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INTRODUCTION

The actuality of work. The social responsibility category is a phenomenon
that is inherent only in a market economy. For the first time its content was
formulated by G. Bowen (1953, monograph «The Social Responsibility of the
Businessmany). The scientist conceptually identified the problem, which is that
business i1s a part of society to which it is responsible. In the future, the problem of
social responsibility was constantly expanding.

Important contribution to the development of scientific ideas about social
responsibility of business has been made by domestic scientists I. Akimova,
N. Didenko, O. Lazorenko, I. Lebedev, M. Martsinkov, S. Melnyk, O. Osinkina,
N. Shchur. In the field of tourism, the concept of corporate social responsibility is
closely linked to the idea of sustainable tourism.Characteristic of sustainability
implies a number of concepts: environmentally friendly, energy efficient, developing
through the least use of third-party resources, etc. All these properties of tourist
business objects attract investors and consumers.

Thus, the impact of tourism on various areas of activity in environmental,
social, economic and cultural aspects is quite large. That is why various initiatives are
created and implemented on the basis of whole sectors and individual companies.

Purpose of the paper is to determine the implementation directions of social
responsibility principles in the tourism business on the basis of Anex tour activities
analysis.

Achieving this goal required the following tasks:

- to determine the prerequisites for the development of tourism activity of the
company in thetourist services foreign market;

- to explore the principles and features of social responsibility in
contemporary realities in Ukraine;

- to assess ANEX tour business communications efficiency in the tourist
market;

- to determine the effectiveness of social responsibility implementation and its

presence in the activities of ANEX tour;
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- to provide recommendations on management decisions aimed at solving the

social responsibility problems of ANEX tour.

The object is the process of social responsibility occurrence and its importance
for the tourism sector.

The subject is the instruments of social responsibility principles
implementation in «Anex Tour» activities and possible ways to improve this process
for the enterprise.

The information base of the research is the information-analytical materials
and scientific-methodical developments, monographs, scientific articles, tour
operator's statistical data, surveys and consumer reviews, personal researches of the
author. A complete list of literature sources used to write this work is provided at the
end of the paper.

Scientific nowelty of study. This work contains new author's thoughtson the
topic ofcorporate social responsibility (CSR), total analysis of CSR on example of a
real big tour operator, development of measures to improve CSR and itsresults
evaluation. Also masters’ degree work contains new innovative approach to
implementation of CSR.

Practical value. Our scientific work contains the proposals and
recommendations that can be used by an operator for the formation and updateof its
corporate ethics in the area of corporate social responsibility, which is very important
for the organization image formation in particular and obtaining sustainable tourism
in general.

Work structure. The course work consists of an introduction, three sections,
conclusions, references and two appendixes. The final qualifying paper also consists
of the 15figures, 11 tables.

Approbation. As the result of research of the final qualifying work was
published the article «Corporate social responsibility of international tour operatory
in articles’ collection of master’s program students «Hotel Restaurant and Tourism

Business: focus on International Trends» (appendix A).



PART 1
CONCEPTUAL BASES OF TOURIST OPERATOR MANAGEMENT
IN ACCORDANCE WITH THE CORPORATE SOCIAL RESPONSIBILITY
PRINCIPLES
1.1. Corporate Social Responsibility: Genesis, Principles and Methods of

Implementation at a Tourist Enterprise

Corporate social responsibility (CSR) has gained prominence in both the
corporate world and academia in the past couple of decades. Once perceived more as
the individual philanthropic activities undertaken by a businessperson or merely a
useful marketing tool, CSR has clearly become one of the primary focus areas of
many business entities worldwide. Although different terms, such as sustainability,
corporate citizenship, and stakeholder management, are used to describe the ways in
which companies seek to be socially responsible, they are used interchangeably, in
most cases, to represent CSR.

Recently, strategic CSR has gained increased attention from researchers,
because it focuses on not only solving social problems but also linking socially
responsible practices to positive economic implications for companies [1].

Business social responsibility is a responsible attitude of any company to its
product or service, to consumers, employees, partners; active social position of the
company, consisting of harmonious coexistence, interaction and constant dialogue
with the society, participation in solving the most acute social problems [3].

Corporate Social Responsibility [3]:

- promotes sustainable development, including the health and well-being of
society;

- respects the expectations of stakeholders;

- complies with applicable laws and international standards of conduct;

- Integrated into the activities of the organization and practiced in its relations.

In accordance with materials can be found in internet I can come up with eight

main principles of corporate social responsibility (Fig.1.1).
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Figure 1.1. Principles of corporate social responsibility

Source: prepared by author

Corporate Social Responsibility (CSR) is a commitment by businesses to

voluntarily contribute to the development of society, including the social, economic

and environmental spheres, adopted by the company beyond what the law and the

economic situation require. There are three main concepts of corporate social

responsibility which are presented below (Fig.1 2).

Concepts of Corporate Social Responsibility (CSR)
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conditions

Figure 1.2. Concepts of Corporate Social Responsibility [4]

Source: prepared by author

Today, the strategic stability of the enterprise in the tourist services market
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consists in continuous forecasting of events and adjustments taking into account

tendencies that can cause irreparable damage to the performance of the main activity
of the enterprise. Obviously, we should talk about a «socially active» tourism
business, which is determined by the presence of such important qualities [3]:

1. The management has a vision and guidance for identifying the most important
mechanisms that provide an increase in the existing and future value of the enterprise
within the tourism industry.

2. The tourist enterprise is in constant motion. It develops strategies that are
capable of adapting and implementing. Within the enterprise there are flexible
structures that are capable of learning quickly.

3. The travel company knows which of the basic skills is important for the
creation of added value.

4. The tourist enterprise constantly struggles for the consumer. Customer
relationship 1s a factor contributing to the creation of added value, and ideas and
knowledge should be aimed at creating a permanent, satisfied customer service
quality that can bring profits to the company.

The market success of the tourist enterprise is determined by the formation of a
business social responsibility system, where the key importance is to decide main
internal and external factors of its market success in their interconnection and

interdependence (Fig. 1.3).

Responsibility towards the

Responsibility in relation to
state

the social needs of society

<
<

Social responsibility of a

The external ! \ tourist enterprise / &
component of social The concept by which an
responsibility enterprise  takes  into
account the interests of
The internal society  assumes  the
component of social responsibility  for  the
responsibility impact of its activities on

b4 its employees and society v

Responsibility in relation / as a whole \ Responsibility towards

to their travel services and

) < > their employees
their consumers ploy

Figure 1.3. Main components of the system of social responsibility of the

tourist enterprise [5]
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Proceeding from the proposed Sustainability International Business

Opportunity Business Social Responsibility matrix, the following areas of practical
utility of the social responsibility of the tourism business can be identified [5]:

- perfection of ecological processes — increase of productivity and
income, cost saving with the use of ecologically safe processes of tourist service;

3 formation of the reputation of the company — increasing the value of the
brand, saving resources in establishing relations with the authorities and control;

- human resources — saving resources for the attraction and maintenance
of skilled specialists;

= access to new markets — standardization according to international
criteria (ISO international standards system, etc.);

- effective risk management — timely and prompt access to information
from competent sources and the ability to respond quickly to critical issues in the
region.

The internal component of social responsibility involves the creation of
appropriate socio-economic (labour) conditions for the personnel of the enterprise. It
is most fully implemented within the system of social partnership, which regulates
the relations of the main participants of the labour market and effectively combines
the main interests of the state, employers and employees. This is manifested in the
decent remuneration of employees of the enterprise, provision of a social package,
employment security, labour motivation, retraining and retraining, labour protection
and payment of taxes.

The discussed methodological aspects of the formation and development of the
theory of social responsibility of business lead to an understanding of the need for
their transfer to the sphere of tourism business. At the same time, the analysis and
understanding of the relationship between the external and internal components of the
social responsibility of the tourism business make it possible to create a system of
marketing support for social responsibility towards services and their consumers.

A Corporate Social Responsibility Strategy for a Travel Enterprise is a
corporate statement that defines the values, standards and norms that a company

guides in its activities with regard to employees, partners, communities and the
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environment, and is associated with its business strategy.

For domestic tourism companies, developing a corporate social responsibility
strategy for sustainable development is a new challenge. After all, such a strategy
does not involve episodic corporate charity, but system activity, integrated into all
business processes. The reputation of domestic travel companies is increasingly
dependent not only on their profitability, the value of shares, the quality of the
ambassador, but also on their activity in the field of corporate social responsibility.

The strategy of the social responsibility of the tourism company is based on the
needs and expectations of the various stakeholders in order to increase their
competitiveness by minimizing potential conflicts of interest and risks. There are four
main strategies of corporate social responsibility of tourism enterprises that are

presented in Figure 1.4.

Reactive

Active :
the company does not solve the issue
the company voluntarily adheres to of social responsibility, until it is
socially responsible behavwr to the ed by the external environment.

appearance of env1r0nment % v t@gﬂe‘gg\‘
w Protective

minimizing or trying to evade
responsibility that comes from a
specific problem.

Compromise

is an intermediate between active and
reactive strategies.

Figure 1.4. The main CSR strategies of travel companies

The main areas of the corporate social responsibility of the tourist enterprise
can be divided into internal and external. In accordance with such a division, the
internal and external social policy is formed at the enterprise.

Internal corporate social policy — conducted for employees of their company,
and therefore limited to this company.

Within the limits of internal corporate social responsibility of the tourist
enterprise it is expedient to form programs of "internal" investments aimed at [6]:

- personnel development, raising the professional qualification level;
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- formation of a corporate culture;

- recreation and rehabilitation of workers and their families;

- additional medical and social insurance for employees and their families;

- involvement and support of youth, including in educational programs;

- sports programs;

- provision of material assistance.

The internal corporate policy of the tourist enterprise should be aimed at the
development of social capital, by strengthening the links, including informal, within
the company, as well as on the increase of human capital (health, education) of
employees. In addition, the internal corporate social responsibility of a tourist
enterprise may include [7]:

1. Work on creating conditions for work safety of personnel.

2. Provision of salary stability, as well as indexation in conditions of inflation.

3. Maintenance of socially significant wages.

4. Provision of assistance to workers in critical situations.

5. Dignified attitude towards employees (respect for personality, lack of racial,
religious, political and gender discrimination).

External corporate social policy — a social policy conducted for the local
community on the territory of the company or its individual enterprises. The foreign
policy of CSR of a tourist enterprise can be manifested at two levels: at the level of
the local community, in the territory of which the enterprise is located, and at the
level of a certain society.

The external corporate social policy of a tourist enterprise can be directed to

[8]:

1. Sponsorship and corporate charity.

2. Promotion of environmental protection (use of environmentally-oriented
technologies).

3. Interaction with the local community and local authorities regarding the
development of the territory.
4. Readiness to participate in the prevention of crisis situations and the

elimination of the consequences.
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5. Responsibility to consumers of services (provision of quality services with

the appropriate level of security).

In addition, tourist enterprises can participate in various external social
projects, initiated by the authorities, and independently. The main directions of the
social partnership of tourism business and government can be the following [8]:

- participation in the financing of large-scale investments in tourism objects
initiated by the authorities;

- maintenance of objects of the environmental fund;

- support of activities and formation of a base of recreational, educational and
cultural institutions;

-  assistance in organizing cultural and recreational activities;

- conducting educational projects for the population;

- support for innovative projects aimed at the development of the local
community, including the increase of population cultural level;

- support for vulnerable groups through the creation of social packages.

Travel companies that plan to define their own corporate social responsibility
policies should be guided by a number of strategies, tools and methods. In general,
they can be divided into three groups, which are used by enterprises gradually,
depending on the stage of their «social maturity» [8]:

1. Separate projects related to CSR.

2. CSR programs that combine several projects, initiatives, etc.

3. Implement CSR strategy in all major processes of the company.

The basis for implementing the CSR strategy is the interaction between
government, business and public structures whose effectiveness is determined by the
institutional support development level and the social responsibility formation as a
personal quality of decision makers.

An example of such interaction is the creation of Ukraine Tourism Business
Leaders Association as an effective organization able to establish effective
cooperation with state authorities, local self-government, international organizations
and create favourable conditions for the activity of tourist companies, improvement

of the legislative base of the domestic tourism sector and creation of wide
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opportunities for satisfaction needs of domestic and foreign tourists.

Domestic enterprises of tourism within their corporate social responsibility
may contribute to individual projects initiated by the association. In particular, take
part in solving such tasks as [8]:

- protection of legal rights and interests of tourists, improvement of their
quality of service;

- introduction of non-state (voluntary) system of certification of objects of
tourist infrastructure of tourist routes;

- improvement of exhibition activity in the field of tourism;

- improvement of regulatory and legal provision of tourism in ukraine.

1.2. World practice of social responsibility implementation in tourist

corporations

This voluntary contribution of business to the development of society in the
social, economic and environmental spheres is directly related to the company's core
business. According to the World Travel and Tourism Council (2018), tourism is
both large and developing strongly (2017: 9% of GDP, 3.2% growth rate, 101 million
jobs). Yet while bringing economic and social benefits to destinations, tourism can
also have negative economic, social and environmental impacts [2].

In 2005, the United Nations World Tourism Organization (UNWTO) together
with the United Nations Environment Program (UNEP) defined goals for Sustainable
Tourism Development (STD). These goals, based on the triple bottom line approach,
refer to economic viability, local prosperity, employment quality, social equity,
visitor fulfilment, local control, community well-being, cultural richness, physical
integrity, biological diversity, resource efficiency and environmental purity (UNEP
and UNWTO 2005). In 2004, the Tourism Sustainability Group (TSG), launched by
the EU Commission in order to provide guidance for the process of STD in Europe,
identified eight key challenges to ensuring sustainable tourism development [3]:

- reducing the seasonality of demand;

- addressing the impact of tourism transport;
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- improving the quality of tourism jobs;

- maintaining and enhancing community prosperity and quality of life in the face
of change;

- minimizing resource use and production of waste;

- conserving and giving value to natural and cultural heritage;

- making holidays available to all;

- using tourism as a tool of global sustainable development (TSG 2007).

These areas provide a wide range of opportunities for tourism businesses to
engage in STD and to take social responsibility for the natural and social
environments in which they operate. Besides a general CSR guidelines, there are a
number of basic international strategy papers specifically applicable to tourism
companies which may serve as guidelines for businesses to integrate CSR measures
[2]:

1. The Global Code of Ethics for Tourism sets a frame of reference for the
responsible and sustainable development of tourism (UNWTO 1999);

2. The Code of Conduct for the Protection of Children from sexual exploitation
in travel and tourism developed by ECPAT, a global network of organizations and
individuals working together for child protection and signed by many tourism
businesses. UNWTO has also established a World Tourism Network on Child
Protection which focuses on protection against the sexual exploitation of minors,
child labor and the trafficking in children and young people;

3. The Davos Declaration contains adaption and mitigation strategies for tourism
to respond to climate change (UNWTO et al. 2007; UNWTO 2009);

4. The Tour Operators Initiative for Sustainable Tourism Development (TOI),
founded in 2000 as a network of tour operators committed to developing, operating
and marketing tourism in a sustainable manner and to making a positive contribution
to the natural and cultural environment, which generates benefits for the host
communities, and which does not put at risk the future livelihood of local people.

First time ever implementation of social responsibility in hospitality industry
was in 1990s, several international hotel corporations implemented CSR programs.

Examples include Marriott International’s program Spirit to Serve Our Communities,
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and NH Hoteles’ Street Children. Today, many hotel chains have established their

own CSR program and publish annual CSR reports on their websites (e.g. Marriott
Hotels, Hilton Hotel Corporation, Inter-Continental Hotels, NH Hotels, Banyan Tree,
etc.).

Under the world practice there was decided that industry needs a reporting
system as a support for CSR implementation. A reporting system is a tool for
measuring, ensuring and communicating to users (tourists and tourism
intermediaries) that a product, an activity or a process meets specific standards [1].

Focusing on the European tourism industry and on those systems that have
already been completed and that can already be applied by companies, five schemes
have been selected for the analysis (Table 1.1).

They have been developed by European or international business organisations
specialized in CSR or in promoting sustainable development in tourism and
everyone, with its characteristics and standards, reflects the great variety of behaviour
that CSR requires to tourism firms. The ATES system, the ATR program and, in
some measure, the Responsibletravel.com scheme are particularly conceived for tour
operators specialized in the niche-market of responsible tourism, where it is a priority
ensuring that the company and its products are responsible. The other two schemes
are addressed to all tour operators who implement CSR in their business, regardless

their specialization.

Table 1.1
The reporting systems considered in the analysis
Name of the system Organisation/Association Country
ATES system ATES (Association pour le tourisme equitable et solidaire | France

— French Association for Fair and Solidarity Tourism)

CSR Tourism certified KATE (Kontaktstelle fiir Umwelt and Entwicklung Centre | Germany
for Environment and Development) Tourcert

ATR program ATT (Association des Opérateurs Thématiques — | France
Association of Thematic Tour Operators)

Responsibletravel.com Responsibletravel.com (online travel agency) UK

Travelife Sustainability | Travelife European

System Level

Source: prepared by author
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Conclusions to the part 1.

1. Social responsibility is a new level of society development, a new strategy
and concept that integrates a national strategy, common human values and ethical
behaviour of tourist organizations, tourists, workers, authorities, civil society
institutions, research institutions and higher education institutions. Today, most
countries of the world are involved in the concept of social responsibility at the local,
regional, and national levels.

2. A social responsibility postulate: «If a company does the right things for the
environment, then it will have a stronger business and it will be able to earn more».
The main characteristics of social responsibility of tourism enterprises are voluntary;
integration into the company's business strategy; systematic; benefits for all
stakeholders: travel agencies, tourists, owners, communities, etc., as well as for the
company itself; contribution to sustainable development.

3. The implementation of socially responsible strategies should focus not only
on reducing and preventing the negative effects of activities, but also on achieving
economic, environmental and social effects, which can be considered as the basis for
increasing the competitiveness of individual companies and the national economy as

a whole.
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PART 2

ANALYSIS AND EVALUATION OF CORPORATE SOCIAL
RESPONSIBILITY OF ANEX TOUR

2.1. Characteristics of ANEX Tour management system

The ANEX Tour appeared in 1996 and has been known in the world for 23
years.The brand successfully operates host companies on resorts which are located in
ten countries, as well as tour operators’ network in the Russian Federation, Ukraine,
Kazakhstan and Germany, the Republic of Belarus, Dominican Republic, Spain,
Cyprus, China, UAE, Thailand, and Turkey.

Consider the achievements of the enterprise on the field of tourist activity in

Ukraine for the entire period of work (Fig.2.1).

= & 0

More than 114 14 years in the | Work only with reliable | More than 370,000
destinations have Ukrainian partners satisfied customers
been personally market
visited

Figure 2.1. Achievements of ANEX Ukraine in current moment

The mission of ANEX is to help create the most civilized tourist market, where
relationships in the chain customer-agent-operator are based on mutual trust and
respect.

The company started its business from the capital of Ukraine Kyiv, where it
now enjoys maximum customer loyalty. The tour operator also has a large network of
own agencies because it is a current tendency for large operators to open own
branded smaller enterprises. The same strategy of owning own agency network has as
an example Coral, Join Up, TUI, and etc. Under ANEX franchise is operating 190
agencies in Ukraine and company has proactive franchise policy for their agents.

The head office is in Kyiv at 201-203 Kharkivs’ke Highway, 12th floor.

Operating hours are from Monday to Friday, offices are open from 9 a.m. to 7 p.m.;
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on Saturday officesare open from 10 a.m. to 5 p.m. in the evening; on Sunday a full

day off. Let’s have a look on main office structure (Tab. 2.1).

Table 2.1

Structure of main office and main competence of departments

Name of the
department

Main competence

How to contact

Sales Department

Requests, changes, cancellations

ua.sales@anextour.com

Product Department

Calculation of individual,
corporate and group tours

non-standard,

ua.product@anextour.com

Marketing
Department

Beginning of cooperation (conclusion of
contracts, conditions of  cooperation),
commission  program, bonus  program,
promotions, news, requests for hotels; notes
on DR, special needs of tourists, complaints.

ua.marketing@anextour.co
m

Registration for seminars, company events
(road show, work shop), advertising tours

ua.event@anextour.com

VIP Department

VIP hotel consulting, VIP services (business
class, Azur Space, Anex Priority, express and
individual transfers), individual calculation of
VIP hotel tours, seating for VIP hotels

ua.vip@anextour.com

Charter air traffic

Requests for charter tickets, special needs of

ua.charter@anextour.com

Department tourists (disabled people, extra seats)
Scheduled  flights | Airline tickets for scheduled flights ua.avia@anextour.com
Department
Accounts Account request, questions on payment of | ua.invoice@anextour.com
Department applications, offsetting

Returns ua.vozvrat@anextour.com
Booking Receiving applications from customers; | ua.reservation@anextour.co
Department regulation of tourist flows; Scheduling | m

departures; reservation of places for groups

and delegations; maintaining the history of

tourists, statistical accounting and transferring

data to the marketing department for analysis.
Document Issue | Issue ready tourist documents ua.doc@anextour.com
Department

Law Department

Claims and complaints dealings

ua.law3@anextour.com

Contractual dealings

ua.law2(@anextour.com

Visa Department Processing of documents, preparing them for | ua.visa@anextour.com
submission to the embassy or consulate and
delivery to customers.
Franchising Franchise strategic planning and sales | ua.franchising@anextour.co
Department development, development and | m

implementation of marketing and advertising
activity, franchise brand promotion

Source: [17]

ANEX TOUR in Ukraine is a leader in organizing leisure in the resorts of
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Turkey, Egypt, Spain, Bulgaria, Andorra, Tunisia, Greece, Thailand, the Dominican

Republic, and Sri Lanka. In 2019, it turned 14 years old. Today in Ukraine 6 ANEX
TOUR offices are successfully operating. Flights to all resorts in Turkey, Egypt,
Spain, Bulgaria, Tunisia, ANEX operates from almost all million-plus cities.

The operator offers relaxation from economy class to an elite VIP level in all
directions. The widest range of hotel facilities and types of recreation is constantly
updated, and the quality of service is improving.

Every year ANEX TOUR introduces new tourism technologies into its work.
Innovations save time, effort and money not only for them, but also for partners —
agencies. The operator’s site is a real helper for travel agents, for example, the
number of available seats on flights, a description of hotels, news, promotions, offers,
news, exchange rates, training programs, and much more can be quickly tracked at
www.anextour.com.ua. The online tour reservation system allows you to book the
required tour in just a minute, just by filling out a simple form, and then tracking the
status of the application.

Tourists are welcomed in any country by tourists who have graduated from
higher educational institutions of a tourist profile. All of them are excellent
professionals in their field and organize the leisure and excursions of each tourist
individually. Every year the list of excursions is replenished. All transfers are carried
out on comfortable branded buses. Twelve years of experience in the tourism market,
the professionalism of ANEX TOUR employees, the reliability of Partners, a wide
selection of hotels, high service and truly oriental hospitality for tourists.

For 12 years of work in the tourism market, the operator has achieved success,
recognition and trust of partners and tourists. Today ANEX TOUR is a leader in the
tourism market of Ukraine. The number of flights and, accordingly, the flow of
tourists increase every season. It is important for the operator not only to provide
tourists with a good rest. The best indicator of a job well done is if the tourist has
planned his next vacation with ANEX TOUR.

Main competitive advantages of ANEX tour which distinguish the company
from the rest and help it to top the ratings of the best Ukrainian operators every year

we can see on Figure 2.2.
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Over 10 thousand Modern transfer fleet
accommodation facilities equipped with air
worldwide: guaranteed conditioning,
hotel base, direct contracts individual screens
with leading hotel chains. and wireless wi-fi.

A professional team of
true tourism fans and
high-level
professionals.

Operator Anex Tour is
a co-owner of Azurair
Airlines.

High-quality competitive
product that meets modern
standards of the international
tourism market.

Figure 2.2 Competitive advantages of ANEX Tour

Company has an exclusive partnership relations with a branch of different

connected with tourism activity enterprises (Fig. 2.3).

UTair, Katekavia, Aeroflot, Transaero, Turkish
Airlines, Bulgaria Air, S7, Royal Flight, Air
Airlines Eyropa, Czech Airlines, Vietnam Airlines, |
Fly, Ural Airlines, Orenburg Airlines , North
Wind, NordStar

Turkey, Egypt, Spain, Thailand, UAE, Greece,
Morocco, India, Vietnam, Bulgaria, Czech
Republic, Andorra, Russia.

AT Zen Hotels, Life Hotels, Anex Sky Hotel, Royal
A Grand Sharm

Figure 2.3 Main partners of ANEX Tour [17]

Ministries and agencies
for tourism

The main resource that an enterprise uses in conducting its activities is human
resources. Twenty-three employees are officially employed at the company — twelve
of them are tourism managers, nine are department directors and two are office

directors. The employees of the enterprise are completely open to the client — on the
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site their photos, phones, mail, office where they work, that is all the information that

the client needs are placed. The company uses a democratic style of leadership. There
is no clear division into destinations and types of tourism - all collegially perform
almost the same functions.

The company has a team and promotes a team style of doing business.
Corporate culture is also established — ANEX has a list of corporate standards that is
professed by all employees (most of these standards are aimed at maximum openness
to the client). The Accounts Department and the owner of the brand are engaged in
accounting of the activity of the enterprise, and annual reports are submitted to the
state bodies by the owner of the ANEX.

In addition to selling and searching for tours, operator places tourist
information on its website. First, this information relates to the countries on which
tours are presented at the enterprise. Country business cards provide information
about the country (area, location, administrative division, climate), the regions that
are the main tourist areas (with a breakdown of which region for which type / purpose
of tourism is suitable), reasons for the trip (why it is worth visiting) country), videos
are backed up for each of the reasons, and a video card of the country is also
available. In general, the site presents information on thirty world destinations that
tours the company, namely Andorra, UAE, Italy, Turkey, Thailand, Maldives, Spain,
India, Egypt, Indonesia, Vietnam, Dominican Republic, Greece, Israel and others.

In addition to information about countries, the site provides useful information
for tourists. First, visa support — the site lists the countries to which a Ukrainian
tourist can enter (according to the Ukrainian passport; abroad without a visa for a
certain period; to which a required visa is required; those where a visa can be
obtained on the Internet or upon arrival at the airport; Schengen visas; objectively
dangerous to visit; completely closed to tourism in the country).

Secondly, insurance information provides recommendations on exactly how to
choose your travel insurance policy and what to do if you have an accident. All the
information 1s well structured and thanks to the optimization of the site it is easy to
find and use 1it.

Third, on the site in the column «hotels» you can get information about all the
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hotels that are offered in the tourist packages of the enterprise. All the descriptions

are made by the employees of the ANEX, because the company has an active
management policy for visiting employees advertising tours and then a detailed
account of the information obtained there management and the site, as well as
dissemination among colleagues. The site also offers the opportunity to buy / book
the necessary airline tickets with detailed instructions on how to fill in the form
correctly.

The company takes an open position in relation to travel agencies. In order to
improve relations with partners, the company annually makes presentations of its
programs, hotel facilities, organizes thematic seminars and training webinars,
business breakfasts, conferences, study tours to hotels and road shows in the regions
of Ukraine. ANEX regularly participates in international and regional tourism
exhibitions. The company uses a system of incentive agent fees and a motivational
bonus program.

The ANEX Tour assortment now has the ability to book VIP-ANEX Priority
tours. This is an extended package with a range of premium services where every
detail is thought out, from individual application management to accompanying
guests. A special privilege system has been developed so that not only customers, but
also agencies are satisfied.

And also since 2017, dynamic packaging for regular flights (GDS tours) has
appeared — a type of tours with regular flights and calculating the total cost of the
package online. This is achieved by direct appeal to the resource systems of airlines.
In a few minutes you can book and book a trip with regular flights on the most
favourable terms.

The tourist enterprise uses a combination of several sales channels.

In terms of marketing, the company has an active SMM marketing — 1in
addition to the site on the Internet has pagesin Facebook, Vkontakte and on Youtube,
which places advertising post-calls to travel, as well as fun videos for agents like
«ANEX Tour: Working with claims» and «ANEX tour: sales technology». These
videos help to create an image of an operator who is not afraid to share their

corporate zests and a progressive operator in terms of actively using not only videos
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with beautiful pictures accompanied by good music, but practical and fun

recommendations for customers when choosing tours and managers who will be their
agent. Also ANEX has a practice of mailing for current customers and partners, but
the main marketing channels of the enterprise are its own site «anextour.com.uay,

agency and franchise network.

2.2. Evaluation of the tourist operator's management system compliance

with the social responsibility principles

The main goal of ANEX tour is to further increase the efficiency of the
company and its competitiveness in the market, which involves focused work in four
areas:

- managing market expectations by strengthening loyalty to the
company'sproduct and conducting effective measures to further increase of brand
awareness;

- improving the performance of the company due to higher sales
anddifferentiation of tourism products, continuous monitoring of the current situation
on the market and operational adjustment of plans;

- improving the quality of company management through effectiveplanning
and improving the accuracy of forecasts of performance;

- working to reach the highest world standards, the introduction of
innovativetourism technologies, without which it is impossible to move forward.

ANEX tour’s future plans include increasing the market share held by the
company, expanding the business by improving quality, developing new directions
and expanding the range of services provided.

The company does not sponsor environmental events, measures for the
underprivileged, preservation and restoration of Ukraine's tourism infrastructure. In
view of the above, it is only possible to partially evaluate the degree of realization of
the external liability of ANEX Tour. The directions of their implementation can be
seen in the third section of the course.

At present, the ANEX Tour operator implements only a few principles of
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social responsibility:

1)  implementation of the principles of external responsibility for thetourism
product (since it produces tours);

2)  realization of maximum responsibility to the clients in relation to
theoffer due to the fact that it does not order services from troubled tourist enterprises
(air carriers, hotels) and tightly controls the quality of the tours it offers for launches
on the market;

3)  high level of social responsibility inherent in the enterprise in relation
toits personnel;

4)  Social responsibility towards the agency and franchise network.

Let's look at this in more detail.

The company practices in its work a comprehensive approach to quality. It
stands for quality in everything — from the proposed product to the work of
employees in all divisions. Thanks to this, ANEX tour name is always the criterion of
the highest quality of the services provided.

Company performs a comprehensive quality control of all components of
tourism products at every stage of its formation, promotion and implementation.

ANEX tour is engaged in introduction of ISO 9001 requirements. Relations
with partners are based on the principles of openness and honesty, without which it is
impossible to build a successful business.

Each agent who purchased ANEX product can be confident that his client will
be provided only qualitative services, carefully tested and selected by experts of
operator.

That's why the product offered on the market under the brand name ANEX
tour, is in the eyes of consumers and partners synonymous with reliability and
quality.

Let us evaluate the qualitative indicators related to the degree of corporate
social responsibility principles implementation towards its tourism product according
to the mixed opinion experts in the industry and of their clients (Fig. 2.4). The
evaluation is based on credibility and quality of suppliers services used in creation of

the tourist product.
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are satisfied with
hotel services
suppliers chain

86%

pointed up-to-date
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innovation in
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Figure 2.4. Assessment of social responsibility quality principles

implementation towards ANEX tour tourism product

Thus, the average quality of the implementation of the principles of social
responsibility towards its tourism product is 83.8%. The ANEX Tour is very
committed to the principles of external responsibility for the tourism product.

High social responsibility for employees is related to the following points:

1) ANEX monitors correctly existing hospitality market to provide up-to-date
services, implement know-how in tourism industry and offer tourist product for the
right price, for the right people, and at the right time and amount ;

2) ANEX has exclusive network of preferred and trusted service suppliers
(e.g. own airlines AZURair) which do their best to give an ANEX clients the best
services they have;

3) ANEX is open to change their product in accordance with requests of
current market and client.

Let us evaluate the qualitative indicators related to the degree of corporate

social responsibility principles implementation towards its employees (Fig. 2.5).
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Figure 2.5 Assessment of social responsibility quality principles

implementation towards the staff of the company ANEX Tour

Thus, the average quality of the implementation of the principles of social
responsibility towards its employees is 85.6%. The ANEX Tour is very committed to
the principles of internal social responsibility.

High social responsibility for employees is related to the following points:

1) each employee 2-3 times a year goes to information tours for up to 7days
(the payment for the tour can both be partially deducted from wages and paid by the
employee in full);

2) professional development and training of personnel are carried out at
theexpense of the enterprise;

3) All employees are officially registered and therefore have all the legalrights
and benefits.

Now let's evaluate the qualitative indicators related to the degree of corporate
social responsibility principles implementation towards its clients (Fig.2.6).

Therefore, the average quality of implementation of the principles of social
responsibility towards clients is 86.5%. The ANEX Tour perfectly adheres to the

principles of corporate social responsibility for the clients of the company.
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91%

of customers feel completely secure
during the tour because the staff is
in complete control of the tour
process.

86% P 93%

of clients note a
personal approach to
creating individual
tours.

of customers note the
operator's openness to
contact

76%

of customers note the high and
appropriate stated level of
services included in the tour

Figure 2.6. Assessment of social responsibility quality principles

implementation towards the clients of the tour operator

High social responsibility to clients is connected with the corporate culture of
the enterprise, namely its points:

I)each employee is 100% responsible for their tour direction and for
thepartners with whom this tour is developed (ready to accept complaints at any time,
to solve problems that arose on the site of the tour and to answer all questions of the
tourist);

2) working with own good established network of tourism services suppliers;

3) Strict control by the enterprise of the tourist offer.

Now let's evaluate the qualitative indicators related to the degree of corporate
social responsibility principles implementation in relation to the agency and franchise
network (Fig.2.7).

Thus, the average quality of implementation of the principles of social
responsibility towards agents is 88.5 %. High social responsibility to the sales
network representatives is connected with the corporate culture of the enterprise,
namely its points:

1)  company knows how to operate a large range of agents effectively with
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maximum benefits for both parties;

2)  company openly shares its principles and core values, and listen main
goals of partners to create the zone of mutual understanding and best conditions of
partnership;

3)  company has a brilliant incentive system in which every agent can find
exactly the way in which to communicate with operator and be involved in mutually

beneficial business activity.

90%

Of agents note
timely payment of
remuneration

{7 ? 84%

of agents note prompt
response to requests
form operator

of agents note the
operator's openness to
counseling

92%

of agents note the widespread
practice of motivating agents in
various ways other than monetary
rewards

Figure 2.7. Assessment of social responsibility quality principles

implementation in relation to the agency and franchise network ANEX Tour

Incentives for retail agencies include a range of activities:

1. Presentation of the tour operator and its tourist product with the organization
of a prize draw (free travel) for retail travel agencies.

2. The establishment of a progressive commission for the sale of tours in
excess of the established quota.

3. Providing discounts on declared prices for group trips in case of an increase
in sales. An increase in size ofdiscount on price during off-season period is used if
the travel agency guarantees an increase in the volume of off-season tourism.

4. Free service for employees of foreign travel agencies accompanying travel
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groups on a trip.

5. Organization of advertising trips for free or with the provision of significant
discounts on announced prices (about 75%). During such trips, a program is
organized for participants of advertising tours, including introducing them to the
tourism industry of the country visited, its tourist attractions, and specialized
advertising and information seminars are held.

6. Presentation of branded gifts and souvenirs to representatives of foreign
travel agencies.

Let’s evaluate the integrated efficiency of ANEX operator in order to fully
understand the effectiveness of using its potential to realize the social responsibility

principles (Tab. 2.2).

Table 2.2
Integrated assessment of management effectiveness of ANEX tour
Management Indicator Value, (on a | Share, | Value
area scale of 1 to 10) % with
share
1. HR Staff turnover 8 25 200
Security of personnel 10 25 250
The pleasure of work 8 25 200
Productivity 9 25 225
2. Marketing and | Scope of implementation 9 34 306
sales Marketing communications 7 33 231
Distribution network 8 33 264
3. Production The quality of customer support 10 50 500
on the tour
Choosing partners 10 50 500
4. Finances Profitability 8 33 264
Liquidity 7 33 231
Financial sustainability 10 34 340

Source: prepared by author

From the table we can conclude that ANEX's integral efficiency indicator is
82.5%, which means very good organization and efficiency of the enterprise
management process. You can see that the strongest positions in the management of

the company are the availability of personnel, the quality of customer support on the
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tour, the choice of partners and financial sustainability. The biggest downside to the

business is the low profitability (but in my opinion, it is not the whole business, but
its affiliate office, whose financial activity I have evaluated).

Using the financial and statistical reports of the tourist enterprise ANEX Tour
for the last 3 years, we will create a table in which we will present the economic
results of the activity (Table 2.3).

Table 2.3
Dynamics of key performance indicators of ANEX for 2016-2018
(See ANEX Reporting’s, Appendix B)

Ne Indicator 2016 2017 2018 | Absolute Deviation, +/- Absolute Deviation, +/-
Change Rate,% Change Rate,%
2017 2018 2018 2015 2016 2016
to to to to to to
2016 2017 2016 2014 2015 2014
1 | Revenue, 209,5 286,2 | 326,1 | +76,7 | +39.9 |+116,6 | 136,6 | 113,9 | 155.7
thousand UAH

2 | Costs, thousand | 116,4 | 201,9 | 293,1 | +85,5 | +91,2 | +176,7 | 173,5 | 1452 | 251,8
UAH

3 | Profit, Revenue, | 93,1 77,1 33,0 -16 -44.1 | -60,1 82,8 42,8 | 35,5
thousand UAH

4 | Profitability, % 80,0 38,2 11,3 -41,8 -26,9 | -68,7 47,8 29,6 | 14,1

5 | Sales volume, 423 490 502 +67 +12 +79 115,8 102,5 | 118,7
tours

6 | Number of | 826 980 1004 +154 +24 | +178 118,6 102,5 | 121,6
tourists  served,
persons

7 | Indicators of
labour use
1) Labour
productivity:

- In  natural 106 123 126 +17 +3 +20 116,0 | 1024 | 1189
dimension, tours

- In the cost| 524 71,6 81,5 +19,2 +9,9 | +29,1 136,6 | 113,8 | 155,5
dimension,
thousand UAH

2) Labour 1,4 1,0 0,9 -0,4 -0,1 |-0,5 96,2 90,0 | 64,3
intensity

Source: prepared by author

From the table it can be seen that the income of the enterprise for the last 3
years has grown and its last growth amounted to 39.9 thousand UAH or 113.9%
respectively. If you look at the article Expenses, you can find the reason for the

growth of the company's income - expenses for 3 years also increased (including),
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growth in 2018 compared to 2017 is 91.2 thousand UAH, which corresponds to

145.2%. Therefore, we can conclude that the main reason for the increase in ANEX
income is the active increase in the cost item. The increase in the cost item is related
to a greater extent to the UAH depreciation situation and the associated price
increase. That is, the company had to increase the cost of renting an office, a decent
wage of staff (in accordance with the increase in the minimum wage and the
subsistence minimum), marketing and, as we all understand, the cost of purchased
tours from operators also increased, which caused a sharp increase and spending part
of ANEX.

However, spending is not the only item that has led to revenue growth. As you
can see, the volume of realized tours increased at the enterprise - comparing 2016
with 2018, the growth was 79 tours or by 118.7% respectively. This is mainly due to
the Ministry's revaluation of the subsistence minimum, which in turn increased the
minimum wage and also due to the fact that after the 2016 crisis the situation
stabilized in Ukraine and people began to travel again abroad. The increase in the

volume of tours also led to an increase in the number of tourists by 178 persons or by

121.6% respectively. Government bodies
X \ ) Orgfglny gosudarstvennogo
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in comparison with other top tourist operators (Tab. 2.4).
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Indicator of
efficiency

Value, (on a scale of 1 to 10)

ANEX
tour

Coral
travel

TPG

TEZ
Tour

TUI

Pegas
Touristi
k

Place

ANEX

Diversification  of
tourism services

10

Tourism  product
quality

6

Quality of suppliers
chain

10

The quality of
information
messages between
communication
entities

The adequacy of the
operator org.
structure

10

10

Participation in
development of
tourism in Ukraine

10

Consumer
confidence in travel
agency advertising

Development of
tourist commercial
and consumer
associations

Operation of agent
and franchise
network

Average result

8,1

7,4

7,9

7,8

5,8

7,9

Source: prepared by author

From the evaluation we can clearly see that the network of ANEX tour

business communication according to the evaluation of main activities connected

with that is pretty effective. ANEX tour is in 0.2 point at minimum more effective

with its communications that other Ukrainian top ranked tour operators. It is not into

taking 1% places in each category but in average ANEX is in top 5 best

representatives with middle position of 3.

The main resources that help operator to have high level ofbusiness
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communications effectiveness are its staff. Each ANEX tour office has qualified

high-quality staff, which is the company's most important potential. Let us evaluate

the quality of the staff of the ANEX tour travel operator (Tab.2.5).

Table 2.5
ANEX tour personnel quality assessment
Gender | Age Education Work Personal Quality | Initiative
Experience
Women 100% of the | Staff with at | Responsibility; It comes
- 80% From |staff = have | least 1 year | Punctuality; from
Men - |22 to | professional | experience in | Openness; employees,
20% 43 higher tourism Awareness. middle and
years | education top
management

Source: prepared by author

The table shows that the main staffs are women aged 22 to 43 years, which
means high attention to the current situation on market, innovation in service
provision, following corporate standards in maintaining business communicational
activity. Also a great feature of the staff is that everyone has specialized tourism
education, which is supported by training provided be the company.

Another way of how company maintain business communications efficiency is
their proactive PR activities. Among them are:

1. The use of editorial, and not paid place and time in all means of
disseminating information available for reading, viewing or listening to current or
potential clients of the travel agency. Publicity is used to form a favourable public
opinion and in order to increase its popularity, its image;

2. Communication with the press is carried out by inviting journalists who
write on tourism topics to make a trip along the chosen route at the expense of the
company, as well as attend various receptions, seminars, press conferences, etc.;

3. Tourism promotion. Activities combining efforts to popularize specific
tourist routes, service programs. ANEX participates in tourism days, conferences and
exhibitions every time when they are occurred. ANEX doesn’t miss any of such
activities;

4. Consulting the authorities on issues of public importance for the
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development of inbound tourism, the situation and organization of the travel agency

activities through franchising.

Also for optimisation of business communications ANEX tour uses a
differentiated discount system:

- Discount for advance booking and tour package payment;

- The discount for the number of vacation packages booked;

- Discount for new tourist products and ANEX Priority system.

Conclusions to the part 2

1. ANEX tour is a tour operator who enjoys great loyalty in the tourist market
of Ukraine. The internal environment is characterized by good organization. The
company uses a democratic style of leadership. A team is available and the team style
of doing business is promoted. The company offers a wide range of services to
clients. The external environment is characterized by fruitful cooperation with
reliable tourist operators.

2. In this section, we also assessed the degree of implementation of the
principles of social responsibility in the management of the ANEX and the dynamics
of economic activity of the enterprise for the period 2016-2018. It is revealed that the
company realizes external social responsibility towards its product in
evaluatedamount of 83.8%, and the average quality indicators of the implementation
of internal social responsibilityprinciples towards employees, clients and agents are
85.6%, 86.5 %, and 88.5 % respectively. It is analyzed that the indicators of
economic activity of the enterprise are growing in the majority, but there are also the
ones that have declined.

3. We assessed the degree of company business communications effectiveness
in comparison with other top Ukrainian tour operators. It is revealed that the
company’s effectiveness is the highest in amount of 8.1out10. We have calculated the
performance of the company, identified the resources and potential of the company in

the field of social responsibility and go directly to our own proposals for ANEX.
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PART 3

IMPLEMENTATION OF THE UPDATED CORPORATE ETHICS BY
ANEX TOUR

3.1. Program of measures to improve the corporate ethics of a tourist operator

Given the study of sources presented in the first section, social responsibility
now plays a major role in the travel business. ANEX tour, if it wants to meet the
global standards of tourism business and increase its profit through the introduction
and effective implementation of social responsibility practices, should review its
policy on this issue.

As can be seen from the analysis carried out in the second section, at this stage
the company is not strongly focused on the effective use and implementation of social
responsibility measures. However, it has a high potential, which can be used to
implement the principles of social responsibility and to transform itself from the
league of ordinary tourism enterprises into a number of leading and respected travel
companies in Ukraine.

Some scientists prefere to divide corporate social responsibility into several

levels (Tab. 3.1).

Table 3.1
Levels of corporate social responsibility
Name of level Characteristics
First level Timely payment of taxes and wages, as well as, if possible, the
expansion of the working staff of the company.
Second level Ensuring decent working and living conditions for employees
(housing, advanced training, etc.).
Third level Organization of charity work.

Source: prepared by author

With this in mind, it is possible to offer the company a number of measures
that can strengthen it in the market and position itself on par with top Ukrainian
tourism enterprises as a center of socially responsible business. But we decided that

think it is better to propose a subdivision of CSR into two levels (Fig. 3.1).
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ANEX tour
corporate
social
responsibility
solution

External social Internal social
responsibility responsibility

problem problem
solving solving

Figure 3.1 Components for solving the social responsibility of ANEX

How to improve external social responsibility? Annexes’ big drawback is that
it prevents it from pursuing an active external social responsibilityis a lack of desire
to do this on its own. As we know the situation in Ukraine where each enterprise tries
to maximize their profit with minimum costs excluding any extra investments in
economy sector and wellbeing of citizens it is pretty understandable the lack of
ANEX desire.Let's have look on examples of measures that an enterprise can take
under an external liability policy (Table 3.1) and explain how they can be
implemented by an enterprise.

As we know, under the law, this type of activity has the right to create tours,
and therefore in theory can affect the responsibility in the environmental field and the
quality of the product. In terms of environmental responsibility, an enterprise can
create and implement initiatives on its own or combine with other tour operators to
do so. In this context, the enterprise can also become a partner in terms of planning
and organization, and the state can take on the financial side of the case. The
enterprise has a great potential of personnel, which can carry out such activity.

From the quality of the tourist product, the company can be the organizer of
social tours, which will increase its position on both sides — will create an image of
consumer and involve in the circle of socially responsible enterprises. Also, the focus
on improving the quality of tourist products can be directed in a certain way to the
state. Also, a good initiative from the enterprise may be the introduction of

environmental management systems in the management of tourism — so the
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enterprise will receive not only respect from consumers and operators, but also from

the state.

Table 3.2

Examples of measures aimed at addressing the issues of external social

responsibility by fields of application

Sphere of ecology The sphere of | In matters of improving the
contribution to the society | tourist product
development
Implementation of | Creation of  training | Assistance in organizing cultural
environmental programs / trainings for | and leisure activities
management systems in | students on social | (participation in the formation of
tourism management | responsibility of tourist | tours in Ukraine)

(directed to the state)

business

Environmental Education
for Citizens / Tourists

Admission of students to
work placements in the
organization  (with  its
proper conduction)

Cooperation in the field of
tourist offer development for
tourists with disabilities

Quality environmentally

Annual publication of a

Cooperation with the State on

friendly tourism | non-financial report of its | the Formation and

infrastructure activities Implementation of a Barrier-free

(to the state) Tourism Environment in
Ukraine

The program of cleaning | Offering tours for socially | Development, together with

other operators or the state, of
new bases for tourism in Ukraine
and an adequate product, taking
into account the exhaustion of
resources

and organization of new
and old natural and
recreational areas

(to state and operators)

disadvantaged groups
special offers

on

Source: prepared by author

Considering the income from the activity, the company, if it really wants it, can
act as a financial guarantor to support the socially disadvantaged sections of the
population, invest in the protection and development of cultural and historical sites
and support educational and sports facilities. However, if a company does not want to
invest large sums of money, no one forbids it to create a foundation whose funds will
be used for educational projects for the population and support for vulnerable groups
of the population through the provision of social tourist packages. We chose these
two ways because, to me, they will bring the greatest result for the enterprise.

In our opinion, in the sphere of contributing to the development of ANEX
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society, it is well-advised, without advice, to realize responsibility for the creation of

new workplaces and conditions for students to graduate from the training, providing
the first job for young specialists. However, it would be more open to the company to
increase its credibility. In Ukraine, there is a phenomenon such as the reluctance to
provide information about the company (this applies to any information other than
financial information as it is a business secret) and ANEX is no exception. In my
opinion, this problem can be solved quite easily while enhancing loyalty to the firm
as an open entity. It would be advisable to annually publish a non-financial statement
of its activities.

The company can also actively execute external liability without significant
cost of material resources, which can be seen from the table above. Of course, the
offer is not much expanded because there are always those things that you cannot
notice or forget in the study because the human factor will not be canceled, but we
tried as best and most effective to open measures of an external nature, for which the
enterprises have great resources — qualifying staff and a desire to help the country
and develop a socially responsible tourism business that will not be left unattended by
the state and consumers.

We are now moving into a category in which a company can be extremely
open to social responsibility — addressing the issues of internal social responsibility.
Taking into account the specificity of doing business in Ukraine and the specificity of
the sphere of providing qualified services, the main emphasis should be placed on
this category of responsibility, because satisfied personnel and consumers — profit

for the enterprise. (Fig. 3.2)
REVENUE

Satisfied customers

0 Satisfied personnel

Figure 3.2 The inseparable dependence of staff satisfaction on customer

satisfaction and their relationship to enterprise income
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It will be appropriate to start considering this type of liability similarly to the

previous one, that is, to describe examples of measures that an enterprise may take
under a policy of solving internal responsibility problems (Table 3.3) and explain
their implementation by the enterprise.
Table 3.3
Examples of measures aimed at addressing the issues of internal social

responsibility by fields of application

Responsibility to the staff | Responsibility to | Responsibility to
consumers prospective personnel

Departure of personnel for | Offering a product that | Attraction and support of
professional qualification will not be immoral for | young staff (students in
trainings the Ukrainian consumer | the specialty)

Creation of conditions for | Inclusion in the offer and | Adequate assessment of

introduction and promotion | offer of proven tourist students'  work  while

of corporate culture products working part-time at the
enterprise

Ensuring wage stability as | Personal approach of the | Provide on-demand

well as indexation in | staff to the individual information  about the

inflation client company to students who
have passed the

internship / work here

Creation and maintaining of | Special offers for regular | Attraction to trainings and

personnel safety conditions | customers advertising tours

Formation and maintaining Decent attitude towards
of social packages, health trainee students  and
insurance of employees providing  them  with

placements according to
their specialty

Source: prepared by author

Let’s begin with deciphering the advice in the field of personnel, because it
depends on the attitude of the client to the enterprise in and to his tourist offer. At the
moment, Ukraine is in a position that everyone holds for their jobs, even if they are
ruthlessly exploited, but this approach is contrary to the phenomenon of socially
responsible enterprise as a whole, and such people care about their own profit, not the

enterprise's benefit. We think it would be a good idea for ANEX to reduce staff
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turnover by excluding those who are ballast and good material and moral support for

prospective personnel — the main revenue generators.

Increasing the motivation of staff can be done from different sides — it can be
both monetary motivation and the provision of certain services (insurance, certain
incidents, vouchers for children abroad, etc.). We consider the creation of a more
informal environment, the eradication of bureaucracy completely, as well as the
formation of a corporate culture, as the main solution to the problems of motivation
of the personnel at the enterprise. The staff understands better what the company
expects them to do when it creates an atmosphere of activity toward a common goal
and works for it, when they know that there is a certain reward after reaching, and
they have the opportunity to contribute to the organization. That is, the main thing is
to solve the problem of openness of the enterprise to advice and initiatives on the part
of the staff. We think that holding the brainstorm is promising both from the side of
raising the income and from the point of view of the implementation of the principles
of social responsibility at the enterprise.

Creating conditions for the safety of staff can be viewed from different sides,
because security for everyone is a different concept — someone is a comfortable
office security, and others not afraid of being humiliated for the initiative or for its
origin. Therefore, the main thing for the company is to solve the problem of moral
climate in the team (this, by the way, should also be spelled out in the corporate
culture strategy of the company). This should start with the manager, because when a
higher authority is put on the employee is not biased (for example, you are a student,
so you do not know anything), then the team, adjusting to the moral values of the
organization / manager, begins to realize the social responsibility of the enterprise.
Decent treatment of employees (respect for the individual, lack of racial, religious,
political and gender discrimination) is the highest manifestation of social
responsibility realization.

Objectively, people have often encountered the fact that the organization is not
socially responsible at all during the practice. That is, instructs the student to put it
mildly by the couriers' work and exploits their work (forcing them to leave full time

each day, and then does not issue information to the student for the same
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coursework). At this stage, ANEX will be provided with good young staff if it

pursues an active policy of providing practical knowledge to students (rather than
knowledge like pass-fetch) with adequate loading and use of student time.

Now we are moving into a more complex category of internal social
responsibility of the enterprise — responsibility to consumers. To implement it, the
company must first solve the problem of responsibility to its employees, which in
turn leads to the creation of an image as a consumer operator and the implementation
of the principles of social responsibility to consumers. At the same time, it is quite
easy and difficult to realize this social responsibility. The main thing in this is the
choice of reliable suppliers, as in Ukraine not so long ago there was a scandal with
the carriers and another major operator. Exclusive and right relationships with
suppliers are the main thing for tourists, because the main thing when you buy a
tourist product is to get exactly what you paid for your money. We also think it is
advisable to expand the special offer for regular customers, because it is the category
that advertises the company through popular now-popular native advertising and
brings its loyalty to the enterprise.

Considering the specific nature of the enterprise's activity, a separate point is to
consider social responsibility in relation to its own tourism product and measures to
improve it.The following are the main ways to improvement:

- maximum compliance of the services provided with the requirements of
the consumers and the nature of consumption;

- an inseparable connection of service with marketing, its basic principles
and tasks;

- flexibility of the service, its focus on taking into account the changing
requirements of the market, preferences of consumers of travel services;

- comprehensive, complete, objective and continuous quality control of
the service;

- implementation and use of methodologies and criteria that align the
requirements of the standards with the actual situation;

- Creation of control services, which would include representatives of

different divisions of the enterprise: directorate, financial department, security
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department, personnel service, managers or employees of all functional services.

As we can see measures of improving product social responsibility are quite
similar with one listed in responsibility to the customer and staff in a table before. It’s
because of hospitality sphere specifics as a phenomenon and its interconnection and
interrelations of all processes included in offerings. So here the main topic is to
measure quality promptly and correctly. Great practice of it can be related to
suppliers’ evaluation being made by mysterious buyer who is a part of ANEX but no
name for this supplier. Except expecting suppliers this person is to collect thoughts of
current clients who are in the same tour as ANEX buyer.

So, as you can see, ANEX is a great deal of social responsibility measures, and
it's just a small piece of cake that lies so delicately on the surface, but which our
agencies are stubbornly unwilling to notice. This is more of our subjective opinion,
because as a person who is more attuned to getting a job at an enterprise with such
principles (or even creating such an enterprise), it is more pleasant to work when «I
know that I am being counted on, and I have the freedom to express myself work and
I really need it», — such things personally encourage the majority of people who
work in any enterprise to give as maximum as possible to their business and

enterprise.

3.2. Evaluation of implementation effectiveness of measures in the tourist

operator management

The measures outlined above will help the company more effectively comply
with the principles of social responsibility at a sufficiently high level. According to
the majority, the main objects that benefit from the implementation of social
responsibility are the enterprise and society at large. Consider what the same basic
benefits are given to these two categories.

Benefits of society from adhering to business principles of social
responsibility:

/ the possibility of establishing partnerships between business,

government and the public;
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- the ability to provide targeted emergency assistance to citizens in need;

~ improvement and development of social protection of the population;

7 the possibility of attracting investment in certain public areas;

- opportunity to support public initiatives, innovative projects, develop
social and creative activity of the population, preserve and use the «intellectual
resourcey for the needs of the country and the region.

Like any category, social responsibility has a number of basic benefits both for
society and for the enterprise. The introduction of CSR gives businesses the
following benefits:

- builds a high reputation in the eyes of customers (increases brand price
and customer loyalty, builds partnerships);

- the management process is being improved, primarily by preventing
risks of various kinds;

- saving on attracting and retaining highly qualified specialists;

- timely access to up-to-date information from competent sources ensures
rapid response to critical problems in the region and more effective risk management;

= There is an opportunity to receive funds from funds created by socially-
oriented enterprises for socially-oriented programs.

If we consider it more from a mercantile point, even here the realization by
material efficiency exceeds the costs of implementation and execution. Having
considered the basic benefits from the introduction of active corporate social
responsibility, let us turn to the results that the proposed measures in section 3.1 will
bring.

The most important result for the enterprise will be to increase the loyalty on
the part of clients, the state and partners. ANEX has the highest level of loyalty and
fame in the Kyiv office (its parent office); while in other regions of the country it
only strengthens its position. Let's look at how business loyalty will increase across
the country if it starts to use external social responsibility measures. For consideration
of efficiency, refer to Table 3.4. Changes in loyalty through the implementation of
the proposedexternal social responsibility measures, where 0 — loyalty through this

category is not obtained, and 10 is a maximum loyalty from the state / people.
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Table 3.4

Changes in loyalty through the implementation of the proposed external

social responsibility measures

Sphere Event / measure Before | After
1. Sphere of | 1) High quality environment friendly tourism infrastructure - 4
ecology 2) Environmental education of citizens / tourists & 8
3) Implementation of environmental management systems - 4
4) The program of cleaning and organization of new and k& 6
old nature and recreational areas
Average value 0 5,5
2. The sphere | 1) Offering tours for socially disadvantaged groups on S 6
of contribution | special offers
to the society | 2) Trainings in social responsibility for students X 5
development 3) Admission of students to work practice 4 8
4) Publication of a non-financial report = 9
Average value 1 7
3. In 1) Development of tourism management new bases in the
matters of | Ukraine together with the operators / state and formation of h 6
improving the | an adequate product taking into account the exhaustion of
tourist product | resources
2) Cooperation in the field of tourist offer development for < 6
tourists with disabilities
3) Cooperation with the State in the Formation and \
Implementation of a Barrier-free Tourism Environment in 4
Ukraine
4) Participation in the formation of tours in Ukraine ¢ 8
Average value 0 6

Source: prepared by author

As can be seen from the table, the largest increase in business loyalty will be

given by the sphere of contribution to the development of society. Of course, we do

not reject the fact that this is only our subjective opinion, but in the distribution of

loyalty points, we tried to take into account the state's interest in such measures.

Since we all know that politicians are not concerned with solving tourism problems

now, the categories where, for my reasons, the initiative to the state has received the

least increase in loyalty, because it is also unclear how the authorities will behave

(whether they will look at the initiatives or ignore them). Work with people will be

the most loyal because it does not create a network of intermediaries and everyone

will be able to see who the initiative comes from (referring to the love of MPs / other

people to impersonate other people's initiatives).
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If the effect of implementation is clear with the category of external

responsibility, then we will move on to the category of internal responsibility. For

consideration of efficiency, refer to Table 3.5. Changes in loyalty due to the proposed

measures of internal social responsibility implementation, where 0 — loyalty through

this category is not obtained, and 10 is a maximum loyalty from the state / people.

Table 3.5

Changes in loyalty due to the proposed measures of internal social

responsibility implementation

Sphere Event / measure Before | After
1. Responsibility | 1) Creation of conditions for introduction and promotion of 7 10
to the staff corporate culture of the enterprise

2) Departure of personnel for vocational training 8 10

3) Ensure wage stability, as well as indexation in inflation 8 10

4)Creation of personnel safety conditions 9 10

5) Formation of social packages, health insurance of 6 10

employees

Average value 7,6 10
2. Responsibility | 1) Offer a product that will not be immoral for the Ukrainian 8 10
to consumers consumer

2) Inclusion in the offer and offer of proven tourist products 8 10

3) Personal approach of the staff to the individual client 9 10

4)Special offers for regular customers 7 10

Average value 8 10
3. Responsibility | 1) Engaging and supporting young people 7 10
to  prospective | 2) Adequate assessment of students' work during their part- 6 10
personnel time work

3) Provide on-demand information about the company to 6 10

students who have passed the internship / work here

4)Attraction to trainings and advertising tours 8 10

5) Decent attitude towards trainee students and providing 7 10

them with placements according to their specialty

Average value 6,8 10

Source: prepared by author

As you can see from the table, at this stage the company is well realizing its

internal social responsibility. The huge plus is that the company hires personnel

officially, so the staff is safe, but there is a significant leap in raising responsibility by

providing health insurance for workers, which in turn encourages them to feel safer

and more inspired to work, because they will feel caring for them by the organization.
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Most of all an enterprise should develop its weak positions in the sphere of

responsibility before possible personnel. For industry personnel are a key element,
the implementation of the proposed activities will give the company considerable
human resources that will help it expand its network and set an example for others.
Nowadays, good human capital, worthy of studying in the tourism industry at the
university, chooses to be waiters or work in a hotel, because it does not feel necessary
in the sphere of tourism — the implementation of the proposed measures will help
not only the enterprise, but the entire tourism industry of Ukraine not lose perspective
frames. That 1s, this responsibility is already growing from internal to external and its
realization will strengthen the enterprise on the market most.

In accordance with available opinions, the huge advantage enterprise will have
from creating a practice of mysterious customer. But it is important to remember that
you cannot hire this person from a street — ANEX need to hire a professional who
can exactly and objectively evaluate the service being given and it will be good if this
person is from operator office. Also in the basis of this person interview with current
customersANEX will have a clear picture of what is going on in a tour, is there any
misses and cons in tour providing caused by suppliers. It will help also to understand
is the supplier reliable and ANEX oriented or he violate the agreement with operator.

So, as you can see, the result of social responsibility measures is very
significant. We propose to pay particular attention to the sphere of responsibility
before the possible personnel, as it smoothly flows from the internal to the external
(is a certain combination of the two spheres) and will recommend the enterprise to
the state, partners and people in the country. And, of course, the most important thing
1s not to lose enthusiasm in the field of social responsibility, because it is changing
rapidly (as is tourism itself) and brings a significant increase in the company's

income, branding and respect for it.

Conclusions to the part 3

1. While writing the course work, we identified and expressed ways to

strengthen the socially responsible behaviour of the ANEX tourism enterprise, and
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also substantiated the effectiveness of implementation of the proposed solutions

aimed at enhancing social responsibility.

2. The first subparagraph suggested specific measures aimed at fulfilling the
principles of social responsibility of ANEX. It was suggested to divide these
measures into two categories — external and internal liability measures. Tables on
these two areas have been compiled, with areas of active social responsibility
implementation highlighted. The main array of external actions was directed to
cooperation with the state and other operators on responsibility to business and
society. Internal measures, for the most part, required the enterprise to be more open
to new personnel and the society as a whole.

3. The substantiation of the effectiveness of the proposed solutions for ANEX
was also divided into several segments. Initially, the general benefits to society and
businesses of actively implementing the principles of social responsibility were
identified. Then the solutions proposed in Section 3.1 were used as a base. We have
evaluated all the measures proposed and highlighted the main, in my opinion,
recommendations that will lead to an increase in the revenue side and which need to

be paid more attention.
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CONCLUSIONS

1. Social responsibility is a new level of society development, a new strategy
and concept that integrates a national strategy, common human values and ethical
behaviour of tourist organizations, tourists, workers, authorities, civil society
institutions, research institutions and higher education institutions. Today, most
countries of the world are involved in the concept of social responsibility at the local,
regional, and national levels. This voluntary contribution of business to the
development of society in the social, economic and environmental spheres is directly
related to the company's core business.

2. A social responsibility postulate: «If a company does the right things for the
environment, then it will have a stronger business and it will be able to earn more».
The main characteristics of social responsibility of tourism enterprises are voluntary;
integration into the company's business strategy; systematic; benefits for all
stakeholders: travel agencies, tourists, owners, communities, etc., as well as for the
company itself; contribution to sustainable development.

3. The implementation of socially responsible strategies should focus not only
on reducing and preventing the negative effects of activities, but also on achieving
economic, environmental and social effects, which can be considered as the basis for
increasing the competitiveness of individual companies and the national economy as.

4. ANEX tour is a tour operator who enjoys great loyalty in the tourist market
of Ukraine. The internal environment is characterized by good organization. The
company uses a democratic style of leadership. A team is available and the team style
of doing business is promoted. The company offers a wide range of services to
clients. The external environment is characterized by fruitful cooperation with
reliable tourist operators.

5. In this section, we also assessed the degree of implementation of the
principles of social responsibility in the management of the ANEX and the dynamics
of economic activity of the enterprise for the period 2016-2018. It is revealed that the
company realizes external social responsibility towards its product in

evaluatedamount of 83.8%, and the average quality indicators of the implementation
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of internal social responsibilityprinciples towards employees, clients and agents are

85.6%, 86.5 %, and 88.5 % respectively. It is analyzed that the indicators of
economic activity of the enterprise are growing in the majority, but there are also the
ones that have declined.

6. We assessed the degree of company business communications effectiveness
in comparison with other top Ukrainian tour operators. It is revealed that the
company’s effectiveness is the highest in amount of 8.1out 10. We have calculated
the performance of the company, identified the resources and potential of the
company in the field of social responsibility, evaluated business communications
effectiveness, and go directly to our own proposals for ANEX.

7. While writing the course work, we identified and expressed ways to
strengthen the socially responsible behaviour of the ANEX tourism enterprise, and
also substantiated the effectiveness of implementation of the proposed solutions
aimed at enhancing social responsibility.

8. The first subparagraph suggested specific measures aimed at fulfilling the
principles of social responsibility of ANEX. It was suggested to divide these
measures into two categories — external and internal liability measures. Tables on
these two areas have been compiled, with areas of active social responsibility
implementation highlighted. The main array of external actions was directed to
cooperation with the state and other operators on responsibility to business and
society. Internal measures, for the most part, required the enterprise to be more open
to new personnel and the society as a whole.

9. The substantiation of the effectiveness of the proposed solutions for ANEX
was also divided into several segments. Initially, the general benefits to society and
businesses of actively implementing the principles of social responsibility were
identified. Then the solutions proposed in Section 3.1 were used as a base. We have
evaluated all the measures proposed and highlighted the main, in my opinion,
recommendations that will lead to an increase in the revenue side and which need to

be paid more attention.
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APPENDIX B
OIHAHCOBUMU 3BIT
cy0’€KTa MAJIOro MiANPUEMHHULTBA
KOIU
Jara (piK, MiCsIIb, YMCIIO) 221 12 | 31
[MianpueMcTBO TOB "AHEKC TYP TYPATEHTCTBO" 3a €JIPTIOY 41068877
;Il"epmopl [euepcpkwii palioH 3a KOATVY 41068372651
OpranizamiiHo-paBoBa TOB 32 KOTI®OT 240
(hopma rocrnogaproBaHHs
3a KBE]JT 63.30.0
TyPUCTHYHI MTOCTYTH
Bu ekoHOMIYHOT TisUTBHOCTI
Cepe/Hst KUTbKICTh TpaIliBHUKIB 6
OpuuuIl  BUMIPY:  THC. 10, T,
IPH.
Anpeca Bya. Eciananna, 32, od. 1, Kuis, Kuiscbka 06:1., 01001
Banatic ®opma N 1-m Kon 3a IKY T 1801006
Ha 31 rpyaus 20 L P
. Ha kinens
Kon Ha mouaTtok 3BITHOTO .
AXTHB o & 3BITHOTO
Pl POy nepiomy
1 2 3
4
1. HeoGopoTHi akTHBH
HesagepuieHe 0y/1iBHUIITBO ves
OcHOBHI 3ac00u:
. . 031
IepBicHa BapTIiCTh
3HOC 032 | ( )
JIOBrocTpoKOBi 010JI0T1YHI aKTHUBH:
.\ A 040
JloBrocTpokoBi (hiHaHCOBI iHBECTHIIIT
y . 070
1 He0OOPOTHI AKTUBH
Ycboro 3a poszaijiom I 080
I1. O60opoTHiI aKTHBH
BupoOuuui 3anacu (o0
D <. 110
TTorouni 61070r14HI AKTHUBU
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I'oToBa npoyKIList 130
JlebiTopchbKa 3a00proBaHicTh 32 TOBAPH, PpOOOTH, TTOCTYTH:

YpCTA pealtizalliiiHa BapTicTh 160 0.3 0,9
JlebiTopchka 3a00proBaHICTh 33 PO3PaXyHKAMHU 3 OFOIKCTOM 70
IHma moTovHa 1e6iTOpCchka 3a00proBaHICTh 210 33,0 21,1
IToTouni ¢iHAHCOBI IHBECTHITIT 220
I'poIoBi KOIITH Ta X €KBiBAJICHTH:

B HalLliOHAJIBHIN BAJIIOTI 230 0,7 0,7
Butpartu maiiOyTHIX nepiofis 240
IHm1i 060pOTHI aKTHBU 250
Yceboro 3a posgiiom 1T 260 34,0 22,7
II1. BurpaTn Maii0yTHix nepionis 270 2,2 2,0
IV. Heo00poTHi aKTHBH Ta rPyNH BUOYTTS R

280 36,3 24,7

bananc

Continuation of APPENDIX B

) Ha xineup
Tacus pI:;)Iz([a Ha noqa;g:: y3B1TH01“O 3BiTI.—IOF0
nepioxy
1 2 3 4
1. Bracuwmii kanmiTan
Bracuuii xamirain 300 16,9 16,9
JlolaTKOBUH KariTa 320
PesepBHHUii KamiTa 340
HeposmnoaiieHuii npuOyToK (HSOKPUTHN 30UTOK) 350
Heormnauenwnii kamitan 360
Yceboro 3a pozaiiom I 380 16,9 16,9
I1. 3a6e3neueHHsl TAKMX BUTPAT i iJiboBe (hiHAHCYBAHHS 430
I11. /ToBrocTpokoBi 3000B’si3aHHsI 480
IV. IloTouHi 3000B’s13aHHs
KopoTkocTpokoBi kpenuTn OaHKiB 500
IToTouyHa 3a00pProBaHiCTh 3a JIOBIOCTPOKOBUMH 3000B’ I3aHHIMH 510
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Kpeauropcbka 3a00proBaHicTh 3a TOBapH, poOOTH, MTOCIYTH 530
IToTouni 3000B’s13aHHS 32 PO3paxyHKAMH:
3 OIOUKETOM 550 1,5 0,6
31 CTpaxyBaHHs 570 1,1 1,6
3 OIUIATH Tparli 580 9,2 1,8
TH1111 TOTOYHI 30008’ 13aHHS 610 1,8 3,8
Ycboro 3a posaigiom IV 620 19.4 7,8
V. Jloxoau Maii0yTHiX nepioxis 630
bananc 640 36,3 24,7
2. 3BiT npo ¢pinaHcoBi pe3yabTaTH
3a 31.01 2016 P
®opma N 2-M
Konsa AKVA -1 1801007
3a
aHAJIOTIYHU
Kon . . N ;
Crarts 3a 3BiTHUI Mepion i mepion
psizika
MOTePe/THb
Or0 POKY
1 2 3 4
Yucruii 1oxia (BUpyuka) Bia peasizanii npoaykuii
(ToBapis, pobir, mocayr) (010 — 020) $30 A3 N\
. 3 040 7,3 14,4
[H111 onepauiiidi 10X014
o~ 060
Hai3Buuaiini goxo0/1u
Pazom uncri goxoau (030 + 040 + 050 + 060) p70 2035 156,7
. . ! - . ¢ 080
Co0iBapTicTh peanizoBaHoi MPOAYKILii (TOBapiB, podIT, MOCTYT)
. - 090 60,7 43,1
IH111 onepaitiiiHi BUTpaTu
[Hmi BuTparu s ( )
KoM aarpRTh 120 116,4 103,1
Yucruit npudyTok (30uToK) (070 — 120) X V& a2

KepiBHuK

T'ooBHUIT Oyxraarep
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Continuation of APPENDIX B

®IHAHCOBUM 3BIT

cy0’€KTa MAJIOro MiANPUEMHHUITBA

KOan1
Jara (piK, MiCsIIb, YMCIIO) 2(7)1 12 | 31
[MignpuemcTBO TOB "AHEKC TYP TYPATEHTCTBO" 3a €IPTIOY 41068877
;Il"epmopl [euepcpkwii palioH 3a KOATYY 41068372651
OpranizamiiHo-paBoBa TOB 32 KOTI®OT 240
(hopma rocrnogaproBaHHs
3a KBE]JT 63.30.0
TYPUCTHYHI TTOCITYTH
Bug ekoHOMIYHOI TISTTBHOCTI
CepeHst KUTBKICTB TpaliBHUKIB 6
OJMHUIA BUMIPY: THC. TPH.  THUC. TPH.
Anpeca Bya. Eciianaana, 32, od. 1, Kuis, Kuiscbka 061., 01001
Bajanc ®opma N 1-m Kom za IKY 1 1801006
Ha 31 rpyaus 20 17 p.
. Ha kinens
Kon Ha nouaTox 3BiTHOTO .
AxTuB X b 3BITHOTO
P POy nepiomy
1 2 3
4
1. HeoGopoTHi akTHBH
Hesagepiiiene 0y/1iBHUIITBO $20
OcHOBHI 3ac00H:
. f 031
nepBicHa BapTICTh
3HOC 032 | ( )
JloBroctpokoBi 0i0JI0TiYHI aKTHUBH:
e % 040
JloBroctpokoBi (hiHAaHCOBI IHBECTHUIIIT
. . 070
IH1Ii HEOOOPOTHI AKTHBHU
Ycboro 3a pozaiiom I QX0
I1. O60opoTHiI aKTHBH
Bupo6Huyi 3anmacu 190
N\ 2 110
IToTouni 6i1010T14HI AKTHBH
) 130
I'oToBa npoyKIList
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JlebiTopchka 3a00proBaHicTh 332 TOBAPH, POOOTH, TMOCTYTH:

YpCTa pealizaliiiHa BapTicTh 160 0,9 0,3
JlebiTopchbka 3a00proBaHicCTh 3a pO3paxXyHKaMH 3 OO KETOM D
Inma notoyHa ae6iTopchka 3a00proBaHicTh 210 211 21,2
[ToToyHi (hiHAHCOBI IHBECTHILIT 220
I'pomoBi KOIITH Ta X SKBiBAJICHTH:

B HAIlIOHAJTBHIA BATIOTI 230 0,7 3.9
Burparun MailOyTHIX 1epio/iiB 240
IHI11i 00OPOTHI aKTUBU 250
Yeboro 3a posaisiom 11 260 22,7 254
111. BurpaTn MaiibyTHix nepioain 270 2,0
IV. Heo00poTHi aKTMBH Ta rPYNH BUOYTTS 275
Bbananc 280 24,7 25,4

Continuation of APPENDIX B

. Ha xinens
AV pI;;)Iz([a Ha noqa;gllz y3B1THOr0 3BiTI.—IOF0
nepioxy
1 2 3 4
1. Bracuuii kamitan
Bracuuii xamiran 300 16,9 16,9
JlolaTKOBUH KariTar 320
PesepBHuMii KamiTan 340
HeposmnoaiieHui npuOyToK (HEIOKPUTHI 30UTOK) 350
Heormnauenwnii kamiTain 360
Ycboro 3a pozaiziom I 380 16,9 16,9
I1. 3abe3neyeHHsl TAKMX BUTPAT i iJiboBe (hiHAHCYBAHHSA 430
I11. /ToBrocrpokoBi 3000B’si3aHHsI 480
IV. IloTo4Hi 3000B’s13aHHs
KopoTkocTpokoBi KpenuTn OaHKiB 500
IToTouyHa 3a00proBaHicTh 3a JIOBIOCTPOKOBUMHU 3000B’ I3aHHIMH 510
KpenuTopchka 3a00proBaHicTh 32 TOBapH, POOOTH, MMOCTYTH 530
IToTouHi 3000B’s13aHHs 32 PO3PAXYHKAMH:
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3 OI0JKETOM 550 0,6 1,2
31 cTpaxyBaHHS 570 1,6 0,6
3 OILTATH Tpalli 580 1,8 1,8
Tum moTouHi 30008’ 13aHHS 610 3,8 49
Ycboro 3a pozaijiom IV 620 7,8 8,5
V. loxoau Maii0yTHiX mepioaiB 630
bananc 640 24,7 25,4
2. 3BiT npo ¢piHnanHcoBi pe3yabTaTH
3a 31.01 2017 p.
®opma N 2-m
Kon 3a IKY 1 1801007
3a
aHAJIOTIYHU
Kon o . 4 .
Crarts 3a 3BITHHUH epio i mepion
psizka
MoTnepeHb
Oro poKy
1 2 3 4
Yucrnii goxin (BuUpyuka) Bix peanizauii nmpoxykuii
(ToBapis, pobir, mocayr) (010 — 020) 0 A0 202%
. N 040 12,6 7,3
IHI1 onepaiitHi Joxoau
9. 060
Hai3Buvaiini g1oxo0/1u
Pa3om uncri goxoau (030 + 040 + 050 + 060) ol 2862 209,5
. ; \ . , . 080
Co0biBapTicTh peanizoBaHol MPOAYKIIii (TOBapiB, podiT, MOCTYT)
. . 090 78,6 60,7
IH111 onepaiiiiHi BUTpaTu
[Hmi BuTparn . ( )
AIOM BT RALH 120 201,9 116,4
150 77,1 93,1

Yuctuii npudyTok (30utoK) (070 — 120)

KepiBHuk

T'onoBHuUii Oyxraiarep
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Continuation of APPENDIX B

®IHAHCOBMU 3BIT

cy0'ekTa MaJIOro MiANMPUEMHHUITBA

KOJa1
MHara (pix, Micsiib, YHCIIO0) 221 12 | 31
[MimmpremcTBO TOB "AHEKC TYP TYPATEHTCTBO" 3a €JIPIIOY 41068877
;fepmopl [Teuepchkuii paiion 3a KOATVYY 41068272651
Opragi3amniiHo-paBoBa TOB 32 KOTIPT 240
(hopma rocrnoaproBaHHs
3a KBEJT 63.30.0
TYPUCTHYHI MOCIYTH
By ekoHOMIYHOT isUTEHOCTI
CepeHs KUTBKICTh TIPAIliBHUKIB 6
OnuHHUI BUMIDPY: THC. TPH.  THC. TPH.
Anpeca Bya. Ecriananna, 32, od. 1, Kuis, Kuiscbka 06:1., 01001
Bansst ®dopma N 1-m Kon 3a IKY 1 1801006
Ha 31 rpyaHs 20 18 p.
Konx Ha mouarox Ha.KlHeHB
AR SITKA 3BITHOTO POK SPIRPro
AR POKY nepioxy
1 2 3 4
1. HeoOopoTHi akTHBH
He3zasepiene Oy1iBHUIITBO Qq
OcHOBHI 3ac00u:
f \ 031
[IepBiCHA BAPTICTh
3HOC 03g )
JI0BroCcTpOKOBi 010JIOT14HI AKTHBH:
. X .. 040
JloBroctpokoBi (hiHAaHCOBI IHBECTHUILIT
\ . 070
[HI11 HEOOOPOTHI AKTHBHU
Yceboro 3a posaisiom I 030
I1. O60poTHi aKTUBH
Bupobuuui 3amacu 10
) . X 110
TToTouni 6i0JIOTIYHI AKTUBHU
; 130
I'oToBa MPOTyKIList
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JlebiTopchka 3a00proBaHicTh 332 TOBAPH, POOOTH, TMOCTYTH:
. oG . 160
4KCTa peaizaliiiHa BapTicTh
JlebiTopchKa 3a00proBaHicTh 3a PO3PAXyYHKAMHM 3 OFOIKECTOM D 08 6,2
. \ 210 2,1
IHma notoyHa Jie0iTOpchKa 3a00proBaHiCTh
IToTouHi (hiHAHCOBI IHBECTHIIIT o
I'po1IoBi KOIITH Ta X €KBiBAJICHTH:
. » ) 230 0,8 2,3
B HAL[IOHAJIBHIN BAIIOTI
A : L 240
Burparun MailOyTHIX 1epio/iiB
IHI11i 00OPOTHI aKTUBU A
Ycboro 3a pozaisiom I1 A 10,6 167
. ' 2 ¥ 270
IT1. BuTtpaTu Maii0yTHIX nepioais
. 275
IV. Heo00poTHi aKTMBH Ta rPYNH BUOYTTS
Baxanc 280 10,6 10,7

Continuation of APPENDIX B

aoms o\ Hentemtor (- SN
nepioxy
1 2 3 4
1. Bracuuii kamitan
BiracHuii kamiTan 300 16,9 16,9
JlolaTKOBUH KariTar 320
PesepBHuMii KamiTan 340
HeposmnoaiieHui npuOyToK (HEIOKPUTHI 30UTOK) 350 -10,1
Heormnauenwnii kamiTain 360
Ycboro 3a pozaiziom I 380 6,8 6,8
I1. 3abe3neyeHHsl TAKMX BUTPAT i iJiboBe (hiHAHCYBAHHSA 430
I11. /ToBrocTpokoBi 3000B's13aHHs1 480
IV. IloTo4Hi 3060B's13aHHs
KopoTkocTpokoBi KpenuTn OaHKiB 500
IToTouyHa 3a00pProBaHiCTh 3a JIOBIOCTPOKOBUMH 3000B'sI3aHHSIMH 510
KpenuTopchka 3a00proBaHicTh 32 TOBapH, POOOTH, MMOCTYTH 530
[ToTouHi 3000B's13aHHST 338 PO3PAXYHKAMH:
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3 OIOIKETOM 550 0,3 0,5
31 cTpaxyBaHHS 570 1,2 1,5
3 OILTATH Tpalli 580 2.3 1,9
IH1Ii TOTOYHI 3000B's13aHHS 610
Ycboro 3a pozaijiom IV 620 3.8 3,9
V. loxoau Maii0yTHiX mepioaiB 630
bananc 640 10,6 10,7
2. 3BiT npo ¢piHnanHcoBi pe3yabTaTH
3a 31.01 2018  p.
®opma N 2-m
Kon 3a IKY 1 1801007
3a
aHAJIOTIYHU
Kon o . 4 .
Crarts 3a 3BITHHUH epio i mepion
psizka
MoTnepeHb
Oro poKy
1 2 3 4
Yucrnii goxin (BuUpyuka) Bix peanizauii nmpoxykuii
(ToBapis, pobir, mocayr) (010 - 020) 0 AP R
. N 040 15,1 12,6
IHI1 onepaiitHi Joxoau
9. 060
Hai3Buvaiini g1oxo0/1u
Pa3om uncri goxoau (030 + 040 + 050 + 060) ol 336:1 286,2
. ; \ . , . 080
Co0biBapTicTh peanizoBaHol MPOAYKIIii (TOBapiB, podiT, MOCTYT)
. . 090 155,7 78,6
IH111 onepaiiiiHi BUTpaTu
[Hmi BuTparn . )| ( )
Pazom Butpatu 120 203.1 209,1
Yucruii npudyTok (36utok) (070 - 120) 158 A T

KepiBHuk

T'onoBHuUii Oyxraiarep
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Continuation of APPENDIX B

Inerarudikaniiauii kon €APIIOY

41068877

I[epmaBHe CTATUCTUYHE CITOCTEPEKCHHHA

Kondinenuniiinicts cratncruunoi ingopmauii 3a6e3neuyerbest
crarTero 21 3akony Ykpainu ""[Ipo nepkaBHY CTATHCTHKY"

Topymenns nopsiAKy NogaHHs a00 BUKOPUCTAHHS JAHHUX JeP:KABHUX CTATUCTHYHUX CIOCTEPeKeHb TATHE 32 C00010
BiIOBiJAJIbHICTD, sika BcTaHOBJIeHA cTaTTelo 186° Koekey Ykpainu npo aaMiHicTpaTUBHI NpaBonopylmeHHs

3BIT
PO TYPUCTUYHY AIAJBHICTD
3A 2016PIK
ITonmaroTn: TepmiH mogaHHs
IOPUINYHI 0CO0M — CY0'€KTH TYPUCTHYHOIL AisITHHOCTL N e
28 moToro

— TepuTopialibHOMY oprany Jlepxcrary

Pecnongenr:
TOB "AHEKC TYP TYPATEHTCTBO"
HailimenyBanHs:

Byn. Ecinananna, 32, od. 1, Kuis, Kuiscska 061., 01001
Micrne3HaxopKeHHS (FOpUINIHA aapeca):

Anpeca 311HCHEHHS JisIIBHOCTI, 010 SIKOT TTo1aeThest hopma 3BITHOCTI ((hakTHIHA ajgpeca):

Bya. Ecrimananna, 32, od. 1, Kuis, Kuiscbka 06:1., 01001

01 02 03
opraHizamisi Ta NnocepeHUIbKA TisVIBHICTH 3 peasizauii
3a0e3meyeHHsI CTBOPEHHSI TYPHCTHYHOTO MPOAYKTY TYpOIepaTopiBTa

TYPUCTHMHOI'O TIPOAYKTY, TYPUCTHYHHUX MOCIYT IHIINX cy0'eKTiB

PRa-PsANERHALATNE] TYPUCTHYHOI AiAIBHOCTI, 2 TAKOK i
TYPUCTHYHHUX MOCJIYT, a . \ eKCKypCiiiHa
TaKOXK MocepeJHUIbKA (AcCpCEHETBRA MBALHITLL QRO AisIBHICTH
TIiSIBHICTE 13 HAJaHHSA peanizamii XxapaKTepHHX Ta CYyMyTHIX
XapaKTepHUX Ta CyMyTHIX MOCJIyT
nocJjayr (Typoneparop) (TypareHr)
Po3zain 1. 3araabHi ekoHOMIUHI MOKA3ZHUKH
Ne Omuan | 3a
Ha3Bu nokasHukis DA o SUBITHH
BUMIpy | i
* nepion
1 2 3 4
Cepemap000TiKOBa KiTbKICTh IITATHUX MPAIliBHUKIB 04 oci0 4
3 psaka 04 ocib
MalTh BHIILY 200 CEpe/iHIO CrelialbHy OCBITY B raly3i TypH3MYy 05 ocib 4
CepemHsi KUNBKICTh MO3AMITATHUX NPAIiBHUKIB (Mpamooyi 3a JOTOBOpaMH Ta ocio -
30BHIIIHI CYMiCHUKH) 06
KinbkicTe HeomuiauyBaHMX TpaLiBHUKIB (BJIACHUKH, 3aCHOBHHMKH MIANPHEMCTBA Ta oci0 -
WICHH X ciMeit) 07
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Joxon Bix HagaHHS TypucTHUHHX rociyr (0e3 TI/IB, aknu3HOro moaaTky i aHaJIOriYHUX TUC. 209,5
000B'sI3KOBUX IIATEIKIB) 08 TpH.

Burparu, 3po0sieHi cy0'eKTOM TyPUCTUYHOT MiSUTBHOCTI HA HAJAAHHS TYPUCTHYHHUX TTOCIYT THC. 116,4
11 I'PH.

Po3pin II. Butpatm Ha mocjyru CTOPOHHIX oOpradizamiid, 10 BHKOPUCTOBYIOTBHCH  HPH

BHPOOHUITBI TYPUCTHYHOIO NPOAYKTY*

No Yy TOMY YHCI1 TOCTYTH
Ha3zu nokasnukis —- Yceboro pecfaimhis Hepesua
CHTIB
1 2 3 4 5
Yeboro ( cyma psinkis. 20, 23, 30-35), THc .rpH. 19 0
y TOMY YHCII 0
Ha PO3MIIICHHS | IPOKUBAHHSI 20 0
TOTEeJIi Ta aHAJIOTI4HI 3aCO0M PO3MIIICHHS 21 0
MIPUBATHHHA CEKTOP 22 0
Ha TPaHCIIOPTHE 00CIyrOByBaHHSI 23 0
3aJ1I3HUYHUI TPAHCIIOPT 24 0
MOBITPSIHANA TPAHCIIOPT 25 0
BOJHHIA TPAHCIIOPT 26 0
MICHKHH TPaHCIIOPT 27 0
EKCKYpCiiiHi aBTOOyCH 28 0
OpeH/1a aBTOMOO1ITIB 29 0
Ha Xap4IyBaHHI 30 0
Ha MeIn4HE 00CIyrOByBaHHSI 31 0
Ha eKCKypciiiHe o0ciryroByBaHHsI (0€3 TpaHCIIOPTHUX HOCIYT) 32 0
Ha Bi30Be OOCIyroByBaHHs (BKJIIOYAIOYM BHUTPAaTH Ha OQOPMIICHHS 0
TIOI3/IKH) 33
Ha TIOCITyTH KyJIbTYPHO-OCBITHBOTO, KyJIBTYPHO-T03BIIEHOTO XapaKTepy, 0
OpraHizaitisiMm KyJabTypu 34
Ha IHIOI TIOCIYrH, IO BHKOPHCTOBYIOTHCS TIPM  BHPOOHHIITBI 0
TYPUCTUYHOIO IPOAYKTY 35

Po3nin III. KinbkicTh i BapTicTh NPOAaHUX TYPHCTHYHHX
Cy0'€KTH TYPUCTHYHOI TislILHOCTI, 110 00Besn koa 01, 02)

NYTiBOK (Bay4epiB) (3al0OBHIOIOTH

Ne Kinbkicth Bapricte  Typuctnunnx | Kinbkicth
psAnKa| TYpUCTHIHHUX My TiBOK™, TYpOIHIB 3a
My TiBOK, THC.TPH. pearnizoBaHH
Ha3Bu moka3HUKIB OJIUHUIIb MU
TYPUCTHYHH
MH
My TiBKaMU
1 2 3 4 5
Peai30BaHO TYPUCTHYHUX MYTIBOK - YCHOTO 36 423 2752,9 2961
y TOMY 4nCIi X X X
IHIIIMM OpraHi3aIism 37
0e3mocepeIHbO HACEIICHHIO 38 423 2752,8 2961
3 HUX
rpoMagsHaM YKpaiHH IS TOJIOpOXi B 90 585,7 450
Mexax YKpaiHu 39
rpomMagsHaM YKpaiHW JUIsT TOJOPOXKI 3a 333 2167,2 2511
KOpIOH 40
3 HuX 1o kpainax CHJI 41 X X X
IHO3EMIISIM  JIJISL  TIOZ0POKI B MeXax X X X
VYkpainn 42
3 HuX TpomajisiHam kpain CHJL 43 X X X
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Po3nin IV. Kinbkicte o0ciayroBanmx TypucTiB (6€3 eKCKypcaHTIiB) (3allOBHIOIOTH  CY0'€KTH
TYPUCTHYHOI JifAJIbHOCTI, 1110 00Besu Ko 01, 02)

Ne Y Tomy umcii
HasBu noka3zHHKiB Pl | TpOMajsHU VYkpainu | TpoMagsHA  IHIOUX  KpaiH
Ka (BuOYTTS) (puldyTTS)
1 2 3 4
KinbKicTh 00CIIyroBaHUX TYPHUCTIB, YChOTO 0Ci0 44 826 X
y TOMY YHCITi 180
MTOTOPOKYIOUHNX Y MEKaxX TepuTopii Ykpaiau | 45 X
MTOJTIOPOXKYIOUHX 32 KOPTOHOM 46 646 X

Honatok po po3ainy IV

3 psaaka 46 — po3noaia rpomMaasii YKpaiHu mo KpaiHax BianmpaBjeHHs Ta 3 psjaka 44 iHozeMuiB mo
KpaiHax CBiTY, 3 IKHX BOHU NPUOY.JIU

(3rigno 3 Kilacudgikauier Kpain cBity)

Kon I'pomagsinn Ykpainu | I'pomaassan
Haspa kpainu Kpainu* (BUOYTTH), OCi0 iHmux KpaiH
(mpudyTTH), 0Ci0d
1 2 3 4
00’ennani Apadebki EmipaTn 24 X
Typeuuuna 123 X
Tainann 85 X
MansaiBn 17 X
Icnanis 89 X
Inpin 29 X
€rumer 214 X
I'peuist 65 X
Yxkpaina 180 X

*3aMnoBHIOKTL OPraHu AepXKaBHOI CTAaTUCTUKM.

JoBikoBo:
Uwucito obcmyroBanux ekckypcanTiB (47) 1840ci6
3 HUX iHO3eMHi rpomazsau (48) 0 ocid

Po3aian V. Po3noaini TypucTiB3a MeTOI0 MOi3AKH (3aMOBHIOIOTH CY0'€KTH TYPHUCTHYHOI TisNILHOCTI, 110
ooBesm kon 01, 02)

A Y Y Tomy 4ucJi 32 MeTOIO BiABiTyBaHHA I3 rp.
Ne |Typucris, clygbo . cnemiaj 3iTn .
Ha3Bu moxa3HuKkiB ps |oci0 B,a’ 11?331.11.117[, JiKyB cmipT“B iz0- A H.
Ak |(cyma JALI0BA, |BIANIOYUHO Pa'd HUHU 6tk IHIIi  |BIKOM
rp.4-9) |MaBuan |k TYpHU3M 0-17
e HAl Typusm POKiB
1 2 |3 4 5 6 7 8 9 10
KisnbkicTh TYPHCTIB,
YChOro 826 X 635 X 97 57 37 X
(cyma psaakis 50 - 52) (49
P
y ToMy 4HCIi B’i3HMX X X X X X X X X
(iHozemHnx) Typuctis |50
BHI3HUX TYPHCTIB 51 646 X 545 X 68 21 12 X
BHYTPilIHiX TypucTtiB |52 180 X 90 X 29 36 25 X

Continuation of APPENDIX B
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Inentudikamiiuuit ko €JIPTIIOY 41068877

I[epmaBHe CTATUCTUYHE CIIOCTEPEIKCHHA

Kondinenuniiinicts cratncruunoi ingopmauii 3a6e3neqyerbest
crarrero 21 3akony Ykpainu "Ilpo nep:kaBHY cTATHCTHKY"

TlopyuienHsi NOPSAKY MOJAHHS 2460 BUKOPUCTAHHS TAHHUX 1ePKABHUX CTATHCTHYHHUX CIOCTepPeKeHb TATHE 3a C00010
BiIMOBiTaJIbHICTDH, iKa BcTaHOBJIeHA cTaTTel0 186° Komekcy Ykpainu npo aamiHicTpaTHBHI IpaBonopyuIeHHs

3BIT
PO TYPUCTUYHY AIAJBHICTDH
3A 2017PIK
ITonmaroTn: TepwmiH mogaHHs
IOPUINYHI 000N — CY0'€KTH TYPUCTHYHOI HisITBHOCTI S aritie
28 moToro

— TepuTopialibHOMY oprany Jlepxcrary

Pecnionenr:
TOB "AHEKC TYP TYPATEHTCTBO"

HaiimMenyBanHs:

By Ecruiananna, 32, od. 1, Kuis, Kuiscbka 06i1., 01001
Micue3HaxomKeHHs (FopuIYHa ajpeca):

Ajipeca 311iiiCHeHHS TISUTLHOCTI, 111010 SIKOT IMoJ1aeThes (hopMa 3BITHOCTI ((akTH4HA ajpeca):

By Ectinananna, 32, od. 1, Kuis, Kuiscska 06:1., 01001

01 02 03
oprasizauisi Ta nocepeIHUIIbKA TisUILHICTH 3 peasizauii
3a0e3reyeHHsl CTBOPEHHS TYPHCTHYHOr0 MPOAYKTY TypoIepaTopiBTa

TYPUCTHHHOI'O TIPOAYKTY, TYPUCTHYHHUX MOCTYT IHIINX cy0'€KTiB

PEATTLYE AT TYPUCTHYHOI JiSIILHOCTI, 2 TAKOMXK gt
TYPUMCTHYHUX IOCJIYT, a : 2 eKCKypCiiiHa
TAKOK NMOCEePeAHUIbKA NOCCPLTFMIBEA ALHICTY MO0, JisUTBHICTD
JISUIBHICTD 13 HAJAHHA peanizanii XapaKTepHHUX Ta CyNyTHIX
XapaKTepHHUX Ta CyMyTHIX HOCJIyr
nocJayr (Typonepartop) (Typarenr)
Po3aiia 1. 3araapHi eKOHOMIYHI MOKA3HUKH
Ne Omunu | 3a
Ha3sBu nokaszHukis PAAKG. ni \ ?,BiTHH
BUMIpY |
* mepion
1 2 3 4
CeperHp000T1IKOBa KiJIBKICTh IITATHUX MPAIliBHUKIB 04 ocib 4
3 psinka 04 ocib
MaOTh BHIIy 200 CEPEIHIO CHEIliaIbHy OCBITY B Taly3i TYpU3MY 05 ocio 4
CepemHsi KINBbKICTh MO3AIITATHUX NPAIiBHUKIB (Mpamiorodui 3a JOTOBOpaMH Ta ocib -
30BHIIIHI CYMICHUKH) 06
KinbkicTe HeomuauyBaHMX TNpaNiBHUKIB (BJIACHUKH, 3aCHOBHHMKH IIATIPHEMCTBA Ta ocid -
YJICHH X ciMeil) 07

Continuation of APPENDIX B
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Joxon Bix HamaHHS TypucTHYHHX Tocayr (0e3 I1/IB, akiu3HOro MoJaTKy i aHaJOT uHUX THC. 286,2

000B'sI3KOBHX IJIATEXKIB) 08 TPH.

Butpatn, 3pobiieri cy0'eKTOM TypHCTHYHOT JiSTTBHOCTI Ha HAJAHHS TYPUCTHIHNX HOCITYT THC. 201,9
11 TpH.

Po3ain II. Butpatn Ha mnocjyru CTOPOHHIX oOpradizamiid, 10 BHKOPUCTOBYIOTBCH  IPH

BHPOOHUITBI TYPUCTHYHOIO MPOAYKTY™

Yy TOMY YHCII TOCTYTH
HasBH MOKa3HHUKIB e Veboro ) HEpEs
pAnka pe3UIeHTIB WICHTL
B
1 2 3 4 5
Ycworo ( cyma psaxis. 20, 23, 30-35), Tuc .rpH. 19 0
y TOMY YHCIIi 0
Ha PO3MIIIEHHS 1 IPOKUBAHHS 20 0
TOTEJIi Ta aHAJIOT14HI 3aCO0M PO3MITICHHS 21 0
IIPUBATHUH CEKTOP 22 0
Ha TPAHCIIOPTHE 0OCITyroByBaHHS 23 0
3aTI3HUYHUIN TPAHCIIOPT 24 0
MOBITPSIHUN TPAHCIIOPT 25 0
BOJAHMIA TPAHCIIOPT 26 0
MICBKHH TPAHCIIOPT 27 0
EKCKYpCiiiHi aBTOOyCH 28 0
OpCHJ1a aBTOMOO1JTiB 29 0
Ha Xap4IyBaHHS 30 0
Ha MeJMYHE 00CITYTOBYBaHHS 31 0
Ha eKCKypciiiHe o0ciryroByBaHHs (0€3 TpaHCIIOPTHUX MOCIYT) 32 0
Ha Bi30Be OOCIYroByBaHHS (BKJIIOYAIOYM BHUTpPAaTH Ha O(OPMIICHHS 0
MOT3/IKH) 33
Ha MOCIYTH KYJIBTYPHO-OCBITHBOTO, KYJIbTYPHO-/I03BUILHOTO XapakTepy, 0
Oprasi3allisiM KyJbTypH 34
Ha IHII TOCIYyTH, WIO0 BHKOPUCTOBYIOThCS TIPH BUPOOHHUIITBI 0
TYPUCTUYHOTO NPOAYKTY 35

Po3nin III. KinbkicTh i BapTicTh NPOAaHUX TYPHMCTHYHHX
Cy0'€KTH TYPUCTHYHOI TislILHOCTI, 110 00Besu ko 01, 02)

NMYTiBOK (Bay4epiB) (3al0OBHIOIOTH

Ne KimpkicTh Bapricte  Typuctnuanx | Kimekicts
pAaKa| TypUCTHIHHUX My TiBOK™, TYpOJHIB 3a
Ty TiBOK, THUC.TPH. pearizoBaHH
Ha3Bu mokasHukiB OJIMHUIb MH
TYyPUCTHYHH
MH
MyTiBKaMU
1 2 3 4 5
PeastizoBaHO TYPUCTUYHHX MYTIBOK - YCHOTO 36 490 3732,5 3430
y TOMY YHCIT X X X
IHIIMM OpraHizarism 37
0e3mocepeIHbO HACCIICHHIO 38 490 3732,5 2961
3 HUX
rpomMagsHaM YKpaiHH JUIS TOIOPOXi B 135 1028,3 675
Mexax YKkpaiHu 39
rpomagsHaM YKpaiHW JUIsT TIOJOPOXKI 3a 355 2704,2 2755
KOPJIOH 40
3 Hux 1o kpainax CHJI 41 X X X
iHO3eMIIIM /ISl TTOJIOPOXKi B MeXkax X X X
Ykpainu 42
3 HuX rpoMansiHaM kpain CHJI 43 X X X
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Po3nin IV. Kinbkicte o0ciayroBanmx TypucTiB (6€3 eKCKypcaHTIiB) (3allOBHIOIOTH  CY0'€KTH
TYPUCTHYHOI JifAJIbHOCTI, 1110 00Besu Ko 01, 02)

Ne Y Tomy umcii
HasBu noka3zHHKiB Pl | TpOMajsHU VYkpainu | TpoMagsHA  IHIOUX  KpaiH
Ka (BuOYTTS) (puldyTTS)
1 2 3 4
KinbKicTh 00CIIyroBaHUX TYPHUCTIB, YChOTO 0Ci0 44 980 X
y TOMY YHCITi 250
MTOTOPOKYIOUHNX Y MEKaxX TepuTopii Ykpaiau | 45 X
MTOJTIOPOXKYIOUHX 32 KOPTOHOM 46 730 X

Honatok po po3ainy IV

3 psaaka 46 — po3noaia rpomMaasii YKpaiHu mo KpaiHax BianmpaBjeHHs Ta 3 psjaka 44 iHozeMuiB mo
KpaiHax CBiTY, 3 IKHX BOHU NPUOY.JIU

(3rigno 3 Kilacudgikauier Kpain cBity)

Kon I'pomagsinn Ykpainu | I'pomaasaun
NN, . . \
st wepaigs KpaiHu (BUOyTTH), 0Ci0 IHIIMX KpaiH
(mpudyTTs),
ocid
1 2 3 4
0O0’exnani Apadcebki EmipaTn 31 X
Typeuyuuna 124 X
Tainann 92 X
Maabaisu 21 X
Icnanis 97 X
Innis 34 X
€runer 263 X
I'penist 68 X
Ykpaina 250 X

*3aMnoBHIOKTb OPraHu AepXKaBHOI CTAaTUCTUKM.

JoBinkoBo:
Yucno obcmyroBannx ekckypcanTiB (47) 1930ci0
3 HUX iHO3eMHI rpoMazsau (48) 0 ocib

Po3ain V. Po3noain TypucTiB3a MeTo0 MOi3AKH (3aMOBHIOIOTH CY0'€KTH TYPUCTHYHOI TisNILHOCTI, 110
o0Besn kox 01, 02)

Y Tomy 4ucJi 32 MeTOI0 BiIBiTyBaHHA I3 rp.
Ycworo
Ne | . |cayx6o . 3 -
ps | YR JO3BLILIS croprus | nad aiTH
Ha3eu noka3Hukis ocid by . > |mikyB P i30- LN, ;
a- JLI0BA, |BIANMOYHUHO HUHU . [IHOH |BIKOM
I (cyma aHHHA BaHUIi 0-17
rp.4-9) |HaBuaH K TYPHIM | e
Hsl yp POKiB
1 2 13 4 5 6 7 8 9 10
KinbkicTh TYPHCTIB,
y€bOoro 980 X 761 X 103 76 40 X
(cyma psakiB 50 - 52) |49
y Tomy umcai B’i3
115, (iHo3eMHMX) 50 X X X X X X X X
TYPHCTIiB
BUI3HUX TYPHUCTIB 51 730 X 601 X 67 48 14 X
BHYTpIilIHiX TypucTiB |52 250 X 160 X 36 28 26 X
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[nenTudikaniiauii kog €/PIIOY 41068877

I[epmaBHe CTATHCTUYHE CITOCTEPEKCHHSA

KoHndinenuiiinicts craTucTuuHol iHopmanii 3a0e3neqyyerbest
crartelo 21 3akony Ykpainu ""'[lpo gep:kaBHY CTATUCTUKY'

MopyumenHs MopsiAKy MoAAHHS 200 BUKOPHCTAHHS JAHUX JIeP:KABHUX CTATHCTUYHHUX CIIOCTEPeskeHb TATHE 32 c00010
BiANMOBiTaIbHiCTh, IKa BcTaHOBJIeHA cTaTTelo 186° Koekey Ykpainu mpo aaMiHicTpaTUBHI NpaBonopymeHHs

3BIT
PO TYPUCTUYRY AIAJBHICTDH
3A 2018PIK
ITogaroTs: Tepwmin mogaHHs
IOPUANYHI 0CO0M — CY0'€KTH TYPUCTUYHOT HisITBHOCTI e (e
28 moToro

— TepuTOopianbHOMY oprany Jlepxcraty

Pecnonent:
TOB "AHEKC TYP TYPATEHTCTBO"

HaiimMenyBanHs:

By Ecrunananna, 32, od. 1, Kuis, Kuiscska 06:1., 01001
Micue3HaxomKeHHs (FopuInyHa aapeca):

Anpeca 31iCHEHHS isUIbHOCTI, 00 SIKOi IOAA€ThCst (hopMa 3BITHOCTI ((hakTHUHA aapeca):

By Ecritananna, 32, od. 1, Kuis, Kuiscska 06i1., 01001

01 02 03
oprasizauist Ta NnocepeIHUIbKA TisVILHICTH 3 peasizauii
3a0e3nevYeHHsl CTBOPEHHS TYPUCTHYHOIO NMPOAYKTY TYpOnepaTopiBTa

TYPUCTHHHOTO TIPOAYKTY, TYPUCTHYHHUX MOCIYT IHIINX cy0'eKTiB

PeagiIa I Ko A e TYPHCTHYHOI JislILHOCTI, a TAKOMXK A
TYPUCTHYHHUX IOCIAYT, A . < E€KCKypcCliHa
TAKOK NO0CEPEeAHUIbKA {IQOgPef RgIthca AL AT AQM JiSNIBHICTH
TiSUIBHICTD 13 HATAHHSA peaJizanil XapaKTepHMX Ta CYyNyTHIX
XapaKTepHHUX Ta CYMyTHiX nocJyr
nocJyr (TyponepaTop) (Typarenr)
Po3nin 1. 3arajibHi eKOHOMiYHI OKA3HUKH
Ne Omunu | 3a
Ha3zBu noxasHukis R84 al . SVBITHH
BUMIpYy | i
X mepiont
1 2 3 4
Cepe1Hp000I1IKOBA KIJIBKICTh IITATHUX MPAIiBHUKIB 04 oci0 4
3 psiaka 04 ocib
MarOTh BHIIY a00 CEPE/IHIO CHCIIaIbHY OCBITY B rajly3i TypU3My 05 0cib 4
CepenHsi  KUIBKICTh TO3AINTATHUX TPAIiBHUKIB (TIPAIIOI0Yi 32 JIOTOBOPaMH  Ta ocib -
30BHIIIIHI CYMiCHUKH) 06
KinpkicTe HeoIUTadyBaHUX TIIPAMiBHUKIB (BIACHUKH, 3aCHOBHHKH IIiIIIPUEMCTBA Ta ocib -
YJICHH X ciMeit) 07

Continuation of APPENDIX B
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Joxon Bix HamaHHS TypucTHYHHX Tocayr (0e3 I1/IB, akiu3HOro MoJaTKy i aHaJOT uHUX THC. 326,1
000B'SI3KOBHX ILIATEXKIB) 08 IPH.

Burparu, 3po0ieHi cy0'eKTOM TypUCTUYHOI MiSUTBHOCTI Ha HAJAAHHS TYPUCTHYHHX TTOCITYT THC. 293,1
11 TpH.

Po3nin II. BurtpaTm Ha mOCIYrH CTOPOHHIX OpraHi3auiii, 0 BHKOPHCTOBYKOTLCH HpH

BHPOOHMITBI TYPUCTHYHOIO MPOAYKTY*

y TOMY YHCJIIi TOCTYTH
Ha3Bu HOKa3HUKIB L Veroro , HEPE\
psaKa PEe3UEHTIB UICHTI
B
1 2 3 4 5
Yceworo ( cyma paakis. 20, 23, 30-35), trc .TpH. 19 0
Yy TOMY YHUCIT 0
Ha PO3MIILEHHS 1 IPOYKMUBAHHSI 20 0
rOTeJIi Ta AHAJIOTIYHI 32aCO0U PO3MIIIICHHS 21 0
MIPUBATHHUMA CEKTOP 22 0
Ha TPAHCIIOPTHE 00CIYrOBYBaHHSI 23 0
3aJTI3HUYHUHA TPAHCIOPT 24 0
TOBITPSTHAN TPAHCTIOPT 25 0
BOJHHIA TPAHCTIOPT 26 0
MICBKHI TPAHCIIOPT 27 0
EKCKYpCiitHi aBTOOyCH 28 0
OpeHJ1a aBTOMOOLITIB 29 1]
Ha Xap4yyBaHHS 30 0
Ha MeJIMuHe 00CIyTrOBYBaHHS 31 0
Ha eKCKypciitHe 00cayroByBanHsl (0€3 TpaHCIOPTHUX TTOCIYT) 32 0
Ha Bi30Be OOCITyrOBYBaHHS (BKJIFOYAIOYM BHUTPATH Ha OQOPMIICHHS 0
TTOT3/IKH) 33
Ha MOCIYTH KyJIBTYPHO-OCBITHBOTO, KYJIBTYPHO-/I03BUIBHOTO XapakTepy, 0
OpratizalisiM KyJIbTypu 34
Ha IHOI TOCIYTH, IO BHKOPHUCTOBYIOThCS IIPU  BUPOOHMITBI 0
TYPUCTUYHOTO MPOAYKTY 35

Pozain I1I. KinbkicTh i BapTicTh NPOAAHMX TYPHUCTHYHUX
Cy0'€KTH TYPUCTHYHOI TislJILHOCTI, 1110 00Besu Kkoa 01, 02)

MYyTIiBOK (Bay4epiB) (3am0BHIOIOTH

Ne Kinbkicts Bapricte  Typuctnunux | Kuibkicts
psaKa| TypUCTHUHHUX MyTiBOK™, TYypOIHIB 3a
MyTiBOK, THUC.TPH. peaitizoBaHu
Ha3Bu nokasHukis OJIMHUIIb MU
TYPUCTUYHH
MH
Ty TiBKAMH
1 2 3 4 5
Peasti3oBaHO TYPUCTHYHHX MYTiBOK - YChOTO 36 502 4255,0 4016
y TOMY YHCII X X X
IHIITMM OpraHi3ailisM 37
0e31ocepeTHhO HACSIIEHHIO 38 502 4255,0 4016
3 HUX
rpoMajsiHaM YKpaiHH sl TOJOpOXKi B 146 1237,5 876
Mexax YKpaiHu 39
rpoMajsiHaM YKpaiHH [UIss IOZAOPOXKI 3a 356 3017,5 3140
KOPJIOH 40
3 HuX 1o kpainax CHJI 41 X X X
{HO3EMIISIM  JIJISL  TIOJIOPOKI B MeKax X X X
Ykpainu 42
3 HUX TpomajsiHam kpain CHJL 43 X X X
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Po3nin IV. Kinbkicte o0ciayroBanmx TypucTiB (6€3 eKCKypcaHTIiB) (3allOBHIOIOTH  CY0'€KTH
TYPUCTHYHOI JifAJIbHOCTI, 1110 00Besu Ko 01, 02)

Ne Y Tomy umcii
HasBu noka3zHHKiB Pl | TpOMajsHU VYkpainu | TpoMagsHA  IHIOUX  KpaiH
Ka (BuOYTTS) (puldyTTS)
1 2 3 4
KinbKicTh 00CIIyroBaHUX TYPHUCTIB, YChOTO 0Ci0 44 1004 X
y TOMY YHCITi 288
MTOTOPOKYIOUHNX Y MEKaxX TepuTopii Ykpaiau | 45 X
MTOJTIOPOXKYIOUHX 32 KOPTOHOM 46 716 X

Honatok po po3ainy IV

3 psaaka 46 — po3noaia rpomMaasii YKpaiHu mo KpaiHax BianmpaBjeHHs Ta 3 psjaka 44 iHozeMuiB mo
KpaiHax CBiTY, 3 IKHX BOHU NPUOY.JIU

(3rigno 3 Kilacudgikauier Kpain cBity)

Kon I'pomagsinn Ykpainu | I'pomaassan
Haspa kpainu Kpainu* (BUOYTTH), OCi0 iHmux KpaiH
(mpudyTTH), 0Ci0d
1 2 3 4
00’ennani Apadebki EmipaTn 30 X
Typeuuuna 134 X
Tainann 92 X
MaabaiBu 22 X
Icnanis 94 X
Inpin 33 X
€rumner 235 X
I'peuist 76 X
Yxkpaina 288 X

*3aMnoBHIOKTL OPraHu AepXKaBHOI CTAaTUCTUKM.

JoBikoBo:
Uwucito o6cmyroBanux ekckypcanTiB (47) 191oci6
3 HUX iHO3eMHI rpoMazstau (48) 0 ocib

Po3aian V. Po3noaini TypucTiB3a MeTOI0 MOi3AKH (3aMOBHIOIOTH CY0'€KTH TYPHUCTHYHOI TisNILHOCTI, 110
ooBesm kon 01, 02)

Y VSOrs Y Tomy 4mcJIi 32 MeTOI0 BiiBiTyBaHHS ;3 Fp:
| Typucri |cayxboB . X .
Hask) oraienie ps B, 0ci6 |a, ninosa 03B, PR A CHOpPTHB |creniaJis AlTH
a- ( _ ’| BinmouuH HUi oBaHMii |iHm |BIKOM
ka [(CYM2  HaBYaHH oK amEs | o | vpmam 0-17
rp.4-9) | yp yp :
POKiB
1 K 4 5 6 7 8 9 10
KinbkicTh TYPHCTIB,
yChHOro 1004 X 746 X 128 84 46 X
(cyma psaakis 50 - 52) |49
e
y Tomy wuucai B’i3HMX X X X X X X X X
(inozemMHnx) typuctis |50
BHI3HHUX TYPHCTIB 51 716 X 558 X 91 51 16 X
BHYTPIilIHiX TypucTtiB |52 288 X 188 X 37 33 30 X
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