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Urgency of the research. The need to improve the
management of services distribution and to create an effi-
cient marketing system for the operation and development of
enterprises in the market is due to the growing competition in
the tourism industry against the background of demand re-
duction for services.

Target setting. It is important to study and justify the
theoretical and methodological foundations, practical rec-
ommendations for managing the distribution of tourist ser-
vices.

Actual scientific researches and issues analysis. The
problems of the theory and practice of managing the distribu-
tion of tourism services are reflected in the works of foreign
and domestic scientists such as J. Bolt, D. Bukhalis,
D. Jobber, J. Lancaster, and G. Stewart. In the area of tour-
ism: L. Balabanova [1], G. Calvin, F.Kotler, J. Majkenzi,
C. Melnychenko [2], G. Mykhaylychenko [3], G. Osmolovsky,
T. Primak and others.

Uninvestigated parts of general matters defining. The
scientists do not have enough research on managing the dis-
tribution of tourism services, taking into account the factors of
external environment, competitive influences, marketing inn-
ovations and modern IT technologies.

The research objective. An article is called to identify
an efficient distribution system for tourism services that
should be built based on their supply capacity, the channels
for promoting tourism products (direct, indirect) and the for-
mation of strategies.

The statement of basic materials. The article focuses
on the development of theoretical and methodological ap-
proaches, practical recommendations on management of
distribution activities of tourism enterprises. It is determined
that the construction of an effective distribution system for
tourism services should be carried out on the basis of their
sales potential, channels for the promotion of tourism prod-
ucts (direct, indirect) and the formation of strategies. The
usage of electronic distribution in tourism is considered.

Conclusions. It is recommended to form the strategic
framework for the organization of distribution activities in
tourism, focusing on traditional and new sale channels of
tourism services, their mutual influence and development,
ensuring the provision of advanced technology, and the
development of global distribution, which certainly improves
the quality of services.
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ANCTPUBYLIA AK CYHACHA ®OPMA
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AkmyanbHicmb memu docnidxeHHsi. HeobxiOHicmb
yOOCKOHaneHHs1 ynpaeniHHs ducmpubyuieto nocrye ma rno-
b6ydosu echekmusHoi cucmemu 36ymy, HeobxiOHOI Onsi ¢hyH-
KUiOHy8aHHs i po38uUmKy niénpuemMcme Ha PuHKy obymoerne-
Ha 3poCmaroHol0 KOHKYPEHUieo y mypucmuyHiti cepepi Ha
POHI 3MEHWEeHHs1 nonumy Ha nocriyeau.

lMocmaHoeka npobnemu. Baxnueum € eusyeHHsi ma
06rpyHmMy8aHHs1 meopemuy4yHuUx ma MemoOuyHUX 3acao,
pakmu4yHuUXx pekomeHoauiti ujodo ynpaeniHHs oucmpubyui-
€10 MypPUCMUYHUX MOCITya.

AHani3 ocmaHHix docnidxeHb i nyb6nikayit. Npobre-
MU meopil ma npakmuku ynpaesniHHs ducmpubyyieto mypuc-
MUYHUX MOCy2 3Hauwiu 8i00bpaxeHHs y npaysx makux
3aKOPOOHHUX ma 8imyu3HsHUX e4eHux, sik: [Pk. bonm,
M. Byxanic, M. xob6ep, [Ox. [laHkacmep, . Cmwoapm; y
cgpepi mypusmy: I1. banabaHosa [1], P. KeneiH, ®. Komnep,
JDk. MaikeHsi, C. MenbHu4enko [2], . MuxatiniveHko [3],
I. Ocmonoscekud, T. Mpumak ma iH.

BudineHHs1 HedocnidxeHuUx YacmuH 3a2ajibHoi npo-
6nemu. Haykosusmu HedocmamHbO OOCHIOXKEHI NUMaHHs
ynpaeniHHs oucmpubyyiero mypucmuyHUX rocrya 3 ypaxyeaH-
HSIM  YUHHUKI8 308HiWHb020 cepedosuuya, KOHKYPEHMHO20
8ryiugy, MapKemuHa08UX iHHogauili ma cy4yacHux IT-
mexHorioaid.

lMocmaHoeka 3ae0aHHs. Cmammsi roK/IuKaHa eu3Ha-
qumu Oiesi cucmemu Aucmpubyuii mypucmuyHUx rocrnye,
SIKI MOBUHHI 30ilicCHIO8aMUChL Ha OCHO8I iX 36ymogozo nome-
Huiany, KaHarie mpocy8aHHsI MypUCMUYHUX POOyKMiIg
(MpsiMux, HenpsiMux) ma ¢hopmysaHHs1 cmpameail.

Buknad ocHoeHo20 mMamepiany. Cmamms npucesiye-
Ha po3pobuyi meopemuyHux ma MmemoOuyHux nidxodis,
npakmu4yHuUx pekomeHdOauili wodo ynpaeniHHs Oucmpuby-
yitiHoto OisibHicMI0O mypucmuyHuUX nidnpuemcms. Bu3sHaue-
HO, w0 nobydosa diegoi cucmemu ducmpubyuii mypucmuy-
HUX riocrye nosuHHa 30ilicHI8amuch Ha OCHO8I ix 36ymoeo-
20 rnomeHujany, KaHarie MpocysaHHs Mmypucmu4HuUx npoody-
Kmig (Apsmux, Herpsmux) ma @opMysaHHs1 cmpameaill.
Posenssidaembcsi 3acmocysaHHsI efeKmpoHHOI ducmpubyuii
8 mypu3Mmi.

BucHoeku. CmpameeiyHi ocHosu opeaaHizauii ducmpu-
6yuitiHoi disinbHOCMi 8 Mmypu3mi pekomeHO08aHO ¢hopmysa-
mu, 30cepedusulchb Ha OCHO8I MpPaduuiliHUX | HOBUX KaHa-
nig npodaxky mypucmuyHUX rocrye, ix e3aEMHO20 ennugy i
po3sumky, wo 3abesne4yums HadaHHS Mepedo8ux MEXHO-
noeiti, po3sumky anobasnbHoi ducmpubyuii, wo, 6e3ymMosHo,
nidsuwye sikicmb rocrye.

Knroyoei cnoea. ducmpubyuis; 36ym mypucmuyHUxX
npodykmig (mocrnye); mypucmu4Huli npodykm; mypornepa-
mop; mypazeHm.
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Urgency of the research. Research of the management process of services distribution and crea-
tion of an efficient marketing system for the operation and development of enterprises in the market is
due to the growing competition in the tourism industry against the background of reduced demand for
services.

Target setting. It is desirable to study the theoretical and applied fundamentals for managing the
distribution of tourism services.

Actual scientific researches and issues analysis. In the scientific works of such scientists as
J. Bolt, D. Bukhalis, D. Jobber, J.Lancaster, G. Stuart, L. Balabanova [1], G. Calvin, F. Kotler,
J. Majkenzi, C. Melnychenko [2], G. Mykhaylychenko [3], G. Osmolovsky, T. Primak are reflected the
problems of theory and practice in managing the distribution of tourism services.

Uninvestigated parts of general matters defining. However, the scientists have not sufficiently
researched the issues of distribution management in tourism, and have not taken into account the fac-
tors of external environment, competitive influences, modern IT technologies.

The research objective. The article outlines modern distribution systems that should be imple-
mented on the basis of rational choice of distribution channels and means of promoting travel services
(personal sales, direct marketing, advertising, public relations, sponsorship, promotion, sales promo-
tion, branding, product placement, event marketing, corporate website etc.), effective formation of
agency networks (choice of distribution system types, choice of agency networks) and internal organi-
zational distribution structures.

The statement of basic materials. Distribution (Lat. distributio) - marketing of goods (services),
distribution of goods (services) through the sales chain. An effective distribution management system
brings increased sales, profit and stability in the marketplace to the tourism enterprise. The distribution
control object is the structure of the marketing organization to which the management activities are
directed. Tourism and hotel enterprises, individuals who purchase services, are the subjects of distri-
bution in the tourism market. In other words, it is the organization or persons who are the subjects of
the tourism services market [4].

The distribution management structure is depending on the sales system used by the enter-
prise. The distribution management system is based on market research, close contact with produc-
ers, search for the most effective channels and forms of realization that meet consumer requirements,
and monitor the progress of services realization in order to reduce the cost and accelerate realiza-
tion. The backbone of the distribution management system is the marketing strategy of the enterprise,
based on the choice of objectives and tactics to select market target segments, distribution system,
marketing methods, market access methods and time, and formation of merchandise systems.

In the first stage of the development of distribution capacity, the business is faced with the tasks of
product, personnel, innovation and information support for the distribution processes involving [5]:

- research of marketing-logistic market, consumers, competitors;

- use of innovative information technologies to form an enterprise database;

- introduction of innovative marketing technologies;

- development of personnel policies aimed at the effective implementation of distribution processes,
staff selection, training, adaptation and motivation;

- establishment of an enterprise's contractual relationship with suppliers;

- development of a competitive range;

- determining the proportion of services in the range at different stages of their life cycle;

- assessment of the enterprise's services competitiveness;

- development of ways to improve the quality and competitiveness of services.

In the distribution Management phase, the enterprise management focuses on developing a mar-
keting strategy; general marketing forecasts for segments of the target market; operational marketing
plans; innovative marketing technologies and distribution networks.

The distribution management system requires organizational support for its operation, including the
following steps: information support organization; sales organization; trade communications organiza-
tion; legal and claiming work organization; organization of a study of domestic and foreign experienc-
es; participation in scientific and practical conferences.
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In today's tourism business management to release tourism product, tour operators use different
sales channels using counterparty channels, IT systems (Tab. 1).

Table 1
Establishment of an agency network for a tourism enterprise [6]

Ne Types of agent distribution Features for distributing agents within the distribution channel

n/n within distribution channel
Selection of distribution system types

1. traditional No business related enterprises

2. vertical Integrative connected enterprises, have the same goals

Tour agency networks selection

1. direct One level of intermediaries

2. Presentative Tour operator cooperation with regional market representatives,
where the tourism is implemented

3. sub-agency The presence of sub-agents on intermediate level

Selecting distribution strategies through intermediaries

1. intensive distribution The operator's tourism products are located in most travel agencies by
regions of the state

2; selective distribution Agents are selected selectively (divided into multiple intermediaries,
specialized dealers)

3. exclusive distribution Travel operator selects a number of intermediaries by exclusive
distribution. This strategy is specific to special types of tourism services

Select the interaction directions (distributions)

1. high Strategic interaction based on penetration

2; low A conventional relationship in which channel members act only in their
own interest

Special conditions for the distribution of a tourism product through agency networks are geographic
proximity to the customer, understanding client usage features, high sales planning requirements, fo-
cusing on strategic customers, search and develop relationships with agencies, marketing sales, and
the high value of advisory services.

The classical (direct) travel agency network is represented by a product distribution scheme in
which sales are carried out with only one level of intermediaries, namely travel agencies.

Selection criteria for the agents in the network may be determined by: business reputation, profes-
sional experience of key workers, stable financial management, territorial coverage, knowledge of
markets, quality of services, internal system support for productions, pricing policies and growth pro-
spects. This structure is characteristic of the national operators such as "Feeria Mandriv" (travel ex-
travaganza), "Akkord Tour", etc.

The representative agency network is used by the tour operator, which reaches international
tourism markets (Fig. 1). The structure of the scheme remains the same, but another level of dis-
tribution is added between tour operators and travel as regional representatives of the tour opera-
tor, who performs the functions of consolidator by accepting and processing the order (booking)
from tour agencies and other sales participants. For example, such a structure is used in enter-
prises such as TPG, TUI, TEZ TOUR, etc.

The representative agency network envisages the cooperation of the tour operator with the
regional representatives of the markets in which the tourism is implemented. The main reasons
for the use of regional representatives are their cooperation with travel agencies, the rapid re-
porting of information on the functioning of the local tourism market and the flexible changes in
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demand. In addition, cooperation with regional offices is an effective way to reduce costs by ob-
viating the need for advertising and promotional campaigns, participating in local tourism exhibi-
tions. All presentation functions are performed by a representative - regional consolidator.

In the modern tourism market, participants interaction is becoming more and more common in the
form of franchising, which gives the right to sell packages on behalf of the tour operator. This model of
tourism distribution is used by those tour operators which prefer the direct marketing of the tour prod-
ucts and the provision of common standards for servicing tourists.

i camiers | )
A : Tour operator

i T i P, RS o -
| Fublic food institute - o o < | g
m || === === = E I o o o o @
e U I ettt g Sl ElEl B 5
S | Rental vehicle companies = s s || €| 8 =
Ll ™ it et —r  —r — . m 0] m ] | ™
% B P S S [} ! E E E E } c
@ | Excursion bureau 222 2 =
gty g syt 7 IR | I | I | £

- i [ | *

| Speciglizedtourist '/ T @ —————— —

1 institutions JL [

——— LTI T T T HEQiDI’Ia! } .

\|  Insurance companies | representatives. .

TRAVEL AGEMCIES

Fig. 1. Representative agent network

For franchising travel agencies, this form of cooperation with the tour operator has its advantages,
in particular: using a known brand; sale of packages on the terms of an elevated commis-
sion; corporate communications and software; mentoring in the process of implementing travel ser-
vices; recruitment assistance; legal and accounting support; getting the POS package of materials,
etc. The advantage of the franchise tour operator is to establish its own independent regional offices,
which activate sales and enhance its authority and popularize the brand. In addition, the tour operator
receives lump-sum for the use of the franchise and monthly royalties.

The product implementation system provides for the use of intermediaries, which helps to reduce
the cost of product distribution and to cover new unexplored markets. This pattern of interaction is
seen as vertical integration in tourism.

Vertical integration enables the tourism organization to gain power at all stages of product creation
and distribution, standardize service delivery processes and to control price and quality, and ensure
high load of capacity. The "forward" vertical integration involves the integration of the enterprise with
all the enterprises needed to form a tourism package. Vertical integration "backward" covers the inte-
gration of the tour operator with all enterprises involved in the marketing of the tourism product [7].

In the process of the wholesale consignments of product realization, there is a horizontal integra-
tion - the integration of the same enterprises belonging to one level in the value forming chain and
which are competitors to each other (Fig. 2).

Tourism companies are fully integrated structures that bring together a wide range of firms offering
different types of tourism services. They have, to a large extent, monopolized the market and become
powerful inter-sectoral production and management complexes, including enterprises in the most di-
verse industries that serve the tourism business, transport, banking, insurance and other companies
and realize tours through a wide network of tour operators and tour agencies in different countries [8].
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Now, traditional distribution channels in the tourism industry continue to be important as before, but
there is a huge role for the Internet as a medium for virtual exchange of data and information, thereby
changing the way business is done.

The latest concept of the distribution of a tourism product involves the use of information technolo-
gies and tools that allow enterprises to administer and manage the marketing of product.

e
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Fig. 2. Vertical and horizontal integrated business structures of the tourism company (tourism con-
cern) activities

With the development of Internet communications, there is a growing focus on a composite agency
network, which is characterized by the presence of information intermediaries between tour operators
and travel agents in the form of a consolidated database, represented by tourism portals of specialized
tourism companies.

Current trends and peculiarities in the operation of tourism business, the specifics of its production
and servicing processes are forcing tourism companies to take radical innovations in the IT sector in
order to optimize the operating and distribution activities.

Thus, in addition to the real market for the international tour operator, which is represented by an
extensive network of initiative tourist enterprises, agencies, travel agents, sub-agents, distributors and
other intermediaries, the virtual marketing sector today is the most promising and innovative electronic
sales tool, actively influences the travel services price of tour operator and reduces not only the cost
of the tour, but also the chance of errors due to high manufacturability and consolidation of all inter-
mediaries distribution processes.

Tourism portals, which are the "virtual tourism shops" that accumulate the offers of tourism compa-
nies and act as their "informational mediator”, according to the main segments are involved in the tour-
operator trading distribution system recently occupy a significant place in distribution activities of tour-
ist enterprises. For example, the "IT Tour" is a system that consolidates the search and reservation of
the tour offered on the market by the leading tour-operators of Ukraine and other countries and is de-
signed primarily to elevate the efficiency of the travel agents. The system is online, which makes it
much easier and cheaper to find and reserve tourist packages and individual services, as well as to
compare price quotations, additional characteristics. In order to improve the efficiency of the IT Tour's
marketing activities, it is suggested that the extension and additional modules and showcases, which
raise agency sales in the Internet, cover hot offers, realize search for tours with minimal prices [9].
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Partner programs are also gaining popularity: The tourism enterprise site hosts a service module
that sales certain service, which is actually provided by other businesses, the enterprise receives its
reward for each customer involved, and its revenue will depend on the efforts made to promotion and
popularization of the service, but the possibility of obtaining another instrument to attract additional
client is highly relevant in the present circumstances. For example, the Trip My Dream services, which
has been in place since 2015, has the main goal of finding the best and most profitable destinations
and tours [10] for its users. The uniqueness of the service is that with a search for cheap airline tickets
and travel offers in these areas, the service searches for best recreational ideas based on the specific
budget and tastes of the user. After specifying the specific amount, that the customer is willing to
spend on vacation, date and type of rest (sea, mountains, travel, fitness, etc.), Trip My Dream makes
suggestions based on this data.

Conclusions. In today's context, the strategic framework for organizing the distribution activities of
tourism enterprises is recommended to be shaped by focusing on traditional and new channels for the
sale of tourism services, their mutual influence and development, provide advanced technology, global
distribution, and tourism content through various distribution channels, which certainly improves the

quality of services provided.
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