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FINANCIAL LEVERS AND CONSEQUENCES
IMPLEMENTATION OF WORLD EXPERIENCE OF BUSINESS ACTIVITY
IN DOMESTIC TOURISM MARKET

Abstract. The article describes the main indicators of the tourist services market in Ukraine
and the world, comparing the dynamics of costs and revenues from international tourism; the model
of structural restructuring of the tourist services market of Ukraine in the conditions of globalization
of the economy is proposed, and the necessity of institutionalization of business activity in the field of
international tourism is substantiated, in particular, different variants of strategic alliances that are
alternative to Ukrainian tourism business activity are considered. It is proved that at the moment the
tourism sector has become indispensable in the lives of a large part of the world’s population, as
tourist flows have increased more than 50 times in recent years. In addition, at the beginning of the
XXI century the sphere of rest for the volume of income took the third place among the leading
sectors of the global economy. According to the World Travel & Tourism Council the share of the
tourism industry in 2018 is approximately 10 % of global GDP (according to the forecasts the
proportion will reach 11% to 2026), 6.0 % of the world export, that is 0.1% more than in 2017 and in
accordance 0.6 % more than in 2016. It is determined that financial resources from tourist flows serve
as an important tool for capacity building and economic growth of the world’s leading countries.
World experience has substantiated that the creation of a tourism product with high added value is the
key to growth of business activity in the tourism business segment, tourism market development,
involvement of related industries (financial services, insurance, transport, communications) in the
implementation of tourism services.The SWOT analysis shows that Ukraine has a strong potential for
the most types of tourist and recreational activities, the use of which is significantly limited by a
number of restrictions, to overcome which it should be chosen a clear strategy that would take full
account of the use of the strengths of the phenomenon under study. Since the strategic priority of
Ukraine’s integration into the world economic space and the reform of the domestic economy is a
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reorientation to efficiently functioning forms of management, we consider it advisable to start
strengthening domestic competitive position in the field of international tourism just on the side of the
implementation of world experience in business activities in this area.

Keywords: international tourism, financial flows, business activities, diversification of
tourism, strategic alliances.
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®IHAHCOBI BAXKEJI TA HACJIIKA IMIIJIEMEHTAIIIL CBITOBOI'O JOCBIJIY
BIBHEC-JIISIJIBHOCTI Y BITYM3HAHUM TYPUCTHUHUIMA PUHOK

AHoTanis. OxapakTepru30BaHO OCHOBHI TTOKa3HUKHA PUHKY TYPUCTHYHUX MOCIYT B YKpaiHi Ta
CBITi, NPOBEJCHO TOPIBHSIBHY JIUHAMIKy BHUTpaT 1 JJOXOIIB BiJl MDKHApPOAHOTO TYpPH3MY;
3aIPOIIOHOBAHO MOJIENIb CTPYKTYPHOI MepeOy0BH PHHKY TYPUCTUYHUX TOCIYr YKpaiHH 3a yMOB
r100ai3aifHoro po3BUTKY €KOHOMIKH, a TaKOXK OOIPYHTOBAaHO HEOOXIJHICTh 1HCTUTYIIOHAJi3amii
Oi3HEeC-NISTTBHOCTI Y cdepl MDKHAPOTHOTO TYpPU3MY, 30KpeMa pO3IJISHYTO pi3HI BaplaHTH
CTpaTeriYHUX AJbSHCIB, SKi € AIBTEPHATUBHUMU JUIs YKPAiHCHKOI TYPUCTUYHOI Oi3HEC-IisUTBHOCTI.
JloBeneHo, 10 Ha JJAaHWH MOMEHT TYPHCTHYHHI CEKTOP CTaB HE3aMiHHHMM Y JKUTTI 3HAYHOI YaCTUHU
KUTEIB CBITY, OCKUJIBKH TYPHCTHYHI IMOTOKH 33 OCTaHHI pOKH 3pociu Oinbm Hix y 50 pasiB. Kpim
TOoro, Ha Mo4yaTky XXI CTOmTTS cdepa BIAMOYMHKY 3a 00CSITOM JOXOJY IMOCiiaa TPeTe MICIe cepen
MPOBITHUX Taily3ei CBITOBOI €KOHOMiKM. 3a JaHUMHM BcCecBITHBOI paju 3 MUTaHb MOAOPOXKEH 1
TypU3My, YacTKa TypucTU4yHOi ramy3i 2018 poky cranoButh npubiausHo 10 % Bix csiroBoro BBII (3a
nporuo3amu, dactka jgocsrae 11 % mo 2026-ro); 6,0 % citoBoro ekcrnoprty, mo Ha 0,1 % Oinblme
Hik 2017-ro 1 BianosiaHo Ha 0,6 % Oinbiue, Hik 2016 poky. BusHaueHo, 1110 (piHaHCOBI pecypcH Bij
TYPUCTUYHHUX TOTOKIB CIYTYIOTh BaXKJIMBHUM 1HCTPYMEHTOM JUIS HapOILEHHS peaii3alii MoTeHIiary
Ta EKOHOMIYHOTO 3pOCTAaHHS MPOBITHUX KpaiH CBITy. CBITOBUI JOCBIiJ OOTPYHTYBAB, 110 CTBOPEHHS
TYPUCTHYHOTO MPOAYKTY 3 BUCOKOIO JIO/IaHOK0 BAPTICTIO € 3aMOPYKOI0 3pOCTaHHS 0i3HEC-aKTHUBHOCTI
B CETMEHTI TYPUCTUYHOTO Oi3HECY, PO3BUTKY TYPHUCTHYHOTO PHUHKY, 3aJIy4E€HHIO CyMDKHHX Tally3ei

ISSN 2306-4994 (print); ISSN 2310-8770 (online) 47 7



OIHAHCOBO-KPEAUTHA AIANbHICTb: MPOBJIEMW TEOPIT I MPAKTUKM 2020 N2 4 (35)

(inaHCOBI MOCTYTH, CTpaxyBaHHs, TPAHCIOPT, 3B’S30K) A0 peaiizalili TYypUCTUUHUX IOCIYT.
[TpoBenennit SWOT-anani3 3acBiguye, mo YKpaiHa Ma€ NOTYXHHUH MOTEHIIan Ui 31HCHEHHS
OUTBIIOCTI BUJIB TYPUCTUYHO-PEKPEALIIIHOI JISUIbHOCTI, BUKOPUCTAHHS SIKOTO CYTTEBO JIMITYETHCS
HU3KOI0 OOMEXEeHb, JJIS MOAOJIAHHS SKUX CJiJl O0paTH YiTKy CTpaTerito, sika 0 HaWOUIbII MOBHO
BpaxoByBajJa BHUKOPHUCTaHHS CWJIBHUX CTOPIH JOCIIIKYBAHOro sBHINA. OCKUIBKM CTpaTeriyHUM
NpIOPUTETOM 1HTErpauii YKpaiHu y CBITOBUH €KOHOMIUHHMM MpocTip 1 peopMyBaHHS BITUM3HSIHOTO
rOCIOJIapCTBa € MepeopieHTallisl Ha €PEeKTUBHO (YHKIIOHYI0Ul (POPMH T'OCIIO/IapIOBaHHS, BBAXKAEMO
3a JIOLUIBHE PO3MOYaTH IMOCHIIOBATH BITUM3HSIHI KOHKYPEHTHI MO3ULil y cdepi MIKXHAPOIHOTO
TypHU3My caMe 100 IMIIEMEHTallli CBITOBOTO TOCBIAY O13HEC-IISITLHOCTI B 1110 cdepy.

Knwuoei cnoea: MiXHapomiHUW TypusM, (IHAHCOBI IOTOKH, Oi3HEC-TiSNIBHICTH,
nuBepcudikamis Typu3My, CTpaTeridHi ajbsSHCH.

®opmyi: 0; puc.: 5; Tadmn.: 4; 6161.: 14.

Introduction. The latest processes of formation of the competitive environment at the level
of the world economy prove that by the volume of consumption of tourist products and the creation
of the GDP the tourism sector, it shows a stable growth rate. The formation of the highly productive
tourist sphere not only strengthens its position in the globalized world economy, but also promotes
the positive effect related spheres of social production, both material and immaterial.

Ukraine has some of the most valuable natural and historical-cultural resources among the
European countries that have great potential to generating increased interest among residents and
non-residents. However, in conditions of intensified competition in the international tourist market,
insufficient development of domestic tourism infrastructure, the annexation of the Autonomous
Republic of Crimea, the undeclared war in the Eastern Ukraine, the domestic tourist product loses
its competitiveness and attractiveness. As a result, underutilization of the potential of tourism sector
of Ukraine does not contribute to full filling of budgets of all levels of the country, creation of new
workplaces, popularization of the national historical-cultural heritage in the world stage, etc. These
factors determine the relevance of the chosen topic and its practical value for the domestic
economy. Indicated questions determine the severity of the problem and require a scientific
substantiation of the construction of a system of economic relations with the leading countries in the
tourist business industry in Ukraine. The value of such research is enhanced by the high levels of
outbound tourism, due to the specifics of the sectoral structure of the national economy, its
environmental problems, the shadow economy, as well as the unstable economy of the state.

Analysis of research and problem statement. The following scientists and experts such as
Bratiuk V., Hrabovenska S., Dolmatov H., Ivanov A., Karmeliuk H., Limanskii A., Lotysh O.,
Liutak O., Markina I., Pysmennyi O., Salamatina S., Ruzhkovskii Y., Tarasiuk H. and others have
made a significant scientific contribution to the study of issues connected with various aspects of
the functioning of the sphere of international tourism market

Despite the fact that the international trade in tourism services is becoming global now, the
evaluation of the tools and mechanisms for the implementation of the world business experience in
the domestic tourist market is only begins to gain popularity in certain areas of economic science. A
number of theoretical and practical aspects of this multifaceted research problem is insufficiently
investigated. The thorough monitoring requires institutional and organizational mechanisms for the
implementation of world-wide experience of tourist business activities in the domestic market in
order to increase the international competitiveness of the tourism sector of Ukraine.

The purpose of this article is the formation and practical realization of the tourist potential
of Ukraine taking into account modern trends of development of instability of the economy.

Research results. The newest tourism industry is one of the most progressive industries of
the world economy. At the end of the twentieth century 35—40% of the economically active
population has shifted from material production to service industry, which has become dominant in
many countries [1].

At the moment the tourism sector has become indispensable in the life of a significant part
of the inhabitants of the world. In addition, at the beginning of the XXI century the sphere of rest
for the volume of income took the third place among the leading sectors of the global economy.
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According to the World Travel & Tourism Council the share of the tourism industry in 2018 is
approximately 10 % of global GDP (according to the forecasts the proportion will reach 11% to
2026), 6.0 % of the world export, that is 0.1% more than in 2017 and in accordance 0.6 % more
than in 2016 [2; 3] (Fig. I).
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M the share of direct revenues from the tourism sector to the GDP of Ukraine,%
W the share of the total contribution from tourism to GDP of Ukraine, %

@ the share of the tourism industry in global GDP, %

- the share of tourism revenues in the total exports of Ukraine, %

# the share of the tourism industry in world exports, %

Fig. 1. Key Indicators of the Tourist Services Market in Ukraine and in the world
Source: built for [2—6].

The domestic indicators and the forecast of their further development, despite the rich
natural-recreational potential, favorable for the development of tourism climatic conditions,
necessary human and material resources, are slightly worse: in 2016 the direct contribution of the
sector to GDP was only of 1.52 % (general — 5.6 %), and according to experts these figures will
remain unchanged by 2026 [4—6].

The analysis of the dynamics of entry of foreigners to the territory of Ukraine outlines
clearly the turning point for domestic tourism in 2014, which compared to 2013 is characterized by
a reduction of twice the number of foreign tourists who visited our country. While the overall
dynamics of tourism development in the world, in particular in Europe, is positive (7able 1).

Table 1
The Number of international tourist arrivals in the regions of the world in 2005—2018 pp.
The number of international tourists (arrivals), million people Struc-
. ture
Region 2010 2011 year 2012 2013 2014 2015 2016 |2017 2018 in 2018,
year year year year year year |year year %
World in general 949 995 1035 1087 1119 1166 1216,2 1322 1401 100
Including by regions of the world
Europe 484,9 516,1 533,9 562,8 580,3 609,1 6234 671 711 50,75
Including
Ukraine | 550 | 2141 | 2301 | 24067 | 1271 | 1243 | 1333 | 1423 | 141
(change relative 1,0

to the previous (+1,95) | (+1,00) | (+7,46) | (+7,20) | (4847) | (-2,23) | (+7,28) | (+6,75) | (-0,91)

year, %)
Asia and the 205,1 218.,6 233,6 247,7 260,0 272,9  |283,1 324 343 24.48
Pacific :
America 150,6 156,0 163,0 168,9 169,0 174,5 198,3 207 219 15,63
Africa 49,9 49,7 53,1 56,1 56,2 54,5 55,2 62 66 4,75
Middle East 58,2 54,7 51,8 51,9 53,4 55,0 56,2 58 61 4,39

Source: built for [4; 7, c. 129—131; 8].
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The decrease of the amount of international arrivals to the territory of Ukraine by 48.47% in
2014 is explained by the annexation of the Crimea and military actions in the East of the country. In
2015, the negative trend in the number of arrivals of foreign tourists on the territory of Ukraine, is
deepened and relative to 2013 the decline of this indicator was 49, 61%, compared to 2014 —
2.23%. In 2016 the situation with international tourist visits to the country began to show positive
growth, namely + 7.28% relative to 2015, which reflected a slight, but still growth of the share of
total contributions and direct revenue from the tourism sector in Ukraine’s GDP and share of
tourism revenues in total domestic exports, that is depicted in Fig.

In 2018 a leader in the growth of international tourist arrivals was an American region (+
5.9%), the European, Asia-Pacific and Middle East regions showed almost the same growth rate of
this index (in accordance +5,5%, +5,7%, +5,1%). But in terms of share in worldwide international
tourist visits a leader is traditionally Europe (at 50.75% in 2018).

Another important effective indicators of the tourism sector of the country are expenses and
incomes from international tourism (7able 2 and 3, Fig. 2 and 3).

Table 2
Costs for the international tourism in 2012—2018,
milliard US dollars

The country’s place
in the world
_ranking 2012 | 2013 | 2014 | 2015 | 2016 | 2017 2018
of international Country
tourism year year year year year year year
expenditures
in 2018
1 China 101,98 | 128,58 | 234,66 | 292,20 | 250,11 | 257,88 | 277,35
2 USA 129,90 | 130,15 | 140,42 | 14837 | 160,96 | 173,76 | 186,51
3 Germany 96,24 | 105,50 | 106,66 | 88,84 | 87,41 | 97,78 | 104,20
4 Great Britain | 70,57 | 72,38 | 7743 | 79,60 | 67,22 | 65,18 68,89
5 France 50,00 | 53,42 | 5938 | 46,835 | 49,03 | 52,50 57,93
6 Australia 3523 | 3520 | 31,96 | 2830 | 3572 | 3971 4235
7 Russian 48,10 | 59,50 | 5538 | 38,44 | 27,65 | 3558 38,79
Federation
8 Ttaly 2625 | 2695 | 2886 | 2442 | 30,58 | 34,82 37,64
9 South Korea | 22,93 | 2446 | 26,14 | 27,56 | 29,82 | 3445 34,77
10 Canada 43,01 | 43,09 | 41,08 | 29,51 | 2894 | 3181 33,58
Ukraine
37 rel(;gf:f:j o | 354 6,30 547 4,75 6,30 7,54 8,29
Drevions yerm (14,64) | (13,.80) | (-13,17) | (-13,16) | (32,63) | (19,68) | (9,95)
%)
162
The last place Samoa 0,022 | 0014 | 0004 | 0,003 | 0002 | 0,004 0,004
in the rating

Source: built for [3].

The expenditure of international tourism is the expenditure of tourists in other countries who
go abroad, including payments to foreign carriers for international transport. These costs can
include both residents travelling abroad and arriving on the same day, except when they need to be
divided into different classifications.

As it can be seen from Table 2 and Fig. 2 Ukraine is ranked 37" place in the world ranking
in terms of spending on international tourism by results of 2018.
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Fig. 2. Comparative dynamics of expenses for international tourism in 2012—2018,

milliard US dollars
Source: built for [3].

Its spending on China, which is the leader in this rating in 2018, was less than 30 times
smaller, and in 2012, with respect to the USA spending (the leader in spending on international
tourism in 2012), it was 23 times smaller. In addition, this indicator in 2014—2015 showed a
negative dynamics in Ukraine, partly due to the difficult economic situation in the country and the
impoverishment of its citizens. International revenues from tourism are the costs of foreign tourists,
including payments to national carriers for international transport. These receipts include any other
prior payment of goods or services received in the destination country (Fig. 3, Table 3).
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Fig. 3. Comparative dynamics of revenues from international tourism for 2012—2018 years,

billion US dollars
Source: built for [3].
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Table 3
World ranking of countries for revenues from international tourism, billion dollars USA
The country’s place in the world 2012 2013 | 2014 | 2015 | 2016 | 2017 | 2018
rankings on income from Country
international tourism in 2018 year year year year year year year
1 USA 200,99 | 218,50 |235,40| 246,23 |245,99| 251,54 | 256,15
2 Spain 5788 | 62,58 | 65,10 | 56,43 | 66,98 | 75,91 | 81,25
3 France 64,00 66,05 66,80 | 54,00 | 63,56 | 67,94 | 73,13
4 Thailand 37,77 45,74 42,05 | 48,53 48,50 | 57,06 | 65,24
5 Germany 51,65 55,32 55,94 | 47,39 | 60,26 | 56,33 | 52,23
6 Italy 40,96 43,83 45,55 | 39,42 42,42 | 46,72 | 51,60
7 Great Britain 47,07 53,05 58,94 | 60,74 | 47,78 | 47,72 | 48,52
8 Australia 30,25 33,12 35,74 | 36,25 | 39,06 | 43,98 | 47,33
9 Japan 20,10 20,18 20,79 | 27,29 | 33,46 | 36,98 | 45,28
10 Hong Kong 37,01 42,43 46,08 | 42,60 |37,84| 38,17 | 41,87
- Ug?:;fvg Cfo“;’hg:s 5,99 593 | 226 | 1,66 | 1,72 | 2,02 | 227
rovious year. %) | (1077) | (:095) |(6183)| (2686)| (3.6) | (17:44) | (12,38)
16.3 . Ripublik Naoero 0,007 0,0005 [0,0068|0,0017 |0,0034|0,0039| 0,0016
the last place in the ranking

Source: built for [3].

Data in Table 3 and Fig. 3 give an opportunity to estimate the dynamics of revenues from
international tourism of ten world countries — leaders in this indicator and Ukraine, which takes only
the 82" place by the end of 2018. Its revenues concerning the United States, the leader of this rating in
2018, were smaller by more than 112 times, and in 2012 — 33 times smaller. In addition, revenues
from international tourism in 2013—2015 were characterized by a negative dynamics in Ukraine: the
rates of decrease in revenues were significantly higher than the rates of decrease of expenses: -26,
86%, -61.83% and -0.95% against -13, 17% — 13.18% and +13.80% in accordance in 2015, 2014
and 2013. Among the reasons for reducing the attractiveness of Ukraine for a foreign tourist are
military conflicts, inadequate tourist infrastructure, unstable political situation in the country, etc.

For in-depth diagnostics of the prospects and problems of our state in the market of
international tourist services, a SWOT-analysis of Ukraine’s competitiveness on tourism
development will be fulfilled, which is presented in the Table 4.

Table 4

SWOT-analysis of the competitiveness of Ukraine’s tourism industry on the world market
Strengths Opportunities
The presence of the significant cultural and Europe’s unique natural and cultural resources.
historical heritage and natural resource potential of Transit location between western and Eastern Europe.
world significance. Development of cross-border tourism products that
Landscape diversity. meet different forms of tourism
Development of folk crafts for the production of Possibility of increasing external transport accessibility
souvenir products. due to better use of air infrastructure.
The presence of various tourist routs. Creating a stable image of the state.
Ukrainian hospitality. Optimization of the «price-quality» ratio of tourist
Expansion of existing border crossing points, products of Ukraine.
providing their respective technical level.
Weak reversal
Unfavorable economic and political situation in the
country.
Impoverishment of the population.
Insufficiently developed and poorly diversified
tourist infrastructure.
Unstable service level.

Threats
Competition from other tourist areas.
The domination of non-tourist destinations for foreign
visitors of the country.
Leveling of the national authenticity.
Limited use of mechanisms for implementation of the

Low level of effectiveness of domestic marketing in
the field of tourism.

Low level of use of CRM-systems by local
individuals of tourism activity.

Complicated access to potential tourist products.

Unsatisfactory condition of historical monuments.

state policy in support of tourist business.

The presence of administrative barriers to the
establishment and development of tourist and recreational
complexes.

The growth of the scope of tourism business
enterprises in the «shadow» sector.

Underestimating the importance of tourism for the
development of the region.

Uncomfortable investment climate.

Source: built for [9; 10, c. 150—153; 11; 12, c. 118].
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In general, the model of structural reorganization of the Ukrainian tourist services market should
be based on the vectors depicted in Fig. 4.

| The development of international transport corridors for highway connections in l

tourist regions
rF.
. .,
introduction of a nationwide inventory programme the introduction of European standarts for the
for material resources of the tourism industry and tourist and hotel services, administtration
the development of their phased modernization of tourist institutions, training of the industry, its

legislative framework

N

e
- 3 the development of social
- - tourism-system of affodable
tourist and recreational services

the formation of effective
mechanisms of state policy

in the field of tourism, taking into Measures for socially vulnerable groups of
account mainly of structural : the population,
private, commercila character adjustment | for young people and students
A 2 of the domestic -
tourist services J =

the priority in the development
- of cultural and rural tourism as one
- - | that takes into account and uses the
| rich cultural and natural potential of
| : Ukraine

'i market

the creation of a favorable investment
climate in the tourist and recreation sphere
of Ukraine

Fig. 4. The model of structural restructuring of the tourist services market in Ukraine

in the conditions of globalization of the economy
Source: built for [13; 14].

Implementation of world experience in the Ukrainian market of international tourist services
is reflected in the creation of joint ventures, for example in the form of strategic alliances. Large
companies, as a rule, unite efforts to strengthen their position in the global market in a competitive
struggle with other companies.

In the field of trade in tourism services, different variants of development of strategic
alliances are distinguished (Fig. 5).

Among the types of inter-firm exchange in strategic alliances that are actively used in the
world practice of trade in international tourist services, which should more widely find their
application in the Ukrainian tourist market are the following:

— franchising agreements: a little-known Ukrainian tourist company may be included in the
sales network of a well-known travel agency, which allows to control external markets with
minimal damage;

— management contracts that involve the transfer of operational control over a tourism
organization or a certain phase of its activities to specialists of another company for a fee. Such
cooperation will allow to involve professionals of successful foreign companies in the process of
structural renovation of the Ukrainian tourist infrastructure experienced;

— joint ventures that provide for the investor the creation of a number of benefits. The
organizational form of joint stock companies, that attracts among the joint Ukrainian enterprises,
allows to attract additional funds, thus reducing the need to have a sufficiently high initial capital.
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The development of strategic alliances beyond the scope of the start-up
tasks, however, does not lead to vertical integration, and each participant
— has the right to have independent decisions and withdraw from the alliance
at will

An episodic co-operation that ends without having a radical impact on the

strategic positions of the participants; after the project closes, each of the

—  participants becomes completely autonomous, although the union changes
the terms of competition between the partners.

Cooperation within the framework of successive programs, which
_ subsequently leads to concentration, that is, the regrouping of ownership |
of strategic alliance members.

Strengthening of the strategic positions of one of the partners by causing
harm to others, through participation in strategic alliances. Weak partners
use similar unions to overcome technological backwardness, but powerful

____ ones — to neutralize the weaker, preventing them from transforming into
competitors.

The gradual exit from the control of the structure, which was created
—1 for joint activity, and the acquisition of independence, which leads —
to conflict of interests of partners.

Fig. 5. Options for strategic alliances in tourism services

Conclusions. So, the processes of globalization influence Ukraine’s policy on the
intensification of trade in international tourism services, according to which, in order to increase the
efficiency of tourism activity on the basis of effective use of existing factors of Ukrainian tourism
products production, it is necessary to pay attention and provide state software support to the
following factors of the competitiveness of the tourism industry:
ensuring the strong position of tourist organizations in price competition on a global

scale;

active innovative activity of tourist organizations, constant improvement of production;

— use of modern information technologies for the promotion of their products to the market;

— forming a well-known trademark of companies and organizations, supporting its image,
gaining recognition from consumers.

The policy of intensifying and supporting the development of the tourist sector in Ukraine
should be based on the principles that competitive advantages will be provided only to enterprises
of the tourism industry, which will be able to compete at the same level for their consumer with
foreign companies both on the domestic and foreign markets, that can guarantee to become an
active participation of Ukrainian enterprises in strategic alliances of the tourist industry.
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