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The relevance of the study of issues in the
context of tour operator activity is determined.
Important issues of formation and promotion of
the tour as the main component of tourist prod-
ucts are considered. A tour project is presented
and an algorithm for creating a tourist product
for several days for a specific tourist destina-
tion is demonstrated. The mechanism for deter-
mining the cost of a tour is revealed, which
includes the cost of accommodation, meals,
travel, excursion services and entertainment,
support, insurance and other additional ser-
vices provided to consumer tourists within the
framework of a tourist project. At the same time,
a mechanism for calculating individual elements
of the tour price is presented. The method of
calculating the company's profit and economic
efficiency from the sale of the tour is revealed.
General marketing directions in tourism are also
proposed, which can be used to determine the
preferences of tourists, present and promote
almost all tourist products.
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B cmamee onpedesieHa akmyasibHoCMb Uccre-
doBaHUsI BOMPOCOB B KOHMeEKCme mypone-
pamopckol  desimesibHOCMU.  PaccMompeHbi

Ba)kHble BOMPOChLI (hopMUpPOBaHUST U MpPO0BU-
JKeHUsi mypa kak OCHosHOU cocmassnstowjeli
mypucmuyeckoli  mpodykyuu. [TpedcmassieHsi
myp-npoekm U  MPOOeMOHCMPUPOBaH  a/leo-
puUmMM €030aHUsi MypuCmUYecKko2o MpodyKma
Ha HeCKo/Ibko OHell Ha KOHKpemHol mypu-
cmuyeckoll  decmuHayuu. Packpbim  Mexa-
HU3M onpedeneHusi cebecmoumocmu mypa, 8
cocmas Komopoli 8Xodum CmoumMocmb Mpo-
XKUBAHUS, MUMAaHUsI, npoe30a, KCKyPCUOHHO20
06C/1yXUBaHUST U pasg/iedeHull, Cornposoxoe-
HUsI, cmpaxosaHusi U 0pyaux 00Mo/THUME/TbHbIX
ycny2 mypucmam-rnompebumensiv 8 pamkax
mypucmu4ecko2o npoekma. B mo xe spemsi
npedcmas/ieHo MexaHu3M pacdema omoe/ib-
HbIX 3/1eMeHmos8 CmoumMocmu mypa. Packpbimo
Memoo BbIYUC/IEHUST MPUBLIIU U 3KOHOMUYeE-
ckoli aghghekmusHoCMU GhupMbl OM peasiu3a-
yuu mypa. Takxe npedsioxeHbl 0bujue Harpas-
JIEHUSI MapKemuHaa 8 Mypu3Me, Ymo MOXHO
MPUMEHsIMb 07151 orpedesieHusi npeornodmeHuli
mypucmos, a makxe npeseHmayuu u rornysis-
pusayuu rpakmu4yecku BCEX MypUCMUYECKUX
POOyKMOB.

KntoueBble cnosa: myponepelmuHe, mypu-
cmuyeckoe  fpeonpusimue, mypucmuyeckasi
npodykyus, myp, cebecmouMocmb  Mypa,
00XOOHOCMb, peKnama, a2eHmceKasi cems, map-
KemuHa08as aHkema.

B cmammi BusHa4eHo 06'eKmuBHy HeOBXIOHICMb BUBYEHHS MEMOOUKU CMBOPEHHST | peastizayii mypy ma Bu3Ha4eHHs1 Uo2o MpubymKoBocmi 8 KOHMeKCMI
opaaHisayil myporiepamopCbKoi Oisi/IbHOCMI 8 MpakmuyHIt cghepi mypiHOycmpii. Po32/1siHymo akmyasibHi umaHHsi GoopMyBsaHHs1 ma. rMpocysaHHs mypy
SIK OCHOBHOI Ck/1a0080i MypucmuyYHoI npodyKuyii. [1aHyBaHHs ma MpoeKkmysaHHsl mypy — ye noyamkosa cmadisi PO3po6KU CmMBOPEHHST MyprpoodykKmy,
siKka 6e3rMocepedHLO IpyHMyemsCsi i 6azamo 8 YoMy BU3HaYaeEMbCSl pe3y/ibmamamu MapkemuHa08020 OOC/IIONKEHHST Mompeb mypucmu4Ho20 PUHKY
i nporosuyili OCHOBHUX KOHKYyPeHMIB Ha MICYesoMy PUHKY, WO MOSCHIOEMbCS Crioyamky PUHKOBOK OpieHmayiero myponepamopa. Lie numaHHs €
akmyasibHUM 0/151 KOKHO20 myporiepamopa, OCKiibku € cmapmom (020 crieyiasizosaHol disiibHocmi. BoOHoYac ¢haxisusiv 8 2a/1y3i mypuamy Mmakox
HeOo6XIOHO PO3yMimu MexaHi3M ghopMyBaHHSI Mypy Ha PIHUX MypUCMUYHUX O0eCmUHayisix 3 ypaxyBaHHSIM MpUpPOOHO-eKOHOMIYHUX 0cobiugocmel KpaiHu.
B cmammi npedcmas/ieHo myp-npoekm ma npooeMOHCMPOBaHO &/120pUMM CMBOPEHHST MypPUCMUYHO20 NPOOYKMY Ha OekKi/ibka OHIB Mo KOHKpemHill
mypucmuyHiti 0ecmuHayjis. PO3Kpumo MexaHiaM Bu3HadeHHs1 cobisapmocmi mypy, 00 ckiady siKoi BXOOUMb BapMICMb MPOXUBAHHS, XapHyBaHHs,
poi3dy, eKCKypCiliHo20 06C/y208yBaHHsI ma p03B8ag, CyrnPOBOOXKEHHS, cmpaxyBaHHs ma IHWUX 000amKosux roc/ye, Wo HadarmbCsi mypucmam-
crioxusa4am 8 Mexax mypucmuyHo20 npoexkmy. BodHoyac rpedcmas/ieHo MexaHi3m po3paxyHKy OKpeMux esleMeHmis sapmocmi mypy. Poskpumo
Memo0 06YUC/IeHHS MPUBYMKy ma eKOHOMIYHOI echekmusHocmi ¢hipmu 8i0 peastizayii mypy. B KoHMekcmi myponepamopchbKoi disi/lbHOCMI BXX/IUBUM
MUMAHHSIM T1iC/11 CMBOPEHHST Mypy 3a/luliaembCsi MumaHHs Uo20 nonynspusayii ma npodaxy. Tomy 8 cmammi MakoX 3arporoHOBaHO 3a2a/lbHi
HarpsiMu MapkemuHay 8 mypusmi, WO MOXHa 3acmocosysamu 07151 BUSHaYEHHS yrodobaHb mypucmis ma npeseHmauil’ i nonysispusayii npakmuyHo Bcix
MypuCMUYHUX rMPOOYKMIB, 8 MOMy YUC/Ii | HOBUX — PeK/1aMHa KOMIaHisi, BUKOPUCMaHHS pO32a/Ty)eHOi cuCmeMU a2eHmChbKoi Mepexi, MapkemuHaose
orumysaHHs 3 MEMOto onmumisayii myprpooykmy.

KntouoBi cnoBa: myporiepelimuHe, mypucmuyHe MionpueMcmBso, mypucmuy4Ha MpooyKyis, myp, cobisapmicms mypy, npubymkosicmb, pekiama,
a2eHmCebKa Mepexa, MapkemuH208a aHKkema.

Problem statement. Tourism is a modern global
economic industry that accumulates a huge share of
financial, socio-cultural, intellectual, labor and other
components of resource potential. The study of these
components is a necessary condition for their rational
and effective use. Therefore, the issues of forming
interesting and high-quality tourist products that
would meet the needs of modern, fastidious tourists
are important and relevant for the study of tour
operator activities. This can be fully attributed to the
study of the mechanism of creating a tourist product
(Stay program) and organizing activities to promote it.

The main task of a travel company-tour operator
is to meet the needs of consumers - tourists. Meeting
these needs is possible if the travel company applies
the mechanism of forming a modern and high-quality
tourist product (tour).

Analysis of recent research and publications.
Many domestic and foreign practitioners and theorists
are interested in the development of tourism and the
formation of tourist products. Theoretical issues of
tour operations, problems of organization of tourism
business and economy of a travel company are well
disclosed in the works by such scientists as Baiev V.V.,
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Bryl K.H., Diadechko L.P., Kyfiak V.F., Malska M.P.,
Bordun O.U. and others [1-3; 7; 10 ]. Certain aspects
of marketing and features of promotion of a tourist
product were covered by llina O.M., Moyseieva
N.K., Nazarkyna V. 0., Pravyk Yu.M., Kariahin
Yu.O., Tymoshenko Z.l., Demura T.0O., Munin H.B.
[4-6; 12-14]. At the same time, the methodology of
planning and developing tours, as well as organizing
trips, is covered in the works of Liubitseva O.0.,
Mykhailichenko H.l. and many other authors [9; 11].
However, the mechanism of creating and calculating
a tour is practically not described in detail in the
research.

Setting objectives. The main objective of the
article is to demonstrate the economic mechanism
for calculating the cost and promotion of a tour in the
context of the company’s tour operator activities. In
accordance with this objective, the main tasks of the
work are to form a tourist project, calculate the cost
of the tour, determine its economic efficiency and
suggest general directions for its popularization and
promotion.

Presentation of the main research material.
This mechanism is based on the use of margin income
of a travel agency, calculation of the cost of a tourist
product and directions for its further popularization.
Oberjoch ski resort in Germany was chosen as an
object for forming a tourist product. Based on this
resort, we formed an elementary tour and gave an
example of calculating its cost.

Oberjoch captivates with its picturesque views
at first sight. It is impossible not to fall in love with
the shining mountain peaks and snowy forests.
This is the highest mountain resort in Germany.
Here a person can especially acutely feel the unity
with nature, its beauty and splendor. The resort will
be comfortable for snowboarders and skiers, both
entry-level skiing and professionals. Therefore, a tour
project for this tourist destination is an ideal solution
for tour operators working in the sports and recreation
tourism market [15-17].

The tour project is called Hospitable Oberjoch. It
is designed for 9 days, including flights Kyiv-Munich
and Munich-Kyiv:

Day 1. Flight Kyiv-Munich, overnight in Munich.

Day 2. Transfer from Munich airport to the hotel
(194 km) by bus, which is located on the territory
of the ski resort (4-star Panoramahotel Oberjoch).
Breakfast and rest at the hotel. Passing the briefing.
Welcome evening program at the hotel.

Day 3. Breakfast. Visit to the ski and snowboard
school. Lunch. Rest. Walking through the snow-
covered forest.

Day 4. Breakfast. Riding on red, blue, and black
tracks with an instructor. Lunch. Rest. Free time. Dinner.

Day 5. Breakfast. Riding on red, blue, and black
tracks with an instructor. Lunch. Rest. Free time.
Dinner.
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Day 6. Breakfast. Riding on red, blue, and black
tracks with an instructor. Lunch. Rest. Pub tour with
tasting of the best German beers and national dishes.
Free time.

Day 7. Breakfast. Sledding, dog sledding, skating,
horse-drawn carriage, as well as swimming in the
pool. Flying in the air. Lunch and rest. Walking through
the local beauty on special walking trails. Dinner.

Day 8. Breakfast. Visit the most beautiful lake in
the country — Lake Bodensee. Lunch and rest. Free
time. Dinner.

Day 9. Breakfast. Guided tour of ancient Bavarian
monasteries and castles of kings. Dinner. Visit to the
souvenir shop. Flight from Munich to Kyiv.

Next, we will determine the economic efficiency of
the tourist product Hospitable Oberjoh based on the
cost indicators of basic and additional services.

1. Determination of the cost of accommodation in
a 4-star hotel Panoramahotel Oberjoch: number of
people staying in aroom — 3 people, the cost of a hotel
room per tour — 3675 EUR. Cost of accommodation
for one tourist on the route: 3675/3 = 1225 (EUR).

2. Determination of the cost of meals: meals
include breakfast, lunch and dinner; the cost of meals
for one tourist per day is 175 (EUR), the number of
days of the tour is 9. Calculation of the cost of meals
on the route: 175*9 = 1575 (EUR).

3. Calculation of travel costs: round trip transfer:
120*2 = 240 (EUR), transfer (meeting, seeing off) —
30 EUR, other— 12 EUR. Total amount per 1 person on
the tour for travel expenses: 240+30+12 = 282 (EUR).

4. Determining the cost of additional service along
the route:

— excursion service includes 12 programs. Their
total cost per person for the entire tour is 1700 EUR.

5. The cost of insurance is 31 EUR.

6. The cost of the tour manager is 155 EUR.

7. Calculation of travel agent commission costs:
9% of 4968 or 0.09*4968, i.e. 447.12 (EUR).

8. The cost of the tour per tourist is calculated
based on the total of all expenses incurred (Table 1).

9. Setting the market price of a tour for one tourist:

The market price is set using the formula:

Pt=Ct+P,

where Pt is the price set by the company for the
service (excluding VAT 20%);

Ct is the cost of a unit of production, service
(tourist product);

P is the acceptable profit per unit of production for
this industry.

So, a) acceptable profit for this industry:

P =5415.12* 19% = 1028.87 (EUR);

b) the price set by the company for a tour for one
tourist (excluding VAT)

Pt =5415.12 + 1028.87 = 6443.99 (EUR);

¢) the price of tourist products for end consumers
(Pec), taking into account the VAT rate of 20%, will
be: 6443.99 + 20% = 7732.79 (EUR).
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Table 1
Calculation of the Cost of a Tour Per Tourist
Ne Item of expenditure Amount, EUR
1 | Cost of accommodation 1225
2 | Cost of meals 1575
3 | Cost of transport services 282
4 | Excursion service, which includes entrance tickets to museums and other tourist sites 1700
5 [Insurance amount 31
6 |Expenses for the tour manager 155
Total cost: 4968
7 | Payment of commission to travel agents (9% of the cost) 447.12
8. Total cost of the tour per tourist (Ct): 5415.12

Source: conditional indicators

10. Planning the sold tours based on marketing
research:

The number of sold group tours will be 52 tours,
the number of people in a group — 14. That is, it is
planned to sell 52 group tours of 14 people per year,
in total, 728 individual tours (Ntur) will be sold in this
way during the year.

11. Calculation of margin income (Im) from the
number of sold tours:

Im = P * Ntur.

So,/m=1028.87 * 728 rounds = 749017.36 (EUR).

12. Determination of the annual gross profit (AGP)
that will be received by the company for this tourist
product.

In addition to the direct costs included in the
cost of the tour, the company also has fixed costs
for organizing and selling this and other tours. The
amount of fixed cost for this tour will be 120 EUR.

If we know the amount of annual margin income
(Alm) and the amount of fixed expenses for the
year (FC), we can determine the annual gross profit
(AGP):

AGP =Alm - FC * 12.

So, AGP = 749017.36 — 120*12 months =
747577.36 (EUR).

13. Determination of the company's net profit (NP)
for this tourist product:

To determine net profit, it is necessary to deduct
income tax from gross profit (the base rate applicable
in Ukraine is 18%):

NP =AGP - IT,

where IT is the income tax.

So, NP = 747577.36-18% = 613013.44 (EUR).

14. Assessment of the economic efficiency of a new
product using indicators of profitability of products:

The profitability indicator of a new product or
service (Pnp) is calculated using the formula:

Pl =AGP/ Stp * 100 %,

Stp is the amount of sales of a new tourist product,
service, or cash units;

Stp = Pec * Ntur.

So, Stp=7732.79* 728 tours =5629471.12 (EUR);

Pnp = 747577.36/5629471.12*100% = 13.3 %.

The profitability ratio (PR) is calculated using the
formula:

PR = NP/ Stp * 100 %.

So, PR = 613013.44/5629471.12*100% = 10.9 %.

Thus, itis possible to form generalizing information
on calculating the cost and economic efficiency of the
tourist product Hospitable Oberjoch (Table 2).

If consumers’ expectations for tourist experiences
are not met, they can switch to buying tours from other
travel operators. This will affect the travel agency’s
profits. Therefore, after forming a tour, the next main

Table 2

Cost of a Tourist Product and Indicators of its Economic Efficiency

Indicator name

Digital indicator value

Total cost of the tour per tourist, Ct 5415.12 EUR
Acceptable profit per unit of production (added value) for a this industry, P 1028.87 EUR
The price set by the company for a tour for one tourist without VAT, Pt 6443.99 EUR
Price of the sold tour for the end consumer including VAT, Pec 7732.79 EUR
Number of sold tours per year, Ntur 728

Margin income from the number of sold tours, Im

749017.36 EUR

Annual gross profit of the company, for this tourist product, AGP

747577.36 EUR

Net profit of the company for this tourist product, NP

613013.44 EUR

Profitability indicator, Pl

13.3 %

Profitability ratio, PR

10.9%

Source: authors’ calculations
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task of the tour operator is to promote that and sell to
the end consumer. In other words, it is necessary to
apply a travel product marketing system.

First of all, it is necessary to use descriptive
advertising of tourist products — catalog advertising
with vivid visual accompaniment and in the mass
media. It is necessary to note the main characteristics
of the resort and its competitive advantages. The
use of many advertising mechanisms will not be
useful without using an extensive agency network
system, since the tour operator company itself is
a wholesale service provider and does not have
direct contact with small consumers and needs the
services of intermediaries. For this purpose, there
are travel agencies and permanent active agents.
In the context of selling a tour, further improvement
is desirable. To implement this component, the tour
operator or agencies should develop a questionnaire.
This questionnaire will provide an opportunity to
study potential consumers, their motives and goals of
recreation in order to improve and form a high-quality
and comprehensive tourist product.

To identify the wishes of the consumer of a tourist
product who is interested in ski resorts in order to
improve the tourist product Hospitable Oberjoch in
Germany, a questionnaire with the following questions
is offered:

1. Do you like your vacation in Germany?

2. What do you like about winter ski resorts?

3. Do you like mountain winter resorts in Germany?
Why?

4. What class of Hotel is desirable for you?

5. How many people do you usually plan a
vacation for?

6. What do you like about a ski resort other than
skiing?

7. What kind of cuisine do you like?

8.Is it interesting to visit other places while
vacationing in a ski resort?

9. Do you have any special requests for a ski tour?

10. What daily routine are you used to on vacation?
and so on.

Conclusions. The mechanism of formation and
promotion of a tourist product used on the example
shows that it is efficient and cost-effective for the
tour operator. The tour will be interesting for tourists
who like clean air and winter sports, especially in
the context of family holidays. Advertising of the
resort, which can be applied by the agency network,
clearly demonstrates its competitive advantages. The
consumer questionnaire will help the travel company
identify the wishes of potential tourists, which can be
taken into account when improving the tourist product.
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