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30BHIIIHBOCKOHOMIYHOI AISTTBHOCTI TYPUCTHUYHUX IANPUEMCTB B YMOBAaX MaHAEMIi

COVID-19» mictute 83 cropinku, 4 tabmuui, 45 pucyHkiB, 1 pomartok. Ilepemik

BHECKY TYPU3MY JI0 CBITOBOT €KOHOMIKH.

DCIaiEKe — QIIl BILJJMBY MaHJAEMIi KopOHaBiC@/@ Ha EKOHOMIKY
I[ ‘I A . ) B M | [/ (] A
n MC

O0’ekT nocaigKeHHs1 — (QyHKIIOHYBAHHS P

KOPOHABIPYCY.

T %0305 0%

.I J—
BHKOPHUCT HI H TYIIHI  MET( HH$I. TAdOJIMYHHNH,

NpcacTaB/ICHO TYPHU3M JAK YaCTHHY CKOHOMIKH BPAKCTHbL, HAIAHO BU3HAYCHHA IIOHATTA

«TYpUCT» Ta XAPAKTCPUCTHKU TYPUCTUYHOIO CIIOKMBAHHS PA30M 13 PHU3HKaMHU Ta

R AE e

€KOHOMIKY JIOCBIJTy, TPOBEACHO OLIHKY TYpU3MYy aCTUHU M00ATbHOI EKOHOMIKH

— BHECOK y mioOampHuii BBII, yacTka B CBITOBOMY €KCHOPTI, KIIBKICTh B’i3/IB

1 TI00AIBII Ka YO KEHHS Bif MDKHAPOAAOLO TYypU3MYy.
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sis [“Pecu les Bﬁ

enterprises in the conditions of coronavirus pandemic” contains 83 pages, 4 tables, 45

ictures, 1 annex. B&‘%liography includes 53 items.

the contribution of tourism to the world economy.

The objective of the research is to evaluate how coronavirus pandemic

changes it might caistGh operations of

he to O

O
' [tabullar, [ graphiea

In Chapter 1 the prerequisites of the experience economy formation, different

tpwards—¢ [ences and, i
| : to@ H a| part [of exp K
tourist” and characteristics of tourism consumptio

survey, documentary analysis, cross-analysis.

receipts.

In Chapter Bhe evaluation of the survey is given, coch&sd to assess the




i iy
VBN ORI
VBN AT
IVEil yﬂ@@@ﬂmw
]
]
J

YN YKpaiHK
YIEIN YKpalHK
YIEIN YKpaiHM

(R I (D B GHD [ (NS I NN R (D e G




O

o) 2

CHAPTER 1. THEORETICAL BACKGROUND OF THE EXPERIENCE

2.2. Tourism and COVID-=19 ... e

BIBLIOGRAPHY




10

O I UCTION 00
The world’s development and globalization cause changes of society’s

three traditional econO@/@ectors, scientists

iC-offering [ Thaf ik [hpw tHe
@b

the experiences to emerge as the

next step in the progression of economic value. Therefore, businesses should realize

contribution of tourism to the world economy was10.4% of world GDP in 2019.

Coronavirus pandemic, which started in 2019 in China and spread over the

vaS

(N

O .
¢¢aine one—of the thctors t N
he itr at suffared th st t

The main objective is to evaluate how COV[IID) pandemic influenced experience

economy and what changes it might cause in operations of tourism enterprises.

achieve thismain gpal

factor that influenced tourism and experience economy as a whole, and evaluating how

coronavirus pande&ic influenced consumer patterns in tourism.

Vs iR
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The subject of the research is potential influence of the coroerlaa/)irus pandemic on

O
At R

secondary data. Secondary data was processed

vith the method of analysing of

information and comparison of the outcomes, while primary data was collected via

t@ negHts result 5
cpmes, [cross~(g
ra resutts. e

erent approaches towayds the experience

es of the experience economy

In Chapter 1 we described the prerequisi

formation, which was a separate fourth economic offering beside traditional economic

O . .. 0O
tinuatign o O [ereqt @pproacigstowards

impact with respect to two tourism industries — accommodation and air transportation.

discussed tourism as-a part of global gcpnomy by showing its @@ibuﬁon to global
hare_1n |g orld orts, And gna
' IS ivaly gnd infernitig ¢

In Chapter 3 we evaluated results of the suevey we conducted to evaluate the

society’s response to the changes in travel norms due to COVID and to understand

1S
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CHAPTE5 1. THEORETICAL BACKGROU@CS)F THE

NiEifakivailiz

Prerequisites for the formation of [experience economy as a special

direction of the service sector

O
NI,

economy has recently become a global trend. T

@]e)
¢ Jerowth rate of the service sector

worldwide is twice the rate of growth of the manufacturing sector. The transformation

or of the national ecm@l@ for contribution

b Gl

hairdressing salons, cinemas, hospitals, travel infrastructure and other organizations.

The 21% century is characterized by a service sector, which is inextricably linked with

RAS I/ Al

o primary, which is extractive industries-agriculture and forestry;

o secondary, which is characterized by processing industries;

O OO0
1a1fy,)which |s gerv ¢
nt e@o ts nse, the servide sg

service activities. A distinctive feature of the semdce sector is the creation of non-

material goods to satisfy numerous social needs. The results of this sector’s operations
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Being a set of industries, service sector includes wholesale and retail trade,

javi SN

2
telecommunications, culture and art, science scientific services, healthcare,

ock| exch

S
X¢S, ducati

and repair of produ€hon equipment and
aH
sture (roads, bridg

this sector we would idqj:&de governmental

tadtq thé t
ufictiol o tatk 19

of the economy and social processes, and implementing social policy;

o household-oriented services — in this sector we would include housing

O
tififiek, jmat n
on a@vi equipment, ¢ e%

mventory for leisure activities, etc.;

o personal services — in this sector we would include personal care services

raphy), non iodluction types of

cai r characterized by two
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manifested in the complication of the multifunctional dependenc& 06 SOmMe SEervices on

@)

Sl LI
stay, but also provide a range of various services such as catering in a bar and
restaurant, trade and recreational services. Housing services are inseparable from
' it cpai ) dervices. Commercial Setvices are offen
S T
Those trends in the development of the servigg sector retlect the effect of several
factors. These include scientific and technical, economic, socio-demographic, political

QO

results in an increased volume and variety of services, material well-being and the

quality of life of the society. Development of new information Echyologies, such as

met| blockchain, artificial €. 4 of/the
g se t@ tyl trapsfgrmatio i(@ gt|the

economy.

Considering economic factors, we should mention the fact that there might be

ervices consumed assimilate o

v

complexity of the modern society development trénds is expressed in the continuing

strengthening of &lie individualization of the individual, which stimulates the

s
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strengthening of s%[e regulation in the service sector. Additiogstl&%, the population

processing of industrial waste and the improvement of the environment.

The cultural yalue factors are expressed in the strength&wggg of differences
culty ational | self-identifigafigng INg ‘ idaration of
haracteristic tr en ¢ ETVice ofTer

As the globalization processes develop, charges are taking place in the world

economy. The emergence of the modern global economy forces a completely different

5N YioaiHm
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1.2. Experience economy as a new type of economic 1'8116’

MBI zeBiiE

experience provided is distinct economic offer differing from services to the same

extent services dif% from goods.

Gilmore offered t
gaa@ e¢conqQmiic s

businesses responded to this need by precisely designing and promoting them [36].

00O

First there were goods to be commoditized, after the services followed, and the next

We can define two approaches to the analysis of experience economy.

fi progch waould dé erience economy as arfdéchomy oriented to

1y’ i Consymers myighy sprive fo| gét \per, od apéated
@ ﬁ 1 ‘ @6 W

ally rieven corresponding toltheis inpert . si-thislapprdach s

based on improving marketing strategies by expanding the experience that the

consumer receives from the product or service he needs.

00

el se | : emphasiZs |a
“c c Y ' ode, the(cdnsumdr fis in¢reas ol

looking not only for the realization of needs threugh the purchase of goods and

services, but for new experiences. So, the impression, which is an experience, becomes
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belong to the world of physical objects. This is a new econoréljy in which beauty,

O‘ Sl

n| learning,
ing amorphous and abstract, but

aguye
able as steel oy s¢mi

Experience should not be perceived as somet

as a real offering like any service or commodity. Nowadays numerous companies wrap

Qi es—a{o | expent 1cHAGhift from selling
' erienges migh '
IceeCono as.

Classical economic theory perceived a commodity as one of the main categories

v can talk about three(gatggories: product,

iz

Pine and Gilmore stated that experiences had always been around, but

CONSUMEISs, busine&ies and economist lumped them into the servi&s: 50‘[01 The factors
h; e experiences|tq be e/Tot of Teseaifich @nd professiona

o intense competition resulting in reased differentiation between
companies;
Or e OO0 .
idal pragre tatizg sheouragi stencgof
. experience ﬁ
o progression of the economy: from geods to products, from products to

services, from services to impressions and experiences;

@) , @]e)
increased spciety|s prosie 6
ory.

transferred to the consumer according to the inven A service 1s an intangible, non-

material personalized satisfaction of a need obtained at the request of an individual

Gf JArSeXperichce is a memorable, persdnal sensation or
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assive participation, Withoué %ect influence of

TTH at :‘ dl
" twi .’ "

when the client directly influences the process and the result. For instance, skiers are

On the one hand, there is

actively involved in creating their own experience and impressions.

Cf% t eflecty, the ¢ of relationship et@egﬂ clients and the
n¢ side there 1 o‘:’ ai%mIM

mito the immer 1d o ersomandhi - i ' ' '
1].

Lt

1)  Adding psychological add-ons to products or services, which would be the

roperties that have value only in the eyes of the buyer: a legend t a product or its
O @)

e st rs| thg hiisto efifici
@('@r of [the br S a|re

and similar tendencies to reduce the value of servie

Design as an increasingly important value-adding mean for a product or

» ich 1p tragsto fr
} rg alue ¢lgment e%
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or experience and to maintain loyalty by letting such an involved consumer become a

O | 00
n|system, a A producern. pnerPerson.

it 1s difficult to learn about the specific needs of the ¢lient and to “fine-tune™ 1t without

the dialogue, so the adaptation to the client turns into an interesting mechanism of

products then create value chains uniting the most-diverse actors (businesses) in the

tourism system. All these businesses are values that are embodied into experiences.

) O clolm
thel United-Nationg CJonfe \ Travehard ‘Fourismthat was
eld iy R 3 the definitio ‘1 H M|

visiting the country different from their usual plgce of residence, for any reason

different from following an occupation remunerated by the country visited [45].

' oncepts: 00
ours stay wi d junder [€isSure (tecreation, holiday,

health, study, religion, sport), business, family, mission, meeting;

Xoufrsigmi
S

A\ W

ot 3t
" parspn why r

the purpose of the journey classifi
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From an economic point of view, a tourist is a consumer of a tourism product.

Q OO0
ristl consymption while t ling rshobreotn
ARy ray=IRIAL

Traditionally, the process of motivation is understood as the process of encouraging

oneself and others to achieve either personal goals or the goals of an organization. In

1110 ﬁ% 1| S YO
he t@ B‘ 1S 1ves”
X .

physical needs that people satisty

Cherevichko defines special characteristics of tourist consumption.

qurist products and services, i@C@q‘[rast to classical

O
st

Thirdly, tourist consumption has a “credit” character, which prescribes that it 1s

) GHift areed terms and conditiofd ©f a legally and
mtensitcation of urist-dctivati

Additionally, tourist consumption is oriented towards the purchase of goods and

W@ﬁre[@e national specifics of §le) city, region and
SASI Y RoaiEM
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The motivational model of the tourist’s behavior forénsO and reveals his

) O . .
sr¢ngas,| whichrfiormps the [basi LISy’ s )
H- ! 101 ¢onsi tr u

purchasing a tourism product, evaluation of the touist’s income is held, since purchase

of certain set of tourist services depends on the income and price. The result of a

hoice of travel that sa§isfids their needs and

11

\
E:

result of thespatialdifferentiation 6f fouristteso

o variability, which reflects the trend of changes in the tourism system in

Md Tounsiwneeds [23].
' M one .
iis y ct quartative
its cyclical development.
ment ehthe teurist system reflects ghgges in the tourist
WiKPRIEI

‘,‘
p d

2

1)
2)  research space (start of tourist development);

¢ (shegt-tepm rest, development ofiedugational tourism,
e (th ati @ii@iﬁ%e

formation of recreation centers, the construction of a

4)

“second home”, a large influx of

00O

tourists);

O
rbanization space (1‘ St
0 ra ﬁE)D
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post- tourlst (non-tourist) space [33].

VIS M@%M

and Ukraine in particular. Currently, a high degreelof tourism risks is being monitored.

The content of tourism risks includes all kinds of threats to the subjects of the tourism

@My -

o tourism risks are associated with lossgsjnot only for tourist operators and

travel agents as tourism organizers, but also for other enterprises and tourists

Rese) d fa ural and historical heriths;
@e 1c cOsts of un
the uues ¢ taker

of the activities of a tourist enterprise, the development of concepts and programs for

els —ynternational, national (rggipnal, local,
%ﬂﬂm KRS AR ih
peclally st quirernenis s imposed_orn i¥at ithe

enterprises of the recreational sector;

interconnected;

o assessment and management of tourism risks should be based on the use

RASTIT
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management of the tourism economy, as well as on the results of research in related

@)@
nees/Alaw, eco , health] inf C H
: (U

1.3.2. Travel experiences as a special tourismproduct

ISR

the 20" century and the beginning of the 21% centliry a tendency of replacement of

|y

mass forms of tourism by alternative, niche tourism with special interests occured. This

i

¢ 1s understood as the sum of

-
D
w2

impressions that a visitor has from a trip in the light of experiencing a complex of

ertain physical and spiDitunl state as a result

eIVl

commitment, which influences visitor’s attitude™as a consumer towards a tourist

destination or company.

first experience with it was unsuccessful;

o on average, a consumer will tell 8 people about a %)(&c)l experience, but

reviews are required [9].
The tourism experience does not arise only during excursions or sightseeing

any COMRONEY all-stage he .uDD The-precess—of

preparation of the trip, when a potential visitor gets an impression by analyzing
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information about a tourist destination, choosing and purchasi% Ca) tour or booking

eTs-enrched by moving e 1Al
tr@p t§730 | & EKL—IQ vid

impressions during his stay in a tourist destination (dyring his trip. The state of travel 1s

a special period in an individual’s life, it can be called a “traveling psyche”. This

ot 0 ay\back permanerftdésidence, and even

understood, which is through the travel paths taken by individual consumers. This

approach consists of four basic elements that can also be called th& gg)graphical pillars

@)
urisp;

permanent residence, and therefore the trip starts and ends at that place;

2)  atransitregion (route) — a region (regions) through which the path towards

4)  the environment — processes and phenomena that surround mentioned

, @)
ourrsiT geographica

2
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2) travelhélg (transportation), from the permanent placCe) (5 residence to the

hich pccuxs Wi

expetiencesa

occurs at the destination region;

4)  travelling back from the destination to the permanent place of residence,

Secondly, the tourism experience 1s accumulated throughout an individual’s life.

Impressions are inseparable from a person, and they largely deteréniée the behavior of

t rigm ¢
t] and the imp
rce—This he
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conditionally divid&l into the product itself (its material and infrasCt)ruCc)tural component)

v

ability to provide product and service quality. Thegejtwo components, being the points

of application of the efforts of the modern tourist business, determine the emotional

o economy, competitioh-between companies

Ay AN AN

and services, and tourism products are universally unified [9].

nies-+ the tourism industry depegds on the quality

The strong emotional bond between the manufacturer and the consumer is the

00
K1 Aceds ongarrenough,
@‘%@
' d

surprised. The experience economy is focused [on the consumer experience, an

therefore a different understanding of the tourism product is emerging.

VIS 0RIHM

construction, agriculture. Tourism plays a role of catalyst for socio-economic

i g 306 b The-mportance of tourism gs grgource of foreign

elo
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In 2011 on %e 19th session of the UNWTO General Assembly in Gyeongju,

00"
4Ty Foreoastyfourism Fowards
Jhy SNl A
fouti orf}bgd??bere to surpassl,4 bill@r@)y 2020, the 1,5
Kould-BEYy sieht by 2423 a Hilli D&DM
y—the e icte ternationall prriva - in n

ongs (+

advanced economies and would surpass 1 billionlarrivals by 2030. According to the

forecast, in 2030 58% will be recorded in the emerging economy destinations of Asia,

he Midile
eDed [Je 00—of

economies was set to rise from 49 to 70 per 100 of population between 2010 and 2030,

in emerging economies the number would rise from 8 to 14 per 100 of population.

S

ut only in case they provide necessary conditjons and conduct relevant policies

() Secretary-General (2010-2017). Though,

‘ ‘ ai H= |
' g eLmpacts C

.
s
2
3
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principles of sustaoinable development should be prioritized 8‘%1n the tourism’s
.k ‘ Q C me O e M% ‘ |

development, both in certain regions and countriep, influencing key sectors of the

@mayyble and can be infléetcéd by numerous
se faetors ; B{[@@ U B:D %
static:
ique-natural and climatic living en@r@ment, high level
tura, m

economy.

s€ 1n life expectancy;

o socio-economic — increase in the well-being of the population of

' in ths, duy
ol week| increasge ¥
§ ’S 1thcbme '

consumption of goods and services in the direction of increasing the share of various

ation of paid vacations @nd h decrease in the

services in the consumer basket, including

tourism, financial crisg;

politic

1mes

o technological — transport and co

restaurants facilities, computer technologies.
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The spread of the coronavirus put the tourism industry into the worst crisis in the history of

TTE@TJ 19, and
vglobatdriver developirg

dynamically. In recent 15 years it accounted for about 6-7% of global world’s exports, which can be

seen in Table 1.1.

O OO0
S My

L10T )

S|s|g(g]g|g |2 = S |28
Year N ~ o] \O (e —_ [\ W ESN W (@) o] \O (e
Vsl = S W\ /17 OC
es%kamomg%%ﬁMMW%J
d
C%ouiﬁ.‘%n@a{boratl basedon [47]. J\Jb‘ U J_U L/

If we refer to global international tourist arrivals, we can see that the for the last

the number of intern@qgal tourist arrivals

G

—The next sharp decline occurs in

2009, which was due to the global financial crisi

2020. From 1466 million arrivals in 2019, the dramatical fall to the indicator 393,8
. . 0Q
hat, T

d 1n~eeqnomic

If we talk in terms of percentage change off arrivals, on Picture 1.6 we can see

that the arrivals were stable in 2006-2018, with only little post-crisis decrease of 4% in

MBI P2
5N YioaiHm
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CHAPTER 2§XPERIENCE ECONOMY AND CBIS)NAVIRUS

WS LSOEHMI

as well. Being based on real-life experiences “and impressions, the concept of

experience economy could not be successful given the fact that entire countries and

osed 1 0 ns
€ li@n E petrsan has
and Tife.

Martin Schnaack, founder and CEO of the international brand experience

pay /Avanigatde (has presenfed hiy 3 theses concerning thé Biffdre of experience
C n, ' circumnstances
Firsthy;he states-that Rde ¥

€ pa

offline, experiences. Being a social being, a human need not only food and security to

alsc 1 tactthat would mean exp%lj%cing community
- iﬂOWVin ’ ) ". ‘ ‘Wﬁ%f

ould not destroy the individual’s

In this regard we can say that coronavirus

desire and need to socialize, but in turn strengthen it, and people will emerge with

ocT TOFREW(im[
Ve a@g ! at/hug
and sports events can be either limited by capacity pr cancelled at all for some time,

but this will increase the importance of the experiences and impressions that can be

v éspeial pmits. This ht be high time for eldsest relationships,
NSt ot
ance-
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Also, restrictioons due to COVID might play a significant rolCe) 1&1) either improving
' inde ho forworking peopie '
0 ' lenge ei@% '

Schnaack states that collective experiences have migrated from the real life the

social media for some time. We can remember different challenges such as “Stay at

et bhlcdu\ condert in Italy, which is @ blight example _of
reating so in% @1 %e
ANCe 1S niat ed-

Secondly, coronavirus might lead to a new sense of unity and to change in

e-coogdinatgsshave changed signifigantly since much of
experi ec & ] p s and

impressions will no longer be consumed carelessly but will be selected with more

attention and felt n&gre deeply.

e axparienceg €cono sinesses
alde 10 t ei@m omers|to gngour: em to hea

For example, stationary retail will not only

00

U

ced to sell commodity goods now,

but to wrap it into certain impression and emotion to encourage customers to come to

The last but not the least assumption of Schnaack is concerning the digitalization

€ 1d—He COVXID/should become the accélfator of the digital
Nu S businesseshave addpted 1o t ¢WwTeality b ing—fresh food

delivery, online cinemas and games, online fitness trainings right “at the couch”.

tshed goods from differgpt) perspective and
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Sharp changeooccurred due to the coronavirus pandemic: bous&rjless trips became

aced/with onlimrg ¢copfergnces, I
oQ d@n ompanies ta

can effectively operate with some part of their employees working from home. It is

extremely important for organizations and businesses to be well-positioned and
Jsiness operations, buf-daline as well. The

R

BT YikoaiEm

The coronavirus pandemic is one of the biggest challenges in the world’s history.

Tourism 1s one of the sectors of the world economy that has suffered the most from

3
WA

to lay off workers. All in all, travel companies could lay off 75 million workers due to

the pandemic.

to manage the situation: to provide affordable cre

payment of debts and taxes [12].

et an, uris alse
ris ' ' I glons. Accor I'{
expected to be influenced the mostwith aforec
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which was equal to a loss of USD 800 billion to travel and tourism. As for the Europe,

_ O e]e .
h il [sugge ) AOTAIMNOFS) T appIPKIMIITT)
e

impacted by the COVID heavily with almost 7 million jobs at risk and losses of up to
USD 570 billion in the United States, Canada and Mexico in Travel & Tourism. Other
T

nr

de

Referring to the hospitality industry, Valery Ishunkin, who 1s a senior regional
ational hotel association The Leading }Btgs of the World,

director of the in@n

upgrades and additional privileges, such as a free shuttle services or a spa treatment

0O

531, 5
ote rithe
with lmaxi tility.
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world average annuoal occupancy approximately 83-87%, which 8%1565 any necessary

dat¢s | im 1
sed|the lockdo it

repairs, which allowed to play with new colors in

ont of tourists [53].

Many international hotel chains introduced a number of external and internal

Inhidd

(v

leave, reductions of capital investments [12].

denrand for accommodatio@)types has changed

the ones with terraces and large balconies so thatthe windows can open in order to

ventilate the room.

— to learn the national culture without interactive imvblvement in the local reality away

from the congestion of other tourists

ceptical towardy the at foyrism it
| m nt‘ el ‘ ‘ @ E %
booking hotets, travel and pther travet serv

to the further industry development and availability, which results in the tourism

tbgralizatton
.
coranavi

income, forcing t to freeze their activities and use the res&rvcgs they had been

ST
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Going back O‘[0 the beginning of the pandemic, the firsCt) %ecisions that the

t$ of the
f en el@g

The International Civil Aviation Organization (ICAQO) estimated that passenger

illid e USD 253 billion,

tra i

According to the International Air Transport Association (IATA), due to the

verof w aviation might be hal¥gd)and the revenues
Wkl
ear gl passen T 0 d that

demand fell by 65.9% compared to the full year of 2019, which is so far the sharpest

traffic decline in agﬁltion history [13]. At the same time, [ATA e%’g‘ted that it would

cagt|2 before qir traffic r tE Pre=p n' EVE
1 rieati ity Iso & ,Br:ege
ot-consume fuel, the demand for oil

energy sector. Since planes did not fly and did n

has dropped to a record, which has led to a drop in the price of American oil to negative

O

especially painful for Ukrainian airports, which have been increasing passenger traffic
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particular, the US %Vernment allocated USD 9,5 billion in support to ten large and 83

00O

EsT

everyone can count on state aid, because the aviation industry, despite its importance,

employs relatively few people, and therefore the volume of its supportt is still limited

: O 00
S ' ajrecovery in af %e
1me; the izatt oted~ that st ofthe—wo1ld portatio uld-be

domestic, and the restoration of international airlines would be slower [34].

dempeksd 1 OE HIA

biggest obstacle for wbild’s development

R

163 604 208 coronavirus cases have been confirmed globally, with 3 390 573 deaths
and 142 035 843 peaple recovered over the world [52].

Q0
arg goi take a look % STCS\ad rigm maicator
0 le toﬁi S ine, 10@ ' ! % e

conducted Ukraine and Slovak Republic represented| the majority of respondents. Italy

was also a popular choice, and it was a country where COVID-19 in Europe started.

orofwih of number of cases &ndPicture 2.2 shows

p8) See ff
cases| in

K

The first 3 cases in Italy were registered on February 15 2020, first case in
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Among the %s‘[ affected by the restrictions were tourist, resort, recreational and

00

Among measures that Ukrainian government applied to minimize effects of the

de ey Uy coy economy, and touris@)geytor in particular,
= LJn nd liguidi ppoB{E@@ U B:D %

o UAH 4 billion to compensate interest on existing loans for SMEs;

4

pable loans program “5=J490%67;

mtroduoty tenged av,
o ;6 billiomrto support creative mdystries;

- deferred payments on existing loans and mortgages:

dedlfration intr ti @]e
o abolition of total fiscalization with full implementation of PPO software;

- tax deferment, reduction or cancellation:

S
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for each reduced working hour, but not more than the fixed amount, namely the

O 00
taklished minimym mpnthly] salagy\(guyrently H AR G600
py{Evuimi ey RN

lockdowns in red zones only in amount of UAH 8000 [22];

o increase in pensions and unemployment benefits [12].

NN eRIE

In total, since the beginning of the pandemic in the gountry 554 296 cases of COVID-
19 were registered as of November 14, 2021, which is the 56™ in the world [52].

I effIc‘j of fhe
‘. ‘ )

o granting permission to companies to credit the losses of the current year

fing from 2014; O

A

extension of the deadlin€ of payment pf income;

110

o taxpayers received the right to use tax losses in 2015-2018, which were

used pefare, intBg amoyn of @ aximum of EUR 1 million fo)fay taxes in 2020,
i m [:@ @ H M

of the salary of employees at emergency response enterprises;
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o monthly minimum payments of EUR 1100 per n&%nc‘r%l and maximum

ARy VAL

depending on the amount of falling profits [12].
l ) O 00
' pandemic in the country 4 852 496
cases of COVID-19 were registered as of November 14, 2021, which is the 13% in the

consequences. In total, since the beginning of the
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Table 3.1

SLUPA

00
(RIFRF tohe g Gamye (T
m f thé

Yoy DA o [ o i R o

N country respondents | respondents | countr respondents | respondents
Ukraine 580 72,14% Macedonia 2 0,25%

— vak

—Sﬁ'JO[ 1F,82W wi r nd 2 OO0 [
ooty | 0 Wi NNk

et S/ s/ mb {CIU odst /L
Federation
Turkey 9 1,12% France 2 0,25%

— Italy 7 '_i) Oy 1 2‘%\ Moldova 1 ele) 0,12%
g /| I [T /s e (I
&/ (D [0 /7 red D)e U e/

TUx 3 0,75% Wdia | ] |1 0,12%
Kazakhstan |5 0,62% Syria 1 0,12%

| Croatia_ | 5 Yor, 062‘%\\ Palestine 1 00 0,12%

0
X /[ I 2/\\// NN T 7

&y (UL [dso/ MW@ULML/U
Reépublic
Romania 4 0,50% Latvia 1 0,12%

] Serbiamr 3 Yor; 0, 37% Uzbekistan 1 00 0,12%
ey [ 1 TN/ /e e [
e/ I [e7e / et Ol [ o1

— Norway 7 = = T025% -Arm‘e—ﬁiiJ "= = o -
Tajikistan 2 0,25% Argentina 1 0,12%

| L1thuan1a ) L 2 Nar O 25% Denmark 1 00 0,12%

0,25% \/ 0,00
ST
e D O

SOUTCG OWl’l pI'OCGSSll’lg

based on survey co

Most respondents were from Ukraine — 580 respondents, the second largest

xample
Naisss
ad sed

idbdi

Cau

19 third — from Russian Fpdgration.
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o 36,4% (293) make their choice based on the b t available, and
& o 585

h constantly | monjtyr/ Adfsgoy ided™\b Ir [CpMpanics,
ShflssdoaiiRi

o 36,1% (290) stated they refer to their own previous experience, for

example photos from previous journeys, which basically means that these people are

Mg

o 21,6% (174) make their choice under the influence of TV and Youtube

avel
t

wsblogs, reviews of the destigafions;
itor al Vet 1 M
vals 0 and fg (B Szlget Festival

hampionship, Formula 1 racings,

when planning a trip, since experienced travel wmanager can help creating unique

itinerary and will give the best advices and recommendations.

5N YioaiHm
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Changes in local trlps before and during the COVIDF})andemlc
) ()

o)
o

| X-ocal| trips| BE t
N GRS e oA
Number of | % of total | Number of | % of total change
respondents | respondents | respondents | respondents

W O&. O v _ S,
2ol U BRORIHIA

th 6,3% A% =62,7%%6
10-12 times a
?e?;/m Q»‘@( ) /\/ .Lzl e O - °3.5%
5 € N

e IAVEOENEIA
2-5 times a —
year 334 41,5% 222 27.6% -33,5%
S O N ala
W/ﬂaﬁ A/ praNan it

© =) J
w200 Ul 2/ by 2eiyul
often 68 8,5% 35 4,4% -48,5%
ViDL a0 =i
E-/Souﬁﬂege«ﬁrhpreeessiﬁg and‘ea}c/ulatieirl\s\bé e sﬁ_J dué';lde L/AL—J

groups 1s travelling once a year, and also travelling locally 5-10 times a year was

a quite popular choice.

5N YioaiHm
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decrease respectivelé. 10,6% (85) travelled 2-5 times a year, WhiC%iSD also a big decline

year during COVID, while number of people who have not travelled during the
pandemic at all seized 61,3% (493), which shows an extreme growth of the number of

he pre-COVID indicafoks) The changes in

Ko@ilBivi

Change in international trips before and during the COVID pandemic

os—of total %% “of total]

respondent | respondent | respondent
respondents

Or— OIS

I: @?&:ﬂmrl Mips International OO trips

RE the pa i i
OO el SR Epb et
Number of H oo change

,_F
Q
@)
1
I

—C Nl _
| IRUIBVAR (O MIiR] 4

month

10-12 times a

- ) 8% 4 0,650 -83,3%
o/ / Al W/nfreannn A

| RS IR VAT ISYCAN BN B2
2-5 times a

N ) 311( . 38,7% 85 10,6% -72,7%
Wrﬁ l—Q K\/7'_1 ﬂ/\/\cloﬁ o Non Van
O c%;{y:af—? 200 2@%/ L/<77O )ﬁq %,ooo ﬁ N ﬂ%

Jdned il 23fUL U L JQVI\J\E/LJH_J OC 4O
years and less | 103 12,8% 31 3,9% -69,9%

A" =10 00

—
[
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42,2%6339) denoted the necessity to wear a mask ?5 Eh)e main source of

o 36,7 (295) named lockdown restrictlons such as closures of cafes and

|

restaurants, shops, cinema and theatre, museum and other leisure activities as a factor
e 1@ rt elr trpsy OO0
therS) be ep or (and) after arrive table ft

QO

of their stay abroad and therefore additional costs connected with it;

o 18,2% (146) selected a discomfort of transport inconveniences such as

O . . . ]
‘ , g n¢ellgtipns, cHattons etes cC dug-to
e e@nEO tourists andres i e m

0@3 '
ok ah accommodation d
4 (44) have gxpemehge

delayed issuance of visa or residence permit, foreigs

(@ bl 4

passports etc.

In question 19 we asked if COVID stimulated extreme desire to travel, and the
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claimed not to have travelled locally before pandemic, and 29,48% of respondents have

O OO0
led in themcdountries|at aN duy
e G e

not be influenced by the borders closure, therg still were certain internal travel

restrictions in numerous countries. COVID-19 enforced majority of countries to

Ad lockdowns, which thade trips either very

monthly earnings of EUR 500 — 2000 managed toltravel at least once a year, while

those of incomes more than EUR 2000 even managed to travel 2-5 times a year during

“ ﬁcWe W tendency happened ﬁj the_followin
people with higher earnings teni to .‘ more, and therefore even 1f their

which forced people to travel buy their cars or to rent cars, which is more expensive

considering amortié%tionﬁ insurance, fuel expenses etc;

andemic, the situation is totally

l¢ with smaller ea are|lgsy/f
the Q spend money o p, b e

As for the international trips during the

different. Only little people travelled frequently like once a month and more often, 10-

' -tOtimes ar. 10,6% trayelle
ra d ' ears angd less =J( a
during CO - Number of people Who have noft {ra
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seized 61,3%, which is an extreme growth of the number of nonét)ra&\)/ellers of 460,2%

O ] .
e VID ipdic ;9%
hanges ca M.

1)  borders closures over the world, ban enltravel purposes trips;

dtol the p
Auc 1@

2)  transportation limitations with decreased number of international flights,

20 Q0
vHuire

- o)s.
departure or upon arrival, which increased the cost gf the trip;

00
o-TRterat 1j s Ane
ol e

in foreign currencies and other

an be explain T O3t
iOn| costs] vis cOo e

often needed to enter foreign countries, payme

factors.
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quarantines and inability to get visas to enter foreign countries %u& to the closure of

-
T 2

not to travel or could travel once or few times a y@

p | ) Q‘% d
due to all restrictions imposed.

Additionally, given the challenges respondents met when travelling during the

closures due to restrictions or as a result of COVID bankruptcy;

es and offering tourists 5% tests that would

EllsiZ|

de individual tours with personal

- shifting to offering tourists tailor-me

guides, which will help to avoid crowds and big groups of people.

later times or cancellations with getting partial reimbursement or no reimbursement.

We would recommend to all the business that sell travel-related products to be

g cel icl

etaily shou e

oot

S.
ld ‘ OM
te changes, ¥
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would increase customer’s loyalty and also more people would %lrcc)hase the services

. @)
ViNg tﬁaﬁ they any time

promotions and sales to encourage the trips.

In this case, on the one hand, all tourism-related businesses are extremely

can in order to recoved &bm the pandemic

enterprises should prepare certain “hot” deals at @)good price to offer to customers

immediately with close departure. Dynamic development of the COVID pandemic has

offerings of impressions and active information campaigns the tourism can go back to

OVID DT

I YRpalHm
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CONCLUSION

SIENLLYIR

exception since it was based on real-life experiences and impressions.

Tourism, being a powerful global industry, playing a significant role in the

n|o P,C)ecretinod 1}
oyetors ti

agriculture and playing a role of catalyst for s¢clo-economic development of the

society globally, was extremely strongly influenced by the pandemic.

5@“&5{}? P, flich is huge contributiohCaf tourism to the

The main objective of our diploma thesis was to evaluate the peculiarities and

hallenges-tourism nesse ald meef when conducting bugiess in coronavirus

N

ee traditional economic sectors,

was a separate fourth economic offering beside

which is logical continuation of service sector; explained different trends in service

O 00
T 1¢h basteally[led fo|the f experiense eeonqnay
D hes expetiences i% ‘

definitions of “tourist” and described characteristics of tourism consumption along

FTifK threats it car) meg
ﬁge' CE gcomomy an
experience.¢
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COVID-19 impact with respect to two tourism industries — accommodation and air

. Q. OO .
T 10n. Wediscussgd | tourysi \ y showing Tis
0 ti n.g 'Eﬂ DR dnd 1]3 e

number of global international tourists arrival and glgbal international tourism receipts.

The main part of our research was evaluation of the survey. The goal of our

an IQIQ/GI norms_due_to
Shitenis

I

influenced their potential trips. For better understanding of the impact, we asked our

respondents how often they used to travel both locally and internationally before and

O OO

still were certain internal travel restrictions i1

hi s either\ve
getl the fact that lo K
c uld atlue eople”

travel 2-5 times a year during the pandemic.

As for the &'Bternational trips, number of people who %V& not travelled to

1 countriesduring the pands
tra e ,2%4 cpmpars

Sl '
O
=
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of international trips are also extremely important, which is _due to different

T 1an costsavisa and cou e S "D Ccu eS
i NI AEOEILEZ

Though, international tourism during COVIDchanged dramatically. Despite the

size of their earnings, in every income group overwhelming majority of respondents

be explaiied first by border

Cuklintiva

society’s priorities: people now prefer to be certaimin anything, trips included, and to

enjoy their lives in a moment, rather than postpone any emotions and impressions even

O OO0
AV IR/

companies etc. to support tourists’ future travel plans via promotions and sales. On the

one hand, all tourism-related businesses are extremely interested to attract as many

@nces as soonest.

-
)

to generate little or no profit at all. It is important for businesses to find a perfect

' m-order.bot attract clients to Tecoyes and to generate
Ji L al bu e

precise when discussing cancellation policies,

efund procedures and different

isurance possibilities with their clients. All these details should be displayed at the
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situations of force Omajeures both parties could refer to the conotr%():t and avoid any
gt/
Az B

should offer more flexible cancellation and reimbursement policies for tickets,

accommodation etc., given the possible instability. Reviewing their policies and

cancellati n@uga reimbursements

respondents refused the necessity of global vaccination for comfortable travelling,

Slightly less than aohalf were not sure whether global COVID trC%aCt)ment distribution

pre-COVID norms.
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ANNEXES

YIS YoM

Response to the post-COVID travel norm

This survey is created as a part of master thesis aiming to %5585 the impact of

- aifidemilc on] the ec ith/an Crphasts on (]
f th al g s pf thethes) oe th@o :o

the post-COVID travel norms and to assess how much the COVID influenced

gveals Eeo?e‘s attitude%¥irds changes in

consumer patterns in tourism.

NASIN YRDRIHMU
NS YRoRIHMU
ISR YiRp@HM
] wSpteE] -

o Student

o Unemployed
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o 5-9days

BN YRoaiHmU

o 30 days and more
What are Votl_r)average daily expenses in a trip (accomodati&wéood, leisure etc)?

]
12
A Y Kol

Ifyouneed to choose, you prefer a familiar pface you like and you already visited

= celebrities and infuencers on social media

at least once or a new place to travel? *
o Depends on the situation (season, budget et
O Q0O
T find your vacation’ destna spirationT ((fleasd dHodse all
O 00O
and Youtgbe shows|/
w e@r' (14 phpros va U [FD %

O @)@
iliar pl
e r@eﬁ D{ H D::] M
= friends, relatives, colleagues
= visits to travel agencies

= special resogf)ces (eg Conde Nast Traveller magazine)

I5i

S KORIHMU
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= gspecial occasmns (eg Carnival of Venice, Tomorrowland festlval Champions

SASHALY IR

Do you thmk COVID has significantly influenced your potentlal trips? *

BN 2RI

How often d1d you travel IN YOUR COUNTRY before the COVID outbreak?

ysmisyi(o SR

o 10-12 times a year

5-10 times a year

s Vikpaiiton

Once in 2-3 years and less often

o Ididn't travel

]
1
|
J
]

outbreak? (please choose the most relevant option)-*

@aﬁwﬂ

o More often than once a month /

o 2-5times a year
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A
RASHT Yiwoaii-m

o Once ayear

o More often than once a month /

o Once in 2-3 years and less often

NN eRIE

How often have you travelled ABROADDURING the COVID outbreak?

(please choose the most relevant option) *

ASDTY oM

o 5-10 times a year

o 2-5times a year

a
Q0O
Onge ar
o O e@- - rs and 1gss o
o I haven't travelled
O 00O
dy aye to|cancel an ~PAI Zo—paiy SS to/the
2 LD
] o Yes, I had t%ﬁancel and I got some % of my money back

o Yes, I had to cancel and I got 100% money back
@@
el I didn'
1 the trip for lqte

[J 00

ILhad td d
O,IQO '



o No, I didn't have any planned trips

BNk

discomfort? (please choose all applicable options)

* limited accogodation capacity (inability to book an accomodation)

cancellations etc)

* necessity to take COVID tests (PCR and others) before departure or (and) after

O Q0
1va
AR

theatre, museum etc)

= delays with the documents issued (eg delayed issuance of visa or residence
peyinit-fore

» USSTT @)@
= transportation restrictions (extensive border ggntrol, checkpoints between region
within a country)

NSRRI

Have COVID restrictions stimulated extra dedire to travel? *

SN[ Yoalm

Have you planned any "celebration” trip ong¢e|jthe pandemic finishes?

-J -—) -3 «-—J ) ]
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o No, I am not going to plan any "celebration” trip

]y el M ol D

cancellation policies, refund processes and trip insurance options? *

o Yes

MEIT Yoal-u

Do you expect travel-related businesses (hotels, air companies etc) to support

travelers” future travel plans via promotions and sales? *

S

fer more flexible cancellation and

NI WK

Do you think travel-related business should

reimbursement policies for tickets, accomodation etc? *

SN YRR

o I'mnot sure
OO0
coul imthe sho orsavmg fona
I O]

S |
1] ylou prefar|the certain tiyp
r 11 i@ ¢ with more 4
o Saving for a dream trip in the future with more uncertainty

o Certain trip I could afford in the short-term
l ) O 00O

treatment 1s globally in place? *

o Yes

i

I YikealHm
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