Kyiv National University of Trade and Economics
Tourism and Recreation Department

FINAL QUALIFYING PAPER

on the topic:

« CROSS-MARKETING OF TOUR OPERATOR »

Student of the 2¢ year, group 4 am,
academic degree «Master»
specialty 073 «Management
specialization «Tourism, Resort and
Recreation Managementy

Scientific adviser:
Candidate of Sciences
(Economics),
Associate Professor

Project team manager:

Guarantor of the educational program
Doctor of Sciences (Economics),
Professor

Kyiv, 2020

Maryna Y. Hilmanova

Yulia B. Zabaldina

Natalia O. Roskladka



Kyiv National University of Trade and Economics
Faculty of Restaurant, Hotel and Tourism Business
Tourism and Recreation Department
Educational Degree «Master»

Specialty 073 «Management»

Specialization «Tourism, Resort and Recreation Management»

Approved by
Head of the Department
T. 1. Tkachenko
« » 2020.

Task
for a final qualifying paper

Maryna Hilmanova

(student s first and last name)

1. Topic of a final qualifying paper: «Cross-marketing of tour operator»
Approved by the Order of KNUTE of November 04, 2019 Ne 3750.

2. Term of submitting by a student his/her terminated paper: 20.11.2020.
3. Initial data of the final qualifying paper:

Purpose of the paper: is investigating the development of a strategy of tour operator
based on building and improving of partnership according to cross-marketing
principles.

The object: process of formation of relationships with stakeholders according to
cross-marketing.

The subject: theoretical, methodological and practical principles of cross-marketing
and possible ways to interact with partners of tour operator «<STAR MICE».



4. Consultants of the research and titles of subsections which were consulted:

Section Consultar}t .(l.ast .Date and signature .
name and initials) The task given The task received
1 Zabaldina Y .B. 22.01.2020 22.01.2020
Zabaldina Y.B. 22.01.2020 22.01.2020
3 Zabaldina Y .B. 22.01.2020 22.01.2020

5. Contents of a final qualifying paper (list of all the sections and subsections):
INTRODUCTION

PART 1. THEORETICAL BASE OF CROSS-MARKETING IN TOURISM
COMPANY ACTIVITY

1.1. The essence of cross-marketing conception

1.2. World practice of cross-marketing implementation in tourism company
Conclusions to the part 1

PART 2. ELEMENTS OF CROSS-MARKETING IN TOUR OPERATOR «STAR
MICE» ACTIVITY

2.1. Characteristic of «SSTAR MICE» management system

2.2. Evaluation of marketing strategy effectiveness of «STAR MICE»

2.3. Analysis of partnerships of «STAR MICE» cross-marketing principles
Conclusions to the part 2

PART 3. CROSS-MARKETING STRATEGY IMPLEMENTATION FOR «STAR
MICE» TOUR OPERATOR

3.1. Program of implementation of cross-marketing new strategy

3.2. Evaluation of implementation new strategy of interactions with partners
Conclusions to the part 2

CONCLUSIONS

REFERENCES

APPENDIXES



6. Time schedule of the paper:

Terms of the final qualifying

No. Stages of the final qualifying paper paper
de jure de facto

1. | Choosing and approval of the final qualifying| 09.01.2019- 01.11.2019
paper topic 04.11.2019 {5

2. Preparation and approval of task for the final | 05.11.2019- | 31.01.2020
qualifying paper 03.02.2020

3. Writing and pre defense of the 1 part of the final | 04.02.2019 - 18.06.2020
qualifying paper 21.06.2020 /N

4. Writing and preparation of scientific article till 01.07.2020

3 Writing and pre defense of the 2™ part of the | 22.06.2020- 15.09.2020
final qualifying paper 20.09.2020 '

6. Writing and pre defense of the 3™ part of the| 21.09.2020- 12.10.2020
final qualifying paper 18.10.2020 X

7. Preparation of the final qualifying paper (title,
content, introduction, references, appendences),
presentation of master diploma paper on the | 19.10.2020- 06.11.2020
department and pre defense in the committee, | 10.11.2020 VA
additional processing, getting a review from a
teacher in a related department

8. | Additional processing, printing, preparation of | 11.11.2020- 17.11.2020
material to final qualifying paper defense 19.11.2020 )

9. Presentation of the final qualifying paper on the
department and on the deanery, receiving of
referrals for external peer review

till 20.11.2020

10. | Defensing of the final qualifying paper in the
Examination Board

According to the schedule

7. Date of receiving the task « » 20

8. Scientific adviser of the research
Zabaldina Y.B.

(last name and initials)

9. Guarantor of the educational program
Roskladka N.O.

(last name and initials, signature)
10. The task received by the student
Hilmanova M.Y.

(last name and initials, signature)




11. Response of scientific adviser of final qualifying paper

Scientific adviser of final qualifying paper

(signature, date)
Pre-protection check mark

(last name and initials, signature, date)

12. Conclusion on the final qualifying paper
Student's final qualifying paper

(last name and initials)
may be admitted to the examination board.

Guarantor of the educational program Roskladka N.O.

(last name and initials, signature, date)

Head of the Department Tkachenko T. I.

(last name and initials, signature, date)

« » 2020




CONTENT

INTRODUCTION

PART 1. THEORETICAL BASE OF CROSS-MARKETING IN
TOURISM COMPANY ACTIVITY

1.1. The essence of cross-marketing conception

1.2. World practice of cross-marketing implementation in tourism company
Conclusions to part 1

PART 2. ELEMENTS OF CROSS-MARKETING IN TOUR OPERATOR
«STAR MICE» ACTIVITY

2.1. Characteristic of «SSTAR MICE» management system

2.2. Evaluation of marketing strategy effectiveness of «<STAR MICE»

2.3. Analysis of partnerships of «SSTAR MICE» cross-marketing principles
Conclusions to part 2

PART 3. CROSS-MARKETING STRATEGY IMPLEMENTATION FOR
«STAR MICE» TOUR OPERATOR

3.1. Program of implementation of cross-marketing new strategy

3.2. Evaluation of implementation new strategy of interactions with
partners

Conclusions to part 3

CONCLUSIONS

REFERENCES

APPENDIXES

10

10
19
25

27
38
43
48

51
58

64
66
69
76



INTRODUCTION

Actuality of research. Cooperation between companies is becoming an
increasingly common practice. Business owners find that they lack resources to
achieve some goals, so they decide to team up with other companies. In tourism,
partnership is one of the most important aspects of successful service delivery, as only
the organization of the trip depends on the tour operator, but the provision of services
depends on other companies.

That is why the relationship between the partner companies must be effectively
organized so that each partner gets the most out of the cooperation. This is a main
concept of cross-marketing. The principles of cross-marketing help to establish the
process of establishing new partnerships and improve existing ones. Also, the use of
cross-marketing tools helps to find the ideal partner with whom the company will
match goals and values.

An important feature of the cross-marketing approach is that it explores not only
service cooperation between companies, but also marketing, which is often not taken
into account by enterprises. The two main approaches to cross-marketing, which
include marketing interaction, are co-marketing and co-branding. Co-branding was
taken as a basis for the tour operator, as it includes the promotion of not only company
brands, but also the joint product of partners.

Companies that have partnerships later merge into clusters. The set of clusters
tend to form into separate destinations. Tourist companies are interested in promoting
destinations, because visiting destinations by tourists is the end goal of the tour
operator. Therefore, destinations are a co-branded product of tour operator
partnerships. Also using this concept, the tour operator can make competitors its
partners, due to the identity of their goals.

Purpose of the paper is investigating the development of a strategy of tour
operator based on building and improving of partnership according to cross-marketing
principles. Also, the aim of the study is to establish the ratio of tourism cluster,
destination and tourism product. It is important to determine the benefits of the tour

operator's participation in the tourism cluster, the possibility of positioning the
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company as a member of the cluster and explore the world experience of this
partnership.

The objectives of research are:

to describe cross-marketing as an object of scientific research;
- to identify the main principles of building a partnership in accordance
with cross-marketing;
- to systematize the system of concepts to which belongs cross-marketing;
- to outline the concept of cross-marketing for a tour operator;
- to describe the system of implementation of new partnerships for the tour
operator.

The object is the process of formation of relationships with stakeholders
according to cross-marketing.

The subject is theoretical, methodological and practical principles of cross-
marketing and possible ways to interact with partners of tour operator «SSTAR MICEy.

Methods of research. In the process of writing a thesis to achieve the selected
objectives of the study, a number of necessary research methods were used. The study
of theoretical cross-marketing included research of scientific articles and other
information resources on the principles of partnership in relation to the system of
cross-marketing, the experience of tour operators in the development of tourism
clusters and destinations, methods of choosing a profitable partnership in accordance
with common goals and values. Methods of analysis and synthesis, generalization
were used for the first section. For the second section, methods of comparison,
calculation and methods of empirical level became useful. SWOT analysis was also
used as a research tool. In the third section, a forecast was made of the implementation
of the cross-marketing system on the basis of the enterprise.

Scientific innovation. Author determined the concept of cross-marketing in a
system of similar definitions. A system of hierarchy of these concepts was created in
the work, in accordance with the essence of these phenomena.

Practical value. The introduction of a cross-marketing system will lead to the

successful implementation of new partnerships of any tour operator, improving
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cooperation with existing partners and improving the financial and economic
performance of the company. The tour operator «<STAR MICE» can use this system in
their work.

Publications. As the result of investigation of the final qualifying work the
article «Cross-marketing of tour operator» was published in Articles of master
programs students «Hotel, Restaurant and Tourism Business: focus on International
Trends» (Appendix A).

Paper structure. Final qualifying paper consists of the Introduction, 3
parts: first and third part consists of two sections, the second part consists of three
sections; and conclusions. The final qualifying paper also consists of the 11 figures,

26 tables, 63 references and 75 pages.
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PART 1
THEORETICAL BASE OF CROSS-MARKETING IN TOURISM
COMPANY ACTIVITY

1.1.The essence of cross-marketing conception

Cross marketing is a very broad concept, which in general terms Cross-
marketing comes in various forms that pursue different goals, which is one of the
reasons why there is no clear definition in the literature. A reasonable definition was
provided by Hermann Ufer, Managing Director of Ufer&Compagnie Marketing
Agency in Frankfurt, Germany, namely that «Cross-marketing is the best way to use
all the Marketing-Mix factors and, accordingly, all the tools in cooperation with one or
more cross-partners» [1].

The following definition more broadly describes the essence of this
phenomenon:

Cross-marketing (cross marketing) is a technology for conducting promotional
events, which can be a very effective method, because it combines many working
technologies that include partnerships, which must be mutually beneficial [2].
Wieczorek&Lachmann identified that common cross-marketing tools are cross-
promotion, cross-selling, cross-advertising, co-branding and co-sponsorship [1].

Cross marketing occurs when at least two companies work together to achieve
specific goals that will benefit all parties. Cooperation can relate to advertising and
communication activities, work on a specific project, creation of a joint product. The
main goal of cooperation is to meet the demand of target groups, which one company
cannot capture alone, or to attract new target groups [3]. The concept of cross-
marketing is in a system of similar concepts.

The broadest of these concepts is partnership marketing, which includes all
marketing concepts that occur when two or more companies or brands decide to
collaborate in any form. Cross-marketing includes many types that help to maximize

the opportunities of partners in their collaboration, so that is one of the most broad
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phenomena in the system of parnteship marketing. For better understanding of this
system see table 1.1 and figure 1.1.

The concepts in the hierarchy are relative to the width of the selection of
processes that they include. Affiliate marketing is not part of the cross-marketing
processes, and is a completely separate type of marketing, because the mutual benefit

is based on monetary reward for the promotion of the object.

Table 1.1
Definitions linked with cross-marketing
Name of the definition Description
Parntership marketing Collaboration of two or more companies (brands) to achieve their

own goals, through marketing campaigns, while using each other's
products (services) and target audiences [4].

Affiliate marketing The process of promoting a company's product by an affiliate and
getting a commission for it [5].

Product bundling Sale of two products from different companies (or one) that are
sold together (as one whole) at the same price [6].

Co-marketing Consolidation of similar organizations that operate in the same
industry to expand their target audiences [7].

Co-branding Marketing method, which involves pooling the resources and

marketing capabilities of two brands to create a product and
promote it [8].

Cross-promotion The process of joint marketing activities of at least two partner
companies that will benefit all participants [9].

Cross selling Method of using partner sales system [3].

Joint sponsorship Participation of two (or more) partners in financing any marketing

(in marketing) project.

Source: created by author

The concepts are in the hierarchy are relative to the width of the selection of
processes that they include (see fig.1.1). Affiliate marketing is not part of the cross-
marketing processes, and is a completely separate type of marketing, because the
mutual benefit is based on monetary reward for the promotion of the object.

As seen in the figure 1.1, the main components of cross-marketing are co-
marketing and co-branding. To understand which of these phenomena is more suitable
for the concept of a tour operator, needed to be clear what exactly these phenomena

mean.
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Fig.1.1. System of partnership marketing

Source: created by author

Co-marketing is the process of simultaneous development of several companies,
where they work together to promote a product or content, and then share the results.
This is mainly done by companies that want to attract new customers or present a new
product to the audience [10].

Co-marketing creates less connection between partners, as the main goal of this
partnership is a good advertising campaign. Therefore, during this interaction, there is
basically an exchange of resources, which does not include any specific general
activity. Another limitation of co-marketing is due to the fact that one of the
conditions of the strategy is that the partner with whom the company can cooperate
must belong to a similar, or better to the same, industry, but the company must not be
competitors [11].

The main conclusion is that co-marketing processes doesn't involve creation of
mutual product, that is not very suitable for tourism business, because almost all
partnership’s main goal in tourism is creating a join product. The next disadvantage is

that co-marketing limits possible interesting partnerships, as it includes cooperation
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with companies only with the same purpose and with a similar business area.

Co-branding is a long-term brand partnership that involves developing and
promoting a join product or brand [12]. A brand's usage of this type of strategy is
becoming increasingly popular as a company can capitalize on existing brand equity,
thereby lowering the cost of promotional activities and reducing risks [13].

Also, participation in co-branding events can generate even greater customer
confidence in the company [14]. This is because consumers' perception of the partner's
brand is automatically transferred to the company. An advertising campaign jointly of
two or more brands is based on the target audiences of these companies. Accordingly,
it helps to increase advertising reach and to introduce customers to new companies
[15]. If consumers trust one already familiar company, then this trust will carry over to
the brand of other partners.

Therefore co-branding can be called advertising partnership which key of
success 1s to find a common value that will be of interesting to the target audiences of
partners [16].

But there are some requirements for companies that want to cooperate, which
are also the rules for creating effective co-branding collaboration:

1. Independence of partners who use the concept of co-branding before and after
creating a product (brand)

2. Companies must purposefully implement a co-branding strategy.

3. Collaboration must be visible to customers.

4. The joint product must be combined with two (or more) partner companies
simultaneously [12].

The concept of co-branding is based on improving brand performance, but this
can happen in different ways. One of the ways is to improve the image and reputation
by using the competencies of partner brands, which results in the transfer of reputation
to the brand of the common product, and then to the brands of the partners themselves.
A company alone often cannot achieve such results, since in this case there is a
synergy effect from cooperation.

On the other hand, the main goal is precisely the expansion of the offer. Coming
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out of this,Washburn and Leuthesser distinguished four types of co-branding forms:
partnership to create a unique brand (product); uniting companies to create a joint
brand; uniting brands for product integration; or the creation of a common brand that
includes companies with existing products for the joint integration and additional use
of these products [13].

The last type is the most suitable for tourism business, because this common
brand can be a destination. United brands that decided to cooperate for creating or
improving of brand of destination are companies that will be involved in tourism
cluster. Also, on the other hand, if a travel company wants to promote itself, it can use
the destination brand if its brand is strong (well known) [17].

Clear that companies that use the concept of cross-marketing often later merge
into clusters. Yvone Koppen states that cross-marketing in tourism initially developed
from marketing associations, which included state, regional and national organizations
unions. As the impact of the tourism industry on other industries is constantly
growing, today cross-marketing is a common tool between the tourism industry and
consumer goods [1].

For better understanding a mechanism of cross-marketing, it should be
understandable what the term cluster means. Porter has defined the term cluster as
«Geographically interconnected companies that also include specialized suppliers,
service providers, related industries, and associeted institutions (standards and trade
associations, universities) that compete in some industries, but at the same time
cooperate» (fig.1.2). The classical approach to clusters in tourism is based on Porter's
theory of clusters. Benny defines the phenomenon of tourism cluster based on
cooperation between agents: «Tourism cluster - attractions that are grouped within a
geographical area where there is high quality equipment, services and which is
characterized by socio-political cohesion, the relationship between associative culture
and a productive chain, good management in the company's networks, which provides

competitive strategic advantages» [18].



Firm strategy,
structure and rivalry

Change N
_____ A \\
DK LeN V0 y
1 N AN, T I\NXNT )T AT Y N
1 N B, o PP
v * RS RN Demand
o, . \ N .t
Factor conditions [~ ST conditions
\\
AN A
N 1
1
- .
-~_| :
Y e L *
R\ A 4 “ G .
overnmen
Related and Z

supporting industries

Fig.1.2. Porter Diamond Model
Source: created by author on the base [18]

As written in the work «Development of the tourism cluster» the tourist cluster
consists of the following participants: the public sector (public organizations, state and
local authorities), a production sector and sale sector of a tourism product, which
includes subjects of tourist activity (tour operators, travel agents, excursions bureau,
health resorts, hotels and restaurants, transport organizations etc.) providing sector that
includes cluster and destination management systems; ancillary sector (research
institutes, educational institutions, labor exchanges, financial, legal institutions, etc.).
The scheme of cluster members is shown in the Figure 1.3 [19].

There are many organizations in the world that support the development of
tourism clusters. Under the Competitiveness and Innovation Program of the European
Cluster Skills Initiative (ECEI), the Commission began its work in 2009 as part of the
EU's efforts to increase the number of world-class clusters as part of strengthening
cluster excellence. The European Secretariat for Cluster Analysis (ESCA) was set up
to provide practical advice to cluster management organizations, which helps to
enhance the experience of cluster management by comparatively assessing and

labeling the quality of clusters and cluster management organizations [20].
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Fig.1.3. Participants of tourist cluster

Source: created by author on the base [19]

There is also «European observatory for clusters and industrial change» which
includes «European cluster expert group» and «European cluster policy forum». The
organization provides policy support to existing or emerging cluster initiatives at the
regional and national level [21]. Jamala and Getza identified what is crucial for the
successful development of cooperation in tourism, namely the understanding of
stakeholders their dependence on each other, the cognizance that each will receive
bonuses from cooperation, joint ownership of the strategic plan controlled by the
reference group [22].

Consideration of tourism as an integrated system within a particular
geographical area the first thing that comes to mind is the concept of destinations [23].
The destination is considered by scientists as a touristplace, as well as a tourist
product. According to Keller, the service package is very hard to separate from the
geographical location, so the destination and travel package are integral concepts [1].

Therefore, it is beneficial for the tour operator to cooperate not only with a
strong brand of the destination in order to transfer its brand associations to the

company s brand, but also it is profitably for tour operator to cooperate using a cross-
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marketing strategy with other members of cluster in order to develop and promote the
destination with which the tourism product is associated.It is also important to
understand that any partnership in the tourism business leads to the unification of
enterprises into a tourism cluster, and then to the emergence of a destination.

It is also obvious that the concept of cross-marketing is impossible without effective
partnerships.

In the work "Cooperation patterns in the tourism business: the case of Poland "is
claimed that cooperation has a very strong impact on the tourism business, as this area
is dominated by small and medium-sized enterprises [24]. These companies often do
not have large financial resources, so marketing campaigns are often too expensive for
them. Therefore, the overall marketing strategy often becomes a solution for tourism
enterprises.

Therefore, the company must know how to find a suitable partner and how to
form a strategy for their cooperation.There are specific features for implementing the
cross-marketing concept for a tour operator. The partner with whom the tour operator
plans to cooperate must be a company that is associated with a tourism product
provided by the travel company. Most often, these are members of the tourist
destination cluster with which the tour operator is associated. In order not to be
mistaken when choosing a partner for a travel company, it is worth looking at the
requirements for a partner given in the table 1.2.

Table 1.2

Requirements for a partner in cross-marketing conception

Partner Description
requirements

Committed to the idea | The partners have the same vision of their cooperation, and the goals
they want to achieve. The goals do not have to be the same, the main
thing is that cooperation will benefit all partners.

Autonomy Partners should be independent both before the creation of partnerships
and during cooperation. Everyone has their own unique resources that
they share during the implementation of the project.

Swap Partners are interested in helping each other, because only with this
condition it will be possible to achieve synergy. They share information,
experience, resources, everything that is necessary to achieve their goal.
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Continuation of Table 1.2

Partner Description

requirements

Integration Companies build strong bonds and contract them.

Honesty Honesty in establishing partnerships is the most important thing,
because often companies that belong to the same cluster remain
competitors. Therefore, cooperation should be based on honest motives.

Source: created by author on the base [25]

If the company is ready to fulfill these requirements, cooperation with it should
bring maximum benefit. But, before starting cooperation, the company must answer
three questions:

e For what purpose do we need this cooperation?
o How will we benefit from this?
e What are the benefits of a partner in cooperation with us? [26]

Further, the tour operator must know the sequence of establishing partnerships
with the company. The company's way towards establishing tourism partnerships is

illustrated in the figure 1.4.

Goal setting
Structuring

Result

Fig.1.4. Way of tour operator to establish a partnership
Source. created by author on the base [25]

Goals setting involves partner search and selection, negotiating the context of
collaboration and determining interdependencies, setting goals and rules. Structuring
consists of the processes of implementing changes in the regulatory framework of
partner enterprises, such as signing a cooperation contract, formal approval of
common goals and rules [25].

Also, the agreement must include all the details of marketing cooperation, for

example, the conditions for placing the logo, details of the ownership rights to the
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general product, the topic of the marketing campaign, and more. Sometimes
businesses do not consider it necessary to sign a contract, but this must be done to
avoid risk. But despite this, it is worth entering into a partnership only with a reliable
company [27].

During the stage of obtaining results, a certain project is completed, a product is
provided to customers, the results of cooperation are evaluated. In this stage
companies also decide on their further cooperation [25].

How it works in practice is well illustrated by the process of signing a
cooperation agreement between a tour operator and a hotel (hostel, etc.) After all the
conditions are approved, the companies make a decision and sign a contract. Before
concluding a partnership contract, you need to clarify some points, for example: the
number of rooms (beds) that the tour operator will book; at what price per room, and
how the price will change in relation to external factors; payment terms and so on [28].
Then the companies analyze the results of cooperation, pay attention to the partner's
compliance with the terms of the contract and make decisions about cooperation in the
future.

Also, an interesting advice for a travel company in search of effective
cooperation is to leave the comfort zone. Atypical partnerships can bring unexpected
results and help a company achieve the desired results [29]. Cooperation with a hotel
for a tour operator is nothing new, but cooperation with companies from other
business areas can lead to very interesting results.

To summarize, the main building blocks of cross-marketing concepts for a tour
operator are co-branding and partnerships. An important discovery is that co-branding

includes the part visible to customers, and the partnership invisible to them.

1.2. World practice of cross-marketing implementation in tourism

company

As previously analyzed, the use of a cross-marketing concept by a tour operator

always leads to the unification of partner companies into a tourist cluster, which, in
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turn, is located in one or several destinations. The participation of tourism enterprises
in clusters is a common practice for European countries. In 2014, a study of tourism
clusters was conducted by using the Amadeus database. During this research,
scientists examined the countries belonging to the EU-15, the results can be seen in the

table 1.3 [30].

Table 1.3
Degree of clustering by country
Country Tourist Number of | Tourist enterprises | %  of  tourist
enterprises | tourist in clusters enterprises in
clusters clusters
United Kingdom 46,147 177 42,428 91,9
Spain 28,814 107 22,207 78,5
Germany 20,663 86 13,125 63,5
Austria 13,894 63 8,771 63,1
Italy 39,272 152 24,069 61,3
France 27,884 111 16,967 60,8
Sweden 9,975 36 6,015 60,3
Greece 4,162 15 2,441 58,6
Netherlands 15,308 67 8,625 56,3
Belgium 8,278 30 4,143 50,0
Portugal 5,326 14 2,631 49,4
Finland 4,937 18 2,290 46,4
Ireland 1,220 2 542 44,4
Denmark 3,172 5 969 30,5
Luxembourg 335 0 0 0,0
EU-15 (total sum) 229,387 883* 155,623* 67,8*

*Some clusters are counted twice, because part of them is shared between
countries.

Source: created by author on the base [30]

According to the data which are specified in the work «Tourist Clusters,
Destinations and Competitiveness: Theoretical issues and empirical evidencesy (table
1.4), there were 863 tourist clusters in EU-15. During the study, only objects
belonging to the tourism industry, such as accommodation and travel companies, were
analyzed. Also, according to the results, tourism enterprises occupied more than half
of all enterprises in the cluster, namely — 67,8% [30].

There are an extraordinary number of tourist destinations in the world that have

formed successful and efficient tourist clusters. Good examples are North
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Queenslandand The Napa Valley located in the north San Francisco. Factors that
leaded these destinations to success are listed in the table below.
Table 1.4

Examples of clusters

Location of a Factors of success
cluster

NorthQueensland | - In the first years of development, due to the small number of participants,
trust-based relationships were formed between the companies

- Frequent informal contacts, formation of strategic alliances.

- The vision of the destination, the strategy of tourism development were
formed, which was supported by all participants

- The motive of unification due to crisis conditions.

- Relationships based on both cooperation and competition.

San Francisco - Awareness that it is necessary to strive for all participants to work at
approximately the same level

- A common vision of development, which was supported by many operators
- High degree of specialization, strong regional brand

- Introduction of the newest technologies

- Cooperation with universities and schools, interest in research and education
- Formation of relationships with complementary industries

Source: created by author on the base [23]

It is important to add that regional promotion agencies have strongly influenced
the formation of the cluster in North Queensland. The first step was that The Far North
Queensland Promotion Bureau, which then operated as the region's general economic
development council, became a tourism-oriented organization due to the rapid
development of the tourism industry. It now operates as the Tropical North
Queensland Tourist Board and is 95 percent made up of tour operators [23].

As mentioned earlier, the cross-marketing concept for a tour operator includes
two phenomena: co-branding and partnership. The use of co-branding techniques is
widespread throughout the world, with branding leaders demonstrating inventive ways
to use them. Brands such as Louis Vuitton, BMW, Airbnb and others set an example
of how by using the resources of several companies, you can create a completely
unique product that will become a marketing campaign profitable for all participants

(see table 1.5).
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Table 1.5

Examples of co-branding cooperation in travel industry

Name of the
companies

Joint product

Description

Louis Vuitton&
BMW

Louis Vuitton has
created an
exclusive set of
suitcases and bags
that fit perfectly
into the luggage
compartment of
the new BMW i8.

Outwardly, this is cooperation of completely different
companies, but they have common values. Louis Vuitton
makes a line of luggage bags, BMW produce cars that
make them part of the travel industry, companies focus on
upper-middle-income customers and both brands are well
known. Also, the Louis Vuitton product itself was suitable
not only for the size of the car, but also for the design
under the image of the BMW brand.

Airbnb&Flipboard | Trips service, Airbnb is the creator of an application for booking
which allows the | accommodation for tourists from real people (owners), and
tourist to contact | Flipboard is a news aggregator that selects themed content
the owner of the | for users. Their joint product allows them to book
apartment experiences while traveling, helping them find hosts with
regarding their the same interests.
common interests

Spotify&Uber «Soundtrack for | A music listening app and a car calling service have

your trip»

created a common offer for users. While waiting for the
car, the client can use Spotify to choose the music for the
future trip. This partnership of the company brings more
value to customers and drives application usage.

Source: created by author on the base [31]

One of the keys to the success of cooperation described higher is to increase the

value of your product expense supplement his partner product. Companies can also

supplement the cooperation with the provision of discounts on partner services or

access to them for a while [32].

The Flipboard collaboration for Airbnb has led to amazing results. This

marketing campaign brought about 440,000 Flipboard viewers to Airbnb, generating

38,000 visits to the company's website (9% CTR of the total). The basis for further

cooperation between the companies also became the increase in the number of Airbnb

subscribers on the Flipboard platform from zero to 29 thousand [33].

Airbnb was also involved in another interesting collaboration. This time it was

Sweden, which included promoting the country as a destination. This was done with

the help of the company's community [34].

The fact that partnership in the sphere of marketing campaigns are popular can
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be proved by the data provided by modern research. Partnerize (a platform for
companies that are planning partnerships) [35] conducted research in 2018 to obtain
data on companies' usage of partner strategies. The vast majority of the surveyed
enterprises at that time have been already involved in affiliate programs (including
affiliate Internet marketing), and a small number of those who has not involved yet
planned to introduce these concepts in the coming year.

The data they received: 54% of enterprises showed that 20% of the company's
revenue was the result of cooperation with partners; also, more than half stated that the
number of acquired customers and the profit from the partnership was increased
comparing to last year (2017). The highest percentage of companies indicated that
partnerships and joint marketing campaigns rank high or very high in the priority of

their activities, see figure 1.5 [36].

B Companies that ranked
partnership on high or
very high priority

B Other companies

Fig.1.5. Results of Partnerize survey
Source: created by author on the base [36]

It was also investigated that about 34% of leading companies have more than 50
partner brands (maximum number of brands is 99). The priority of 27% of these
companies was to find new brands for cooperation, 23% planned to improve and
strengthen partnerships that they already have. HubSpot also claims that brand
partnership content in 2020 attracts customers the most in social media [36].

Tourism partnerships are also common practice. Basically, the main goal of
partnerships in the tourism business is to promote and develop certain destinations.

Such cooperation brings great profit to destinations, attracts a large number of new



tourists, which positively affects the activities of the companies that belong to these

clusters (table 1.6).

Table 1.6
World examples of tourism partnership
Name of a Partners Type of Objectives Results
project partnersip
Sustaining a MeetingPlace Organization Product MeetingPlace
mature Wonderful network development and Wonderful
partnership, Copenhagen; improvement; Copenhagen
Denmark Wonderful Improving the gathered 65 to
Copenhagen; image of the 70 of the most
65-70 of largest destination; important MICE
private-sector Improving stakeholders in
stakeholders in marketing Copenhagen and
MICE network efficiency; create a viable,
Improving market | vibrant partnership.
coverage;
Repositioning | Tourism Co-branding Improving 16.5 million
a destination Authority of marketing reach; international
through a Thailand; Usage of visitors over a two-
themed Various marketing year campaign
marketing government programs; period with a
campaign: departments; Coordinated steady increase
Amazing Private sector planning visit after that
Thailand
Expanding an | Thompson Strategic Product The Autumn
established Okanagan Alliance development, Festival has
partnership: Tourism enhancement and increased the
Wine and Association; preservation of number of visitors
cultural British Columbia resources; by 97,000 in 7
tourism in the | Wine Institute; Setting quality years.
Thompson Private sector standards; Event revenues and
Okanagan, participants Improving market | wine sales
Canada including coverage and reach | increased by $ 1.3
wineries, hotels, million.
and tour
operators, and
Sponsors.

Source: created by author on the base [37]

Other partnership ideas for a tour operator include cooperation with: an
influencer (journalist, blogger, photographer), local DMOs (Destination marketing
organizations), local businesses that can participate in the formation of a tourism

product (restaurants, museums) and also with other tour operators [38].
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For example, a partnership with an online travel agency can bring great profit,
since these companies are experts in digital marketing, have a lot of information
resources, which makes them leaders in search rankings. Partnership with another tour
operator allows you to exchange information about common travel products
(destinations), as well as use each other's distribution systems [39]. The cross-
marketing system allows the tour operator to expand partnerships not only in the
tourism industry, but also in other areas of business. It can also turn a company's
competitors into partners. The main requirement of cooperation is the common goals

and values of partners and compliance with the rules of the cross-marketing system.

Conclusions to the part 1

Cross-marketing is a very broad concept that includes many phenomena and
tools. To implement the concept of this type of marketing, an enterprise definitely
needs a partner, cooperation with whom will bring the enterprise maximum benefit.
During cooperation, companies share their resources and make efforts to promote each
other's products, or one common product.

Cross marketing is in a system of similar definitions, the broadest of which is
partnership marketing.The main parts of cross-marketing are co-marketing and co-
branding. Co-branding is more suitable for introduction into the tour operator's system,
as it leads to the promotion of a common product, which is a tourist destination.Also,
if the destination brand is strong, then the tour operator can use it to promote it's
company.There are certain requirements and rules that must be followed to achieve a
successful co-branding strategy implementation.

It is important to understand that any partnership in tourism leads to the creation
of a cluster, which then forms a destination. All companies within the cluster are
interconnected, so it is beneficial for companies to cooperate in order to achieve
synergy. It is very beneficial for a tour operator to participate in the development of a
destination, because the tourist product is directly related to the destination, where the

company directs tourists.
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In addition to co-branding, the main component of cross-marketing is
partnership. A travel company that plans to implement it in their enterprise must know
how to find the right partner, cooperation with which will bring maximum benefit. The
most important thing is that the partner is even with you, because often members of
the tourism cluster are competitors. When the company has found a partner, it has to
agree with this enterprise their common goals and other aspects of future
cooperation.After the implementation of a common project, it is important to analyze
the results and decide whether the companies should cooperate further.

For Europe, the participation of tourism enterprises in destination clusters is a
common practice. Tourism enterprises occupied more than half of all enterprises in the
cluster. Well-established relationships between cluster partners lead to a common
benefit and successful promotion of the destination, an example of which can be
NorthQueensland, San Franciscoand others. A successful example of cooperation be
using the concept of co-branding can be companies such asLouis Vuitton and BMW,
Airbnb and Flipboard and others. By using their resources theycreated a completely
unique product that became a marketing campaign profitable for all participants.
Therefore, we can conclude that the introduction of the concept of cross-marketing

will create a positive effect on the tourism operator activity.
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PART 2
ELEMENTS OF CROSS-MARKETING IN TOUR OPERATOR «STAR
MICE» ACTIVITY

2.1. Characteristic of «SSTAR MICE» management system

The tour operator of business tourism (MICE tourism) «STAR MICE» was
founded on July 2, 2012. In August of the same year, the first order was placed. The
order was a travel package. From September 2012 (ie 2 months after registration) the
company was already break-even and went to operating income. From 2013 began the
first successes of the company, but the political and economic crisis in the country has
suspended growth. The company began to make a steady profit, without growth. In
2015, cooperation was started with International Programs and Charitable
Organizations, Donors, Embassies, and the Government, which caused the company's
growth. The organizational and legal form of the enterprise is a limited liability
company.

Mission of «STAR MICE» is to make a profit by providing high-quality, highly
professional services, thereby satisfying the various needs of its customers and selling
the company's tourism product.

The main tasks of the tour operator were determined as follows:

- provision of quality services and their constant improvement through the
constant development of the tour operator and the improvement of the qualifications
and competence of employees

- qualified support and advice to clients on organizational issues, transport
issues, visa services, security and insurance issues

- expanding the client base, entering new markets

- maintaining the company's image

- increase customer loyalty, turn customers into regular

- constant increase in sales

The company provides services to two types of clients: corporate and individual.
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The number of corporate clients far exceeds the number of individual clients. Tour

operator services for individual clients include:

. Organization of tours in Ukraine and abroad, including sea, mountain, ski

holidays, cruises;

. Organization of transport services and support;
. Hotel booking services;

. Visa support services;

. Organization of excursion services;

For corporate clients the company organizes:

. Organization of business meetings,
. Conferences,

. Events

. Incentive tours [40].

The company currently has 5 employees. If necessary, the tour operator uses the

involvement of freelance employees. For example, when organizing large-scale

events, etc. The administration of the enterprise includes two positions, namely the

director and the accountant. The sales department consists of two tourism service

managers and a marketer. The staff list is given in Appendix B. According to the

information hierarchy can be represented in the form of enterprise organizational

structure (fig.2.1).

Director

Sales department

Accountant

Tour manager

Marketer

Fig.2.1. Organization structure of «<STAR MICE»

Source: created by author
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The director of the company is responsible for the distribution of requests from
customers among managers, delegation of tenders, development and maintenance of
contracts with customers / suppliers, analysis of activities, etc. The responsibilities of
an accountant include bookkeeping, reporting, payment of bills, monitoring the
availability of documentation, etc.

Tourist service manager — submission and winning of tenders, execution of
direct orders from clients, attraction of new clients. Timely closing of events, transfer
of documents to customers and timely receipt of documents from suppliers, etc. The
marketer 1is responsible for maintaining social networks (Facebook, tick-tock,
Instagram), planning and compliance with marketing goals. Responsibilities also
include work with the team — the organization of leisure for the cohesion of
employees, etc.

The main freelance workers for holding events are the event manager and event
manager assistant. Their role and responsibilities can be seen in the table 2.1. The rest
of the event workers are part of a group called «executersy. This group includes
technical staff, interpreter and support staff.

Technical staff should provide setup and maintenance of technical part of the
event (provision, installation and handling of the equipment for the event, fixing any
issue related to the equipment that may come up during event and others). An
interpreter's function is to translate and facilitate communication in the context with
quality interpretation in anti-corruption topics. Support staff role is supporting and
assisting in all supplementary services.

The relationship between the manager and employees of «STAR MICE» is
based on absolute trust and mutual assistance. «<STAR MICE» has a well-developed
corporate culture. Every employee is salient for enterprise. Every opinion, statement
about the improvement of work or working conditions is always heard by the manager
and taken into account in the further work of the company. Each manager acts as a
separate unit and is responsible for the decisions made. If an employee has questions

or problems, he / she can turn to management to resolve them.
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Table 2.1
Responsibilities of event manager and event manager assistant
Job title Role Responsibilities
Event manager The full cycle event e cooperation and contact with the Client
management. and the anti-corruption institutions

event planning and arrangement according
to the client’s requirements and
expectations

assigning tasks to project team members
budgeting the event

booking event services; arranging all
supplementary services (by request)
supporting during the event

schedule services with partners and
briefing

event team before the event

controlling event execution

event reporting and compliances
providing regular updates to upper
management

Event manager
assistant

Administrative and
logistic support to the
event

manager

cooperation and contact with the Partners
and support staff

communication with participants
concerning the registration and logistic
questions ( if necessary)

operating with expenses documentation
for accountant

supporting the event manager in all
supplementary services; select locations
according to the request; a menu formation
with catering service, the participants
registration, i.e.

documents and materials delivery
providing regular updates to upper
management

Source: created by author

The situation (issues) will be always discussed, after which conclusions and

corrections will be made for the future. «STAR MICE)» always encourages employees

to attend various trainings / conferences / lectures for professional growth.

«Each of the employees is its «creator» and plays an important role, which in

turn forms a living, multifunctional and harmonious organism», — said the company's

director.
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The company's values include:

1. Excellent event service (the main slogan of the company).

2. Decency and honesty (which directly affects the company's reputation).

3. Development (both the company as a whole and each employee personally).

4. To be passionate and dedicated to the work.

5. Teamwork.

The main slogan of «STAR MICE» is achieved through the competence and
professionalism of each employee. Each of the employees does everything possible to
ensure that the customer is satisfied and feels a great service. Also important is the
ability of employees that help them in their work is understanding the needs of the
client and the ability to forecaste them in advance.

For their activity «STAR MICE» uses the 1C program for financial accounting
of the order (income and expense part, document circulation), the Trello site for time
management and the remote virtual server of the company for simultaneous access of
users to all materials of the company. The company does not use special computer
programs and equipment for marketing activities.

The creation and implementation of a tourist product (event) consists of four
stages. These are the classic stages of projects: Plan, Do, Check and Act (see fig.2.2).
Planning stage consist of creating a plan with schedules, tasks, resources and budget.
«Do» means start implementing the event project plan.

In the stage of «check» employees must be sure that the execution is in line with
the event project plan. The final stage is «Act», that is mean that the event project goal
must be reached and all the documents and reports have to be compiled. The last stage
is mostly done by administration department.

The cost of services is formed from the cost of the event budget. Tour a wide
range of services, as workers carry out all the organizational aspects of the event. The
cost of each service is added to the total estimate, from which the tour operator's
commission is deducted. The company's profit percentage ranges from 7% to 12% of

the total budget of the event.
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Plan || Do
> {F
Check | <7 Act

Fig.2.2. The full cycle of tourism product

Source: created by author

As you know earlier, the tour operator «STAR MICE» organizes trips to
Ukraine and abroad. In total, the number of foreign destinations for the three analyzed
years 1s 24 countries. Most countries are not mass travel destinations. The countries to

which tourists most often go are in the top destinations of tour operator (fig.2.3).

100
90 A
80 -
70 A
60 -
50 A

91
83
43 40

40 -

30 -

20 -

10
o s 8 8

Turkey Poland Egypt Italy Denmark  Tunisia USA

Fig.2.3. Top destinations of tour operator «STAR MICE»

Source: created by author

The clearest reflection of the company's activities are financial performance
indicators. Their analysis will help to understand how profitable the company is, what

it spends the most money on, and etc.. The table 2.2 shows the dynamics of financial
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indicators and economic activity within tour operator «<STAR MICE» for 2017-2019

years (Appendix C).

Table 2.2

Dynamics of financial indicators and economic activity within

tour operator «STAR MICE» for 2017-2019, thousand UAH

Year Growth rates, %
Indexes 2017to
2017 2018 2019 2018 2018to 2019

Net income from sales of
products (goods, works, 3929,3 4180,5 4 496,1 6,4 7.5
services)
Other operating income 63,2 136,6 145,8 116,1 6,7
Total income 3992.5 4317,1 4 648,2 8,1 7,6
Other income - - 6,3 - 100,0
Other operating expenses 1 066,0 1778,4 2 646,2 66,8 48,8
Other expenses 42,2 65,7 - 55,7 -
Total costs 1 108,2 1 844,1 2 646,2 66,4 43,5
Financial result before tax 2 884,3 2473,0 2 002,0 -14,2 -19,0
Income tax - - - - -
Net profit (loss) 2 884,3 2473,0 2002,0 -14,2 -19,0

Source: created by author

As can be seen from the table, net income from sales of products has a positive

trend. From 2017 to 2018, net income increased by 6.4%, and from 2018 to 2019 by

7.5%, namely by 315 thousand hryvnias. Other operating income on the contrary, has

a negative trend, as it first increased by 116.1%, and then the figure decreased to 6.7%.

It also affected the fact that the total income decreased over three years by 655.7

thousand hryvnias, the growth rates from 2017 to 2018 is 8.1%, and from 2018 to

2019 is 7.6%. On the plus side, there is appearance of other income that came in 2019.

There is a clear increase in other operating expenses in the dynamics over three

years, which increased from 2017 to 2018 by 66.8%, and from 2018 to 2019 by
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48.8%. It 1s because of the increase in costs that net income decreased. From 2017 to
2018, net profit decreased by 14.2%, and from 2018 to 2019 by 19%.
Table 2.3
Number of sold tourist vouchers for 2017-2019 of «<STAR MICE»

Year Growth rates, %
Indexes 2017to
2017 2018 2019 2018to 2019
2018
Realized tourist vouchers -
40 465 18 1062,5 -96,1
total
Including:
e directly to the 40 465 18 1062,5 -96,1
population
e citizens of Ukraine
to travel within - 411 1 100 -99.8
Ukraine
e citizens of Ukraine
40 54 17 35 -68,5
for travel abroad

Source: created by author

It is also important to analyze the change of sold tourist vouchers (table 2.3)
(Appendix D). Interesting is the sharp increase from 2017 to 2018 by 1062.5%, which
1s then replaced by a negative trend, namely a decrease of 96.1%. In 2017, all tourists
chose to travel abroad. In 2018, the number of foreign tourists was only 13% of all
travelers. In 2019, the vast majority of tourists traveled abroad again. It can be
concluded that the sharp increase in tourist vouchers sold in 2018 was caused by an
increase in demand for domestic tourism.

The situation is slightly different with the number of tourists served (table 2.4)
(Appendix D). From 2017 to 2018, the number of tourists increased by 145.3%, and
from 2018 to 2019 decreased by 84.7%. In 2017, about half of all tourists were
traveling to Ukraine. In 2018, a little more than half of tourists traveled abroad, and in

2019 their number was the vast majority.
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Table 2.4
Number of sold tourists served for 2017-2019 of «<STAR MICE»

Year Growth rates, %
Indexes 2017to
2017 2018 2019 2018to 2019
2018
Number of tourists served, 128 314 48 1453 34
total number
Including:
e citizens of Ukraine
45 119 2 164,4 -98,3
to travel within
Ukraine
e citizens of Ukraine
83 195 46 1349 -76,4
for travel abroad

Source: created by author

It can be concluded that «<STAR MICE» is profitable, but due to excessive costs,
the net profit is gradually declining. This means that the company should reconsider
the rationality of its own costs, or take measures to increase the possibility of
obtaining more income. That measure could be for the enterprise implementation of
cross-marketing on the base tour operator.

Also, it was found that the tour operator does not serve foreign nationals.
Although in 2017 and 2019 the number of tourists traveling abroad is the absolute
majority, but in 2018 the largest number of sold vouchers was found, which was
caused by the sharp increase in domestic tourists. Therefore, the tour operator has
prospects for the development of domestic tourism.

According to the balance sheet, the company's assets have a negative trend
(table 2.5) (Appendix C). From 2017 to 2018, equity increased by 110.1%, and from
2018 to 2019 by 20.8%.



36

Table 2.5

The dynamics of assets in tour operator «STAR MICE» for 2017-2019,

thousand UAH
Year Growth rates, %
Indexes 2017to 2018to
2017 2018 2019
2018 2019
Equity 2205,2 4632.4 5596,2 110,1 20,8
Non-current assets 359,9 680,4 606,7 89,1 -10,7
Current assets 24519 4621,7 54649 88.5 18,2

Source: created by author

Non-current assets from 2018 to 2019 decreased by 10.7%. Current assets as

well as equity are growing at a slower pace. A deeper analysis can be made based on

the results of changes in the indixes, namely Returns of assets and Return on sales.

Table 2.6

The dynamics of indixes Returns of assets and Return on sales

Year Growth rates, %
Indexes 2017to 2018to
2017 2018 2019
2018 2019
Returns  of  assets
57,4 24,8 17,1 -56,8 -31,0
(ROA)
Return on sales 73,4 59,2 44.5 -19,3 -24.8
Source: created by author
*Formula for ROA index calculation [41]:
Net profit (loss)
ROA = f * 100% (2.1)

Average assets
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*Formula for Return on sales index calculation [42]:

_ Net profit(loss)

ROS
Revenue

% 100% (2.2)

As can be seen from the table 2.6, the change in indices is negative. From 2017
to 2018, the ROA index decreased by 56.8%, and from 2018 to 2019 by 31%. Rate of
this index indicates the effectiveness of the resources used, ie the percentage of profit
received from company's used assets [41].

As can be seen from the table, the change in indices is negative. From 2017 to
2018, the ROA index decreased by 56.8%, and from 2018 to 2019 by 31%. Rate of
this index indicates the effectiveness of the resources used, ie the percentage of profit
received from company's used assets [41].

The fact that the indicator tends to decrease (albeit to a lesser extent) indicates
that resource efficiency is declining and resource costs are not profitable enough. That
is, the costs incurred for the acquisition of resources are not sufficiently recouped by
the enterprise.

This is also confirmed by the negative growth rate of Profitability of sales
(decreases occur to a greater extent than the ROA index). From 2017 to 2018, the rate
of Return on sales decreased by 19.3%, and from 2018 to 2019 by 24.7%. This
indicator shows what percentage of profit is generated by each hryvnia received from
the sale, taking into account all costs. Decreased Return on sales indicates inefficient
cost management, insufficient market position or insufficient value of services, which
does not cover all costs [42]. Thus, it can be concluded that the assets of the enterprise
do not bring sufficient profit, the cost of their acquisition is inefficient, and the income
is insufficient to cover the costs of the enterprise.

One of the effective measures to increase the rate of Return on sales is to
optimize the cost of marketing activities, because they will increase demand for
products (which will increase revenue) [42]. The best solution to this problem, we
consider the introduction of a cross-marketing system on the basis of the enterprise, as

it means the exchange of resources between partner companies and the distribution of
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costs between them for marketing activities. Therefore, for further analysis and
selection of measures to increase demand, it is necessary to analyze the marketing

strategy of the company «STAR MICE».

2.2. Evaluation of marketing strategy effectiveness of «STAR MICE»

Marketing strategy of «STAR MICE» is mainly about promotion of the
company through social networks. The tour operator has profiles in three social
networks: Facebook, Instagram and TikTok. The tour operator tries to develop and
promote all profiles in a stable way. The company does not use network marketing
methods and does not use special software to introduce marketing activities. Mailing is
rarely used. The last time a questionnaire was created on the attitude of customers and
partners to changes in the industry during the pandemic.

Also, the company does not track conversions. Rebranding of the tour
operator's website is planned in the near future. At the moment, «<STAR MICE» does
not place its advertising banners on the websites of other companies, but partner
companies advertise each other through mentions on social networks. Most often,
these are catering companies and locations (hotels).

Each year, the tour operator «<STAR MICE» takes part in the exhibition «Event
Industry Forum» as a member [43]. The company considers it appropriate to
participate in such events to create a culture of industry, share experiences and develop
partnerships within its country and to improve team building. The company also takes
part in the Frankfurt exhibition to develop partnerships abroad [44].

The tour operator «STAR MICE» has a profile on the website linkin This
profile is followed by 42 users. The profile contains basic information about the
company, including a description of services, employees, location and so on. The
profile was last updated 5 years ago [45].

Activity in social networks has changed under the influence of quarantine, due
to the pandemic. In the pre-quarantine period, the company added at least three posts

per week to the profile, now the company adds at least one post per week. The
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establishment of quarantine restrictions also affected the subject of the posts. «<STAR
MICE» also has its own hashtags:#3aiBeHTMO #starmice #starmicepekoMeHIye
#starmiceindopmye #starmiceexodopmar #starmiceopraHizoBye #starmice team.

The Facebook page is developing the fastest and is the most informative. Recent
posts are dedicated to the creative evening of Tatiana Formenko's poetry, the
peculiarities of holding events in the realities of quarantine and reposts from a new
profile in TikTok. The company's marketer posts on this social network at least once a
week, but often several times a week.

The text below the photos is interesting, informative and easy to read. The
photos themselves are of good quality, most often they depict photos from events. It is
clear that the company values its own employees, this can be seen from a selection of
quarantine photos of employees. It is also shown on this social network that «<STAR
MICE» has adapted to quarantine restrictions, as an International Online Conference
with an audience of many thousands was held on September 18.

In this post is also marked a partner of the company @ 2es_online, who helped
with the technical support of the event. It was also reported that the tour operator
«STAR MICE» is gradually getting used to online events of any format, and can fulfill
orders on various topics.

A great advantage of the company is the availability of publications during
quarantine, which are related to interesting advice to subscribers on how to organize
leisure and other useful information during quarantine restrictions [46]. 496 people
have subscribed to this profile (Apendix E).

The Tik Tok profile has only recently appeared since September 16, 2020
(Apendix F). TikTok is one of the fastest growing social networks, which is becoming
increasingly popular. In June 2020, the number of users in this social network was 689
million, which allowed TikTok to take 6th place among the most popular social
networks in the world (5th place went to Instagram - 1.158 million users) [47].

In its profile of this network, the company «STAR MICE» publishes edited and
decorated with music accompanied videos filmed by their employees. The last video

shows a partner of the company «PM Huby», where shown the halls of the event
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location, and at the end of the video name of the institution. So far, TikTok has only 5
subscribers and 36 likes on the tour operator's profile (Apendix F).

Instagram profile of «STAR MICEy» appeared on November 5, 2018. During this
time, the company added 110 photos to the tape and received 314 subscribers
(Apendix G). Instagram is extremely promising for business development and brand
promotion. Among people registered in this social network, 80% make decisions about
buying goods or services through the Instagram network. It is also known that about
50% of Instagram users follow at least one business account [48].

Instagram profile of the company is decorated in a restrained style, in several
basic colors, all photos have good image quality and are compatible with each other.
The text below the photos provides interesting information about work in the field of
business tourism, about events, ecology and so on. Photographs of office interiors also
meet regularly. There are also frequent references to the partners of the tour operator,
such as hotels, catering services, event locations and so on. To better assess the
marketing strategy of the company «STAR MICE», was conducted an analysis of the
dynamics of the average effectiveness of posts on Instagram, compared with
competitors [49].

Table 2.7

Dynamics of average efficiency of Instagram posts of tour operator «STAR

MICE» and competitors 2019-2020 years

Name of the Services Year Growth

company 2019 | 2020 rate

«STAR MICE» e Organization of tours in Ukraine 17,2 | 24,1 40,1
and abroad

e Organization of transport services

and support;

Hotel booking services;

Visa support services;

Organization of excursion services;

Organization of business meetings,

conferences, events, incentive tours
[40].
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Continuation of Table 2.7

Name of the Services Year Growth
company 2019 2020 rate
Shaleniy (event Business events 323,5 | 80,1 -75,2
agency) Private events
Corporate events
Calendar events
Political events
Sports activities [50]
Organization of tours in Ukraine 29,3 17,9 -38.9
and abroad

Hotel booking services;
Organization of business trips
Corporate tours

MICE events

o Air tickets [51]

Source: created by author

(tour operator)

* Formula for calculating the Overall publication efficiency of Instagram posts
[52]:

Number of post likes
OPE = /P

2.3
Number of posts (23)

As can be seen from the table, in general, «<STAR MICE» has the lowest
performance indicators on Instagram (table 2.7). Event agency «Shaleniy» has the
highest rates, namely 323.5 likes in 2019, and 80.1 likes in 2020. The company also
has the largest number of subscribers, namely 8174. High efficiency of publications
indicates that the profile is signed by an active audience that supports the agency
«Shaleniy», despite the fact that the company has the lowest number of publications
among selected competitors (8 publications in 2019, 7 in 2020). The negative point is
the negative trend of decreasing activity compared to 2019, namely a decrease of
75.2% [53].

The «Avialiga» tour operator has slightly higher figures than «STAR MICE».
This company has the largest number of publications for the analyzed period, namely
94 publications in 2019 and 77 in 2020. The number of subscribers is exactly 1000.
But there is also a decrease in the indicator, namely by 38.9% [54].

Despite the fact that most of the indicators of the tour operator «STAR MICE»
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are less than competitors, only this company has a positive dynamics of efficiency of
the public on Instagram. During the analyzed period, 111 new publications appeared in
the profile of «<STAR MICE», and the growth rate of their efficiency increased by
40.1% [49].

Therefore, conclusion is that the consequences of quarantine for this profile of
the company have brought positive results, and the popularity of the account is
gradually growing. Further analysis of the activity of the audience of the tour operator

«STAR MICE» will help to calculate the Engagement Rate (table 2.8).

Table 2.8
Engagement rate indexes analysis in the STAR MICE profile in October
Indexes Post 1 Post 2 Post 3 Post 4 Average
Engagement rate by reach 19,3 14,8 18,5 12,5 16,3
(ERR)
Engagement rate by posts 8,2 5,7 7,6 3,5 6,3
(ER post)

Source: created by author

*Formula for Engagement rate by reach (ERR) and Engagement rate by posts
(ER post) index calculation [55]:

oy Total engagements per post « 100% (2.4)
Reach per post

Total engagements on a post
ER post = R PO+ 100% (2.5)
Total followers

Engagement rate helps determine how many people have interacted with profile
posts. Engagement rate by reach (ERR) calculates the percentage of coverage of the
publication, and Engagement rate by posts from the total number of subscribers. ER by
posts is always less than ERR, because not all subscribers are active [55]. During the
analyzed period, the average value of ERR was 16.3%, and ER by posts 6.3%. This result
is valid for a profile followed by 314 subscribers, but in the future the company should take
marketing measures to promote the profile on Instagram and thus increase brand awareness

[49].
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Thus, it can be concluded that STAR MICE marketing strategies are mainly based
on promotion through social networks. The company also participates in exhibitions and
plans to develop the company's website. We believe that the tour operator «STAR MICE»
should expand the range of marketing activities, using additional opportunities provided by

the concept of cross-marketing.

2.3. Analysis of partnerships of «<STAR MICE» cross-marketing principles.

Tour operator «STAR MICE» has a large partnership system. The company
provides an extremely wide range of services, so the tour operator must have permanent
partners to support their provision. The specificity of the company is that it only organizes
trips and events, directly provide services just partner companies. This means that «<STAR
MICE» has close ties with its partners. Since the beginning of the «STAR MICE» tour
operator's activity, the main partners of the company have been hotels with conference
venues. The director of the company provided information that the company «STAR
MICE» cooperates with almost all hotels in Kyiv where the price is equal to quality. In
2017, the company began working with hubs, which has since become mainstream. About
a year ago, the company discovered for themself a new version of locations for events,
namely open space.

During the execution of the order the company not only provides high quality
services, but also shows the cultural heritage of Ukraine. For example, during a buffet
(especially for foreign customers) tour operator orders an original serving of Ukrainian
dishes from a catering company. Another example of attracting visitors to Ukrainian
culture is holding events in museums and galleries. One such location is the M17
Contemporary Art Center. The main message of the location is to inspire Ukrainian society
and promote Ukrainian culture abroad [56]. The main message of the tour operator is a
combination of culture and business. This is an important basis for the development of
cross-marketing, because one of the concepts of this system is the development and

promotion of the destination, which in this case is Ukraine.
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Also the company's steps that can be attributed to the concepts of cross-marketing is
to take part in the project «Urban Space 500». The main purpose of creating the first public
restaurant in Kiev was the development of the city. Therefore, 80% of the restaurant's profit
will be allocated to the development of the capital [57].

From time to time the company organizes promotional events for its own customers.
«STAR MICE» partners provide their own services free of charge to promote their
partnerships to customers. This type of event can also be attributed to the cross-marketing
system. Among the marketing interactions, we can highlight the mention of partners in
social networks (Appendix H). The description of posts in which the tour operator
advertises its partners is given in the table 2.9. But the partners hardly mention the
company in return.

Table 2.9

Description of posts on the Instagram profile of «SSTAR MICE», in which
mentioned the tour operator's partners

Post date Name of the partner Topics of the post
organization
24.07.2019 Hotel Park Inn Report of STAR MICE on the Successful Meeting of
the Steering Committee of the Project «Support to
Migration and Asylum Management in Ukraine» in the
Conference Hall of the Park Inn Hotel
25.07.2019 Hotel Aloft Kiev Opening of a new conference hall of «Aloft Kiev Hotel»
26.07.2019 Spa hotel ShishkINN Positive feedback about the hotel service.
13.09.2019 Hall for networking Appearance of «Catwork in Kyiv».
18.09.2019 Novotel Krakow City Planning a foreign event at the hotel «Novotel Krakow
West City Westy.
24.09.2019 Hotel Ibis Appearance of a new conference hall at the hotel
«Ibisy.
2.10.2019 Globus Hotel Positive feedback about the hotel's catering.
17.10.2019 Hotel Premier Palace Description of the most expensive hotel room in
Ukraine, located in the hotel «Premier Palace»
1.11.2019 Catering company Box | Positive feedback about the service of the catering
Catering company.
2.12.2019 Event hall Mayachok Feedback on attending the event «Event Decor
Christmas Market 2019»
29.01.2020 Hotel Equides Club Conference Report conducted in «Equides Cluby

Source: created by author
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Therefore, it is for the tour operator «STAR MICE» this type of event is not
particularly profitable, but it is the basis for the development of the concept of cross-
marketing. As can be seen from the table 2.9, the company's main partners are hotels,
event venues and catering companies. The tour operator specifies only a part of its
own partners on social networks.

The company cooperates with other partners to provide effective services. In
addition to the main partners, «<STAR MICE» also has secondary ones, which include
ticket sales services, furniture rental and equipment, insurance and international
organizations.

Partners can also be called regular customers of the company, because they are
interested in the activities of the tour operator to be effective (ie the company's
stakeholders), but the company does not cooperate with them yet.

Therefore, before implementing a system of cross-marketing on the basis of the
enterprise should first analyze the existing partners for their compliance with the
concepts of this system. The table 2.10 provides an analysis of the company's main
partners.

Table 2.10

Analysis of the main partners of «<STAR MICE» for their compliance with

the concepts of cross-marketing

Category

Name of organizations

*Degree
of CVC

**Degree
of
PBCMC

Total

Hotels&
Restaurants

Kyiv

Hotels: InterContinental, Hotel Bratislava,
Redisson Blu, Ukraine Hotel, Ibis, Alfavito,
Redisson Blu, Aloft Kiev, ShishkINN,
Restaurant: Havana

Odessa

Hotel: -cMARISTELLA MARINE
RESIDENCE»

Restaurant:M 1

Lviv: Bank Hotel, hotel Edem

Kharkiv: Kharkiv Hotel

3

3

Technical
support(TS)

Magic Innovations
Zoom
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Continuation of the table

Category Name of of organizations *Degree | **Degree | Total
of CVC | of
PBCMC
Event Kyiv: Kyiv International Convention Center 2 3 5

locations (EL) | Parkovy, Pefect Place, VDNG, Sobi Club,
Event Park; #Bolshoy inlight, PM hub;
«EQUIDES CLUBpY, 1Q businnes center
Lviv - Arena Lviv stadium;

Dnipro - Goodzone

Kharkiv - Metallurg Stadium

Catering Figaro catering 2 3 5
VIP catering
Box catering
La Famiglia catering

Source: created by author

*The degree of common values of companies
** The degree of Potential Benefit of Cross-marketing Cooperation

The value of indicators: 3 — High, 2 — Medium, 1 — Low

In order to evaluate and select from all the company's partners those with whom
the cross-marketing system will be implemented, a degree of common values of
companies was used, which shows how much the values (the basic principle of
operation) coincide. For example, the main value of the hotel and restaurants is the
service of tourists, as well as the tour operator, so the hotel gets the maximum score
and so on. Degree of Potential Benefit of Cross-marketing Cooperation shows an
assessment of the potential effectiveness of implementing cross-marketing concepts in
this system of partnerships. For example, joint participation in marketing activities,
deeper integration of services and so on.

The leader in terms of results are hotels and restaurants, due to the greatest
kinship in common values with the company «STAR MICE». In second place are
event locations and catering companies, cooperation with which will also bring the
maximum result to the company. Next in terms of results are technical support
companies, cooperation with which on the basis of cross-marketing will also be
appropriate. The analysis of secondary partners is given in the table 2.11. It is also

advisable to introduce a cross-marketing system in partnerships with international
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organizations. Despite the low Degree of common values of companies, cross-

marketing measures will bring the company a high result.

Table 2.11
Analysis of secondary partners for their compliance with the concepts of

cross-marketing

Category Name of companies Degree | Degree Total
of CVC | of
PBCMC

Ticket sales services | Air tickets: «Delta Travel» 2 1 3

Railway tickets: Ctn.tickets.ua/
Rental of event Rentall.in.ua 1 1 2
equipment and Meblevorot
furniture Kordelia.kiev.ua
Insurance Eurotravelins 2 1 3
International International Organization For 1 3 4
organizations Migration, International Renaissance

Foundation, Danish Ministry of Foreign

Affairs, IREX Europe, NORC

Source: created by author

This type of cooperation with ticket sales and insurance services is unlikely to
bring high results. The introduction of the concept of cross-marketing with the rental
of event equipment and furniture is not recommended. For a clearer visualization of

the position of partners according to the cross-marketing system, see the figure 2.4.

Hotel&Restaurant
EL&Catering
Tickets&Insurance

International
> High

High , 4

CvC

organizations

Low

v

Low

PBCMC

Fig.2.4. Visualization of the position of partners according to the cross-
marketing system

Source: created by author
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Before the introduction of the cross-marketing system on the basis of the
enterprise «STAR MICE» it is necessary to carry out SWOT analysis, which will
summarize the feasibility of its implementation. SWOT analysis of the tour operator

«STAR MICE» is given in the table 2.12.

Table 2.12

SWOT analysis of the tour operator «SSTAR MICE)»
Strengths Weaknesses
High quality services High level of costs
Good relations in the team, developed Narrow marketing strategy
corporate culture Weak marketing interaction with partners
Convenient location Partner only with companies that provide
Great experience customer service
High quality services Negative profit growth rate
Good working conditions Limited marketing budget
A large number of regular customers
Opportunities Threats
Promotion of domestic tourism Restrictions due to the Corona virus pandemic
The growing popularity of business tourism The presence of strong competitors
Possibility to diversify services Economic and political crisis in the country
Availability of foreign partners
Extensive partnership system

Source: created by author

Thus, the company can use its strengths to develop a system of partnerships
with existing partners through a system of cross-marketing. Foreign partners give
«STAR MICE» the opportunity to enter foreign markets. Also, the introduction of a
cross-marketing system will reduce costs, expand marketing strategy, increase
interaction with partners. Successful implementation of the system as a result will help
increase the level of profits. Also, there is a possibility that some competitors of
«STAR MICE» will eventually become partners as well. Therefore, the introduction of

a cross-marketing system will benefit the company.

Conclusions to the part 2

Tour operator «<STAR MICE» has been in the business tourism market for 8

years. During this time, the company has achieved many successes, creating a network
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of regular customers and partners. The main goal of the company is to provide high
quality services. The main customers of the company are corporate and individual
clients. The tour operator provides event organization services (the main type of
services) and the organization of tourist vouchers.

The main team consists of a director, an accountant, a travel manager and a
marketer. If necessary, the tour operator hires outsourcing workers. STAR MICE has a
developed corporate culture, the main value of the company is its employees.

From 2017-2019 year the company net profit decrease. This is considered a high
level of costs, insufficient Returns of assets and Return on sales. The best solution to
this problem, is the introduction of a cross-marketing system on the basis of the
enterprise, as it means the exchange of resources between partner companies and the
distribution of costs between them for marketing activities.

The marketing activities of the tour operator are mainly based on the
development of social networks. «STAR MICE» has three profiles on three social
networks, namely Facebook, Instagram and TikTok. The tour operator's marketer is
actively developing all profiles and actively trying to add new posts to all social
networks.

Compared to competitors, the tour operator «STAR MICE» has the lowest
number of subscribers, but only this company has a positive trend of increasing
average efficiency of Instagram posts. Indicators Engagement rate by reach and
Engagement rate by posts are within the norm, by taking into account the number of
subscribers.

The tour operator has a wide system of partnerships with which it provides
services to customers. In addition to providing high quality services, the tour operator
participates in various events with partners to promote Ukrainian culture. This is the
basis for further development of cross-marketing of the enterprise.

The company communicates most with partners through social networks. The
Instagram profile mentions the profiles of hotels, event locations and catering
companies the most. Partner companies rarely mention «STAR MICE» on social

media.
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According to the analysis of the compliance of partners with the requirements of
cross-marketing, the best result was obtained by hotels and restaurants, followed by
event locations and catering. Cooperation with technical support companies and
international organizations will also be successful. This type of cooperation with ticket
sales and insurance services is unlikely to bring high results. The introduction of the
concept of cross-marketing with the rental of event equipment and furniture is not
recommended.

Also, according to the results of the SWOT analysis of the implementation of a
cross-marketing system on the basis of the company «STAR MICE» will help
strengthen weaknesses and use the company's capabilities. Therefore, it is

recommended to implement the concept of cross-marketing.



51

PART 3
CROSS-MARKETING STRATEGY IMPLEMENTATION FOR «STAR
MICE» TOUR OPERATOR

3.1. Program of implementation of cross-marketing new strategy

«STAR MICE» has a well-established brand and carries out marketing activities
on social networks. But the results of the financial analysis showed that the current
demand for services is not enough to cover costs and increase net income. Therefore,
the company is recommended to implement a system of cross-marketing on the basis
of the enterprise.

The basis of cross-marketing is partnerships. The best and most effective way is
to attract new partners for the company. An important point is that before signing the
contract should be discussed not only the terms of service cooperation, but also
marketing. It is easier to establish the rules of cooperation at once than to change them
in the already established relations.

Due to quarantine restrictions, tour operators are forced on the adaption to the
modern realities of the tourism business. Businesses are trying to reformat their own
services online so as not to lose, and possibly attract new customers. «<STAR MICE»
has found a way out of the situation, namely holding online events. From August to
November this year, the tour operator held hybrid events for its customers.

Hybrid activities in this case mean that some of the event guests are online and
some are offline. Taking into account the limited number of people in one room, these
measures can be considered as a solution. Therefore, almost all companies that deal
with events direct their search for online activities .

The company needs new partners to successfully conduct online events. First of
all, these are programs with the function of holding online conferences. But the
director of the company emphasized that the company «STAR MICE» plans to
implement online event activities using VR-technologies. This requires the

involvement of a VR equipment rental company.
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Also an important component of any event is the organization of catering.
Therefore, within these institutions, a selection of companies with address food
delivery is needed. This will allow to deliver a box with food to each participant,
which will bring the online event closer to the format of oftline events.

The first step in establishing a new partnership is goal setting. The main goal of
this partnership will be to create a joint product of online event events, which will
include a set of all necessary services. This product will be a joint product of co-
branding for these companies.

This stage also includes finding and selecting partners and choosing the context
of the relationship between them. Under the concept of cross-marketing, a simple
exchange of services is not enough to establish a successful partnership, so there must
also be marketing cooperation between the partners. Since this type of service, namely
online events, is a co-branded product, companies must also carry out promotional
activities aimed at promoting the joint product.

This partnership will also be beneficial for future «STAR MICE» partners (see
table 3.1). This cooperation will allow them to get a new permanent partner and to
expand their target audience. For musicians, it will also be a chance to increase their
popularity and the opportunity to perform even during quarantine restrictions.

An 1important clarification will be that the partnership with online
communication programs makes it possible to hold events without interruption and on
a large scale. The free version can often have communication problems, and there are
strong limits on the number of participants. Also, under partnership conditions, most
online communication programs provide a technical support worker to resolve
questions and problems during communication [58].

It is important that the partners also will help «STAR MICE» to fulfill one of its
goals, namely to promote Ukrainian culture. That is why Tarasbulba catering, which
provides delivery services for Ukrainian cuisine, was chosen (Apendix I). Musicians

were also chosen who carry the culture of Ukraine in their work.
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Table 3.1

Potential «<STAR MICE» partners for online events

Category Name of Service Marketing Benefit from
companies cooperation cooperation cooperation
Online Proficonf Use OCP for Advertising on Ability to conduct
communication | (250 partakers) | uninterrupted the site about online events
programs Clickmeeting | online event online event without interruption
(OCP) (5000 events services and for a large
partakers) Technical support number of people at
[58] from the program once
during the event
Correction of
technical failures
VR technical Viaria VR equipment Advertising Introduction of a
equipment Vr-store rental banner on the site | new format of events
Multvr about the event
online
Catering Casualcatering | Address delivery | Mention of the Expansion of
Tarasbulba to participants of | company on catering partner
online events social networks companies, the
ability to at once
establish terms of
cooperation
Online games Pubquiz Organization of Advertising New permanent
Monopoly-one | leisure for banner on the site | partner
participants of the | about the event Expanding the target
online event online audience

during the break

Event host Mamahohotala | Organization of Shooting videos | New permanent
(event agency) | leisure for and photos during | partner
participants of the | the event, posting | Expanding the target
online event material with the | audience
during the break | company's
designation on
social networks
Musicians Cover band Organization of Shooting videos Opportunity to
Uzvar leisure for and photos during | increase popularity
Marina Krut participants of the | the event, posting | New permanent
Music band online event material with the | partner
KAZKA during the break | company's

designation on
social networks

Source: created by author

The next direction in the search for the expansion of the company's services

1S

the search for new locations for events. One of such areas is locations that have a
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history and will help show the culture of Ukraine. The company is most interested in
the restoration of castles that have a rich history and are promising for events.

The closest to this goal is Svirzh Castle. The earliest mention of him dates back
to 1416. The castle needs minimal restoration, compared to most castles in Ukraine. A
significant advantage of the castle is also that the Cabinet of Ministers in 2009 decided
to allow the transfer of the castle on concession terms. So, a private enterprise can
enter into an agreement with the state on a long-term lease of the castle and receive a
profit from it [59].

The director of the enterprise plans to start cooperation with other enterprises
based on the past experience of participation in the Urban Space 500 project. That is,
companies interested in the restoration of the castle will provide $ 1,000 for the
restoration of the castle, and then be able to use it for their own tourist purposes.

This type of partnership is most in line with the concepts of cross-marketing.
Participation in these projects allows you to add to the company's partners its
competitors and achieve goals that the company would not be able to do without
attracting additional resources. Restoration of the castle requires large costs, but if you
divide this amount by the number of companies that will be involved in the project, it
will not be too expensive for the company, but will bring an additional resource to
increase profitability.

The merger of the enterprises before the restoration of the castle will become a
new cluster, which will form a partnership between the enterprises belonging to this
cluster or whose services are related to the location of the castle. This will help to
develop the Lviv region as a destination and attract tourists to the area near the castle.
That is, it 1s also a prospect of development for the emergence of new enterprises and
jobs.

Among those who will benefit from taking part in the restoration of the castle
are: tour operators, whose tours include Svirzh Castle or Lviv region; event and MICE
tour operators; event agencies that provide their services in the Lviv region; owners of

hotels and restaurants of Lviv region; successful businessmen of Lviv.
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Tour operators Hotel owners
(Lviv region) (Lviv region)
| |
Tour operators Restaurant owners
(event, MICE) (Lviv region)
Event agency Businessmen
(Lviv region)

Fig.3.1. Potential members of the destination cluster of Svirzh Castle

Source: created by author

The lines in the figure 3.1 indicate that Svirzh Castle unites all members of the
cluster and also indicate the interdependence between potential partners. An example
of a tour operator providing tourist services in the Lviv region is the tour operator
«Vidviday» (Appendix J). Tour operators of event (MICE) tourism and event agency
are competitors of the tour operator «STAR MICE», namely event agency «Shaleniy»
and tour operator «Avialigay.

The next partners may be Vardkes Arzumanyan, the famous restaurateur
founder of «Taron», «Centaur», «Mons Pius» [60] and Alexander Sklyar, owner of a
five-star hotel in Truskavets Mirotel Resort & SPA [61]. Businessmen of the city of
Lviv who may be interested in the restoration of the castle may be Bohdan Kozak,
who owns «Lvivhlod», and Mykola Kmyt, owner of «IDS Borjomi» [62].

Therefore, to introduce new tourism products, the company needs to take a
number of measures. In order to add events to online services, you need to establish
new partnerships with service providers. The plan of measures for their
implementation is given in table 3.2.

The cost of signing contracts includes payment for paid contracts for the
provision of services by online communication programs, namely UAH 8,505 per year

for each program and paid subscription for online games (UAH 423 each). Initially,
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the company is recommended to sign contracts with new partners for only 1 year, and
then decide whether to continue it.
Table 3.2
Plan for the implementation of online events on the basis of the «<STAR

MICE» enterprise

Main stages Time for Costs Responsible
implementation: employees:

Stage 1.

Search for new «STAR
MICE» partners who 2 weeks 0 UAH Tour manager
provide the necessary
services

Stage II.

Discussion conditions .
of cooperation 2 weeks 0 UAH Director

contracts with selected
partners

Stage I1I. 2 weeks 17867 UAH Director
Signing contracts

Stage IV. 2 weeks 332180 UAH Tour manager
Purchase of VR glasses

Stage V.

Providing services to
tourists, promoting 1 year 0 UAH All employees
partners and co-
branding product

Stage VI.

Calculating the
effectiveness of new 2 weeks 0 UAH Accauntant

partnerships

Stage VII.

Decision-making on 2 weeks 0 UAH Director
further cooperation (or

its termination)

Source: created by author

A number of measures are also needed to implement the castle restoration
project. The basis for this will be past experience with renting halls in castles that have
been restored and equipped as a hotel. «<STAR MICE» collaborated with Castello di
Pavone in Italy and Palac Siemczyno in Poland.

Thus, it can be concluded that the introduction of new types of services and new

partnerships requires the implementation of the outlined actions and requires costs
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(table 3.3). On the plus side, measures to improve the company's existing partnerships
will not require additional financial investment.

Table 3.3

Plan for the implementation of events in Svirzh Castle on the basis of the

company «STAR MICE»
Main stages Time for Costs Responsible
implementation: employees:

Stage 1.
Search for potential partners who will
take part inpthe castlg restoration RS & TouE Qartager
project
Stage II.
Discussion conditions of cooperation 1 wedbs 0 UAH Director
contracts and conditions of usage the
castle
Stage II1.
Signing contracts on partnership,
conclusion of a contract on long-term 2 weeks 28240 Director
lease of the castle and payment of cash
contribution
Stage IV. Director
Restoration of the castle I months 0 UAH

(Control)
Stage V. Director
Repair and furnishing of the castle hall 1 months 443510 UAH

(Control)
Stage VI.
Providing services to tourists with 1 year and further 0 UAH All employees
using the castle hall

Source: created by author

The biggest disadvantage of «STAR MICE» partnerships is the almost no
marketing cooperation from the partners. In the social network Instagram, only in one
post partner of «STAR MICE» marked the profile of the company. For its part, the
tour operator often publishes posts in which it leaves links to the profiles of partners.

Therefore, the company is recommended to sign with its partners an Annex to
the agreement, which will specify the terms of marketing cooperation (Appendix K).
Therefore, additional costs for the company will be the cost of concluding contracts
with online communication programs (OCP) and online games; purchase of VR

glasses; payment of a monetary contribution for the restoration of Svirzh Castle and
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repair and arrangement of the hall. Next, the effectiveness of these costs will be

analyzed.

3.2. Evaluation of implementation new strategy of interactions with

partners

The proposed projects for «STAR MICE» include the introduction of a new
type of services, namely conducting events online on an ongoing basis, with the
possibility of using a new VR format and creating a new cluster of Svirzh Castle. With
the successful introduction of the concept of cross-marketing, the company will be
able to attract new permanent partners immediately on the terms of co-branding.

The basis of co-branding cooperation will be tourism products, which unite the
partners. Thus, it can be concluded that future «<STAR MICE» cooperatives carry three
co-branding products: online event events,

VR events, event events in Svirzh Castle, Lviv region and Ukraine (as a
destination). The Lviv region will also benefit from this cooperation, as the appearance
of the restored castle and the possibility of holding events in it will attract the attention
of tourists.

There will also be an effect of popularization of online event events, VR events,
event events in the castle. One of the conditions for cooperation with new partners is
the advertising of these types of events. Therefore, these approaches are the prospect
of promoting these kinds of events.

Ukraine is also a co-branding product, as the tour operator tries to promote
Ukrainian culture. Also, the restoration of Svirzh Castle will have a positive impact on
the development of tourism in Ukraine. The appearance of a new destination will
attract foreign tourists and Ukrainians to travel in the Lviv region. Therefore, the
cross-marketing activities of the tour operator can be depicted as the promotion of

these four products (fig.3.2).
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Ukraine

Lviv Online
region events

Fig.3.2. Visualization of co-branding products of the tour operator «STAR
MICE»

Source: created by author

As the new partnership expands the list of «STAR MICE» partners, it is
necessary to re-evaluate the partnership and add new partners to the list. An important
advantage will be the transformation of competitors into partners. Of course,
companies will continue to compete, but at the same time they will be able to

exchange resources and participate in joint activities.

Table 3.4
Potential partners of «SSTAR MICE) for the restoration of the castle
Category Name of companies Degree | Degree Total
of CVC | of
PBCMC
Tour operators Vidviday 3 3 6

(Lviv region)

Tour operators Avialiga 3 3 6
(event, MICE)

Event agency (EA) Shaleniy, Mamahohotala 3 3 6

Businessmen Hotel owners, Restaurant owners 1 3 4
(Lviv region)

Musicians Cover band Uzvar 1 3 4
Marina Krut
Music band KAZKA

Source: created by author
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It can be concluded that participation in the proposed projects will help attract
for «STAR MICE» profitable partners (table 3.4). Almost all new partners have the
highest score (figure 3.3). In last place are businessmen and musicians, because of the

distant kinship of values.

A
Hotel&Restaurant
R\" EA&tour
e operators
CvC
Tickets&Insurance @ EL&Catering
@ International
Busi organizations
Low usinessmen

v

PBCMC

Fig.3.3. Visualization of the position of partners according to the cross-marketing
system

Source: created by author

To fully assess the impact of these measures on the results of the enterprise it is
necessary to assess their economic efficiency. The first step will be to deduct project
implementation costs. Then, taking into account the costs of these activities, we will
be able to calculate the commission that the tour operator will receive from their
implementation.

The new format of online events (OE) will include catering with address
delivery, group online games and performances by musicians and presenters. But these
services are additional, so for analysis it was decided to take only basic services. These
services include technical support using online communication programs, organization
of live broadcast and registration of the registration page.

It is important to note that the live broadcast includes a communication testing
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process that takes place about a month before the event. Also, if necessary, an
interpreter service can be added. The use of VR technology is also an additional option
and a separate type of service.

This service includes a standard set of online events but with the involvement of
VR equipment. In the future, a virtual reality room simulation service will be available

to bring the event as close as possible to real-life events.

Table 3.5

The cost of of conducting online events
Cost category For 10 For 20 For 100
of OE participants participants participants
Technical support 2000 UAH 2000 UAH 2000 UAH
Organization of live broadcast
(including testing of 7000 UAH 12000 UAH 28000 UAH
communication and equipment)
Setting of page registration 2000 UAH 2000 UAH 2000 UAH
Using VR technology 27000 UAH 54000 UAH -
Total amount without the use of 11000 UAH 16000 UAH 32000 UAH
VR
Total amount using VR 38000 UAH 70000 UAH -

Source: created by author

The biggest costs for online events of the new format require the rental of VR
glasses (table 3.5). That is why activities using VR technology are the most expensive.
It can be concluded that the tour operator will benefit from the introduction of these
types of events, because the price for the purchase of VR equipment will pay off
quickly, as the tour operator's commission depends on the cost of the event. In order to
confirm this, it is necessary to calculate the investment efficiency of these types of
measures.

The company's past experience was used to calculate the potential number of
events per year. The average number of events for three years, namely for 2016-2018,
was calculated (Appendix L). Then, according to the cost of the event, the possible
number of these events was selected. The number of participants was chosen in such

way to predict the potential income from different price categories. Therefore, groups
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of 10, 20 and 100 participants were selected. The Return on investment took into
account investments in signing contracts and purchasing VR glasses and a tour

operator's commission, which is the income from the investment.

Table 3.6
Calculating the profitability of online events
Event type The average Estimated cost of | Estimated tour operator
number of events events for the year | commission for the year
for 2016-2018 (UAH) (UAH)
Events without the
use of VR
For 10 participants 42 462000 55440
For 20 participants 42 672000 80640
For 100 participants 60 1920000 230400
Events with the use
of VR
For 10 participants 60 2280000 273600
For 20 participants 40 2800000 336000
Total - - 976080
ROI - - 178,8
Source: created by author
*Return on investment calculated by the formula [63]:
Investnent income — Investements
ROI = (3.1)

Investments

The value of Return on investment of online events is 178.8%, which means
that each invested hryvnia will bring 1,78 hryvnia income (table 3.6). This indicator is
positive, so the company may be recommended to implement these types of services.

Next, the efficiency of investments in the arrangement of Svirzh Castle as an
event location was calculated (table 3.7). Investing in the repair and equipment of the
castle is also profitable. Within a year, the company will fully recoup these costs. ROI
is 185%, which means that each hryvnia will bring an additional 1,85 hryvnia

additional income. The implementation of this measure is also recommended.
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Table 3.7
Calculating the profitability of events in the castle
Cost category Price for 1 | Cost for Cost for Cost for | Total
piece / 1 20 people | 50 people | 100 per year
person (UAH) (UAH) people
(UAH) (UAH)
Office equipment 4895 97900 244750 489500 | -
Catering 231 4620 11550 23100 -
Hall rental - 10500 10500 10500 -
Total - 113020 266800 523100 | -
Tour operator commission | - 13562 32016 62772 1266115
ROI 185,4%

Source: created by author

Next, it is necessary to calculate how the implementation of these measures will

affect the results of the enterprise. The implementation of these measures will increase

the costs and revenues of the enterprise. What exactly will be the quantitative changes

are shown 1n the table 3.8.

Table 3.8

Potential dynamics of financial indicators and economic activity within

tour operator «STAR MICE» for 2020-2022, thousand UAH

Year Growth rates, %
Indexes
2020 2021 2022 2020 to 2021 to
2021 2022
Total income 5001,5 7623,7 8203,1 52,4 7,6
Total costs 3797,3 6270,7 5466.,9 65,1 -12,8
Financial result before tax 1204,2 1353,0 2736,2 12,3 102,2
Income tax = - - >
Net profit (loss) 1204,2 1353,0 2736,2 12,3 102,2

Source: created by author

The forecast was made on the basis of past indicators of economic activity of

the «STAR MICE» enterprise (table 3.8). The growth rate was added to the indicators

for 2019, so we were able to forecast the indicators for 2020. As the measures require

a lot of time to prepare, so the company will not have time to implement them in 2020.

In 2021, the growth rate was taken as a basis and additional costs and revenues of the
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enterprise were added. In 2022, revenue was projected by adding to 2021 the growth
rate, and to the costs were added the costs that the company will need to make each
year.

It can be concluded that projects for the implementation of online events and the
restoration of Svirzh Castle will be cost-eftective. Initially, costs will increase, namely
by 65.1% from 2020 to 2021, but then fall by 12.8%. Net profit from 2020 to 2021
will increase by 12.3%, but from 2021 to 2022 will increase by 102.2%, which will be
caused by a decrease in costs, because the largest costs for these activities are one-

time.

Conclusions to the part 3

Thus, the company «STAR MICE» is gradually implementing online measures
on the base of the company, due to quarantine restrictions. Therefore, the company
was recommended measures to implement these measures on the basis of the
company. The company also plans to implement online activities using VR. Therefore,
a new partnership system was selected for the «STAR MICE» tour operator to bring
online events as close as possible to offline events.

The management is also looking for new event locations. The best option was,
based on the past experience of the company in the participation of «Urban Space
500, the restoration of Svirzh Castle. Each participant will pay a $ 1,000 fee for the
restoration of the castle, and then the castle will be taken on a long-term lease.
Accordingly, a list of partners that would potentially participate in this event was
selected. Also, a company «STAR MICE» has experience of holding events in the
castle, which is attractive for tourists.

An Implementation Plan with the cost of measures and responsible employees
was drawn up for the implemented measures. An Annex to the agreement with the
company’s existing partners was also created, which does not require additional costs.
Next, the cost-effectiveness of new project implementation measures was assessed.

The biggest costs are required to repair the hall in the castle (443510 UAH) and
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purchase VR equipment (332180 UAH). Next, the commission of the tour operator
«STAR MICE» was calculated from holding these events, namely 976080 hryvnias
from holding events online, and 1266115 hryvnias from holding events in the castle.
The results of Return on investment are positive, so these projects are recommended
for implementation.

A forecast was made to evaluate how the implementation of these measures will
affect the economic activity of the enterprise. The results showed that net profit will
initially increase by 12.3% and then by 102.2%, which is positive. Prior to the
introduction of these measures, the growth rate of net profit was negative and
amounted to 19%. Thus, the introduction of new types of measures on the base of the
enterprise had a positive impact on the economic activity of the enterprise.

In addition to improving financial results, «<STAR MICE» will also get new
partners. This allows for the exchange of resources, joint marketing activities and joint
participation in projects. Also, the introduction of a cross-marketing system will turn
competitors into partners. Companies will continue to compete, but will also be able to

share market information.
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CONCLUSIONS

In this work was studied the phenomenon of cross-marketing activities within
the tour operator. Cross-marketing is a very broad term that includes many types of
cooperation between partners. Also, this phenomenon is in a system of very similar
concepts, the relationship between which has not yet been studied.

The broadest is the concept of partnership marketing, which further includes
cross-marketing and affiliate marketing. Cross-marketing in turn includes two basic
concepts, namely co-marketing and co-branding. It was determined that co-branding is
most in line with the specifics of the tour operator, because it includes not only mutual
advertising of partners, but also of a joint product. For a tour operator, this common
product is a destination or type of service.

Also, the formation of partnerships between companies belonging to the tourism
business leads to the formation of clusters. Clusters later form a destination. Therefore,
for the tour operator, the brand of the destination with which his travel product is
associated is very important.

Also, the basic principles of forming successful partnerships and choosing the
right partner with whom cooperation will be of maximum benefit were explored. The
main thing is that partner companies must be honest in their cooperation, because they
can also remain competitors.

In the world, the formation of co-branding partnerships is already a common
practice. World-famous companies come together to create a product that is also a
marketing company, as it allows to present own company to the target audience of the
partner. Such cooperatives often have a very positive effect on the brand.

In addition to this type of cooperation, there is also an exchange of resources
between the partners. Therefore, often merging partner companies allows to achieve
results that the company could not achieve alone. For a tour operator, this is very
important for marketing activities, because they often require large expenditures.
Therefore, we can conclude that the concept of cross-marketing for a tour operator is a
combination of partnership (resource exchanging) and co-branding (promotion of joint

product).
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For a tour operator, partnership is one of the most important parts of doing
business. After all, the tour operator often only organizes the trip, the main services
are provided by partner companies. Therefore, for a tour operator, the introduction of a
cross-marketing system is a great prospect for improving performance.

Tour operator «STAR MICE» has experience in the tourism market for 8 years.
Most tour operators focus on event and business (MICE) tourism. For 2019, the tour
operator has a tendency net income reduction, which is a negative phenomenon.

Marketing activities include promoting the tour operator through social
networks. «STAR MICE» was compared to its competitors in terms of the
effectiveness of Instagram posts. Currently, the profile of the tour operator has the
lowest indicators, but only this company has a positive trend, which indicates the
promising of the profile.

«STAR MICE» also has a wide partnership system. The company often
mentions partners on social networks, but the partners mostly doesn't do this in return.
Therefore, it was proposed to sign an Annex to the agreement, which will specify all
aspects of marketing cooperation.

After the SWOT analysis, it was determined that the main weaknesses of the
company can be solved by implementing a cross-marketing system. Under the
conditions of quarantine restrictions, the company decided to implement online events
on the company's base and expand the scope of services with the usage VR
technologies.

For the successful implementation of these types of services, have been selected
partners cooperation with whom can bring maximum profit. In addition to service
cooperation, marketing interaction between partners was also noted.

Another promising project that will bring maximum benefit to «<STAR MICE»
is the restoration of Svirzh Castle. The tour operator has experience in holding events
in restored castles used as a hotel.

The implementation of these services on the basis of the tour operator includes
four co-branded products, namely Svirzh Castle, Lviv region, online event events and

online events with using VR. These types of activities will require additional costs.
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In this paper was calculated the profitability of costs, the value of which is
positive. Each hryvnia invested in the online event will bring an additional 178.8
hryvnias, and the restoration of the castle will bring 1.85 hryvnias. It was also
predicted how the implementation of these measures will affect performance.

Initially, costs will increase by 65.1%, but next year after implementation will
fall by 12.8%. Net profit from 2020 to 2021 will increase by 12.3%, and then from
2021 to 2022 will increase by 102.2%. An important point is that from 2018 to 2019
the company's net profit decreased by 19%, so the implementation of these measures
can be considered effective. Due to the duration of the measures, the main activity on
the projects can be started only from next year.

Thus, the implementation of cross-marketing concepts will allow the company
to expand the range of partnerships, expand the range of services and promote the
company. This will expand the target audience, allow the exchange of resources

between partners and enable partnerships with competitors.
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Appendix B

The staff list of tour operator «STAR MICE»
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Appendix C

Financial reporting Ne 1 “Balance of the enterprise” and Ne 2 “Report on

financial results” of tour operator “STAR MICE” for 2017-2019

C.1 - Balance sheet and financial results for 2017

®IHAHCOBWH 3BIT

cyB'eKTa Manoro nignpUEMHULTBa

Hopatok 1
[0 MOMNoXeHHA (CTanjapTy) byxranTepceKoro obniky 25
"iHaHCcoBMA 3BIT CyD'eKTa Manoro NiANPUEMHMLLTBA"

Koau
MignpueMcTBO Oata(pik,MicAub,yucno)| 2018 | 01 01
TOB "CTAPMAMWC" sa EAPNOY 38282738
Teputopia M. Kuis 3a KOATYY 8038900000
OpraHizaLifiHo-npasoea (opma rocnofaploBaHHA  T0BaPHCTEO 3 0OMEXEHOK BIANOBIAANLHICTIO 3a Koner 240
Bra eKOHOMIMHOT QIANBHOCTI ARNEHICTE TYPUCTHUHIX ONEpaTopia 3a KBEQ] 79.12
CepeHa KINbKICTL NpauiBHKKIB, ocib 6
O,DMHML[H BMMipyi TUC. TPH. 3 OOHWUM NECATKOBMM 3HAKOM
Anpeca, Tenecbod BYNWLA Pypmanosa, bya. 1/7, Conom'aHcekuid p-+, micto KMIB, 03049 0442484648
1.BanaHc Ha 31 rpygns 2017 p-
dopma Ne 1-m  Kop 3a OKYQ |W
AKTUB Kon Ha novatok Ha kiHeub
pagka 3BITHOTO poKy 3BiTHoro nepiony
1 2 3 4
|. HeoGopoTHI aKTUBK
He3aBepLueHi kanitanbHi iHBecTULi 1005 - -
OcHOBHI 3acobu 1010 24 717.3
nepeicHa BapTicTb 1011 139 749,2
3HOG 1012 | ( 15 K 319 )
[loBrocTpoKoBi BionorivHi akTuen 1020 - -
[loBrocTpokoBi dpiHaHcoBi iHBECTULLT 1030 - -
IHWIi HeODOPOTHI aKTMBK 1080 - -
Ycboro 3a po3ginom | 1095 24 T17,3
Il. OBopoTHI aKTUBHK
3anacu 1100 \ =
¥ TOMY 4icni roToBa npoaykuia 1103 = 4
MoTo4Hi BionorivHi akTMen 1110 - .
[eGiTopcbka 3aboproBaHicTe 3a nNpofaykLjlo, ToBapu, poGoTH, NOCHyM 1125 434 14711
[LeGiTopcbka 3aboprobBaHicTe 3a pospaxyHkami 3 GlomKeToM 1135 < \
Yy TOMY 41cni 3 NoAaTKY Ha NpUBYTOK 1136 - -
IHWa notoyHa aebiropcbka 3aboproBaHicTb 1155 448.8 6414
MoTo4Hi thiHaHcoBI iHBECTULT 1160 - -
['poLwi Ta iX eKkBiBaneHTn 1165 517,0 17820
BuTpaTti mainGyTHix nepiogis 1170 - -
IHIWi ODOPOTHI AKTHB e, 1180 A 3
Yckoro 3a posnybm II&;O Hiby, :\\ 1195 1009,2 38045
lll. HeoGopoTi akilir, yTpryyEauihans npoaaxy, Ta rpynu BUGYTTA 1200 - -
BanaHc LS/ i vt 1300 1011,6 46118




Continuation of Appendix C.1

Macue Kon Ha nodvaTok Ha kiHeub
psaka 3BITHOIO POKY 3BITHOTO Nepioay
1 2 3 4
I. BnacHui Kanitan
3apeecTpoBaHuWil (NaloBKi) Kanitan 1400 50 50
[oaatkoBui Kanitan 1410 - -
PesepeHWii kanitan 1415 - -
HeposnogineHnn npubyToK (HENOKPUTUIA 30MTOK) 1420 8418 35585
Heonna4eHui kanitan 1425 | ( - )| ( - )
Ycboro 3a po3ginom | 1495 846,8 35635
Il. BoBrocTpoKkoBi 3060B’A3aHHA, LiNkOBe (hiHaHCYBaHHA Ta 3abe3ne4YeHHA 1595 - 1838
Ill. loTo4Hi 3060B’A3aHHA
KopoTkocTpoKoBi KpeauTn BaHKB 1600 - -
MoTo4Ha KpeguTopchka 3ab0proBaHicThb 3a:
OOBrOCTPOKOBMMM 30608 A3aHHAMMK 1610 - 1072
TOBapwW, pobotu, nocnyrun 1615 - -
po3paxyHkami 3 GlogkeTomM 1620 345 53,0
Yy TOMY 4u1chi 3 NoJaTky Ha npubyTok 1621 - -
po3paxyHKamH 3i cTpaxyBaHHs 1625 - 04
po3paxyHkammn 3 onnaruv npaui 1630 34 49
Hoxoau ManbyTHIX nepiogis 1665 - -
IHWI NoToYHI 3060B'A3aHHA 1690 126,9 699,0
Ycboro 3a posainom il 1695 164,8 8645
IV. 3060B’A3aHHA, NOB'A3aHi 3 HeOOOPOTHUMH aKTUBaMK, YTPUMYBaHUMK ONA 1700 \ ] -
npoaaxy, Ta rpynamu sMbyTTa
BanaHc 1900 10116 46118
2. 3BiT nNpo ¢iHaHCOBI pe3ynbTaTi
3a Pik 2017
dopma Ne 2-m  Kop 3a AKY[[ 1801007 |
Cratra Koa 3a 3BiTHMA 3a aHarnori4Hui nepioa
psaka nepiog nonepegHLOro PoKy
1 2 3 4
HucTui goxia Big peanisauii npoaykuii (Toeapie, poBiT, nocnyr) 2000 39293 11824
IHLWI onepaLifHi goxoau 2120 63,2 18,1
IHWi goxoan 2240 - -
Pasom goxogu (2000 + 2120 + 2240) 2280 39925 1200,5
CobiBapTicTb peanisoBaHoi Nnpogykuii (Toeapis, pobiT, nocnyr) 2050 | ( - )¢ - )
IHWIi onepauiiHi BUTpaTn 2180 | ( 1066,0 K 508,4 )
IHWi BUTpaTH 2270 | ( 42,2 K p )
[Pazom BuTpaTh (2050 + 2180 + 2270) 2285 | ( 1108,2 K 508,4 )
diHaHCOBMWA pe3ynbTar [0 onogaTkyBaHHA (2280 — 2285) 2290 28843 6921
MopaTtok Ha npubyToK 2300 | ( - ) ( ) )
“YvcTuin npubyTokK (36uToK) (2290 — 2300) 2350 28843 6921
ELiiTKOBAITOK
KepigHuk ey, R KOBAMNOK HATAIIA POMAHIBHA
;‘\ (manuc) (HiLianu, npieuLLe)
7

lonoBHwWiA By

(mignwuc) (iHiLianw, npiasuiLe)



C.2 - Balance sheet and financial results for 2018

Noparged th’lH =1 (1)

40 Mo %MMW
"diHaH BIT TGTo NANPUEMHMLLTBA"
®IHAHCOBWHA 3BIT

cy0'eKTa Mmanoro nignpueMHULTBa

Koaun
I'IinaneM::TBou Data(pik,micaub,4nucno)| 2019 | 01 | 01
TOB "CTAPMAWC" 3a EAPMNOY 38282738
TepuTopia Kvis 3a KDATYY | 8038900000 |
OpraHizaliiHo-npaBoBa hopMa rOCNOOAPKBAHHA | 98aPHCTED 3 D0MEXeHOK BIANOBIAANEHICTIO 3a Konor 240
Bua ekoHOMMHOT QIANBHOCTI TURrEACTL TypHCTH S UX BEpATOpE sa KBEQ 79.12
CepenHaA KINBKICTE NpaLBHUKIB, ociD 7
D,[lMHML[H BMMipy’i TAC. TPH. 3 OOHWM OeCATKOBUM 3HAKOM
Anpeca, Tenecod BYNWLA ®ypmanosa, bya. 1/7, Conom'sHcbkui p-+, micto KAIB, 03049 0442484648
1.BanaHc Ha 31 rpyauHn 2018 p.
dopma Ne 1-m  Kog 3a OKYO | 1801006
AKTUB Kon Ha novatok Ha kiHeub
pagka 3BiTHOro poky 3BiTHoro nepiogy
1 2 3 4
I. HeoBopoTHi aKkTUBH
HesapeplueHi kaniTaneHi iHBecTULii 1005 - -
OcHOBHI 3acobu 1010 7173 643,4

nepeicHa BapTicTb 1011 7492 749,2

3HOC 1012 | ( 319 NI 1058 )
[osrocTpokosi GionorivHi akTmen 1020 - -
[LoerocTpokosi diHaHcoBi iHBeCTULT 1030 - -

IHWi HeoGopoTHI aKTUBK 1090 - -

Ycboro 3a posginom | 1095 77,3 6434
Il. O6opoTHI aKTUBM

3anacun 1100 - -

y TOMY YMCNi roToBa Npoaykuis 1103 - -
MoTo4Hi BionorivHi aKkTMen 1110 3 S
[ebiTopceka aaGoproBaHicTs 3a npoAykuito, ToBapw, poboTi, nocnyr 1125 14711 9132
JebiTopchbka 3aboproBaHicTb 3a po3paxyHKamu 3 BropreTom 1135 - -

y TOMY 4MCNi 3 NofaTKy Ha npubyToK 1136 - -

IHWwa noToyHa gebiTopcbka 3aboproBaHicTb 11565 641,4 22865
MoTo4Hi hiHaHcoBI iHBECTWLLT 1160 - -
[poLi Ta ix eKkBiBaneHTn 1165 1782,0 21492
BuTtpati Manby TR 1170 - -
IHWi 0BopoTH 1180 - -
Ycboro aa s ll-——-..;"é-_,; \‘\ 1195 38945 53489
Ill. HeoGobgTHi aKMEM, yTPUMYEAH] ARAYIPOAXY, Ta rPYNN BUGYTTA 1200 E B
BanaHc 1300 46118 59923




Continuation of Appendix C.2

Macue Kop Ha noyatok Ha kiHeyb
psgka 3BITHOrO poKy 3BiTHOrO Nepiody
1 2 3 -
|. BnacHWi kanitan
3apeecTpoBaHWi (NanoBkiA) Kanitan 1400 50 50
LNonaTtkoBWiA Kanitan 1410 - -
Pes3epBHWRA kanitan 1415 - -
HepoanogineHuit npubyToK (HeNoKpUTKiA 30UTOK) 1420 35585 56963
Heonna4eHwi kanitan 1425 | ( - )]« - )
Yckoro 3a poaginom | 1495 35635 57013
Il. BoBrocTpoKoBi 3000B’A3aHHA, WiNboBe (hiHaHCYBaHHA Ta 3abe3neYeHHsA 1595 183,8 -
Ill. MoTouHi 3060B’A3aHHA
KopoTKoCTpOKOBI kKpeguTk BaHKB 1600 - -
MoTo4Ha kpeauTopcbka 3aboproBaHicTb 3a:
[OBrocTPOKOBUMMI 30008’ i3aHHsSIMKN 1610 107,2 1072
ToBapu, poboTK, Nocnyrn 1615 - 33
PO3paxyHKkamm 3 DHOMKETOM 1620 53,0 775
y TOMY 4ucni 3 nofaTky Ha NpubyToK 1621 - -
PO3paxyHKkamm 3i CTpaxyBaHHs 1625 0,4 1.8
pospaxyHkami 3 onnaru npadj 1630 49 15,3
[oxoawn ManbyTHiX nepioaiB 1685 z S
IHLWI NOTO4HI 3060B'A3aHHA 1690 699,0 85,9
Ycboro 3a posginom il 1695 864,5 2910
IV. 3060B'A3aHHA, NOB’A3aHI 3 HEOBOPOTHUMK aKTUBaMH, YTPUMYBaHUMHK ANA 1700 - &
npoaaxy, Ta rpynamm BubyTTs
BanaHc 1900 46118 59923

2. 3BiT Npo hiHaHCOBI pe3ynbTaTH

3a Pik 2018
dopma Ne 2-M  Kop 3a AKYA[ — 1801007 |
Cratra Koa 3a 3BiTHUN 3a aHanori4Hun nepiog
paoka nepiog nonepeHLOro poky
1 2 3 )

UncTunia goxia Bin peaniaauii npogykuii (Toeapis, poBiT, nocnyr) 2000 41805 39293
IHWi onepauinHi goxoau 2120 136,6 632
IHWi aoxoam 2240 - -
Pazom goxoan (2000 + 2120 + 2240) 2280 43171 39925
CobisapTicTe peanisoBaHoi npoaykuii (ToBapis, pobiT, nocnyr) 2050 | ( - )1 ( - )
IHLLIi onepaLiiHi BUTpaTH 2180 | ( 17784 Yl 1066,0 )
IHWi BUTpaTK 2270 | ( 657 Y[\ 422 )
Pazom BuTpaTK (2050 + 2180 + 2270) 2285 | ( 18441 i [~( 1108,2 )
|®iHaHCOBWI pe3ynbTaTt 4o onogaTkyBaHHs (2280 — 2285) 2290 24730 28843
Moaatok Ha NpubyToK 2300 | ( = )« B )
YucTUM NpUMBYTOK (30MTOK) (2290 —2300) 2350 24730 28843

EKOBAROK

HEP

KOBANOK HATANIA POMAHIBHA
(HIY@anKu, npi3BuLLE)

KepiBHUK

(HiLianw, npiasnLLe)



C.3 - Balance sheet and financial results for 2019

HMonarok 1

g0 Hamonanssoro nonoxeH:s (craHzapTy)
tyxranTepcekoro obmky 25 "CropomeHa hiHaHCOBA
IBITHICTE

(nysET 5 posginy I)

@DiHaHCOBA 3BITHICTH MaJIOTO NiTNPHEMCTBA

Koan
ITignpuemcTBO Hara(pix,micans,aucao)| 2020 | 01 | 01
TOB "CTAPMAHC" 3a €IPIIOY 38282738
Teputopiz Kuis 3a KOATYY 8038900000
OprasizamiHo-Ipagoea GoOpMa IoCHoJapOBaNHA ToBapHCTBO 3 0OMEXEHOH BIANOBITATEHICTIO 3a KOII®I 240
Bun exoHOMITHOT JIATEHEOCTL 1ABHICTE TYPHCTHUHAX I €HICTE 3a KBE] 79.11
Cepenas KUTBEICTE IIPaliBHEKIE, 0C10 6
OnuHHIE BHMIDY THC. I'PH. 3 OJHHM JeCATEOBHM 3HAKOM
Anpeca, Tenedor BYIIHIIA ®ypmanora, 6ya. 1/7. Comonm'smcpkmit p-k. micTo KHIB, 03049
1.Bbamranc na 31 rpyans 2019 p-
Dopma Ne 1-m Koz za IKVY] 1801006
AXTHB Koz Ha nouatox Ha kigens
pagka 3BITHOT O POKY 3BITHOT O TIEpio Ty
1 2 3 4
I. HeoGopoTHi akKTHEH
HemaTepianbHi akTHBH 1000 - -
IepBicHA BapTicTh 1001 - -
HAKOIHYCHA AMOPTH3AIILA 1002 | ( - Y| - )
HesaBepiieH! KamTATEHI iHBeeTHIT 1005 - -
OcHOBHI 3acobH : 1010 6434 569,9
[IepBiCHA BAPTiCTh 1011 7492 772,7
3HOC 1012 | ( 105.8 )|« 202.,8 )
Jl0BrocTpoKoB1 Di0IOrTYHI AKTHBY 1020 - -
JloBrocTpoKoBi (piHAHCOB] IHBECTHINT 1030 - -
THuI HeOOOPOTHI AKTHBH 1090 - -
Yeporo 3a posgimom I 1095 643.4 569.9
II. OGopoTHi akTHBH
3amacy : 1100 - 22
¥ TOMY HHCII TOTOBA IPOIYKILAL 1103 -
TToTouH] DiomorivHI AKTHEH 1110 - -
JlebiTopebka 3a00proBaHicTs 3a IPOXYKLILI0, TOBAPH, PODOTH, IIOCIYTH 1125 9132 1088.5
TlcOiTopcbEa 3aD0ProBaHICTS 33 POIPAXYHKAMH 3 DIOLECTOM 1135 - -
¥ TOMy HHeI 3 MOJATKY Ha MPHOYTOK 1136 - -
THIIa IoTOYHA AcbiTopehka 3a00proBaHicTs 1155 2 286,5 2250,1
TloTousi (iHAHCOBL IHBECTHINT 1160 - -
['pormi Ta IX eKBiBaTICHTH 1165 21492 2240,0
BuTpat MallOyTHIX NepiodiB 1170 - -
Trmui 060POTHI AKTHBH 1190 - -
Veworo 3a posainmom IT 1195 53489 55808
T11. HeoGopoTHi akTHBH, YIPHMYBaHi 17151 OPOJaKy, Ta TPYIH BHOYTTH 1200 - -
Baaanc 1300 59923 6 150,7




Continuation of Appendix C.3

ITacus Kon Ha nouartor Ha xigens
pamKa 3BITHOIO POKY 3BITHOTO Hepiogy
1 2 3 4
L. BnacHui Kamiran
3apeecTpoBaHui (atioBuil) KamiTAL 1400 5,0 5,0
IomaTkOBMIT KarmTan 1410 - -
PesepBrnuil kamiTan 1415 - -
Heposnoairernii npudyTok (Henokpu il 30HTOK) 1420 56963 5486,0
Heorauennii kamitan 1425 | ( - 1] ( - }
Veworo 3a posgimom 1 1495 57013 5491,0
II. ToBrocrpoxosi 30008’ a3anns, Hinbose pinancysanus Ta 3ade3neveHns 1595 - -
IIL Horouni 30608’ s3anus
KopotxocTpokoBi KpeIuTH DaHKIB 1600 107,2 -
IToTouHA KPEeIHTOPCEKA 3300PTOBAHICTS 3a:
ZOBrOCTPOKOBHMH 30008’ A3aHHAMH 1610 - -
TOBAPH, PODOTH, HOCTYTH 1615 33 11.0
pO3paxyHEAMH 3 OFOTHETOM 1620 77,5 654
¥ TOMY YHCI 3 MOJATKY Ha MPHOYTOK 1621 - -
PO3PAXYHKAMH 31 CTPAXyBAHHAL 1625 1.8 39
PO3PAXYHKAMH 3 OIUIATH LIpani 1630 153 184
Iloxomn MalOyTHIX mepiomi 1665 - -
Trmn moTowHi 30608 A3aHHA 1690 859 561,0
Veworo 3a posgimom IIT 1695 291,0 659,7

IV. 3060B’a3aHHA, HOB’A3aHi 3 He0DOPOTHHMH AKTHBAMH, YTPHMYBAHHMH 178 DpoJaxy, | 1700 - -
Ta rpyHaMH BHOYTTR

Bananc 1900 59923 6150,7

2. 3eiT mpo dinancori pesyasTaTH

3a Pix 2019 P
Dopma Ne 2-m Komza TIKV]] 1801007
Crarm | Koz 3a 3BITHHIT 3a aHAIOITIHHHA Iepiox
pAzKa mepion TONEPETHBOTO POKY
1 2 3 4
MucTait JoXix Bia peamsauil nponykuil (ToBapis, pobir, mocayr) 2000 4 496,1 41805
[Hun onepaniiisi 1oxo1u 2120 145.8 136.6
Tammi Joxomm 2240 6,3 -
Pason moxomu (2000 + 2120 + 2240) 2280 4 648.2 43171
CobiBapTicTh peanizoBaHoi IPpOAYKILI (ToBapis, podiT, mocIyr) 2050 ( - M - )
[H1Ini omeparniiisi BATpaTH 2180 ( 2 646,2 Y1 ( 17784 )
Trrori prrrpars 2270 | ( - Y[« 65,7 )
Pasom sutpata (2050 + 2180 + 2270) 2285 | ( 2646,2 )| ( 1844.1 )
(DiHaHCOBHH Pe3yIBTAT 10 ooJaTKyBaHHA (2280 — 2285) 2290 2002, 24730
[MogaTok Ha MPHOYTOR 2300 ( - 11 ( - )
HucTuii npudyTok (36mToK) (2290 — 2300) 2350 2002,0 24730
EFNTROBAITOR
HATAM,
POMAHIBHA

'KOBAJIOK HATAJIIA POMAHIBHA

(iEimany, npiseame)

(IHimamy. mpizBHmE)




Appendix D

Statistical reporting Ne1-TOUR Report on the activity of the tourist organization
of tour operator «<STAR MICE» for 2017-2019

D.1 — Report on the activity of the tourist organization for 2017

|aeHTUdiKALiAHA KOO GJ]PI'\OV n

K y
| cTatTero 21 3akoHy Ykpainu "Mpo CTaTHCTHKY" ‘

MopyweHHA NOPAAKY NOAAHHA 260 BUKOPUCTAHHA RAHWX AEPXABHHX CTATUCTUMHUX COCTepeXeHs TAMHe 3a coGoK

iCTh, Aika BC craTTeto 1867 Kogekcy Ykpaitn npo
3BIT
NPO TYPUCTUHHY QIANBHICTE
3A2017 PIK
MopawTs: Tepmin noaaHHs
lOpIAVYHI OCOBH - CYG'EKTH TYPHCTUMHOT AIRNbHOCTI Ng 1- Typram
(piuHay
- TepHTOpIankHOMY OpraHy Jepxcraty HE Mi3Hile 3ATBEPIPKEHO
28 nioToro Haxas flepxcTaTy Yipaiki
30.11.2012p. Ne 498 (3i 3miHaMK)
PecnonpenT:
HafmeHyBaHHs: TOB "CTAPMAWHC™
MicesHaxo/pkenHs (1opuaiHa appeca) BYNNLA Oypmancsa, 6ya. 1/7, Conom'ancekui p-H, micTo KUIB, 03049

(motwmoau HOekc, oOnaome /AP Kpum, pation, Hacemenutl yHKm, 8Y7UUA /MDOBYIIOK, NROWA MOLU,

T Gy irixy KOPIYCY, 1 Keapmupu 7icy)

Anpeca salicHenHs AIANBHOCT], WO AKOT NoAAETeCH (hopma 38ITHOCTI (hakTyHa agpeca):

BYnuua 6yA. 1/7, Conom'AHCEKHA p-H, MicTo KMIB, 03049
(MOWMmOaL: 1HOBKE, 0Bnacmi /AP KU, PatioH, RaceneHUa nyAKm, SynuiA Apoayimok, MTOWE MO0,

TG Gydunny AOprycy, e Kaapmupt 7ocbicy]

Pozpain A. Bua TypucTUYHOI AisnbHoCTI cyb'ekTa
(0o6BeniTb Konom HoMep BianoBiAi)

01 X 02 - 03
e - el —
CTBOPEHHS TYPUCTU4HOTC Typ! 00 NPOAYKTY T piB Ta
NPOAYKTY, peanisauia Ta HaaaHHA TYPUCTHYHUX NOCnyr IHWKX cyB'ekTi Tineku

TYPMCTVMHMX NOCNYT, @ TAKOK TYPMCTUHHOI IANBHOCTI, 8 TAKOX eKckypcifina
nocepeaHULbKa QIANLHICTS I3 Al icTe woso peanizaufi AIANLHICTE

HajiaHHA XapaKTepHux Ta XapaKTepHuX Ta CynyTHIX nocnyr
CynyTHiX nocnyr (Typoneparop) (TypareHT)

Po3pin |. 3aranbHi eKOHOMiYHI NOKa3HUKU

Ha3su NokasHMKe Ne OnuHHLI BUMIpY™ 32 3BITHUA
pAgKa nepiog
1 2 3 4
(CepeHL000NiKoBa KNBKICTL WTATHUX NPaLiBHIKIE 04 oci6 [
3 pAnka 04 o016
MaKwTb BuLly abo cepefiHio cneuianbHy ocaiTy B ranysi Typuamy 05 ocif 3
KiHkm 08 oci6 5
0cobu ao 30 pokiB o7 ocib 5
[oxof BiA HagaHHA TYpUCTH4HMX nocnyr (Ges MOB, akuM3HOro NogaTky A aHanori4YHMx 0GOB'A3KOBUX
i 08 THC. PH 2826,9
Y TOMY Yicni Bif, €KCKypCIiHOT AiANbHOCTI 09 THC. TPH -
Cyma KOMICIHHMX, areHTCbKMX | HLLUX BUHAropof 10 THC. PH
OnepaLiiHi BUTpaTy, 3poBNEH Cyb'EKTOM TYPHUGTUIHOT AIANBHOCTI Ha HAAAHHS TYPUCTUHHUX NOCITYT
(cyma paakie 3 12 no 16) - ycworo 11 THG. TPH | 1501,8
y ToMy “mcni:
MaTepianeHi BUTpaTH 12 TUC. TPH 1046,5
BMTPATK Ha onnaty npadj 13 THC. TPH 3233
BiflpaxyBaHHs Ha colliansHi 3axoau 14 THC. IPH 67,4
CYMMW HapaxoBaHO! aMopTu3aL|il 15 THC. IPH 20,4
iHWI onepauifxi BMTpaTH 16 TMC. TPH 44,2
rBwrpam Ha YTPUMaHHs BNacHux TypareHTie (3 pagka 11) 17 THC. IPH -
[Oﬁos'mxosl nnarexi B GlopkeT | no3abiomkeTHi horan 18 THC. IPH 2019

" Panku 08-18 bCH 3 OOHMM [IECATKOBMM 3HAKOM



Continuation of Appendix D.1

Posgin Il. Butpatu Ha nocnyrm opr

OBYIOTLCS NpU BUP

UTBI TYPUCTMHHOTO NpogyKTy™*

Ha3au Noxa3HiKia Ne Yesora Y TOMy YUCN NOCNYTH
pRaka pe3uaeHTis
1 2 3 5
[Vcooro ( Cyma prawe. 20, 23, 30-35), THG .TpH. 19 197320 197320
ly Tomy umcni
Ha PO3IMILLEHHSA | NPOXWBAHHA 20 4 400,0 4°400,0 >
ToTeNi Ta aHanoriyHi 3aco0M po3MiLieHHA 21 4 400,0 4400,0
NPUBATHHIA CEKTOR 22 - - -
Ha TPaHCNOpTHE OGCNYroByBaHHA 23 15988 15988 =
3ani3HIHHNA TPaHCHopT 24 2784 78,4
NOBITPAHWA TPaHCNOPT 25 13204 13204 =
BOfHWIA TPaHCMoOpT 26 B - %
MICELKAR TPaHCNOPT 27
eKCKYPGIHHI aBTobycH 28 B - =
©OpeHAa aBTOMOGINIE: 29 B - B
Ha XapuyBaHHA 30 2 286,0 22860 =
Ha MEOUIHE OBGITyrOBYBaHHs 31 7.0 7.0
Ha eKCKypCiAHE OGCIYTOBYBaHHA
(Ge3 TpaHcnopTHUX nocnyT) 32 204 294 -
Ha Bisoe 06CNYroByBaHH: (BKNIOYAIONX BATPATH Ha 0pOPMNEHHA NOT3AKN) £ 2,9 29 -
Ha NeGYrM KyNbTypH i 0, KyNbTYp o B
opraHisauiam KynesTypu 34 - - -
Ha [HLLT NOCAYTH, 110 BUKOPHCTOBYIOTECH NpPW BUPOGHWLTBI TyPUCTWIHOMD NPOAYKTY 35 114079 114079
“Pankn 19-35 no Beix rpadax 3 0gHMM 3HaKOM.
Poanin N Ki { i BapTICTL TYp! nyTiBoK (Bay4epis) CYG'EKTH TYp! i 1, wo o68enu koA 01, 02)
Hasew nokasHKie N KINBKICTE TYPHCTHIHHX [~ BapTicTk TypHCTMMHWX NTIBOK", | KINBKICTB TYPOAHIE 3a |
panka nyTiBOK, THE. FPH. peanioBaHuMu
oAVHULL TYPUGTHHHIMM
nyTiBkamm
1 < 3 4 5
P TYPMCTHHHIX MyTIBOK - yCEOTO 36 20 T117,0 245
¥ TOMy “mcni
THLUIKM 37 - - -
GeanocepeHs0o Hacenenio 38 40 11170 245
3 HUX
T Ykpainm gna B Mexax YkpaiHu 39 3 2 -
rpomagsHam Ykpaii 4na noaopoxi 3a KopaoH 40 40 1117,0 5
3 HiX 10 kpainax CH, a1 = - 2
iHO3EeMUAM ANA NOA0OPOXI B MEXaXx YKpaTHu 42 - - -
3 HUX rpomagaHam kpaiH CHO 43 - - -

*Tpaca 4 No pAAKax 36-43 3aNOBHIOETLCA 3 OHNM ECATKOBMM 3HAKOM.

Pozgin IV. Kineki y TypucTig (Ges i CyB'eKTH TypHCTU4HOT AiANBHOCTI, Wo o6senu koa 01, 02)
Haasn nokasHukie Ne Y TOMy YMChi
pAgka rpomaaaHn Yrpaiku rpoManaHK IHWKMX KpafH
(BubyTTA) (npuGyTTA)
1 2 3 4

[KinEKicTE 0GCRYrOBaHIX TyPHCTIB, YCLOIO 0CID 44 128

Y ToMy Hvcni

NIOAOPONYIOIMX Y MEKAX TEPUTOPIT YipaiHi 45 45 X

MNOAOPOXYIOMMX 38 KOPLIOHOM 46 83 X

Lonatox go po3ainy IV
3 paaka 46 - poanoain rpoMaasH Ykpaiku no kpalHax

(3rinHo 3 Knacudikallieto kpaiH caiTy)

Ta 3 pAnka 44

no kpafHax cBiTy, 3 AKNX BOHW NpuGynu

Hasga kpaihu Koa TpomaasHn Yipainm FpoMagaHu iHWnX HasBga kpaikm Kop pomansanm Ypainu pomagaHm iHwwx KpaiH
Kpalku” (BMBYTTA), OCIE KpalH (MpUBYTTS), 0CI6 KparHu* (BUGYTTS), OCI6 (NpuGYTTA), OCI6
J, 2 3 4 1 2 3 4
[TYPEUUHA 752 32 g = 5 E 3
DEENHAHT APAGCERT EMIPATA 788 3 > B 3 = 3
|IPATTARKA 142 T E E < = =
TVNET 818 7 - = = - @
CTOHIA 233 2 - - - E =
ICTNAHIA 724 2 - L
TANA 380 1 - - - - ~
ENVKA GPATAHIA B26 1 G B B = g
840 5 = = - 3 X
ObLUA 616 15 = - - = =
*3anoBHIOIOTE OPraHW AEPHKABHOT CTATUCTUKA.
JHoginkoso:
Yucno oBenyroeaHnX eKcKypcaHTie (47) - ociG
Po3pin V. Po3znoain TypucTiB 3a MeTOK NOT3AKM (3anoBHIOKTL cyB'€KTU TYPUCTUYHOI AiANbHOCTI, Wo o6senu ko 01, 02)
Y TOMy 4MCNi 33 METOI
Yeworo Typuctis, | cnyxGoea, cneuianizo I3 rp.3-
Hasam nokasHukie Ne pagka oci6 fAinoea, A038innA, | NikysakHA | CNOpTMBHMA BaHkA THwi AiTw Bikom
(cyma rp.4-9) HaBYaHHs BiNO4MHOK Typusm TypHam 0-17 pokie
1 2 3 4 5 6 T 8 9 10
[KinbKicTB TypUCTiB, yoboro
(cyma pagkis 50 - 52) 49 128 80 68 - = o - -
¥ TOMY “cri BT3HMX
(IHO3EMHMX) TYPHCTIB 50 - - - = % & ) &
BUT3HNX TYpUCTIB 51 83 15 68 % A = = -
BHYTPILLHIX TypHCTIB 52 45 45 5 = = m = -
ELFTKOBAMOK
HE ¢
(iB)
(MG}

TenedgoH: - thakc: -

ENeKTPOHHa nowTa: -
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cTa cpopmaii HYETLCA
crarTeto 21 3akoHy YkpaiHu "Mpo aef y CTaTHCTHKY"
Toy pAAKY abo P AaHuX aef X p Tarke 3a cobolo
i U iCTh, AKa cratTelo 186° Koaekcy YkpaiHw npo iHi MBHI
3BIT
NPO TYPUCTUYHY QIANBHICTE
3A 2018 PIK
MopawoTe: TepMmiH noganHs
1OPUANHHI 0COOM - CyG'EKTH TYPUCTHHHOI AIANLHOCTI Ne 1- Typusm
(piuHa)
- TepuTopianbHOMY oprady [depxcraty He nisHiwe SATBEPIDKEHO
28 nioTore Haka3 flepxcraty Yrpaitn
30.11.2012p. Ne 498 (3i amiHamu)

PecnoHgeHT:

Hait : TOB "CTAPMAMC"

MicLie3HaxopxerHs (lopuavnyHa agpeca): BYNHUUA ¢ Bya. 1/7, Conom's A p-H, MicTo KMIB, 03049

(nowmoaut iHdexc, obnacme /AP Kpum, patioH, (i MyHKM, 8YAUUA ANOLWA MOLWO,

Ne Bydurky /kopnycy, Ne keapmupu fogbicy)

Anpeca 30ificHeRHs QIANBHOCT], WO SKOT NoaeThes chopMa 3BiTHOCTI (hakTuHa afpeca):

BYNUUS 6yn. 1/7, Conom'sHCLKMiA p-H, MicTo KMiB, 03049

(nowmoaut indekc, obnacms /AP Kpum, patioH, ( AyHKM, @YNUUA mola mouio,

YE

Ne Byouriky /kopnyey, Ne keapmupu fogbicy)

Po3gin A. Bup TypucTnyHOT gisnbHocTi cy6'ekTa
(oBBegiTh KONoM HOMep BignoBiai)

01 X 02 - 03 -

opraHisaujis Ta 3abeaneyeHHs nocepegHuLbKa AIANLHICTL 3 peanizauyi

CTBOPEHHS TYPUCTUYHOTO TYPHUCTHYHOTO NPOAYKTY TyponepaTtopis Ta
npogyKTy, peanisalis Ta HagaHHs TYPUCTUYHIX NOCAYT IHLIMX CYG'eKTIB Tinbku
TYPUCTUYHUX NOCAYT, @ TAKOXK TYPUCTUYHOT AIANLHOCTI, @ TaKoX EKCKypCiHa
nocepeaHNLLKa QiANLHICTL i3 nocepeHuLbKa QIANLHICTL WO/A0 peanisawii AOiANbHICTL

HafaHHA xapakTepHuX Ta XapaKTepHUX Ta CyNyTHIX nocnyr

CYNYTHIX NOCNYT (Typonepatop) (TypareHT)

Po3pin |. 3aranbHi eKOHOMIYHI NOKa3HWUKW

HasBu nokasHukis Ne OpuHALi BUMIpY™ 3a 3BiTHUA
pRaka nepioa
1 2 3 4
CepeHb000/ikoBa KiNbKCTL WTATHUX NpaUiBHUKB 04 ocib 7
3 psigka 04 oci6
MakTb ULy abo cepeaHio cneuianbHy ocBiTy B ranysi Typusmy 05 oci6 3
HKiHkm 06 oci6 7
ocobu go 30 pokis 07 oci6 6
[oxon BiO HafaHHA TYpUCTUHHKX nocnyr (6ea MNAB, akuusHoOro noaaTtky M aHanoriMHMX oboB'ASKOBUX
nnarexis) 08 TUAC. IPH 4180,6
¥ TOMY 41cni BIA eKCKypcinHOT RianbHOCTI 09 TUC. IPH -
Cyma KOMICIHHWX, areHTChKUX | IHLWMX BUHAaropoa 10 TUC. TPH -
Onepauiiti BUTPaTH, 3pobneHi cyb'eKTOM TYPUCTUYHOT AIANEHOCTI HA HAJAHHA TYPUCTUYHUX nocnyr
(Cyma paakie 3 12 no 16) - ycsoro 11 TUC. TPH 17784
y TOMy Ymcni:
mMarepiarnsHi BUTpaTu 12 TUC. TPH 748,0
BUTPATH HA ONnaty npawj 13 TUC. TPH 573,3
Bifpaxy Ha coujiankHi 3axogun 14 TUC. IPH 134,8
CYMW HapaxoBaHol amopTu3aaLlil 15 THC. IPH 73,9
IHWI onepaviiHi BUTpaTH 16 THC. IPH 2484
BUTpaTW Ha yTPUMAaHHA BNAcHWUX TypareHTie (3 pagka 11) 1% TUC. TPH -
OBOB'A3KOBI NNaTexi B BIofKeT i No3ablopreTHI hoHan 18 TUC. TPH 284,1

* Pagku 08-18 3an0BHIOITLECS 3 OHNM 1ECATKOBUM 3HAKOM
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Po3zgin Il. BuTpaTk Ha Nocnyru cTOPOHHIX OpraHisauin, wo P YHOTbCA Npu BUp TBi TYPMCTUYHOTO NpoayKTy*
Hassu nokasHukis Ne Ycworo Y TOMY “YMCAi nocayru
pagka peanpenTia
1 2 3 A 5
Ycworo ( cyma pagkia. 20, 23, 30-35), TWG .TpH. 19 22 180,0 22 180,0 -
y TOMY “HMCHi
Ha i i 20 10 847,2 10 847,2 -
roveni Ta asanarivxi 3acobn p 21 - - -
i CEKTOp ) 3 22 - - -
Ha TpaHCnopTHe y 23 1409,5 1409,5 -
74 340,56 340,5 %,
MOBITPSHHA 25 1.069,0 1.069,0 -
BO[HWA TRPAHCNOPT 26 - S >
WCLKMR TPAHETIOpT 27 E E =
EKCKYPCIMHI aBToGYCH 28 - - -
opeHna aBToMoGIiniB 29 - - -
Ha xap4yBaHHA 30 24403 24403 -
Ha 31 16,8 16,8 -
Ha eKCKypClitHe 0GCNYroByBaHHA
(6€3 TPAHCNOPTHIX NOCITYT) 32 - g -
Ha BizoBe 06GCNyroBy! BUTPaTH Ha noianKn) 33 - T - -
Ha NOGIYTM KyMNbTYPHO-0CBITHLOTO, KYNbTYPHO-103BINLHOMO XapakTepy,
opr KyNLTYpN 34 - - -
Ha iHLLI NOGNYT, L0 y1aTECs Npu TBi TYPUGTMMHOTO NPOAYKTY 35 7 466,2 7 466,2 B

* PRakmn 19-35 no ecix rpacgax 3anosHIOTECA 3 OAHAM AECATKOBUM 3HAKOM.

Poanin Ill. Kineki i i yp! nyTiBoK (Bayuepis) (: b CYG'cKTU Typ! i cTi, Wo o6eeny ko 01, 02)
Haseu nokasHukie Ne KineKicTe TYPHCTIHHIX BapTicTe TYPMCTHHHUX NYTIBOK®, KinekicTe TypoaHie 3a
pafKka nyTIBOK, THC. TPH. pearnizoBaHuMu
ouHMLL TYPUGTIHHIMI
nyTiBKAMM
1 2 3 4 5
PeaniaocBaHo TYPUCTUMHMX MY TIBOK - YCLOro 36 465 6398,1 3040
y TOMY “mchi
HLIWM OpraKizaui: 37 - - -
6e3Nn0cepeHbO HaCENEHHIO 38 465 6 398,1 3040
3 HAX
p Ykpaihu ans nogop B Mexax YkpaiHn 39 41 1852,7 1616
T Vipairi ana 3a KOpAioH 20 54 45454 1424
3 HKX No kpaitax CHO 41 4 83,0 78
ana i B Mexax YipalHn 42 - - -
3 HUX rpoMagsHam kpaii CHO 43 - - -
* Tpadpa 4 no psaKkax 36-43 3 opHnm 3HaKoM.
Poagin IV. KinexicTe Typucie (Gea cyG'exTi Typ i i, wo oGeenu koa 01, 02)
Hazeu nokasnis Ne V Tomy smcni
pRoka rpoManstm Yrpaiu TPOMAZSAHM IHW WX KpaTH
(BuByTTR) (npuByrTA)
1 2 3 4
KinkKiCT 0BCAYroBaHHX TYPUCTIR, YCBOTD OCIG 44 314 -
¥ TOMY Hmcni
MOHOPOXYICHIX Y MeXaX TepHTOpIT Ykpaini 45 19 X
NOMOPOKYIOHVX 33 KOPAOHOM 46 185 X
Aoaatox go posainy IV
3 pAaKa 46 - poanoain rpomanAH Ykpainm no kpaiHax eij Ta3 pAgka 44 iB N0 KpaiHax CBiTy, 3 AKX BOHM NPHEYH
(3riaHo 3 Knacudikalieio kpaiH cBiTy)
Haaga kpalHn TpomaasHm Ykpaliu TPOMAAAHM IHLIMX Ha3ga kpaikin Kop TpoMaasHK Ykpaikin TpOManAHH IHWKX KpaTH
| (8MByTTA), 0GI6 Kpai (NpHBYTT#), GG KpaiHn” (846yTT5), OGIG (npuGyTTA), OGIG
1 3 4 1 2 3 ]
lErvrlET B18 18 - - - - -
HOPBEMA 578 1 - - - = =
TYPEYIMHA 792 39 - - - - -
®PAHLIA 250 4 - - - - -
CLUA 840 1 - - - - -
MOPTYTANIA 620 2 - - - - z
HIA 208 10 - - 3 5 E
EONTAPIA 100 1 - - - - -
MOMNbLUA 616 68 - - - - -
NATEA 440 1 - - = > -
ICMNAHIA 724 2 - - - - -
I TANIA 380 36 - - - - -
POCIMCHKA ®EQEPALYIS 6843 3 - - - - -
rPy3ia 268 4 - - - - -
ANOHIA 392 1 - - - - -
|ABCTPIR 040 4 = : - = =
OpraHu
[osigroso:
Hucno oficnyrosaHix exckypcanTie (47) oci6
3 HUX [HO3EeMHI rpoMaanHn (48) oci6
Pozgin V. P in TYpMETIB 332 METOD ( b cy6'exTH TypuCTUHHOT gisnbHOCTI, Wo obsenu kog 01, 02)
Y Tomy 4MCni 3a METOI BIABILyBaHHA
Youoro TypHcTis, cnyxbosa, cneuaniao I3 rp.3-
Ha3su nokasHukis Ne pagka oci6 Aainosa, no3einng, NIKYBaHHA | CNOPTUBHUIA BaHWK IHwi AT Bikom
(cyma rp.4-9) HaB4aHHsA BIANOYHHOK TYpHam TYpU3M 0-17 pokis
1 2 3 4 5 8 7 8 9 10
KinbKICTb TYpHCTIB, YChOTD
(cyma paaiie 50 - 52) 49 314 281 33 - - - - 3
¥ TOMY 4MGAi BT3HNX
(iHo3EMHWX) TYpUCTiB 50 - - - - - - - -
BUISHIX TYPUCTIB 51 195 164 31 B B B m v
BHYTPILHIX TYpHCTIB 52 119 117 2 5 = K = L
EMNKOBAMOK
HR
(MiB)
(MIBY
TenegoH: - akc: - eneKkTpoHHa nowra: -
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AepxaBHe CTaTUCTHYHE CNOCTEPEXEHHA

Inenndpikavinnmi kop EAPNOY[ 38 [2]8]2] 73] 8]

| KoHdpigeHuinHicTe cTaTncTMYHOI iHchopmauii 3abe3neyyeTeca

crarTeto 21 3akoHy Ykpaiuu "Mpo aep y CTATUCTMKY"
Mopy abo aHHA JaHUX TArHe 3a cobolo
i i i AKa cTatTeto 186° Kopekcy YkpaiHu npo F p Py
3BIT

MPO TYPUCTU4HY AISNBHICTE

3A 2019 PIK

Mopatothb:

TepMin nofaHHs

IOpUAN4HI 0cobK - cyB'eKT TYPUCTUHOT AiANBHOCTI

- TepuTOpiankHoMy oprady [lepxcraty

He nisHiwe
28 niotoro

30.

Ne 1- Typuam
(piuna)
3ATBEPKEHO
Hakaa lepxcraty Ykpaiiu
11.2012p. Ne 498 (3i amiHamu)

PecnoHgeHT:
HaimeHryBaHHsA: TOB "CTAPMAWC™
MicuesHaxo[KeHHR (HpUAKYHA aapeca): BYNUUA ®yp

6yn. 1/7, Conom'sHCh|

i p-H, MicTo KMIB, 03049

(nowmosui Haexc, cbmacme /AP Kpuw, patioH, HaceneHut fyHKM, 8y/UUA /poeyJIoK, MioLwa mouwo,

Ne bydurky /kopnycy, Ne keapmupu /ogicy)
Anpeca 3niAcHeHHs JiANLHOCTI, WoA0 AKol NogaeTbes (opma IBITHOCTI (hakTuyHa appeca):

BYNULIA dypmaHoBa, 6yA. 1/7, ConoM'sHCbKMIA p-H, MicTo KUIB, 03040

(RoLmoeuti IHOeKc, obnacme AP Kpum, palioH, HaceneHUt MyHKm, eynuus ATpoaymok, nioila moo,

Ne 6yduriy /kopnycy, Ne keapmupu /oghicy)

Po3agin A. Bug TypuctuyHoi gisnbHocTi cyb'ekTa
(obBegiTh KonioM HoMep BignoBigi)

01 X 02 - 03 -
opraHisauia Ta 3abesneveHHs nocepefHuLbKa AiANbHICTL 3 peanisauii
CTBOPEHHSA TYPUCTU4HOTO TYPUCTH4HOIO NPOAYKTY TyponepaTtopis Ta
NPOAYKTY, peanisauja Ta HagaHHA TYPVCTHHHUX NOCHTYT iHWKMX CYD'EKTIB TiNbKK
TYPUCTUH4HUX MOCIYT, @ TAKOXK TYPUCTUYHOI AIANBHOCTI, @ TakoxX eKcKypciiia
nocepefHuLbKa QiAnbHICTE i3 nocepefHULbKa AiANbHICTL WOAC peanisauii AIANBHICTH
Ha/JaHHA XapaKTepHUX Ta XapaKTepHUX Ta CYMyTHIX Nocnyr
CyMyTHiX nocnyr (Typonepartop) (TypareHT)
Pos3gin |. 3aranbHi eKOHOMiYHI NOKa3HUKKU
Haseu nokaaHukis Ne OauHUL BUMIpY* 3a 3BiTHUA
psaka nepiog
1 2 3 4
CepegHb0oBnikoea KinbKCTb WTATHMX NpaLiBHUKB 04 0ci6 6
3 pragka 04 oci6
MaioTb BuLLy abo cepeaHio OCBITY B ranysi Typuamy 05 oci6 4
Kinkn 06 ocif 6
0cobK a0 30 pokis 07 oci6 5
[oxof Bif HapaHHs TypucTuyHKX nocnyr (6es MNAB, akiM3HOro NoaaTKy i aHanor4HWX cO0B'A3KOBNX
nnarexis) 08 THC. IPH 4 496,1
y TOMY YMCNi Bif] EKCKYPCiMHOI OifnbHOCTI 09 THC. TPH -
CyMa KOMIGIAHWX, areHTCbKMX | IHLIMX BUHaropos 10 THC. TPH 4496,1
OnepauiiHi BuTpaTH, 3pobneHi cy6'ekToM TYPUCTUYHOT AIANBHOCTI Ha HaJaHHA TYPUCTHYHUX Nocnyr
(cyma psnkie 3 12 no 16) - ycboro 11 THC. IPH 2 800,0
Yy TOMY YuChi:
martepianbHi BATpaTh 12 THC. IPH 994,3
BWTPaT Ha onnary npaui 13 THC. TPH 799,1
BigpaxyBaHHs Ha collianbHi 3axoan 14 THC. IPH 167,9
CYMU HapaxoBaHOT amopTuaaLlii 15 THC. TPH 97,1
iHLi onepaLinti BUTpaTh 16 THC. IPH 741,6
BWTpaTi Ha YTPUMaHHA BNacHUX TypareHTis (3 pagka 11) 17 THUC. IPH -
OB6OB'A3KOBI NNaTexi B8 GroXeT | no3ablopreTHI hoHAW 18 THC. PH 634,9

* Psigkwn 08-18 3anoBHIOIOTLEA 3 OAHMM JAECATKOBHMM 3HAKOM
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Posgin Il. Butpati Ha nocnyru iX opr: i, Wo npu i Typi npeaykry*
Ha3sau nokasxwkis Ne Yeuoro Y TOMY YMCRi NOCTYTH
pAaKa
1 2 3 4 5
YGbora ( Gyma psia. 20, 23, 30-35), THG .TpH. 19 26 101,7 23 9684 21333
¥ TomMy uwcni
Ha posMiLLEHHR | NPOXMBaHHS 20 14 095,5 12 557,1 15384
roteni Ta aHanorivH 3acobu poaMileHHs 21 14 096,5 12 557,1 15384
CEKTOp 22 - - -
Ha TpanciopTHe 23 27171 2807,8 109,3
3anisHyMHMA TpaHCNopT 24 339,9 338,9 =
i TpancropT 25 1635,1 16351 =
BOAHWI TPAHCNOPT 26 - - -
MICEKWi TPAHCNOPT 27 3 = =
EKCKypCinHi aBTobycH 28 742,1 832,8 109,3
operaa i 29 - - -
Ha XapuyBaHHA 30 2490,1 2259,1 231,0
Ha mefmHe 31 173 17,3 3
Ha EXCKYDCifiHE 0BG TOBYBaHHS
(63 TpancnopTHIX Nociyr) 32 - &
1a BI30Be OBCAYTOBYBAHHS (BKIIOHAI0-M BATPATH HA OHOPMINEHHS NOTaIo) 33 E
Ha NOCIYIY KyNbTyp i YRBTYD i xapaxTepy,
KyNLTYpH 34 - - -
Ha IHwi nocnymm, wo n Typ npogyxTy 35 6781,7 6527,1 2548
* Py 18-85 N0 BGIX rpachax 3an0BHIOKOTLGS 3 GAHIM AEGSTKOBAM HAKOM
Poanin lil. KInkKicTs | BapTicTL Yp! nyTiBok (Bay4epia) cyG'eKTH Typ i, kon 01, 02)
Ha3ew nokasHuKie Ne KInbKiCTb TYpHCTIMHIK BapricTe TypucTUMHUX NyTiBoK®, | KinkKicTs TYpoaHE 3a
pAaka MyTIBOK, THC. FPH. peanisoBaHuMK
oauHILL TYPHOTHNHAMM
nyTigkamMm
1 2 3 4 5
Peanisosano TYPUCTMYHIX MYTIBOK - YCbOro 38 18 8938 464
¥ TOMY “Mchi
IH MM opraHisauiam 37 - - -
38 18 8938 464
3 Hux
YKpaiti1 1117 NOL0PO B MeXax Yipaiku 39 1 187 16
Vipaits1 /N7 NO[L0poi 3a KOPLIOH 40 17 874,1 448
3 HUX No KpaTHax CHL 41 i 23 i
i ANR nojiopaxd_B mexax YKpaiki 42 - - -
3 HiX kpait CH 43 [ 3 P
* Mpacha 4 No prRAKax 36-43 3aNOBHICETLCA 3 OHMM AECATKOBHM 3HAKOM.
Pozain IV. Ki y ypucTie (Ge3 yp ) (: cy6'ekTh TYp! i i, wo obeenwu kog 01,02)
Haaeu nokasHukis Ne Y Tomy yieni
pAgKa Ykpalhn P iHWMX KpaTH
(BUGYTTS) (nprbyTTS)
L] 2 3
KintkicTs o6cnyroBaHux TypHCTIB, yCsOro ocib 44 314 -
y ToMmy uMeni
TIOACPOKYIOHX Y MEKax TepHTopil Yipaitu 45 119 X
NOAOPOXKYHYMX 38 KOPAOHOM 46 195 X
HAopnatok o posainy IV
3 panxa 46 - posnogin rpomansH Ykpaidu no kpaiHax sianpasnexHs Ta 3 paaka 44 iHo3emuis no kpaiHax cBiTy, 3 Akux BoHM NpuBynu
(arigHo 3 Knacudikalicto KpaiH cBiTy)
Haaga kpaitm Kop p Yipainn I IHWLMX Haaga kpaiku Kony Tpomagann Ypaiu TpomagaHm iHWux KpaiH
KpalHu* (BUGYTTA), OCIG KpaiH (npubyTTA), 0GiI6 KpaiHu* (BUGYTTR), 0CI6 (npuByTTA), OCIE
1 2 3 4 1 2 3 4
[ervnET 818 18 3 A y z 2
HOPBEIMA 578 1 - - - - -
TYPEYYNHA 792 39 - - - - -
OPAHLIA 250 4 z e 5 = %
[CLIA B840 1 - - - - -
[NOPTYTANIA 620 - - - - -
208 10 - - - - -
100 1 = = = = 3
816 68 - - - - %
440 1 - - - - =
724 2 3 s 2 3 =
380 36 - - - - E
POCIVCLKA ®EJEPALISA 843 3 - - - - -
268 4 - 3 2 E =
392 1 - - - - -
040 4 - - - - -
OpraHu
[osiakoBo:
Hueno oBenyroBaHmx 8 (47) - oci6
3 HUX IHO3EMHI FPOMAAHM (48) - ocie
Po3pin V. Po3nogin TypuCTiB 3a METOK NOT3OKA cy6exTi Typ i, Wo o6senw koa 01, 02)
Y TOMY umChi 33 METOH B
Yeworo TypucTie, cnyxGosa, cneujaniso I3 rp.3-
Ha3sw nokasHnkis Ne pagka ocif pinosa, A03BiNNs, nikysaHHA | CnopTMaHWA BaHuA HWi ATH BikoM
(cyma rp.4-9) HaBYaHHA BiANOYMHOK TypH3m Typuam 0-17 pokis
1 2 3 4 5 6 7 8 9 10
[KinexicTs Typucrie, yoeoro
(cyma paakie 50 - 52) 49 48 - 48 - - - - 9
Y ToMy Hucni BTaHKx
(iHo3EMHMX) TYpPUGCTiB 50 z - - - - - -
BHI3HWX TYpUCTIE 51 46 - 46 - - - 9
BHYTPILUHIX TYpHCTi8 52 2 - 2 - - .
EIN KOBAMOK
HATANIA
POMAHIBHA A
(MiG)
(MiB)
nowra:  natali. kovalok@starmice.com.ua




Appendix E

Profile of the tour operator «SSTAR MICE)» in the social network Facebook

STARMICE

@starmice.agency

rnaeHas
Yenym
OT3bIBbI
hoTo

Bugeo

My GnuKayun
lMeponpuaTia
MHpopmaLmna
CoobLecTso

TRAVEL WITH US

Coznars CTpaHnuy

i HpaButca v | X\ Mopnucku » | A MogenutecA

# Cozgate NyGnuEaunio

3 / Co3aaiite nyonuKaLmio

DOTO/EHAEO g OTMETHTE Ap... o Mony4atk co...

Yenyrn

TpaHcnopT

) Coobujenme

TYPHCTHYECKOE ArEHTCTEO B KHEB

KpyrnocyTouxo

Coo6wecTeO MogpofHes

18

N

MpurnacuTe Apy3eil NocTaEuTs "HpasuTca”
3ToR CTpaHuue

Hpaewtca 481 yenoseky
Moanucads: 499 yenosex

15 NOCELLEHKI



Appendix F
Profile of the tour operator «STAR MICE» in the social network Tik Tok

star.m.i.c.e
STAR M.IL.C.E.

0 Moagnuckn 5 Mognucume 36 TNainkwn

TeOE iBeHT-aredcTeo v TikTok S

Knunel & J1afiKK

MoHTaNI noxawii
Ay
; t—1




Appendix G

Profile of the tour operator «STAR MICE) in the social network Instagram

']Mtﬂg'lmn, Ml SaperncTpuposathea

starm.i.c.e

10 nybnukaunia 317 NOANVCUMKOB 821 noanncok

Event agency STAR M.L.C.E.

* CyuyacHi iBeHTW B OHAaRH-NpocTopi
* CTUNBHI Ta KPeaTWEHI 3aX0an odiaii

« 00

TikTok Team Incentive Event Conference

=~
Hata Kyuepe %\(\—J




Appendix H

Examples of posts on the Instagram profile of «<SSTAR MICE», in which
mentioned the tour operator's partners

H.1 — Meeting of the Steering Committee of the Project «Support to Migration
and Asylum Management in Ukraine»

‘&( starm.i.c.e = Mognncateca
Park Inn by Radisson Kyiv Troyitska

ﬁ star.m.i.c.e Joperi apysil

Mu go Bac ¢ rapHimm HoeuHamu(E)
Came ceorogni koMasaa

< Starmice 5y opradizyeana we oauH
Bax*UIMEWA ANA KpaiHKW 3axia!

E HoeiciHEKOMY KOHGEpEeHUSAN
roteno “Park Inn” eigbynoca gee'Ate
23CIA3HHA KEDIBHOTD KOMITETY
npoekTy «[1iaTpyMKa ynpagniHHA
MIrpaLiErs Ta MPUTYAKOM B Yrpainis

Hawi cneuianicTv oKnanm MaKCMMyM
IYCUNB ANA TOro, Wob rocTi Ta
YUSICHUKM 33CIAaHHA nodyeany cebe
KOMBOpPTHO!

o CyuacHe TexHiuHe 0BNaaHaHHA
& npocropa 3ana 3 BeAMYEIHUMK

Qv N

12 otmeTok "Hpaeutca”

24 Wb 2019 1.

‘ﬁ' starm.i.c.e « Moanucareca e

ﬁ, starm.i.c.e JO ue noeunal
B uynoeomy roteni Aloft Kiev (proud
member of @marriottintl ) eigbyncca
rpaHfiozHe BiakpuTTA Hoeoro 2any[EY

[oTenk 2HaX0AMTLCA B WeHTpl Kneea,
nof@amzy eig cTaHuii metpo «lNanay
CnopTy=

3pyyHe pO3TAWYEAHHA T3 KOMPOPTHA
HOEBICIHEKA 2303 - 3aNopyka Baanci

KYEX N

19 otmeTok "HpaeuTtca”

25O 2019 T.

BoiawTe, ytoObl NOCTAEUTE «HpaBMTCA» MW
NPOKOMMEHTUDORATE.




Appendix |

Tarasbulba catering site

O OcobwucTui kabiner ‘

KopauHa '@

BHIT gm

MEHIO  PECTOPAH  HAMWCATW OMPEKTOPY  KOHTAKTU

IHCBLKI CHIJAHKW HAMOI ~ ANKOTONE ~ HAMB®ABPUKATH BITACHOIO BHPOBHWULITBA

| Hawe mMeHo

XONOOHI 3aKyCKK Canatu Fapadi sakycku Bopui i cynu




Appendix J

Site of tour operator «Vidviday»

’q\ [ ol
@ 5,—\"’- P Y-Td

BIOI' o Typax no YkpauHe BuGpaTh TYP

TyponepaTtop

CBup)Kcmﬁ 3aMOK — OpunnuaHT 6e3 onpasbl

https:/fvidviday.ua/blog/ru/



Appendix K

Annex to the partner agreement
JOJATOK

Jlo noroBopy mpo B3aeMHY criBrpaio Mk mianpuemctsom TOB «CTAP

MAWMC» Ta

Ingpopmayivinusi auem w000 301UCHEHHS 83AEMHUX

MAPKemuH208uUx 3axo0ie

1. Tlepemik 3ax0miB, [0 Ma€ 3IMCHIOBATH TTAPTHEP:
1.1. CroinbHe MO3Ha4YEeHHS NapTHEpa B MyOJTKaIisgX B COIllaJbHUX
Meperkax Micisi MPOBEJACHHS CILILHOTO 3aX0Ay
1.2. Jlonannst (hOTO3BITY B COIIAIbHI MEPEXI 3 BIAMITKOIO
MICIIE3HAXOIKEHHS Ta MO3HAYEHHAM TPOQIII0 MapTHEpa Mics
BIJIBIlyBaHHS OPTaHI30BAHOTO HUM 3aXO0y
1.3. lomanHs Ha caidTi kommaHii iHdopmartiii Ta GoTO3BITY MiCIIsI
MPOBEJCHHS CIUTLHOTO 3aX0AY 3 TO3HAYCHHSIM Ta MOCUJIAHHSIM Ha CalT
napTHepa

2. Jlonani yMOBH € 000B’I3KOBUMHU JJIsl IBOX CTOPIH Ta € OC30TIIATHUMH.

3. BukoHaHHs 3000B’513aHb MOYNHAETHCSA 3 MOMEHTY MIAMUCY JOAATKY.

[Tigmuc nupextopa TOB «CTAP MAMC»

[lignuc nupexTopa

JlaTa mianucy q0AaTKy:

POKYy




Appendix L

The average number of events for three years for 2016-2018 of tour operator
«STAR MICE»

. K-CTb 3axopais 2015 - 2018

70

60
50
40
30
20
-k ik

2015 2016 2017 2018

o

10000 - 20 000 20000 - 50 000 50 000 - 100 000
100 000 - 250 000 250000 - 500 000 500 000 - 1 000 000

10 000 - 20 000 20 28 36 62
20 000 - 50 000 26 36 58 87
| 100 000 - 250 000 |
250 000 - 500 000 3 6 13 19
500 000 - 1 000
000 4 14 8

Mpupicty % 12,12% 19,51% 43,67% 24,71%



