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KONTEKST GEOGRAFICZNY REGIONALNEGO MARKETINGU
TURYSTYCZNEGO

Omawiane sg gtbwne mozliwosci zastosowania pojec
metodologicznych geografii spotecznej w badaniach regionalnych
rynkdw turystycznych (definicja pojecia ,regionalnego rynku
turystycznego” stosowanie specyficznych metod geograficznych w
badaniach, definicja kryteriow geograficznych i wskaznikéw ich
oceny, diagnozowanie i przewidywanie), dla utworzenia koncepciji
geograficznych oraz ich zrbwnowazonego rozwoju.

Stowa kluczowe: turystyka, marketing, marketing regionalny,

rynek regionalny, rynek turystyczny, aspekt regionalny. K. Kyseliova

wyktadowca katedry
GEOGRAPHICAL CONTEXT OF REGIONAL TOURISM wiedzy o kraju i turystyki
MARKETING Narodowego

Uniwersytetu Lotnictwa

Grounded directions of methodological provisions of social (m. Kijow, Ukraina)

geography in the study of regional tourism markets (defining essence
of the term 'regional tourism market,” the usage of specific
geographic methods of studying the definition of geographical criteria
and indicators for their evaluation, diagnosis and prediction) for
creation of geographical concept of sustainable development .

Key words: Tourism, marketing, marketing of regions, regional
market, tourist market, regional aspects.

FEOrMPA®IYHUNA KOHTEKCT PErMOHAJIbHOIO
TYPUCTUYHOIO MAPKETUHTY

O6r'pyHTOBYIOTHCA OCHOBHI HaNpPAMKM 3aCTOCYBaHHS I. Dudnyk
METOAONONMYHUX MNOSMIOXKEHb CyCninbHOT reorpacii B gocnigkeHHi  doktor habilitowany nauk
perioHanbHUX TYPUCTUYHUX PUHKIB  (BU3HAYEHHA CyTi TepMiHy geograficznych,
«perioHanbHUN TYPUCTUYHWUIA PUHOK», 3aCTOCyBaHHA cneuudiyHnx  profesor katedry wiedzy
reorpaiyHnx MeTOAIB ANsl AOCIIIKEHHS, BU3HAYEHHS CUCTEMMU o kraju i turystyki
reorpacdiyHNX KpUTEpIiB i MOKA3HWUKIB iX OLIHKW, AiarHOCTMKM Ta Narodowego
NPOrHo3yBaHHSA) ANSA CTBOPEHHS reorpadiyHoi KoHUenuil iX CTINKoro Uniwersytetu Lotnictwa
PO3BUTKY. (m. Kijéw, Ukraina)

Knroyeei cnoea: Typusm, MapKETUHI, MapPKETUHI perioHiB,
perioHanbHUI PUHOK, TYPUCTUYHUI PUHOK, PerioHarbHi acrnekTu.

PerioHanbHi acnektn AocnimpkeHb OCTaHHIM 4acoM BCE aKTUBHILIE BUSBMAKTLCA B
HaNpPi3HOMaHITHILLWMX HayKoBWUX ranyssax — Big reorpadpil 40 eKOHOMiKW, couiornorii Ta eTHosoril,
BiO eKkonorii 40 cakpanbHO-OyXOBHOI cdepu. Taka akTueisauis obymoBneHa sk OBEKTUBHMMU
npUYMHaMu, siKi NONAraloTb B PO3LUMPEHHI Ta NOrNMONEHHI NpeaMeTHOT cchepn SOCNIAXKEHb, Tak i
B CYOEKTUBHUX NOTpebax MpakTUKN OepXXaBHOro Ta perioHanbHOro ynpaeniHHSA, BOOCKOHAMNEHHS
KOHLLeNUin perioHanbHOT NOMITUKN.

HaykoBe TpakTyBaHHS perioHy SK CBOEPIOHOMO «PUHKY», SKUN BUPI3HAETLCA MNEBHUMM
reonpocTopoBUMM MEXaMU € O4HMM i3 CydaCHMX HayKOBMX MiOAXOAIB, A0 SIKOro 3BEepTaloTbCHA
NPeacTaBHUKM He nuwe eKOHOMiYHOl, a W 6araTbox CyMikHuUX Hayk. B Tom xe yac came
reorpadiyHa Hayka i, Hacamnepen, cycninbHa reorpacdia Bonofie Bxe 4OCTaTHbO PO3BUHEHUM Ta
NpakTM4yHO anpoboBaHMM TEOPETUKO-METOAONOMYHUM IHCTPYMEHTApPIEM ICTUHHO HayKOBMX
perioHanbHUX pocnigpkeHb. Mpobnema nonsarae, Ha Haw nornsaa, y BKpanW He3adoBirlbHOMY
3aCTOCYyBaHHiI Takoro noTeHuiany reorpadii 40 BUMBYEHHHA perioHanbHUX TYPUCTUYHUX PUHKIB.
IcHytoui nyGnikaLil B nepeBaxHin cBOIM BinblIOCTI MalOTb KOHCTaTauinHO-reorpadiyHmMmn yxmn (Lo
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cam no cobi CTaHOBWTb MEBHY LIHHICTb), ane Maike BiACYTHi PUHKOBO-peErioHanbHi poboTu
KOHCTPYKTUBHOIO XxapakTtepy, dki 6 nmoegHyBanum nepeBarn CUCTEMHO-reorpacdivyHoro migxogy 3
rMUBOKMMN perioHanbHO-PUHKOBUMM OLLiHKAMK Ta 04EBMOHO Manu 6 NpakTU4YHYy CNPsIMOBaHICTb,
BMKINMKAIOYM 3auikaBneHiCTb TypucTuyHoro 6isHecy. [JocnimkeHHsi pi3BHOMaHITHUX acnekTiB PUHKY
TYPUCTUYHUX MOCNYr i iX 0COBGNMBOCTEN 3HAWLWINN CBOE BigOOpaeHHs B Mnpaudx YKpalHCbKMX
ByeHux 0O.0. Jwobiuyesoi, T.l. TkayeHko, JI.M. WynbriHoi Ta 3apybixHux HaykosuiB M.B.
BipxxakoBa, A.l. OQyposuya, B.I'. I'yngaesa, ".A. Kapnoeoi, A.C. KonaHesa, C. MapwuHoBa, I".A.
ManupsiHa, K0.B. TemHoro, J1.P. TemHoi.

TypucTnyHa QiSNbHICTL B CUNY CBOE| Pi3HOMAHITHOCTI Ta Pi3HOSAKICHOI CYyTHOCTI NMOBsi3aHa
3 LIiNOK0 HM3KOK Hayk, cepen siknx reorpaduisi nocigae ocobnuee micue. Ponb i micue reorpadii B
TYpU3Mi, 9K KOMMMEKCHOI Hayku, 3yMOBIIEHI MPUHAWMHI TakMmMm oOGCTaBMHaMu: no-neplue,
HeobOXigHiCTIoO reorpadiyHOro O6rpyHTyBaHHs TEpUTOpIanbHOI CTPYKTYpU PeCcypcHOi, ocobnmnso
pekpeauiiHoi, CcKknagoBoi TypuaMy; MO-Apyre, BUBYEHHAM perioHanbHUX BigMIHHOCTEN Ta
OGr'pyHTYBaHHAM TepuTopianbHMUX MNPOMOPLIA  PO3BUTKY Typu3My; MO-TPeETE, HEOobXiaHICTO
reorpadidHoro obrpyHTyBaHHs MOgEeNen po3BUTKY perioHanbHUX TYPUCTUYHUX PUHKIB.

Y HayKoBMX po3Bigkax perioHanbHUX TYPUCTUYHUX PUHKIB OAHE 3 MPOBIOHMX MiClb
nocigalTb KOHUENUil perioHanbHOro MapKeTUHry, sKi - TpakTyloTb MOro nepeBaxHoO 4K
MapKETUHIOBWUI IHCTPYMEHT 1151 PO3BUTKY OKpeMUX cdpep AisfibHOCTi abo KOMMOHEHTIB, B TON Xe
Yyac HeJoCTaTHbO YyBarv NPUAINAETLCA KOMMEKCHOMY MapKETUHTY TYPUCTUYHMX PETIOHIB, KUK
CrpsIMOBaHMI Ha BUPILLEHHS NPO6rieM TYPUCTUYHOIO PErioHy i KOro TepuTopianbHUX YTBOPEHb Ta
BKMoyae B cebe po3pobky i peanisauito KOHUEMUii KOMMMEeKCHOro WMOro po3BUTKY — SIK
TepuTopianbHOI couianbHO-eKOHOMIYHOT cuctemn. Cepepn OOCNIOHVKIB B cdpepi perioHanbHOro
MapKeTuHry, cnig BuainuTu, Hacamnepen, . Kotnepa, kv Hagae BENUKOrO 3HAYEHHS
MapKeTUHry y dOopMyBaHHi NpvMBabnMBOCTI perioHiB, y TOMYy 4uCAi | TYpPUCTUYHMX, $IK
perioHanbHUX PUHKIB Ta SIK BflaCHE PUHKOBUX MPOAYKTIB. [4]

A. [yposunya i A. KonaHeBa HaronowyTb Ha TOMY, WO MapKeTUHI TYPUCTUYHOIO PErioHy
cnyrye ons npmBabneHHs B Le perioH TYpUCTIB Ta peryntoBaHHs TYPUCTUYHUX NOTOKIB 3 METOIO
3anobiraHHA NepeBaHTaXXEHHST €KOMOTIYHNX CUCTEM YN HETaTMBHOI peakuii MiCLLEeBOro HaceneHHs
Ha BMCOKWUI NOTIK TypucTiB. [7]

A. CrapoctiHa Ta C. MapToB MpOMOHYOTb BU3HA4YaTW peErioHaNbHUN MapKEeTUHI HK
iHTerpanbHy LiSnbHICTb Y PErioHi Ta 3a MOro Mexamu LWOoAO 30CepeXeHUX Yy Noro Mexax
pecypciB i MOXNMBOCTEN X peanisauil Ta BigTBOpeHHA. MapKeTUHroBi 3ycunnsa perioHis, ski
nparHyTb JOCArTU HanKpaLLMX pes3ynbTaTiB Y couianbHO-€KOHOMIYHOMY PO3BUTKY, CNPSMOBaHIi Ha
edekTUBHY peanisauito OCHOBHMX (OYHKUIN TepuTopii SK MiCUA NPOXMBAHHS, BIONOYMHKY i

rocnogaproBaHH4; NnoKpawlaHHa  ynpaeniHHA  Ta  iHPaCTPYKTypu; NiaBULLIEHHS
KOHKYPEHTOCNPOMOXHOCTI PO3MIiLLLEHNX Ha TepuTopii nianpnemcTs. [5, . 57]
I. ApXXEHOBCbKMIM Yy CBOIM npaui [6] HaBoguMTb Take BM3HAYEHHS: “...perioHanbHUN

MapKeTUHT — Le NepeaoBa iges, ginocodisi, WO BMMarae opieHTalii Ha noTpebu UinboBuX rpyn
CMoXuMBaYiB NOCyr TepUTOPIi, a TaKkoX Ha CTBOPEHHS KpaLluX, NOPIBHAHO 3 iHLUMMWN TEPUTOPISIMK
KOHKYPEHTHUX nepeBar Ha KOPUCTb KITiEHTIB”.

B Takumx, 6e3yMOBHO, BaXNMBWUX pPO3BigkaX, OAHAK, He 3HauWwnu BigobpakeHHs
NONOXEHHS, AKi HanexaTtb 00 npegMeTHOI cdbepu cycninbHoi-reorpadii. Ha Hawy oymky, ogHUM
3 FOMOBHUX HaNPSMKIB HayKOBOrO MOLUYKY B TaKOMy KOHTEKCTi Ma€ CTaTV MapKETUHroBa OLiHKa
TYPUCTUYHOIO NOTEHUiany perioHy Ha 3acajax cycninbHo-reorpadiyHOi METOAONOrI, SIka BKa3yeE,
30KpeMa, WO KaTeropiss «iHTerpanbHUW TYPUCTUYHUI MNOTEeHUian perioHy» MOBMHHA MICTUTK
LLIOHaMEHLLE TPU KOMMOHEHTH:

- TYPUCTMYHA NPUBaBNUBICTL PETiOHY;

- TYPUCTUYHUIA iMiOX PEriOHY;

- TYPUCTUYHA KOHKYPEHTOCNPOMOXHICTb PErioHy.

Buxoasum 3 HMHILWHBLOMO CTaHy PO3BMTKY CyCninbHO-reorpadivyHoi Hayku Ta , 0cobnmBo — 3
notped AepXaBHOro ynpasmiHHA, HEOOXiAHOCTI 3HA4YHO rMUBLLOrO0 HayKOBOro OOI'PYHTYBaHHSA
perioHanbHOI MONITUKW, [OCTaTHbO OYEBUOHOK € [MOCTaHOBKA MWUTAHHA MNPO  CyCnifbHO-
reorpaiyHnin  MapkeTUHr perioHy B3arani Ta npo cycnifibHo-reorpadiyHuii  MapKeTUHr
perioHanbHOro TYPUCTUYHOIO PUHKY, 30KpeMa, B KOHTEKCTi NpeaMeTy Hawlol cTaTTi.

TeopeTnyHi  OBrpyHTYBaHHA  CycCnifbHO-reorpadiyHOr0O  MapkeTuHry  Ta  MOro
BMPOBAaXXEHHA B MPaKTUKy yNpaBniHHA Teputopiamu, ranyssamu, nignpuemcrtesamuv OO3BONUTb
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BU3HAYUTKM HaNpsMun TpaHcopMaLiHMX NPOLECIB He NuLle Ha perioHanbHOMY PiBHI, a TakoX B
mMacLuTabi BCiel gepxasu.

HaBegeHi MipkyBaHHA [aloTb MiACTaBU 3anponoHyBaTW Taki HaNpsiMKM reorpadpiyHoro
OOCNIfXEHHS perioHanbHUX TYPUCTUYHUX PUHKIB:

1. TeopeTuyHe OOrpyHTYBaAHHSA TEPMiHY «pPerioHanbHUN TYPUCTUYHUIA PUHOKY» 3 MO3WULIN
reorpadpiyHoi  mMetogonorii. Monpy HasABHOCTI BENUKOI  KINbKOCTI HaykoBMX nybnikauin 3
«perioHanbHO-TYPUCTUYHOT» Ta «perioHanbHO-PUHKOBOT» TeMaTUKM Hapasi BiACYTHE ycTarneHe
TEPMIHOMOrYHE BU3HAYEHHS. ICHYEe TepMiH « perioHanbHUA PUHOK TYPUCTUYHUX MNOCAYr»
«MiCLLEBUI PUHOK», «CYOPUHOK», ane BiACYTHi MOro agekBaTHi TEPMIHOMOrIYHI TpakTyBaHHSA [2],
iCHYE TEPMIH «perioHanbHUA TYPUCTUYHUIA PUHOK» [1], ane BinbLuiCTb aBTOPIB AKOCb COPOMIIMBO
00X0OATb YiTKi BM3HAYEHHS1 Ta CriBBIAHOLWEHHS UMX TepMiHiB. Harnnepwe noTpibHO 3acyBatu
BiAMIHHOCTI Ta cniBBIgQHOLEHHS TaK 3BaHOro perioHanbHOro MapKeTUHry B3arasni Ta CycninbHo-
reorpagiyHoro MapkeTuHry. PerioHanbHOMY MapKeTUHry BiABOAATb NMUTAHHA BUBYEHHSI PUIHKY,
nonuTy, LiH Ha NPOAYKLit0 perioHy, peani3auito BCbOro Moro noteHuiany 3 nornsaay sk BHYTPiLHIX
(perioHanbHUX), TakK i 30BHILLHIX (3a MeXaMu perioHy) noTpe6.

[o uboro MeTodonoriyHoro 650Ky MMTaHb MNOTPIOHO BigHECTM OGI'PYHTYBaAHHSA Uinen
CycCninbHO-reorpadivyHOro MapKeTuHry, Ski MatoTb 6a3yBaTMCA Ha 3ararnbHUX LiNAX MapKeTUHry
Ta BpaxoByBaTM OCOONMBOCTI UINEN perioHarnbHOro MapKeTuHry. B sikocTi ronoBHoi meTwn
cycninbHoO-reorpaiyHOro  MapkeTMHry BapTO Ha3BaTM CTBOPEHHA CycifibHO-reorpadiyHol
KoHUenuji (cTparerii, nporpamn) NpocyBaHHA TYPUCTUYHOrO PErioHy Ha creuianisoBaHoMy Ta
HauioOHanNbHOMY PUHKY NOCHYT.

BaxnmBmMm KOMMOHEHTOM CTBOPEHHS Teopil CycnifnbHO-reorpadiyHoro MapKeTUHry €
OGr'pyHTYBaHHA MOro MPUHUMMIB, SK HAYKOBMX, TaK i MNpakTUYHO-NpuknagHux. B nepliomy
HaGNWKEHHI 40 TakMX MPUHUMNIB CNif Bi4HECTU: KOHKPETHO-LINbOBY CMPSMOBAHICTb AOCMIOKEHD
Ta NpaKTUYHNX OiN; NePCNEKTUBHICTb SIK 30PIEHTOBAHICTb Ha 4OBroTpuBasni pesynbtaT PUHKOBOI
DIANbHOCTI; OpraHiyHe noedHaHHA cTpaTeriyHmMx, TakTUYHUX Ta onepatMBHUX UiNen Ta Aain;
Y3ropKEHHS iHTepeciB i uinen 3aranbHOHALOHANbLHOMO i perioHanbHOrO XapakTepy, a TaKoxX
iHTepeciB NIOKanbHOro Ta MakpopiBHS TOLLO.

2. 3acTtocyBaHHA crieumdivyHMx reorpadiyHx MeTodiB B AOCNIAKEHHSAX perioHanbHUX
TYPUCTMYHUX PUHKIB Ta iX NpakTMyHa anpobauis — ue CTOCYETbCHA ,30KpemMa parioHyBaHHS Ta
KapTorpacdiyHoro metoay, sKi nonpu CBOK APEBHICTb BOSIOAIIOTb BENUYE3HUM He nue
nisHaBanbHUM, a 1 KOHCTPYKTUBHUM NOTEHLianom.

3. OOrpyHTyBaHHA cucteMn reorpadivyHMX KpUTEpIiiB | MOKA3HUKIB ONs  OUHKK i
[iarHOCTUKM  perioHanbHOr0  TYPUCTUYHOTO PUHKY (30KPEMA, EMHICTb PUHKY, KOHKYPEHLUis,
KOHIOHKTYpa). [ly)Xe akTyanbHUM € 3aBOaHHs AenimitTauil TYPUCTUYHUX PUHKIB y TepuTOopiaribHOMY
BMMIpi , WO HeOOXiOHO MpUHAWMHI AN YSBMEHHA NpO MaclTabHICTb PUHKOBMX BIOHOCMH, iX
aKTUBHOCTI Y KOHKpEeTHOMY reorpacpiuHomy micui [3, ¢.38]

4. leorpacpiyHa oujiHKa YMOB i YMHHUKIB (PYHKLIOHYBAHHA perioHaribHoro TypUCTUYHOIO
PUHKY — Lie 3aBOaHHS € OAHUM 3 HanOINbLL po3pobrieHMM B 3aranbHO reorpadidyHoMy po3yMiHHi,
ane notpibHa wmoaudikauia iCHylYMX METOAIB OUIHKM 4YMHHMKIB 0O noTped AiarHOCTUKM
perioHanbHOro TYPUCTUYHOIO PUHKY [2].

5. TNoTpebyoTb onpautoBaHHA MPUHUMNW aHanidy Ta KpuTepil OUiHKW TYpPUCTUYHOI
iHPPACTPYKTYpu pErioHanbHOr0 TYPUCTMYHOrO pPUHKY — Le 3aBAaHHA BUOKPEMSIEHO B
CaMOCTINHWUIA NYHKT 3 Ornsay Ha OBOSIKY nNpupoay iHppacTpykTypu: 3 oAHOro 6oKy BOHa BUCTYNae
AK YMHHWUK PO3BUTKY PErioHanbHOrO PUHKY, 3 iHWOro — sk 6e3nocepenHini CkrnagoBuii KOMMNOHEHT
TaKoro PUHKY.

6. [lloTpibHa yHihikoBaHa MeToAMKa 3AIMCHEHHS aHanisy AuvHaMiku | CTPYKTypwu
perioHanbHOro puMHKY B reorpaiyHOMy KOHTEKCTI

7. HeobxigHe ob6rpyHTOBaHe BM3HAYEHHS MPIOPUTETHOCTI acnekTiB aHanidy BHYTPILHbOI
TepuTopianbHOI AndepeHuialii  perioHanbHOro TYPUCTUYHOTO PUHKY - obcsariB  peanisauii
TYpNocnyr; ouiHKa perioHanbHOI CTPYKTYpU MPONo3uuil Ta CTPYKTYpWU CMOXMBAHHS TYyproOCnyr,
perioHanbHUX 0cobNMBOCTEN NOBEAIHKM CNOXMBAYIB TYpnocnyr ToLwo.

8. 3piicHeHHsA TepuTopianbHOI CerMeHTauii pUHKY — SK MEBHWWA iHTerpyl4uun etan - B
reorpadpiyHOMy PO3YMiHHI Le 3aBAaHHA ChiB3By4YHE 3 paviOHYBaHHSAM perioHanbHOrO PUHKY.
OuyeBMaHO, WO Taka CerMeHTauis CTaHe O4HMM 3 HaBaXKSMBILLMM IHCTPYMEHTIB MapKeTUHry
TYPUCTUYHNX PETIOHIB.
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9. 3aificHeHHs reorpadiyHOro MNPOrHO3y pPO3BUTKY PErioHanbHOrO PUHKY Ha OCHOBI
Cy4acHUX, 30Kpema KinbKiCHUX, MeToAiB NPOrHO3yBaHHSA

10. 3aBepwanbHOW CcTagielo Uukny reorpadiyHoro  AocnifpKeHHs  perioHanbHoro
TYPUCTUYHOIO PUHKY Mae CTaTu CTBOPEHHA reorpadivyHol KOHLUENUiT Moro CTiMKoro po3BUTKY Ta
3acobiB  perynioBaHHs Takoro po3BUTKy. B ymoBax 34iMCHEHHsI NMpUHUMNIB AeueHTpanisadii
AEepXXaBHOro ynpaeniHHA, SAKi nepegbaqaloTb 3HayYHe pPO3LUMPEHHSA CaMOCTIMHOCTI  PerioHiB,
3ABMSETECA pearibHa MOXIMBICTb FHYYKOrO Y3rofKeHHsl ynpasBniHCbKUX Linen HauioHanbHoro,
MaKpoperioHanbHOro, 0obnacHoro, fOKanbHOMO Ta  MIKpOperioHanbHOro piBHA. PerioHanbHi
ynpaBfiHCbKi  cny0u, SKi 3anMaTMMyTbCA pPO3pOoOKOK Ta peanisauieldo  MapKeTUHroBOI
JisSiNbHOCTI, MalOTb afeKkBaTHO BiANOBIOATM KOXHIN i3 CKMagoBUX MapKETUHrY perioHy: aHanis
PUHKOBMX MOXNUBOCTEN, BUOIp PUHKIB 30yTy TOBapiB, OpraHisauito BUPOOHMLTBA B PETiOHI
BiQMOBIAHO OO0 noTpeb puHKIB, oOpraHisauito 30yTy Ha puHKaxX i KOHTPONb (OYHKLIOHYBaHHSA
KOMMJIEKCY perioHanbHOr0 MapKeTUHry Ta CTYMiHb BUKOHAHHA 3aBAaHb | JOCATHEHHS Linen.
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GEOGRAPHICAL CONTEXT OF REGIONAL TOURISM MARKETING
K. KYSELOVA, I. DUDNIK

Regional aspects of research in recent times is increasingly manifest in a variety of
scientific fields — from geography to Economics, sociology and Ethnology, from ecology to sacred
and spiritual realms. This increase is due both to objective reasons, which are in the extension
and deepening of substantive areas of research and in the subjective need of the practice of state
and regional governance, refinement of concepts of regional policy.

Scientific interpretation of the region as a kind of "market", which is defined by
geopositioning outside is one of the modern scientific approaches, which address not only the
economic, but also of many related Sciences. At the same time, it was geography and, above all,
human geography has already sufficiently developed and practically approbated theoretical and
methodological tools truly scientific regional studies. The problem is, in our opinion, in extremely
poor use of this potential of geography to the study of regional tourism markets. Existing
publications in the vast majority have constatino-geographical bias (that in itself is some merit),
but almost no market-regional work of a constructive character, which would unite the
advantages of the system-geographical approach with deep regional market estimates and
obviously would have a practical orientation, causing the interest of the tourist business. Studies
of various aspects of the market of tourist services and their features are reflected in the works of
Ukrainian scientists V. A. Ljubicevo, T. I. Tkachenko, L. M. Shulgina and foreign scientists
N.Would. Brzakova, A. P. Durovich, V. G. Gulyaev, G. A. Karpova, A. S. Kopaneva, S. Marinova,
G. A. Papiryan, Yu. V. Temnogo, L. G. Temnoy.

Tourist activity in virtue of its diversity and rsnake entity is associated with a number of
Sciences, among which geography occupies a special place. The role and place of geography in
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tourism, as a complex science, at least based on the following facts: first, the need for
geographical substantiation of the territorial structure of the resource, especially the recreation
component of tourism; secondly, to study regional differences and the justification for territorial
proportions of development of tourism; third, the need for geographical substantiation of models
for the development of regional tourism markets.

In scientific research regional tourism markets one of the leading places takes the concept
of regional marketing who interpret it primarily as a marketing tool for the development of certain
spheres of activities or components, at the same time, insufficient attention to the complex
marketing of tourist regions, which is aimed at solving problems of the tourism of the region and
its territorial units and includes the development and implementation of a comprehensive concept
of its development as a territorial socio-economic system. Among researchers in the field of
regional marketing, it is necessary to allocate, first of all, Philip Kotler, which attaches great
importance to marketing in the formation of attractiveness of the regions, including tourism, as
regional markets and how to actually market products. [4]

A. Gurovich and A. Kopaneva note that the marketing of tourism in the region is to attract
in the region of tourists and regulate the tourism flows in order to prevent overloading of
environmental systems or the negative reaction of the local population to the high flow of tourists.

[7]

Starostin and Sergei Martov propose to define regional marketing as an integral activity in
the region and beyond relatively concentrated within its limits of resources and opportunities of
their realization and reproduction. Marketing efforts of regions that seek to achieve the best
results in socio-economic development aimed at effective implementation of the main functions of
the territory as place of residence, leisure and farming; improving management and
infrastructure; improving the competitiveness located in the territory of the enterprises. [5, p. 57]

I. Arzhenovsky in their work [6] cites the following definition: “...regional marketing is an
advanced concept, a philosophy, requires orientation to the needs of the target consumer groups
of the service territory, as well as creating the best compared to other areas of competitive
advantages in favour of the clients.

In these, of course, important studies, however, did not reflect the provisions that relate to
substantive areas of social-geography. In our opinion, one of the main directions of scientific
research in this context should be a marketing assessment of the tourism potential of the region
based on socio-geographical methodology, which specifies in particular that the category of
"integral touristic potential of the region" must contain at least three components:

- the attractiveness of the region;

- tourist image of the region;

- tourist competitiveness of the region.

Based on the current state of development of social and geographical science and
especially to the needs of public administration, the need for much more in-depth scientific
justification of regional policy, what is also evident is the question about the socio-geographic
marketing region in General and on the socio-geographic marketing regional tourism market,
particularly in the context of the subject of our article.

Theoretical justification of the social and geographical marketing and its implementation in
practice of management of territories, industries and enterprises will allow to determine the
direction of the transformation processes not only at the regional level, but also in the entire state.

These arguments give grounds to suggest the following directions of geographical
research on regional tourism markets:

1. Theoretical justification of the term "regional tourism market" from the standpoint of
geographical methodology. Despite the large number of scientific publications on "regional
tourism" and "regional market" theme currently is no established definition of terminology. There
is the term "regional market of tourist services the" local market", "submarket”, but no adequate
terminology interpretation [2] is the term "regional tourism market" [1], but most authors somehow
shamefully bypassed clear definitions and correlations of these terms. First of all you need to find
out the differences and the ratio of the so-called regional marketing in General and social and
geographical marketing. Regional marketing assign questions to study the market demand,
product prices in the region, the implementation of all its potential from the point of view of
internal (regional) and external (outside the region) needs.
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Prior to this, methodological issues need to include justification of the goals of socio-
geographic marketing, which should be based on General marketing purposes and to consider
the peculiarities of the objectives of regional marketing. The main goal of the socio-geographic
marketing should be called the creation of a socio-geographical concept (strategies, programs) to
promote tourism in the region in a specialized and national market.

An important component of the theory of socio-geographic marketing is the substantiation
of his principles, both scientific and practically applied. As a first approximation to such principles
should include: specific targeting of research and practical action; the prospect as a long-term
focus on the market outcomes; the organic combination of strategic, tactical and operational
goals and activities; harmonization of interests and goals of national and regional issues, as well
as local interests and macro-level things like that.

2. The specific application of geographical methods in the study of regional tourism
markets and their practical testing — this applies ,in particular zoning and cartographic method,
which in spite of its antiquity we have a huge not only informative, but also constructive potential.

3. The rationale of the system of geographical criteria and indicators for the evaluation
and diagnosis of the regional tourist market (particularly the market capacity, competition, market
conditions). Very relevant is the problem of delimitation of the tourism markets in the territorial
dimension that is needed at least to represent the magnitude of market relations, their activity in a
specific geographic location [3, p. 38]

4. Geographical assessment of conditions and factors of functioning of the regional tourist
market — this job is one of the most developed in the General geographical sense, but need
modification of existing methods of rating factors to the diagnostic needs of the regional tourism
market [2].

5. Require study of the principles of analysis and evaluation criteria of tourism
infrastructure in the regional tourism market is a challenge highlighted in a separate paragraph,
given the dual nature of infrastructure: on the one hand it acts as a factor of development of the
regional market, with another — as a direct component of such a market.

6. Need a unified methodology for the analysis of the dynamics and structure of the
regional market in the geographical context.

7. You need an informed prioritization of aspects of the analysis of the internal territorial
differentiation of the regional tourism market - sales volumes of travel services; evaluation of the
regional structure of supply and consumption patterns of tourist services, regional characteristics
of the consumer behavior of tourism services and the like.

8. The implementation of territorial market segmentation — as a kind of integrating the
stage - in the geographical understanding of this mission is consonant with the zoning of the
regional market. Obviously, such a segmentation will be one of the most important tools for
marketing tourism regions.

9. The implementation of a geographical forecast of the development of the regional
market on the basis of modern, in particular quantitative methods of forecasting

10. Final stage of the cycle geographical study of regional tourist market should be the
creation of the geographical concept of sustainable development and means of regulation of such
development. In terms of the implementation of the principles of decentralized governance, which
provide for a significant expansion of the independence of the regions, there is a real possibility of
flexible harmonization of management objectives of national, macroregional, regional, and local
level screehing. Regional management services that will be engaged in the development and
implementation of marketing activities, should adequately correspond to each of the components
of the marketing area: analysis of market opportunities, selecting markets for goods, the
organization of production in the region in accordance with the needs of the markets, sales
organization in markets and control over the complex of regional marketing and the degree of
fulfilment of tasks and achieving goals.
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