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INTRODUCTION

Actuality of the research. The dynamic development of new technologies, the
accelerated paces of digitalization dictate their conditions and change the long-
established, habitual ways of working in the market. One of the milestones of such
phenomena is the rapid growth of the popularity of social networks, which are
constantly growing audiences, that opens up new opportunities for businesses in the
field of marketing communications. Due to the convenience and effectiveness of social
platforms in the field of interaction with target audiences, businesses are increasingly
adapting to current trends and diversifying their marketing activities.

Influencer-marketing has become one of the effective tools for building
communications, using the authority of popular people in networks and turning them
into intermediaries between business and consumers. It is the audience's confidence in
the opinion of their object of following, the so-called influencer, is the "engine of trade"
used in this method. In today's world, consumers are more accustomed to trusting the
real reaction and emotions of real people than to simple commercials or other traditional
appeals. It has been proven that it is after the recommendations of influencers that
consumers make decisions faster and are ready to act.

Travel companies, in particular tour operators, in Ukraine and around the world,
given the advantages of influencer-marketing, use it in their activities for various
purposes. In addition to sales promotion, it can be the introduction of a new tourism
product and services, raising awareness about the company, expanding the audience and
entering new markets.

The use of influencer-marketing is potentially beneficial for businesses, including
in the field of tourism. Like any activity, it has nuances that rise while working with
that. But this marketing communication tool is an effective way to keep a company
afloat in difficult times. Therefore, established system of influencer-marketing might be
very useful for businesses.

Purpose of the paper. To investigate theoretical, methodological and practical
aspects of influencer-marketing for tour operator, determine the directions of
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implementation of influencer-marketing in tour operator on the basis of “STAR MICE”
activity analysis.

The objectives of the research are:

— to describe the essence of influencer-marketing and the main principles of its
implementation;

— to explore who the influencers are and determine their significance for modern
business;

— to make the research of world practice of influencer-marketing implementation;

— to investigate the current state, experience and conditions for the implementation
of influencer-marketing activities on the basis of the tour operator “STAR MICE”;

— to develop a plan for the influencer-marketing campaign and explore the potential
effectiveness of its implementation within the tour operator “STAR MICE”.

The object is the process of designing and developing the influencer-marketing
activities for tour operator.

The subject is theoretical, methodological and practical principles of
implementation of influencer-marketing to “STAR MICE” activities and possible ways
to improve this process for the enterprise.

Methods of research. For the purpose of meeting previously mentioned
objectives we have used the number of qualitative and quantitative methods. The
process of the scientific research implemented for the writing of qualifying paper
comprised the review of the existed literature on this topic, analysis of current state of
“STAR MICE” business communications related to influencer-marketing. In the
process of writing of the qualifying paper, next research methods were used: analysis,
systematization, comparative analysis, classification, general evaluation and forecasting.

Scientific innovation. In this scientific work the term “influencer-marketing” in
the context of tourism were clarified, new influencer-marketing measures for tour
operator “STAR MICE” were developed, as well as options for future communications
were proposed.

Practical value. Implementation of proposed measures will lead to the

improvement of financial state of the tour operator, promotion of the company’s
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services, raising the brand awareness and attracting new customers. The results of this
paper were tested during student’s practical conference and in the article (Appendix A).

Publications. As the result of investigation of the final qualifying work the article
“Influencer-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 7 figures, 23 tables, 54

references and 73 pages.
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PART 1
THEORETICAL AND METHODOLOGICAL BASES OF INFLUENCER-
MARKETING FOR TOUR OPERATOR

1.1. Influencer-marketing: origin, main principles and basic methods of

implementation

Our behavior is often influenced by the sharing of thoughts or experiences with
someone you know well or trust. Each of us has an acquaintance, friend, relative, a
person who at least once advised a good product, or a person "from the screen", whose
opinions you once listened to and made your choice in favor of the services of a
particular company. Among all possible ways to influence human mind, word of mouth
remains the most common and most effective one [1]. Influencer-marketing has become
a new opportunity for companies to get closer to their existing and potential customers,
to some extent to penetrate their minds and push them to act.

Today, people spend more time online than in previous years, and most people
spend their time online. In 2017, there were 2.46 billion users of social platforms in the
world, which indicates that more than a third of the world's population and almost three
quarters of Internet users use at least one network. This trend is expected to continue to
grow, and in 2021 the number of social network users will exceed 3 billion [2]. This
trend is definitely beneficial for businesses, because in this way they gain the ability to
reach more and more consumers, many times increasing the oportunity of companies to
work for a wider audience, thereby increasing the chances of improving the efficiency
of their activities as a whole.

Given the growing popularity of social networks and the rapid growth of their
users, businesses have been forced to reconsider their marketing strategies and direct
their efforts towards a deeper mastery of advertising on social platforms, including the
involvement of influencers [3]. Such decision in the course of marketing
communication will open new markets for business, stimulate sales and awareness of

others about the company itself and its products or services.
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Consumers, their desires and behavior are constantly changing. According to the
Institute of Digital Marketing, 70% of teenagers trust influencers on social networks.
86% of women use social platforms to seek advice and opinions on things that interest
them [4]. Finally, consumers are increasingly relying on peer-to-peer communications
[5], thus, influencer-marketing has rapidly reached the status of one of the central
players in digital strategies [6]. It has happened psychologically that most people are not
ready for risks, which can be explained by internal, personal barriers of a person, or a
bad experience in the past.

Word of Mouth Marketing Association defines the word “influence” as “The
ability to cause or contribute to a change of opinion or behavior” [1]. Due to the fact that
the term influencer-marketing has recently entered the literature, there are currently few
clear scientific definitions of this phenomenon. However, in 2008, researchers Duncan
Brown and Nick Hayes identified influencer-marketing as a new approach to marketing,
“A third-party who significantly shapes the customer’s purchasing decision, but may
ever be accountable for it” [7]. Influencer-marketing can be also described as a process
that involves identifying and activating individuals who have an impact on a specific
group of people who are potential consumers [8]. Carter (2016) defines influencer-
marketing as a fast-growing industry that seeks to raise consumer awareness of a brand
and promote its products through content distributed by active social media users who
are considered influential [9]. Some of the researchers, such as Lagrée, Cappé, Cautis
and Maniu attribute influencer-marketing to a subtype of word-of-mouth marketing that
has become widespread due to the growing number of influencers on the Internet [10].
According to the marketing agency Taplinfluence, influencer-marketing is an idea based
on interaction with people who create content, with those who have their own audiences
in social boundaries, in order to meet the needs of consumers in thoughts and stories
about the experience of using products that they buy [11]. Everyone will agree that
influencer-marketing is necessarily an interaction between a socially influential person
who has the trust and his supporters who listen to him, in order for company to promote
their products and promote themselves in the markets.

Influencer-marketing does not stimulate sales directly; it mainly plays on
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branding, so the main thing that businesses get from this marketing tool is increased
awareness of the brand. The main resource for achieving this effect is human capital, its
intelligence, creativity, talent and personal qualities [8]. All these grades are operated by
successful influencers, with whom companies should strive to work for an efficient
influencer-marketing campaign.

Companies believe that by showing people who are respected and interested in
their target markets, consumers will be more willing to try the products or services they
offer [12]. Consumers now tend to look for detailed information about what they buy
and from whom they buy it. Consumers usually rely on the opinion of experts, opinion
leaders, those who evoke in them a personal sense of trust, so companies by working
with influencers create life-like stories and make people believe in them and in the
company’s product or service [8]. That is why the influencer-marketing has got new,
extremely important meaning and has become a mainstream trend, which is already
followed by many companies. It became an integral part of the Marketing mix [13].
Influencers have the ability to quickly convey and share the information that a company
wants to broadcast to the masses about itself and its products or services.

Table 1.1

Views to the definition of “Influencers”

Business dictionary, 2017 | People who, through their real or perceived authority, knowledge and
position, have an influence on other people's decisions [9].

Keller and Fay, 2016 Daily consumers who prefer to voluntarily express their opinions about
the goods and services they are passionate about, and who are
substantially more likely to seek out information and to share ideas,

information, and recommendations with other people [9].

Tuten & Solomon, 2013 | People with significant knowledge of a particular category of goods or
services have an influence on the thoughts, behavior of others, and

whose advice is taken seriously [14].
Source: Created by author

Some individuals have reached a certain level of influence and have been
recognized as social or digital influencers. They were able to build entire communities
on social networks only because they share common interests and views, which earned

the trust of their audience [15]. They are understood as the precursors of the still known
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blogs, whose role has gradually changed from simple informants about the pros and
cons of a product or service to "allies of the brand" that companies purposefully hire to
perform specific tasks [16]. This is where influencer-marketing comes into play, as
more companies and brands are persistently looking for new opportunities to present
themselves, for which they seek the help of someone who can "tell" their story [17].
Actually with these stories that consumers draw parallels between their own lives and
experiences, which in turn disposes them to the product or service being promoted.

Influencers are often perceived as thought leaders. However, there is a difference
between these concepts. It is that opinion leaders tend to specialize in one particular
topic. Influencers, for their part, cover one or two topics, but at the same time can work
with brands, products or services that are not within their field of knowledge [2]. This,
in turn, creates a certain effect of realism, because it forces the influencer to experience
absolutely everything that he will later advertise in his profile. The audience always has
a subtle sense of falsehood and insincerity, so they will immediately understand whether
their influencer is honest with them.

The main role of influencers is to influence the behavior of their followers
through the use of posts and other publications, mainly based on their own experience.
They are designed to influence the behavior and decisions of potential consumers,
because everyone who subscribes to a particular influencer, feel a certain emotional
connection with him and are committed to him [18]. People are accustomed to follow
those who set an example for them, whether personal qualities, or successes and
achievements in the field that interests them personally. To some extent, they want to be
like them, so this interaction plays well on people's emotions and forces them to make
quick decisions and act. This is the effect companies need from influencers, because
with the use of traditional methods of communication people have a stable and long-
term hesitation about the products or services offered, they think long about the solution
and may eventually refuse to buy at all.

Regularly, summarizing information on different industries, it can be said that
there are 3 main levels of influencers: the Celebs, the Execs and the Everyday [9]. All

these influencers differ in the number of followers, the level of audience engagement,
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the type of content. They also have knowledge in various fields and specialize in
specific topics. The Celebs usually have at least a million subscribers in their arsenal.
Macro influencers operate with numbers from one hundred thousand to one million
subscribers. The Everyday ones may have less than ten thousand followers, the upper
limit of which is one hundred thousand [19]. Anyway, every influencer has a strong

impact on his audience.

Influencers
v v v
The Celebs The Execs The Everyday
Y
e TV, movie, sports, e company’s macro level e employees or even
music persons; influencers, bloggers, vocal customers;
industry experts;
e social media masters e day-to-day consumers,
with at least 1 million e content creators with encouraged to generate
followers between 100 000 to the content
1 million followers

Fig.1.1 Levels of influencers
Source: Created by author

An influencer act literally as an ambassador of a brand [20]. Statistical studies
confirm the importance of influencer-marketing. For example, 40% of respondents
bought a product of their choice of a certain brand after seeing that it was used by their
personal influencers on networks such as Instagram and YouTube [21]. The interaction
of the influencer with his followers ensures that this audience will not only see the
product or service offered by a particular company, but will also be inclined to use them
[22]. The same study, based on data from Twitter, shows that intentions to make a
purchase increase in 5.2 times due to the publications of influencers on brands, products
and services [21].

It is important to note that for tourism companies, the recommendations and
feedback of its customers’ relatives, friends and acquaintances play a significant role in
decision-making process and influence their consumer behavior in relation to the

tourism product. However, players in the tourism market do not deny the fact that the
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marketing of their offers is carried out mainly through various Internet resources.
Therefore, it is appropriate to actively use social media resources, primarily to achieve
direct contact with consumers, increase their loyalty and find possible ways to reach
new target groups. This phenomenon has developed from hype to a highly requested
and approved marketing tool [13]. For example, destinations no longer need huge
budgets to enter new markets or build on existing ones. Clever use of content,
involvement of influencers makes it more effective than traditional marketing messages.
More than half of all travelers seek advice in the profiles of influencers, the pages of
guides and websites is gradually a thing of the past [23]. Before the trip, it is important
for the tourist to see live photos, to be convinced of the reality of what the tour
operators and destination promoters promise in their programs and slogans, to feel the
real emotions from the journey, which are shared by the influencer.

In order to study the prerequisites, feasibility of using influencer-marketing and
opportunities for this tool in the tourism industry, Axon Marketing & Communications
in 2019 conducted a survey among 100 users of travel services and 50 tourism
companies, destination promotion agencies and hotels. The results of the study indicate
a fairly high level of impact of influencers on the decision to purchase a tourist product.
80% of consumers base their decision on influencers while choosing the destination to
travel, 75% of them turn to the opinion of influencers on the choice of hotels and
airlines, 71% pay attention to recommendations for tourism companies, both operators
and agencies [24]. A tourist product, like any other, is under the watchful eye of
consumers, because few people are ready to buy a dubious, little-known, untested thing
or service. The desire to make sure of the right choice starts the process of finding
feedback, opinions and stories of influencers.

Markets are growing rapidly, types of influencers have expanded rapidly and
filled all possible niches and sub-sectors, and each has different benefits and
opportunities for businesses [25]. It should be noted that 85% of users are subscribed to
at least 3 travel, fashion, and or lifestyle influencers. These data confirm the importance
of using influencer-marketing in the strategy of a tourism company to accelerate the

decision-making process among consumers [24].
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Source:[24]

An influencer can be an effective partner in a situation where a company is
launching a completely new product on the market, and it is necessary to raise
awareness about this product. For example, a tour operator opens a new destination for
existing and potential consumers of its own travel services [11]. The tour operator,
having made a choice about the influencer, or several, in the course of cooperation
sends it directly to the destination, which is positioned as new to the company or to the
market as a whole, creates the necessary conditions for the influencer to create content
from the scene. In this case, the tour operator bears the costs of organizing all aspects of
the trip, including transport, hotel accommodation, nutrition. If we talk about the
cooperation of the tour operator with the new hotel, the company accommodates the
influencer in this hotel, where he tests all its advantages and disadvantages and shares
all the information with his audience.

Given the importance of the presence of influencers in the daily lives of
consumers, their significant direct impact on their decisions and motivation to act, for
tourism companies, including tour operators, it is advisable to develop and implement

influencer-marketing strategies to achieve their own marketing goals and desired
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financial results. In 2015, the Augure platform conducted a survey of 600 marketers and
communication professionals from France, Spain and the United Kingdom. As a result,
93% of respondents said that implemented influencer-marketing strategies have
increased the visibility and fame of their companies, 76% have raised the loyalty of
their customers and 27% have gained new business opportunities [15]. These data
confirm the effectiveness of the existence of influencers in the marketing strategies of
companies, because such indicators have an incredibly positive impact on the company
as a whole, its activities and internal situation. Implementing influencer-marketing is a
decisive step towards revitalizing the workflow and contributing to future business
development.

There is no doubt that cooperation with influencers plays to the benefit of
companies and has a positive effect on the dynamics of its activities. Influencer-
marketing tactics can bring great benefits to a business, regardless of its size and the
industry in which it is conducted.

A study by Schlesinger Associates, conducted in 2015, found that 84% of
marketers surveyed worldwide had a strong intention to launch an influencer-marketing
campaign within the next 12 months. In addition, the Augurs’ study found that 61% of
American marketers had plans to increase spending on campaigns of this kind [26]. Last
year, 42% of marketers said they already have a year-round strategy around impact
factors and that number is expected to double in 2020 [27]. However, each time
planning changes in the cost of influencers, it is necessary to carefully analyze the
results of each campaign, decide on the appropriateness of cooperation with the already
selected influencer, consider finding new ones to replace, or expand the campaign and
organize several at once.

In the same 2015, Duval Union organization conducted a research, the main
purpose of which was to determine in which industry influencer-marketing campaigns
brings the greatest value. The tourism industry showed one of the best results, taking
second place in the final ranking with a figure of 18.98 dollars of earned media value

for the each dollar spent for the campaign [28].
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Source: [29]

According to The State of Influencer-Marketing 2020 Benchmark Report, the
majority of people, namely 91% of respondents, believe that influencer-marketing is
effective [30]. However, we must not forget that as in any field, the implementation of
influencer-marketing has its risks, especially if it is a completely new thing for the
company. Therefore, it is necessary to follow certain key steps, or principles, and follow
the best examples of such strategies [31]. Influencer-marketing is a serious stage in the
marketing activities of the enterprise, especially if this strategy is implemented by the
company for the first time. Therefore, it is necessary to thoroughly study the features of
this type of communication, its main aspects, following which will lead to success in the
finals of the entire campaign.

The Smart Insights platform identifies three main principles of influencer-
marketing, which, when properly followed, will help create the basis for a reliable and,
most importantly, effective influencer-marketing strategy for the enterprise:

1) Associations. The priority for companies is to establish long-term cooperation
and relationships with influencers. However, even for short-term marketing campaigns,
it is important to choose the right influencer that would best meet the values of the

company and the brand, because even after the completion of joint work, the company's
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association with this person will continue.

2) Reaching out. One of the key advantages of influencers is their ability to reach an
audience. They do this by creating content that each stands out in its own way and
resonates among subscribers. Thanks to the information that influencers share with their
followers, their authenticity, they can create a unique, engaged audience.

3) Affinity. Even if the company feels the future benefits of working with the chosen
influencer and observes the positive dynamics of reaching and audience engagement, it
Is still necessary to be sure that the work is conducted with real authority, respected by
the general public. There are a few simple rules for this: work with leading or promising
talented people, avoid those who are excessively pursuing commercial gain and those
who work with direct competitors [31].

Like any other strategy, influencer-marketing should begin with a detailed step-
by-step planning of all processes. The start of the campaign itself in the networks is
preceded by numerous stages of its preparation, which need to be paid or not the most
attention, because the whole result also depends on their implementation.

The strategy of building cooperation with influencers is generally based on the
following processes:

— defining of the goals: what exactly the company plans to get as a result;

— search and selection of suitable influencers: taking into account the characteristics
of the industry, product and consumers;

— establishing relationships with potential influencers;

— determining the sequence of actions and content creation: this stage is done in
close relations between both parties;

— strategy implementation and evaluation of results [32].

The tour operator must understand that the most important of the main stages is to
choose the right influencer, because a mistake here can cost the company image and
reputation losses. The company may choose more than one influencer to reinsure and
avoid possible serious consequences.

The next step in the process of choosing an influencer is to develop a

communication plan, which must clearly define the objectives of cooperation on
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consumer behavior of customers of the tour operator. There are several options to get
good results at this stage:

— interview with each of the selected influencers, which will help to create original
content for the audience of the tour operator;

— participation of influencers in events - means the involvement of influencers in
events in which the tour operator participates, such as travel exhibitions, and the
presentation of influencers as ambassadors of the brand,;

— content for a website or blog — means an agreement with influencers to create
content not only for their social media pages, but also for the tour operator's website or
blog [14].

All the details of the upcoming campaign need to be clearly spoken and
discussed. Any discrepancies in the vision of future content and collaboration in general
should be avoided, as inaccuracies in the course of the campaign at each stage can lead
to annoying mistakes, which can negatively affect the company.

It is important to understand the motivation with which consumers as well as
tourism companies choose their influencers. It turns out that consumers and companies
are guided by different aspects in the selection process. By the way, 75% of users who
follow the influencers of the tourism sphere do it because of the specialized content that
they distribute. 60% of companies in the tourism sector choose influencers to represent
the values and attributes of their brand. It seems logical, but the paradox is that 40% of
companies in the tourism sector say that they cooperate with influencers only for the
sake of interaction, likes and comments, 35% are guided by the number of followers of
their chosen influencers [24]. At the heart of the success of an influencer-marketing
strategy is quality content. The fact is that 75% of users say that the main reason they
may stop following the influencer is the lack of quality content. Only 10% say that this
will not cause the termination of contact with the influencer. The tour operator must
take into account the quality of content and knowledge that the influencer provides on
certain topics, because for users, the number of followers or interactions is irrelevant,
while the content is essential [24]. It is necessary to analyze what the chosen influencer

did, understand whether he understands what his audience likes, what format of
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interaction they are most interested in, and do everything so that followers are as
interested in the material and try to get as fast feedback as possible.

There are several principles to follow during the designing an effective content
marketing campaign:

— avoid the same publications on different communication channels. Do not create
one joint post for company’s social networks, site and blog at the same time;

— Create “moments” through photographs, stories and direct messages on Instagram.
The consumer looks for good content and not advertising disguised as content;

— use modern multimedia formats such as gifs, infographics, videos, testimonials,
presentations, webinars, and even surveys during creating the content [24].

A serious, detailed, balanced approach to building an influencer-marketing
strategy is fundamental to the success of this campaign [26]. This process should be
approached with maximum responsibility, because the introduction of influencer-
marketing is an equally important component of other marketing activities carried out
by the company, because it also has a significant impact on the results of all activities of

the company.

1.2. World practice of influencer-marketing implementation

As people trust influencers more and more over time, as many companies and
organizations as possible try to work with them. Social networks have provided a
unique opportunity for businesses to draw public attention to their products and services
[33]. Profiles of influencers have become a real bridgehead of communication, where
each company has the opportunity to express itself and set up an additional channel of
beneficial cooperation.

The range of industries that have already implemented influencer-marketing is
impressive in its diversity. For example, LG, a well-known Korean company famous for
its electronics around the world, once launched a campaign to release a new
smartphone, which was targeted to the Australian market. The six-week campaign

included collaborations with 30 well-known Australian influencers working in different



22

segments and creating content in various categories, including photography, fashion,
food, etc. Every week, influencers received new tasks from charterer related to the
company's new product. According to Brad Reed, Marketing Communications Manager
at LG Australia, the company was satisfied with the result of the campaign, and the
interest of the audience and the level of creativity of the content of influencers exceeded
all expectations [34]. This example confirms the effectiveness of the influencer-
marketing strategy as part of the company's efforts to introduce its new product. Thanks
to their own audiences, influencers quickly spread the news about the release of the new
gadget, told their own stories of experience in various spheres of life and shared its
main advantages, which led to a rise in popularity and interest in the market.

Another example of the successful implementation of influencer-marketing is the
collaboration of the famous French fashion brand Givenchy with the influential Chinese
influencer in the world of fashion Tao Liang, also known as “Mr. Bags”™. The purpose of
the collaboration was to stimulate sales of the brand's limited collection of handbags in
China. As a result of the campaign, the products of the French brand were sold out in 12
minutes, bringing in revenue of 173 652 dollars [34]. The authority of the influencer
pushes his followers to immediate decisions and actions, sometimes not fully thought
out, but for a company that aims to stimulate interest in the product and accelerate its
sale, this is an unconditional plus from the influencer-marketing campaign.

The tourism industry is no exception and is one of those that actively work with
influencer-marketing. Influencers provide travel content to encourage or inspire social
media users to travel to the places they promote. Also they provide travel content to
encourage or inspire social media users to travel to the places they promote. Similarly,
travel companies, including tour operators, working with influencers can obtain
information on how important and popular travel and tourism are among users, what
destinations they are interested in and what is in demand.

As an example we can consider the company Hanging Tampere Co., Ltd. whose
field of expertise is tourism, events and congresses in the region of Tampere, Finland.
The company's mission is to increase the attractiveness of the region among visitors,

strengthen the position of Tampere as an internationally attractive destination for
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travelers, and increase awareness of the Tampere region among local and international
tourists [35]. The choice of an influencer-marketing campaign in this case is absolutely
logical, because it opens up opportunities for quick access to the desired audiences and
markets.

The company formed a team for marketing and communications, whose main
responsibility was the development of modern digital marketing tools to achieve goals
and target audiences especially abroad. That is why Germany, the United Kingdom,
Russia, Japan and China have been selected as the most potential markets for influence.
The results of the study showed that these countries have the most interest in Finland,
the Finnish lifestyle, culture and its nature [35]. These data are an important basis for
further implementation of influencer-marketing, because it clearly shows what the
audience is well aware of, what you can form the basic content, as well as indicate what
needs to be worked on.

In 2016, the company began inviting influencers to Tampere on a regular basis.
The first phase of cooperation took place in January with four influencers invited from
Moscow, who together had at least 800,000 followers from Russia, the UK and the
United States. The main message that was set to convey to the audience - to visit the
Tampere region for winter vacation. The target audience was couples in love and young
travelers up to 30 who are interested in unusual destinations [35]. Each of these groups
has its own special qualities, patterns of behavior, habits and needs, understanding of
which is the key to creating the right content for the influencer, which will certainly
attract their attention and motivate them to action.

During the campaign, posts on the data of influencers gathered more than 100,000
likes and thousands of comments, which marked the beginning of a successful start of
influencer-marketing as a systematic process for the company Visit Tampere [35]. In
fact, since 2016, the Tampere region has seen a growth in arrivals at the local airport, as
well as an increase in the number of nights spent in local hotels by both residents and
non-residents [36]. The campaign began to bring results in the form of increased
awareness of people about this destination, interest in this place and the actual decisions

and actions in favor of visiting the region.
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Another example is the cooperation of the New Zealand tourism organization
with the famous Chinese micro-blogger Yao Chen, which contributed to the promotion
of the New Zealand tourist product among Chinese citizens. As a result, according to the
official New Zealand statistical agency Stats NZ, during 2016-2018, China ranked
second in the list of international tourist arrivals in the country. In 2019, the country lost
one position, taking 3rd place [37]. Also successful was the collaboration of the world-
famous Marriott hotel chain with video blogger (vlogger) Jack Harries and comedian
Taryn Southern, which became a good tool for promoting the Moxy Hotels brand [9].

Table 1.2

Influencer-marketing practices in tourism

Campaign/Country Contents

ord Travel arrangement for influencers, joint campaign with
ordan
National Geographic on "99 things to do in Jordan"™.

“Secret Campaign”, Iceland To reveal and show the secret places of Iceland.

“Flanders is a Festival” Attracting 100 bloggers who have traveled to Flanders for

some time to visit various festivals.

. Promotion of Iceland, using a platform where everyone
“Inspired by Iceland”

could share their history and experience of the country.

Source: [38]

The practice of cooperation with influencers is also quite common among tour
operators. For example, one of the largest Ukrainian tour operators, JoinUp, has
interacted with a number of well-known Ukrainian influencers, including blogger and
businesswoman Valeria Borodina (Appendix B.1) and TV presenter and stylist Leonid
Martynchyk (Appendix B.2). The purpose of their cooperation was to inform consumers
and potential customers about the launch by the tour operator of charter flights to the
Maldives and the promotion of the company's services. As one of the tools, the
company sent these people directly to the destination to create quality content in
Instagram. Another example is the cooperation of the tour operator TUI with the
Ukrainian TV presenter Lesia Nikitiuk, the purpose of which was to inform the

audience about the new service of the company - the possibility of booking online
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(Appendix B.3). She also worked with the travel company Resort Life Travel, which
organizes trips to the Maldives. The purpose was to advertise various offers for
accommodation and promotion of the company itself by sending the influencer on a
study tour (Appendix B.4).

Thus, influencer-marketing is popular among a wide variety of companies around
the world. A large number of organizations and competent platforms see influencer-
marketing as one of the trends in the tourism sector in 2019-2020. Businesses are
actively using this tool for various marketing purposes, making a lot of effort,
volitional, strategic and financial. As can be seen from the above examples, the strategy
of influencer-marketing is a very successful and effective direction of the company,

both tourism and others.

Conclusions to the Part 1

The rapid development of new technologies, the relentless movements towards
global digitalization have led to the emergence of new methods of communication,
including social networks. The growing number of users of such platforms has given
impetus to businesses to adapt to new realities and find new ways to interact with their
customers. Influencer-marketing has become the tool through which companies in the
modern world have been able to intensify their activities and stimulate interest,
awareness of their products and services, as well as their sales.

The key players here are influencers, or rather people who have been able to
gather around them audiences of interest due to their quality content that they create.
They were also able to build confidence in themselves and their opinions among their
community. This is exactly what companies are trying to use in their marketing
influencer-marketing campaigns. By working with someone trusted by thousands of
people, you can easily attract attention to your products or services and influence the
decision-making process of a potential consumer. Statistics do confirm that a large
number of consumers make purchasing decisions after reviewing the influencer's

response.
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The popularity of this marketing tool is growing, as evidenced by the fact that
more and more marketers around the world are seeking to introduce influencer-
marketing in their activities, companies are increasingly increasing budgets for such
campaigns. And this is not surprising, because influencer-marketing brings a significant
return on investment.

In the tourism industry, the use of influencer-marketing is also not the last place.
Given that people actively follow popular travel bloggers, this can also be used in the
activities of travel companies, including tour operators. Influencer-marketing will be
useful both when launching new holiday offers, new destinations, as well as to stimulate
sales of existing destinations. It is important to take into account that the profitability of
this type of marketing communications in tourism is one of the highest, as evidenced by
research.

However, the success and effectiveness of an influencer-marketing campaign
depends on a serious approach to all stages of implementation, from planning to the
process of its operation. One of the key points of preparation is the choice of the right
influencer, because it will depend on the correctness of the chosen audience, and the
quality of the content and the actual end result.

The range of industries that use influencer-marketing is extremely wide and
covers literally all areas of consumer life: everyday life, health care, fashion, social
networks, etc. In tourism, there are also many examples of influencer-marketing around
the world, when different countries, in order to raise awareness of their tourism
opportunities, promote the tourist offer of their individual regions, attract tourists from
new markets, turned to well-known influencers. In fact, this interaction was extremely

successful.
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PART 2
ANALYSIS AND EVALUATION OF “STAR MICE” PRECONDITIONS FOR
IMPLEMENTATION OF INFLUENCER-MARKETING ACTIVITIES

2.1. Characteristics of “STAR MICE” management system

“STAR MICE” is a Ukrainian business tour operator that has been operating in
the market for 8 years, starting its activity on July 2, 2012. In organizational and legal
form, the enterprise is a limited liability company.

The main purpose of the company is to make a profit by providing quality, highly
professional services in the process of selling their tourism product, thereby meeting the
diverse needs of its customers.

In the beginning the company worked with two types of clients: corporate and
individual. However, later orders from corporate clients supplanted individuals, so we
can say that the company is currently working more with a corporate ones.

Over the years of its existence in the market, “STAR MICE” has accumulated
extensive experience in tourism and a certain range of services is offered by the
company. The operator confidently states the following activities:

— organization of tours in Ukraine and abroad, including sea, mountain, skKi

vacations;

— organization of transport services and support;

— hotel reservation services;

— visa support services;

— organization of excursion services;

— organization of cruises;

— for corporate clients: organization of business meetings, conferences, various
events and incentive tours [39].

The main tasks of the tour operator have identified the following:

— provision of quality services and their continuous improvement by raising the

level of qualification and competence of employees;
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— maintaining the quality of the existing tourist product and its diversification;

— qualified support and consultation of clients on organizational issues, moments of
transport and visa service, security and insurance aspects;

— expansion of the client base;

— Increasing customer loyalty and turn them into regular ones;

— increase in sales.

Integral parts of the successful operation of the company are its staff and
managers. The process of managing the “STAR MICE” is carried out through the
performance of interrelated functions of planning, organization, motivation, which are
implemented in the performance of certain tasks. The organizational structure of “STAR
MICE” consists of the following departments:

— administration - director and accountant
— sales department - travel service managers and marketer (Appendix C).
The company is managed by the director in the form of issuing decisions (orders,

directives, etc.), which are mandatory for employees of the enterprise.

Director
\ 4
Accountant
Sales department
v I

Tourism manager Marketing
[ manager

Tourism manager

Fig. 2.1 Organizational structure of “STAR MICE”
Source: Created by author

In addition to the director, the company currently has four full-time
employees and hires others on a temporary basis as needed. The tour operator employs
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a professionally trained team capable of providing any type of travel services. Each
employee, starting work, gets acquainted with their job descriptions. Each member of

the company has his own clear responsibilities for specific processes.

Distribution of requests from customers between
managers, delegation of tenders, processing and

Director > ] . .
maintenance of contracts with customers, suppliers,
analysis of activities

| Bookkeeping, reporting, payment of bills, monitoring
Asegugtant “| the availability of documentation

Submission and winning of tenders, execution of
direct orders from clients, attraction of new clients,
timely closing of actions, transfer of documents to
clients, timely receipt of documents from suppliers

\ 4

Tourism managers

Maintaining social networks, planning and adhering
to marketing goals, working with a team - organizing
leisure for employees’ cohesion

Marketing
manager

\ 4

Fig. 2.2 Responsibilities of the “STAR MICE " staff
Source: Created by author

The relationship between management and employees of the company is based on
absolute trust and mutual respect. Each manager acts as a separate unit and is
responsible for the decisions made. In case of any questions, the situation is discussed,
conclusions are made and, without stopping, the processes move forward.

The company has a well-developed corporate culture. First of all, the company
has a principle of "Everyone is important!”. Every opinion, position on improving work
or working conditions is always heard by management and taken into account in the
further work of the company. Each of the workers is a company’s "creator” and has an

important role, which in turn forms a "living, multifunctional and harmonious
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organism.” Among the main goals of the company is “Excellent event service”. Each of
the employees does everything to keep the customer satisfied and experience the highest
level of service.

“STAR MICE” defines some values in terms of corporate culture:

— decency and honesty, on which the company's reputation directly depends;

—- company’s development and personal growth of each employee (the company
always promotes and encourages employees to attend various trainings, conferences,
lectures for professional growth);

— full commitment to the cause;

— teamwork.

In terms of events, the company offers customers a huge range of services. To
ensure the effective organization of large-scale events, the company attracts freelancers.
Based on previous experience, the company often has a clear plan for forming a team to
implement orders:

— event manager, Event manager assistant, Event manager substitute;

— interpreters (freelance);

— technical staff (freelance);

— support staff;

— administrative: Director and Accountant.

The team consists of a manager and other non-managerial members, each of
whom performs his specific work related to the event. These are groups of people who
are professionals in their work, have all the necessary skills to successfully complete the
task. The work is organized according to all the rules of project management and
includes the passage of each mandatory stage on the path of implementation. At the
initial stage of project initiation, the basics of the event itself are determined, and the
desired expectations are set. This is followed by a number of stages, which can be called
a full range of events, starting with planning, where a detailed plan, schedule, necessary
resources and budget are determined. Then the implementation of the adopted plan
begins. During the implementation there is a obligatory control of whether the current

results meet expectations, after which work on achieving the project goal continues with
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the necessary amendments, put in order the documentation and reports.

2.2. Evaluation of current conditions and potential opportunities for

implementing influencer-marketing activities

Analysis of economic activity is a fundamental part of enterprise control.
Comparing the current results with the adopted provisions and determining the degree
of deviation between them is a clear indicator of the effectiveness of the company's
activities. The lack of such an assessment calls into question the future results of the
company and makes it impossible to effectively manage the company.

The basis for the analysis of the functioning of the tourist enterprise is primarily
economic analysis, which means the study of all processes and phenomena occurring in
the company. Understanding the course and results of these processes makes it possible
to assess the correctness of decisions made in the past and plan further activities.
Evaluating the results of the tourist enterprise, it is necessary to pay attention to the
specifics of the industry in general, in particular to the fact that:

— tourism companies operate with a tourism product, which consists of a number of
tourist services. The tourist service, in turn, requires not so much material costs as high-
quality staffing, communication, image projects, namely more intangible assets;

— high degree of various types of risks which arise in process of enterprise activity,
for example, commercial, currency, inflation, etc., affect the solvency and financial
stability, and, consequently, the final financial result, thereby investing in future
development.

Systematic evaluation of the current state of the company allows to establish the
directions of change, to predict their impact on key parameters of the enterprise, to
identify the most important growth factors, to make appropriate management decisions
on further activities of the enterprise.

The economic efficiency of the tour operator “STAR MICE” is characterized by
indicators of operational and financial analysis and profitability of the enterprise.

According to the Law of Ukraine "On Tourism™ it is determined that the subjects of
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tourist activity are obliged to keep accounting and other documentation specified by
law, to provide accounting and statistical reporting in the prescribed manner [40]. For
the analysis of the tour operator's activity the data of statistical reporting Ne1-TOUR
“Report on the activity of the tourist organization”, forms of financial reporting Ne 1
“Balance of the enterprise” and Ne 2 “Report on financial results” are used.
“STAR MICE” carefully prepares reports and systematically evaluates the current
state of the company. In general, the company placed its first order for the sale of a
tourist voucher in August 2012. Since September 2012, namely in two months after
registration, the company was aprofitable and went to operating income.
Table 2.1
Dynamics of financial indicators and economic activity within tour operator
“STAR MICE” for 2017-2019, thousand UAH

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

Net income from sales of
productg (good& works, 3929,3 4180,5 4496,1 6,4 7,5
services)
Other operating income 63,2 136,6 145,8 116,1 6,7
Other income - - 6,3 - 100,0
Total income 3992,5 4317,1 4648,2 8,1 X
Other operating expenses 1066,0 1778,4 2646,2 66,8 48.8
Other expenses 42,2 65,7 - 55,7 -
Tota| expenses 1108,2 1844,1 2646,2 66,4 43,5
Financial result before tax 2884,3 2473,0 2002,0 -14,2 -19,0
Income tax s B > B -
Net profit (10ss) 2884,3 2473,0 2002,0 -14,2 -19,0

Source: [Appendix D]

Evaluating the data in the table, the negative dynamics of changes in the net profit
of the enterprise in the period from 2017 to 2019 was observed. This figure in 2019 is
lower by a third than in 2017. The company's total income showed stable growth for the
three years studied. From 2017 to 2018, it increased by 8.1% and in 2019 - by 7.7%
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compared to 2018. Despite of this growth, at the same time, cost indicators increased
almost 2.5 times over the entire period, which actually led to negative changes in
profits. Operating expenses showed the largest increase in the period from 2017 to
2018. In percentage terms, this figure increased by 66.8. In 2019, this figure increased
compared to 2018 by 48.8%.

The most successful of the studied years of the “STAR MICE” was 2017 despite
the lower level of income compared to subsequent years, but given the lower amount of
costs, the final result was higher and the company was more profitable.

The operational activity of a tourist enterprise means the formation of a tourist
product and the provision of tourist and related services. In order to assess in detail the
current state of the company and the reasons for the decrease in profitability, its
reporting in terms of tourism was analyzed.

Table 2.2
Dynamics of economic indicators from the tourist activity of the tour operator
“STAR MICE”, thousand UAH

Year Growth rates, %
Indexes 2018t0 | 2019to
2017 2018 2019
2017 2018

Income from the provision of 2826.,9 4180,5 44961 47,9 7.5
tourist services
Operating expenses incurred by
the subject of tourist activity for 1501,8 17784 2800,0 18,4 57,4
the provision of tourist services
Mandatory payments to the 201,9 284,1 634,9 40,7 1235
budget and extrabudgetary funds

Source: [Appendix E]

From the above data, we see an increase in income from the provision of tourist
services by 47.9% in 2018 and 7.5% in 2019. At the same time, it should be noted the
growth of operating expenses by 18.4% and 57.4%, respectively. Mandatory payments
also showed growth throughout the period. The indicator grew at a particularly fast pace
in 2019 - by 123.5% compared to 2018.
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Table 2.3
The number of tourist vouchers sold by the tour operator “STAR MICE”

Year Growth rates, %
Indexes 2018to | 2019 to
2017 2018 2019
2017 2018
Realized tourist vouchers — total, 40,0 465,0 18.0 1062,5 -96,1
unites
Including:
40,0 465,0 18,0 1062,5 -96,1
directly to the population, unites
citizens of Ukraine for travel \ 4110 1,0 100,0 99,7
within Ukraine, unites
citizens of Ukraine to travel 40,0 54.0 17,0 35,0 -68,5
abroad, unites

Source: [Appendix E]

In 2018, the company has seen a rapid increase in the number of sold tourist
vouchers, to be exact, by 1062.5%, or as much as 11.6 times compared to 2017. Of the
465 vouchers sold in 2018, 411 were purchased by Ukrainian citizens for travel in
Ukraine, and a total of 54 - for travel abroad. It should be noted that in 2017, vouchers
were sold exclusively for foreign travel.

In 2019, there is a decrease in the number of vouchers sold by 96.1%. The
number of vouchers for travel within Ukraine decreased by as much as 99.7% compared
to 2018. However, having analyzed, it is possible to notice that the share of vouchers for
foreign travels of citizens of Ukraine has increased. If in 2018 it was 11.6%, in 2019 its
figure increased to 94.4%.

Considering the date in the Table 2.4, we observe the unstable dynamics of the
number of tourists. In 2018 this indicator became higher by 145.3% compared to 2017,
but in 2019 it decreased by 84.7%. Considering the data of tourists in terms of the
purpose of the trip, we see the same situation: rapid growth in 2018 and a sharp decline
next year. In 2019, the number of tourists traveling to Ukraine was 98.3% compared to

2018. In the same period, the number of tourists traveling abroad decreased by 76.4%.



35

Table 2.4

The number of tourists served by the tour operator “STAR MICE”

Year Growth rates, %
Indexes 2018to | 2019to
2017 2018 2019
2017 2018
Number of served tourists, total 128,0 314,0 48,0 1453 84,7
persons
Including: \a _ 45,0 119,0 2,0 164,4 -98,3
travelers within Ukraine
83,0 195,0 46,0 1349 -76,4

travelers abroad

Source: [Appendix E]

The travel geography of clients of the tour operator “STAR MICE” is quite wide

and diverse. Among the countries to which tourists traveled there are well-known areas

of mass tourism, exotic destinations and countries that do not belong to the mass

segment. As can be seen from Fig.2.3, the most popular among tourists are mass

destinations, such as Turkey, Egypt, and Italy. Lots of the trips are occupied by Poland.

Portugal __ Sri Lanka

Georgia

Tunisia
USA
Denmark

Spain

A\

Others

Fig. 2.3. Countries of departure according to the tourist vouchers sold

Source: [E]
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Areas such as Denmark, the United States and Tunisia were also in high demand.
During the years under study, there were requests for a number of other European
countries, including Spain, France, Portugal, and Austria. Among Asian countries
Georgia, the United Arab Emirates, Japan and China were also represented. Exotic
destinations included trips to Sri Lanka and the Maldives.

From the analysis of operating activities and individual economic indicators, we
can state that the tour operator “STAR MICE” is economically active - despite the
negative trend in the amount of profit, the company still remains profitable. It is

important to note that the operator's approach to the formation of costs may not be
entirely correct, due to the tendency to their constant increase, because it is their annual

growth that leads to monetary losses.

Other important indexes for financial analysis of tour operator “STAR MICE”,
which influence on the activity of the company, are the assets, both current and non-
current, and the equity. Data about the state of assets of tour operator “STAR MICE”
for 2017-2019 is presented in the following table.

Table 2.5
The dynamics of assets and equity within tour operator “STAR MICE”
for 2017-2019, thousand UAH

Year Growth rates, %
Indexes
2017 2018 2019 2018 to 2017 2019 to 2018
Non-current assets 359,9 680,4 606,7 89,1 -10,8
Current assets 24519 4621,7 5464,9 88,5 18,2
Equity 2205,2 4632,4 5596,2 110,1 20,8

Source: [Appendix D]

The company’s equity each year had a different peculiarity of change. In 2017, its
volume decreased by 110,1%. The following year, its growth was 20,8% and amounted
to 5596,2 thousand UAH. Non-current assets showed unstable dynamics for three years.
In 2018, their figure increased by 88.5%, but in 2019 decreased by 10.8%. Regarding
current assets, their values increased throughout the period - by 88.5% in 2018 and by
18.2% in 2019, respectively.
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The return on assets (ROA) indicator shows the amount of operating profit

generated by all assets of the enterprise [41].

Table 2.6
ROA indexes within tour operator “STAR MICE” for 2017-2019
Year Absolute deviation Growth rates, %
Index >al'x >o43 e 2018to | 2019to 2018 to 2019 to
2017 2018 2017 2018
*ROA,% 117,6 53,5 36,6 -64,1 -16,9 -54,5 -31,6
Source: Created by author
*Formula for ROA index calculation [41]:
A Net profit (loss) <605 21

Average assets

During the research period, return on assets decreased. If in 2017 this figure was
117.6% per annum, in 2018 it was already 53.5%, down by as much as 54.5%. In 2019,
ROA continued to fall and amounted to 36.6%, which is 31.6% less than in 2018.

In adittion to a decrease in the level of profits, which we observe in the analyzed
enterprise, the reasons for the decrease in the profitability of the company's assets may
consist in insufficient efforts to earn more, ineffective expenditure policy, or irrational
disposal of earned.

The next indicator after ROA is the return on equity (ROE) - a key indicator of
return on business investment which characterizes the efficiency of use of own sources
of financing of the enterprise and reflects the amount of net profit per 1 UAH of own
invested equity [42]. Regularly calculating the ROE value is first of all necessary for the
management of the organization in order to understand what return they get from their
activity, how expedient it is to engage in current activities and what are the prospects
for further business development in this market sector. If the organization manages to
maintain a stable level of return on capital for a long time, then this state of affairs
allows us to make a conclusion about its financial stability, which guarantees the safety

and growth of the invested funds.
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Table 2.7

ROE indexes within tour operator “STAR MICE” for 2017-2019

Year Absolute deviation Growth rates, %

Index 2018 to 201910 2018 to 2019 to
2017 2018 2019
2017 2018 2017 2018
*ROE, % 130,8 53,4 35,8 -77,4 -17,6 -59,2 -33,0
Source: Created by author
*Formula for ROE index calculation [42]:
Net profit (loss

RoE = Netprofit Uoss) o, (2.2)

~ Average equity

The company's return on equity is declining. If in 2017 each attracted ruble of

own funds made it possible to receive 130.8 Kopiyoks of net profit, then in 2018 - 53.4
kopecks, which is 59.2% lower. In 2019 - already 35.8 Kopiyoks, which is 33% less

than in 2018.

Such a decrease in the return on total capital may indicate a falling demand for

the company's products and services and an overaccumulation of assets. This indicator

is also influenced by the widening gap between income and expenses, which we

observe in the analyzed enterprise during the research period, as well as the growth of

accounts payable on various items, as can be seen from the balance sheet of the

company (Appendix D).

SWOT Analysis of tour operator “STAR MICE”

Table 2.8

Strengths

Weaknesses

1.Long period of work in the tourism market,

experience

2. The quality of services, both tourist and event

3. Good reputation

4. Simultaneous use of the possibilities of both
the tour operator and the travel agent

5. Reliable partners
6. Quality service providers
7. Good location

8. Skills and professionalism of employees

1. Lack of a clear marketing strategy.

2. Insufficiently active promotion of the tourism
product on the market.

3. Insufficient use of marketing tools

4. Limited marketing budget

5. Instability in sales volumes

6. Low brand awareness

7. Constantly rising expenses
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Continuation of the Table 2.8

Opportunities Threats

1. Ability to adapt to changes in the external | 1. Large number of competitors in each of the
environment through diversification of activities | segments of activity

2. The image of a reliable partner 2. Adverse economic situation

3. The presence of stable, effective connections in | 3. Decrease in real incomes of population
the external environment 4. Unstable political situation in the world
4. A wide range of audiences 5. Prolongation of restrictions caused by the

pandemic in the would

Source: Created by author

Analyzing this research, we can say that the tour operator “STAR MICE” has
more strengths than weaknesses. Thanks to its experience, reputation and developed
partnerships, the company remains in the market. However, there are threats that need to
be taken into account and do everything possible to successfully adapt to the created
conditions.

The general situation at the enterprise should become an indicator for finding new
effective ways to solve the company's pressing issues, including how to growth the
demand for its tourism products, increase profitability. One of the tools to overcome
such a crisis can be marketing and its possible various ways of communication. In
particular, the company can use influencer-marketing, because it is an effective tool for
promoting the company, its products, attracting new customers. Of course, like any
component of a marketing campaign, influencer-marketing requires costs that are
already increasing in the company, but contributing to the implementation of an
influencer-marketing campaign, taking into account all its advantage, it can be a
profitable investment in the future, improving the processes and situation in the
company as a whole.

Marketing for any company is a management activity that involves the
development of plans and implementation of decisions to promote products or services
and present them on the market to meet the needs of the target audience [43]. Keeping
in the tourist market among a large number of competitors is becoming an increasing
challenge nowadays. Through marketing efforts, companies must show the maximum to

retain customers, and even better - to attract more and more new ones. An effective
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advertising campaign is one of the key aspects of the successful development of the

tourism business, which should be based on clear, balanced planning and creativity [44].
In its marketing activities, the tour operator “STAR MICE” pays most attention to

social networks. In particular, the company is represented in the following platforms:

— Facebook — page STARMICE (@ starmice.agency), where the company has 497
subscribers and regularly publishes posts about the events (Appendix F.1);

— Instagram — page @star.m.i.c.e with 314 followers and 110 available posts. The
company also reports on the events, shares news, and has a section where you can get
acquainted with the whole team (Appendix F.2);

— Tik Tok — the trendiest social network of the last two years. In this social
network, the company is the least active of all the above, but periodically there are
videos on the preparation and conduct of events (Appendix F.3);

— LinkedIn — a social network for finding and establishing business contacts. From
time to time on the operator's page there are messages about finding people in certain
positions, mostly temporary, necessary for the event (Appendix F.4).

The company's marketer has a certain policy for publishing posts on social
networks and adheres to it. Traditionally, the strategy included:

— at least three posts a week;

— topics: events, the company's team, interesting industry news, tips and live hacks,
posts on eco-topics;

— live-stories from the events.

However, during the quarantine period, the strategy underwent certain changes,
namely:

— three or more posts a week;

— topics: industry news in a difficult period, live hacks on self-isolation, interesting
information about events and more.

After quarantine, the strategy was as follows:

— one post per week;

— topics: events held by the company in 2020, online events.
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The marketing activities operated by the tour operator “STAR MICE” include
mailings, but the company rarely uses this tool. The last time this type of
communication was used was at the beginning of the year, when a large-scale lockdown
began. In the newsletter, the company distributed a questionnaire on the attitudes of
customers and partners to changes in the industry during the pandemic.

The company participates in exhibitions. In particular, Event Industry Forum -
Ukraine, from the very beginning of which, namely in 2018, the tour operator “STAR
MICE” annually takes part with the whole team. Event Industry Forum takes place in
Lviv in February. Therefore, going to Lviv as a team is a kind of tradition, a cycle
meeting, reboot, filling with new knowledge, etc. Event Industry Forum is a three-day
conference for joint construction of new plans, development of strategies for adaptation
to new conditions, realization of potential and effective cooperation of creative
specialists and service customers [45]. The company considers it appropriate for the
company to take part in such events in order to create a culture of industry, exchange
experiences and develop partnerships within the country.

“STAR MICE” also participates in the IMEX Frankfurt exhibition in order to
develop partnerships abroad. The exhibition program always offers content for the most
successful representatives of the industry, as well as for those who are just about to start
their business, as well as for companies already working in this field, seeking to develop
and learn the most actual insights [46].

For a detailed assessment of the prerequisites for the implementation of
influencer-marketing by a tour operator “STARMICE”, we analyze its main
components and indicators. First of all, this is the number of User-Generated posts.
Working with an influencer, it would be useful to create their own unique hashtag,
which they will use in the process of writing and publishing posts. Thus, the influencer
will be able to encourage his audience to use this hashtag in their posts. This will
promote content created exclusively for the company, make it recognizable among
others and easier to mind. Also this way, the company will be able to monitor the
effectiveness of conducted influencer-marketing campaign easily. At present, “STAR

MICE” has created several of its own hashtags, which are actively used in publications.
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Despite the existing hashtags, conducting an influencer-marketing campaign, it would
be appropriate to create a separate hashtag, which will track the activity specifically

from the campaign.

Table 2.9
Posts marked with branded hashtags of tour operator “STAR MICE”
Hashtag Number
#starmice 86
#starmiceopraHi3zoBye 12
#3a1BEHTUMO 7
#starmicepeKoMeHTy€e 11
#starmiceindopmye 8
#starmiceekoopmar 6
#starmice_team 15

Source: Created by author

Customers and partners mention the company in their posts. Among the partners,
such interaction most often takes place with catering companies, event locations, hotels
and technical support companies. This is a good way to mutually promote services with
the potential to attract new customers.

The next important KPI for influencer-marketing is the engagement rate by reach
(ERR), which shows how active the audience is in relation to the content created by the
company and shows how many people interacted with a particular publication. It is the
clearest indicator that shows real interest in the created content.

Table 2.10
Statistics of interaction of Instagram users with the publications of the tour
operator “STAR MICE” for October 2020

Engagements
Posts 1 : Reach
Likes Comments Shares Savings
Post 1 22 2 1 1 135
Post 2 10 3 1 4 122
Post 3 20 % 1 1 130
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Continuation of the Table 2.10

Posts

Engagements

Likes

Comments

Shares

Savings

Reach

Post 4

9

1

0

1

88

Source: Created by author

To make the necessary calculations from the statistics, data were taken on all

possible interactions with the publications, generated during the last month: likes,

comments, shares, storage and savings. The indicator itself is the ratio of all interactions

with the publication to the number of reach.

25,00%

20,00%

15,00% -
10,00% -
5,00% -
0,00% -

19,30%

18,50%

Post 1

Fig. 2.4. ERR indexes within posts generated in October 2020

14,80%

Post 2

Source: Created by author

Formula for ERR index calculation [47]:

Post 3

Engagements

Reach

12,50%

* 100%

Post 4

(2.3)

Analyzing the indicators of the level of engagement, we can note the instability in

their values throughout the period. If we calculate the average value for the month, we

get 16.3%, which is a fairly good result, given the level at which the account of the

researched company.

The higher the ERR, the more interesting the posts is to the audience, and users

express this in the form of likes and comments. And potentially interesting content

increases the level of awareness of people about the company, increases loyalty and
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increases the chances that these people will turn from simple followers into customers
of the company, ideally regular ones.

The engagement rate (ER) relative to the number of subscribers can also be
calculated. That is an indicator that reflects the level of your subscribers’ interaction

with your publications.

Table 2.11
ER indexes within posts generated in Instagram in October 2020
Posts Number of
Index q
Post 1 Post 2 Post 3 Post 4 subscribers
*ER,% 8,2 57 7,6 3,5 314

Source: Created by author

*Formula for ER index calculation [48]:

ER Engagements Mo i
— * .
Total subscribers ¢ (2.4)

In general, analyzing the calculations in the above table, we can determine the
average level of engagement - at 6.2%. Given the fact that the company's audience on
Instagram consists mainly of people aged 24-34 and older and their characteristics,
namely the fact that members of this age group are reluctant to like publications, but are
interested in what is written and its meaning, the norms of this indicator in this case are
2-5% [49]. Therefore, we can conclude that the engagement in relation to subscribers is
within the norm.

High engagement rates indicate a potentially high level of reach which is also an
integral indicator of the effectiveness of an influencer-marketing campaign, as it means
the total number of people who have seen the company's advertising or regular content.

The following determinants important to influencer-marketing, such as
conversions and web traffic, are not tracked by the tour operator. The company plans to
rebrand the web site in the near future.

Instagram is one of the best platforms for influencer-marketing, because it has a

large number of users and therefore potential customers for the company, it is easy to
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share the content, to set up advertising without significant restrictions. For the
researched enterprise, despite the relatively normal indicators of engagement (at this
stage of account development), the problem of low awareness of the company, the
problem of reducing profitability and demand for the company's services, especially
tourism. Therefore, it will be expedient to implement an influencer-marketing campaign
on the Instagram platform, which will expand the audience, promote the company and

Improve certain economic indicators.

2.3. Assessment of “STAR MICE” business communications in relation to

the influencer-marketing

The results of all sorts of global research in the world show that people trust
influencers more than direct messages that come directly from the company or brand.
Therefore, building and establishing relationships with influencers is a key aspect of the
so-called Customer Relationship Management, simply CRM, which is directly related to
interaction with clients or consumers. Searching for influencers, communicating with
them, establishing partnerships, developing possible formats of cooperation, planning
and describing future campaigns are part of Influencer Relationship Management,
which should be worked on by the marketing department of the company.

Cooperation with influencers is based on building a strategic partnership that can
help the company establish control over marketing. This does not mean the control of
marketing activities of the enterprise, but a little more globally, in the market itself, at
least among the target audience of the company, because influencers through their
stories and publications are able to change people's attitudes to certain opinions about
goods or services and influence purchasing decisions, persuade people to do what
company needs now.

Building close trusting relationships with the influencer should be a priority on
the company's path to the full implementation of influencer-marketing. For the first
successful results of the campaigns, long-term cooperation is possible, because

influencers are actively gaining new subscribers, it is also a chance to increase trust in



46

the company in the eyes of those who are already interested in services as a result of
advertising, or to convince those who still doubted.

Tour operator “STAR MICE” has some experience in communications and
cooperation with influencers. During 2015-2017, the company collaborated with several
Instagram bloggers. The candidates selected by the company develop their content in

the fields of travel, live style and business development.

Table 2.12
“STAR MICE” experience in collaboration with influencers
(SEiuseat Poriod Number of Total cost of Results,
campaigns campaigns, UAH new subscribers
@kate_avtonomova 2015 - - -
@annushka_moroz 2015 - - -
@levchuk_sofia 2015 1 1000,0 21
@columbovna 2015-2016 2 4000,0 142
@yana_kostt 2016-2017 3 2000,0 78

Source: Created by author

It should be noted that at that time the company's priority was to promote the
account, increase audience awareness, number of subscribers and levels of engagement.
As can be seen from the table, each of the influencers brought new subscribers to the
page of the tour operator, but for a more detailed understanding, it is necessary to
analyze the bloggers themselves, with whom there was business communication. In
particular, it is necessary to understand the audience, their size, content, after which we
can judge the effectiveness of these cooperatives.

Instagram bloggers @kate avtonomova and Anna Moroz (@annushka moroz)
were the first influencers to be chosen by tour operator “STAR MICE” to try to build
cooperation in the field of influencer-marketing. Arrangements for possible
collaboration were made almost simultaneously, but during the discussion of content
and topics it was decided that the audience of these influencers will not be interested in
the advertised company, so it was decided not to implement the campaign.

Sofia Levchuk (@levchuk_sofia), a travel blogger and photographer from Kyiv,
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was also among influencers who tour operator “STAR MICE” collaborated with. Her
account is characterized by the quality of photos (which is not surprising for a
photographer) and good presentation of content, in particular for travel, where she
shares her experience and gives advice on places to visit or prepare for a trip to a
country. At the time of the campaign, Sofia's audience numbered 75.9 thousand
subscribers. Cooperation with this influencer brought the company the result of 21 new
followers and cost one thousand UAH.

@columbovna is a travel blogger with whom the company next collaborated on
Instagram. This blogger is popular for her publications on tourism and travel (she also
created a “WOW-map” of places in Ukraine), as well as in the field of live style. She
has extensive experience in advertising with various companies of different activities.
At the time of the first campaign in 2015, the blogger had 79.1 thousand subscribers.
The campaign itself included a series of 3 Instagram Stories. It cost a thousand UAH
and brought the company 28 new subscribers. In 2017, the tour operator “STAR MICE”
conducted another collaboration with this blogger which cost 3000 UAH for the
company. In return, the blogger posted 1 post and 4 Instagram Stories on her page,
which brought the company 114 new followers.

Yana Kostyuk (@yana_kostt) is a motivator and influencer who shares her
experience in business. In total, “STAR MICE” company conducted 3 influencer-
marketing campaigns with Jana, as a result of which it was able to attract 58 new
subscribers. Collaboration with this blogger was the first in terms of business tourism
and organizing business events. Thanks to this cooperation, the company has
significantly expanded the audience of people interested in business tourism, because
Yana's audience largely coincides with the audience identified as key for the tour
operator “STAR MICE”. The company spent 2000 UAH on three campaigns consisting
in total of 11 Instagram Stories.

So, speaking about the business communications of the tour operator “STAR
MICE”, we can say that the company has been quite active in this area, because it has
worked with several influencers. In the development of relations with influencers during

2015-2017, the company focused its efforts both on business tourism and demonstrated
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the possibilities of organizing traditional recreation, in particular in Ukraine. Speaking
about the results of the campaigns, it is necessary to consider the goals set by the
company before their implementation. In general, the company gained new subscribers
and was able to bring the engagement rates closer to those currently available, which we
calculated in paragraph 2.2, which was one of the tasks. However, given the statistics of
the data profiles of influencers, we can assume that the results could be slightly greater.
One of the reasons for the low results may be the lack of clear analysis of the audiences
of selected influencers, as well as content that could not fully interest the audience.

In 2018, the tour operator “STAR MICE” rebranded its social networks and
currently plans to implement influencer-marketing measures. The company aims to
promote its core business, namely business tourism, and thinks with whom reliable,
effective cooperation is possible. In addition to awareness, new subscribers and
increased engagement, the company plans to track conversions to the site and increase

the number of customers through influencer-marketing.

Conclusions to the Part 2

Within the Part 2 of final qualifying paper the tour operator “STAR MICE” and
preconditions for implementing of influencer-marketing were evaluated. The evaluated
management system of the tour operator “STAR MICE” has demonstrated favorable
conditions for conducting its direct activities, as it ensures the stability and continuity of
all processes, allows providing a wide range of services and developing. Work at the
enterprise takes place according to a clearly taxed system, because each employee
knows his responsibilities to whom he is subordinated. The company has a developed
corporate culture, which is aimed at motivation, maintaining team spirit, focus on
results, customer satisfaction and development of everyone, both personal and
professional.

Analysis of the company's operating, financial and marketing activities revealed
some problems. In particular, the steadily rising costs, resulting in falling profitability.

According to the tourist reporting, there is a simultaneous decrease in the number of
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sold tourist vouchers and served tourists. The assessment of the company's balance
sheet revealed a decline in return on assets and equity, which confirms the widening gap
between costs and profits of the company, as well as a decline in demand for the
company's services.

Tour operator “STAR MICE” does not sufficiently use the possibilities of
marketing communications and operates a small number of them. The company
maintains pages on social networks, in particular Instagram, Facebook, and conducts
advertising events on these platforms. Despite the satisfactory values of indicators that
determine the effectiveness of pages and advertising activities, it is necessary to take
into account the current state of development of these pages, because they are still not
popular enough and promoted to bring new customers.

The company has some experience in working with influencers. During the
period 2015-2017, 6 campaigns were conducted. Currently, the company plans to
resume this activity and is in the process of searching of possible candidates for

cooperation and formats of their interactions.
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PART 3
INFLUENCER-MARKETING IMPLEMENTATION TO
“STAR MICE” ACTIVITY

3.1. Program of influencer-marketing measures to improve company’s
performance in the market

In the previous part, we concluded that tour operator “STAR MICE” does not
fully use its marketing opportunities. In the study, we highlighted the problems faced by
the company, including low brand awareness, falling demand for the company's
services, lack of strategic vision for the development of social networks in terms of
attracting new and potentially regular subscribers who may become customers in the
future. We also determined that to solve these problems will not be enough traditional
methods of marketing social networks and one-time advertising appeals in any form,
because there is a need to better acquaint the consumer with the brand, maximize favor
to the company and reach a larger share of customers in the market. To resolve these
issues, a modern communication policy tool such as influencer-marketing has been
proposed.

As mentioned earlier, the influencer-marketing strategy, like any other, requires
careful planning and includes many stages, the implementation of which must be
approached with great responsibility, because the quality of each depends on the
effectiveness of the campaign and final result for the company.

The first step in implementing influencer-marketing for tour operator “STAR
MICE” should be a clear definition of the goals of the entire campaign, which will
further help to better understand each next stage, as well as identify indicators that will
need to be monitored to understand the success of influencer-marketing activities.

Based on the problems facing the company, we can form the following goals of
the influencer-marketing campaign:

— brand awareness - to increase the number of people who know, recognize, love
the brand;
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— attracting a new audience - increase the number of subscribers;

— engagement - to increase the activity of audience interactions with publications;
— facilitating lead generation - increase customer numbers and sales;

— loyalty - to make people interested and connected with the brand.

Before influencing your audience, it is necessary to clearly define who this
audience is, and it is absolutely correct to create a detailed image, taking into account
both demographic characteristics and psychological patterns.

According to the tourist reports of the company, among the tourists served by the
tour operator “STAR MICE” (Appendix E), the vast majority of trips were made for
business purposes. Therefore, we can identify a key segment of the target audience and

understand how and with whom to further build cooperation in the field of influencer-

marketing.
Table 3.1
Main segment of target audience of tour operator “STAR MICE”
Characteristic Description
Gender Male, female
Age 24-45 (the core — 26-40)
Marital status Married and single
Income level Above average
Cocugation Specialijsts, manageris,, r_nanagers- of various Ie-vels, directors, ow-nejrs of
companies and organizations of different types, sizes and areas of activity
Life style High level of occupation, high work orientation

Regularity of demand | 1-2 times a year

Interests Business, everything related to the scope of their activities

\ Self-sufficient, successful, passionate about work, ambitious, often spend
Personal qualities \ . ) \
little time with family

Source: Created by author

As we see there are people of the business sphere who spend a lot of time in their
work and often face the need to organize business events within their activities. In the

first segment, we can also generalize these people with companies and organizations of
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different levels and types of activities on whose behalf they often act and address
requests, usually for large-scale business meetings, conferences, congresses, or
incentives for the team of the company, in Kyiv, other regions of Ukraine and abroad.

The youngest members of this segment may not yet be financially ready for
personal applications for the company's services, but they are active users of social
networks, where they learn about the company, they can later offer or recommend its
services, such as management or acquaintances related to areas which may be interested
in this. They also need to be addressed, they need to be influenced, and for this it is
necessary to choose those whom they trust. To get a loyal audience, you need to grow
with it, because each brand must position itself primarily as a friend who knows a lot
about the customer and is always ready to make his life a little better.

After defining the target audience, the stage of choosing an influencer or several,
with which the influencer-marketing strategy will be built and the campaign will be
implemented, follows.

During the research of the market of influencers on the Instagram (the platform
most used by this segment of the target audience and which is best adapted to the
intricacies of influencer-marketing), we analyzed and identified those who are suitable
for this segment, as we consider, and with whom it would be appropriate to
communicate and cooperate.

Based on the target audience, the first person with whom collaboration is possible
is Valeria Borodina (@borodina) with an audience of 262 thousand subscribers. Valeria
is a successful businesswoman, influencer and a real authority in our chosen social
network. Its audience is young people who are developing in business and for whom it
is an example to follow. Among her audience, there are also entrepreneurs of all ages
who are already successful. The content on her page always has an interesting content,
brightness and the ability to really attract attention. Also, having analyzed its previous
advertising integrations, we can say with confidence that it clearly conveys the
necessary messages to its audience, be sure to get acquainted with the goods or services
closer.

The next person who can be invited to cooperate is Leonid Martynchyk
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(@leonid.martynchyk) — a well-known Instagram influencer, TV presenter and speaker
with an audience of 105 thousand subscribers. His audience is both young people and
mature individuals who follow his account in search of motivation and personal
development, because Leonid is a famous mentor in the field of building and
maintaining a personal brand. In Leonid's experience, a number of collaborations with
well-known brands, including travel companies (as we mentioned in paragraph 1.2, he
collaborated with tour operator JoinUp, actually as well as Valeria Borodina).

Andriy Fedoriv (@andriyfedoriv) is an entrepreneur, marketer, speaker, business
influencer. The Instagram audience consists of 120 thousand subscribers, including
young and ambitious business novices, as well as experienced entrepreneurs. And all
because Andriy in his blog he shares his professional experience gained on business
trips, speaks brightly and bitingly about modern business realities and advanced
innovations. Collaboration with Andriy is a high chance to attract a male audience, as it
has long been proven that the vast majority of Instagram users are women, but he has a
relatively higher percentage of men among subscribers than the aforementioned
influencers. Having the necessary statistics of the accounts of influencers, you can
calculate the indicators on the basis of which you can make further choices in favor of

who will be more profitable to work with.

Table 3.2
Profile statistics and calculations on the effectiveness of collaboration
Influencers
Indicators Valeria Leonid Andriy
Borodina Martynchyk Fedoriv
Number of subscribers, persons 262 000 105 000 120 000
Average reach, persons 19 264 12 363 20 896
Average rate of transition to the advertising profile,
10 702 5879 11 962
persons
Average number of new subscribers (of those who
( _ 3213 2 062 3583
switched to the profile), persons
Average rate of transition to the advertising site,
1 606 1028 1802
persons
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Continuation of the Table 3.2

Influencers
Indicators Valeria Leonid Andriy
Borodina Martynchyk Fedoriv
The cost of the advertising measures cycle, UAH 10 000 6 000 8 000
Cost of 1 potential subscriber (those who went to
\ 0,93 1,02 0,66
the profile), UAH
Conversion (according to average reach and profile
" 95,5 47,6 57,2
transitions), %
Cost of 1 real subscriber (those who subscribed to
A : AN - 31 2,9 2,2
the advertising profile by switching to it), UAH
Conversion (according to average reach and profile
A\ M 16,8 16,7 17,1
subscriptions), %
The cost of one visit to the site, UAH 6,2 5,8 4,4

Source: Created by author

Analyzing the obtained data, we can observe that Valeria Borodina, despite a
larger audience of subscribers, has a lower reach rate compared to Andriy Fedoriv.
Thus, she has fewer conversions to the advertised profile, and thus slightly reduces the
number of potential subscribers to the account of the company that ordered the
advertising campaign, and conversion rates to the site. It should be clarified that the
average number of new subscribers is quite conditional, because the influencer's goal is
to get interested in switching to an advertising profile, but whether a person stays on
this profile and wants to subscribe depends on the content the company creates on its
page. The blogger cannot guarantee these indicators in any way.

Andriy Fedoriv, due to a more active audience, provides potentially higher
perceptions of these indicators, including conversions, and significantly lower costs per
1 subscriber, 1 transition to the site. Interaction with Leonid Martynchyk may seem
more expensive compared to Andriy, if you look at the cost of a subscriber or a click on
the site, but the conversion rates are slightly lower. Further cooperation with him can be
considered inexpedient and potentially ineffective for the company.

Therefore, taking into account all the data, we can conclude that the company's




55

cooperation with Andriy Fedoriv will definitely be potentially profitable. The most
objective calculated indicators are the cost of 1 potential subscriber - the one who,
thanks to the influencer, simply switched to the company profile, and the cost of 1
transition to the site. As we have already determined, the figures of Valeria Borodina
are slightly lower, but the values of conversions are quite high, especially with regard to
the transition to the company's profile, but the cost of 1 potential subscriber is lower if
compared to Leonid Martynchyk. One of the goals of the campaign is to engage the
audience in the advertised company, and Valeria can potentially lead many to the
company's page, who will potentially subscribe and possibly become customers in the
future. For further work we make a choice in favor of Andriy Fedoriv and Valeria
Borodina, collaboration with which is potentially more effective, both quantitatively
and qualitatively.

The next step is direct contact with the chosen influencers, a proposal for
collaboration and, if agreed, a discussion of these details of cooperation. After
establishing contact and agreeing on further cooperation, possible types of influencer-
marketing campaigns are being agreed upon. Among all the possible options, we can
single out Sponsored Content, perhaps the most common of the types of interactions,
when the influencer in his appeal (post or stories) tells, mentions and notes the profile of
the company. Under this type, the company itself may not interfere in the creation of
content, but it is desirable to agree on its approval before publication. The company can
simply outline the topic and the main message that it would like to convey to the
audience.

Another option may be the so-called Guest Content, in which the company itself
will create the content that it wants to see in the advertising appeal and provide it to the
influencer for broadcast. However, this option is usually complicated by the fact that in
this case the process is delayed, because influencers dictate many conditions for the
content that will potentially be placed on their pages. Therefore, the best option would
be a quality study of profiles and content of influencers at the stage of their selection,
where the company will clearly understand that such information is suitable for it and

you can safely trust the influencer in creating an advertising appeal.
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Therewith, it is necessary to determine the conditions under which the company
will cooperate with influencers. This can be cooperation based on the financial payment
of any advertising appeals, or barter. It is also possible to combine these two options.

Next is the implementation of the influencer-marketing campaign. It can last in
different ways, depending on how many publications (posts or stories) have been
agreed. And the last step is to evaluate the effectiveness of the campaign, the details of

which we will discuss in the next section.

Table 3.3
The plan of influencer-marketing implementation within
tour operator “STAR MICE”
Time for Responsible
Stage \ ) Cost
implementation Employees
I.Defining of main goals of the .

g g 3 days 0 UAH Marketing
campaign Manager
I1.Indication the audience — the .

_ _ 3 days 0 UAH Marketing
subject of influence Manager
I11.Searching for influencers and :

1 week 0 UAH Marketing
making the choice Manager
IV.Contact with influencer, 1

: 2 weeks 0 UAH Marketing
agreement for further cooperation Manager
V. Coordinating campaign types,
content details, terms of 3 weeks 0 UAH Marketing manager,

) Director
cooperation
VI1.Campaign implementation 4 weeks 18 000 UAH Marketing manager
VII.Evaluation of campaign results 1 week 0 UAH Marketing manager,

Accountant

Source: Created by author

As seen from the Table 3.3 for implementation of influencer-marketing strategy

the total sum of costs in amount of 18 000 UAH is needed.
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3.2. Evaluation of implementation efficiency of influencer-marketing

measures in the tour operator management

Any strategic steps taken by the company have a result. At the end of various
campaigns, a stage of evaluating the effectiveness of the measures taken is necessary.
In the previous paragraph, by calculating in the Table 3.2, we determined the potential
conversion rates for each of the influencers and the number of possible new subscribers
that may appear after seeing the company's advertising on the blogger's page. Among
the goals of the influencer-marketing strategy that we identified were, in particular,
brand awareness, attracting new audiences, increasing the level of engagement. All
these indicators are directly related to those that we defined earlier. Based on these data,
we can calculate the potential values of key indicators that are influenced by influencer-
marketing.

Table 3.4
The effectiveness of implementing the influencer-marketing campaign
within tour operator “STAR MICE”

Index Before After (potentially) Growth rates,%
Number of subscribers,
314 6796 2064,0
persons
ER,% 6,2 9,99 61,1
ERR,% 16,3 22,2 36,2
Reach,
persons 118 3058 24915
% 37,6 45 19,7

Source: Created by author

As we can see from the table, the number of subscribers to the tour operator's
page could potentially reach 6796 people, or increase more than 20 times compared to
the figure before the influencer-marketing campaign. This indicator is based solely on
the total number of possible new subscribers who, seeing the advertising appeal of the

influencer, went to the operator’s page and signed. However, as we noted in paragraph
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3.1, this figure is relative and due to a number of factors, including human, can vary
significantly.

Indicators of engagement by subscribers (ER) and reach (ERR) were calculated
on the same principle as in paragraph 2.2. It should be noted that in our forecast we use
benchmarks and take into account the best option for the influencer-marketing
campaign. To calculate the potentially possible values of ER and ERR indexes, the
reference indicator of interactions with publications was taken, which is 10% of the
total number of subscribers (data are given for likes, because the norms of the shares of
comments, distributions and savings are difficult to calculate) [50]. So, given the
potential number of subscribers at 6796, we set the normative number of interactions at
679. After making the necessary calculations, we obtained the following: the ER
indicator has a chance to increase by 61.1% compared to the current indicator, the ERR
value can potentially increase by 36,2%.

Taking into account the normative coverage indicator, which on average
corresponds to 45% of the number of subscribers, we can say that its value after the
influencer-marketing campaign may correspond to the mark of 3058 people [51].
Compared to the available figure, it is almost 25 times larger. In percentage terms, it has
a chance to grow by 19.7%.

Influencer-marketing is undoubtedly an investment in the company's future. As a
result, the company as an investor needs to understand whether the decision to invest
was correct, how profitable it is and whether it should continue in this direction. An
indicator that will help identify these issues is the return on investment (ROI).

According to the Influencer Intelligence platform report on influencer-marketing
in 2020, 84% of marketers around the world point out that calculating the return on
investment in this area is difficult and a real challenge [52]. The main obstacle to
forecasting future profits from the company's interaction with influencers is the human
factor. All because no one, not even the most famous, most experienced influencer, can
guarantee and provide any clear indicators of the same conversions to the company's
website, where you can place an order, especially the number of customers, and even

more so about profits. Although we unite people into groups, audiences according to
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their preferences and certain patterns of interest to us, we cannot predict how a person
will react at the time of the meeting with the advertising appeal. Even the mood a
person is in at the moment affects how they behave with the advertised profile: they can
scroll through the message at all, can go to the advertised profile, can even subscribe to
it, but it also depends on the individual preferences of each, to predict which one
hundred percent no one can. The mood of the influencer himself on the day of the
advertising appeal (even at only one of all stages of the campaign) with which he
presents it will also affect the reaction of his subscribers to the advertised object. After
all, given that the blogger's subscribers, especially those who follow his activities for a
long time, or are loyal, are as empathetic as possible to their object of imitation and are
able to take on his feelings. If these feelings are not positive enough, it definitely affects
the result for the company, because in this way it easily loses potential subscribers and
customers.

The InfluencerMarketingHub platform in its report on the global study notes that
the average return on investment in influencer-marketing is $ 5.78 per dollar invested
[53]. Based on these data, we can predict the potential profit margin of each influencer
involved in the influencer-marketing campaign of the tour operator “STAR MICE”.

Table 3.5
Calculation of profits from the influencer-marketing campaign
within the tour operator “STAR MICE”

Valeria Borodina Andriy Fedoriv Total
Income, UAH 67 798,9 54 2375 122 027,4
Costs, UAH 10 000,0 8 000,0 18 000,0
*Profit, UAH 57798,9 46 237,5 104 027,4

Source: Created by author

First of all, it should be noted, that these calculations are based on the general

formula of return on investment. Formula for ROI index calculation [54]:

Income — Costs
ROI = * 100% (3.1)
Costs

Based on the data of the above-mentioned InfluencerMarketingHub study, the
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ROI of $ 5.78 (corresponding to 578%) was taken as the reference for the calculations.
So, having a general formula, we mathematically defined the formula for calculating
income.

*Formula for Income index calculation:

I B ROI*Costs_I_C . -
ncome = 100% osts (3.2)

We should note that calculations were carried out in dollar equivalent and after
were converted into the Ukrainian hryvnia according to the official exchange rate of the
National Bank of Ukraine which on the date of research made 28,13 UAH for US
dollar.

Analyzing the obtained results, we can note that the cooperation of the tour
operator “STAR MICE” with Valeria Borodina can potentially bring 67798.9 UAH of
income, given the costs, the company may receive 57798.9 UAH of profit. In turn, the
company's collaboration with Andriy Fedoriv can bring 54237,5 UAH of income and
46237.5 UAH of profit. The total amount of profit from the conducted influencer-
marketing campaign with both influencers will potentially amount to 104027.4 UAH.

However, it should be clarified that this method of calculation is based only on
the company's costs for the campaign, but does not take into account all factors that may
affect the final result, for example, the same coverage, number of potential subscribers
and conversions, because these figures are somewhat higher than Valeria, so potentially
Andriy can bring more customers to the company. But this is only from a mathematical
point of view, based on the figures obtained in Table 3.2.

Let's repeat that the behavior of subscribers of any influencer is difficult to
predict, we cannot be sure that everyone who even went to the site, in the end made an
order. Similarly, it is difficult to predict what specific orders, for what amount each of
the customers will make.

Therefore, these calculations are also made with the expectation of the best
course of events. Using our data, we can try to predict the possible financial results of
the tour operator “STAR MICE”.
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Table 3.6
Forecast of financial effectiveness of influencer-marketing campaign in 2020
within the tour operator “STAR MICE”

Year Growth rates, %
Indexes
) 2018to | 2019to | 2020 to
thousand UAH 2017 2018 2019 2020
2017 2018 2019

Total income 39925 | 43171 | 46482 | 47702 8,1 77 2.6
Total expenses 11082 | 18441 | 264672 | 26642 66,4 435 0,7
tFina”Cia' result before | 28843 | 24730 | 20020 | 21060 | -1472 -19.0 5,2
ax

Income tax B B 3 v - \ 3

Source: Created by author

Suppose that in 2020, one, trial campaign of influencer-marketing was conducted
within the tour operator “STAR MICE”. If we assume that for the current year, under
normal conditions, without influencer-marketing measures, the company received
income at the level of 2019 - 4648.2 thousand UAH, then adding to this value we
calculated the potential income from the campaign, we get 4770.2 thousand UAH. That
IS, only the influencer-marketing campaign was able to increase the income of the tour
operator by 2.6%.

Considering the costs in the same way, we will add to the costs of the 2019 level
the costs for the services of influencers and we will receive 2664.2 thousand UAH.
Thus, such an influencer-marketing campaign will increase costs by 0.7%.

Calculating the profit, we get its figure at 2106 thousand UAH. Thus, with one
campaign we will be able to achieve revenue growth for the year by 5.2%, changing the
negative dynamics of this indicator to positive.

Understanding the effectiveness of influencers as a tool of marketing

communications, we can predict that the company would be profitable to conduct
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several campaigns of influencer-marketing per year.
Suppose that the tour operator “STAR MICE” will continue to work with our
previously chosen influencers. We can consider the strategy of their cooperation in the

long run, for example, for 3 years.

Table 3.7
Influencer-marketing strategy for the tour operator “STAR MICE” for 2021-2023
J F M A M Jn N]| A S O N D | Total
4 4 4 4
2021 4
weeks weeks weeks weeks
4 4 4 4 4 4
2022 6
weeks | weeks weeks | weeks weeks | weeks
4 4 4 4 4 4 4 4
2023 8
weeks | weeks weeks | weeks weeks | weeks weeks | weeks

Source: Created by author

To make the necessary calculations, we can present a three-year strategy of
cooperation of the tour operator “STAR MICE” with Valeria Borodina and Andriy
Fedoriv in the way presented in the above table. Based on the successful experience of
implementing one marketing campaign in 2020, the company has set a schedule for the
following, for example: in 2021 - 4 campaigns, each lasting a month, one per season.
2022 - 6 campaigns, the same duration per month each, one in winter and spring, two -
in summer and autumn. 2023 - 8 campaigns, lasting one month each, 2 per season. The
construction of this hypothetical strategy is based on the effectiveness of the
implementation of the influencer-marketing campaign in the activities of the enterprise,
which was proved by global research within industries, as well as our calculations on
the example of the proposed campaign for the researched enterprise. Based on the
calculated data from the profits of one campaign, the cost of one such campaign, we can
calculate the cost-effectiveness of conducting an influencer-marketing campaign for

each of the three planned years.
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Table 3.8

Forecast of financial effectiveness of influencer-marketing campaign
for 2021-2023 within the tour operator “STAR MICE”

Year Growth rates, %
Indexes
) 2021 to | 2022to | 2023 to
thousand UAH 2020 2021 2022 2023

2020 2021 2022
Total income 47702 | 52583 | 59904 | 69666 10,2 13.9 16,3
Total expenses 26642 | 27362 | 28442 | 29882 2.7 3,9 5.1
tFinanCial result before | 21060 | 25221 | 31462 | 39784 19.8 247 26,5
ax
Income tax v -
Net profit (loss) 21060 | 25221 | 31462 | 39784 19.8 247 26.5

Source: Created by author

So, if we take into account the situation in which the tour operator “STAR
MICE” under constant other conditions, excluding influencer-marketing measures
received in 2021 a profit at the level of 2020, or 4770.2 thousand UAH, then adding to
it the income from the four campaigns influencer-marketing, planned for 2021, we will
receive a total revenue of 5258.3 thousand UAH, which is 10.2% higher than in 2020.

Using a similar mechanism, we can calculate the costs, taking into account the
costs of 4 campaigns, which totaled 2736.2 thousand UAH, which is higher than in
2020 by 2.7%. Despite the increase in costs, we received a profit of 2522.1 thousand
UAH, which is 19.8% higher than in 2020.

According to the same principle, we calculated the company's income for 2022,
taking into account the contribution of the six proposed influencer-marketing
campaigns, and determined them to be potentially higher than in 2021 by 13.9%, which
in monetary terms is 5990.4 thousand UAH. Income compared to 2021 will potentially
increase by 3.9%, amounting to a total of 2844.2 thousand UAH. Profit for 2021 will
potentially amount to 3,146.2 thousand UAH, which is 24.7% more than in 2021.
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Similarly, in 2023, according to the results of the implementation of eight
influencer-marketing campaigns, the tour operator “STAR MICE” can potentially
receive income higher than the previous one by 16.3% and amounts to 6966.6 thousand
UAH, costs - higher by 5.1% at the level of 2988.2 thousand UAH, and profit increased
by 26.5% compared to 2022, which in monetary terms may amount to 3978.4 thousand
UAH. Thus, the overall dynamics of indicators is positive and, despite the growth of
costs, we see a potential increase in the company's profit, which before the
implementation of influencer-marketing measures in the last three years was in a stable

state of annual decline.

Conclusions to the Part 3

With the aim to improve the situation in which the tour operator “STAR MICE”
is at this stage, we proposed the introduction of influencer-marketing measures in the
marketing activities of the enterprise. The procedure of implementation of this
marketing tool consists of several stages, clear and correct implementation of each of
which is extremely important, because the results of each depends on the result of each
subsequent and final success in general.

At the first stage, based on the study of the current state and prerequisites for the
implementation of influencer-marketing, for the researched company were identified
key goals that can be achieved by using this communication tool, including brand
awareness, attracting new audiences and subscribers, increasing audience engagement,
that is, the activity of its interactions with the content created by the company,
increasing the number of customers and, consequently, sales levels, raising user loyalty
to the brand.

Having identified the key audience of the company to which the campaign with
influencers will be directed, we have proposed three possible options for Instagram
bloggers and, in combination, influencers with whom the company can build
interaction. After calculating the effectiveness of their accounts based on available

statistical information, we finally selected two influencers with whom the tour operator
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“STAR MICE” will be able to create collaboration, namely Valeria Borodina and
Andrei Fedoriv, who are suitable for influencing the audience of people interested in
“STAR MICE” content, as well as its services. A plan for the implementation of an
influencer-marketing campaign was also proposed for the researched enterprise.

Calculations of the effectiveness of the cooperation of the tour operator “STAR
MICE” with the selected influencers were made on the basis of available statistical data
of accounts, as well as additional indicators calculated by us. It should be noted that the
calculation of the effectiveness of the implementation of the influencer-marketing
campaign at the enterprise is quite problematic, because the result is influenced by many
factors, the central place among which is the human factor, which is extremely difficult
to predict. As a result of such a campaign, we can see the growth of certain indicators of
influencer- marketing, the so-called KPI's, including the number of subscribers, the
engagement rate in the calculation of both subscribers and reach, and the actual growth
of the reach level. We also calculated the value of income and profit from the proposed
interaction with selected influencers on the basis of the rate of return on investment,
which for the sphere of influencer-marketing is 5.78 USD per dollar invested.

As a result of one influencer-marketing campaign in 2020, the tour operator
“STAR MICE” could potentially increase its profit by 5.2%. In order to predict the
potentially possible level of profit from the implementation of influencer-marketing
campaigns, a campaign plan for the period from 2021 to 2023 was proposed for the
studied enterprise. Calculations showed a steady positive growth trend in both revenues
and profits. Therefore, introduction of influencer-marketing in the company's activities
Is effective, because as a result it brings many benefits and positive changes to the
company. However, in order to achieve successful results, it is necessary to be

extremely responsible in all stages of the campaign.
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CONCLUSIONS

In result of the written qualifying work, the essence of influencer-marketing was
defined. As a communication tool, influencer-marketing is a progressive tool in the
interaction of business and consumers. Broadcasting the necessary messages for the
company through a third party - influencers - in today's technology is a common
practice among enterprises of various activities.

Travel companies use this tool to achieve various marketing goals related to the
audience, or more globally — to the sales. The success of this means of communication
is due to the psychological characteristics of consumers, because research shows that
consumers more and more before buying seek the experience and advice of influencers -
famous people or individuals in networks whom they trust and listen to. Traditional
marketing appeals and media are gradually losing their relevance.

Researches of wvarious media platforms are constantly confirming the
effectiveness of influencer-marketing activities and predict that in the future companies
will increase budgets for this method of communication against the background of
positive results of the campaigns. However, it is important to remember that influencer-
marketing has its risks, which must be minimized during the preparation of the
campaign during analyzing the audience, choosing an influencer to collaborate and
creating the content. In fact, a properly chosen influencer is the core of the success of
the whole campaign. For maximum accuracy of choice, the basic principles of
influencer-marketing have been identified. In particular, it should be a person who
shares the same views and values with the company and broadcasts them to his
audience. This is an important point, because when cooperating with an influencer, it is
necessary to understand that he will be associated with the company. We also included
in the principles the ability of the influencer to convey what is necessary to the audience
through its unique content, as well as the real authority of the influencer himself. It was
also determined that the most important role for the tourism industry is played by the

content created by the influencer, both visually and meaningfully.
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The existing experience of implementation of influencer-marketing was
considered. We learned that this technique of communication with consumers is used in
a variety of industries, in particular, we found examples in the field of electronics and
fashion, as well as tourism. Foreign experience in the use of influencer-marketing has
shown us the work of different countries on the half-life of tourism in their various
parts, the presentation of new products, attracting new audiences. For example, New
Zealand has worked with a Chinese blogger to increase tourist flows from China,
Finland has promoted tourism in one of its regions, and Iceland has raised awareness of
the country and its tourism opportunities, and more. Ukrainian travel companies, as it
turned out, also sought the help of influencer-marketing, in particular to present new
flight programs (JoinUp) and new hotel offers (TUI Ukraine).

After that, an analysis of the management system, the current state and
prerequisites for the implementation of influencer-marketing measures on the basis of
the tour operator “STAR MICE” was conducted. The evaluation of the last three years
of the company's activity revealed a steady increase in costs and a decrease in net profit.
The widening gap between these indicators was reflected in the decline in return on
assets and capital.

Analysis of marketing activities showed that the tour operator “STAR MICE”
currently does not use enough marketing opportunities in their activities. A study of the
company's Instagram page showed that the indicators of engagement, namely audience
activity, are within the norm, but for a company of this level, the values of some
statistical indicators could be higher. Against the background of the obtained data, the
experience of the tour operator in the field of influencer-marketing was studied, as a
result of which it was found that the company has some experience in this field, because
it previously cooperated with the representatives of Instagram blogging during 2015-
2017. The results of the collaborations generally coincided with the goals of the
campaigns, which were mainly aimed at increasing the audience (subscribers), but the
cost-effectiveness of these activities remains questionable.

To improve the situation of the tour operator, we have identified an action plan

for the implementation of influencer-marketing campaign, selected options for possible
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collaborations. Among the goals of the campaign were the following: raising awareness
about the company, attracting new subscribers, increasing levels of engagement,
increasing the number of new customers and loyalty. After identifying the key audience
to which the campaign will be targeted, we have identified influencers with whom the
company can potentially build business relationships in the field of influencer-
marketing. Of the three proposed influencers, after analyzing the available data on their
Instagram pages, as well as our calculations, two were selected for further cooperation -
Valeria Borodina and Andriy Fedoriv.

The effectiveness of the proposed measures was considered and potentially
possible performance indicators of the studied enterprise were predicted. It should be
noted that it is extremely difficult to calculate the effectiveness of influencer-marketing,
because the human factor works here, and we can never predict exactly how many
people will be interested in the advertised company, how many people will follow the
company's page, how many of them will become customers. Therefore, the projected
indicators were calculated taking into account the best scenarios for the development of
the proposed campaign and future long-term cooperation. In general, the calculations
showed that one campaign under other constant conditions will be able to increase the
company's revenues, and given the small amount of costs for it, to increase net profit.
By conducting such campaigns regularly, building a strategy can bring the company out
of the situation of negative profit dynamics, adding to this an expanded audience, new
customers and increased sales.

Therefore, influencer-marketing as an additional marketing tool is beneficial for
campaigns. In today's world, this is perhaps the easiest way to get the attention of your
existing audience, or even more - to attract a new one. Businesses are increasingly
integrating this marketing tool into their activities, recognizing it as effective and

reliable, which has a positive impact on the final performance of the enterprise.
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APPENDIXES

Appendix B

Collaboration of Ukrainian tour operators with Instagram influencers

B.1 — Valeria Borodina

borodina * Moagnucateca
- Kandima Maldives

B MOeM OTpAgE floTPACaoWan
@kate_kondratieva

Ewe v ovenan. JpoH TyT 38nycKaTs
K3K ¥ Ha BONbLUMHCTEE KYPOPTOE,
Henesa. A Kata ycnena. 25 cexyra,
KOTOpEI@ MOXHC cOoXparuTe0

Cnacvbo @joinup.touroperator v
@resortlife_travel 3a moe cyacThnsoe
BPEMA B C3MOM HEPEaNbHOM Aarepe
& Mupe. Jlydlue Yy MO3XKE, Yem
Hukoraa 00

QLT [
MpocmoTpbt: 86 057

@ leonid.martynchyk * Moanucareca

Maldives

O, NOCTIMHO MeHe nepecniaysani
.

MOTIM, BCE MOE XWTTR BUrARAANO RK
NPEKPaCHUA COH, RKUM Ti Yepes 15x8
He Nam'ATaEwW. gobpe wo € 60 Tucay
070 B Tenedosi i 5 TuC ®OTO TYT. AK
TO KaXyTh, € WO 3rafaty, ane
Sr3RYBaTU HE XO4ETECR - XOYETHCR B
LIbOMY BYTH, XUTH, AMXaTI. ByTH B
UBOMY KPaCHBOMY CTaHi

.

cnatv Tpeba Ans 340PO0E A | TiNa, 4ns
KPacy | MORCAICTI. TiALKK CNaTH He
Tpe6a TOAI KO/ XUTTR NPUHOCUTD
TOPT, KOAW XTOCh CTYKAE B Sepesi,
KON Ha NOWTi CaMe TOM AnCT, KoM
33 BIKHOM | B Cepuyi HapeLTi CoHLe.
HE NPOCNiTb CBOE, KOXaHi
2r0sopHTUCEDLEM

.

@joinup.touroperator O

QQVY N

5132 ormetok "Hpasurca™

BoiguTe, 47055 MOCTaBNTL « HPEBUTCR» Wik

POKOMMEHT




B.3 — Lesia Nikitiuk. Collaboration with TUI Ukraine

Vogue Hotel Lounge Bar

3.1mar000

NPHAITEHOTH EH3CHO YO
#uUi_kandyr

Qv

119 929 ormeTok “Hpasurca™

JBABMYCTA 019 T

Bowgure, YToBbl NOCT,
NPOKOMMEHTHPOEATE.

B.4 — Lesia Nikitiuk. Collaboration with Resort Life Travel

95u2n
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T eva_kulik_123 MpuaTrHoro
annetura))d

92u2n  OteeTMTe

KN3CCHaR NPOrpaMma

92n2s Oteetwms

QY

148 685 otmeTok "Hpasurca™

ADG 3013
BAPR 2019

NPOKOMMEHTVPDOEa TS,

6‘ lesia_nikituk & * MoanucaTscs

6 lesia_nikituk € 000 scix J1:0.mo7

Peaaryro noct!!! € cpoqna iHdal
Creuians=o AR BaC, MOR iHCT3-CiM'A!
Komnasig Tui nigrotyeana copnpus —
MOXAKBICTE OTPUMATI SHWXKY NPH
BDOHMIE3HH] TYDa OHAZIH =3 06!
aatn 3 1 sepeckr — 1000mpr. Micas
ODOPMAEHHR NMOKYTIKMA K3 CaNT,
noTPibHO saTenedoHysaT¥ 33
HOMEPOM 044 239 77 88, Hazsatv
HOMED BPOHICBa=HA | CK33aTh
K0a0Be CROEO “Le Maplpytka» Toai
MEHEIXED SPOBUTE NEPEP3XYHOK ,
TYPUCT OTPMMEE 3HIKKY!! MamaTaiTe
B TUI Ukraine 3aKknt04aroTeCh
[OTOB0P3 TINBKHK 3 HAAMHUMK
3E13KOMNEHIAMM | PEIACH 3EEXIN

3EWTD «HPIBUTCR» UAK

& lesia_nikituk & * Mlognucateca
Fushifaru Maldives

6 lesia_nikituk % Breakfast at Maldives
. 00 0000 #aecaMansuea

@fushifaru, #fushifarumaldives
@resortlife_travel, #resortifetrave

a nadezhdaturik Opén v pewka

Borgure, 4TCHL! NOCTEBUTE «HPABUTCH: WA

N



Appendix C

Staff list of tour operator “STAR MICE”

TOB «CTAPMAWC»
Byn. ®ypmarosa 1/7, 03049, M. Kuis, YkpaiHa

+380 44 248 46 48
info@starmice.com.ua

STA R M |CE starmice.com.ua

exxkxxxellent service

JlomaTok o

Haka3sy NellIP2606-2020 Big 26.06.2020 p.

«3aTBepAXKyo»
lITaT y KiJIbKOCTi 5-TH OJUHUIIb.
( rpH. ** Kor.)
JlupexkTop KoBasiok H.P.

IITATHUA PO3IUC
ToBapucTBa 3 06MeXeHO10 BiJiNOBiaNbHICTIO « CTapManc»

BBoanuTbCA 3 «26» YepBHs 2020 poky

Kop 3a . Jomiaty, rpH
Knacud Kinbk | IocagoBu
Kopg, . o . icth ¥ OKJ1a, MicsauyHnii
. HaiimenyBaHHA HaiimenyBaHHA 1- .
miap mTar | (MicAayHa 3a dbonp
- CTPYKTYPHOTO nocaau KaTopo " 4
0341 l'li,Elp03,lliJ'Iy (l'lpo(l)eci'l') M HUX Tapl/l(l)]-la 3a po3 :31-[ 3ap061T]-[01
ay npodec OJUH CTaBKa), HEHOPM umn IJIATH, TPH
i ulb TpH . po6. XapakT
JAeHb ep
npani
2 3 4 5 6 7 8 9
1 ApminicTpanis JlupexTop 1210.1 1 . - - b
Byxrantep 3433 1 gk - - gk
2 Biggin nponaxis Menemxep 3 3414 1 e - - ERE
TYyPUCTUYHOTO
06CcIyroByBaH
HS
Menemxep 3 3414 1 JrE - - R
TYyPUCTHUYHOTO
06CIyroByBaH
HS
MapxkeToJior 2419.2 1 Sk - - -
Pa30M X x 5 kskskok kskskok

JupekTop _Kosasiok H.P.




Appendix D

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

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

D.1 - Balance sheet and financial results for 2017

®IHAHCOBWW 3BIT

[opatok 1

[0 NONOXEHHA (CTaHaapTy) byxrantepcbkoro obniky 25
"®diHaHCcoBMIA 3BIT cyb'ekTa Manoro nignpuemMHuLTBa"

cy6'eKTa Manoro nignpueMHULTBa

Mignpuemcteo
TOB "CTAPMAWC"

Lara(pik,Micaub,4Mcno)
3a €4Pnoy

Teputopia M. Kuis

3a KOATYY

OpraHi3alliiiHo-npaBoBa (hOpMa roCNoJaplBaHHA | 0BaPHCTBO 3 0OMEXEHOI0 BIATOBIAANEHICTIO

3a Konoer

Bua eKOHOMIYHOT AIANLHOCTI TIANLHICTE TYPUCTUUHNX ONEpaTOpiB

3a KBE[

CepefHa KinbKiCTb NpaLiBHuUKIB, ocid 6

OOvHULA BUMIPY:  TUC. TPH. 3 OAHUM JeCATKOBUM 3HaKOM

Apnpeca, Tenecon BYINULIA ®ypmaHosa, bya. 1/7, Conom'aHcekuit p-H, micto KUIB, 03049

Koaun

2018 | 01
38282738

01

8038900000

240

7912

0442484648

1.5anaHc Ha 31 rpyauHs 2017 p.
®opma Ne 1-m Kop3a AKYA [~ 1807006 |
AKTVB Koa Ha noyatok Ha kiHeub
psgka 3BITHOrO POKY 3BiTHOro nepiogy
1 4 3 4
|. HeoGopOTHI aKTUBM

HesaBepLueHi kanitanbHi iHBecTuLT 1005 - -

OCHOBHI 3acobun 1010 24 717,3

nepeicHa BapTiCTb 1011 13,9 749,2

3HOC 1012 | ( 115 )| ( 31,9 )
[10BrocTpoKoBi GioforiyHi akTMBK 1020 = =
[10BroCTPOKOBI hiHaHCOBI iHBECTULIIT 1030 - -

IHLWi HeoBOPOTHI aKTUBK 1090 - -

Ycboro 3a po3ginom | 1095 24 17,3
Il. OBGopoTHI akKTUBK

3anacu 1100 - -

y TOMy YKCAi rOTOBA NPOAYKLIA 1103 3 -
MoToYHi GionoriyHi akTueu 1110 - -
[eb6iTopcbka 3aboproBaHicTb 3a NPOAYKLI0, ToBapu, poboTu, Nociymm 1125 434 14711
[ebiTopcbka 3aboproBaHicTb 3a po3paxyHkamu 3 BroHKeToM 1135 - -

y TOMy YKCITi 3 NoAaTKy Ha NpUBYTOK 1136 - -

IHWa noTo4Ha AebiTopcbka 3aboproBaHicTb 1155 4488 641,4
MoToYHi diHaHCoBI iHBECTULT 1160 - -

'pouui Ta ixX eksiBaneHTn 1165 517,0 17820
ButpaTtu manbyTHix nepioais 1170 - -
1190 - -

1195 1009,2 38945
A NpoAaxy, Ta rpyny BubyTTsa 1200 - -

BanaHc =Bl =AY 1300 10116 16118

]

Iu\‘
*




Macue Kog Ha novatok Ha kiHeub
psgka 3BITHOrO POKY 3BITHOrO nepioay
1 2 3 4
I. BriacHu# KaniTtan
3apeecTpoBaHui (NanoBum) Kanitan 1400 50 50
[logaTkoBuii Kanitan 1410 - -
PesepBHuWit Kanitan 1415 - -
Heposnopinexui npubyTok (HENOKpUTUIA 36UTOK) 1420 841,8 35585
HeonnayeHun kanitan 1425 | ( - )| ( - )
Ycboro 3a po3ginom | 1495 846,8 35635
Il. QoBrocTpokoBi 3060B’A3aHHA, LiNbOBe (hiHaHCYBaHHA Ta 3abe3neyYeHHA 1595 - 183,8
Ill. MoTo4Hi 3060B’A3aHHSA
KopoTKoCcTpoKoBi KpeauTin 6aHkis 1600 - -
MoTo4Ha KpeauTopcbka 3ab0proBaHicTb 3a:
[10BIOCTPOKOBUMU 3000B’A3aHHAMM 1610 - 1072
TOBapu, poboTu, nocyru 1615 - -
po3paxyHkamu 3 BrogKeTom 1620 345 53,0
y TOMY 4ucni 3 nogaTky Ha NnpubyTok 1621 - -
po3paxyHKam#u 3i CTpaxyBaHHsA 1625 - 04
po3paxyHkamu 3 onnaru npadj 1630 3,4 49
[oxoaun ManbyTHix nepioais 1665 - -
[HLWi NOTOYHI 3060B’A3aHHS 1690 126,9 699,0
Ycboro 3a posainom lil 1695 164,8 8645
IV. 3060B’A3aHHA, NOB’A3aHi 3 HEOOOPOTHMMM aKTUBaMU, YTPMMYBaHUMM ANA 1700 E =
npoaaxy, Ta rpynammv sBubyTTa
BanaHc 1900 10116 46118
2. 3BiT Npo ¢hiHaHCOBI pe3ynbTaTM
3a Pik 2017
®opmaNe2-m  Kop3a[IKvA[ 1801007 |
Cratra Kog 3a 3BiTHUIN 3a aHarnoriyHumn nepiog
psaka nepiog nonepeaHLoro poKy
1 2 3 4
MucTui poxia Bin peanisauii npodyKuii (ToBapis, pobiT, nocnyr) 2000 39293 1182,4
IHLWi onepauinHi goxoau 2120 63,2 18,1
IHLWi goxoaum 2240 - -
Paszom goxoau (2000 + 2120 + 2240) 2280 39925 1200,5
ICobiBapTicTb peanizoBaHoi NpoAykuii (ToBapis, pobiT, nocnyr) 2050 | ( - )| ( - )
IHLLI onepalLliHi BUTpaTu 2180 | ( 1066,0 )| ( 508,4 )
,I_HUJi BUTpaTH 2270 | ( 42,2 N - )
Pazom BuTpaTu (2050 + 2180 + 2270) 2285 | ( 11082 )| ( 508,4 )
(GiHaHCOBMI pe3ynbTaT 40 onoJaTKyBaHHS (2280 — 2285) 2290 28843 692,1
Moparok Ha NpudyTok 2300 | ( = %1 ( = )
YucTun npubyTok (36uToK) (2290 — 2300) 2350 28843 692,1
ELIKOBAROK
KepiBHUK 'R KOBAJIOK HATANIA POMAHIBHA

(iHiLianw, npi3suLle)

(iHiujanw, npissuLLe)




D.2 - Balance sheet and financial results for 2018

Fonarqid UHRTO
ﬂi@ wm%&ﬁew
"®diHaH! BiT- bTBH-uJHpMeMHMuTBa"

®IHAHCOBUW 3BIT
cy6'eKTa manoro niagnpueMHULTBa

Koan
niﬂHpMCMCTBOV Oata(pik,micaub,4ncno)| 2019 | 01 ] 01
TOB "CTAPMAWMC" 3a EAPNOY 38282738
Teputopia Kuis 3a KOATYY 8038900000
OprasizauiiiHo-npaBoBa (hopMa roCroAapioBaHHA | 08apUCTBO 3 00MEXeHOIo BIANOBIAANEHICTIO 3a KOonor 240
Buna eKOHOMIYHOT AiAnbHOCTI LANBHICTL TYPUCTUUHIX OnepaTopis 3a KBE[ 79.12
CepefiHa KiNbKICTb NpaLiBHUKIB, 0Cci6 7
OAuMHWUA BUMIPY:  TUC. TPH. 3 OHUM [1eCATKOBUM 3HAKOM
Apnpeca, Tenecon BYITULIA ®ypmanosa, bya. 1/7, Conom'aHcbkuin p-H, micto KUIB, 03049 0442484648
1.BanaHc Ha 31 rpyanHs 2018 p.
®opma Ne 1-m  Kogsa[IKYA [ 1801006 |
AKTUB Kopg Ha noyatok Ha KiHeub
psigka 3BITHOrO POKY 3BiTHOrO nepiogy
1 2 3 4
|. HeobopoTHI aKTUBM
HesaBepLueHi KanitanbHi iHBeCTULT 1005 - -
OCHOBHI 3acobun 1010 7173 643,4

repeicHa BapTiCTb 1011 749,2 7492

3HOC 1012 | ( 319 )| ( 105,8 )
[loBrocTpoKoBi 6i0f10ri4Hi aKkTMBK 1020 - -
[1oBrocTpoKoBi ¢piHaHCOBI iHBECTULIT 1030 - -

IHWi HeoBbopOTHI akTUBK 1090 - -

Ycboro 3a po3ginom | 1095 77,3 6434
Il. O6opoTHI aKTUBMK

3anacu 1100 - -

y TOMy Y4KCIi roToBa NPOAYKLs 1103 - -
MoToYHi GionorivHi akTuem 1110 - -
[ebiTopcbka 3aboproBaHicTb 3a NPoAYKLjto, ToBapu, po6oTH, NOCyrm 1125 14711 913,2
[ebiTopcbka 3ab0proBaHiCTb 3a po3paxyHkaMu 3 BroHKeTom 1135 - -

y TOMY 4KCAIi 3 noaaTKy Ha NpubyTok 1136 - -

IHWa noTo4Ha AebiTopcbka 3aboproBaHicTb 1155 641,4 22865
IoTOYHI hiHaHCOoBI iHBECTULT 1160 ™ g
'poLwui Ta ix eKkBiBaneHTu 1165 1782,0 21492
Butpatu manoyTgi 1170 - -
1190 - -
1195 38945 53489
1ll. Heo60; fruﬁamau , YTPUMYBaHL ANAIpoaaxy, Ta rpynu BubyTTs 1200 - -
BanaHc 1300 4611,8 59923




MacuB Kog Ha novatok Ha kiHeub
psgka 3BITHOrO POKY 3BiTHOrO nepiogy
1 2 3 4
I. BnacHun kanitan
3apeecTpoBaHuUi (NanoBui) Kanirtan 1400 50 50
[oaatkoBui Kanitan 1410 - -
PesepBHui Kanitan 1415 - -
Hepoanoginexuit npubyToK (HEMOKPUTMIA 30UTOK) 1420 35585 5696,3
HeonnayeHun kanitan 1425 | ( - L IA - )
Ycboro 3a posginom | 1495 3 563,5 57013
Il. AoBrocTpokoBi 3000B’A3aHHA, LiNboBe (hiHaHCYBaHHA Ta 3a0e3neYveHHs 1595 183,8 -
Ill. MoTo4Hi 3060B’A3aHHA
KopoTKocTpoKoBi KpeauTn 6aHkiB 1600 - -
MoTo4Ha KpeauTopcbka 3aboproBaHicTb 3a:
[I0BFOCTPOKOBUMM 3000B'A3aHHAMM 1610 107,2 107,2
TOBapu, poboTu, Nocnyru 1615 - 33
po3paxyHkamu 3 BroKeTom 1620 53,0 77,5
y TOMY 4uchli 3 noAaTKy Ha NpubyToK 1621 - -
po3paxyHKamu 3i CTpaxyBaHHs 1625 0,4 18
po3paxyHkamu 3 onnaru npatdli 1630 4,9 15,3
[oxoaun ManbyTHix nepioais 1665 < -
IHLI NOTOYHI 3060B’A3aHHSA 1690 699,0 85,9
Ycboro 3a posginom il 1695 864,5 291,0
IV. 3060B’A3aHHA, NOB’sI3aHi 3 HEOOOPOTHUMM aKTUBaMK, YTPMMYBaHUMMU ANA 1700 3 .
npoaaxy, Ta rpynamu BubyTTs
BanaHc 1900 46118 59923

2. 3BiT npo hiHaHCOBI pe3ynbTaTv

3a Pik2018
dopma Ne 2-m  Kop 3a OKY[] 1801007
Crarra Koa 3a 3BiTHUIN 3a aHanorivyHun nepioa
psaka nepiog nonepeaHboro poky
1 2 3 4
MucTun poxia Bif peanisadii npoayKuii (Tosapis, pobiT, nocnyr) 2000 41805 39293
IHWi onepauinHi goxoau 2120 136,6 63,2
IHWI goxoau 2240 - -
Pazom goxoam (2000 + 2120 + 2240) 2280 43171 39925
ICobiBapTicTb peanizoBaHoi NpoAykLii (ToBapis, pobiT, nocnyr) 2050 | ( - )| ( - )
IHLWLi onepaLlinHi BUTpaTH 2180 | ( 17784 Y1 1066,0 )
LHmi BUTpaTH 2270 | ( 65,7 )| ( 422 )
Pazom BuTpaTu (2050 + 2180 + 2270) 2285 | ( 18441 O 1~( 1108,2 )
[GiHaHCOBMI pe3ynbTaT 4o onodaTkyBaHHA (2280 — 2285) 2290 24730 28843
MogaTtok Ha NpUbyTOK 2300 | ( = ) ( 2 )
YvcTrn npubyTok (36uTok) (2290 —2300) 2350 24730 28843
ETKOBANOK
HP

KOBANOK HATANIA POMAHIBHA
(HiLianw, npissuLLe)

KepiBHUK

[onoBHM

(iHiLianw, npi3suLe)



D.3 - Balance sheet and financial results for 2019

JHogzartox 1

10 HamonansHoro nonoxeHHs (CTaHAapTy)
oyxranTepcsroro odmiky 25 "Cnpomena dpisaHcoBa
3BITHICTR"

(aysxT 5 posairy I)

PDiHAHCOBA 3BITHICTH MAJIOr0 MiANPHEMCTBA

Koau
ITignpuemcTeo JMara(pik,micans,ancro)| 2020 I 01 | 01
TOB "CTAPMAHC" 3a €JIPIIOY 38282738
Tepuropia Kuis 3a KOATYY 8038900000
OpranizamiiHO-IpaBoBa (popMa IocIoJapIOBaHHA ToBapHCTBO 3 00MEKEHOK BIANOBIAATBHICTIO 3a KOII®T 240
Bu exoHOMITHOI AIATBHOCTL JiATBHICTD TYPHCTHYHIX T €HTCTE 3a KBE/T 79.11
Cepeass KUTBKICTh IPALIBHHKIB, 0C10 6
O;IHHH’-UI BHMIDY: THC. TPH. 3 OJHHM JECATKOBHM 3HAKOM
Agnpeca, Tenepor BYJIUIIS ®ypmanosa, 6ya. 1/7, Comom'srcexuit p-1, micto KUIB, 03049
1.bananc Ha 31 rpynns 2019 P
Popma Ne 1-m Kozx3a JKYV] | 1801006
AKTHB Kox Ha nouartok Ha kizeus
pAzKa 3BITHOTO POKY 3BITHOTO IIepioxy
1 2 3 -
1. HeoGopoTHI aKTHBH
HematepiaabHi aKTHBH 1000 - -
TepBicHA BapTicTh 1001 - -
HAKOIIMYEHA aMOPTH3ALIIA 1002 | ( - )| ( - )
HesaBepleHi KamiTalbHi IHBECTHIIT 1005 - -
OCHOBHI 3aC00H : 1010 6434 569,9
IepBiCHA BapTICTh 1011 7492 772,7
3H0C 1012 | ( 1058 ) | ( 202.8 )
JIOBrocTPOKOBI 0i07I0TiUHI aKTHBH 1020 - -
JIOBrocTpOKoBi (piHAHCOBI 1HBECTHIIT 1030 - -
IHIIi HeOOOPOTHI AKTHBH 1090 - -
VYcporo 3a posainom I 1095 6434 569.9
II. OGopoTHi akTHBH
3anacu : 1100 - 2,2
¥ TOMY HCIIi TOTOBA HPOXYKIIA 1103 - -
TloTousi 6i070riYHI AKTHBH 1110 - -
JlebiTopchka 3a00proBaHiCTh 3@ IPOAYKIIIO, TOBAPH, POOOTH, HOCIYTH 1125 9132 1088,5
JlebiTopchka 3a00proBaHiCTh 3a PO3PaXyHKaMH 3 OIOLKETOM 1135 - -
Y TOMy 9HCII 3 IIOJATKy Ha IPHOYTOK 1136 - -
[HIIA MOTOYHA AeOITOPChKa 3a00ProBaHICTh 1155 2286,5 2250,1
IToTouni (iHAHCOBI IHBeCTHINT 1160 - -
I'porui Ta IX eKBiBaJICHTH 1165 2149,2 22400
Butpats MaiOyTHIX IepioaiB 1170 - -
IHIIi 00OPOTHI AKTHBH 1190 - -
Yeboro 3a posainom 11 1195 53489 55808
I11. HeoGopoTHi aKTHBH, yTPHMYBAaHIi ISl NPOJAKY, Ta IPYIIH BHOYTTS 1200 - -
Baxanc 1300 59923 6150,7




TTacus Kox Ha mouartox Ha xizens
psgka 3BITHOTO POKY 3BITHOTO IIEpiomy
1 2 3 4
L. BracHmi Kamirasx
3apeecTpoBaHuii (aloBHIi) KamiTax 1400 5,0 5.0
J{omaTKOBHIA KammTal 1410 - -
PesepBHHIT KamiTan 1415 - -
Heposnoninernii IpHOYTOK (HEIOKPHTHIA 30HTOK) 1420 5696.3 5486,0
HeorutaueHui Karmitan 1425 | ( - )| ( - )
Vcporo 3a posainom I 1495 57013 5491,0
II. JloBrocTpokosi 30008’ si3aHHS, Hi.Tb0Be (piHAHCYBAHHS Ta 3a0e3NevYeHHs 1595 - -
IIL IoTo4ni 30008’ s13aHHS
KopoTKOCTPOKOBI KPEIHTH OAaHKIB 1600 107,2 -
TToTouHa KPEAUTOPCHKA 33a00PTOBAaHICTH 3a:
JOBTOCTPOKOBHMH 30008’ A3aHHAMH 1610 - -
TOBApH, POOOTH, IIOCTYTH 1615 3.3 11,0
PO3paxyHKaMH 3 OOKETOM 1620 74,5 654
y TOMY 4HCII 3 IIOJATKy Ha IIPHOYTOK 1621 - -
PO3PaXyHKAMH 3i CTPaXxyBaHHA 1625 1,8 39
PO3paxyHKAMH 3 OIUIATH IIPaLli 1630 153 18.4
Jloxoau MalbyTHIX epionis 1665 - -
IHmm noTouHi 30608’ A3aHHA 1690 85,9 561,0
Venoro 3a posxizom ITT 1695 291,0 659,7
IV. 30608 ’a3aHHS, 0B A3aHi 3 He0OOPOTHHMH AKTHBAMH, YIPHMYBaHHMH 1118 Opogaxy, | 1700 - -
Ta rpyIaMH BHOYTTS
Bananc 1900 59923 6150,7

2. 3BiT npo ¢inancoBi pe3yabTaTH

3a Pix 2019 p-
Dopma Ne 2-m Koz za JKVI 1801007
Cratm Kox 3a 3BiTHHIH 3a aHATOTIYHHHA Iepiox
pAIKa mepion TOIIEPEAHBOTO POKY
1 2 3 4
[MucTrii ZoXin BiA peamsauii mpoxykuii (ToBapis, podiT, mocayr) 2000 4 496,1 4180,5
[HuIi onepamiiHi J0X0IH 2120 1458 136,6
[Hi Koxomu 2240 6,3 -
Pasom moxozm (2000 + 2120 + 2240) 2280 4648,2 4317,1
ICobiBapTicTh peanizoBaHoi NPOAyKLii (ToBapiB, podiT, mocIyr) 2050 | ( )| ( - )
[l orepaniiiHi BUTPATH 2180 | ( 2 646,2 )| ( 17784 )
[E1i BUTpaTy 2270 | ( v 1A 65,7 )
Pasom suTpaTh (2050 + 2180 + 2270) 2285 | ( 2 Ak 18441 )
KDiHAaHCOBHI1 pe3y/IbTaT 40 omoarkyBaHuA (2280 — 2285) 2290 2002, 24730
IMoxaTok Ha MPHOYTOK 2300 | ( - Y - )
UncTi npubyTOR (30HTOK) (2290 — 2300) 2350 2 002,0 24730
"ETTKOBAITOK
HATANIA
POMAHIBHA.

KOBAJIOK HATAJILSI POMAHIBHA
(iH1iamy, npisBHINe)

(i any, Tpi3BHINE)




Appendix E

Statistical reporting Nel-TOUR ""Report on the activity of the tourist
organization" of tour operator “STAR MICE” for 2017-2019

E.1 — “Report on the activity of the tourist organization” for 2017

IaeHTUdIKALIAHKA koA GﬂPI'IOY n

y
[ cratTelo 21 3akoHy Ykpaiku "Tipo I
TopyLUeHHR NOPAAKY NOAAHHA 260 BUKOPUCTAHHA AaHNX CTATUCTHYHAX TArHe 3a CO60I0
iCTh, Aka cratTelo 186° Koaekcy Ykpain npo
3BIT
NPO TYPUCTUYHY QIANBHICTE
3A2017 PIK
Mogarotsb: Tepmin noaaHHs
I0PUANYHI 0COGM - CYG'EXTU TYPHCTUMHOI AISNbHOCTI Ne 1- Typusm
(piura)
- TepuTOpianbHOMY opraHy flepxcraty He nisHiwe 3ATBEPDKEHO
28 motoro Haxa3 flepxcrary Yipainm
30.11.2012p. Ne 498 (3i amiHamm)
PecnoHaeHT:
F TOB "CTAPMAWC"
MicLie3HaXO[pKeHHS (IopuaKsHa appeca): BYNULA Oypmanosa, 6ya. 1/7, Conom'sHcbkuit p-#, micTo KUIB, 03049
THOWMOGUT IHOKC, 00nacmi /AP KpuM, Palion, Raceneull yRKIT, GyutA /iposy oK, MAota Motlo,
No Bydunxy /Koprycy, Ne Keapmupu /opicy)
Anpeca 3ain s i, wopo sxof opma 38iTHOCTI (paKTHuHa aapeca):
BYTULA Oypmanosa, 6ya. 1/7, ConoM'sHcskmit p-K, Micto KHIB, 03049
(nowmoaut iHOeKc, 0onacmis /AP Kpum, palion, HacernieHull yHK, 6yt /posy oK, Miowa Mmouo,
N GyounKy /Koprycy, Ne Keapmupu 7opicy)

Po3pin A. Bug TypucTuyHOi gisnbHocTi cyb'exra
(oBBeaiTb KONoM HoMmep BigNoOBIAi)

01 X 02 3 03 -
is Ta nocepeat i iCTb 3 p i
CTBOPEHHA TYPUCTUHHOTO TYPUCTUYHOTO NPOAYKTY TyponepaTopis Ta
NpOAYKTY, peanisauis Ta HagaHHa TYPUCTUYHUX MOCAYT IHWKX CYG'eKTIB TinbKu
TYPUCTVMHUX NOCIYT, a TaKoX TYPUCTUYHOT AISNBHOCTI, @ TaKOX EKcKypcinHa
IANbHICTS i3 ARNLHICTL Wopo peanisauyi AiANbHICTL
HalaHHs XapaKTepHuX Ta XapaKTepHUX Ta CynyTHix nocnyr
cynyTHix nocnyr (Typoneparop) (TyparesT)
Po3gin |. 3aranbHi eKOHOMIYHI NOKA3HUKKU
Ha3su nokasHukis Ne OanHuui BUMIpY* 3a 3BITHUA
psigka nepion
1 2 3 4
Cep i iNbKICTb WTATHUX NpaL i 04 oci6 6
3 psika 04 oci6
MaloTh BiLly 260 CepeqHio cnewianbHy OCBITY B ranyai Typusmy 05 oci6 3
KiHKN 06 0ci6 5
0cobu o 30 pokiB 07 oci6 3
[loxoa BiA HafaHHs TypucT4HUX nocnyr (6e3 MAB, 0 nofartky n it 060B'A3KOBUX
nnatexis) 08 TUC. TPH 2826,9
Y TOMy “UCTi Bifl €KCKYPCIFHOT AiSNbHOCT 09 THUC. TPH =
(CyMa KOMICIMHMX, areHTCbKuX | IHLIMX BUHaropoa 10 THC. IPH
Oi VIHI BUTPaTH, 3p CcyG'eKTOM Typ T AISNBHOCTI Ha HafIaHHS TYPUCTUHHIX NOCIYT
(cyma psiakie 3 12 no 16) - ycboro 1 TUC. IPH 15018
y TOMy Sucni:
mareplanbHi BuTpaTu 12 TUC. TPH 1046,5
BUTPaTV Ha onnarty npaui 13 TUC. IPH 3233
BiapaxyBaHHs Ha CoLlianbHI 3aX0au 14 TUC. TPH 674
CYMM HapaxoBaHoOi amopTu3aLlii 15 THC. IPH 204
Wi iHi BUTpaTH 16 TUC. IPH 442
[BuTpaTVi Ra yTpUMaHHs BnacHWX TyparenTis (3 paaka 11) 17 TUC. TpH -
|OBos'askoBi Nnatexi B Glo/pKeT | no3ablopkeTHi hoHan 18 THC. TPH 2019

* Psipkm 08-18 bCA 3 OIHUM [IECATKOBUM 3HAKOM



Po3gin Il. Butpatu Ha wo y npu Bi TYPUCTUYHOIO NpoayKTy*
Haseu nokasHukis Ne Yewboro y TOMy YUcrii nocnym
psaka i
1 2 3 4 5
VCooro ( Cyma pAaKB. 20, 23, 30-35), THG .TPH. 19 197320 197320 3
ly TOMy Yncni
Ha i i 20 4400,0 4400,0 -
TOTENI Ta aHanorI4HI 3aCo6M 21 4400,0 3400,0
CeKTop 22 - - -
Ha 1y 23 15988 1598,8
3asI3HUYHWUA TPaHCNopT 24 278,4 278,4
NIOBITPSIHWA TPAHCNOPT 25 13204 13204 -
BOAHWIA TpaHCNoOpT 26 N = %
MICbKMA TPaHCNOPT 27
eKCKypGiiiHI aBToBycun 28
OpeHfa aBTOMOGINiB 29 - - -
Ha xap4yBaHHa 30 2286,0 2286,0 -
Ha meguyHe o6CnyroByBaHHs 31 7.0 7,0
Ha eKcKypciiHe 00CnyroByBaHHA
(Gea nocnyr) 32 294 294
Ha Bi3oBe ( BUTPaTH Ha OT3KM) 33 29 2,9 =
Ha NOCMyT KynbTypi i , KyNETYpi i © XapaKTepy,
opraHizauism KynbTypu 34 - -
Ha IHLWI NoCyry, Wo npu Typ! NPOAYKTY 35 114079 114079
*Psaaku 19-35 no scix rpacdhax 3 04HUM 3HaKOM.
Poanin lil. KinkkicTs i BapTi yP! nyTisok (sayepis) cy6'ekTh Typ! i A i, wo o6eenu koA 01, 02)
Hassu nokasHukis Ne KinbKicTb TYpUCTUMHUX BapTicTb TypUCTU4HUX NYTIBOK", KinbkicTb TypoaHis 3a
pagka nyTiBOK, THC. TPH. peanizoBaHumMu
OAUHUUL TYPUCTUSHUMK
nyTiBKaMu
1 2 3 4 5
PeaniaoBaHo TYPUCTUMHWX NYTIBOK - YCbOro 36 40 11170 245
y ToMy umcni
HWHUM 37 - - -
GeanocepeHb0 HaceneHHIo 38 40 11170 245
3 HUX
Ykpaitu gns B Mexax YkpaiHu 39 3 2 =
[ Ykpaitu ans 3a KOpPAOH 40 40 17170 245
3 HUX no kpaiHax CHO 41 -
IHO3EMUSM AN15 NOAOPOXI B MeXax YKpaiHu 42
3 HUX rpOMafisiHamM KpaiH CHAL 43 - - -
*Tpada 4 no psakax 36-43 3aNOBHIOETLCH 3 OAHUM ECATKOBUM 3HAKOM.
Poznin IV. KinkkicTe o6cnyroeanmx TypucTis (6e3 iB) cy6'ekTh Typi i A i, wo o6eenu ko 01, 02)
Ha3Bu nokasHukis Ne Y Tomy umcni
pspka rpoMaasHu Yxpainm rPOMafIfHM IHWMX KpaiH
(8uGyTTR) (npuByTTH)
1 2 3 4
[KinbKiCTb 0DCNyrOBaHNX TypUCTIB, YCLOrO OGO 44 128
y TOMy “uchi
NOAOPOXYIOHMX Y MEXax TEPUTOPIT YkpaiHn 45 45 X
NOAOPOXYIOHMX 33 KOPAOHOM 46 83 X
PAonartok Ao po3giny IV
3 psaaka 46 - posnoain rpomaasH Ykpailu no kpaiHax BianpasneHHs Ta 3 paaka 44 iHozeMuiB No kpaiHax CBITY, 3 AKUX BOHW Npubynu
(arinHo 3 Knacudpikauieio kpaiH cBiTy)
Ha3sa kpaiu Kop TpomaasHn Ykpainm TpomaasHu HWNnx Haaga kpaitm Koa T YKkpaium [ HWMX KpaiH
KpaiHu* (8ubyTTA), OCI6 kpaiH (npubyTTA), oci6 KpaiHu* (eubyTT8), 0Ci6 (npubyTT8), OCi6
1 2 3 4 1 2 3 4
[TYPEUUMHA 792 32 - - -
OB'€AHAHI APABCBKI EMIPATA 784 3 - - - - -
[IPVI-TAHKA 147 ) - - - -
ETVNET 818 17 - - - - -
CTOHISA 233 2 - - - -
ICNAHIA 724 2
TANIA 380 1 - -
ENVKA BPUTAHIA 826 1 - - - - -
WA 840 6 - - - - -
OTbUIA 616 15 - - - -
E opraxu
Hosiakoso:
Yucno oGenyroBaHnx ekckypeaHTis (47) 0oci6
3 HUX iHO3eMHI rpomaasHi (48) = oci6
Po3gin V. F in Typ: 3a MeTor ( Cy6'eKTV TYPUCTUYHOI AiSNbHOCTI, Wwo o6senu kop 01, 02)
Y Tomy uucni 3a MeTol Bij
Yeworo Typuctis, | cnyxGosa, cneujaniao 13 rp.3-
Ha3su nokasHukis Ne paaka oci6 pinoea, P BaHuin iHWi AiTK BiKOM
(cyma rp.4-9) HaBYaHHA | BIANOYMHOK Typu3m TYpU3M 0-17 pokis
1 2 3 4 5 6 7 8 9 10
[Kinbkicto TYPMCTIB, yCbOro
(cyma psgkis 50 - 52) 49 128 60 68 - - - -
Y TOMY 4ucni BT3HUX
i ) TypucTis 50 - - - - -
BMIBHNX TypUCTiB 51 83 15 68 < A - - =
BHYTPILHIX TypUCTiB 52 45 45 -
ELfTKOBATOK
HP ’
Micue nianucy Ta/abo ocobm (NIB)
o iHpopmaulii
(6]

hakc: -

€NeKTPOHHa nowTa: -




E.2 — “Report on the activity of the tourist organization” for 2018

IneHTucbikavjijH) O'M

nomxanue CTaTUCTUYHE CNoCTepeXeHHA

¢ iRHICTL i iHdop YETLCA
crarTeto 21 3akoHy YKpaiu "Mpo aef cTaTuCTMKy"
Mopy P abo P AaHux P TArHe 3a co6oro
i i icTb, sika cratTeo 186° Ykpaitu npo iHicTp
3BIT
NPO TYPUCTUYHY OIANBHICTE
3A 2018 PIK
Mopaiotb: TepmiH nogaHHs
O PUANYHI 0COBH - CYB'€KTU TYPUCTUYHOT AQIANBHOCTI Ne 1- Typuam
(piuna)
- TepuTop y opraHy [lep y He ni3Hiwe BATBEPIDKEHO
28 niotoro Haka3 [lepxcraTty Ykpaiin
30.11.2012p. Ne 498 (3i 3MiHamu)
PecnoHgeHT:
HaliimeHyBaHHs: TOB "CTAPMAWC"
MicuesHaxomkeHHs (lopuanyHa agpeca): L5 P 6yn. 1/7, Conom’ " p-H, MicTo KMIB, 03049
(nowmosutl iHOexc, obnacme /AP Kpum, patioH, 0 nyHKm, 8ynuus , noWa mowo,
Ne 6ydurky /kopnycy, Ne keapmupu /ogpicy)
Anpeca 3jificHeHHs QiSNLHOCTI, WOAO AKOT NOAAETLEA (hopMa 3BITHOCTI (hakTyHa aapeca):
BYNULA dyp 6yA. 1/7, Conom'sHCLKMiA p-H, MicTo KUIB, 03049
(nowmoeutl iHdexc, obnacms /AP Kpum, padoH, U nyHKM, @ynuus nnowa mowo,
Ne 6ydurky /kopnycy, Ne keapmupu /ogicy)
Po3gin A. Bug TypucTUYHOI AisinbHOCTI cyG'ekTa
(obBeaiTb konom p Bianosigi)
01 X 02 - 03 -
opraHizauis Ta 3abesneyeHHa nocepeaHuLibKa AIANLHICTL 3 peanisadyii
CTBOPEHHS TYPUCTUYHOTO TYPUCTUYHOTO NPOAYKTY Typonepatopie Ta
npoaykTy, peanisallis Ta HagaHHs TYPUCTUYHUX NOCAYT IHWMX CYG'eKTiB Tinbku
TYPUCTUYHUX NOCAYT, @ TaKOX TYPUCTUYHOT JISNbHOCTI, @ TaKoX eKcKypcinHa
nocepeaHuLbKa JifnbHICTb i3 nocepeaHuLibka AifMbHICTS Woao peanisauii AiAnbHICTL
HaflaHHs! XapaKTepHUX Ta XapaKTepHUX Ta CynyTHIX Nocnyr
CynyTHix nocnyr (Typoneparop) (TypareHT)
Po3pgin . 3aranbHi eKOHOMIYHI NOKa3HUKKN
Haasu nc Ne OanHuUi BUMIpY™ 3a 3BiTHUI
paaka nepiog
1 2 3 4
CepeHboobnikoBa KinbKiCTb WTATHUX NpaLiBHUKIB 04 oci6 I
3 psgka 04 oci6
MalTb BULLy aGo cepeaHio cnewiankbHy ocBiTy B ranysi Typusmy 05 oci6 3
JKiHKn 06 oci6 T
ocobu go 30 pokis 07 oci6 6
[loxoAl BiA HaAaHHA TypUCTUYHUX nocnyr (Ge3 MB, aKM3HOro NoaaTKy 1 aHanoriYHNX 060B'A3KOBUX
nnarexie) 08 TUC. TPH 4180,5
Y TOMY 4UCni Bif} €KCKYPCIMHOT iSNbHOCTI 09 TUC. IPH -
CyMa KOMICINHWNX, areHTCbKMX | IHWKMX BUHAropoa 10 TUC. TPH -
OnepauiiHi BuTpaty, 3pobneHi cy6'eKToM TYPUCTUYHOI AISNBHOCTI HA HafaHHA TYPUCTUHHUX NOCNyr
(cyma psgkie 3 12 no 16) - ycboro 11 TUC. IPH 1778,4
y TOMy 4mchi:
marepianbHi BUTpaTn 12 TUC. IPH 748,0
BUTpaTH Ha onnarty npadj 13 TUC. IPH 573,3
BiipaxyBaHHS Ha coulianbHi 3axoav 14 TUC. TPH 134,8
CYMU HapaxoBaHol amopTu3aui 15 TUC. IPH 73,9
IHWI onepauiiHi BUTpaTn 16 TUC. IPH 2484
BuTpaTi Ha yTPUMaHHA BNacHUX TypareHTis (3 pagka 11) 1% TUC. IPH -
O608'sskosi nnatexi B 6oaxer i nosabopkeTHi oHan 18 TUC. IPH 284,1

* Paigku 08-18 3an0BHIOIOTLCS 3 OAHUM [ECATKOBUM 3HAaKOM



Po3gin Il. Butpatu Ha nocnyrm ix opraHisauin, wo YIOTbCA Npu BUP Bi TYPMCTUYHOTO NpoAyKTy*

Haaeu nokasHukis Ne Ycboro y TOMY Yucni nocnyrm
paaKka i
4 2 3 4 5
Ycboro ( cyma psgkis. 20, 23, 30-35), TUC .TPH. 19 22 180,0 22 180,0 -
ly ToMy yucni

Ha i 20 10 847,2 10 8472 -

roteni Ta aHanoriyHi sacobu 21 - - -
A CexTop 22 - - -

Ha He y 23 14095 1409,5 -
3ani3HU4HUA TpaHCNopT 24 340,5 340,5 -
MOBITPAHNA TpaHCNOpT 25 1069,0 1069,0 -

BOAHWA 26 - - -
MICLKUIA 27 - - -
eKCKYPCinHI aBTo6ycn 28 - - -
opeHaa 29 - - -

Ha Xap4yBaHHs 30 2440,3 24403 -

Ha mef| 31 16,8 16,8 -

Ha eKcKypciitHe 06CnyroByBaHHs

(6e3 nocnyr) 32 - - -

Ha BizoBe y! (1 BUTPaTH Ha noiaaku) 33 - - -

Ha nocnymm KyneTyp i KYNbTypH ! 0 Xapakrepy,

opraHisauiam KynbTypu 34 & & <

Ha iHwWi nocnymm, Wwo BCA_NPN BUP TYPUCTUHHOTO NPOAYKTY 35 7 466,2 7 466,2 -

* Pagkn 19-35 no ecix rpacax 3 OHUM 3HaKOM.

Po3pnin lll. KinekicTs i BapTi yp! nyTisok (Bay4epis) cy6'ekTu Typ! i A cTi, wo o6senv kop 01, 02)
Ha3ssu nokasHukis Ne KinbKicTb TYpUCTUHHUX BapTicTb TYypUCTUHHUX NYTIBOK®, Kinbkicts TypoaHie sa
psgKka nyTiBOK, THC. TPH. peanisoBaHuMu
ofuHULL TYPUCTUYHIAMM
nyTiBkamu
1 2 3 4 5
PeanizoBaHo TYPUCTUMHUX NMYTIBOK - YCLOro 36 465 6 398,1 3040
y TOMY “ucni
HLIWM OpraHi3alis 37 - - -
GeanocepeHbo HAaCENEHHI0 38 465 6 398,1 3040
3 HUX
T YkpaiHm ans B MeXax YKpaiHu 39 411 1852,7 1616
r Ykpaitm Ans P 3a KOpAOH 40 54 45454 1424
3 HUX no KpaiHax CHO 41 4 83,0 78
Ans B Mexax YkpaiHu 42 - - -
3 HUX rpoMaasHam kpaii CHO 43 - - -
* M'pacha 4 no psyikax 36-43 3 ofiHUM 3HaKOM.
Poaain IV. Kinskicte Typucria (6e3 cy6'exTh Typ A i, wo o6senu kop 01, 02)
Ha3au nokasHukia Ne Y Tomy smcni
pAgka rpoMansHu YKpaiHu rPOMAZAHM IMWMX KpaiH
(subyrs) (MpuBYTTS)
1 2 3 4
[Kinbkicte 06CrnyroBaHuX TypUCTis, YCbOro OCI6 44 314 -
y Tomy smcni
NIOZIOPOKYIOHX y MEXaX TEpUTOpIT YKpaitin 45 119 X
NOAOPOXYIOUNX 38 KOPAOHOM 46 195 X
Aonartok fo pozainy IV
3 panka 46 - po3noain rpoMaasH YkpaiHu no kpai Ta 3 pagka 44 i paiHax CBiTy, 3 AKX BOHW Npubynu
(3riano 3 Knacudikauieio kpaiu ceity)
Haaea kpaikm Koa pomapsHmn Ykpaitu TpomagsHm IHWMX Hasga kpaitm Koa pomansHu Ykpaitm pomansHu iHWHX Kpaik
Kpainu® (8GyTT3), 0ciG Kpait (npUGYTTs), 0ci6 Kpainu® (8U6yTT5), 0ci6 (npvGyTTS), 0Ci6
1 2 3 4 1 2 3 4
ErMNET 818 18 - - - - -
HOPBEMA 578 1 - - - - -
TYPEYYUHA 792 39 - - - -
®PAHLIA 250 4 5 5 = .
CLIA 840 1 - - - - -
NOPTYTANIA 620 2! - - - - -
208 10 - - - B 3
100 1 - - - - -
616 68 - - - - -
440 1 - B = -
724 2 - - - - -
380 36 - - - - -
PPOCIVCbKA ®EAEPALIA 643 3 - - - - -
268 2 3 3 S » B
392 1 B < - N N
040 ) - 3 = -
prani
Bogikoso:
Yucno y 47 - oci6
3 HUX iHo3emHi rpomaaaHm (48) - oci6
Po3gin V. P in TYPUCTIB 3a METO cy6'exTu Typ! i i, wo o6senu kog 01, 02)
Y TOMy 4MCri 3a METOK
Y5010 TypUCTiB, cnyxboea, cneuianiso I3 rp.3-
Ha3seu nokasHukis Ne paka oci6 Aossinng, NiKyBaHHA | CIOPTUBHUA BaHW IHwi ATy BikoM
(cyma rp.4-9) HaB4aHHsA BIANOYMHOK Typuam Typuam 0-17 pokie
1 2 3 4 5 6 7 8 9 10
|KinsKicTs TypucTie, ycboro
(cyma psakis 50 - 52) 49 314 281 33 - - - - -

y TOMy “ucni BT3HMX

(iHosemMHWX) TypucTiB 50 - - - - - - - -

BUTSHUX TypucTiB 51 195 164 31 - - - - -

BHYTPILLHIX TypucTis 52 119 117 2 - - - - -

EIKOBATOK
HR
Micue n (MiB)
BIANOB
[G5)
TenegoH: - hakc: - eneKkTpoHHa nowTa: -
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InerTucpikauiwi kop €APNOY[3[82[8]2[7]3[8]

BepxaBHe CTaTUCTUYHE CNOCTEPEXEHHS

| iAeHUifnicTL cTaT i iHchopmauii

crarTeto 21 3akoHy Ykpaitu "Mpo

Mopy PAOKY abo AaHUX YHMU: P TArHe 3a coboto
i sKa cratTeto 186° YKpaiHu npo i P
3BIT
MPO TYPUCTUYHY AIANBHICTE
3A 2019 PIK
MogaioTb: TepMiH nofiaHHs
0pUaNHHI 0COOM - CyG'eKTH TYPUCTUYHOI AIANLHOCTI Ne 1- Typuam
(piuHa)
- TepuTopianbHOMY opraHy [lepxcraty He nisHiwe SATBEPIXKEHO
28 niotoro Haka3 flepxcraty YkpaiHu
30.11.2012p. Ne 498 (3i amiHamm)
PecnoHaeHT:
HaimeHyBaHHA: TOB "CTAPMAUC"
MicuesHaxomkeHHs (opuanyHa agpeca): BYNUUSA @ypr 6yA. 1/7, Conom'si P-H, MicTo KWIB, 03049

(nowmosull iHoexc, obacmes /AP Kpum, palioH, HaceneHud MyHKM, 8ynuus /AposyJioK, niousa moujo,

Ne 6yourky /kopnycy, Ne keapmupu /ogpicy)
Anpeca 3aificHeHHsA AIANbHOCTI, WOA0 AKOT NOAAETLCA (opma 3BITHOCT (hakTU4Ha aapeca):

BYNUUA 6yn. 1/7, ConoM'AHCLKMIA p-H, MicTO KWIB, 03049

(nowmoeut iHdekc, obnacms /AP Kpum, palioH, Hacenexull MyHKm, 8ynuus /Nposysiok, Naowa mowuo,

Ne 6yourky /kopriycy, Ne keapmupu /ogicy)

Po3ain A. Bup TypucTudHoi agisnbHocTi cy6'ekta
(oBBeniTb KONOM HOMep BiANOBIAI)

01 X 02 - 03 -
opratisaujis Ta 3abe: nocep Ka AisnbHICTb 3 peanisauii
CTBOPEHHS TYPUCTU4HOTO TYPUCTUYHOTO NPOAYKTY TyponepaTopis Ta
NpoAyKTy, peanisauisi Ta HaaaHHa TYPUCTU4HUX MOCAYT iHWWKX CyD'eKTiB TiNbK1
TYPUCTU4HUX NOCHYT, @ TaKOX TYPUCTU4HOT AIANbHOCTI, @ TaKoX eKCKypciHa
nocepeaHuLbKa AifNbHICTb i3 nocepeaHmLbKa isnbHICTL WOAO peanisauii AifnbHICTL
HaflaHHsA XapaKTepHuX Ta XapaKTepHUX Ta CynyTHIX nocnyr
CynyTHIX rocnyr (TyponepaTop) (TypareHT)
Po3gin |. 3aranbHi eKOHOMIYHI NOKa3HUKKN
Ha3eu nokasHukis Ne OpavHuui BUMIpY™ 3a 3BiTHUA
psiaka nepiog
1 2 3 4
CepeaHboobnikoBa KiNbKICTb WUTATHUX NPaUiBHUKIB 04 oci6 6
3 psaka 04 oci6
MaloTb BuULLY a60 cepeaHio cneujanbHy OCBiTy B ranysi Typuamy 05 oci6 4
KiHKM 06 oci6 6
ocobu 4o 30 pokis 07 oci6 5
[oxoA BiA HagaHHA TypUCTUHHUX nocnyr (6e3 MAB, akuusHoro NoAaTky U aHanoriYHux oGoB'A3KoBUX
nnarexis) 08 THUC. IPH 4 496,1
Yy TOMY 4uChi Bifj €KCKYPCINHOI AiANbHOCTI 09 TUC. TPH -
Cyma KOMICIHNX, areHTCbKUX i IHWMX BUHaropog 10 TUC. IPH 4 496,1
OnepaujiitHi BUTpaTH, 3pobneHi Cy6'eKTOM TYPUCTUYHOT AINBHOCTI HA HAlaHHA TYPUCTUYHUX Nocnyr
(cyma psyikis 3 12 no 16) - ycboro 11 TUC. IPH 2 800,0
y TOMy “ucni:
marepianbHi BUTpaTn 12 TUC. IPH 994,3
BUTPATK Ha onnary npaui 13 TUC. TPH 799,1
BijpaxyBaHHs Ha collianbHi 3axoan 14 TUC. IPH 167,9
CYM#W HapaxoBaHoi amopTu3auii 15 TUC. IPH 97,1
iHLWI onepauinHi BuTpaTn 16 TUC. IPH 741,6
BuTpaTti Ha yTpUMaHHA BnacHuX TypareHTiB (3 pagka 11) 17 TUC. TPH -
OGOoB'A3KOBI NnaTexi B GlokeT | nosabiopkeTHi doHan 18 THUC. IPH 634,9

* Psipkn 08-18 3anoBHIOOTLCS 3 OAHWUM AECATKOBUM 3HAKOM



Po3gin Il. Butpaty Ha nocnyru POHHI; isauin, wo npu i TYp npoaykTy*

Ha3sv nokasHikis Ne Vceoro y TOMy 4cni nocyrm
paaka
1 2 3 4 5
Ycboro ( cyma paaxie. 20, 23, 30-35), THC .IpH. 19 261017 239684 21333
y Tomy i
Ha T 20 140955 12557,1 15384
roteni 1a 3acotm 21 14 095,5 125571 15384
i CexTop 22 - - -
Ha 23 2717,1 2607,8 1093
3anisHVMHMiA TpaHcnopT 2 339,9 339.9 -
i TpaHcnopT 25 1635,1 16351 =
BORHMA TPaHcNopT 26 - - -
MICbKWIA TPAHCNOPT 27 - - -
“EKCKYPCIAHI ABTOOYCH 28 742,1 6328 100,3
opeHaa asToMoGinia 29 - - -
Ha XapuyBaHHst 30 24901 2259,1 2310
Ha meauuHe 31 17,3 173 -
Ha excKypGiHe 0BCNyroByBaHHs
(6e3 nocnyr) 32 5 B <
Ha Bi3oBe 0GCNYroBYBAHHS (BKNIOYAIOHN BUTPATH HA ODOPMNEHHA_NOI3aKA) 33 S = 5
Ha nocaym i KynbTyp! i
opraHizaulsm kynbTypu 34 - E <
‘Ha I NOGNYTH, 10 BUKOPUCTOBYIOTECS NpM VP npoayxTy 35 6781,7 6527,1 2546
*Psaxn 19-35 no BCiX rpachax 3anoeBHIOIOTLCA 3 OHAM [ECATKOBMM 3HAKOM.
Poagin lll. KinbkicTs i BapTicTh. yp! nyrisok (sayuepis) cy6'exTh Typu i s CTi, Wwo o6senu koa 01, 02)
Ha3su NoKaaHuKiB Ne KInbKiCTb TypHCTHMHI BapricTi TypucTuanmx nyTisok®, | Kinekicte Typoaie 3a
panka nyTiBoK, TH. FpH. peanisosaHumm
OAMHALL TYPUCTUYHAMMU
nyTiskamMn
1 2 3 4 5
[PeaniaoBaHo TypUCTHIRVX MyTIBOK - yCboro 36 18 8938 464
'y ToMy “mcni
iHwwm opranisauism 37 < . &
38 18 8938 464
3 HX
VKpalt¥l AN NOAOPOXI 8 MEXaX Y KpaiH 39 1 19,7 16
rpoMagaHam Ykpalsi Ana nofopoxi 3a KOpAoH 40 17 874,1 448
3 WX 10 Kpainax CHIL 41 - s =
ANs NoA0pOX] B Mexax YKpainn a2 5 r =
3 HUAX kpaid CHO 43 - - -
* Ipadpa 4 No psaKax 36-43 3aNOBHIOETECA 3 OAHUM AECATKOBUM 3HAKOM.
Po3gain IV. Kinbki y (6e3 i cy6'ekTH Typi i A i, wo o6senu kon 01, 02)
Haasy nokasHukie Ne Y Tomy uucni
papka Ykpaiin T iHWWX KpaiH
(BMGYTTS) (npubyTTA)
1 2 3 4
[KinbKicT 0GCNYroBaHUX TypHCTIB, YCbOTO OCIG 44 314 &
y Tomy uucni
MO/IOPOXYIOHMX Y MEXaX TepuTopii YkpaiHn 45 119 X
3a 46 195 X
Popatok Ao po3ainy IV
3 psnka 46 - poanoAin rpoMansH Ykpaiu no KpaiHax BianpaBneHHs Ta 3 paaka 44 iHozeMUIB Nno kpalHax CBIiTY, 3 IKMX BOHM Npubynu
(3rinHo 3 Knacudpikauieto kpaiH cBiTy)
Haasa kpaitn Kop [y YkpaiHu I iHWMX Ha3aga kpainn Kop pomagaHm Ykpaitm TpoMaasaHm iHLWKX KpaiH
KpaiHn* (8uGYTTS), OCI6. KpaiH (npubyTTs), 0ci6 KpaiHu* (BubyTTS), OCI6 (npubyTTA), OCI6
1 2 3 4 1 2 3 4
ErVINET 818 18 - - - - -
HOPBEIA 578 1 - - - - -
TYPEYYNHA 792 39 - - - - -
[OPAHLIIA 250 4 - - - - -
CLLA 840 1 - - - € B
MOPTYTANIA 620 2 - - - B 3
208 10 - - - - -
100 1 - - = = -
616 68 d B A T -
440 1 - - - - -
724 2 3 5 3 5 5
380 36 - - - - -
IPOCIVCbKA ®EJEPALIA 843 3 - - - - -
268 2 m = 5 K N
392 1 2 = = 3 <
040 4 - - - - -
opranu
Doeigkoso:
Yucno obcry 8 (47) 2 oci6
3 HUX iHO3eMHI rpomaasaHu (48) - oci6
Po3pin V. Po3noain TypucTiB 3a MeTolo Noisaku b cyG'exTH Typ i i, wo obsenu xop 01, 02)
Y ToMy 4cni 33 METO
Ycworo TypucTis, cnyx6osa, cneujaniso 13 rp.3-
Ha3su nokasHukis Ne pspaka oci6 Ainoea, Ao3sinns, NiKYBaHHA | CNOPTMBHUIA BaHUA iHWwi ATV BiKOM
(cyma rp.4-9) HaBYaHHA BiANOYMHOK Typusm TypUsm 0-17 pokie
1 2 3 4 5 6 7 8 9 10

KinbKicTb TYpUCTIB, yCbOro
(c AakiB 50 - 52) 49 48 - 48 - - - - 9

y ToMy 4ueni BT3HUX

(iHO3eMHMX) TypuCTiB 50 - - - - - - - -
BUI3HUX TypuCTiB 51 46 - 46 - - - - 9
BHYTPILUHIX TYPUCTIB 52 2 - 2 - - - > 5
EMKOBASTOK
HATAMA
POMAHIBHA .
i)
(MiB)

nowra:  natali.kovalok@starmice.com.ua
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“STAR MICE?” profiles on social networks

OT13biBbI ®Doro

Nudopmauunsn

TANI IH M A

€ Arenuin ginosoro Typusmy (MICE)

Instagram

starmuic.e
A 310 ryfeseraiai 114 nogrecawns
I Eusnt agency STAR MICE
s iz &
W

—“STAR MICE” Facebook page

TAR MICE

Sxkkixellent event service

© Coobuietme

1l Hpasurca

Ewe »

Create Post

g ®oto/engeo Mecrto OTmeTHTL Apy3en

STARMICE
P8 27 oxrRGps, 18:16-Q

Oit ye wo? Hoswuw TikTok?

Mignuumcs Ha Hac @star.m.i.ce

b3

— “STAR MICE” Instagram page

BT T CRAGAN MPIIOR

winwfacebook.com/events/§98511207423070




F.3 - “STAR MICE” Tik Tok page

@star.m.i.c.e

0 5 36

Moanuckun MoanucymuKn Nankn
MoanucaTtbca v

TBo€ iBeHT-areHcTBO y TikTok .

¥ Ha iwHOMY

nokawi

F.4 — “STAR MICE” LinkedIn page
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StarMICE

MyTewecrems, Typusm v gocyT - Kinee, Knesckas obin. - 42 oTCnexmEamOWmx

BECNAATHO

1 BbINYCKHKMK(UA) Ballero yu. 3asefieHna noayunn(a)
paboty B 3TOM KOMNaHUK

(k Mocetnts caiit & ) Cm. Bcex coTpyaHukos (8) 6 LinkedIn =

| FnagHasn OGu_me CBeleHWA

EP B COEPE MICE & KOPTIOPATMEHOTO TYPU3MA -
PaTUEHBIE NOOLLPUTENBEHBIE KU
W/ KoHrpecce! = Beictaeky - .. PasBepHyTh

BALU HAOEXHBIA NAPTH
Aguna v x.a. Gunetsl + TocTuHNLE » K
MOTHBALIMOHHBIE NOSSAKM - K

Obwme ceegeHns

Bakancum

AN Cwm. BCe ‘.. CoobuieHun
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