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Methodological aspects of the formation of competitive
advantages of a regional tourist product
Summary. The question of competitive advantages formation characteristics in the field of
tourism at the level of destinations is studied in the article. The theoretical analysis of concepts “region”, “tourist region”, “tourist product” and “competitiveness” of a tourist product
is conducted. It is established that priority components of ensuring the sustainable country’s
development and a significant component of solving issues raising population living standards
are overcoming the existing negative economic trends of regional development. It is defined
that one of the ways out of the crisis economic situation at the regional level is the creation
of systemic and complex prerequisites for the development of tourism, improvement of the
functional and technical quality of regional tourist product components. It is revealed that
a competitive tourist product, with the right combination of its factors formation and implementation, promotes regional development and increases population living standard in a certain territory. The methodical issues of working out a tourist product for regional development
are substantiated. It is determined that necessary elements of a competitive tourist regional
system are infrastructure, tourist product and population. The methodical approach to the
formation of a competitive tourist industry at the regional level based on client-oriented principles of development and tourist services provision is suggested.
Key words: tourism, region, tourist region, tourist product, competitiveness

Introduction
Tourism, through the formation of regional (destinative), entities opens up great opportunities for the socio-economic development of territories (countries, regions, cities)
with different amounts of tourist resources. Due to tourism involved in many industries
and spheres of activity, which take part in the formation of tourism or related tourist
products, it is possible to receive basic or additional income. Tourism can be developed
in any country or region. The main thing is that one need to have a good idea of its specific opportunities and relevant information support when planning a business. Tourism should be considered as an open socio-economic system, which is influenced by
many factors. Many enterprises directly or indirectly participate in the tourist industry.
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The activity of each of them, as a rule, depends on the activity of participants of the
system.
The topicality of the article is determined by the low competitiveness of enterprises
in the tourist industry of Ukraine at the regional level. The state pays great attention to
the development of the tourist industry, which is confirmed by intentions of creating
a separate independent structure that controls mechanisms of supporting tourist industry in coming years. For example, the amendments to the Law of Ukraine “Tourism
Act” of 2015 are adopted; the principles of the State Program of Tourism Development
for 2015–2022 are developed and implemented; the Strategy of Tourism and Resorts
Development for the period up to 20261 is implemented. Besides, measures on the information support of tourist services and proposals for these services on the domestic
and foreign markets will be implemented as well.
The urgency of solving issues of competitive advantages formation in the field of
tourism at the local and regional levels has intensified the relevant research in this direction, the main task of which is to substantiate the methodology of developing an
innovative tourist product for regional development. The study of scientific sources on
this problem revealed the existence of significant gaps in the study of theoretical and
methodological aspects in the policy of forming a regional tourist product. These circumstances determine the relevance and subjects of the study; cause the necessity for
more detailed studies on the development of theoretical and methodological policy
regulations in formation of a competitive regional tourist product.
Many scholars overview the issue of tourism development as a socio-economic phenomenon. Among expatriate scientists, works by V. Kvartalnov2, V. Kyfiak3, S. Kobzova4,
N. Leiper5, V. Likhanov6, L. Mukhina7, V. Preobrazhenskyi8, V. Smolii9, V. Fedorchenko10, V. Tsybukh11 should be noted. As well as foreign, such as J. Bowen12, Y. Volkov13,
1

About the approval of Tourism and Resorts Development Strategy for the period up to 2026, Decree
of the Cabinet of Ministers of Ukraine dated 16 March 2017 No 168-p, Kyiv, https://www.kmu.gov.
ua/ua/npas/249826501.
2
V. Kvartalnov: Tourism, Russian International Academy of Tourism, Finance and Statistics, M2013.
3
V.F. Kyfiak: Organization of tourism activity in Ukraine, Chernivtsi: Books 2009, No 21.
4
S.M. Kobzova: The concept of “tourist region”, “regional tourism” and “tourist route” in modern scientific discourse, Bulletin of Taras Shevchenko National University 2010, No 16(203), pp. 24–31.
5
N. Leiper: The framework of tourism: Towards a definition of tourism, tourist, and the tourist industry,
Annals of Tourism Research 1979, No 6(4), pp. 390–407.
6
V.S. Preobrazhensky et al.: Methodical instructions on characteristics of recreational area natural
conditions. Geographical problems of tourism organization and recreation, 1975.
7
Ibidem.
8
Ibidem.
9
V.A. Smolii, V.K. Fedorchenko, V.I. Tsybukh: Encyclopedic Tourist Guide Dictionary, Publishing House
“Word”, Kyiv 2006.
10
Ibidem.
11
Ibidem; V. Tsybukh: Tourism in Ukraine: Problems and Prospects, Economist 2010, No 6, pp. 34–35.
12
F. Kotler, J. Bowen, J. Meikenz: Marketing. Hospitality and Tourism. UNITI, Moscow 2005.
13
Yu.H. Volkov (Ed.): Regional Studies: tutorial. Phoenix, Rostov-on-the Don 2004.
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L. Dwyer14, F. Kotler15, J. Meykens16, N. Taylor17, W.F. Theobald18, J. Hallowey19 and
J. Swarbrooke20.
L. Ahafonova21, V. Bezuhla22, M. Bil23, S. Havryliuk24, O. Hrynkevych25, T. Tkachenko26
and others studied the methodological approaches in the field of tourism and development of competitive advantages of a tourist product.
Despite a significant number of works devoted to the study of the competitive advantages of a tourist product, certain aspects of the competitive tourist industry formation at the regional level are not sufficiently highlighted and require further theoretical
and practical exploration.
The aim of the article is to provide the scientific substantiation and develop methodological approaches to the study and formation of the competitive tourist industry
at the regional level.
Main provisions and developments of expatriate scientists and foreign experience
of the theory and practice of tourist industry development, regional development and
personal assessments of the author introduce the theoretical and methodological basis
of the research.

Research results
Changes in geopolitical situation, socio-economic development and modernization of
information technologies influenced significantly the dynamics of tourism development
and led to the transformation of tourist industry with a focus on meeting the diverse
individual needs of travelers.
Ukraine occupies one of the leading places in Europe in terms of providing valuable natural therapeutic, historical and cultural resources that are of great interest for
domestic and foreign tourists. However, according to the World Economic Forum, in
14

L. Dwyer: International Handbook on the Economics of Tourism, Edward Elgar Publishing, 2010.
F. Kotler et al., op.cit.
16
Ibidem.
17
J.K. Halloway, N. Taylor: Tourist business: translation of the 7th English. J.K. Halloway (Ed.). Knowledge, Kyiv 2012.
18
W.F. Theobald: Global Tourism, 3rd edn., Elsevier, Butterworth-Heinemann 2014.
19
Ibidem.
20
J. Swarbrooke: Sustainable tourism management. Division of CABI International, New York 2008.
21
L.H. Ahafonova: Determination of competitiveness of a tourist product, [in:] Strategy for the development of tourist industry and catering. Materials of the international scientific and practical conference, 25–26.10.2006, Kyiv, KTUE, Kyiv 2000, pp. 430–434.
22
V.O. Bezuhla: Analysis of the Competitiveness of Ukrainian Regions, Regional Economics 2004, No
4(34), pp. 64–68.
23
O.S. Hrynkevych, M.M. Bil: Improving the assessment of the competitiveness of tourist product of
region. Regional Economy 2009, No 4, pp. 40–46.
24
T.I. Tkachenko, S.P. Havryliuk: Analysis of competition in the tourist market of Ukraine, Bulletin of DIB
2000, No 2, pp. 113–121.
25
O.S. Hrynkevych, M.M. Bil, op.cit.
26
T.I. Tkachenko, S.P. Havryliuk, op. cit.
15
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2015 Ukraine ranked only the 78th place in the world among 124 countries in the field
of travel and tourism (the Czech Republic – 35, Hungary – 40, Lithuania – 51, Poland
– 61, Romania – 76)27. This indicates that on the international tourism market, the national tourist product and natural therapeutic resources of Ukraine are rated as less
attractive and competitive than in other countries where there is a worldwide trend
towards strengthening the role of the state in ensuring the development of tourism and
resorts.
The field of tourism at the state level does not play a significant role in the full execution of economic, social and humanitarian functions, preservation of natural environment and cultural heritage, pumping up the budgets of all levels, new job creation,
increasing the share in services in the structure of the domestic gross product28. Therefore, in order to increase the competitiveness of the tourism sector and resorts, it is
necessary to strengthen the state role in this sphere, while simultaneously formulating
an effective model of cooperation between the state, business and society.
Overcoming the existing negative trends, creating systemic and complex preconditions for tourism development, improving functional and technical quality of national
and regional tourist product components should become priorities for ensuring sustainable development of the country as a whole and a significant component in solving
issues of raising population living standards.
Taking into account the analysis of theoretical literature, we have established that
at present there is no common definition of the notion region. In a qualified (political
and legal) sense, a region can be understood as administrative-territorial entities free
of administrative identity29. In this sense, the term “region” can mean a natural-climatic
zone, a geographic area, an interstate territory, an economic or economic – ecological
district, a historical and cultural area, etc.30. The region can also be understood as large
territories that unite entire continents and groups of countries as well as several regions
that are distinguished by peculiarities of historical development, geographical location,
natural and human resources, specialization of the economy, etc.31.
Therefore, in our opinion, a region should be understood as a certain area with
specific natural, socio-economic, national-cultural elements and conditions of development.
Researching the development of tourist industry, as one of economic elements of
a state’s development, the term “tourist region” should be explored. According to the
Encyclopedic Tourist Guide Dictionary a tourist region is considered as “an area which
includes special establishments and services necessary for the organization of rest, edu27

State Program of Tourism Development for 2015–2022, Resolution of the Cabinet of Ministers of
Ukraine No 583 dated 29 April 29 2014, Official Bulletin of Ukraine 2014, No 18, http://zakon3.rada.
gov.ua/laws/show/638-2013-%D1%80.
28
Ibidem.
29
V. Kvartalnov, op. cit., p. 63.
30
O.S. Hrynkevych, M.M. Bil, op.cit., p. 4.
31
Yu.W. Volkov (Ed.), op.cit., p. 22.
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cational process or improvement”32. In addition, a tourist region should be understood
as any big city, and a small town with historical and cultural monuments and other objects that attract tourists’ attention33. According to another definition, a tourist region
is a group of countries with similar conditions of development that are characterized by
commonality of genesis and interconnection of tourist industry components34.
We share the opinion of S. Kobzova, who considers that a tourist region is an area
that has objects of tourist interest at its disposal and offers a certain set of services
necessary to meet tourists’ needs35. As a tourist region, one should consider a separate
complex, a city, an area, a resort, a district, a region, a country, or even a group of countries, which are chosen by a tourist as the purpose of his travel36.
One of the specific aspects of tourist industry development is the increased competitiveness of a tourist product.
A tourist product is a complex of tourist services necessary to meet a tourist’s needs
during his travel. This complex of tourist services combines at least two services that
are being sold or offered for sale at a specified price, including freightage, accommodation and other services not related to transportation and accommodation (services
for organizing visits to cultural objects, recreation and entertainment, selling of souvenirs)37.
The competitiveness of products is a set of consumer and cost characteristics of
manufactured products, which allows withstanding competition on a particular market
and in a certain period of time38.
By competitiveness, one should understand the ability of a subject of an entrepreneurial business to withstand and counteract its competitors39. The competitive advantage of goods and services is understood as properties set of given results in business entities activities, which makes them more attractive to the external environment
of these subjects40. By competitive advantages of business entities, it is necessary to
understand their higher achievements in chosen areas of entrepreneurial activity in
comparison with achievements of competitors, accepted by the external environment
of this subject41. Therefore, competitive advantages are at the same time both targets
of competitive rivalry of business entities and rivalry instruments.
The competitiveness of a tourist product in a particular region or country cannot
always be determined by price or qualitative comparison with similar indicators of
32

V.A. Smolii et al., op.cit., p. 22.
V. Kyfiak, op.cit., p. 34.
34
V.S. Preobrazhensky, op.cit., p. 268.
35
S.M. Kobzowa, op. cit., p. 24
36
V. Tsybukh, op.cit., p. 35.
37
V.A. Smolii et al., op.cit., p. 147.
38
V.O. Bezuhla, op.cit., p. 65.
39
T.I. Tkachenko, S.P. Havryliuk, op.cit., p. 113.
40
J. Swarbrooke, op. cit., p. 44.
41
M.H. Boyko: Tourist attractiveness of Ukraine: patterns of formation and development guidelines.
Investments: practice and experience 2009, No 16, p. 35.
33
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competitors’ products due to the unique characteristics of each tourist product, the
presence of a large number of external factors and the specifics of tourist resources42.
A set of conditions and characteristics that appear when organizing a particular tourist
product, satisfy in the best way various needs of certain consumers’ segments at the
cost comparable to the value of this tourist product for specific consumers.
When defining a competitive tourist product at the regional level, it is necessary
to distinguish between concepts “tourist region” and “tourist destination”. A competitive tourist product, with the right combination of factors, allows stepping from the
approach to tourism through an offer (tourist region) and to the formation of a tourist
product through a specific consumer, that is, through the demand for a destination. It is
necessary to make a comprehensive content analysis of the term “tourist destination”,
as a part of the tourism system.
The necessary element of destination successful functioning on the tourist market
is the availability of information systems. The quality and accessibility of tourist information for potential consumers of a regional tourist product are of great importance.
Since tourists are interested in visiting a recreation area, only if they are informed about
its existence, the availability of resources on its territory, the degree of tourist industry
development, and about possibilities of establishing the reliability of received information43.
The tourist industry system as a branch of country’s economy consists of two main
blocks: resting and recreation resources, which, in their turn, include natural complexes, buildings of various purposes and service staff44. Subsequently, such interpretation
of tourist industry is the basis for its definition as a complex inter-sectoral structure,
which includes manufacturing and transport enterprises that produce and implement
various tourist services and goods.
Tourist industry is formed by a complex of enterprises that provide or promote recreational needs of a person when moving regardless of his aim, except that related to
the paid work in the visited country. Consequently, the material and technical basis of
this complex structure is formed by accomourist industry is a set of different subjects of
tourist activity (hotels, tourist complexes, campsites, motels, boarding houses, catering
enterprises, transport, cultural and sports institutions, etc.), which provide reception,
maintenance and transportation of tourists45.
V.S. Preobrazhenskyi considered modation establishments, transport and tourist
servicing sphere. Accommodation establishments include hotels, as well as specialized
accommodation facilities: campsites, holiday homes, sanatoriums, boarding houses,
dispensaries, etc.46. In the transport sector, first of all tourist transport should be men42

J.K. Halloway, N. Taylor, op.cit., 74.
J.K. Halloway, N. Taylor, op.cit., 57.
44
V.S. Preobrazhensky, op.cit., p. 271.
45
Law of Ukraine “Tourism Act” dated 11 February 2015, Bulletin of the Supreme Rada of Ukraine
(SRU) 2015, No 324/95-vr, http://zakon5.rada.gov.ua/laws/show/324/95-%D0% B2%D1%80.
46
W.F. Theobald, op.cit., 114.
43
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tioned (cruise ships, special boats and yachts for voyages), as well as transport, which
serves the tourist industry itself, namely tourists and local people47.
However, tourist industry can be considered not only as a set of enterprises providing tourist services and producing tourist goods, but also as one of the forms of territory
development. Understanding this system as a complex of enterprises is a consequence
of the sectoral approach. Therefore, tourist industry is considered as a complex system
of interaction of people’s recreational needs of and recreational opportunities of territory’s natural and economic potential. However, such definition does not establish links
between enterprises that form an element of the tourism system.
Tourist industry of a region is a complex which includes all resources of a region, infrastructure (all its types), products (services and goods) of a region’s enterprises, which
are used for tourism organization and meeting of tourists’ needs48.
In our opinion, the main difference between tourist industry of destination (scientific
approach) and the tourist industry of a region (general approach) is that the complex
used for organizing tourism in the destination, first of all should have obvious attraction in
order to influence tourist’s choice of a certain destination, and possession of services set
that a tourist expects to receive. Moreover, this should be the same set of services and the
same quality that is expected by a tourist when buying a tourist product offered to him.
The term “tourist destination region” is necessary to consider through the term
“tourist destination”, which was firstly introduced by N. Leiper in his works. By destination, he understands a geographical area, which has certain limits and some tourist
resources49. However, now, thoughts of scientists regarding this term are somewhat different. Thus, according to the Encyclopedic Tourism Guide Dictionary, “the destination
is any city, region or country that can be the only united area on the market of tourism
services”50.
Thorough study of tourism processes for various purposes, as well as assessment of
economic efficiency, profitability, social orientation, legal support, etc., provides expansion of tourism system elements’ list of N. Leiper. We propose to add to the tourism system elements’ list of N. Leiper such extra elements as infrastructure, a tourist product,
population of the destination. Let us consider the above concepts and substantiate the
need for their allocation as separate elements of the tourism system for the formation
of the competitive tourist industry at the regional level.
The term “tourism infrastructure” is defined as an interstructural (systemic), unit, aimed
at creating common, the most rational conditions for the system functioning, as well as for
support of its sustainable and efficient development. The specified infrastructure will vary
considerably depending on goals and motives of a travel at the destination, that is, on its
attractiveness for tourists. The required quantitative and qualitative composition of infrastructure is different and for different geographic components of the tourism system.
47

L. Dwyer, op.cit., 173.
L.H. Ahafonova, op. cit., p. 432.
49
N. Leiper, op. cit., p. 391.
50
V.A. Smolii et al., op.cit., p. 92.
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The improvement of the destination infrastructure provides an opportunity for more
efficient and extensive tourism development, which, in its turn, contributes to the investment attractiveness of the further infrastructure development of the destination
region. The main travel motive is usually paid as a tourist product and has a predetermined value, while the destination infrastructure allows, on the one hand, to stimulate
consumer’s expenses, and on the other hand, to increase a positive experience from
staying in the destination. It should be noted that the multiple effect of tourism is much
higher in those regions where an appropriate infrastructure is well developed, that is,
the system for managing a region’s economy as a tourist destination well established.
A tourist product as an integral part of the tourism system is a complex result of
elements interaction of the tourism system and should be crucial for all process participants. The joint activity of independent tourist service companies is characterized by
the effect of “weak link”, when the quality level of work of all producers of a particular
tourist product is determined at least by the quality service that is the part of a tourist product. Thus, tourist product, on the one hand, is the link between all producers
involved in this process, and on the other hand, the quality measure of not only producers’ activity, but also recreation area in as a whole and its competitiveness increase. This
circumstance creates the necessity of making focus on a tourist product as a unifying
element of all components of the tourism system.
The next element of the tourism system is the destination population. It can consist
of both locals and workers who came from other regions or even other countries, and
which, as a result make up the local population of the destination. Currently, while
studying and planning tourism development in the destination, insufficient attention
is paid to its population, which, as a rule, even considered, as one of the external factors. Therefore, in our opinion, the component of “destination population” should be
included to the concept of a tourism system which primary can be involved in the tourist process, since it does not include tourist industry workers (relating to the tourist
industry). However, the local population forms their own attitude towards tourists, and
creates tourism development environment.
The local population should be a partner of tourist enterprises, and the task of
the tourist industry is to establish mutually beneficial relations with it. Local residents
should know that tourists give them the opportunity to earn income; they should understand that the impact of tourism, thanks to the multiple effect, extends far beyond
tourist industry. Tourists, in their turn, must respect representatives of the host side.
The system construction based on such principles will give the opportunity to hope that
in the case when a tourist will have a difficult situation on an unknown territory, the
local population will prove to be a hospitable and caring owner.
Taking into account the conducted analysis of theoretical sources51 concerning
the definition of the concept “destination”, we have identified two approaches to the
formation of a tourist destination that determine its conceptual content. The first ap51
V.A. Smolii et al., op.cit.; O.S. Hrynkevych, M.M. Bil, op.cit.; S.M. Kobzova, op.cit.; T.I. Tkachenko,
S.P. Havryliuk, op.cit.; L. Dwyer, op.cit.; J. Swarbrooke, op.cit.
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proach is based on a geographical component and defines a tourist destination as a limited area. In this context, tourist destination corresponds to such concepts as “tourist
region”, “tourist center”, that is, there is another definition of the concept, which in no
way determines the special importance of the concept “tourist destination” and does
not create conditions for the formation of a competitive tourist industry.
The second approach is aimed at satisfying consumer’s tourist service needs and is
client-oriented. In this case, tourist destination is determined by the attractiveness that
it offers for a certain segment of consumers. Thus, not the geographical component of
tourist resources located in the territory, but the attractiveness of a specified territory
for tourists becomes primary.

Conclusions
Taking into account our research on specific forms of competitive tourist industry formation at the regional level it is necessary to mention that the approach aimed at satisfying tourist needs (client-oriented) is fundamental in studies of strategic competitive
advantages of a tourist product. It will promote the development of tourist industry in
a particular region, thus as the result of its economic stability improvement by means
of profit from tourism activity.
The approach from the point of view of territorial attractiveness confer the possibility to develop the territory effectively, that is to produce those products and provide
those services that are the most demanded by tourists visiting the tourist region. The
implementation of this approach will facilitate the formation and adoption of sound
management decisions as for attracting investment in the tourism infrastructure development of the region. It will make possible to build not only entertainment and recreation facilities, but also to place them purposefully, according to tourist needs and with
the attractiveness owning which the majority of tourists visit the region. Under such
conditions, the use of the client-oriented approach in the formation of region’s tourist
industry will have a great synergy effect and will significantly increase the competitiveness of the tourist industry.
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