as an assistive technology. Analyzing the
modern development of Internet-marketing in the tourism sphere, it is rational to identify the tendency to sell
products / services through social networks “Instagram”, “Facebook”. A large number of potential consumers
get information, news, special offers, feedback through online resources.

An analysis of the Coral Travel tourist website was conducted. According to the results of the analysis, we
can conclude that the largest flow of consumers of Coral Travel tourist company is from Ukraine. Potential
consumers come to the site purposefully, taking into account the number of page views on the site and the
average visit time. Paid advertising on the website has low rates, the largest number of potential consumers
comes from Facebook, Youtube.

Practical implications. We pay particular attention to the fact that today travel organizations understand
that the website analysis, online analysis of competitors, target audience is an important part of increasing the
profitability of the organization. That is why it is important to research Internet-marketing, identify new trends,
introduce marketing Internet technologies.

Valueloriginality. The article considered the use of Internet-marketing for marketing analysis of a tourist
operator. Analyzing the tourism organization, it was found that it faced some difficulties. The problematic issues
outline the prospects for further research on the use of Internet-marketing research tools in organizations. In
particular, attracting more potential customers to the main site of a tourist operator with an increased opportu-
nity to purchase tourist goods / services.
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