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OF THE TOURIST DESTINATION 
 

Abstract. The tourism industry, which has shown 
exceptionally high rates of development in recent decades 
in the world economy, allows tourist destinations, 
which usually have limited resources for industrial 
development, to achieve income levels in industrialized 
regions, and with a balanced and effective government 
policy even overcome the effects of socio-economic 
crises. individual countries. One of the conditions for the 
successful existence of a tourist destination is the need to 
constantly monitor the level of its competitiveness by 
various criteria to identify strengths and weaknesses and, 
accordingly, to develop tactics and strategies for the 
development of the industry at different levels of 
management. The main criteria for the competitiveness of 
the destination is the compliance of the main tourist 
product of the territory to the needs of consumers. 
Various methods are used to assess the potential of tourist 
destinations, based on the defined capacity of the 
territories and the relationship to its potential, the load on 
resources and infrastructure, the definition of climatic, 
natural locations, economic indicators, etc. The definition 
of methods as a result of competitive analysis is the basis 
for building a reputable strategy for the development of 
the destination and subsequent vectors of positioning and 
the tourist world arena. Namely, it is expressed in the fact 
that as a result of the measures taken to manage the 
reputation management of the tourist destination, the 
competitive environment improves, the market develops, 
the infrastructure improves, which leads to the 
competitiveness of the tourist destination. 

Key words: reputation management of a tourist 
destination, competitive tourist destination, tourist destination, 
reputation of a tourist destination 

 
Formulation of the problem. 

Consideration of the competitiveness of  
a tourist destination is of interest to different 

categories of users of this information. For state 
bodies of tourism management (Ministry of Economic 
Development and Trade, which includes the 
Department of Tourism and Resorts) assessment of 
the competitiveness of a tourist destination is 
important in terms of prospects for the development 
of this destination, comparative characteristics of 
the competitiveness of destinations [15]. Regional 
tourism authorities, having received an assessment 
of the competitiveness of a tourist destination, can 
use it in developing a strategy for destination 
development, identifying “bottlenecks” for tourism 
development, in developing tourism development 
projects in this destination. Potential investors who 
consider tourism as one of the possible areas of 
investment can use the assessment of the 
competitiveness of the tourist destination when 
making investment decisions. 

 
Relevance of the chosen topic 

The reputation of a tourist destination is 
formed under the influence of many factors and 
gives a holistic understanding of the visual perception 
of a tourist destination and its competitiveness in the 
world market. Accordingly, and a steady increase in 
tourist flows. According to WTO experts before the 
global tourism pause caused by the pandemic, the 
WTO in 2018, the total annual growth of tourist 
flows varied by an average of 7 %, and revenues 
from them – about $ 1.6 trillion. For national tourism 
as a destination, there were less positive trends. 
According to the State Border Guard Service for  
9 months of 2018, Ukraine was visited by + 6.5 % 
of foreigners and stateless persons more than for the 
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same period in 2017. But it should be noted that 
for the 1st half of 2019 there was a slight 
decrease (-5, 6 %) the number of entries from 
border countries, compared to the same period last 
year. This is explained by the fact that the leaders in 
the number of entrances of foreigners to Ukraine 
have historically been border countries, the share of 
which since 2018 is gradually decreasing from 
85.5 % to 80.7 %, which, among other things, due to 
the introduction of 01.01.2018 amendments to the 
Customs Code of Ukraine, which significantly limit 
the duty - free crossing of goods across the border 
[7].  Nevertheless, in 2019, Ukraine was visited by 
14.5 million tourists, and in 2018 – 14.4 million. 
These are WTO data [3]. Although growth is 
observed, but very small. This indicates that the 
reputation of the regional national tourist destination, 
in turn, is poorly developed and has weaknesses. In 
addition to the imperfect political and economic 
situation and the current state of the global 
pandemic, there is a lack of effective tourism 
strategic planning, insufficient brand promotion 
and, as a result, unrecognizability, regional 
fragmentation and lack of integrity. This is also 
confirmed by the statistics of the World Economic 
Forum for 2019, where according to the index of 
tourism competitiveness of tourism, Ukraine ranks - 
78th place out of 140 positions, between Sri Lanka 
and Armenia. While in 2017 it took 88th place [4]. 
In recent years, there has been a trend of low ratings. 
From this we conclude that the reputational 
management of a regional tourist destination is quite 
low and uncompetitive, despite the rich potential 
and resources of the country, and no less promising 
tourist destination on the tourist map of the world 
than European tourist destinations. That is why the 
reputation management of a tourist destination 
needs to be improved at all levels. 

But it should be noted that the tourism 
industry is currently experiencing the deepest crisis 
with a drop in international arrivals by 74% in 2020. 
The collapse of international travel is estimated at a 
loss of export revenues of 1.3 trillion. Dol. US, more 
than 11 times the losses recorded during the global 
economic crisis of 2009. 

The overall prospects for recovery in 2021 
seem to have deteriorated. Currently, 50 % of 
respondents expect that the recovery will take place 
only in 2022 compared to 21 % in October 2020. 
The remaining half of respondents still see a 

potential rebound in 2021, although below the 
expected results of the survey conducted in October 
2020 (79 % expected a recovery in 2021) according 
to the tourist barometer [2]. 

And one of the conditions for the successful 
existence and development of a tourist destination 
is the need to constantly monitor the level of its 
competitiveness by various criteria to identify 
strengths and weaknesses and, accordingly, to 
develop tactics and strategies for industry development 
at different levels of management. 

 
The purpose and objectives of the article 

to determine the process of evaluating a tourist 
destination. 

 
Presentation of the main material  

of the study and the results obtained 
The basis of the tourist destination 

competitiveness management system is a quality 
tourist product, which is the main purpose of the 
tourist destination competitiveness management 
system, and all management decisions should be 
evaluated in terms of their impact on this indicator 
[5, p. 158]. 

The basis for the formation of management of 
the competitiveness of a tourist destination is a 
model of integration of interconnected functional 
blocks of management (education, research and 
development, economic and legal support, marketing) 
in a single independent economic process (Fig. 1), 
which creates competitive advantages of the 
destination management decisions. 

The mechanism of functioning of the system 
determines the location of each element of the 
system, ie sets its hierarchy. The mechanism of the 
proposed system (Fig. 1) has a complex structure 
(principles, goals, management tasks, functions, 
methods, competencies, mechanisms), represented 
by the interaction of different blocks. 

The main element of the infographic system 
for managing the competitiveness of the destination 
(Fig. 1) is the mechanism of formation of competitive 
advantages of the destination. The mechanism of our 
proposed competitiveness management system is 
aimed at maximizing the competitiveness of the 
tourist product and meeting the needs of the 
population by optimizing the structure of the 
distribution of tourist resources in the destination. 
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Fig. 1 Infoology of the tourist destination competitiveness management system 

Source: developed by the author 
 

The mechanism highlights the structural 
interaction of functional components (forecasting, 
planning, organization, monitoring, analysis and 
control), which allows to improve the relationship of 
system elements while increasing the positive 
impact of external and internal factors. [10] 

The most widely presented in the literature is 
the cluster concept of competitiveness of the territory, 
which is based on the fact that the competitiveness 
of the territory depends on the presence of a cluster 
of interconnected industries. The concept is based 
on the system of determinants of international 
competitiveness of M. Porter, which together are 
called by him a cluster of interconnected industries. 
M. Porter defines a cluster as a geographically 
close group of related companies and interacting 
institutions in a specific area related to 
communities and complementarities. According 
to M. Porter, the presence of competing firms, 
industries, suppliers of resources and consumers 
in the cluster gives the economy of a region or a 
country the ability to compete internationally. The 
cluster type of economic organization allows to 
create integrated competitive advantages due to 
the following factors: 

– creation of general and specialized production 
infrastructure taking into account the optimal spatial 
location of productive forces and factors of 
production; 

– creating conditions for economic growth 
and minimizing costs through the production 
concentration of the economy; 

– creation of favorable conditions for the 
development of both specialization and infrastructure 
industries; 

– stimulation of competition and innovative 
activity of business structures within the cluster, 
increase the efficiency of their activities, increase 
productivity; 

– creating favorable conditions for attracting 
investment and skilled labor. 

The term “cluster” is used in many sciences. 
In a general sense, a cluster is a set of elements 
combined on a certain basis into a structure that has 
certain (common) properties. The definition of this 
feature in a large and complex system is one of  
the main and complex points and, as a rule, is a 
subjective factor that depends on the direction of the 
study and the researcher. And the more complex the 
system, the more difficult it is to determine this 
feature by which to combine elements into a given 
class (cluster). But, of course, the more correctly this 
feature is defined, the better (more adequate) the 
result will be, ie the cluster will be formed more 
correctly. 

In the scientific economic literature, there are 
many well-established approaches in determining 
the attribute by which the elements are combined 
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system of a tourist destination 
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into a class (cluster), but the question of determining 
the “proximity” of the elements remains open. 

The idea of clustering is the basis for the 
development of modern strategies for tourism 
development. A tourism cluster is a group of 
interconnected resources, factors, enterprises 
concentrated on a certain territory, which are 
necessary or desirable for the development of a 
certain type of tourism, contribute to meeting the 
needs of tourists depending on the motive of travel 
[11]. 

As can be seen from the definition, the 
concept of cluster is consistent with the concept of 
tourist destination, ie, the destination may 
consist of different clusters. For a qualitative 
study of this area it is necessary to apply the 
method of decomposition, ie in a tourist destination 
to allocate its components – tourist clusters. This is 
necessary because different destinations and types 
of tourism can develop in the destination, which, as 
a rule, mutually exclude the use of the same 
infrastructural resources of the territory. 

For example, youth tourism, and leisure 
tourism – family tourism (business tourism, 
education, health, etc.; you can continue this list of 
types of tourism). In this case, there are conflicts of 
interest of different segments of tourists. This 
situation is observed, for example, in a known area 
(destination). 

Sunny beach in Bulgaria. Sunny Beach was 
originally positioned as a destination for family 
vacations. At the moment, this area is being  
re-profiled (positioned) for the development of 
youth tourism and, of course, is not attractive for 
people who come to rest with children. Thus, as a 
tourist destination of sports and youth orientation, 
this area has not yet been formed, but loses its appeal 
to those tourists who created the main segment and 
defined this area as a tourist destination. In this 
situation, there may be an outflow of tourists in this 
segment, and a new segment will not be formed, 
because at first this area had a completely different 
attraction and will require a lot of resources to form 
this area as a tourist destination. 

Therefore, the territory can and should have 
many tourist clusters, depending on the type and 
directions of tourism development, which are 
determined by the proximity indicator, which will 
form these clusters. 

The division of a large destination into 
smaller segments that have different attractions 
(resources, infrastructure, socio-economic, political 
situation, etc.) allows you to better study and 
manage economic regions, increase their efficiency, 
competitiveness. 

The tourism industry includes various 
companies that do not necessarily compete directly 
with each other. The relationship between competition 
and economic coordination of tourism market 
participants is extremely important, because the 
successful development of tourism in the destination 
involves close cooperation between different market 
participants who do not compete directly. 

One of the most important tasks is to increase 
the competitiveness of the tourist destination. The 
competitiveness of a tourist destination must be 
considered using the destination life cycle model, 
taking into account the competitive profile at each 
of these stages. A.R. As part of the task of managing 
competitive advantage in the implementation of 
industrial policy at the meso level, Safiullin 
proposes to use three stages (phases) of managing 
competitive advantage: 

– configuration of the competitive profile, 
– analysis of competitive positions, 
– development and preparation for 

implementation of the program of strategy of 
development of competitive advantages [12] 

When considering the issues of increasing the 
competitiveness of a tourist destination, it is proposed 
to introduce three more stages: 

– construction of the desired (ideal) competitive 
profile of the destination taking into account its life 
cycle, 

– assessment of the costs of achieving the 
desired and actually achievable competitive profile, 

– development of the project of formation of 
really achievable competitive profile. 

When considering competition between 
destinations, it should be noted that one of the most 
significant forces is the influence of the local 
population on the development of tourism. 

To date, there are a wide variety of theories 
for assessing the level of competitiveness of the 
tourism industry in general, and tourist destinations 
in particular, most of which are based on general 
industry models of competitiveness or models of 
competitiveness of the national economy as a whole. 
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However, a number of modern tourism researchers 
have developed their own tourism models for 
assessing the level of competitiveness, among which 

the Ritchie-Crouch model is important, which was 
proposed by scientists in 1999, and later in 2003 was 
supplemented.

 
Table 1 

Component assessments of the level of competitiveness  
of a tourist destination according to the Ritchie-Crow model 

 

№ p / p Group of indicators Indexes 

1. Qualification and reinforcement 
indicators 

1. Destination location 
2. Tourist security and protection system 
3. Cost and price of a tourist destination 
4. Interdependence 
5. The image of a tourist destination 
6. Capacity of a tourist destination 

2. 
Policy, planning and 

development of a tourist 
destination 

1. Tourist destination definition system 
2. Philosophy and tourist values 
3. A look at a tourist destination 
4. Positioning and branding 
5. Development 
6. Analysis of the competitive environment 
7. Monitoring and evaluation 
8. Audit of the state of the tourist destination 

3. Tourist destination management 
 

1. Organization 
2. Marketing 
3. Quality of services and experience 
4. Information system and research of tourist destination 
development 
5. Human resource management 
6. Finance and venture capital 
7. Visitor management 
8. Management of tourist resources 
9. Crisis management 

4. The main resources and objects 
of attraction of tourists 

1. Geographical conditions and climate 
2. Cultural and historical resources 
3. A set of activities developing within a tourist destination 
4. Special tourist events 
5. Entertainment system 
6. Tourist superstructure 
7. Marketing links 

5. Supporting factors and resources 

1. Infrastructure 
2. Availability of a tourist destination 
3. Service resources 
4. Hospitality system 
5. Entrepreneurial environment 
6. Political will 

Source: [8] 
 

The Ritchie-Crow model is based on the 
concept that the competitiveness of a tourist 
destination is determined by the level of resource 

availability (comparative advantage), as well as its 
ability to allocate resources (competitive advantage). 
In addition, the model recognizes the impact of 
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competitive microenvironment and factors of the 
global macroenvironment (the state of the global 
economy, terrorism, cultural and demographic 
trends, etc.) on the state and development of the 
tourist destination. 

This model of competitiveness can be adapted 
to the peculiarities of the functioning of any tourist 
destination. It is very flexible and simple enough to 
assess the level of competitiveness of a tourist 
destination in order to develop an effective policy 
for the management of the tourism industry as a 
whole. However, one of the disadvantages of  
this model is its certain abstractness and the 
impossibility of quantitative measurement of all its 
components [8]. 

M. Porter's Diamond Model is often mentioned 
in Ukrainian scientific sources on competitiveness 
issues. The model is a component of the theory of 
structural competitiveness of nations, combines and 
organizes the main factors that allow countries 
(large regions), and therefore their businesses to be 
successful in certain sectors of the economy. Factors 
are grouped into four main interrelated categories 
and form a system capable of self-reinforcement, 
in which the level of change in each group 
depends to a greater or lesser extent on changes 
in other groups [13]. 

ü 1 group. Strategy, structure and competition 
of firms. The existence of strong industries helps to 
stimulate increased competitiveness in the sector. 
Inter-firm competition forces all firms in the sector 
to lower prices, improve quality, design new 
services and apply new creative strategies aimed at 
increasing market share. 

ü 2 groups. Demand conditions, in particular 
its size and nature, can put pressure on business and 
thus ensure the innovation of goods and services. 

ü 3 groups. Related support industries. We 
are talking about the presence or absence of 
suppliers from other market sectors that cooperate or 
provide services to companies in the tourism market. 
These providers are considered a source of benefits 
if they provide their services economically and 
efficiently. 

ü 4 groups. Factor conditions. Unlike his 
predecessors, M. Porter argues that key factors of 
production are created, not inherited. Such factors 
include human resources, capital and infrastructure 
and argue that these factors form a stable 

competitive advantage, because it is extremely 
difficult to copy them. 

The optimal combination of these factors is 
possible, according to M. Porter, in the cluster – 
the geographical concentration of interdependent 
companies, suppliers of goods and services and 
associated organizations in a particular industry 
[13]. 

It is this opinion of the American specialist 
that formed the basis of numerous scientific researches 
of Ukrainian scientists devoted to tourism. In the 
works of P V Hudzia, I. V. Berezhno, I. Yu. Shvets 
and their followers developed conceptual principles, 
models, methods of creation and development of 
tourist and recreational clusters in Ukraine [1, 6, 14]. 
In addition, several local programs for the 
development of tourist and resort-recreational 
clusters are being implemented in Ukraine. 

Meanwhile, foreign scientific schools tend to 
consider the ideas of M. Porter in the context of 
existing tourist destinations, developing on their 
basis specific “tourist” models. According to  
G. Crouch and J. Richie, who in the late 20th century 
for the first time made a theoretical justification 
for the market development of tourism, in order 
to ensure long-term competitiveness of a tourist 
destination, it is necessary to have both comparative 
and competitive advantages [19]. Researchers 
explain that in tourism as comparative advantages 
are mainly natural resources (climate, landscapes, 
flora, fauna, etc.), while competitive advantages 
include elements of tourist infrastructure (hotels, 
historical and cultural monuments, transport 
network), events, quality local government, 
marketing effectiveness, qualification of tourism 
workers, government policy and local government. 
In other words, rich natural resources alone are not 
a sufficient guarantee of long-term success. The 
destination must also be able to use its assets 
efficiently, providing value-added production. 

In the domestic scientific literature, the 
competitiveness of the destination is directly related 
to the quantitative and qualitative parameters of the 
resource base, the ability of local enterprises to 
provide the necessary goods and services to tourists 
of a certain quality, transport accessibility. Western 
scholars go further, linking competitiveness not only 
with the quality or variety of the tour product, but 
also with the difference in prices in combination 



O. Chernega 

14 

with exchange rate fluctuations, productivity, the 
degree of coordination of local market actors, which 
in turn affects attractiveness or lack thereof in the 
destination. In addition, competitiveness is also 
defined as “the ability of a destination not only to 
maintain its position in the market through the 
sharing of resources by many entities, but also to 
strengthen these positions over time” [18]. 

Consider in more detail the Crouch-Richie 
model, which is not only the result of research in the 
field of tourism for more than ten years, but also a 
response to the growing competition between tourist 
destinations around the world. The model was 
launched in 1993 and was initially purely descriptive. 
Later, in response to attempts to adapt to changes in 
the competitive environment, it evolved and became 
more complicated. Thus, according to the authors of 
the model, competitiveness can be considered as a 
set of factors, the first of which is, of course, the 
attractiveness of the destination. 

There are a number of factors that play an 
important role in attracting tourists to the 
destination, such as its appearance, culture, action, 
entertainment, as well as the so-called superstructure, 
which includes all public and private organizations 
that regulate, develop and coordinate tourism. 

The second group of factors traditionally 
consists of resources and infrastructure, without 
which the development of tourism is impossible, and 
the third – the management system formed in the 
destination, including marketing, existing initiatives, 
organizational structure, information systems, 
human resources, quality of service, without which 
it is impossible exploitation of factors of the second 
group. The fourth group of factors is closely related 
to the third, because the authors of the model believe 
that it includes the policy of planning and 
development of the destination, which forms the 
environment of its existence. 

Finally, the latter group are constraints and 
amplifiers that can affect the competitive potential 
of tourist destinations, such as security, information, 
image, brand, value for money. 

American researcher S. Hassan adds to the 
model two more factors that affect the system, 
namely the competitive environment within the 
destination, ie the factors that determine competition 
between local tourism market, the media, financial 
institutions, etc. and the competitive environment at 

the macro level – the state of the environment, 
demographic trends, the economic situation in the 
country and the world, the introduction of new 
technologies, etc. [18]. 

Following the work of Richie and Crouch at 
the beginning of the 21st century, the works of the 
Australian researcher L. Dwyer and the Korean 
scientist C. Kim [12, 13] appeared, who proposed an 
improved version of the Richie and Crouch model 
and thus tried to better take into account connections 
between different factors within the destination. In 
addition, the authors of the model came up with a 
rather revolutionary opinion that the determinants of 
competitiveness for each destination can be very 
different, so the destination should seek an individual 
approach to strengthening and developing tourism 
competitiveness, rather than adapting a single 
universal policy or strategy. It is necessary to pay 
attention to the peculiarities of the application of the 
model of destination competitiveness, the relevance 
and importance of its key variables at different 
stages of the life cycle [12]. 

Thus, according to this model, the determining 
factors for the competitiveness of a tourist destination 
can be considered [12]: 

1. Inherited resources of the area where the 
destination is located, including natural and 
historical and cultural resources, because they 
determine the primary interest of tourists to the 
destination 

2. Specially created for the development of 
tourism resources, which include: 

– tourist infrastructure facilities, including 
accommodation, food, transport, tour operators and 
travel agents, car rental, etc.; 

– special sports and leisure activities; 
– leisure and entertainment facilities that are 

not specialized in tourism, but can attract tourists; 
– trade establishments. 
3. Additional factors and resources that can 

provide a basis for sustainable competitiveness of 
tourist destinations. This subgroup includes: 

– institutions of general infrastructure: roads, 
airports, bus and railway networks, water supply, 
telecommunications, electricity, financial system, 
etc.; 

– generally accepted on the territory of 
service quality standards, which in themselves can 
both strengthen the competitive advantages of the 
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destination and weaken them. It is important that the 
average level of service quality corresponds to this 
in the imagination of tourists and in their previous 
tourist experience. In this case, it is possible that a 
tourist destination with high quality standards but 
also high, according to the consumer, these of us, 
will be less competitive than where the quality 
leaves much to be desired, but the prices are 
reasonable for potential tourists; 

– availability of the destination – another 
key factor of competitiveness, which includes the 
availability of the visa procedure, airport capacity, 
etc.; 

– hospitality of the local population – 
according to the authors, one of the key social 
factors influencing the competitiveness of tourist 
destinations; 

– external relations – a category that covers 
trade relations, migration flows, cultural relations, etc. 

4. Destination management: this group includes 
those factors that can make resources more attractive 
and improve the quality and efficiency of other 
factors. 

In addition, these factors allow destinations to 
adapt quickly to situational changes. According to 
the model, destination management includes five 
activities: 

– destination marketing management: this 
category means activities for the development of 
new products, these new policies, as well as the 
creation of appropriate distribution channels. It also 
includes research, market segmentation and 
destination image building. This task must be agreed 
with the public and the private sector of the tourism 
business; 

– destination planning and development 
policy, ie norms, laws and guidelines, goals, 
objectives and strategies that together contribute to 
the realization of the interests of enterprises and 
individuals in the destination; 

– organization of destination management, in 
particular coordination between public and private 
sectors, provision of information on various aspects 
of destination tourism development, strategic control; 

– development of human resources, because 
they play an important role in increasing the 
competitiveness of tourist destinations. The training 
system and the average level of qualification of 
tourist personnel determine the possible degree of 

adaptation to technological, organizational and 
social changes in the environment; 

– environmental management: management 
of natural resources, including – education of local 
people in understanding the importance of 
preserving the environment is a key factor in 
ensuring the competitiveness of tourist destinations 
in the long run, because in tourism more than in any 
other industry, product quality is closely related to 
the quality of the environment. 

5. Situational conditions are able to define the 
boundaries or increase the competitive potential of 
the destination. These include: 

– location of the destination, ie geographical 
location relative to the leading territorial markets for 
the supply of tourists; 

– competitiveness of the microenvironment – 
opportunities and resources of enterprises and 
organizations located in the destination, their 
strategies and alliances; 

– macro environment of the destination; 
– security: political instability, crime, terrorism, 

disease, etc.; 
– prices, or the total cost of the “tourist 

experience”. 
6. The nature of demand for the tourist 

product of the destination, the characteristics of the 
target segments [9]. 

 
Conclusions 

Thus, a market economy involves the study of 
competitiveness in any field of activity, regardless 
of ownership and scale of activity. Competitive can 
be considered a tourist destination that is able to 
produce tourist products that are in demand in 
domestic and foreign markets, and on this basis to 
ensure economic growth and improve the welfare of 
the local population. Competitiveness of a tourist 
product is the main condition that distinguishes 
between the concepts of “tourist region” and 
“tourist destination”. To determine the level of 
competitiveness of a tourist destination, scientific 
models are used. 
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