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INTRODUCTION 

 

Relevance of the research topic. Given the current uncertainty about the 

development of the world economy, tourism remains one of the few sectors of the 

economy that is showing steady growth. Today, tourism accounts for 5% of world 

GDP, 30% of world exports, the tourism industry, and related economies create every 

12th job in the world, providing $ 1 trillion in export earnings. 

 The world is changing radically, there are rapid changes. If before a person was 

needed to change the world around him, now the world changes itself. Information 

technologies have become as cheap as possible, simplified, and the process of 

product introduction has been revised. It doesn't matter what the ideology, the 

politician, or the trademark is about the principles of work remain the same. At the 

same time, the management of the tourism industry needs changes. People no longer 

perceive the product as something innovative, technological, and high quality. 

Impressions and their creation for the effective sale of the service play an increasing 

role. The development of the travel services industry is quite rapid, so the processes 

of forecasting the future are quite current. Given this, the question of predicting the 

future is relevant. That is why the issue of predicting the future, in order to predict 

development in the tourism arena, is becoming relevant.  

 Expert’s forecasts for the tourism sector strongly suggest that the most 

successful companies will be those that will create an impression of the product. And 

the greatest importance will be given to the creation of emotion. Given this, the most 

accurate and close to reality is the theory of Rolf Jensen – a dream society. Rolf 

Jensen studied forecasting at the Copenhagen Institute of Futurology. A «dream 

society» is a new society in which companies, communities, and individuals will 

thrive on the basis of their stories, not on the basis of information. Many scientists 

around the world have been concerned with the development of the future, building 

various hypotheses. However, the most realistic and well-founded is the study of Rolf 

Jensen. 

Therefore, the question of how the dream society works now, in particular in 
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our country, and how it affects the organization of tourism enterprises, becomes 

relevant. And what are the prospects for the development of the dream society in 

Ukraine. 

The purpose of the study is to develop the foresight project for international 

tourism corporations. 

 The tasks of research are: 

– to study the world experience of tourism business in the segment of project 

forecasting; 

– to determine the business processes of TUI Ukraine in the formation and 

implementation of the foresight project; 

– to identify key issues and weaknesses of TUI Ukraine; 

– to develop strategic alternatives for the introduction of a new concept in the 

enterprise; 

– to evaluate the effectiveness of programs of measures aimed at developing and 

implementing a new concept in the work of the tour operator TUI. 

 The object is the process of developing a foresight project in the tourism 

business. 

 The subject of study. Theoretical, methodological and practical principles of 

developing foresight project by international tourism corporation 

 The following methods were used to solve the tasks. Method of collecting 

and processing information (for studying and analyzing the literature on the research 

topic), method of systematization (for systematization of data characterizing the 

current state of the tourist enterprise in the context of the dreams society), method of 

generalization and interpretation of data (when writing conclusions, summing up).  

The practical significance of the research results. The main provisions of the 

thesis can be used as a methodological tool for further analysis and creation of 

foresight for further development of the tourism sector in Ukraine. 

A scientific innovation. A study is a methodological tool for further analysis 

of the problems of development of foresight projects and their impact on tourism in 

Ukraine. 
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Practical value. The implementation of the proposed program of measures 

will lead to competitive advantages in the tourism market of Ukraine. The proposed 

action plan will contribute to profits even at the expense of the concept and 

associated costs. In addition, a focused concept of strategy can help to take the first 

place in the tour operator activities of affordable travel. 

Publications. As a result of the scientific research, the article «Foresight 

project of international tourism corporation development» was published in Articles 

of master programs «Trends of international tourism business development» 

(Appendix A).  In addition, accepted for publication proceedings of the conference 

«Priority Directions Of Science And Technology Development» November 22-24, 

2020, (Appendix B), and a certificate on the implementation of the approaches of the 

dream society at the tourist enterprise was also received (Appendix C).  

Work structure. The final qualifying paper consists of the introduction, 3 

sections; the first and third parts consist of two subsections, the second part consists 

of three subsections and conclusions. The final qualifying paper also consists of the 6 

figures, 17 tables, 50 references on 52 pages. 
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SECTION 1 

THE ROLE OF FORESIGHTS FOR THE TOURISM ENTERPRISE 

MANAGEMENT 

 

1.1 Foresight essence and methods of implementation in a changing 

environment 

 

 Appearing about 40 years ago, foresight has now become one of the main tools 

of an innovative economy [1, p. 208]. According to Ben Martin, foresight is «a 

process that involves a systematic attempt to look into the distant future of science, 

technology, economics, and society to identify areas of strategic research and 

technology that are likely to bring the greatest economic and social benefits» [2]. 

 The term «foresight» is understood as a process of systematic definition of 

strategic scientific directions and technological achievements, which for a long time 

will be able to have a significant impact on the economic and social development of 

the country [3, p. 190]. Among Ukrainian scientists, the issue of foresight is 

addressed by Zgurovsky M. [4], Kyzym M. [5], Mazaraki A. [6]; Boyko M. [6], 

Dergachova V. [7], Kravchenko M. [7], Matyushenko I. [5], Shostak I. [5], Fedulova 

L. [8], Finagina O. [9] and others. 

 Foresight stimulates positive effects in the field of economy, environmental 

protection, and social security, in public relations and culture at the national and 

regional levels. Foreign scientists in their research also explored the concept of 

«Foresight» in general, and in more detail, each in its own field [10]. The main and 

more precise definitions are given in the table 1.1. 

Foresight differs from almost all known tools of scientific foresight in that it 

involves many interesting sections of civil society not only in the formation of the 

picture of foresight but also in active action to implement their own changes. In 

addition, although foresight contributes to the desire to develop a consensus of active 

members of the stratum, it still does not tend to neglect the governing interests [17]. 
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Table 1.1 

Different approaches to determine the term «Foresight» 

Representative Definition 

Professor L.M. 

Gochberg 

«Foresight is a system of methods for expert assessment of 

long-term prospects for innovative development, 

identification of technological breakthroughs that can have 

the most positive impact on the economy and society» [11]. 

The United Nations 

Specialized Agency for 

promoting industrial 

development and 

international industrial 

development 

cooperation – UNIDO 

«Foresight is a system of methods for expert assessment of 

strategic directions of socio-economic and innovative 

development, identification of technological breakthroughs 

that can have an impact on economy and society in the 

medium and long term» [12]. 

K. Kuls, Director of the 

German Center for 

Future Research and 

ISI Foresight 

«Foresight is not only the «choice of winners» in research 

and technology, for example, strategically important areas 

of research, technology, but also the choice of losers, 

«losers» [13]. 

 European Commission «Foresight is a purposeful process of forming knowledge 

about the future of a given unit of analysis or system of 

actors, which is aimed at actions in the formation of public 

or private policy, strategy, and planning, and that 

anticipation is often a process of participation, participation, 

and cooperation» [14]. 

FOREN Guide «Foresight is a systematic, joint process of building an 

image of the future in the medium and long term, aimed at 

improving the quality of current decisions and coordination 

of joint actions» [14]. 

Australian Center for 

Innovation 

«Foresight is a systematic reflection on the future and its 

impact on the future» [15]. 

Source: own elaboration 

 

Analyzing these sources of information, proved that this method of forecasting 

is quite versatile and innovative. It is possible to compare and contrast different 

points of view on a particular situation, resulting in a final opinion table 1.2 [18]. 
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Table 1.2 

Foresight methodologies 

Methodology Expert Modeling Based on 

trends 

Context 

Assumptions From the 

knowledge of 

experts 

Calculation of 

models 

Development 

plan 

Interaction 

modeling 

Characteristics Belief in the 

leadership of 

experts 

The qualitative and 

wider environment 

Quantitative and 

«subjective» 

models 

Extrapolation 

 

The predominance 

of natural sciences 

Trends 

Weak signals, 

warning in the 

early stages 

 

Integration of 

«soft» and 

«hard» 

approaches 

Understanding 

change 

Opening – 

complicity 

Emphasis on 

action / 

innovation 

Perspective Analysis of 

changes 

Calculation of 

changes 

Reaction to 

changes 

Understand, 

anticipate 

Result Delphi, Road 

maps, Scripts 

Models, matrices Trend databases 

Monitoring 

Wild Maps, 

Action Plans, 

Scenarios, 

Innovative 

Ideas 

Source: [18].  

 

 Foresight experts believe that for the first time the main elements of scientific 

technology substantiation of pictures and scenarios of the future (in particular 

Delphi's technique) are offered and tested in the United States by Research and 

Development (RAND). RAND was founded in 1948 and is considered the first 

analytical center in the world, which at the beginning of its activities (as an analytical 

unit of the US Air Force) dealt mainly with national security issues. Since the 1950s, 

RAND has also been working for government organizations [19 p. 29; 20]. In the 

1970s, foresight technology appeared and spread rapidly in Japan, and in the 1980s 

and 1990s in the countries of the European Union. 

As stated by the findings of scientists, the greatest successes in the study of 
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foresight in Europe were achieved by the following countries: Great Britain, France, 

and Germany. According to some estimates, Europe is the leader among other 

regions of the world in the number of studies performed using methods of studying 

the future, i.e. foresight technology, and foresight methodology [21, p. 65]. 

The essence of this approach is that the state with the help of companies 

determines promising technologies in the market for the next 10-20 years. Areas of 

cooperation between business and the state in creating competitive innovations. 

Measures that make it possible to use new opportunities to improve the quality of life 

accelerate economic growth and increase the country's international competitiveness. 

 Foresight differs from other tools for studying future development by four 

main characteristics [22]: 

1. Focus on the application of specific measures, which consists not only in 

the analysis and reflection on the prospects for future development but in making 

specific decisions that will shape the future as they want to see it; 

2. Consideration of various alternatives for future development, which is 

based on the fact that the future is uncertain; 

3. Involvement of different participants, because it requires the involvement 

of a wide range of diverse but interested groups of participants; 

4. Interdisciplinary nature, which is complex and tries to cover all the factors 

that may affect future processes. 

 As the ideas of foresight spread, its tasks and goals became more diverse. 

Forsyth’s goals changed in three stages [23]: 

● preparatory stage (the 60s of the XX century) – some methods of foresight 

were used in the United States, then in Japan mainly for defense research; 

● the first stage – technological foresight, when the program was used to develop 

prospects for science and technology; 

● the second stage is a market-oriented foresight, which is an assessment of the 

social and cultural consequences of the emergence and implementation of 

technologies; 

● the third stage – socio-economic foresight - focuses on problems that cannot be 
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solved and that continue in time when the technological forecast is "tied" to the 

options for solving a particular problem. 

 The stages of the concept of foresight changed along with the development of 

states, changes in social systems. Today it is increasingly moving into the sphere of 

social, public, cultural relations.  There are many forecasting methods, but only 10-15 

of them are most intensively used in foresight programs. Among the most productive: 

Delphi method, selection of key technologies (Key Technologies), scenarios 

development; technology Roadmapping; formation of expert panels (Expert Panels); 

cross-impact Analysis; SWOT-Analysis, futures Workshops [24]. 

 Each forecasting method has certain areas of application and conditions for the 

most efficient use. They are united by the fact that as a dominant source of forecast 

information they appeal to the assessments, descriptions, and arguments of highly 

qualified experts. 

 

1.2 World practice of forecasting the future, requirements, challenges. 

 

 Forecasting is a subject that fascinates many people who are interested in the 

economics of tourism. Estimates of future demand at the destination level are very 

important in managing and planning tourism development and the necessary 

investment [25].  

 The tourism sector is facing changes at unprecedented speed and magnitude. 

To cope with these rapid and often complex changes, a new approach to strategy and 

planning is required. More than ever, strategy work needs to embrace uncertainty and 

consider disruptive forces. Foresight is the act of thinking about future changes in 

your operating environment. Taking a longer perspective allows get a head-start in 

understanding future changes and their impact on your organization, ensure your 

strategies are agile and future-proof, gain a competitive advantage. 

But foresight is difficult for many organizations, as possibilities and their 

impacts increase considerably with a longer time horizon [26]. The process of 

forecasting the future in the tourism sector is a multicomponent phenomenon that is 
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divided into several stages. The stages of creating a forecast of the tourism industry 

are given in table 1.3. 

 

Table 1.3 

Stages of creating a forecast of the future in the tourism industry [26] 

Steps Essence 

Explore Detect new signals, change factors, and trends and prepare an organization 

for change. The first step in future preparedness is to explore and describe 

the driving forces affecting the tourism sector and to determine their inter-

relationships. The participative horizon scanning process provides 

information and analysis on the main potential threats, risks, emerging 

issues, and opportunities to determine their importance for the organization.  

Imagine Envision possible as well as desirable futures to test current strategies. The 

development of possible scenarios of the future allows to explore possible 

scenarios as well as their implications and should inform long-term strategic 

management. 

Design Organizations that make sound strategic decisions establish a foundation for 

future success. Combining external change factors in possible scenarios and 

the desirable future for an organization provides a holistic perspective on 

the future and allows to strategically position the organization in relation to 

external forces while developing an action plan to reach a preferred future. 

ACT Implement the strategies and become a forward-thinking organization. 

Develop short-term action plans leading to long-term change. The specific 

outputs and outcomes of the ACT step depend on the particular integration 

of strategies and actions in the organization. 

Source: built by the author  

 

Many scientists are studying the future of the market. One of the earliest and 

most accurate assumptions was made by the Danish futurist Rolf Jensen. The scientist 

represents the  Copenhagen Institute of Futurology. Rolf Jensen's research is 

considered to be the most innovative and well-founded. The scientist analyzes the 

changes in the collective consciousness from the standpoint of business – what the 

consumer of the 21st century will want. In addition, his desires will be closely linked 

to his morals, moral and spiritual values. 

The information society is leaning towards the west the scientist is convinced. 

The next cycle of development is a dream society. All the basic principles of the 
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dream society Rolf Jensen described in his work «Dream Society». Before 

considering the relationship between tourism enterprises and the dream society, it is 

necessary to define the concept of «dream society». 

Thus, the «dream society» is a new society in which companies, communities, 

and individuals will thrive based on their stories, rather than on the possession of 

information [27]. Stages of the development of society are shown in Fig. 1.1 [28]. 

Jensen thus explains the logic of this extinction of the information society. 

Total automation has eaten up jobs in the manufacturing sector and created them in 

the area of information processing. Only temporarily. The first wave of the 

electronics industry is hardware the second is software (now). Moreover, when the 

third comes – the product itself, not the tool, will generate the profit. Programs will 

create other programs, robots - other robots. This trend is already noticeable today 

and in all areas. 

 

Fig. 1.1 Stages of development of society  

Source: [28] 

 

In the dream society, the emotional side of consumption will play an 

increasingly important role, says a Danish futurist. In addition, an integral part of 

emotions – our beliefs. Rich countries are a single market for beliefs. They are 

known: personal freedom, private initiative, family responsibility, tolerance, 

humanism. A company that uses child labor in a backward Asian country is 

threatened with a disclosure: consumers begin to boycott its products, and investors 

blacklist the company, closing down development opportunities. 

The futurist notes that companies should have the same political platform as 
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presidential candidates. The only difference is that companies and their products go 

through elections every day, not every four years. 

Today, those who manipulate data make the most money. Tomorrow it will be 

storytellers. Suffice it to look at the huge success of British author JK Rowling with 

books about Harry Potter, which are bought by both adults and children. However, 

it's not just the authors who tell stories. Athletes, musicians, TV presenters, and 

comedians already top the list with high earnings [28]. 

Now there are many stories of brands that have become fundamental and 

forced consumers to buy goods.  

Thus, one of the most important aspects of the products in the future will be 

stories. Businesses with a turnover of billions of dollars can rely on better stories. 

While Bill Gates represents the information society, Steven Spielberg is the person 

closest to the embodiment of the Dream Society [29]. 

 

Conclusions on section 1 

 

Thus, given the study of the role of forecasts in the organization of the tourist 

enterprise, the following conclusions can be drawn. Foresight is understood as the 

process of systematic determination of strategic scientific directions and 

technological achievements, which for a long time can have a significant impact on 

the economic and social development of the country. 

Among the leading countries for the number of forecast research are Germany, 

France, and the United Kingdom. Forecasting the future has its main stages, namely: 

explore, imagine, design, and action. Each of these stages allows more clearly 

identify, formulate and meet the needs of society. 

Foresight is inextricably linked to strategic forecasting of the future. One of the 

theories that quite clearly describes the future development of the market is the theory 

of the dream society, which provides space for further creation of emotions from the 

product or service. 
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SECTION 2 

EVALUATION OF THE TOUR OPERATOR'S ACTIVITY AND READINESS 

FOR FUTURE CHALLENGES 

 

2.1. Characteristics of the management system of the tourism enterprise TUI 

 

 The world's largest group of companies in the field of tourism with 40 years of 

experience, founded in 2014 as a result of a combination of two holdings: the German 

TUI AG and the British TUI Travel PLC. TUI Group provides services to more than 

30 million customers a year and offers vacations in 180 countries. TUI is one of the 

most successful travel companies in the world. In the 2015/2016 financial year, the 

company's revenue increased 3 times to 1.037 billion euros, compared to last year, 

the turnover amounted to 17.184 billion euros. 

 TUI Group is an Anglo-German multinational travel and tourism company 

headquartered in Hanover, Germany. TUI is the world’s leading tourism group. The 

broad portfolio gathered under the Group consists of strong tour operators, 1,600 

travel agencies and leading online portals, five airlines with around 150 aircraft, over 

400 hotels, 17 cruise liners, and many incoming agencies in all major holiday 

destinations around the globe. TUI Group was formed from the parent company TUI 

AG and its former British tourism subsidiary TUI Travel PLC in 2014. In the 2019 

financial year, the TUI Group with a headcount of around 70,000 recorded a turnover 

of about €19bn and an operating result of €893mio. [30]. 

 The legal name of TUI Ukraine is TTVK LLC. TUI Ukraine operates on the 

basis of a license for tour operator activities (series AE № 272718), which was issued 

on March 13, 2014. Financial security is banking warranty № 618/15-G. The amount 

of financial security is 20,000 (twenty thousand) euros. Financial support was 

provided by PJSC «Investment Bank and savings». The ultimate beneficial owner 

(controller) – Mordashov KO (Russian Federation). Founder – «Kaifel Trading 

Limited»; (Republic Cyprus). The amount of the contribution to the statutory fund is 

UAH 31,570,889.70 Share: 100%. General Director of TUI Ukraine Nurhan Chaly. 
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The company's central office is located at 03057, Kyiv, st. Vadim Hetman, 1st floor, 

office 1027, 2nd floor. The company has offices in the following cities of Ukraine: 

Dnipro, Lviv, Odesa, Kharkiv. 

 In fig. 2.1. presents the geography of offices of travel agents operating under 

the brand TUI as of 2019 compared to 2018. Now the network has 230 agencies in 60 

cities of Ukraine. 

 

Fig.2.1. Geography of TUI franchise network offices Ukraine as of 2019 

compared to 2018 

 

 Each employee performs the powers approved by the General Director of the 

enterprise. It is proposed to consider the organizational structure of the enterprise 

(Fig.2.2). 

The TUI tour operator uses a linear type of organizational structure in 

management. Linear type of organizational structure management is characterized by 

linear forms of communication between management and, as a consequence, the 

concentration of the whole set of management functions and the development of 

management actions in one management. Among the advantages of this structure 

should be noted the establishment of clear and simple links between departments, 

unity of orders, consistency of actions of executors, efficiency in decision-making, 

executors receive related orders and tasks, resources, and personal responsibility of 

the head for the final results unit. 
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Fig. 2.2. The organizational structure of the main office of the tour operator TUI 

Ukraine 

 Source: own elaboration 

 

 The disadvantages of the linear type of management are high requirements for 

the leader, who must have diverse knowledge and experience in all management 

functions and areas of activity, which, in turn, limits his ability to effectively manage 

the organization. Information overload, a large flow of documentation, many contacts 

with subordinates, higher and related organizations. Lack of specialists in certain 

management functions. Non-compliance with the growing requirements of modern 

production [31]. 

 The TUI group includes tour operators, chains of travel agencies, more than 

300 hotels, 14 cruise liners, 6 airlines with the largest charter fleet in Europe, more 

than 130 aircraft, and others. In Europe alone, TUI has more than 3,000 sales offices. 

The concern includes well-known hotel chains RIU, Club Magic Life, Suntopia, 

Iberotel, Robinson Club, Sol Y Mar Club, Coral Sea, Jaz Resort, and many others. 

TUI Group is multiple winners of the prestigious 18th International Travel Awards. 

The number of employees of the company is more than 76,000 people in 130 

countries. 

 Success and leadership in the TUI market can be assessed by the main 

economic indicators, which are listed in table 2.1. Because economic indicators have 

a strong, influence on the further development of the company and allow making 

certain predictions about the future. 
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Table 2.1 

Analysis of the main economic indicators of TUI activity 

Line item / Year 2019 2020 Deviation 

(+/-) 

 Growth rate, 

% 

Net Revenue (Receipts) from 

product realization, thsd. UAH 

24650 21350 – 3300  86,6 

Cost of Goods Sold, thsd. UAH 21692 19768 -            –1924  91,1 

Cost Price in percentage to 

Receipts, % 

88 45 – 43  __ 

Gross Profit, thsd. UAH 2958 2040   1  68,9 

Other Operating Revenue, thsd. 

UAH 

1045,8 867    –178, 8  82,9 

Administrative Expenses, thsd. 

UAH 

734,9 613,2 –121,7  83,4 

Distribution Costs, thsd. UAH 901,3 789,1 –112,2  87,5 

Other Operating Expenses, thsd. 

UAH 

1008,8 879,3 –129,5  87,1 

Profit & Loss Statement from 

Operating Activities, thsd. UAH 

1358,8 1132,0 –226,8  83,3 

Other Financial Revenue, thsd. 

UAH 

12,7 9,5 – 3,2  74,8 

Profit & Loss Statement from 

Ordinary Activities before taxes, 

thsd. UAH 

1371,5 1045,1 – 326,4  76,2 

Tax on Profit from Ordinary 

Activities, thsd. UAH. 

260,585 150,251 –110,334  57,6 

Net Profit, thsd. UAH 1110,92 998,80 –112,12  89,9 

Source: internal information of the company 

  

Based on Table 2.1, it can be seen that TUI is a fairly profitable business. Since 

profit is an indicator of the efficiency of the enterprise, the most informative is the 

relative indicator. And the profitability of the enterprise can be calculated. Analysis 
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of the dynamics of the profitability efficiency profile is given in table 2.2. The table 

shows that the marginal revenue indicator has changed. This was influenced by the 

global Сovid-19 pandemic, which significantly reduced the country's revenues, 

particularly in the tourism industry. With this in mind, the company's performance 

has declined somewhat, but is not critical and still shows a high level of profit. 

 

Тable 2.2 

Analysis of the dynamics of the profitability efficiency TUI 

 Source: built by author 

 

One of the indicators that characterize the success of the company is the 

company's mission. The mission of the travel company TUI is «We create a holiday 

that makes people happier». 

 Vision: 

● Choice of clients №1 for a quality family vacation. 

● A company that is distinguished by a flexible differentiated product. 

● A stable and efficient company that uses advanced technologies. 

● A company where everyone can realize themselves. 

 The values of travel companies are customer orientation, teamwork, respect for 

people, efficiency and effectiveness, and continuous improvement [32]. 

 Management of a travel agency, namely management, uses all possible 

methods of management for the effective operation of the enterprise. In particular, 

administrative methods are used in the formation of orders. In its work, TUI uses an 

authoritarian style of government, where the main goal is to present a long-term 

Indicators Computing formula Accounting 

standard 

Year 

2019 2020 

Margin on 

sales, % 

Margin on sales = Net Profit

Cost of Goods Sold
 x 100%  5,1 5,0 

Operating 

profitability, % 

Operating profitability 

= Net Profit

Net Revenue
x 100% 

 4,5 4,7 
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development strategy and create prospects for career growth.  

 The company is socially responsible and actively contributes to reducing 

carbon emissions. TUI also conducts annual studies of the impact of travel on the 

environment and attracts tourists to socially conscious tourism. The analysis of 

management decisions of the company is given in table 2.3. 

 

Table 2.3 

Analysis of management decisions of the tour operator «TUI» 

Evaluation 

criteria 

Example Evaluation 

(0-5) 

Effectiveness The company increases the number of tourists 

served per year and sales. 

4 

Timeliness The tour operator tries to respond to consumer 

requests in a timely manner; however, this does not 

always turn out perfectly. 

4 

Modernization Opening of the first showroom in Ukraine in Kyiv. 

The office uses the latest technology and 3D reality 

glasses. 

5 

Informativeness During and during the return of tourists from 

abroad, all information promptly appeared on the 

company's website and was frequently updated. 

5 

Activities during 

force majeure 

Due to the spread of the coronavirus, the company 

urgently returned transit and Ukrainian tourists from 

abroad within the period set by the state. 

5 

Source: built by the author. 

 

 The company actively uses the franchising program and invites existing 

agencies to join the network of tour agencies TUI. 

The company regularly trains its staff through specially created courses 

«School of Tourism Manager TUI». Unique programs and speakers of the company's 

central office, practicing directors, and managers of tourism are offered. A special 

place in the company's management policy is the incentive of its employees. The 

travel company offers the possibility of flexible schedules, promotional tours, various 

training programs, and training. Among the features of the management of a tourist, 

the enterprise is the involvement of employees in decision-making. This is especially 
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true of decision-making to open new areas and the effectiveness of existing ones. 

Travel agency TUI has developed a strategy that helps the company maintain its 

position in the Ukrainian market. The company considered many options. The 

company has identified priorities for several market segments. This provides options 

for expanding the capabilities of the enterprise in terms of intensification of activities. 

First, qualified service personnel. This applies to people who serve consumers 

(employees of travel agencies, tour guides, guides, employees of tourist information 

points), as well as employees of management. TUI creates all the conditions for 

career growth. The company employs more than 76,000 people in 130 countries. 

 Thus, the general characteristics of the tour operator made it possible to draw 

the following conclusions: TUI uses all possible methods of personnel management, 

incentives, and development of the state and the company as a whole. The analysis of 

management decisions of the tour operator TUI demonstrates the high quality of the 

company's work, interest and concentration of employees. Sustainable economic, 

environmental and social activity is an integral part of TUI's corporate culture [33]. 

 

 

2.2 Analysis of the effectiveness of the tour operator in the context of the 

demand of the dream society 

 

 The rapid development of society and the transition from an information 

society to a dream society are forcing many areas of the economy to be reformatted. 

This can be seen in the example of titanium brands such as «Adidas», «Mercedes», 

«Apple», all stopping selling «high-tech, high-quality and innovative» products. 

These brands realized that the future lay in the historical load of the product, so they 

wove the stories into their product and focused on selling a story that would touch the 

consumer. 

 The tourism industry is already taking the first steps towards a dream society. 

New offices are created with an emphasis on impressions, now tourists are forced to 

experience emotion when buying a travel product, this can be seen in the example of 
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the tour operator TUI. The tour operator presented a sales office opened in TRS River 

Mall in conjunction with the Rixos hotel chain in Turkey. A feature of the new office 

of the travel agency are gadgets: an interactive chair, a touch panel with 3D tours, and 

a virtual reality helmet, which allows you to view in 360 degrees some hotels 

(including Rixos), beaches, zoos, and underwater world. 

 The idea of using virtual tours to communicate with tourists is not new. A few 

years ago, Coral Travel advertised this opportunity at a travel exhibition, after which 

virtual reality glasses appeared in some elite offices of this tour operator. However, 

such gadgets are unlikely to be able to influence sales. The main problem has always 

been and remains the shortage of videos that can be watched on them [34]. Tour 

operator Thomas Cook supplies travel agencies of its retail network with virtual 

reality glasses (VR-glasses). Currently, Thomas Cook, Holiday Land, and 

Neckermann Reisen in Germany distribute 880 VR glasses. 

 Customers can visit tourist regions and hotels before booking with this 

innovation. About 50 360-degree videos are now available for viewing. Their 

duration is from one and a half to four minutes. Thomas Cook shot the videos 

themselves during business trips. Yes, the company's customers can visit New York's 

Central Park or get an idea of this Club Med hotel on the Greek island of Euboea. It 

works like this: travel agents open videos from the tour operator's website on a 

smartphone. The client wears VR glasses and a smartphone is inserted into them, on 

which the video from the site is played, providing the effect of immersion and 360-

degree review [35]. In addition, the client is offered the The Land Of Legends photo 

zone – a thematic photo zone that allows you to take a vivid photo for memory and 

print it in the office. 

 Tour operator Thomas Cook has now ceased to exist due to a recent 

bankruptcy. To analyze the effectiveness of tour operators, it is proposed to consider 

the comparative characteristics of tour operators TUI, Coral Travel, TPG (Table 2.2). 

Analyzing the work of the tour operator plays an important role in the number 

of tourists served per year. 

 



26 

Table 2.2 

Comparative characteristics of TUI with competitors according to the theory of 

dream society 

№ Categories of 

analysis 

TUI Coral Travel TPG 

1 Charity programs The company 

plans to 

implement on a 

permanent basis 

in the near future 

charity events. 

● Assistance to 

orphanages 
● Cooperation with 

charitable 

foundations 

● Charitable project 

«Assistance to 

children from the 

anti-terrorist 

operation zone» 
● Charity week tour 

to Turkey 
● «Okhmatdit» 

● Monthly help from 

the neonatology 

department 
2 Eco-friendly ● The company 

minimizes fuel 

and carbon 

emissions. 
● Action «Green 

Days» on the 

territory of 

their hotels for 

the best eco 

idea. 
● Involvement 

of clients and 

employees in 

eco projects. 

 

 

There are no eco 

programs 

 

 

There are no eco 

programs 

3 IT-technologies in 

the work of the 

enterprise 

The showroom in 

Kyiv is equipped 

with interactive 

gadgets 

Availability of 

technology in the 

offices of elite 

service 

 

Missing 

4 Loyalty in resolving 

disputes 

(0-5 points) [36] 

 

 
3,66 

 

 
3,77 

 

 
3,17 

5 Reliability (0-5 

points) [36] 

 

 

4,28 
 

4,44 
 

3,77 

6 Making an 

impression 

(0-5) 

 

5 
 

4 
 

3 

Number of tourists served 

in 2019 [37] 

450 thousand 305 thousand 420 thousand 

 Source: developed by the author. 

 

To clearly understand the situation in the tourism market of Ukraine, it is 
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necessary to compare the number of tourists served per year among the leading 

tourism companies. In the ranking of TUI companies, Ukraine entered the top three, 

losing to Anex-tour and Join Up. The rating of companies by the number of tourists 

served is given in table 2.3. Also in the top 10 are such well-known companies as 

Coral Travel, Pegas, TEZ-tour, and TPG [38]. 

Table 2.3 

The rating of companies by the number of tourists served in 2019-2020 

№ Tour operator 2020 2019 

1 ANEX Tour 511910 821730 

2 Joi UP! 449350 1015474 

3 TUI Ukraine 278538 450000 

4 Coral Travel but* 305000 

5 Pegas Touristik but* 152000 

6 TEZ tour but* 305000 

7 Compass 94767 152200 

8 TPG 81630 420000 

9 Alf 33610 52000 

10 Orbit 9667 15000 

11 Extravaganza 7691 15000 

12 Siesta but* 15000 

13 Adriatic Travel 5995 26940 

14 «Alliance» 5678 9207 

15 CITY TOUR 4150 9350 

16 I travel 3795 5077 

17 Tourist Club but* 9500 

18 Adria Hit 2000 3500 

19 Ukrainian Global Company(UGC) 1557 5311 

20 Eurotrips 1120 7000 

21 Mouzenidis Travel 728 52000 

22 Zeus travel 700 15268 

 Source: [38] 

 

Thus, the analysis shows that in the market of tourist services there are positive 

changes towards the introduction of a dream society in the tourist arena. TUI became 

the leader among the rated tour operators. The tour operator was the first in Ukraine 

to open a showroom with the possibility of using virtual reality, which also leads in 

creating impressions, and the number of customers served per year. The management 

pays a lot of attention to the support of eco-projects, but charitable projects are still 

being implemented. 
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2.3. Research of enterprise management processes in accordance with the needs 

of the future 

 

 An important role in the work of a travel company is played by the creation of 

an offer that will interest the consumer. In order to find out what exactly a tourist 

needs, modern companies resort to various methods: surveys, questionnaires, and 

take into account global trends and proposals. Another effective way to manage is to 

create a company strategy. However, in his work, Rolf Jensen described the strategy 

as an ambiguous phenomenon, as it can both help and harm the company's work. 

 In a stable world, the company's strategy (consciously chosen path of 

development) can be unchanged. In a less stable world, the company's market is 

changing a bit, requiring a periodic review of the strategy, perhaps every five years. 

The bottom line is that as change accelerates, so does the need to revise the strategy. 

Many companies have already felt that a carefully crafted strategy, originally 

conceived as a plan, is instantly obsolete. Market developments took off even before 

the planning horizon was reached. The three-year plan becomes an annual one. Many 

companies have already felt the need to focus on goals that are more fundamental. 

 Mission. Why are we doing this? What would not be enough in the market if 

we were not there. Vision. What the company will achieve in 10 years. What 

products will it offer on the market. 

 Strategies that define a specific path of development often hinder the 

manifestation of initiative and block the ability to respond quickly if a new favorable 

situation develops in the market. No strategy can be stronger than the market. The 

strategy should serve as a beacon, and its meaning is that employees know what 

actions and decisions management supports. Problems arise because the market is 

mobile. Even the most vigilant managers cannot adapt their strategy as quickly as the 

market changes; they will always be a little behind unless they forget about their 

established strategy and do not use as a beacon a broader and more convenient 

concept of vision. Orderly planning for the future guarantees defeat, companies that 

are better prepared for change will win. The initiative goes from strategy to greater 
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concentration on market issues and its capabilities, from guided by control strategy to 

inspired by the concept of business development, from strict control by management 

to close monitoring of the market and open opportunities provided by employees and 

administration [27]. 

 The dream society aims not only to change and reformat the perception of the 

product but also to get as close as possible to the wishes and impressions of the 

consumer, to understand his requests, and do everything to satisfy them. 

Analyzing the work of the tour operator TUI, we can say that the company is moving 

towards a dream society. The company demonstrates a clear strategy and vision. It 

understands its niche and is developing in this direction. 

 In the work of the company, they pay special attention to forecasting the 

future, anticipating customer requests and trends in their industry. Given the new 

trend – the creation of emotions, the tour operator focuses its work on the 

reproduction of emotions from travel. Choosing the object on the basis of which the 

impression will be created, TUI analyzed customer feedback, global industry trends, 

and the feasibility of implementation. That is why the «wow effect» in the proposed 

concept will be unusual hotels. The success of this solution is evidenced by research 

and the foresight of the hotel business. 

 One of the essential components of the foresight of the hotel business is the 

identification of global megatrends based on the results of discussions by leading 

global foresight experts of systemic changes. The basic basis for determining the 

megatrends of the hotel business is the results of foresight experts of Amadeus, who 

presented a global overview of future business models and the results of which 

prepared «Hotels 2020: Beyond Segmentation» [39]. Therefore, the main drivers of 

change will be: 1) the global context; 2) the future traveler; 3) business 

transformation; 4) technology and connections. 

In the transition of the tourist system to the post-industrial era, there is a 

growing need to focus on its characteristic «breakthrough innovations»: products and 

services that meet expectations of the information economy – technological startups. 

According to M. McSpadden, «the next generation will live and rest in completely 
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new conditions: so now it is necessary to experiment and implement blockchain 

technology, augmented reality, and a reliable presence to make travel more 

comfortable, safe, and personified» [40]. 

The company keeps up with the times and introduces new trends and 

innovations into its work. After analyzing the work of TUI, a table of trends used by 

the tour operator was developed. The obtained data are shown in table 2.4. 

 

Table 2.4 

Use of technological trends by TUI 

Type of 

trend 

Essence Implementation 

Artificial 

intelligence 

Dissemination of technology 

integrated cooperation people 

and machines 

Formation of new standards of tourist 

services. Selection of the «perfect» tour 

Optional 

reality 

Opportunities design for any 

object of information in real 

time 

The growing need for travel, for deeper 

interaction between man and the world. Get 

more information about any object. 

Reducing the need for guides, guides 

Blockchain Able to perform revolution in 

the field tourism. Reliable 

distribution record storage -

internet trust; 

The company is implementing a blockchain 

and is now one of the main areas of 

innovation policy in TUI. 

Virtual reality Possibilities of comprehensive 

immersion in objects that are 

potentially interesting to 

certain persons 

Introduction of a virtual reality office. 

Augmented reality glasses and a chair that 

selects the perfect tour for the client. 

Certainty 

presence 

Spread biometric technologies Reduction of cash payment and spread of 

contactless payment for services. 

Reduction of paperwork and use of digital 

documentation. Quick identification. 

Source: built by the author based on article [6] 

 

Digitization and innovation are key elements for the rapid future growth of 

TUI. To continue to expand its portfolio of differentiated and unique products and 

services, TUI needs to use innovative solutions throughout the value chain. Pursuing 

the goals of expanding the portfolio of products and services, a special category 
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«Digitalization and innovation» was created on the official website of TUI. Where 

the main directions of the company's work in matters of innovative approaches to 

work are highlighted: 

● The inventory of the Group's hotels has been transferred to the blockchain to, 

for example, manage them more efficiently. 

● TUI relies on artificial intelligence to support customer service 

● The world's leading travel service provider has developed a digital platform 

through which vacationers can get answers to inquiries [32]. 

 The TUI showroom in Kyiv offers not only professional advice from the 

company's best managers, but also a unique experience of full immersion in the 

country of your dreams with the help of innovative technologies. In addition, the tour 

operator offers individual tours that are created for a specific client, taking into 

account all the wishes. An individual route is laid, places of visit are chosen, in 

particular, taking into account the wishes of the tourist about the absence of fellow 

citizens. Particular attention to the development of TUI tours is paid to the creation of 

leisure concepts. TUI leisure concepts are a new leisure format that takes into account 

the interests of all generations and current trends. All company concepts are given in 

the table. 2.5. 

Table 2.5 

Recreation concepts of tour operator TUI [32] 

Title Essence concept 

SMART Smart is a concept for everyone: for families and young people who are 

united by one goal - to enjoy a quality holiday for smart money. 

First, we offer a star service above: animation, children's club, food and 

beverages, Wi-Fi, recognizable style in design and quality at an 

affordable price. 

The use of plastic cups and the rejection of tubes is minimized, a 

reasonable approach to water and energy consumption, garbage bins are 

installed to separate waste. 

FUN & SUN During the holiday for the guest FUN & SUN the hotel becomes a kind 

of world in miniature, where the room is an apartment. Tukan Children's 

Club – kindergarten and school, the sea and various pools become the 

most pleasant bathroom in the world, the main restaurant – a dream 

kitchen with endless food, and a la carte restaurants – restaurants for 

going out into the «world» with the whole family on the weekend. 
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Continuation of the table 2.5 

Title Essence concept 

DAY & NIGHT 

CONNECTED 

Day & night Connected is a whole universe of adventures, fun, and 

bright positive emotions. 

The universe, which consists of the Solar System «Ultra All Inclusive» 

with planets of freshly squeezed orange juice, national dishes, European 

cuisine, a la carte restaurants, and free imported alcohol; Entertainment 

galaxies with the constellations «Wellness & Fitness», where 

masterclasses are held by famous instructors, and «Night Life» with free 

admission to popular nightclubs, and endless Wi-Fi. 

CHILDREN'S CLUBS 

MINI TUKAN 

Mini Tucan Children's Club is a recreation area with a developmental 

and play program for children from 4 to 12 years old, created by 

professionals, taking into account the wishes of parents. Hotels with 

children's clubs Mini Tucan allow you to spend a long-awaited vacation 

in peace for the safety and entertainment of the child for parents, fun 

and informative for children. 

Source: built by author  

 

 TUI sees its mission as creating a holiday that makes people happier, so it tries 

to create a «show» as much as possible so that when leaving the company's office the 

client was impressed for a long time. Such measures affect not only a particular 

consumer but also his environment, because, in parallel, begins to work «word of 

mouth», which in turn forces people to come to the tour operator at least in terms of 

curiosity. 

Based on the data obtained during the analysis of the enterprise, SWOT 

analysis was developed and demonstrated in table 2.6.  

Table 2.6 

SWOT-analysis of TUI Ukraine 

  Positive sides Negative sides 

Internal 

factors 

         (S) Strengths        (W) Weaknesses 

● Activity automation 

● Strong dealer community 

● Distribution network 

● High level of customer 

satisfaction 

● Extensive integration 

experience 

● Availability of leisure programs 

● Strong portfolio of brand 

● Delivery process failure 

● Financial instability 

● Unsuccessful sales management 

strategy 

● Gaps between expectation and 

realization 
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Continuation of the table 2.6 

External 

factors 

    (O) Opportunities (T) Threats 

● Creating new concepts of 

recreation 

●  Introduction of additional virtual 

reality tools in the work of offices 

● Forecasting future market trends 

● Creating a mobile application 

● Climate change due to the global 

wastes such as carbon emission 

that will affect the traveling 

activities. 

● Fluctuation of foreign exchange 

and fuel prices may interrupt the 

hedging process and unstable 

economy that may cause cost base 

increase. 

● There are many competitors that 

TUI needs to be aware of. 

Source: built by author based [41], [42] 

 

Highlighting strengths, threats, opportunities, and weaknesses allows 

companies to see mistakes and find ways to correct them. And also allows you to 

assess and plan possible ways of development. 

Thus, TUI is a large tour operator on the world stage, providing services to 

more than 30 million customers a year. Moreover, the analysis of management 

decisions demonstrates the high quality of the company, the interest and 

concentration of employees. The travel company was the first to establish itself as a 

company that implements the principles of the dream society in its work. 

The company's analysis of the demands of the dream society has shown that 

TUI manages to move in line with current trends. At the same time without losing its 

leading position in the market. The introduction of various innovative technologies in 

the work of the office is a distinctive feature of the tour operator in comparison with 

competitors. 

 

Conclusions on section 2 

 

 Therefore, having studied the work of the travel company TUI, we can draw 

the following conclusions. 

 TUI is one of the largest tour operators in Ukraine, has a wide network of 
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agencies in the country, and is a leading leader in the tourism industry. The tour 

operator offers a wide range of services to customers and has leisure programs. The 

company's management system is at a high, professional level, which allows you to 

maintain and confirm the title of the country's leading tour operator. 

 Economic efficiency is consistently high, despite the pandemic crisis. This is 

evidenced by the number of tourists served, where thuja occupies a leading position 

among competing companies. Particular attention is paid to the process of 

digitalization and innovation. This is confirmed by the implemented blockchain 

systems and investment programs. World trends in the industry are well followed and 

used in the work of a tour operator. Given this, one of the latest trends is successfully 

reproduced - creating an impression of the product. 
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SECTION 3 

FORESIGHT PROJECT DEVELOPMENT OF TOUR OPERATOR 

ACTIVITY 

 

3.1. Strategic alternatives and program of measures to implement foresight 

project 

 

 The development of the tourism sector of Ukraine has determined active 

development until January 2020. In December 2019, a new type of COVID-19 virus 

was discovered in Wuhan, which began to actively spread around the world and 

threaten all sectors of the world economy, while the tourism industry. 

 The State Agency for Tourism Development of Ukraine complained that 

quarantine and the coronavirus pandemic had hit the tourism industry the hardest. 

However, other data on collections cannot be used there because there are no 

statistics. Today, the tourism sector is one of the world's victims of the COVID-19 

outbreak, which affects both demand and supply. This will provoke further regression 

in a weak global economy, geopolitical, social, and trade tensions, as well as uneven 

efficiency among key market units. Now the State Agency for Tourism Development 

is appealing to the State Statistics Service to promote separate tourist accounts for 

data collection. In addition, they, together with MPs, develop a number of measures 

to help overcome the crisis in the tourism industry [43]. 

 Given the situation in the world, the changes indicate and program measures to 

optimize the work of the tour operator TUI. Now you need to postpone all the most 

ambitious plans and goals indefinitely, as well as focus on what is really needed. 

Given the general decline of the world economy, the number one mission for a tour 

operator – visit and do not go bankrupt. For TUI as well as for other representatives 

of this sector, it is time to mobilize as much as possible and keep everything afloat. 

Want to forget about your long-term plans, so as not to follow. 

 Taking into account all aspects of the impact, a program of measures was 

developed to improve the work of TUI in accordance with the needs of the dream 
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society (Table 3.1). 

 This table shows that even though market conditions need to focus on an 

improved management strategy. You can do this by creating a history of the company 

or product. Further, the event does not require significant financial costs, however, is 

essential in accordance with human society. In addition, a particularly important 

aspect excludes emotions here they turn to the concept of «impression economy». To 

create emotions when selling a tour, you can use the equipment already available in 

the company. For example, instead of the boring presentation that can be found in the 

country, you can place video visits, thus saving on new virtual reality glasses, but 

forcing customers to virtually travel right now and now. 

 

Table 3.1 

The program of measures to improve the work of the tour operator TUI 

according to the requirements of the dream society for the next 1-2 years 

№ Measure Term The necessity of 

implementation 

in general (0-5) 

The need for 

implementation 

at this stage  

(0-5) 

1 Filling the product with a related 

history 

By the end of 

2022 

5 5 

2 Development of measures to 

create emotion during the sale 

By the end of 

2022 

5 5 

3 Changing loyalty programs By the end of 

2022 

5 5 

4 Changing the approach to 

quality management 

By the end of 

2022 

5 4 

5 Creating a new concept for the 

requirements of the dream 

society 

By the end of 

2022 

5 4 

 Source: developed by the author. 

 

 Despite the difficult situation in the world and in particular in the market of 

tourist services, ideas that are more ambitious should be developed. That is why, in 

the table. 3.2 provides more far-sighted goals that will help attract customers 

attention to themselves and establish the company among competing colleagues both 

in Ukraine and abroad. 
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Table 3.2 

A program of measures to improve the work of the tour operator TUI according 

to the requirements of the dream society 

№ Measure Term The necessity 

of 

implementation 

in general (0-5) 

The need for 

implementation 

at this stage  

(0-5) 

The pace of 

change 

1 Implementation of 

«Charity» programs 

By the end 

of 2022 

5 3 +2 

2 Introduce IT 

technologies in all 

offices 

By the end 

of 2022 

5 2 +3 

3 Teambuilding By the end 

of 2022 

4 2 +2 

4 Professional 

development of 

employees 

By the end 

of 2022 

4 2 +2 

 Source: developed by the author. 

 

 Now is the time for the tour operator to «collect stones» and focus on those 

aspects that are necessary and relevant today but do not require significant financial 

costs. Table 3.2 proposes measures to improve brand perception, develop the 

company towards social awareness, develop its own staff and implement new 

programs.  

 To develop the concepts of the future, namely the dream society, it is necessary 

to introduce a process of creating effective management to promote this idea (Fig. 

3.1). Taking into account all the above requirements and the specifics of the tour 

operator, a new concept of recreation was developed – DREAM & FUN. 

DREAM & FUN is a concept built on getting emotions from rest. The main 

purpose of the holiday is to create tours with strange hotels and non-standard 

panoramas. These tours will be slightly more expensive than others will but will fully 

provide customers with emotions. In the list of partner hotels, there are no ones that 

would 100% meet the requirements of the dream society, so others are offered. An 

example would be an underwater hotel in Dubai Hydropolis Undersea Resort or 

Cuevas Pedro Antonio de Alarcon in Spain. 
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Fig. 3.1. The process of creating effective management of the concept of a dream 

society 

Source: built by author 

 

 This concept also pursues careful resource use, therefore, hotels will be 

equipped with landfills for sorting garbage, and hotels will be certified as 

environmentally friendly. Each payment for the room will cost $ 2 to the planet's 

freshwater conservation fund and to create favorable living conditions for endangered 

species. As an example, to the WWF Ukraine Free Rivers Conservation Fund. Let it 

flow! [44]. In addition to all of the above, this concept will preserve the quality of 

service, animation, and other characteristics of high-end hotels. The possible logo 

variant is presented in Fig. 3.2. 

 

 Fig. 3.2. Logo for TUI Ukraine concept DREAM&FUN 

Source: developed by author 
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To make this concept more effective, it is necessary to allocate the resources 

that will be needed. The main ones are hotels because it is on them that the concept is 

built. The second no less important process will be the conclusion of cooperation 

agreements, advertising campaigns of a new concept, staff training. The action plan 

for the implementation of the new concept of affordable travel is given in table 3.3. 

Table 3.3 

The action plan for the new «DREAM&FUN» concept implementation 
Measures Term of 

implementation 

Responsible 

Department  

Selection of hotel facilities 

 

6 months Distribution Department 

and Sales 

Contractual intermediators arrangements 

with hotels 

1 year 

Expenses payment on the new concept 

implementation 

1 year Accounting Department 

Contracts control on regular basis  

Trainings for personnel 5 days HR Department 

Advertising campaign 1 year Marketing Department 

Developing details of new concept 6 months Product Department 

Formation of accessible tour packages 1 year 

Dissemination  of developed 

recommendations on providing 

accessible travels to agencies that 

work on TUI Ukraine franchising 

basis 

 

on regular basis 

Franchising Department 

After-sales service on regular basis Sales Department 

Analysis of customer satisfaction 

data with the product 

on regular basis Analytical Department 

Source: built by author 

 

Creating a new concept of recreation is necessary to analyze the available 

hotels and destinations. Given the specifics of the proposed concept, it is necessary to 

find new hotel complexes that would reproduce the idea and principles of the theory 

of dream society. It is with these hotels in the future that will be concluded 
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contractual agreements on cooperation. The list of available hotels is given in table 

3.4. 

Table 3.4 

The list of available hotels for DREAM&FUN concept 

The name of 

the hotel 

Cate-

gory 

City Country Infrastructure/ facilities 

Dubai 

Hydropolis 

Undersea Resort 

5* Dubai United Arab 

Emirates 

Almost half of the building is under 

water, and can only be entered through 

an underwater tunnel. The hotel has 

everything: shops, children's 

playgrounds, clubs, boutiques, salons and 

many other entertainment and shopping 

facilities [45]. 

Cuevas Pedro 

Antonio de 

Alarcon 

2* Granada Spain Cave rooms with panoramic views of the 

Guadix and the Sierra Nevada 

Mountains. The caves open onto the 

outdoor swimming pool. Each 

whitewashed cave is decorated in rustic 

red clay and features a fireplace. A 

kitchenette is equipped with this and a 

room [46]. 

Crazy house 

hotel 

1* Dalat Vietnam The rooms are decorated in an original 

way with a variety of animals. Includes a 

seating area, wardrobe and heating. The 

private bathroom has a shower and toilet. 

Some rooms overlook the garden [47]. 

Tree hotel 4* Harads Sweden This special property offers a unique stay 

among the trees of Harads's forests. It 

blends cutting-edge architecture and 

design with home comforts like 

tea/coffee makers and free WiFi. 

Treehotel's eco-friendly rooms feature 

large beds as well as stylish, up-to-date 

décor and furniture [48]. 

Hotel de vrouwe 

van stavoren 

2* Stavoren Netherlands From the outside, the Hotel de Vrouwe 

van Stavoren looks quite ordinary, but 

the rooms are simple barrels, once at a 

local winery. It offers standard rooms and 

wine barrel rooms. Some rooms have a 

seating area. Rooms have a terrace or 

balcony. Free Wi-Fi is available 

throughout the Vrouwe van Stavoren. A 

flat-screen TV is provided [49]. 

Source: built by author 
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All the measures are listed in table 3.2. require the attention of management 

and of course cash infusions. They are more ambitious and no less important, given 

that the future is impressive. Companies should keep in mind that such a 

phenomenon as «deferred demand» will still, with this in mind, all the above methods 

will be of maximum interest to tourists, and will help provide a quality tourism 

product when the environment is favorable. 

 Therefore, in today's environment, TUI's management should focus on 

maintaining the company, modernizing management and quality control systems, 

reviewing the loyalty program, and developing a clear action plan for the next year or 

two. To enter the tourist arena in full combat readiness after the end of the 

epidemiological situation in the world, taking into account and correcting all the 

shortcomings and problems, at least from the point of view of company management. 

 

3.2. Justification of expediency of implementation of the foresight project 

 

 The main goal of any company is to meet the demands of society. The dream 

society is actively beginning to capture all markets in the world and in particular 

Ukraine, dictating its rules. The main one is to forget about high technology and 

innovation, instead of getting an impression. As requests change, there is an urgent 

need to change approaches to the organization, management, and development of 

new destinations. 

 Tour operator TUI has confidently established itself over the years in the 

tourism arena, both in the world and abroad. In Ukraine, the tour operator is in the top 

30 best travel companies in the country and is in the top three travel companies as of 

January 2020. The ways and methods of improvement and optimization of work 

offered in the previous subsection are formed based on the detailed analysis of the 

work of the company at present. The substantiation of expediency of introduction of 

the resulting mechanisms is shown in figures in tab. 3.5. For the expediency of 

implementation and effectiveness of these methods, the main criteria were assessed at 

the request of the dream society before and after the implementation of changes [50]. 
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Table 3.5 

Comparative characteristics of the emotional perception of TUI's product before 

and after the implementation of the demands of the dream society 

№ Measure Term The necessity 

of 

implementation 

in general (0-5) 

The need for 

implementation 

at this stage 

(0-5) 

The 

pace 

of 

change 

1 Emotional 

perception of 

the product 

by the 

customer 

Implementation of IT 

technologies in the company's 

work (virtual reality glasses, 

chairs, projectors, etc.) 

3 5 +2 

2 Customer 

loyalty to the 

brand 

Brand loyalty assessment, 

development, and 

implementation of loyalty 

strategy 

4 5 +1 

3 Customer 

satisfaction 

Social network surveys, 

statistical analyzes, and service 

quality analytics. 

4 5 +1 

4 Making an 

impression 

Creating a brand history, 

product company 

3 5 +2 

5 Company 

loyalty to 

customers 

Development of action 

programs in case of disputes 

and conflict situations. 

Reimbursement programs. 

3 4 +1 

 

 Source: built by author 

 

 The proposed action plan for the development of the concept will be 

implemented within 2 years. Analysis of changes before and after the introduction of 

the company demonstrates an increase in the efficiency of the company. The Table is 

based on this. 3.6. 

Table 3.6 

The forecast indicators of TUI Ukraine after the implementation of the 

suggested marketing recommendations 

Net Revenue 

Growth 

Margin Profit 

Share, 

% 

Additional Margin 

Profit, UAH 

Expenses within 

recommendations, 

UAH 

Additional Net 

Profit, UAH 

0 0,08 0,00 130 000,0 -130 000,0 

0,01 0,08 17 080,00 130 000,0 -112 920,0 

0,02 0,08 34 160,00 130 000,0 -95 840,0 
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Continuation of the table 3.6 

Net Revenue 

Growth 

Margin Profit 

Share, 

% 

Additional Net        

Profit, UAH 

Expenses within 

recommendations, 

UAH 

Additional Net 

Profit, UAH 

0,03 0,08 51 240,00 130 000,0 -78 760,0 

0,04 0,08 68 320,00 130 000,0 -61 680,0 

0,05 0,08 85 400,00 130 000,0 -73 700,0 

0,06 0,08 102 480,00 130 000,0 -27 520,0 

0,07 0,08 119 560,00 130 000,0 -10 440,0 

0,08 0,08 136 640,00 130 000,0 6 640,0 

0,09 0,08 153 720,00 130 000,0 23 720,0 

0,1 0,08 170 800,00 130 000,0 40 800,0 

 Source: built by author 

 

 The pace of change shows an increase in positive changes from the 

modernization of the enterprise to the requirements of the dream society. Analysis of 

the work of the tour operator before and after the introduction of mechanisms in 

accordance with the demand of the dream society showed that productivity and 

perception of the company will increase by 41%. The dynamics of changes from the 

implementation of the principles of the dream society are shown in Figure 3.3. 

 

 

Fig. 3.3. Dynamics of changes from the implementation of the principles of the 

dream society in the work of the tour operator TUI 

Source: built by author 

 

 The emotional component itself is undergoing the biggest changes because so 
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far the tourism market as a whole is not sufficiently focused on creating emotion. 

Slightly smaller changes require brand loyalty and customer satisfaction, because 

TUI, over the years, has established itself as a reliable, responsible company that 

values the respect of its customers. 

 Thus, the tour operator TUI is actively developing, and despite this needs to 

change. First, it is necessary to improve the quality of service delivery, to focus on 

the implementation of loyalty and charity programs. Loyalty programs to customers 

and the creation of exceptional impressions of the tourist need to be revised. 

However, taking into account today's events, the tour operator must take care of the 

modernization of those elements in the work that do not require significant financial 

costs. Among them is the development of the historical load for the product and the 

emotional color of the product. The implementation of all the above measures at the 

tourism company will change the perception of the brand by consumers for the better, 

attract new customers and increase the quality and efficiency of work by 41%. 

 

 Conclusions on section 3 

 

 Therefore, after analyzing the work of the tour operator TUI in the previous 

section, ways to improve the work were formed and suggested. Due to the global 

pandemic, most companies have some difficulties, but it is time to modernize the 

management system. Measures to improve the quality management system at the 

enterprise, creation of loyalty programs, training of employees will be offered. A 

special task is to create a history for the product of the TUI company. 

 Based on the analysis of the work of the tour operator TUI, a new concept 

DREAM&FUN of recreation was proposed. Also, to implement the concept, a logo, 

and basic postulates that the theory of the dream society imitates were developed. 

With this in mind, a program of implementation measures has been developed, which 

in turn requires an action plan with deadlines and responsible departments. The 

analysis clearly shows that after the implementation of the concept of the company, 

the company's performance will increase and increase by 41%.  
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CONCLUSIONS 

 

 Today the world is changing radically, at the same time the consumer demand 

is changing. People no longer perceive the product as something innovative, 

technological, and high quality. Impressions and their creation for the effective sale 

of the service play an increasing role. That is why the most relevant is forecasting 

future trends and consumer demands. Experts' forecasts for the tourism industry 

assure that the most successful will be those companies that will create an impression 

of the product. And the greatest importance will be given to the creation of emotions. 

The term «foresight» means the process of systematically defining strategic scientific 

directions and technological achievements that will be able to significantly affect the 

economic and social development of the country for a long time. Many Ukrainian 

scientists have studied the issue of foresight in tourism, while the leaders among 

European countries are Germany, France, and Great Britain. Forecasting the future 

has 5 main stages: research, representation, design, action. 

One of the most accurate and well-founded studies of the foresight of the 

future is the study of Rolf Jensen, a representative of the Copenhagen Institute of 

Futurology. The scientist determined that the future lies in creating a product history. 

And for success in the market, it will be necessary to sell emotion, instead of goods. 

Most travel companies in Ukraine follow the global trends of the travel market, 

however, most are in line with the vision of the future of TUI. Diagnostics of the TUI 

management system identified the company as a limited liability company with the 

state capital, an insider model of corporate governance, and an organizational 

structure on top with the CEO. The analysis of the company's efficiency determined 

that the company occupies a leading position in the market. This is evidenced by the 

main economic indicators and despite the crisis in the market high profits. An 

effective and well-selected and implemented management system plays an important 

role in the company's success. Tour operator TUI is developing and holding a fairly 

high bar in the market. 

Given the concept of a dream society, which most accurately embodies the 
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forecasts of the future, TUI is actively implementing the basic positions and 

principles of the theory. Among them are the introduction of charitable programs, the 

implementation of eco-programs, the formation of brand loyalty, a guarantee of 

reliability, and the creation of the impression of the purchase. The first in Ukraine  

office of virtual reality which allows receiving impressions on the spot is successfully 

realized. 

Based on the results of the analysis of the enterprise, a new concept was 

developed – DREAM & FUN. The basic position of which is to create an impression 

during the trip. The program also implements an environmental mission, namely to 

support the River Conservation Fund of Ukraine. The logo of the concept was 

proposed, an action plan for the implementation of the concept of recreation in the 

work of the company was developed, a study of the hotel base was conducted and 

those that are suitable were identified.   

A study was also conducted to predict the effectiveness of the implementation 

of the new concept and management system in the company. According to the results 

of the study, the efficiency of work will increase by 41%, interest in the brand will 

increase, and at the same time, the economic indicators of the tour operator will 

increase. 
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