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2.3 DESTINATION MANAGEMENT IN TOURISM

Introduction: Currently, a common approach to determining the essence of the 
Tourist Destination Concept does not exist. On the one hand, this is due to the lack 
of a single international terminological apparatus on this subject given the many 
interpretations of the tourist destinations, differing in approaches to substantiate their 
functions, components and signs in the economic system. On the other hand, the 
concept of tourist destination is not fixed in the national regulatory framework, while 
this term is actively used in legislative practice. The legislation on national science 
and in the development of tourism management defines Tourist Destination Concept
by means of "tourist center", "tourist product", "tourism industry", "tourist region", 
considering its nature and purpose. It should be noted that tourist destination is a 
complex and multidimensional concept, which requires concretization and research 
by both sides of science and management. This makes necessary to consider the basic 
scientific approaches for understanding nature of tourist destinations and its main 
characteristics.

Materials and methods: The object of research is the tourist destination; the 
subject is the theoretical aspects of the competitiveness of tourist destinations.

Various research methods were used in our study, viz. comparison, observation, 
description, theoretical analysis and synthesis, classification, analogy, as well as 
induction and deduction.

The destination concept comes from Latin ("destino") and translates as location 
(Gorelov, 2012). Modern tourism dictionaries and encyclopedias contain the following
interpretations of the concept of "tourist destination". Countries, regions, cities and 
other territories that attract tourists are the main places of tourist activity, tourist 
flows and their costs; places of maximum tourists' concentration, accommodations, 
monuments, food, entertainments, other socioeconomic services impacting tourism 
(Gurieva, 2012). Other definition of tourist destination, viz. it is a physical space, 
where a visitor spends at least one night. It includes tourism products, such as 
ancillary services and attractions, as well as tourism resources. It has physical and 
administrative boundaries that predetermine the foundations of its management, 
images and perceptions that determine its competitiveness in the market. Local tourist
destinations include various stakeholders, often the host community (local population)
and can be integrated into networks to form larger destinations (Gorelov, 2012).

Law "On Tourism Activities" is aimed at harmonizing administrative procedures 
existing in the CIS member states and is related to the regulation, organization, sale 
of tourism services in the territory of the CIS member states. Thus, a destination is 
considered as a tourist destination (tourist trip, excursion), place of visit (territory, 
area, city, tourist destination, etc) by people who do not live permanently in this area 
and who is not included in the local population (Gurieva, 2012). In our opinion, this 
definition is general and does not characterize tourist destinations as an economic 
category, because on the one hand, geographical destination boundaries and conditions
are not defined; on the other hand, differences between seasonal tourists who are not 
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local residents and permanent population in this territory, but regularly stay in this 
territory upon arrival. As an element of the tourism system, tourist destinations were 
considered in 1979 by Neil Lipper. In his work, the tourism system is considered as 
a set of five functionally connected elements: tourists; tourist generating regions; 
transit zones (roads); tourist destinations; tourism industry. As it is mentioned in the 
work of Efimova (2009), Lipper defines a tourist destination as a place that attracts 
tourists for a temporary stay, and features that contribute to this attraction.

Summing up the tourist destination definitions, we can conclude the following: 
Tourist Destination Concept is a certain physical space (i.e. a system with certain 
properties), that are able to attract tourists and encourage them to travel there. The
main characteristics of a tourist destination are different.

Based on the results of previous theoretical and empirical studies, we believe that 
the existing approaches to the definition of "tourist destination" are a combination 
of three areas: territorial and geographical, industrial (functional) and sociocultural.

What factors are attributed to the external environment? Conditionally, they are 
divided into two groups: direct and indirect factors. Direct factors include suppliers, 
customers, intermediaries, labor forces, shareholders, etc. Indirect factors are divided
into groups, and in different sources the composition of these groups varies. Economic
factors include inflation; unemployment; international balance of payments; interest 
and tax rates; GDP magnitude and dynamics; labor productivity, budget deficit, etc.
Political factors include government policy and methods of its implementation; 
changes in the legislation and regulations; international agreements concluded by the 
government in the field of tariffs and trade, credit, antitrust policy, etc. Social factors
cover social values, attitudes, quality of life; living standards; traditions; educational 
level; relations between national minority representatives living in the same territory.
Technological factors cover the level of scientific and technological development, 
innovative progress, productive technologies and rates of their implementation in the 
practice, etc. International factors consider relations with other countries, access to 
international markets, customs, protectionism policies, anti-dumping measures, the 
level of foreign competition, data on foreign markets, detailed analysis, etc. All the 
above-mentioned factors of the external environment affect the financial well-being, 
of different entities, their financial and economic activities.

The external environment is very divers. Thus, business entities cannot avoid to 
interact with, they cannot affect the above analyzed factors. But they can predict, think
through possible scenarios.

The best method for analyzing the external environment of an enterprise is PEST 
analysis. It helps to determine political, economic, social and technological factors 
that affect the work of a particular firm and develop prospective options for using 
each factor with a profit or, at least, with the least losses (Gerchikova, 2004).

As for a tourism industry, the external factor such as political situation in the 
country, is of great importance. Generally speaking, this factor is very important for 
any enterprise, but in the sphere of tourism it is possible to survive only in case of 
economic sustainability, political stability and tranquility. Otherwise, consumers refuse
to visit the country. So, the enterprises of the tourism industry lose their profits.
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The intercountry relations, visa and customs control when visiting the country, 
have a great influence. People do not like to go through complicated procedures, for 
various reasons; they choose the simplest ways.

The influence of economic factors is manifested in the following way: the growth 
of disposable incomes of the population allows to spend more money on travel, and 
consequently, to bring profit to the tourist enterprises. Social factors in this area are
most likely relations between different nationalities in the country, attitudes towards 
newcomers, respecting traditions. High-tech development and communications, as 
well as technological factors play a huge role brining tourists up to the date. Stable
Internet, roaming, newest achievements of telecommunications should be present in 
order to support and make accommodative visits of tourist from different regions. 

Now the topic of changing the situation on the market is very interesting due to 
the accession to the World Trade Organization. It is also an environmental factor 
that can bring inconvenience. Since it is considered that the quality of all goods and 
services produced abroad is higher, or the price is much lower. In this regard, 
enterprises should calculate the risk of losing customers, and, consequently, profit.

An external environment is a large area for research. There are also unpredictable 
manifestations of cause-effect relationships, hidden at first glance. Ordinary people
rarely think about, do not trace the patterns. Everyone is engaged in own business. 
It is necessary to study the legislation in details, to understand current economic 
processes, to learn social values, foundations and preferences of the local population
(especially before the visits with a touristic purpose). Technical and technological 
factors are important, viz. telecommunications, nanotechnology, medical and health 
care industries. Thus, it is very important to have highly qualified personnel to serve 
tourists sufficiently. Environmental factors can be (a) reasons and conditions of the 
restriction/expansion of activities; (b) prerequisites, necessitating the implementation
of changes. They can be clarified before the touristic visits as well.

Marketing tourism strategies are based on the strategic goals of tourism. Typical 
purposes of tourism are:

(a) economic to ensure the maximum contribution of tourism to the economic 
prosperity, employment and economic development of the region;

(b) consumer to use opportunities and advantages of tourism conditions and 
recreation as much as possible for local residents and tourists;

(c) ecological to protect the historical and cultural foundations of the region as 
a part of the community's life and development to find satisfaction in the fact that 
future generations will have the opportunity to enjoy the rich heritage of the region;

(d) governmental to harmonize all possible activities in order to support tourism 
and recreation related to the government, to meet the needs of the general public and 
private sectors related to the tourism, recreation, and the cultural heritage.

Thus, strategic goals of tourist marketing are: (1) increasing the reliability and 
profitability of the tourist network functioning; (2) improving the equipment of 
tourist bases; (3) increasing the profitability of the tourist industry functioning in the 
"dead" seasons; (4) increasing the percentage of occupied places in tourist facilities;
(5) increasing the prices flexibility for tourist services in different seasons; (6) more 
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efficient use of the tourist infrastructure; (7) harmonizing the tourism development 
with the natural conditions peculiarities of rest places and tourism; (8) ensuring an 
optimal balance between prices and the results of the tourist products consumption;
(9) attracting customers with a variety of supply of tourist goods and services; (10) 
constant adaptation of the offer to the changing tastes of tourists; (11) encouraging 
employees of organizations engaged in tourism; (12) development of promotional 
tourism products (Seyidov & Adomaitiene, 2016).

Three types of marketing communications are possible in the tourist marketing:
(1) direct information (oral, written, visual) distributed by specialized centers for 

the dissemination of tourist information, including permanent centers (offices or 
tourist information offices) and temporary information points;

(2) public relations, including relations with the media, media-conferences, 
YouTube video, journalists' information trips, photos, social networking, etc;

(3) advertising, which is carried out in all available ways.
To promote a tourist product and services to the market, the following forms of 

implementation can be used (a) exclusive, applied for a certain geographical segment 
of the market; (b) intensive, designed for the general public; (c) selective, which uses 
the choice of certain groups of customers, and individual destinations. Within the 
framework of these forms, it is possible to use such ways of a tourist product 
promotion (1) development and implementation of targeted marketing that takes into 
account the needs of target audiences; (2) development of sales forecasts taking into 
account demand fluctuations in places, seasons, customer groups, etc; (3) assessment 
of existing marketing goals, if their achievement has become impossible; (4) forming 
the tourist product promotion strategy on the market, e.g. its organizational and 
planned maintenance; (5) implementation of marketing plans and periodic marketing 
control. In a tourism, as in any other field of business, the most diverse marketing 
tools that are able to provide an effective and efficient business are quite acceptable
(Edgell & Swanson, 2018).

Destination is a hierarchical concept, in connection with which the following 
types are distinguished: the continent, the international region, the country, the 
tourist region, the tourist center (locality), the attraction point. It is necessary to 
understand that the destination as a travel destination looms in the minds of each 
tourist in its own way. But the similarities of these subjective representations in 
numerous travelers allow to distinguish these types. For example, in the North 
American market, subjective notions about the destinations "Poland", "Slovakia", 
"Czech Republic", "Hungary" are so blurred that objectively for this market there is 
a certain destination "Eastern Europe" with the cities of Warsaw, Bratislava, Prague, 
Budapest. In the nearest markets of the countries of Northern Europe or Germany, 
the tourist product consumer, for the most part, has a fairly clear idea of each of these 
Eastern European countries, which makes possible to allocate them as destinations. 
Thus, the further the center of tourist demand is removed, the larger is the destination. 
And the reason for this lies in the mental representation of people about remote 
cultures. Thus, we can clearly distinguish between Ukrainian, Russian and Belarusian
cultures. At the same time, we strongly generalize the culture of, e.g. Southeast Asia, 
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not paying much attention to the colossal cultural differences that exist between 
Indonesia, Myanmar and Vietnam. Similarly, an Indonesian or a Thai person clearly 
differentiates the culture of his neighbors and generalizes the Slavic culture.

The features of identification in the minds of consumers of close and remote 
cultures have a huge effect on the marketing effectiveness of destinations. Realizing 
this, as an example, we note that Poland, the Czech Republic, Slovakia and Hungary 
have developed individual marketing strategies to promote their tourist products to 
the markets of Europe and a common strategy for securing to the remote markets of 
North America, East Asia, the Middle East, which are implemented under a single 
brand "European Quartet of One Melody".

Thus, we move on to the branding of destinations, which, in the context of the 
philosophical theory of dialogue of cultures, is nothing more than the process of 
creating a complete product addressed to a tourist. From this point of view, the goal 
of branding is to ensure a dialogue of cultures. Destinations branding solves two 
problems (1) creates a holistic interesting image of the destination as "works of art" 
and (2) reveals the gap between the destination culture and other cultures. The 
solution of the first task is creating an image of a destination as an artwork, i.e. most 
important for establishing a dialogue with remote cultures or for promoting a destination
to remote tourist markets. The second task is a paramount in establishing a dialogue 
with close cultures and implementing destination marketing in neighboring tourist 
markets. On the one hand, tourist destinations branding is based on regional image, 
and on the other hand, it influences the formation of this image. The formation of its 
own attractive tourist image is important for the marketing of tourist destinations. 
The destination image is important in attracting investors and consumers of tourist 
products. At the level of countries' tourism marketing, the creation of its favorable 
image becomes a government task, which decision largely determines the success of 
the tourist complex development. The destinations image formation is the process 
of establishing associative links of the basic idea of destiny with other representations
by repeatedly copying the corresponding representations in the frames of a single 
situation. When forming the destination image, a certain target setting is determined, 
i.e. possibility of recognizing the regions with the accompanying actualization of the 
attitude towards this region.

The country's tourism image is formed, first of all, by the mass media, which 
often impose a negative tourist image of the country. An actual example is Egypt, 
whose tourism product lost its consumer as a result of replicating in the media first 
attacks of sharks on tourists in the Red Sea, and then unstable political situation 
(2011). Although in practice, both factors did not significantly affect the tourist's 
safety in this country and the decline in the tourist services quality. As a result of the 
activity of the media, the tourist image of the country can be replaced by a politics, 
which adversely affect the national tourist product promotion. Today, this problem 
is very relevant for Belarus and Ukraine. Therefore, special efforts are required that 
allow in the consumers' imagination to separate the tourist image from political, 
economic, social and so on. There are examples of countries characterized by different
socioeconomic structures, political systems and corresponding images, but having a 
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positive tourist image. For example, the United Arab Emirates, adhering to the policy 
of Islamization and supporting the monarchical system of emirs; they have formed a 
positive image of the country, attractive for tourists. Another example of Italy, which 
constantly finds itself in the problematic chronicle of the world crime (Neapolitan 
and Sicilian mafia), the unfavorable ecological state (overpopulation with garbage 
dumps), illegal migration and migrants segregation, immoral behavior of politicians 
(the processes against Silvio Berlusconi), and recently a country with a troubled 
economy and social protests. At the same time, Italy retains the image of a country 
that is favorable for tourist visits. The third example is Cuba, which being in political 
and economic isolation on the part of developed countries, is nevertheless the desired 
destination for tourists from the same countries (the US, Canada, the UK, Spain, 
Germany). Thus, the goal of branding destinations is the purposeful formation of a 
positive tourist image of the country or region. Branding includes the creation of 
both formalized and non-formalized images. From the marketing point of the view, 
the tourist destination brand is the set of the consumer's representations about the 
tourist product destination, imprinted in their mind. The central place is occupied by 
a symbol or logo. From the point of view of the cultures dialogue, brand destination 
is a product that creates a holistic impression of the tourist about the destination in a
very interesting form. The brand connects the material object with the non-material 
images and sensations (emotions) that people have after perception.

The principles of the creation scenarios and commercial directions in countries 
that are periodically shown on international TV channels (Euronews, BBC, National 
Geographic, etc) have a purpose to form a positive tourist image. These marketing 
communications are intercultural and work within the overall branding strategy for 
destinations. Thus, competent branding of tourist destinations is based on the deep 
principles of the dialogue of cultures, regardless of whether it is purposefully done 
or not. Neglect of these principles leads to a fiasco of the branding at the initial stage.

The second element of marketing tourist destinations based on the dialogue of 
cultures, is relationship marketing, which represents today the most relevant and 
effective marketing direction in general. Relationships marketing developed as an 
alternative to the traditional marketing. It is based on knowledge of the needs of 
individual clients, guests, consumers. Its key performance indicator of marketing is 
customer's satisfaction, rather than sales volumes or market share, since it is the 
satisfied customer who is the guarantee of product advancement in the future, while 
sales volumes indicate the success of the business in the past.

Results: In the tourism market, relationships marketing becomes more and more 
widespread. This is facilitated by the following factors (Honey & Gilpin, 2009):

(1) Exacerbation of competition caused by globalization, economic crises, glut 
of the market with tourist products, a reduction in the life cycle of the tourist product;

(2) Changes in consumers' behavior associated with the consumers' market 
development, large consumers experience and very individualized demand;

(3) IT development leading to an increase in the consumers' awareness and the 
expansion of opportunities for transactions related to travels without intermediaries.
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Conclusion: For tourism enterprises, Tourism Destination Concept means building
relationships with guests and involving them in a trustful dialogue by demonstrating 
care for them, studying individual needs and anticipating them. A modern tourist is 
an experienced consumer, and therefore fastidious. In this regard, the idea of quality 
service for tourists and the business community is changing. Quality service today 
is not a service that meets the needs of a guests, but which exceeds their expectations. 
The modern tourist is looking for new impressions, it is not enough for him only to 
consume or contemplate, it is important for him to participate in all events (to be an 
actor). In the scale of the destination, the manifestation of relationships marketing is 
the organization of cultural events (festivals, carnivals, interactive exhibitions), in 
which guests can take direct part and thus, become coauthors of these events.

In large destinations of the European market, there is a network of attraction 
points that offer visitors to take active actions, e.g. museums with special equipment, 
theme parks, craftsmen workshops, etc. Today, this is a common practice of tourist 
service organizing based on the involvement of the guest in a real-life activity. This 
is nothing else than building a dialogue of cultures in its deep understanding on the 
one hand, and marketing relationships with the goal of long-term success of the 
development of a particular business, on the other hand.
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