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MARKETING IN THE STUDY OF REGIONAL TOURIST MARKETS

The article examines the concept of the market as a specific factor for the development of the country's 
economy, deepens the understanding of the concept of marketing research, reveals its essence and role, char-
acterizes the most common types of research on regional tourism markets. The current state of the global and 
regional tourism markets has been analyzed, and the main trends in their development have been determined.. 
It was established that marketing market research can be defined as the systematic collection, accounting and 
analysis of data on marketing and marketing problems in order to improve the quality of decision-making and 
control procedures in the marketing environment. It has been proven that currently marketing research of 
regional tourism markets is a necessary condition for successful activity and decision-making.
Key words: marketing, market, tourism, regional tourism market, marketing research of tourist market.

Formulation of the problem. The concept of the 
market has passed a long history of its formation 
from the place where goods are purchased or sold 
to the market as a system of economic relations, 
which consists in the process of production, circula-
tion and distribution of goods, as well as cash flows, 
which are characterized by the freedom of subjects 
in choosing buyers and sellers, determining prices, 
forming and using material and financial resources. 
The market today is a specific factor in the forma-
tion of the economic environment through which the 
country's economy and its society develop. 

The current situation in the market requires more 
balanced decisions from its subjects, which must be 
made on the basis of an analysis of the market situ-
ation and its changing trends, as well as taking into 
account the likely reaction of the market to the deci-
sion made. This is the main content of marketing, in 
particular one of the types of research – marketing 
research, which can be imagined as a set of scientific 
and research activities aimed at obtaining reliable 
data, information materials on market conditions, 
conformity of material and technical and infrastruc-
ture support to the requirements of modern market 
development. Marketing research includes market 
size determination, analysis of trends in its devel-
opment and influence of seasonal factors; analysis 
of the distribution of share of the market among 
competitors, study of market characteristics; defi-
nition of consumer composition; analysis of sales in 
markets, volume of commodity turnover.

As noted in the modern economic literature, one 
of the most promising areas of socio-economic devel-
opment of the country is tourism.

The market of tourist services can be seen as a 
system of relations between the market entities (man-
ufacturers of tourist products, solvent consumers, 
intermediaries). This market operates in a complex 
macro-marketing environment and is influenced by 
many factors, among which economic, social, tech-
nological, cultural, educational, demographic and 
ecological. Therefore, marketing researches of the 

tourist market is very important today because it 
allows to define basic market mechanisms such as 
demand, supply, prices, as well as consumer's behav-
ior and activity in the field of competition. Market 
research is necessary for functioning of any tourism 
company. And the constant social, political and eco-
nomic challenges of today only increase this need.

Analysis of recent research and publications. The 
basis for the marketing research of regional tourist 
markets was the study of both the world and domes-
tic experience of development of international tour-
ism, marketing and management of tourist activ-
ity, which was reflected in works of domestic and 
foreign authors, including O. Agafonova, J. Bowen, 
S. Briggs, L. Hryniv, Y. Zabaldina, I. Krykhovet-
skyi, F. Kotlera [5], O. Lyubitseva [7], M. Malska, 
N. Mandyuk, I. Markina, L. Shulgina, G. Frolova 
and others.

Allocation of previously unsolved parts of the 
general problem. The main component of marketing 
activities is the marketing research, which consists 
in developing theoretical and analytical bases for 
studying the existing market needs in the conditions 
of competition, analysis of the behavior of compet-
itors and consumers, reduction of losses during 
business activity, adoption of well-grounded man-
agement decisions to forecast the situation in order 
to adequately respond to changes that directly affect 
the company. Theoretical analysis of scientific liter-
ature sources confirmed that the issue of regional 
marketing research of tourist markets of different 
levels in Ukraine modern economic science practi-
cally does not study, which has caused necessity of 
such, in-depth, research.

Analysis of the global territorial structure of the 
tourist services market indicates the existence of 
six macro-regions, allocated by the World Tourism 
Organization by geographical principle and similar-
ity of formation and functioning of national sectors 
of tourism, namely: Europe, America, Africa, East 
Asia and Pacific Basin, Middle East, South Asia. 
These macro-regions have a constant character, 
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internal differences in the development of the tour-
ist process and differ in the specificity of its organ-
ization. The category "regional tourist market" is 
defined by us as a set of economic relations that 
are formed under the influence of the market sit-
uation to ensure the purchase and sale of specific 
tourist goods and services in a specified territory 
with the aim of promoting its competitiveness and 
economic development, the coordinated activity of 
which ensures sustainable synergistic effect.

Modern economic development actualizes the 
need to increase competitiveness of tourist enter-
prises functioning on the global or regional tourist 
market. This task is especially urgent at a time of 
the "post-pandemic", when whole regional tourist 
markets have suffered much from the consequences 
of quarantine measures and restrictions. We are 
talking about the macro regional tourism markets 
of Asia and the Pacific region.

The purpose of the article. The purpose of the 
article is to reveal the essence of marketing research 
and its peculiarities in the analysis of regional tour-
ist markets, as well as the characteristics of mod-
ern trends in the development of tourist markets in 
macro- and micro-level.

Presenting main material. Marketing research 
throughout its history provides the society with 
information about the needs of producers, custom-
ers and users to evaluate, development and improve-
ment of their marketing activities. 

The concept of "marketing research" has found 
its reflection in many works of domestic and foreign 
scientists (Table 1).

In the analyzed researches, there is no single 
definition of the term "marketing research". In our 
opinion, the marketing research should be under-
stood to collect information, systematize it and 
analyze it, in order to make correct management 
decisions, avoid risks and maximize satisfaction of 
consumers' needs.

The principal feature of the marketing research, 
which distinguishes it from the collection and analysis 
of internal and external current information, is its tar-
get orientation to solve a certain problem or complex of 
marketing problems. F. Kotler aims with which mar-
keting research is carried out are divided into groups: 
Searching, descriptions, casual, test and forecast [5]. 

The modern tourist market is a sphere of satisfac-
tion of the needs of the population in services con-
nected with rest and substantial leisure and travel [7].

Research of any regional tourist market it is expe-
dient to start with the short analytical reports of the 
situation on the global tourist market, and also to 
characterize tendencies of development of macro-re-
gional markets. These macro-regions have internal 
differences in the development of the tourist process 
and differ in the specifics of its organization.

Despite the beginning of war in Ukraine, which is 
located in the center of Europe, international tour-
ism showed stable indicators of recovery and rel-
ative growth in January-September 2022, when in 
the first nine months of 2022 the number of tourists 
from various countries reached 63% of level before 
the pandemic [11].

Approximately 700 million tourists made interna-
tional trips from January to September 2022, which 
is more than twice (133%) more than the number reg-
istered for the same period of 2021. The results have 
been enhanced by strong delayed demand, increased 
trust in the situation, and by removing sanitary 
restrictions in an increasing number of countries [11].

Based on a comparison of 2019, the monthly 
number of arrivals in different countries grew from 
a minus of 64% in January 2022 to a minus of 27% 
in September. This positive dynamic of renewal 
of global tourism sector confirms fast and stable 
renewal of international travel during 2022 [11]. 

Tourism indicators were particularly high in 
the third quarter of 2022 (minus 26% compared 
to 2019). It was in the third quarter of 2022 that  

Table 1
Definition of the term "marketing research"

Author Concept

American 
Marketing 
Association 

The function that connects consumers, customers and the public with marketing through information is 
data used to detection and identify marketing opportunities and problems; create, improve and evaluate 
marketing activities; monitor marketing performance and improve understanding of marketing as a process.

European Society 
for Opinion 

and Marketing 
Research 
ЕÑÎÌАÐ 

Systematic collection and objective recording, classification, analysis and submission of data on 
behavior, needs, relationships, opinions, motivations, individuals and organizations (commercial 
enterprises, state institutions, etc.) in the context of their economic, public, political and everyday 
activities. Based on the objectives of this Code, the term "marketing research" also includes the concept 
of "social research", since they use the same techniques and methods of studying phenomena and 
problems not related directly to the marketing of goods and services.

Akulych I. A type of scientific research aimed at the collection, processing, reflection and analysis of factual 
information on problems related to the marketing of goods and services. 

Harkavenko S. 
[2]

Marketing research is the systematic collection, processing and analysis of data for the purpose of 
making informed marketing decisions

Zavyalov P.
Systematic collection, processing and analysis of data from those aspects of the company's marketing 
activity, within which it is necessary to make certain decisions, as well as analysis of the components of 
the external environment that influence the company's marketing activity.

Zozulyov A., 
Solntsev S. [4]

It is a systematic process of planning, gathering, analysis and presentation of market information, the 
purpose of which is coordination of interests of producer and consumer.

Kotler F. [5] Systematic identification of the data required in connection with the marketing situation, which is 
facing the firm, their collection, analysis, results report.

Krykavskyi E.V., 
Kosar N.S., 
Mnyh O.B., 

Soroka O.A. [6]

It is a type of activity that, with the help of information, connects a consumer, a buyer and a public 
with marketing; information, which is received at the same time, is used to identify and define 
marketing opportunities and problems. Marketing Information System (MIS) provides information 
gathering and processing at enterprises.

Starostina A.

Systematic process of setting objectives of research, identification of volumes, collection, analysis of 
objective market information and development of recommendations for making concrete managerial decisions 
on any elements of the company's market-product strategy and methods of their realization for achievement 
of final results in the company's activity under the conditions of the formed marketing environment.

Hag P. [10] Believes that market research is manifested to help in making the right marketing decisions and 
improving them
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340 million international arrivals were recorded 
worldwide, representing almost 50% of the total in 
nine months of 2022 [11].

Information on macro-directions (regions) is 
briefly presented below – dynamics of growth of 
tourist arrivals in the region. The indices of this 
indicator were given in 2022 (for the basis of com-
parison taken in 2018 and 2021).

According to the original UNWTO scenarios, in 
2022 the number of international profits can reach 
65% from the level of the pandemic.

However, the situation on the international mar-
ket of tourist services in 2022 and next year remains 
difficult. These problems, according to experts, will 
affect the slowdown in the pace of recovery of the 
global tourism sector in the coming months. How-
ever, revenues from tourism exports can reach 
1.2-1.3 trillion dollars, the USA in 2022, which 
is 60-70% more than in 2021, or 70-80% of the  
$1.8 trillion received USA in 2019 [11].

The renewal of the tourism industry at the global 
level and in the range of certain regions (Europe, 
America, Middle East, etc.) actualizes the research 
of regional tourist markets.

We note that research of regional tourist mar-
kets is the task of two interrelated theoretical and 
applied spheres 

1) strategic marketing in tourism;
2) sectoral marketing research, taking into 

account the peculiarities of tourist activity.
As for methods of marketing research of regional 

tourist markets, it is possible to define the following 
most common groups.

From a methodological point of view, according to 
V. Middleton (2001), there are ten types of tourism 
marketing research, which are grouped as follows:

1. Constantly-continued and special marketing 
researches of tourist markets. The need arises when 
it is necessary for tourist operators to measure cer-
tain key parameters of the tourist market in a regu-
lar, constant way (daily, weekly, monthly).

Among the variables, which is in the focus of 
such monitoring, one can name: Speed of filling of 
hotel rooms, volume of sales, characteristics of the 
client, tourist services, which are in demand.

2. Quantitative and qualitative researches of 
regional tourist markets.

Quantitative research is always based on struc-
tural questionnaires, where each respondent should 
answer the same questions. These questions are 
often closed and the answers are based on previous 
experience. Quantitative methods are used to pro-
vide basic information. 

Let's emphasize that quantitative research is 
related to the conduct of various types of surveys 
based on structured questions of the closed type, 
which are answered by many respondents. So far, 
this type of research is dominant in the world mar-
ket of tourist services. Qualitative research involves 
gathering, analyzing and interpreting data by 

observing what people do or say. Observations and 
conclusions of these are of a qualitative nature and 
are carried out in an unstructured form.

3. Primary research and secondary research.
The primary research of regional tourist markets 

is conducted when the tourist operator collects data 
directly from demand carriers (available and potential 
consumers, tourists) using such methods as observation, 
experiment and market survey. Secondary research 
involves the use of sources of information collected ear-
lier by other research or research, often for purposes 
other than those related to marketing, and may be used 
by the enterprise in the research process.

4. By design type of research of regional tour-
ist markets can be initiative, so-called "omnibus-re-
search" and individual.

Initiative or syndicate studies – analysis of a spe-
cific tourist market at the initiative of a research 
company in the interests of a large number of cli-
ent companies (tourist operators, tourist firms). The 
results of the research are owned by the research 
company and are free for publication. 

Omnibus research – research conducted simulta-
neously for several clients and on several topics. 

Ad hoc research – research, the results of which 
belong exclusively to a separate client company.

Let`s note that specialized marketing and con-
sulting firms specializing in primary research of 
tourist markets are interested in receiving requests 
for such marketing data on a regular basis. This is 
part of their marketing (sales) activity. This tech-
nique is actively used in marketing researches of 
regional tourist markets to receive information 
about all the most important aspects of consumer 
behavior of consumers of tourist services (tourists).

Omnibus is a general survey (questionnaire, 
interview) conducted on a representative sample, 
which is distinguished by some organizational and 
financial features. The basic organizational princi-
ple of the omnibus as the method of research is the 
following. The specialized marketing inquiry organ-
ization periodically (monthly, quarterly) conducts 
a representative sample (in the country or region) 
complex surveys, which include separate questions 
or blocks of questions offered by different custom-
ers. In other words, if a tourist company does not 
need (or not in his pocket) a special own poll, which 
is expensive, this organization in translation from 
English language "hitch a ride"; in other words, he 
buys the right to include a number of questions in 
his regular survey and shares the costs of conduct-
ing such research with other customers. 

5. Research of regional tourism markets at the 
level of end users of tourist services (tourists) and 
at the level of distributors (tourist firms).

Consumer research is based on the use of such 
research tool as panel surveys, which belong to the 
so-called ones «sociological survey». Research at the 
level of tourist services distributor is less common in 
the tourist market. For example, several specialized 

Table 2
Dynamics of growth of tourist profits in the region

№ in order Region name Growth rate for 9 months (January-September) 2022, %

1 Middle East + 225 ↑ (77% of the 2019 level)

2 Africa + 166 ↑ (63% of the 2019 level)

3 Europe + 126 ↑ (reached 81% of the pre-pandemic level)

4 America + 106 ↑ (66% of the pre-pandemic level)

5 APR +230 ↑ (83% of the pre-pandemic level)

Source: developed based on [11]
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marketing firms from the market research of tourist 
services conduct an audit of the sample of tourist 
agencies or tour operators, following the dynamics 
of hotel reservation, distribution of leaflets and bro-
chures, other kinds of advertising, demand for dif-
ferent tourist directions.

6. According to the environment, the online and 
offline research of regional tourist markets differ. 
Offline research is a classic, traditional method of 
conducting any marketing research. Below, we will 
briefly point to the shortcomings of online research. 
It should be noted that for such methods of research, 
there is a tendency to fall in the level of respond-
ents' response. A significant disadvantage of online 
research is that it is advisable to apply them only 
in two cases: When the target group consists exclu-
sively of Internet users or the share of Internet users 
in the target group is high enough to extrapolate the 
research results to the entire general population.

7. Research of regional tourist markets can be 
grouped according to the time of carrying out: at 
introduction of tourist product on the market; at 
active sales of tourist product.

Examples of researches: "Life-placement" 
(research within the framework of trial marketing) 
is artificial creation of "life situations", when the 
product and the consumer communicate directly, 
and the consumer gets experience of using the new 
product Blind testing of the product – testing of 
the product by consumers who do not know about 
the brand and manufacturer yet. Concept product 
test – research of the complex process of choice of a 
product by a consumer in the order "assessment of 
the concept of a product – evaluation of a product".

8. By the technological feasibility of carrying out 
research of regional tourist markets are divided into 
ordinary and high-tech ones.

Among high-tech methods one can consider 
eye-tracking – research of processes of attention of con-
sumers, their observation of environment (for exam-
ple, when visiting a site of tourist operator), as well as 
assessment of behavioral response using special tech-
nologies, which makes it possible to track the direction, 
duration and other parameters of human gaze, as well 
as the use of special scans, Peopleraeters, EPOS, Google 
Forms, surveys in the social network, etc. 

9. According to the subject of realization of 
research of regional tourist markets are divided into 
own and custom made.

An own researches are focused on finding out 
the opinion of the research companies' own clients 
or, if market research, without seeking assistance 
from external contractors. Custom made research 
is research that is performed for the company by 
external contractors with the provision of a report 
on the results of the market analysis.

It should be noted that recently there are more 
and more non-traditional forms of conducting mar-
keting research of regional tourist markets, which 
are gradually entering the domestic market research 
practice.

In today's conditions, tourism faces new chal-
lenges. New segments appear and their flows shift. 
Therefore, in our opinion, marketing research of 
regional tourism markets should include a sustain-
able approach, that is, be integrated into manage-
ment at the level of the tourism region and develop-
ment goals to ensure the satisfaction of the needs of 
both visitors and residents of regional communities.

Marketing research will continue to play a major 
role in 2023, especially in the direction of customer 
support and improving travel security, as protecting 
customer information is essential to maintaining a 
high level of trust. And to achieve a level of trust 
without knowledge and the ability to use modern 
marketing research methods becomes extremely 
impossible in today's conditions.

You need to be able to adapt marketing research. 
When you understand the tactics of the regional 
tourism market, then you can adjust your actions to 
better reach the best potential visitors to the region.

Conclusions from the conducted research. It has 
been determined that marketing research is infor-
mation gathering, systematization and analysis, 
with the aim of making good management decisions, 
avoiding risks and maximum satisfaction of con-
sumers’ needs. It has been established that market-
ing research should be carried out constantly and 
systematically. Information about the state of the 
regional market of the tourism industry ensures 
prompt response to changes in the market situ-
ation related to the social, political and economic 
challenges of today. The marketing research of the 
regional tourist market can provide analysis of tar-
get markets, analysis of the competitive environ-
ment or analysis of market trends. This may be a 
search, description or detection of cause-effect rela-
tionships. 
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Анотація
У ñòàòò³ ðîзгëÿäàºòüñÿ пîíÿòòÿ «ðèíêó» ÿê ñпåöèф³÷íîгî фàêòîðó äëÿ ðîзâèòêó åêîíîì³êè êðàїíè òà 
пîíÿòòÿ «ìàðêåòèíгó» ÿê îäíîгî з íàéб³ëüш âàæëèâèх ³ ä³ºâèх ³íñòðóìåíò³â äîñë³äæåííÿ пîòðåб ðèíêó, 
ðèíêîâîгî ñåðåäîâèщà òà ìîòèâàö³é ñпîæèâà÷à. Пîгëèбëåíî ðîзóì³ííÿ зì³ñòó пîíÿòòÿ ìàðêåòèíгî-
âèх äîñë³äæåíü, íåîбх³äí³ñòü ÿêèх зóìîâëåíà пîòðåбîю â ³íфîðìàö³ї äëÿ пîпåðåäíüîгî пðîгíîзó щîäî 
зì³íè ñèòóàö³ї íà ðèíêó. П³ä «ìàðêåòèíгîâèìè äîñë³äæåííÿìè» ðîзóì³ºòüñÿ ñèñòåìàòè÷íå збèðàííÿ, 
îбðîбëåííÿ òà àíàë³з ³íфîðìàö³ї з ìåòîю óхâàëåííÿ îбґðóíòîâàíèх ìàðêåòèíгîâèх ð³шåíü. У ö³ëîìó 
ìàðêåòèíгîâ³ äîñë³äæåííÿ ðèíêó º бàгàòîåòàпíèì пðîöåñîì, щî âêëю÷àº збèðàííÿ, îбðîбêó òà àíàë³з 
äàíèх. Ðîзêðèòî ðîëü ìàðêåòèíгîâèх äîñë³äæåíü äëÿ òóðèзìó, îхàðàêòåðèзîâàíî íàéб³ëüш пîшèðåí³ 
âèäè äîñë³äæåíü ðåг³îíàëüíèх òóðèñòè÷íèх ðèíê³â. Ñåðåä íèх: пîñò³éíî-пðîäîâæóâàí³ òà ñпåö³àëüí³ 
ìàðêåòèíгîâ³ äîñë³äæåííÿ, ê³ëüê³ñí³ òà ÿê³ñí³ äîñë³äæåííÿ, пåðâèíí³ äîñë³äæåííÿ òà âòîðèíí³ äîñë³-
äæåííÿ, îìí³бóñ-äîñë³äæåííÿ òà ³íäèâ³äóàëüí³ òîщî. Ñèñòåìàòè÷íà ³ бåзпåðåðâíà ³íфîðìàö³ÿ пðî ñòàí 
òóðèñòè÷íîгî ðèíêó зàбåзпå÷óº îпåðàòèâí³ñòü ðåàгóâàííÿ íà зì³íè ðèíêîâîї ñèòóàö³ї, зìåíшóю÷è åêî-
íîì³÷íèé ðèзèê òóðèñòè÷íîгî п³äпðèºìñòâà. Пðîàíàë³зîâàíî ñó÷àñíèé ñòàí гëîбàëüíîгî òà ðåг³îíàëüíèх 
òóðèñòè÷íèх ðèíê³â, âèзíà÷åíî îñíîâí³ òåíäåíö³ї їх ðîзâèòêó. Âèîêðåìëåííÿ ðåг³îíàëüíèх òóðèñòè÷íèх 
ðèíê³â (â³äпîâ³äíî äî ЮНÂТÎ íà ñâ³òîâîìó ðèíêó òóðèñòè÷íèх пîñëóг âèä³ëÿюòüñÿ ш³ñòü ðåг³îíàëüíèх 
ðèíê³â: â Афðèö³, Аìåðèö³, Ñх³äí³é Аз³ї ³ Тèхîìó îêåàíó, Єâðîп³, Бëèзüêîìó Ñхîäó ³ П³âäåíí³é Аз³ї) 
ñëóгóº àíàë³зîì êîíöåíòðàö³ї ðóхó òóðèñò³â â ìàñшòàб³ ñâ³òó. Пðè öüîìó ìîæíà îòðèìàòè б³ëüш äåòàëüíå 
óÿâëåííÿ пðî òåíäåíö³ї ðîзâèòêó ñâ³òîâîгî òóðèзìó. Дîâåäåíî, щî ³íфîðìàö³ÿ пðî ñòàí ðåг³îíàëüíîгî 
ðèíêó òóðèñòè÷íîї гàëóз³ зàбåзпå÷óº îпåðàòèâí³ñòü ðåàгóâàííÿ íà зì³íè ðèíêîâîї ñèòóàö³ї, ÿê³ пîâ’ÿзàí³ 
з ñîö³àëüíèìè, пîë³òè÷íèìè é åêîíîì³÷íèìè âèêëèêàìè ñó÷àñíîñò³. Êîíñòàòîâàíî, щî â äàíèé ÷àñ ìàð-
êåòèíгîâ³ äîñë³äæåííÿ ðåг³îíàëüíèх òóðèñòè÷íèх ðèíê³â º íåîбх³äíîю óìîâîю äëÿ óñп³шíîї ä³ÿëüíîñò³ 
òà пðèéíÿòòÿ ð³шåíü. 
Ключові слова: ìàðêåòèíг, ðèíîê, òóðèзì, ðåг³îíàëüíèé òóðèñòè÷íèé ðèíîê, ìàðêåòèíгîâ³ äîñë³äæåííÿ 
òóðèñòè÷íîгî ðèíêó.


