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TYPUIMOAOITA I MAPKETUHI TYPUCTUYHUX ITOCAVT:
CHUHEPTIIA TEOPII TAITPAKTUKN

Amid the dynamic development of the tourism industry-driven by the increasing complexity of tourism phenomena,
rapid changes in consumer behavior, global challenges and crises, as well as growing competition and the rising importance
of innovation-there is a growing need for a comprehensive approach to the study of tourism processes. Tourism studies
as a scientific discipline provide the theoretical foundation for understanding the socio-economic, cultural, and spatial
aspects of tourism, while tourism services marketing offers practical tools for effectively managing demand, promoting,
and positioning tourism products. The synergy between these two fields opens up new opportunities for the development
of tourism practices that are consumer-oriented, innovative, and focused on sustainable development. Therefore, this
article aims to examine the key aspects of the interaction between the theoretical foundations of tourism studies and the
practical approaches of marketing in the context of developing competitive tourism services. The results of the study
indicate that the synergy between tourism studies and tourism services marketing has become widely recognized as an
effective interdisciplinary interaction, combining scientific knowledge with practical tools to create competitive tourism
products. It has been proven that the synergy between tourism studies and tourism services marketing is manifested in
the interaction between scientific (analytical, conceptual) and applied (practice-oriented, communicative) approaches,
which enhances the effectiveness of tourism management. The main areas in which this synergy finds practical expression
are: the creation of competitive tourism products; market segmentation and analysis of tourist behavior; ensuring
sustainable development and social responsibility; the implementation of innovations and digital technologies; and the
development of strategies for the growth of tourist destinations. The functional distinction between the roles of tourism
studies and marketing allows us to identify that tourism studies focus on answering the questions: "What is," "Why it is
so," and "What needs to be preserved,” while marketing addresses the questions: "How to effectively present it,” "How
to promote it," and "How to implement it in the market". Integration of tourism studies with marketing helps move from
theoretical scientific models to practical solutions that address consumer needs, creating competitive advantages for
destinations, and ensuring the efficient operation of the tourism business in the context of globalization and digitalization.
N
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B ymoBax AMHaMi4YHOro pO3BUTKY TYpPUCTUYHOI iHAYCTPil, yCKAAAHEHHSI TYPUCTUYHUX SIBUI, CTPIMKUX 3MiH y
nOBeAiHIi CHOKMBaYiB, FA06aABHUX BUKAMKIB i KpM3, 3pOCTAHHS KOHKYpPeHLii Ta poAi iHHOBanjiif, 3pocrae noTpeba B
KOMIIAEKCHOMY MIAXOAI AO BUBYEHHS TypucTUYHUX npoueciB. Typusmoaoris sk HaykoBa Aucuunaina Gpopmye Teope-
TUYHe MIATPYHTA AASl pO3YMiHHA COLiaAPHO-eKOHOMIYHMX, KYABTYPHUX i IPOCTOPOBUX aCHEKTiB TypU3MY, TOAI K
MapKeTUHT TYPUCTUYHUX MOCAYT 3abe3neyye NPUKAAAHI iHCTPYMeHTH AASL eDEKTUBHOTO YIPABAIHHS HOOUTOM, IPO-
CyBaHHS 1 HO3UL[iOHYBAHHI TYPUCTUYHUX NPOAYKTIB. CuHepris Misk UMMM ABOMa HampsiMaMu BIAKPUBA€E HOBi MO3K-
AMBOCTI AASI PO3BUTKY TYPUCTHYHUX MPAKTUK, OPIEHTOBAHMUX HA NOTPeOM CIOKMBAYiB, BIPOBAAKEHHS iHHOBAL il Ta
3a6e3neyeHHs CTAAOr0 po3BUTKY. BiaTak, MeTa crarTTi moasrae B aHaAi3i KAOUOBUX aCMEKTiB B3a€EMOAIl TeopeTnd-
HMX 3aCap TypM3MOAOTril Ta NPaKTUYHMUX MIAXOAIB MapKeTMHTY B KOHTeKCTi POpPMyBaHHSI KOHKYPEHTOCHPOMOSKHUX
TYPUCTUYHUX NOCAYT. Pe3yAbTaTy AOCAIASKEHHS CBIAYATH, IO CHMHEPTIS TypU3MOAOTrii Ta MapKeTHHIY TYPUCTUUYHUX
nocAyr HaGyBae Aepari GiapmOro momypeHHs SK edeKTUBHA MIKAMCLMIAIHAPHA B3a€MOAIs, SIKa MOEAHYE HAYKOBi
3HAHHS 3 OPAKTUYHMMM iHCTPYMEHTAMM 3 METOI CTBOPEHHS KOHKYPEHTOCIPOMOKHUX TYPUCTUYHUX NPOAYKTiB. Ao-
BEAEHO, IO CUHEPris Typu3aMoAorii Ta MapKeTHHIY TYPUCTUYHUX MOCAYT HPOSIBASIETHCS Yy B3a€MOAIl HaykoBoro i
NPUKAAAHOTO IIAXOAIB, IO AO3BOASE MIABMIGUTH e(DeKTUBHICTh ynpaBAiHHSA TypuctudHoio cdepor. OcHOBHI Ha-
NPAMY NIPAKTUYHOTO BUABAEHHS CYHEPTil TYPU3MOAOTIi Ta MAPKETHHIY OXONAIIOTh: GOPMYyBaHHSI KOHKYPEHTOCIPO-
MOJKHOIO TYPUCTHUYHOTO NPOAYKTY; CErMEHTALil0 PUHKY Ta aHAAi3 TYPMCTUYHOT NOBEAIHKM; 3a6e3neyeHHs] CTAAOTO
PO3BUTKY ¥ COLiaAbHOT BiAIOBiAAABHOCTi; BIPOBAaAKEHHS iHHOBaLiN i UM POBUX TEXHOAOTrIN; po3po6Ky cTpaTerin
PO3BUTKY TypUCTHIHUX AecTuHanii. DyHKIioHaAbHE PO3MEKYBaHHS POAEN TYPU3MOAOTii Ta MAPKETUHTY AAE 3MOTY
BU3HAYUTH, IO TYPU3IMOAOris 30CePEAKYEThCS HAa MOMYKaX BiATIOBiAel HA 3amuTaHHS: "mo €", "4oMy Tak €" Ta "mo
noTpi6uo 36epertu”, TOAI AIK MApKETHHT — Ha BUPIlIEHHI NUTaHb: "AK e e(PEeKTUBHO NpeACcTaBUTH", "AK NpOoCyHyTH"
Ta "AK pearisyBaTyu Ha puHKY". CuCTeMHe MOEAHAHHS TYPU3MOAOTII Ta MapKETHHIY CIPUSE IEPEXOAY Bip aGcTpakT-
HUX HAYKOBUX MOAEAEV AO KOHKPETHMX PillleHb, AKi 3AaTHI 3aA0BOABHATH NOTPe6M CMOKMBAYIB, POPMYBATU KOHKY-
PEHTHi mepeBaru TYpUCTUMYHNX AeCTHMHALiN i 3a6e3nedyBaTn edexTuBHEe PYHKLiOHYBAHHS TYpUCTUYHOTO GizHecy B
ymoBax raobaaizauii Ta yudposizanii.

Keywords: tourism studies; functioning of the tourism business; marketing ; marketing practices;
consumer needs; innovation; sustainable development.

Kao4o6i caoba: mypusmonrozin; ¢ynxyionybanna mypucmuunozo 6isnecy; mapxemunz; mapxe-
munzo6i npaxmuxu; nompebu cnoxubaua; innobayiunicmy; cmaiuti po3bumox.

PROBLEM STATEMENT

Amid the dynamic development of the tourism
industry-driven by the increasing complexity of
tourism phenomena, rapid changes in consumer
behavior, global challenges and crises, as well as
competition and the growing role of innovation-
there is an increasing need for a comprehensive
approach to studying tourism processes. Touris-
mology as a scientific discipline provides the
theoretical foundation for understanding the
socio-economic, cultural, and spatial aspects of
tourism, while tourism services marketing offers
practical tools for effective demand management,
promotion, and positioning of tourism products.

The synergy between these two fields opens up
new opportunities for the development of tourism
practices focused on consumer needs, innovation,
and sustainable development. The most common
manifestation of this synergy is the creation of

themed tourist routes based on in-depth cultural
and historical analysis of a region (tourismology)
and their subsequent promotion through digital
platforms using targeted marketing, Big Data, and
social media (marketing).

The outlined integration of tourismology and
marketing not only enables the development of a
meaningful and authentic tourism product but also
ensures its effective delivery to the target audience.
Other common manifestations of this approach
include the implementation of sustainable tourism
concepts, which combine scientifically grounded
principles of cultural and natural heritage
preservation with modern marketing strategies
aimed at the responsible traveler.

Thus, the synergy of theory and practice not
only enhances the quality of tourism services but
also contributes to the development of a compe-
titive tourism environment on a global scale.
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Table 1. Periodization of the development of synergy between tourismology and tourism services
marketing

Stages of

development Features of synergy development

Key historical events

Establishment of the first tour
operators.

The beginning of studying
tourist motivation in the
sociology and geography of
tourism.

Implementation of the first
advertising campaigns for
tourist destinations.

1960s—1970s:
Emergence of

Synergy

During this period, tourism became a
rapidly growing industry in many countries
around the world. Increasing competition in
the tourism market required a deep
understanding of tourist motivations and
behavior (the domain of tourismology) and
effective tools to influence consumers and
promote tourism products (the foundation
of marketing).

1980s—1990s: During this period, tourismology emerged The emergence of the first

Institutionalizat | as a distinct scientific discipline, while specialized tourismology
ion and tourism services marketing actively programs at universities.
Convergence of | developed within the framework of service Development of concepts for
Approaches marketing. There was a convergence of the segmenting tourism markets
theoretical principles of tourismology and and destination marketing.
the practical tools of marketing. This laid
the foundation for modern synergy.*
2000-2025: During this period, the synergy between The emergence of online
Synergy as a tourismology and marketing becomes a platforms and the use of Big
Strategic prerequisite for the successful operation of Data for analyzing tourist
Necessity the tourism business. Tourismology preferences.
provides knowledge about motivation, The development of CRM

cultural differences, and behavioral models,
while marketing adapts this knowledge to
the practice of service promotion, brand
building, and fostering tourist loyalty.

systems in travel companies.
The creation of personalized
tourist routes based on
behavioral analytics.

Note / * Formed based on the integration of scientific understanding of tourist behavior with practical tools for demand management,

market segmentation, and service promotion.
Source: compiled based on [2; 4—5].

ANALYSIS OF RESEARCH
AND PUBLICATIONS

Specific issues related to the theory and practice
of tourismology and the marketing of tourismservices
have been addressed in the works of N. Makovetska,
Ye. Bortnikov, D. Lyuta [4], Yu. B. Zabaldina [1],
L. S. Bezugla, A.L. Onyshchenko, D.V. Shadrin [1],
D.Lyuta, A. Sydoruk, and F. Tovstopyatko[3]. These
studies analyzed topics such as consumer behavior
models, tourist motivation, the specifics of tourism
product promotion, market segmentation, and tools
for managing tourism demand.

It is worth noting that although these works
were not comprehensive and did not examine the
synergy between tourismology and marketing as
an integrated system, the authors repeatedly
emphasized in their conclusions the existing gap
between theoretical approaches and marketing
practices. This highlights the need for an inter-
disciplinary approach that would integrate
scientific understanding of tourism processes with
modern methods of managing tourism services.

FORMULATION OF THE ARTICLE'S
OBJECTIVES
This article aims to explore the key aspects of
the interaction between the theoretical foun-

N

dations of tourismology and the practical appro-
aches of marketing in the context of developing
competitive tourism services.

THE PAPER MAIN BODY

Synergy (from the Greek synergos —
"working together") refers to a phenomenon in
which the interaction of two or more elements
(such as people, structures, approaches, dis-
ciplines, etc.) produces a combined effect that
exceeds the sum of their individual effects.
Naturally, the emergence of synergy between
tourismology and the marketing of tourism
services represents a logical stage in the evo-
lution of both tourism theory and the practice
of its promotion.

The periodization of the development of this
synergy between tourismology and tourism
services marketing is presented in Table 1.

Asa result of the periodization outlined above,
the synergy between tourismology and tourism
services marketing has become widely recognized
as an effective interdisciplinary interaction that
combines scientific knowledge with practical tools
to create competitive tourism products. Among
the key areas where this synergy manifests are [3—
4]
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Table 2. Matrix of the manifestation of synergy characteristics between the theory and hractice of
tourismology and tourism services marketing

Manifestation in
tourismology theory

Synergy
characteristic between
theory and practice

Manifestation in tourism services
marketing practice

Complementarity

phenomena

Analysis, classification, and
explanation of tourism

Utilization of promotion,
communication, and sales tools.

Tourist orientation

Study of behavioral models
of different consumers, their
needs, and motivations.

Personalization of offers and creation
of customer-oriented products.

solutions.

Scientifically Collection and analysis of Development of tourism products and
grounded decision- empirical data, forecasting strategies based on research

making development.

Innovativeness Development of new Implementation of digital platforms,

concepts and technological

VR tours, and interactive content

Systemic approach

Consideration of interactions
among social, economic,
environmental, and cultural

Comprehensive product management
taking into account all stakeholders

aspects.
Sustainable Formation of responsible
development tourism concepts.

Eco-branding, social projects, and
promotion of responsible behavior

Flexibility and
adaptability

Analysis of global and local
trends, scenario planning.

Rapid adaptation of products and
marketing strategies to changes in the
external environment

Source: compiled based on [1; 3—4].

1. The processes of creating a competitive
tourism product. Tourismology provides a deep
understanding of the territorial, cultural, his-
torical, and social characteristics of a destination,
while marketing transforms these features into an
attractive product tailored to the demands of
various target audience segments.

2. Processes of segmentation and analysis of
tourist behavior. Tourismology models tourists’
motivational behavior, classifies travel types, and
identifies factors influencing destination choice.
Marketing utilizes this data to create personalized
offers, implement effective advertising, and build
customer loyalty..

3. Processes of sustainable development and
social responsibility. Specifically, tourismology
shapes concepts of sustainable tourism and the
preservation of natural and cultural environments,
while marketing leverages these principles to
position companies as ethical brands, attract eco-
tourists, and engage responsible travelers.

4. Processes of innovation and digitalization.
Tourismology studies the transformations of
tourism processes resulting from digitalization,
while marketing implements digital solutions such
as Big Data, CRM, user behavior analytics, and
promotion through AI and social media.

5. Processes of developing tourism destination
development strategies. Tourismology conducts
SWOT analyses of territories, studies tourist flows,

infrastructure, and challenges, while marketing
uses this data to develop branding strategies, PR
campaigns, and products for both domestic and
international markets.

The essence of the outlined processes clearly
shows that synergy manifests in tourismology
explaining "whatis," "whyitisso," and "what needs
to be preserved,” while marketing addresses "how
to effectively present it,” "how to promote it
efficiently,” and "how to sell it quickly." Together,
they facilitate the shift from abstract concepts to
practical solutions.

It should be noted that the characteristics of
the synergy between the theory and practice of
tourismology and tourism services marketing can
be defined as features of effective interaction
between scientific foundations and practical tools
that contribute to the development of the tourism
sector. Among the key characteristics of such
synergy are [1; 3]:

1. Complementarity (mutual supplementation
of theoretical and practical approaches).

2. Focus on tourist needs (combining consumer
behavior analytics with practical personalization
mechanisms).

3. Scientifically grounded decision-making
(use of empirical data in strategic planning).

4. Innovativeness (implementation of new
forms of interaction with tourists based on
scientific research).
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5. Systemic approach (consideration of the
complex interaction of all tourism stakeholders
and factors).

6. Sustainable development (combining
environmentally and socially oriented strategies
with the promotion of responsible tourism).

7. Flexibility and adaptability (responding to
external environment dynamics through the
integration of analytics and marketing solutions).

The matrix showing the manifestation of the
characteristics of synergy between the theory and
practice of tourismology and tourism services
marketing is presented in Table 2.

In particular, in the context of complemen-
tarity, it is important to highlight that it manifests
in the combination of the theoretical foundations
of tourismology-such as systems analysis,
classification of tourism resources, modeling
consumer behavior, and explaining the dynamics
of tourism phenomena-with the practical tools of
marketing: positioning, promotion, commu-
nication strategies, and sales of tourism products.
This combination makes it possible to [6]:

— Clearly define the nature and patterns of
development in the tourism sector.

— Determine algorithms for the effective
implementation of solutions adapted to specific
market conditions.

— Maximize the potential of the tourism
product-from a scientifically grounded idea to its
successful commercial realization.

Regarding the focus on tourist needs as a chara-
cteristic of the synergy between tourismology and
tourism services marketing, it is important to note
that this manifestsin the close interaction between
the theoretical scientific approaches of tou-
rismology and the practical tools of marketing.
This interaction not only allows for a deeper
understanding of the modern tourist but also
enables the development of tourism products and
services that are maximally adapted to their
individual expectations, needs, and behavioral
characteristics.

On one hand, tourismology as a science
provides a conceptual foundation for analyzing
tourism phenomena, taking into account the
social, cultural, psychological, and economic
aspects of travel. It offers the necessary tools for:

— Comprehensive research into tourist
motivations, which may vary depending on age,
social status, nationality, personal values, and
more.

— Building behavioral models that reflect
typical decision-making scenarios tourists go
through when choosing, planning, and undertaking
trips.

\
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— Analyzing cultural differences that deter-
mine the unique demands of representatives from
various countries and regions.

— Studying emotional and psychological
factors that play a decisive role in the perception
of tourism service quality and the formation of
tourist loyalty.

On the other hand, tourism services marketing
applies this knowledge in practice by developing
effective strategies for positioning, communi-
cation, branding, and promotion. Through mar-
keting tools, it becomes possible to accurately
identify target consumer segments, determine their
needs, and, accordingly, develop an attractive,
competitive, and value-rich tourism offering.

Scientifically grounded decision-making, as a
characteristic of the synergy between touris-
mology and tourism services marketing, manifests
in the development of tourism products, routes,
and territorial development strategies based on
empirical research, spatial analysis, sociological
surveys, statistical data, and other tourismological
indicators.

Theoretical conclusions obtained are transfor-
med into concrete marketing decisions — defining
the target audience, forming a unique selling
proposition, and selecting communication and
promotion channels. As a result, management
actions in the tourism sector rely not on intuition
or standard approaches but on deeply researched
characteristics of tourism markets, consumer
behavioral patterns, and the potential of desti-
nations. This enhances the effectiveness of project
implementation and contributes to the sustainable
development of the industry [6].

Innovation, as a characteristic of the synergy
between tourismology and marketing, is mani-
fested in the ability to create new, unconventional
solutions that combine scientific validity with
modern approaches to information presentation.
An example is intelligent personalized tourism
platforms that, through data analysis and beha-
vioral models, generate unique routes tailored to
the interests and needs of each traveler, thereby
enhancing the effectiveness of marketing
campaigns. That is why, thanks to this charac-
teristic, products emerge that are based on in-
depth theoretical analysis of tourist resources,
consumer behavior, and industry development
trends, yet are simultaneously implemented
through innovative marketing tools — digital
platforms, virtual tours, augmented reality,
interactive maps, and personalized content.

Thus, the theoretical foundation of tourism
studies becomes the basis for implementing digital
and technological solutions that:
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— Enhance tourist engagement (in particular,
allowing users to interact with cultural and other
heritage through interactive mobile guides created
based on tourismology data);

— Provide an emotional connection to the
product (specifically, combining virtual reality
with scientific or historical facts);

— Expand access opportunities to tourist
resources (notably, providing access to tourist and
cultural sites from various parts of the world,
supplemented by scientific explanations, 3D tours,
and user behavior analytics).

The systemic approach, as a characteristic of
the synergy between tourism studies and marketing
of tourist services, manifests itself through the
consideration of the interconnections between
social, economic, ecological, and cultural aspects
of tourism in the development, promotion, and
implementation of tourist products. This approach
assumes that each tourist product is created not
in isolation but within an integrated system that
includes all stakeholders: tourists, local commu-
nities, businesses, authorities, ecologists, cultural
experts, and others [4—5].

In practical terms, this means that the pro-
motion of tourist services is based not only on the
attractiveness of the destination but also on con-
sideration of its real potential, infrastructure
capacity, ecological impact, and the social rea-
diness to welcome tourists. Tourismology provides
the analytical and methodological foundation for
understanding the interaction of elements within
the tourism system, while marketing offers the
tools to bring a balanced product to the market.

An example of this synergy is the development
of rural green tourism in the Carpathian region
of Ukraine, where the creation of tourist routes
takes into account environmental protection
restrictions, local culture, the needs of the local
population, and the region's economic prospects.
At the same time, marketing campaigns focus on
the values of ecotourism, authenticity, and
sustainability, while tourism studies help adapt
these products to demand and international
standards.

Sustainable development, as a characteristic of
the synergy between tourism studies and marketing
of tourism services, manifests in the harmonious
combination of theoretically grounded principles
of responsible tourism with practical tools for their
implementation. At the theoretical level, tourism
studies formulate concepts of sustainable
development, encompassing issues of preserving
natural and cultural heritage, social justice,
economic balance, and the involvement of local
communities.

At the same time, marketing of tourismservices
ensures the implementation of these ideas in con-
crete practices-through eco-branding, social ini-
tiatives, targeted marketing campaigns, ecological
certification of products, and educational activities
for tourists.

The synergy lies in the fact that scientific under-
standing of sustainability mechanisms transforms
into effective ways to influence consumer be-
havior, shape new values in tourism, and promote
ethical consumption models.

Flexibility and adaptability, as characteristics
of the synergy between tourism studies and
marketing of tourism services, manifest in the
ability at the theoretical level to timely and
accurately analyze global and local trends —
changes in tourist behavior, socio-economic shifts,
political risks, technological innovations — and at
the practical level, to adapt the tourism product
to new conditions.

Specifically, tourism studies provide analytical
tools for trend monitoring, scenario forecasting,
and identifying factors that influence tourist
demand. In turn, marketing promptly transforms
these insights into changes in communication
strategies, market reorientation, modification of
offers, and utilization of relevant promotion
channels.

For example, during the COVID-19 pandemic,
it was precisely the synergy of tourismological
analysis of the new reality (changes in demand,
increased importance of safety, isolation,
digitalization) with marketing practices (focus on
local trips, "safe tourism,” promotion of online
tours, and staycation products) that allowed many
companies to remain in the market.

CONCLUSIONS

The research results indicate that the synergy
between tourism studies and marketing of tourist
services has become widespread as an effective
interdisciplinary interaction, combining scientific
knowledge with practical tools to create com-
petitive tourism products. Based on the obtained
results, the authors have formulated the following
conclusions:

1. The synergy between tourism studies and
marketing of tourist services is manifested in the
interaction of scientific (analytical, conceptual)
and applied (practice-oriented, communicative)
approaches, which enables an increase in the
efficiency of tourism sector management.

2. The main areas in which this synergy is
practically manifested include: the formation of a
competitive tourism product; market segmen-
tation and analysis of tourist behavior; ensuring
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sustainable development and social responsibility;
the implementation of innovations and digital
technologies; and the development of strategies for
tourism destination development.

3. The functional division of roles between
tourism studies and marketing allows us to
determine that tourism studies focus on answering
the questions: "What is," "Why isit so," and "What
needs to be preserved," while marketing addresses
the questions: "How to effectively present it,"
"How to promote it," and "How to sell it on the
market."

4. The systematic integration of tourismstudies
and marketing facilitates the transition from
abstract scientific models to concrete solutions
capable of meeting consumer needs, creating
competitive advantages for destinations, and
ensuring the effective operation of the tourism
business in the context of globalization and
digitalization.

The prospects for further research lie in the in-
depth study of mechanisms for integrating tourism
studies and marketing tools to create adaptive,
personalized, and sustainable tourism products in
the context of the industry's digital transformation.
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