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Abstract. The relevance of the study lies in the necessary development of the tourism market of Ukraine. The
purpose of the paper is to analyse the state and trends in the development of the tourism market of Ukraine,
to identify the place of tour operators in ensuring its functioning. The paper examines the current state of
development of the tourism market of Ukraine; analyses the main performance indicators of tourist enterprises;
identifies the leaders of the tourism industry in Ukraine; attempts are made to predict the functioning of the
tourism market of Ukraine in the near future, considering the challenges of modernity. The activities of tour
operators that are engaged in the development and promotion of tourist routes, destinations, and types of tourism,
and therefore have a serious impact on the functioning of the tourism industry have been announced. The paper
analyses the performance indicators of tour operators in the Ukrainian market and identifies the most powerful
of them. The most visited countries by Ukrainians are established. It was stated that tour operators specialise in
organising holidays abroad, therefore, there is reason to predict that in the future, the financial capital of Ukrainians
will continue to work for the economy of other countries, and Ukrainian tourism will wait for better times. It was
recommended that in order to increase the attractiveness of recreation in Ukraine, serious well-coordinated work
of state authorities, tourist enterprises, business structures, and public activists is necessary. It is noted that due to
the coronavirus pandemic and the economic crisis, it is too early to make any forecasts. Therewith, there are reasons
to predict an increase in demand for recreation of Ukrainians within the state this year since foreign countries,
especially those most affected by the COVID-2019 epidemic, will not be ready to open their borders to tourists.
The rapid development of the tourism market of Ukraine is determined. The study of aspects of the tourism industry
development in Ukraine will undoubtedly remain relevant in terms of developing practical recommendations for
optimising its functioning
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The Problem Statement

In the context of the intensification of globalisation pro-
cesses, tourism is becoming one of the leading branches
of national economies in many countries of the world. At
the end of 2017, the share of tourism in global GDP (gross
domestic produc) was 10.4% (8.3 trillion USD). In the
Maldives, which is the most tourism-dependent region in
the world, this share is 39.6%. There is a considerable con-
tribution of tourism to the GDP of Malta (15.0%), Croatia
(15.0%), Thailand (9.3%), Iceland (9.2%), while in Germany
tourism adds 4.5% to GDP, Great Britain - 3.7%, the United
States — 2.6% [1].

Suggested Citation:

In Ukraine, despite the enormous tourist and rec-
reational potential and rapid development of tourism, the
industry continues to be insufficiently competitive, and its
direct contribution to GDP is 1.54% [1]. Due to the lack of
human resourcing for the industry, the high cost of hotel
services, non-compliance of the service with international
standards, the neglect of historical and cultural heritage
monuments, problems of an economic, social, and political
nature, Ukraine conventionally acts as a “donor” of tour-
ists, and the tourist balance remains negative. The vast majo-
rity of Ukrainians choose a vacation abroad, and tourist
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enterprises help them to organise it. A well-built market-
ing and pricing policy, the offer, the range of which is con-
stantly updated and adapts to consumer demand, has led
to the fact that such companies as “Join up”, “ANEX Tour”,
“TEZ Tour”, “TUI Ukraine’, “Coral Travel” are known even
to those who have never been abroad, not to mention those
who can be called “experienced tourists” [1].

Analysis of Recent Research and Publications

Considering the importance of the tourism sector for the
Ukrainian economy and therewith the presence of numer-
ous serious problems that complicate its development, cause
low competitiveness despite the enormous tourist and
recreational potential, aspects of the problem have been
studied by many Ukrainian scientists: O.O. Liubitseva [1],
V.E Kifyak [2], M.P. Malska [3], L.A. Bondarenko [4], T.H. Sokol [5],
S.V. Kovalchuk, V.V. Mykolyshyna [6]. Therewith, despite
a considerable number of publications on the issues under
consideration, some theoretical and practical aspects of
tourism development in Ukraine require further deepening.

Purpose of the Study

The purpose of this paper is to analyse the state and trends
in the development of the tourism market of Ukraine, to
identify the place of tour operators in ensuring its func-
tioning. To achieve this purpose, the research objectives
are established: to study the current state of tourism market
development of Ukraine; to analyse the main performance
indicators of tourist enterprises; to establish the leaders of
the tourism industry of Ukraine; to make an attempt to
predict the functioning of the tourism market of Ukraine
in the near future considering the challenges of modernity.

Research Results

Like other areas of business activity, the tourism market is
represented by entities whose activities are aimed at pro-
viding consumers with a wide range of services and is char-
acterised by acute competition. The main participants in the
tourism industry are tour operators and travel agents, who
differ in the range of professional areas, functional diversity,
and appropriate systematisation of responsibilities and types
of work performed. Unlike travel agents, who are limited to
the implementation of intermediary activities for the sale of
a tourist product, characteristic and related tourist services,
tour operators, in accordance with Article 5 of the Law of
Ukraine “On Tourism” [7], are engaged in the creation of
a tourist product and it is on them that the overall pic-
ture of the development and promotion of tourist routes,
directions, and types of tourism depends. Tour operators
have a serious impact on the tourism market by creating
a tourism product, forming and distributing standards of
tourism service.

In general terms, a tourist product is any service
(according to Ukrainian legislation, a set of at least 2 ser-
vices) that serves to meet the basic needs of tourists [7].

The main tourist product is tour — a comprehensive service
that includes a basic list of services. The developmant of
a tourist product, as one of the main functions of a tour ope-
rator, involves the conclusion of a considerable number of
contractual and partnership agreements with third parties:
accommodation establishments, catering establishments,
transport carriers, establishments that provide active recre-
ation, leisure, and recreation activities, etc. In addition to
developing tours, tour operators are also engaged in their
information support, promotion - directly to the consumer
or through cooperation with travel agents, organisation of
tourist services throughout the trip, etc. [8].

The accelerated development of the tourism market
has led to increased competition between tourist enter-
prises, affected their activities, market positions, methods
of fighting for consumers. In the case of tour operators,
their competitiveness considerably depends on the ability
to form, promote, and sell a tourist product, the validity of
the price offer, availability in customer service, ensuring an
equally high level of quality and safety of all tourist goods
and services [9].

Each of the tour operators is a specialist in creating
a particular tourist product, forming routes in a particular
direction, is recognisable on the market and thus has a pro-
file formed. The profile feature of a tour operator is the dom-
inant types of recreation, tourist routes, and geographical
directions, the sales volume of which the tour operator has
the maximum and provides them with the main profit, and
is also an evidence of the professionalism and special skill
of the staft, due to which tourists determine the tour oper-
ator as the best among those operating within a particular
region and turn to them repeatedly. The profile of a tour
operator, as is known, is created due to a number of prin-
ciples, including a well-formed marketing strategy, a well-
thought-out pricing policy and accessibility for consumers,
competitiveness, the ability to predict the actions of com-
petitors in the tourism market, and the subordination of
activities to the influence of environmental factors [10].

Given the growing competition, operating in the
tourism market requires tour operators to have outstand-
ing professional skills, high qualifications, and up-to-date
knowledge. The success of tour operators, also consider-
ably depends on how decisive and motivated their steps in
the market are, how much the policy implemented corre-
sponds to the current market situation, how popular the
offer they have formed is among tourists, etc.

According to official statistics, in the Ukrainian tour-
ism market during 2014-2018 (Fig. 1) there was a rather
ambiguous situation: the number of tour operators ranged
from 667 in 2014 to 529 in 2018, reaching the minimum value
in 2017 - then the needs of tourists were met by 498 tour
operators, and in 2018 their number increased by 31 (6.3%).
The number of travel agents (legal entities and individu-
als) was constantly growing - from 2547 in 2015 to 3565
in 2018 (an increase of just under 40%) [11].
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Figure 1. Dynamics of the number of tourist enterprises in Ukraine during 2014-2018

Source: built by the author based on [11]; since 2014, information on the temporarily occupied territory of the
Autonomous Republic of Crimea, Sevastopol, temporarily occupied territories of Donetsk and Luhansk regions

has not been taken into account

The monitoring of the dynamics of the number of
tourists served by tourist enterprises of Ukraine (Fig. 2)
showed the leading positions of tour operators, which is quite
justified since they are manufacturers of tourist products
and act as reliable guarantors for the sale of services. During
2014-2018, tour operators reached the highest level in terms
of the number of tourists served in 2018, organising hol-
idays for 2351338 people. In general, in 2018, the subjects

of the tourism market of Ukraine (tour operators and travel
agents) served a record number of tourists — 4557447 people.
Therewith, the share of tour operators was 51.6% (2351338
people), the share of travel agents — legal entities — 35.2%
(1606285 people), travel agents - individuals - 13.2%
(599824 people). Compared to 2017, the total increase was
62.4% (1751021 people) [11].
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Figure 2. Dynamics of the number of tourists served by tour operators and travel agents of Ukraine during 2014-2018

Source: built by the author based on [11]; since 2014, information on the temporarily occupied territory of the Autonomous
Republic of Crimea, Sevastopol, temporarily occupied territories of Donetsk and Luhansk regions has not been taken into

account

This situation became possible due to the increase
in the purchasing power of citizens, as well as the ongo-
ing development of a “culture of recreation’, the growing
availability of recreation abroad, namely, it owns the “lions

share” in the structure of recreation of Ukrainians by
geographical principle [11]. In general, the analysis of
the income of tourist enterprises showed a positive trend
(Fig. 3).
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Figure 3. Dynamics of revenues of tourist enterprises of Ukraine in 2014-2018, min UAH

Source: built by the author based on [11]; since 2014, information on the temporarily occupied territory of the
Autonomous Republic of Crimea, Sevastopol, temporarily occupied territories of Donetsk and Luhansk regions

has not been taken into account

Thus, during 2014-2018, the revenues of tour oper-
ators grew rapidly — from 4233.7 million UAH in 2015 to
2 0307.5 million UAH in 2018, while the largest increase
in revenues was in 2016: compared to the previous year, it
amounted to 6749.4 million UAH (159.4%). The positive
dynamics of income growth of travel agents - individuals
was constant: from 210.9 million UAH in 2015 to 501.1 mil-
lion UAH in 2018. As for travel agents - legal entities,
in 2016, compared to the previous period, their income dec-
reased but in 2017 there was a positive trend, which con-
tinued the following year. Thus, in 2017, the income of tra-
vel agents - legal entities increased by 33.8 million UAH,
in 2018 - by 4.1 million UAH. Thus, tour operators remai-
ned the main “player” in the tourism market, their revenues
grew most rapidly and they accounted for the “lion’s share”
of them: as of 2018, the revenues of tour operators amounted
to 94.3% of the total revenues of the tourism market of
Ukraine [11].

According to the Ministry of Economic Development
and Trade of Ukraine (as of now — the Ministry of Economic
Development, Trade and Agriculture of Ukraine), as of Janu-
ary 1.2019, 2737 licensed tour operators worked in Ukraine [12].
According to the 2019 rating compiled by specialists of the
online publication [13], the top three companies (in
terms of the number of tourists served) included “Join up”
(1015475 people), “ANEX Tour” (821730 people), and
“TUI Ukraine” (450000 people) [13]. Compared to 2018, there
was a kind of rotation in the top three - “TPG”, which was
previously the third, lost ground in 2019, and dropped one
step lower, while “TUT Ukraine”, which was previously the
fifth, considerably strengthened its presence in the tourism
market. In addition to these three operators, the top ten

leaders of the tourism market also included “TEZ Tour”,
“Coral Travel’, “PEGAS Touristik’, “Accord-tour”, “Com-
pass’, and “ALf” Notably, not all tour operators submit
reports on the results of their activities to the Ministry of
Economic Development, Trade and Agriculture of Ukraine
(for example, in 2018, only 537 (19.6%) companies submit-
ted information), and the Office for National Statistics of
Ukraine does not have such reports. Therefore, the rating
of tour operators formed by the online publication [13],
although it has already managed to become conventional,
remains somewhat hypothetical.

It is worth paying attention to the rating of tour
operators compiled by the Association of Travel Agencies
of Ukraine. Considering such criteria as compliance with
the declared charter programme, flight postponements and
delays, frequency of non-visits to booked hotels, assess-
ment of the work of guides, etc., according to the results of
2018-2019, “TEZ Tour”, “PEGAS Touristik”, “TUI Ukraine”,
“Coral Travel”, “Compass” were among the five most reli-
able tour operators. Therewith, the market leader “Join up”
was left far behind due to repeated flight delays [14].

As for the most visited countries by Ukrainians, in
2018-2019, Egypt was the first, the second place was taken
by Turkey. However, the demand for holidays in Turkish
resorts in 2019 increased more than twice (from 13.0
to 26.07%), while the popularity among Ukrainians of holi-
days in Egypt considerably decreased (from 71.0 to 48.28%)
(Table 1-2). The fact that Turkey occupies only the second
position is explained by the seasonality of holidays, while
Ukrainian tourists fly to Egypt for holidays throughout the
year. According to the data, the UAE also remained in the
“top three” (3.59% of travels in 2019) [14].
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Table 1. Travels of Ukrainian tourists by country in 2018, %

Country % Country %
1 Egypt 71.0 6 Spain 1.8
2 Turkey 13.0 7 Italy 1.7
3 UAE 3.0 8 Greece 1.5
4 Sri Lanka 2.5 9 Bulgaria 1.1
5 Thailand 2.3 10 Cyprus 1.1

Table 2. Travels of Ukrainian tourists by country in 2019, %

Country % Country %
1 Egypt 48.28 6 Greece 2.25
2 Turkey 26.07 7 Tunisia 1.84
3 UAE 3.59 8 Spain 1.24
4 China 3.15 9 Montenegro 1.16
5 Cyprus 2.35 10 Sri Lanka 1.14

Source: [11]

“Discovery of the year” was China: it was visited
by 3.15% of Ukrainian tourists [15].

In 2019, the leaders in the direction of Egypt were
“Join up’, “ANEX Tour”, and “TEZ Tour” - they accounted
for 76.1% of tourist travels [16]. The “top three” in the direc-
tion of Turkey was formed by “ANEX Tour”, “TUI Ukraine’,
“TEZ Tour”, with a total share of 61.4% (according to the
results of the summer season), while such a market leader
as “Join up” took the fourth place (11.4%) [17].

Notably, tour operators that are in demand in
Ukraine specialise in organising holidays abroad, while
Ukrainian tourism, which requires special promotion and
support for development, remains out of their attention.
If the current situation persists, the leaders of the tourism
industry will increase their presence in the Ukrainian mar-
ket in the future, and more Ukrainians will go on vacations
abroad. Consequently, the money of Ukrainian citizens will
work for the economy of other countries and Ukrainian
tourism will continue to wait for better times.

As for the recreation in 2020, the previous forecasts
have lost their relevance due to the coronavirus pandemic
and the economic crisis, the true scale of which is difficult
to evaluate today [18]. However, there is no doubt that the
number of tourists will significantly decrease and the tour-
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TypUCTUYHUI PUHOK YKpalHKU: CTaH Ta TeHAeHLiTl QYHKLiOHYBaHHS
Kpi3b NPpU3My AiSANbHOCTI TYPUCTUYHUX NiJNPUEMCTB
Hartanis MukonaiBHa YopHa

BiHHMLbKW TOProBesIbHO-eKOHOMIYHUN IHCTUTYT KHTEY
21050, Byn. CobopHa, 87, M. BiHHMLS, YkpaiHa

AHoTaLlifl. AKTYa/IbHICTD JOCIiPKEHH HOJIATae B HeOOXiAHIN aKTUBi3alil pO3BUTKY TYPUCTUYHOTO PUHKY YKpaiHML.
Meroro CTaTTi € aHa/Ii3 CTaHY Ta TeHJEHLIl PO3BUTKY TYPUCTUYHOIO PUHKY YKpaiHu, 3’ ICYBaHH MiCIIsI TYPUCTUYHUX
oneparopiB y 3abesIedeHHi 110ro GyHKIIOHyBaHH:A. Y CTATTi Y10 JOCILIKEHO CY9aCHUIT CTaH POSBUTKY TYPUCTUYHOTO
pUHKY YKpaiHu; mpoaHaai3s0BaHO OCHOBHI MMOKa3HUKY Jis/IBHOCTI TYPUCTUYHMX HIJIPUEMCTB; 3 sICOBAHO TiepiB
TYPUCTUYHOI ranysi Ykpainu; 3po6eHo cripo6y mporHo3y QyHKIiOHYBaHHs TYPUCTUYHOTO PUHKY YKpaiHM Ha
HalO/DKIy NEePCIeKTHUBY, 3 ypaxyBaHHIM BUK/IMKIB cborofieHHs1. [TpoHanisoBaHO [is/IbHICTD TYPUCTUYIHUX OLIEPATOPIB,
AKi 3a/iMaloTbcs GOPMYBAaHHSAM Ta IPOCYBAHHAM TYPUCTUYHMX MapIIPYTiB, HANPSAMIB i BUAIB TYypU3MYy, a TOMY
3iIICHIOIOTH CepIIO3HMII BIUIVB Ha (PYHKI[IOHYBaHHS TYpUCTUYHOI ranysi. [IpoananisoBaHO IIOKa3HUKY [is/IbBHOCTI
TYPUCTUYHUX ONlepaTOpiB Ha PUHKY YKpaiHM, BMOKPEM/ICHO HailOIIbII NOTY)KHUX 13 HuX. Big3HaueHO HaiibimbuI
BifBiflyBaHi ykpaiHisamu kpainu. KoHcTaToBaHO, 110 TYpUCTUYHI ONepaTopy CHELiaisyloTbCA Ha OpraHisanii
Bi[JIIOUMHKY 3a KOPJJOHOM, BilTaK, € IicTaBM IPOrHO3yBaTH, L0 y MepCIeKTuBi (GpiHaHCOBMII KamiTaa yKpalHIiB
HaJaJli palloBaTUMyTh Ha eKOHOMIKY IHIINX JiepyKaB, a YKPaiHChbKUIT TypyU3M YeKaTuMe KpallyX 4acis. 3po6ieHo
PeKOMeHaLio, 110 /IS HiBUILEeHHs MPUBabIMBOCTI BIAMOYMHKY B YKpaiHi, HEOOXITHOIO € Cepilo3Ha 3/1arofKeHa
poboTa opraHis Hep>kaBHOI BIafU, TYPUCTUYHNUX HiIIPUEMCTB, 0i3HECOBUX CTPYKTYP Ta IPOMAJICbKIX aKTUBICTIB.
3a3Ha4eHo, 1[0 Y 3B’A3KY 3 IIaH/IeMi€l0 KOPOHABIPYCY Ta eKOHOMIYHOI0 KPU30I0 OYIb-sKi IPOTrHO3M POOUTI 3apaHO.
BopHouvac, HasABHMM € IifICTaBM IPOTHO3YBATY y IOTOYHOMY POLii 301/IbIIeHH IIONUTY Ha BiJIIOYNHOK yKpaiHIIiB
BCepe/VHI ep>KaBy, ajKe 3apyODKHI KpaiHu, 0coOMMBO Ti, 1110 Haitbinble moctpaxaanu Bif enigemii COVID-2019,
He IOCIINIATUMYTh BifIKDUBATU CBOI KOPJOHN JIS TYPUCTiB. Br3Ha4eHO CTPIMKMIZ POSBUTOK TYPUCTUYHOTO PUHKY
Ykpainu. JJoCTiKeHHs acClleKTiB PO3BUTKY TYPUCTUYHOI ranysi Ykpainu, 6e3lepeyuHo, 3aMIIaTHMeTbCs Ha Jaci
B aCIIeKTi po3poOKM MPaKTUYHUX PEKOMEH/IALIIN 0f0 oNTuMi3ail if GyHKIioOHyBaHHSA
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