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In this article, the theoretical aspects of the formation of the tourist enterprise strategies

have been researched. Choice of the strategy in business is one of main issues of management.

In addition, the elaboration of the strategies of the tourist enterprises is the major important

condition of their effective activity in the long-term prospect and an effective instrument

to increase the competitiveness of tourist enterprise. The general-scientific and special

methods of system and structural analysis and synthesis have been applied for the

identification of the main stages of choice and implementation of tourist enterprise strategy;

methods of terminological analysis and synthesis – for the systematization of innovative

strategies of modern tourist enterprise. By the theoretic research it has been detected that

the main purpose of the tourist enterprises is satisfaction of the customers’ need in the

tourist services. Thus, the main type of the tourist enterprises activity is the formation and

implementation of tourist product – a complex of tourist services for satisfaction the

needs of tourist during his journey. It has been founded that the variety of strategies

chosen by tourist enterprises is a modification of such basic strategies as: limited growth

strategy, growth strategy, reduction (combustion) strategy, combined strategy. The stages

of the elaboration of a general strategy of the tourist enterprise have been shown. Herewith,

the analysis of modern theories has allowed distinguishing such innovative strategies as:

segment strategy, technology oriented strategy, strategy of professionals, and reputation

strategy. Conducted theoretical analysis has detected that the formation of the effective

system of strategic planning of the tourist enterprise development within it’s complex

development is a long-term process connected with improving whole management system

and advancing the level of it’s organization culture. Tourism enterprises should always

monitor the changes in the market of tourist services and respond to them by elaboration

of new marketing methods. The author’s definition of the category «enterprise strategy»

means basic long-term decisions with the corresponding developed tools of their

implementation, which direct concrete measures on achievement of goals of the enterprise

activity. The prospect of further research is a practical approbation of the offered strategies

on the modern enterprises of the tourist area.
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Introduction and statement of the problem

The tourism industry is becoming increasingly
important for the economic development of countries
around the world. Strategic management plays an
important role in the conducting of organizations
and is able to increase the efficiency of their activities,
strengthen the position of the enterprise in the
market. The choice of a business strategy is one of
the most important management issues; furthermore,
the elaboration of strategies for the development of

tourism organizations is a crucial condition for
effective long-term activity and an effective tool for
improving the competitiveness of the tourism
enterprises. Whereas the nowadays conditions of
enterprises’ existing are changed, it is necessary to
regularly review the current strategy and adjust it.
Sometimes the application of the classical strategies
is appropriate, but betweenwhiles the application of
only one of the new strategies is possible. Therefore,
the necessity of studying both modern and old
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business strategies is highlighted.
Tourism plays an important role in the solving

of social and economic issues. Above all, it is
connected with the necessity to enter the tourist
services on the world market, rising of competition,
as well as interest in improving financial and
economic rates such as a profit, profitability, and
efficiency of tourist services.

To succeed in the current economic conditions,
the general strategic orientation of tourism services
to worldwide markets is foremost necessary as a
priority for tourist business.

Analysis and research of publications

The issues of elaboration, choice and
implementation of strategy on the tourist enterprise
have been investigated in the works of domestic
scientists Dan’ko N.I. and Kurinna S.S. [1], Zaiets’
M.A. and Borid’ko O.M. [2], Kramarchuk S.P. and
Lubkej N.P. [3], Savits’ka O.P., Savits’ka N.V. and
Pohrebniak L.V. [4], Saukh, I.V. [5], Slyvenko V.A.
and Yermakova A.O. [6], Shpak M.V. and
Yurchyshyna L.I. [7]. Different direction of scientific
positions for the formation of the strategy
classification model and adaptation them for the
tourist enterprises defines the relevance and purpose
of the article.

The purpose of the article

The purpose of the article is to detect the most
important classification features of the strategy and
to specify the distinguished by these features types
– by the method of system and structural analysis,
as well as to characterize the tourist enterprise
functional strategies for the achieving the competitive
advantages in the future – by the synthesis method.

Presentation of the main material

The essence of the enterprise strategy is to
determine a certain competitive choice that allows
it not taking advantage of current opportunities, but
also concentrating resource potential to solve priority
tasks, and to provide advantages in prospectively
profitable directions of development. Therefore, the
elaboration of an effective strategy and its
implementation are defintly important issues in the
activity of any enterprise, as well tourist [3].

Tourism, as a separate area of activity, accounts
the list of enterprises that provide different services
to the consumer and organize the leisure of tourists.
Every year the tourist activity of Ukraine is
increasingly incorporated to the world market.
Although, this process is constrained by number of
factors including disadvantages in the state tourist
policy and lag of the industry from the foreign
analogues. In the conditions of global financial and
economic crisis the elaboration and implementation
of the development strategy become the most
important cause of the existing of tourist firm. In
the economic changes modern tourist enterprise is

faced with many issues. The sources of increased
complexity of management are: increased level of
uncertainty of the market situation; seasonal volatility
of demand for tourist services; raised competition in
the tourist business; lack of financial (current)
resources etc.

Thus, the tourist enterprise can not apply only
current planning and operative handling of its activity.
The necessity of the strategic thinking that should
embody to the program of actions and clarify the
goals and tools for implementation of the chosen
way of development is coming up.

Tourism is one of the important impact factors
for the economic growth and development of the
society. On the other hand, tourism is a primary or
secondary activity for a large part of the population
living in attractive tourist areas, as well as elsewhere
in the world. Also, tourism is perceived as a
meaningful tool for the economic growth in the
developed as well as in developing countries. In
general opinion, tourism is perceived as a leisure
and joyfulness activity. Nevertheless, the facts
demonstrate that billions of dollars are worldwide
invested to this area. Therefore, tourism should be
seriously analyzed and studied by scientists,
researchers, politics, national and local authorities
etc. [6].

The main aim of the tourist enterprises
functioning is the customer satisfaction in tourist
services. Thereby, the main type of the tourist
enterprises activity is completing and sale of tourist
product as a complex of tourist services that satisfy
the tourist needs during his journey.

The application of the method of system and
structural analysis when studying the object as an
integrated set of elements together with relationships
and connections between them, i.e. considering the
object as a system, is a well-known fact. The main
stages of cycle of choice and implementation of the
enterprise strategy are shown in Fig. 1.

Therefore, the main task of the enterprise of
tourist area is the elaboration of the enterprise strategy
[7].

The synthesis method allows joining the
components, simple elemental parts of a complex
phenomenon with the separation of individual sides,
attributes, and connections. The synthesis allows
investigation of the features and specific of internal-
system interaction and contains the results of
abstraction, simplification, and formalization. It is
the application of this general-scientific method
allowed to visualize the process of elaboration of the
general strategy of tourist enterprise (Fig. 2).

A variety of strategies chosen by tourist
enterprises is modifications to several basic strategies,
each of which is effective in the conditions of internal
and external environment. Thus, it is useful to
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consider the causes of the strategy’s choice. The basic
strategies are following [5].

Firstly, limited growth strategy is implemented
by stable activity enterprise. According to this
strategy, the goals of development are set “from
achieved” and are adjusted for variable conditions.
If the enterprise’s financial status is satisfactory, the
strategy can not be changed in perspective because
it is the easiest and the least risky variant of action.

Secondly, growth strategy is often applied on
the enterprises with dynamical technology. An annual
increase in the level of development over the previous
year exists. If the enterprise orients to the
diversification of activity, it applies this strategy. The
growth can be internal (by expanding the range of
products and creation of new high-demanded
products) and external (involvement of an enterprise
in related industries by joining, merging or
participating in other companies). As a rule, this
strategy is appropriate for principally new types of
business, which did not previously exist in the region.

Thirdly, reduction (combustion) strategy is
applied in the cases when the economic rates of the
enterprise aggravate and the goals for the next year
lower than for the previous year. In practice, this
strategy is rarely used as it implies the external
management under the procedure of bankruptcy or
readjustment of enterprise.

Fourthly, combined strategy is a joining of the
three above and is applied on the active functioning
in several industries enterprises. For example, strategy
of outstripping of needs – while reducing the demand
for «old product», an additional «innovative product»
is offered for recognition it’s by consumers. As a
rule, this strategy is applied by enterprises-dialers of
large enterprises. Combined strategies also include
the equivalence strategy of the product system to
the needs system. In particular, the product or service
that consumer can currently buy are offered.

Method of terminological analysis and
generalization provides studying of history of terms
and denoted definitions, elaboration and clarification

of the content and scope of definitions, statement
of interconnection and subordination of definitions,
their place in the basic theory. It was the application
of this method that made it possible to formulate
the author’s definition of the category «enterprise
strategy» that means basic long-term decisions with
the corresponding developed tools of their
implementation, which direct concrete measures on
achievement of goals of the enterprise activity.

On the current market the single-purpose
strategies based on the choice of the only major
strategic direction of development predominate.
Consequently, such innovative strategies inherent in
the modern tourism enterprise could be highlighted
(Table 1).

Classification of strategies covers the following
types: corporative, business-strategy, functional and
operative strategies. On the base of this classification
four major types of strategic decisions are singled
out (Table 2).

Special strategies appropriated for the tourist
enterprises are classified as:

1) strategies for the level of decisions making
– global (international level), national (state level),
regional (regional level), and local (local level);

2) strategies according to the tools of the
development providing – development under impact
of global expansion (optimization of activity within
actual positioning – intensive growth), development
due to the organization flexibility (forecasting of the
development of competitors’ economic processes);

3) strategies that allow to manage demand by
price differentiation, stimulation of demand in the

Sequence of strategy elaboration 

1. Evaluation of the life cycle stage of the enterprise and the choice of 

strategic directions of activity 

3. Setting and ranking goals of the basic strategy  

 

2. Investigation of the influence of macro and microenvironment on the 

strategic goals of the enterprise 

4. Specification of strategic goals by implementation periods 

5. Differentiation of goals into specific tasks of strategic importance 

6. Choosing tactics and tools for solving problems and achieving strategic goals 

Selection of the 

most effective 

sources of resource 

formation 

Increasing the 

efficiency of existing 

resource potential 

Improvement of 

marketing and 

management 

activities 

Defining the mission of 

the enterprise 

Elaboration of long-

term and short-term 

goals 

Elaboration of the 

enterprise strategy 

Implementation of the 

enterprise strategy 

Estimation of the 

effectiveness of the 

strategy and adjusting 

the previous steps 

Fig. 1. The main stages of cycle of choice and implementation

of the enterprise strategy (developed by author according to [5])

Fig. 2. Elaboration of the general strategy of the tourist

enterprise activity (improved by the author for [5])



115ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2019, ¹ 2(10)

Formation of strategies of the tourism business enterprises: theoretical aspects

lowest loading, applying the pre-order system, and
reservation of service time;

4) strategies of indirect distribution of tourist
products (services) based on franchising, creation of
new services;

5) strategies of support of tourist services based
on the lowest costs, product differentiation, market
niche or segment;

6) strategies of development of the resort and
tourist regions – cardinal change; keeping growth;
achieved or selected growth.

In real practice the enterprise can apply any

strategies in the same time [4]. In recent years the
tourist business has changed significantly (Fig. 3).

Modernized demand. The specialized tourism
by the interests becomes increasingly significant;
however, the group tours to the well-known places
losses their relevance. Moreover, the trend if
individual trips by own liking increases. In addition,
such types of tourism as sport, extreme, ecologic,
topical, cultural and cognitive, as well as cruise
develop more rapidly.

Advantage of outdoor activities. Currently, the
reorientation from passive to active recreation is

Table  1

Types of strategies in the modern tourism enterprise

Table  2

Management strategic decisions in dependence on chosen strategy

Type of strategy Explanation 

Segment strategy 

The "find your niche" strategy is characterized by the development of a firm aimed at a particular 

segment of the market; the company is developing with a narrow specialization. The main purpose of 

the strategy is to win a leading position in the chosen segment of market, i.e. maximally possible 

expansion of the client auditory. The strategy also has a high level of the organization of the 

company’s communication processes within the chosen segment 

Technology 

oriented strategy 

The strategy is applied to fewer firms, because it is relatively costly. A base of the strategy is a 

customer service system directed at constantly improving the convenience of interaction between the 

client and the company, as well as the level of physical, emotional and psychological comfort of 
tourists. Firms pay attention to Internet, through which they find contacts with clients and implement 

various aspects of the tour offer, as well as work closely with telecommunication companies. Such 

"technological" companies spend a considerable amount of their money on the development and 

promotion of organizational, information and technical resources 

Strategy of 

professionals 

The strategy pays a considerable attention to their professionals. It is close to technology oriented 

strategy. Nevertheless, if the first strategy is based on the professional technologies, the second one – 

on the professional skills and abilities of employees. The major part of the expenses is spent on 

training and advanced training of employees. The head of such a company is interested, first of all, in 

maintaining a permanent highly professional team of employees who are the most important 

strategic resource of the company 

Reputation 

strategy 

The strategy is the most expensive and only for large companies that have enough money to organize 

a large-scale advertising campaign. But in addition to the obvious positives, the work of a single 

brand company has several disadvantages. Firstly, orientation only to authority and reputation in 
practice faces personnel problems of outflow of professionals. Secondly, often problems arise in 

creating and maintaining a unique corporate identity for all members of the network. If at least one 

department breaches a common network ethic and aesthetics, it can lead to significant reputation 

losses 

 

Type of strategy Strategic decisions 
Responsible subdivision for formation 

and implementation of the strategy 

Corporative 

Expansion of business; distribution of resources between 

the structural departments; change of the organization 

structure; development of the strategic focus of enterprise 

departments 

Strategic departments of the enterprise  

(is relevant for joint stock companies) 

Business-strategy 

Providing of the business-plan implementation; 

advertising; elaboration of the measures of 

competitiveness 

Heads of departments 

Functional strategy 
Strategy of production, finances, marketing, innovations, 

personnel 
Middle managers 

Operative strategy 
A narrow strategy for individual structural departments in 

terms of individual functional areas 
Local managers 
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observed; the demand for satisfaction and change of
impressions appears, moreover, the process but not
object of satisfaction gains the most importance.

Promotion of outbound tourism is reflected in
the increase in the number of trips abroad while
reducing their domestic.

Changing the age structure of tourists. The
increase of the category of the elderly in the total
population of visitors is observed. The features of
this category of tourists are: a lot of spare time,
material wealth, more money, disinclination to
experiments.

Increasing frequency and reducing travel time.
Frequency has a trend to growth, whereas, travel
time – to increase. Thus, the trend of “splitting”
the basic leave – instead of one a year few short
trips are preferable. The features of such type of
tourism are: higher level of tourists spending per one
tourist-day, high activity and mobility of tourists.

Modernized demand 

Advantage of outdoor activities 

Promotion of outbound tourism 

Changing the age structure of tourists 

Increasing service requirements 

Increasing frequency and reducing travel 

time 

Fig. 3. Modern modifications in the tourism business

(elaborated by author for [1])

Increasing service requirements. Rapid
increasing of tourist business, industry of rest, as
well as technologization of human life made a
possibility to compare places of rest and to require
the advanced level of service [1].

Conclusions

The formation of an effective system of the
strategic planning of the tourism enterprises
development is a long-term process, which is
connected with improving the whole management
system and advancing the level of enterprise’s
organization culture. Tourism enterprises should
always monitor the changes in the market of tourist
services and respond to them by elaboration of new
marketing methods. Tourism is a high-contact area
where the quality of supply is inseparable from the
quality of service. The enterprise strategies are the
basic long-term decisions with appropriately
elaborated means of their implementation, which

direct specific measures to the achievement of goals
of the enterprise activity. They are the global
directions of activity and require the detail through
the short-term planning, and are the original plan
for the heading of tourist enterprise to success in the
tourist services market.

The prospect of further research is a practical
approbation of the offered strategies on the modern
enterprises of the tourist area.
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ÔÎÐÌÓÂÀÍÍß ÑÒÐÀÒÅÃ²É Ï²ÄÏÐÈªÌÑÒÂ
ÒÓÐÈÑÒÈ×ÍÎÃÎ Á²ÇÍÅÑÓ: ÒÅÎÐÅÒÈ×ÍÈÉ ÀÑÏÅÊÒ

ßøê³íà Í.Â.

Â äàí³é ñòàòò³ äîñë³äæåíî òåîðåòè÷í³ àñïåêòè ôîð-
ìóâàííÿ ñòðàòåã³¿ òóðèñòè÷íîãî ï³äïðèºìñòâà. Âèá³ð ñòðà-
òåã³¿ â á³çíåñ³ – îäíå ç íàéãîëîâí³øèõ ïèòàíü óïðàâë³ííÿ, à
ðîçðîáêà ñòðàòåã³é ðîçâèòêó òóðèñòè÷íèõ îðãàí³çàö³é º íàé-
âàæëèâ³øîþ óìîâîþ ¿õ åôåêòèâíî¿ ä³ÿëüíîñò³ â äîâãîñòðîêîâ³é
ïåðñïåêòèâ³ òà åôåêòèâíèì ³íñòðóìåíòîì ï³äâèùåííÿ êîíêó-
ðåíòîñïðîìîæíîñò³ òóðèñòè÷íîãî ï³äïðèºìñòâà. Ïðè öüîìó
áóëè âèêîðèñòàí³ çàãàëüíîíàóêîâ³ òà ñïåö³àëüí³ ìåòîäè ñèñ-
òåìíî-ñòðóêòóðíîãî àíàë³çó ³ ñèíòåçó äëÿ â³äîêðåìëåííÿ îñ-
íîâíèõ åòàï³â âèáîðó òà ðåàë³çàö³¿ ñòðàòåã³¿ òóðèñòè÷íîãî
ï³äïðèºìñòâà; òåðì³íîëîã³÷íîãî àíàë³çó é óçàãàëüíåííÿ – äëÿ
ñèñòåìàòèçàö³¿ ³ííîâàö³éíèõ ñòðàòåã³é, ïðèòàìàííèõ ñó÷àñ-
íîìó òóðèñòè÷íîìó ï³äïðèºìñòâó. Òåîðåòè÷íå äîñë³äæåííÿ
âèÿâèëî, ùî îñíîâíîþ ìåòîþ ôóíêö³îíóâàííÿ òóðèñòè÷íèõ
ï³äïðèºìñòâ º çàäîâîëåííÿ ïîòðåá ñïîæèâà÷³â â òóðèñòè÷íèõ
ïîñëóãàõ; ó çâ’ÿçêó ç öèì îñíîâíèì âèäîì ä³ÿëüíîñò³ òóðèñòè÷-
íèõ ï³äïðèºìñòâ º êîìïëåêòóâàííÿ òà ðåàë³çàö³ÿ òóðèñòè÷-
íîãî ïðîäóêòó – êîìïëåêñó òóðèñòè÷íèõ ïîñëóã, ùî çàäîâîëü-
íÿþòü ïîòðåáè òóðèñòà ï³ä ÷àñ éîãî ïîäîðîæ³. Ç’ÿñîâàíî, ùî
âñÿ ð³çíîìàí³òí³ñòü ñòðàòåã³é, ÿê³ îáèðàþòü òóðèñòè÷í³
ï³äïðèºìñòâà, º ìîäèô³êàö³ÿìè ê³ëüêîõ áàçîâèõ ñòðàòåã³é:
ñòðàòåã³ÿ îáìåæåíîãî çðîñòàííÿ, ñòðàòåã³ÿ çðîñòàííÿ, ñòðà-
òåã³ÿ ñêîðî÷åííÿ (çãîðàííÿ) òà êîìá³íîâàíà ñòðàòåã³ÿ. Íàâå-
äåíî åòàïè ðîçðîáêè çàãàëüíî¿ ñòðàòåã³¿ ä³ÿëüíîñò³ òóðèñòè÷-
íîãî ï³äïðèºìñòâà. Ïðè öüîìó àíàë³ç ñó÷àñíèõ òåîð³é äîçâîëèâ
âèîêðåìèòè ³ííîâàö³éí³ ñòðàòåã³é, äî ÿêèõ áóëî â³äíåñåíî ñåã-
ìåíòíó ñòðàòåã³þ; ñòðàòåã³þ, ùî îð³ºíòîâàíà íà òåõíîëîã³¿;
ñòðàòåã³ÿ ïðîôåñ³îíàë³â i ñòðàòåã³ÿ ðåïóòàö³¿. Âèêîíàíèé òå-
îðåòè÷íèé àíàë³ç âèÿâèâ, ùî ôîðìóâàííÿ åôåêòèâíî¿ ñèñòåìè
ñòðàòåã³÷íîãî ïëàíóâàííÿ ðîçâèòêó òóðèñòè÷íîãî ï³äïðèºì-
ñòâà â ðàìêàõ éîãî êîìïëåêñíîãî ðîçâèòêó º òðèâàëèì ïðîöå-
ñîì, ùî ïîâ’ÿçàíèé ç âäîñêîíàëåííÿì âñ³º¿ ñèñòåìè óïðàâë³ííÿ
³ ï³äâèùåííÿì ð³âíÿ éîãî îðãàí³çàö³éíî¿ êóëüòóðè. Òóðèñòè÷í³
ï³äïðèºìñòâà ìàþòü ïîñò³éíî ñòåæèòè çà çì³íàìè, ÿê³ â³äáó-
âàþòüñÿ íà ðèíêó òóðèñòè÷íèõ ïîñëóã, âñòèãàòè ðåàãóâàòè
íà íèõ, ðîçðîáëÿþ÷è íîâ³ ìàðêåòèíãîâ³ ïðèéîìè. Íàâåäåíå àâ-
òîðñüêå âèçíà÷åííÿ åêîíîì³÷íî¿ êàòåãîð³¿ «ñòðàòåã³ÿ ï³äïðèº-
ìñòâà», ÿêà âêëþ÷àº îñíîâîïîëîæí³ äîâãîòåðì³íîâ³ ð³øåííÿ ç
â³äïîâ³äíèìè ðîçðîáëåíèìè çàñîáàìè ¿õ ðåàë³çàö³¿, ùî ñïðÿìî-
âóþòü êîíêðåòí³ çàõîäè íà äîñÿãíåííÿ ö³ëåé ä³ÿëüíîñò³ ï³äïðèº-
ìñòâà. Ïåðñïåêòèâîþ ïîäàëüøîãî äîñë³äæåííÿ º ïðàêòè÷íà
àïðîáàö³ÿ çàïðîïîíîâàíèõ ñòðàòåã³é íà ñó÷àñíèõ ï³äïðèºìñòâàõ
òóðèñòè÷íî¿ ãàëóç³.

Êëþ÷îâ³ ñëîâà: ñòðàòåã³ÿ, òóðèñòè÷íå ï³äïðèºìñòâî,
êëàñèô³êàö³ÿ ñòðàòåã³é, òóðèçì, òóðèñòè÷íà ä³ÿëüí³ñòü,
òóðèñòè÷íèé ðèíîê, ñó÷àñí³ òà êëàñè÷í³ á³çíåñ-ñòðàòåã³¿.

ÔÎÐÌÈÐÎÂÀÍÈÅ ÑÒÐÀÒÅÃÈÉ ÏÐÅÄÏÐÈßÒÈÉ
ÒÓÐÈÑÒÈ×ÅÑÊÎÃÎ ÁÈÇÍÅÑÀ: ÒÅÎÐÅÒÈ×ÅÑÊÈÉ
ÀÑÏÅÊÒ

ßøêèíà Í.Â.

Â äàííîé ñòàòüå èññëåäîâàíû òåîðåòè÷åñêèå àñïåêòû
ôîðìèðîâàíèÿ ñòðàòåãèè òóðèñòè÷åñêîãî ïðåäïðèÿòèÿ. Âû-
áîð ñòðàòåãèè â áèçíåñå - îäèí èç ãëàâíûõ âîïðîñîâ óïðàâëå-
íèÿ, à ðàçðàáîòêà ñòðàòåãèé ðàçâèòèÿ òóðèñòè÷åñêèõ îðãà-
íèçàöèé ÿâëÿåòñÿ âàæíåéøèì óñëîâèåì èõ ýôôåêòèâíîé äåÿ-
òåëüíîñòè â äîëãîñðî÷íîé ïåðñïåêòèâå è ýôôåêòèâíûì èíñò-
ðóìåíòîì ïîâûøåíèÿ êîíêóðåíòîñïîñîáíîñòè òóðèñòè÷åñêî-
ãî ïðåäïðèÿòèÿ. Ïðè ýòîì áûëè èñïîëüçîâàíû îáùåíàó÷íûå è
ñïåöèàëüíûå ìåòîäû ñèñòåìíî-ñòðóêòóðíîãî àíàëèçà è ñèí-
òåçà äëÿ îòäåëåíèÿ îñíîâíûõ ýòàïîâ âûáîðà è ðåàëèçàöèè ñòðà-
òåãèè òóðèñòè÷åñêîãî ïðåäïðèÿòèÿ; òåðìèíîëîãè÷åñêîãî àíà-
ëèçà è îáîáùåíèÿ - äëÿ ñèñòåìàòèçàöèè èííîâàöèîííûõ ñòðà-
òåãèé, ïðèñóùèõ ñîâðåìåííîìó òóðèñòè÷åñêîìó ïðåäïðèÿòèþ.
Òåîðåòè÷åñêîå èññëåäîâàíèå ïîêàçàëî, ÷òî îñíîâíîé öåëüþ ôóí-
êöèîíèðîâàíèÿ òóðèñòè÷åñêèõ ïðåäïðèÿòèé ÿâëÿåòñÿ óäîâëåò-
âîðåíèå ïîòðåáíîñòåé ïîòðåáèòåëåé â òóðèñòè÷åñêèõ óñëó-
ãàõ; â ñâÿçè ñ ýòèì îñíîâíûì âèäîì äåÿòåëüíîñòè òóðèñòè-
÷åñêèõ ïðåäïðèÿòèé ÿâëÿåòñÿ êîìïëåêòîâàíèå è ðåàëèçàöèÿ
òóðèñòè÷åñêîãî ïðîäóêòà - êîìïëåêñà òóðèñòè÷åñêèõ óñëóã,
óäîâëåòâîðÿþùèõ ïîòðåáíîñòè òóðèñòà âî âðåìÿ åãî ïóòåøå-
ñòâèÿ. Âûÿñíåíî, ÷òî âñå ðàçíîîáðàçèå ñòðàòåãèé, êîòîðûå
âûáèðàþò òóðèñòè÷åñêèå ïðåäïðèÿòèÿ, ÿâëÿþòñÿ ìîäèôèêà-
öèÿìè íåñêîëüêèõ áàçîâûõ ñòðàòåãèé: ñòðàòåãèÿ îãðàíè÷åííî-
ãî ðîñòà, ñòðàòåãèÿ ðîñòà, ñòðàòåãèÿ ñîêðàùåíèÿ (ñãîðàíèÿ)
è êîìáèíèðîâàííàÿ ñòðàòåãèÿ. Ïðèâåäåíû ýòàïû ðàçðàáîòêè
îáùåé ñòðàòåãèè äåÿòåëüíîñòè òóðèñòè÷åñêîãî ïðåäïðèÿòèÿ.
Ïðè ýòîì àíàëèç ñîâðåìåííûõ òåîðèé ïîçâîëèë âûäåëèòü èí-
íîâàöèîííûå ñòðàòåãèè, ê êîòîðûì áûëè îòíåñåíû ñåãìåíò-
íûé ñòðàòåãèþ; ñòðàòåãèþ, îðèåíòèðîâàííóþ íà òåõíîëîãèè;
ñòðàòåãèÿ ïðîôåññèîíàëîâ è ñòðàòåãèÿ ðåïóòàöèè. Ïðîâåäåí-
íûé òåîðåòè÷åñêèé àíàëèç âûÿâèë, ÷òî ôîðìèðîâàíèå ýôôåê-
òèâíîé ñèñòåìû ñòðàòåãè÷åñêîãî ïëàíèðîâàíèÿ ðàçâèòèÿ òó-
ðèñòè÷åñêîãî ïðåäïðèÿòèÿ â ðàìêàõ åãî êîìïëåêñíîãî ðàçâè-
òèÿ ÿâëÿåòñÿ äëèòåëüíûì ïðîöåññîì, êîòîðûé ñâÿçàí ñ ñîâåð-
øåíñòâîâàíèåì âñåé ñèñòåìû óïðàâëåíèÿ è ïîâûøåíèåì óðîâ-
íÿ åãî îðãàíèçàöèîííîé êóëüòóðû. Òóðèñòè÷åñêèå ïðåäïðèÿòèÿ
äîëæíû ïîñòîÿííî ñëåäèòü çà èçìåíåíèÿìè, êîòîðûå ïðîèñõî-
äÿò íà ðûíêå òóðèñòè÷åñêèõ óñëóã, óñïåâàòü ðåàãèðîâàòü íà
íèõ, ðàçðàáàòûâàÿ íîâûå ìàðêåòèíãîâûå ïðèåìû. Ïðèâåäåííîå
àâòîðñêîå îïðåäåëåíèå ýêîíîìè÷åñêîé êàòåãîðèè «ñòðàòåãèÿ
ïðåäïðèÿòèÿ», êîòîðàÿ âêëþ÷àåò îñíîâîïîëàãàþùèå äîëãîñðî÷-
íûå ðåøåíèÿ ñ ñîîòâåòñòâóþùèìè ðàçðàáîòàííûìè ñðåäñòâàìè
èõ ðåàëèçàöèè, êîòîðûå íàïðàâëÿþò êîíêðåòíûå ìåðû íà äîñ-
òèæåíèå öåëåé äåÿòåëüíîñòè ïðåäïðèÿòèÿ. Ïåðñïåêòèâîé äàëü-
íåéøåãî èññëåäîâàíèÿ ÿâëÿåòñÿ ïðàêòè÷åñêàÿ àïðîáàöèÿ ïðåä-
ëîæåííûõ ñòðàòåãèé íà ñîâðåìåííûõ ïðåäïðèÿòèÿõ òóðèñòè-
÷åñêîé îòðàñëè.

Êëþ÷åâûå ñëîâà: ñòðàòåãèÿ, òóðèñòè÷åñêîå
ïðåäïðèÿòèå, êëàññèôèêàöèÿ ñòðàòåãèé, òóðèçì,
òóðèñòè÷åñêàÿ äåÿòåëüíîñòü, òóðèñòè÷åñêèé ðûíîê,
ñîâðåìåííûå è êëàññè÷åñêèå áèçíåñ-ñòðàòåãèè.
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In this article, the theoretical aspects of the formation of the
tourist enterprise strategies have been researched. Choice of the
strategy in business is one of main issues of management. In addition,
the elaboration of the strategies of the tourist enterprises is the major
important condition of their effective activity in the long-term prospect
and an effective instrument to increase the competitiveness of tourist
enterprise. The general-scientific and special methods of system and
structural analysis and synthesis have been applied for the
identification of the main stages of choice and implementation of
tourist enterprise strategy; methods of terminological analysis and
synthesis – for the systematization of innovative strategies of modern
tourist enterprise. By the theoretic research it has been detected that
the main purpose of the tourist enterprises is satisfaction of the
customers’ need in the tourist services. Thus, the main type of the
tourist enterprises activity is the formation and implementation of
tourist product – a complex of tourist services for satisfaction the
needs of tourist during his journey. It has been founded that the
variety of strategies chosen by tourist enterprises is a modification of
such basic strategies as: limited growth strategy, growth strategy,
reduction (combustion) strategy, combined strategy. The stages of
the elaboration of a general strategy of the tourist enterprise have
been shown. Herewith, the analysis of modern theories has allowed
distinguishing such innovative strategies as: segment strategy,
technology oriented strategy, strategy of professionals, and reputation
strategy. Conducted theoretical analysis has detected that the
formation of the effective system of strategic planning of the tourist
enterprise development within it’s complex development is a long-
term process connected with improving whole management system
and advancing the level of it’s organization culture. Tourism
enterprises should always monitor the changes in the market of tourist
services and respond to them by elaboration of new marketing methods.
The author’s definition of the category «enterprise strategy» means
basic long-term decisions with the corresponding developed tools of
their implementation, which direct concrete measures on achievement
of goals of the enterprise activity. The prospect of further research is
a practical approbation of the offered strategies on the modern
enterprises of the tourist area.

Keywords: strategy, tourist enterprise, classification of strat-
egies, tourism, tourism activity, tourist market, modern and clas-
sic business strategies.
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