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Abstract. The aim of the research is to analyze the modern trends and today's develop-
ment stage of tourism industries in Russia and the EU (Cyprus and the Czech Republic).
The article touches a vital topic of contemporary relations among touristic sphere representa-
tives (national and local entrepreneurs), society (consumers), and governmental support (na-
tional and local authorities) through the prism of their relations. The authors consider funda-
mental macro-economic indicators of the tourism industry as an object of the research, where-
as mathematical methods of forecasting in tourism studies are as a subject of the research.
Besides, the authors underline the main directions of entrepreneurship support as a part of
being a successful start-up, in our case, in the touristic industry. Furthermore, it is worth no-
ting the characteristics of the tourism market and the peculiarities of its regulation. In the end,
the collaborators have concluded by analyzing the fact that the government regulation of tourism is
an effective means of stimulating investment activity, improving the quality of services provided,
and solving social problems in terms of the real health of the nation. However, it is crucial to
bear in mind that the main directions of state policy should be the stability and competitive-
ness of the tourist complex.
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Introduction

Tourism today includes a wide array of economic and social activities
on an international scale and covers all social classes. It is directly related to
the development of each modern society and aims at meeting societal needs in
a developed culture to create the conditions for advancing understanding and good-
will among different people in order to achieve a better future for humankind.

The contribution of the tourism sector is beneficial for a country's economy
due to either its influence on each sector or the foreign exchange sector, like:

— the employment sector and especially in the tourist periphery, with the di-
rect consequence of restraining the tendency to immigrate and keeping the popula-
tion in its place;
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— the business sector, through the expansion of the industrial and agricultu-
ral production, to meet the increasing tourist wave, as well as the mobilization of
the international and domestic trade and the activities of various service-related
industries like transportation, telecommunications, banking, travel agencies;

— the income sector; the tourist income, in addition to contributing to the coun-
try's aggregate income, seems to be distributed throughout a broad population stra-
tum; this constitutes a factor of primary importance towards strengthening the de-
velopment of the periphery;

— the cultural sector; in addition to the improvement of the living standards,
there is also a significant boost in their cultural standards;

— the fiscal sector; it must finally be emphasized that the tourist activity exerts
beneficial results on public economics and especially at the local level.

The growth potential of international tourist movements depends on several
variables that include economic, demographic, technological, psychological, socio-
political. It is impossible to quantify the interrelationships among all these varia-
bles to be able to carry out a complete analysis of trends in international tourism.

The primary variable that influences tourist movements positively is growth
in Gross National Product (GNP). GNP growth increases disposable income and
hence, the willingness and ability to consume various goods and services, includ-
ing an increase in tourist demand, whether such a demand refers to the number of
arrivals and number of nights spent or to sums of foreign tourist exchange.

Using as a yardstick tourism's appeal as a qualitative social practice, and if
current trends continue and come to be realized, then one should expect a more
significant increase in demand, both in the near and in the more distant future.
In the analysis that follows, an effort is made to identify those variables that influ-
ence tourist demand.

Theoretical and practical aspects of regional development competitiveness
at different times were discussed in the works of Russian and foreign researchers
and scientists such as J. Schumpeter (Schumpeter, 2007), V.A. Andreev (Andreev,
2011), E.L. Dracheva (Dracheva et al., 2005), M.E. Porter (Porter, Kramer, 2006),
D.K. Hoover (Hoover, 2005), A.H. Studenmund (Studenmund, 2016), H. Leiben-
stein (Leibenstein, 1960), and others.

The main goal of the research is the developing of a sophisticated approach
for studying mathematical methods in forecasting fundamental macroeconomic in-
dicators of the tourism industry. In work, we applied such methods of econometric
modeling and forecasting as modeling using regression equations of fundamental
macro-economic indicators of the tourism industry and forecasting using regression
equations of fundamental macro-economic indicators of the tourism industry.
The next tasks achieve the mentioned goal: to study characteristics of the tourism
market and peculiarities of its regulation; to find out theoretical foundations of
the organization of tourism support and development in the regions of Russia;
to study current state of the tourism industry (in whole world and in each country
separately); to make an analysis of the market of tourism industry; to analyze
the macroeconomic indicators in the tourism industry (the tourism contribution to
GDP); to reveal the problems of government policy for tourism sector; to suggest
and recommend measures for improving the government policy for tourism sector.
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As for the empirical base of the research, it is made up of statistic books,
balance reports, various open statistic links. The theoretical and methodological
base is made up of scholar and scientific works of Russian and foreign scientists
on the problems of forecasting fundamental macroeconomic indicators of the
tourism industry.

Characteristics of the tourism market
and peculiarities of its regulation

The marketing of tourist product has specific characteristics. Although gene-
ral principles of marketing could apply to market the product, there are individual
differences in approach. These differences are because of the peculiar character of
the tourist products. Some unique characteristics of tourist products are as follows
(Brunt et al., 2012):

1. Tourism is an intangible product. Tourism is related to service, facility,
pleasure, leisure. Which is not possible to visualize.

2. Ownership of the tourist product is non-transferable. In tourism, buying
and selling of a product does not mean buying things like other properties. It is
buying or selling the service. In the process of buying and selling of the tourism
product, no transfer of ownership of goods is involved as compared to a tangible
product.

3. Production and consumption are closely interrelated. Production of the tourism
product is not to create a new item. It is related to the idea. Tourism product is the
amalgamation of attraction, facilities, and accessibility. The travel agents who sell
the product neither produce them nor own them. The travel agent cannot store
them. Production can only take place and can only be completed if the customer is
present. Most of the tourist services cannot be consumed in a time difference.
Once consumption starts, it cannot be stopped, interrupted, or modified. The cus-
tomer cannot inspect, compare, or try before deciding to buy the tourism product.

4. Tourism is an assembled product. A single enterprise can not provide
the tourist product. Each of the components of a tourism product is highly specia-
lized, and all these combined make the final product. The tourist product is not
an airline or rail seat or a visit to historical sites but rather a combination of
many components, which together make a complete product. In tourism, each of
the components of the tourist product is sold as an individual product. Airline
tickets, hotels, resorts have their own sales outlets. Because of these peculiar
characteristics, a coordinated effort is required in tourism marketing.

5. The tourism product does not move. The tourism product cannot be
transported. It does not move to the customer, but the customer needs to move to
the product. As an attraction, hotels do not move. Transport moves, but it moves
to its destination only. The customer must get it to enjoy it.

6. The demand for tourism products is volatile. The demand for tourism
products is influenced by different factors such as season, economy, politics, reli-
gion, and other special events. The seasonal change dramatically affects demand.
Many tourists' areas have a short season. The seasonal business creates unem-
ployment, develops passive investment in staff, transport, office rent, and increas-
es the cost of production.
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7. Wide coverage. Marketing of general product may be limited, or produ-
cers can limit their sales campaign and marketing to the local area but in tourism,
it must be done outside or in different locations where tourism product is pro-
duced, because tourists are the outsiders.

8. A luxurious concept. Tourism product being leisure, pleasure, and com-
fort is the most luxurious concept, so it must be marketed. In the modern world of
mass tourism, it has become more critical to be marketed than before.

The complex functioning of the tourism industry organizations lies in the fact
that the assessment of the quality of tourist services by the consumer is entirely
subjective and depends on various factors: general economic, cultural and socio-
psychological, socio-demographic, personal and behavioral.

The tourism industry operates within a developed legal and regulatory
framework that the players in this industry need to adhere to in the course of of-
fering their services. The authority strives to deepen and broaden tourism by de-
veloping and implementing a regulatory framework that ensures fairness, orderli-
ness, and high-quality service in the industry. The regulatory framework of the
authority comprises the following (Krivoruchko, 2003):

— The Tourism Act 2011; The Tourism Act No. 28 of 2011 was enacted to
provide for the development, management, marketing and regulation of sustaina-
ble tourism and tourism-related and services and connected services;

— The Tourism Regulatory Authority (TRA) Regulations 2014, according to
section 122 of the Tourism Act 2011, Tourism Regulatory Authority Regulations
2014, were formulated and gazette to prescribe matters related to the regulation
of the tourism sector and operations of the authority. A vital function of TRA as
per the Tourism Act is to: “register, license, and grade all sustainable tourism and
tourist-related activities and services including cottages and private residences
engaged in guest house services.”

In doing so, the need was found to create, in the Regulations, the Standards,
and Classification Committee. This would (amongst other functions) carry out
the following: undertake overall supervision and guidance of National Tourism
Standardization and Classification exercise of all tourism activities and services;
oversee the development of standards for all tourism enterprises and activities;
provide guidance on regular training and refresher courses for the trained pro-
fessional assessors to improve their competency in grading/quality assurance
system.

Tourism, as defined in 1981 by the International Scientific Association of
Tourism Experts in terms of “particular activities chosen and undertaken outside
the home,” has many manifestation forms. These were classified in the year 1994,
in the “Recommendations Referring to Tourism Statistics” by the United Nations,
according to several criteria that influence the tourism phenomenon aspects (Box
et al., 2008).

The conceptual framework of tourism in the Russian Federation was founded
in 1996 in the law “Based on tourist activity.” From 01.06.2007, the Federal Law
dated 05.02.2007 No. 12-FL “On Amendments to the Federal Law ‘On the Basics
of Tourism Activities in the Russian Federation’ ” comes into force. The law cla-
rifies the basic concepts used in the Federal Law “On the basis of tourist activity”:
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“Tourism — temporary trips (travels) of the Russian Federation citizens, foreign
citizens and stateless people (hereinafter referred to as persons) from permanent
residence for medical, recreational, educational, physical and sporting, profes-
sional, business, religious and other purposes without activities related to the re-
ceipt of income from sources in the country (place) of temporary residence.”

One of the possible schemes of interaction between performers and con-
sumers of tourism services is presented in Figure 1. A complex system of organiz-
ing the production of such a product is called a tourism infrastructure.

Tourist Airlines, railways
accommodation . and Ut_her_Irans_pon
companies urg_anlzauc.-ns h:!r the
delivery of tourists

to the place of stay

Transport — | Tour operator 9
organizations in the | kN
- a — \
places of tourist stay
(transfer services) ¥
Tour agent Insurers
Guide-interpreters, N
tour guides, etc. l
Tourist Embassy visa
Organization of _ | departments

culture, recreation,
entertainment, sports,
food, security, etc.

Figure 1. The interaction of individual subjects of the tourist market

Source: built by the authors.

Tourist infrastructure is a complex of existing facilities and networks for in-
dustrial, social, and recreational purposes, intended for the functioning of the
tourism industry. Tourism infrastructure is an integral part of the tourism indust-
ry (Figure 2), which includes two elements. The first element is the hospitality
industry. To the hospitality industry, it is advisable to refer to the structure needed
for high-quality guest service.

The second element of the tourism industry is the infrastructure component,
which is a three-level system. The production infrastructure represents the first
level of tourism infrastructure — a complex of existing facilities, buildings, trans-
port networks, systems not directly related to the production of tourist products
(as opposed to the structures of the two subsequent levels), but necessary for
the provision of tourist services: transport, communications, energy, utilities, fi-
nance, insurance, security.
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Figure 2. Tourism infrastructure as part of the tourism industry

Source: built by the authors.

The second and third levels of the tourist infrastructure form the enterprises
and organizations directly involved in tourism activities and the formation of tourist
products. The second level includes those structures that can exist without tourists,
but the activities of which expand when they are located in the places where tourists
stay. These are car rental companies, taxis, cafes and restaurants, sports clubs,
museums, theaters and cinemas, exhibition halls, circuses, casinos.

The following elements represent the third level: infrastructure tour operat-
ing — tourist firms involved in the organization and sale of tourist trips; transport
infrastructure — transport organizations engaged in tourist transportation; educa-
tional infrastructure — educational institutions for the training and advanced train-
ing of specialists in the tourism industry; information infrastructure — booking and
reservation system; information and advertising services; tourism authorities —
government agencies whose functions include managing the development of tourism
in the country and in the regions; scientific infrastructure — research organizations
involved in the collection and processing of statistical data on tourism, the prepa-
ration of scientific forecasts and research in the field of economics and sociology
of tourism; enterprises producing goods of tourist demand; trade infrastructure —
retailers selling goods of tourist demand.

Summing up, it should be noted that tourism itself has an impact on all
aspects of the development of the country as a whole and individual region,
in particular, contributing to increasing income, improving infrastructure, solving
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the problem of employment by creating new jobs, strengthening interstate and in-
terregional relations.

For Russia, a regional approach to tourism is essential because of the vast
territory and the enormous natural, social, and economic differences.

The current state of the tourism industry

Over the decades, tourism has experienced continued growth and deepen-
ing diversification to become one of the fastest-growing economic sectors in the
world. Modern tourism is closely linked to development and encompasses a grow-
ing number of new destinations. These dynamics have turned tourism into a criti-
cal driver for socio-economic progress.

Today, the business volume of tourism equals or even surpasses that of oil
exports, food products, or automobiles. Tourism has become one of the major
players in international commerce and represents, at the same time, one of the prima-
ry income sources for many developing countries. This growth goes hand in hand
with an increasing diversification and competition among destinations. This glo-
bal spread of tourism in industrialized and developed states has produced
economic and employment benefits in many related sectors — from construction
to agriculture or telecommunications.

The contribution of tourism to economic well-being depends on the quality
and the revenues of the tourism offer. UNWTO assists destinations in their sus-
tainable positioning in ever more complex national and international markets.
As the UN agency dedicated to tourism, UNWTO points out that particularly de-
veloping countries stand to benefit from sustainable tourism and acts to help make
this a reality.

Current developments and forecasts according to actual statistics data are
the following: international tourist arrivals grew by 4.6% in 2015 to 1,184 million;
in 2015, international tourism generated US$ 1.5 trillion in export earnings;
UNWTO forecasts a growth in international tourist arrivals of between 3.5 and
4.5% in 2016; by 2030, UNWTO forecasts international tourist arrivals to reach
1.8 billion, according to the UNWTO Tourism Towards 2030 (UNWTO General
Assembly, 2011).

The Global Tourism industry gained a total of $1.5 trillion in 2018, with
revenue rising at an annualized rate of 0.2% over the five years to 2018. Global
tourism has performed well during the five years, with emerging economies con-
tinuing to stimulate growth.

In the table Table 1, we show the leading indicators of the tourism industry
in Russia. From table, we can see the growth rate of different indicators in Russia.
Almost all indicators have negative dynamics, except Direct Contribution to Em-
ployment, indicating that by 2017, the number of job places in the tourism sphere
had been expanded. One more indicator shows positive dynamic despite negative
meaning — Expenditures because Rate of growth —4.7, in this case, shows that
costs were reduced.
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Table 1
The leading indicators of the tourism industry in Russia
Years Rate of
Main indicators growth,

2011 2012 2013 2014 2015 2016 2017 %

Travel & Tourism
Direct Contribution 25000 26000 27000 26000 17000 16000 19000 -24.0

to GDP, $ million

Expenditures
(currentUS $ 37343 48096 59504 55383 38434 27653 35585 4.7

million)

Travel & Tourism
Direct Contribution
to Employment,
a thousand people

851.8 8085 8142 838.3 807.8 850.1 854.6 0.33

Inbound Tourism
Indicators, 8830 11328 10759 11988 11759 8420 7788 -11.8

$ million

Receipts (current  y o o0y 17876 20198 19451 13204 12820 14983 -11.6
US$ million)

Source: All data were taken from World Data Atlas. https://knoema.com (accessed:
05.05.2019).

Let us compare it with the Cyprus touristic sphere, presented in Table 2.

Table 2
The leading indicators of the tourism industry in Cyprus
Years Rate of
Main indicators growth,
2011 2012 2013 2014 2015 2016 2017 %

Travel & Tourism
Direct Contribution 1000 1000 2000 1000 1000 1000 2000 100.0

to GDP, $ million
Travel & Tourism

Direct Contribution 55 4 544 265 253 235 247  26.1 16.5
to Employment,
a thousand people
Inbound Tourism
Indicators, 2160 2554 2599 2893 2844 2487 2762 27.8

$ million

Receipts (current 5707 5735 3020 2920 2481 2757 3128 155
US $ million)

Expenditures
(currentUS $ 1730 1687 1621 1771 1439 1604 1781 2.95

million)

Source: All data were taken from World Data Atlas. https://knoema.com (accessed:
05.05.2019).

Almost all indicators have a positive dynamic of growth, except Expenditures,
indicating that this sphere of tourism needs to be improved by governmental policy.
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Then to study the situation in the Czech Republic, gathered from Table 3.

Table 3
The leading indicators of the tourism industry in the Czech Republic

Years Rate of
Main indicators growth,
2011 2012 2013 2014 2015 2016 2017 %

Travel & Tourism
Direct Contribution 6000 6000 5000 5000 5000 5000 6000 0
to GDP, $ million

Travel & Tourism
Direct Contribution

2497 2264 207.3 211.8 2135 218.4 2234  -105
to Employment,
a thousand people
Expenditures
(curentUS$ 4876 4556 4698 5173 4819 4963 5518 13.1
million)
Receipts (current  gq40 8474 7792 7614 6766 7041 7693  -13.8
US $ million)
Inbound Tourism 2125 gn95 7456 7042 6822 6056 6308  —12.0

Indicators, $ million

Source: All data were taken from World Data Atlas. https://knoema.com (accessed:
05.05.2019).

In the Czech Republic, the picture is almost the same as in the Russian Fede-
ration because only expenditures by international visitors have dynamic growth,
but in our case, it is the bad sign. According to these indicators, we can track
a tendency of growth or decrease during the years.

Analysis of macro-economic indicators in the tourism industry

Travel & Tourism is an essential economic activity in most countries around
the world. As well as its direct economic impact, the sector has significant indirect
and induced impacts too. The direct contribution of Travel & Tourism to GDP
reflects the “internal” spending on Travel & Tourism (total spending within a par-
ticular country on Travel & Tourism by residents and non-residents for business
and leisure purposes) as well as government “individual” spending — spending by
government on Travel & Tourism services directly linked to visitors, such as cul-
tural (e.g. museums) or recreational (e.g. national parks). The direct contribution
of Travel & Tourism to GDP is calculated to be consistent with the output,
as expressed in National Accounting, of tourism-characteristic sectors such as ho-
tels, airlines, airports, travel agents, and leisure and recreation services that deal
directly with tourists. The direct contribution of Travel & Tourism to GDP is cal-
culated from total internal spending by “netting out” the purchases made by
the different tourism industries. This measure is consistent with the definition of
Tourism GDP.
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Therefore, we will analyze the direct contribution of tourism to GDP (% share)
in the Russian Federation, Cyprus, and the Czech Republic separately. The curve in
Figure 3 shows the change of GDP percent share within 12 years. In 2017, travel
and tourism direct contribution to GDP (% of GDP) for the Russian Federation
was 1.24%. Travel and tourism's direct contribution to GDP (% of GDP) of
the Russian Federation fell gradually from 1.68 % in 1998 to 1.24 % in 2017.

L DATE VALUE CHANGE, %

8] \ 570%
\ 4 324 %
i VAS
0 L 047N
1 R TR G TR B A e A AR TR J 4 9N
1995 1997 1999 2001 2003 2003 2007 200% Joil 2013 2018 o0
08 | %

Figure 3. Direct contribution of the Russian Federation to GDP, % share

Source: All data were taken from World Data Atlas. https://knoema.com (accessed:
05.05.2019).

The situation in the Czech Republic is quite better (Figure 4). They have
an average percentage of the direct contribution of tourism to GDP by about 2.5-3%.
In 2017, travel and tourism's direct contribution to GDP (% of GDP) for the Czech
Republic was 2.58 %. Though the Czech Republic travel and tourism direct con-
tribution to GDP (% of GDP) fluctuated substantially in recent years, it tended to
decrease through the 1998-2017 period ending at 2.58 % in 2017.

373 DATE VALUE CHANGE, %
| 2017 258 018 %

i3 / 2016 258 026 %

/ / 258 014 %
538 |
2014 257 183%
2013 262
2012 271 71

b O S S —— 2009 295 053 %
1995 1997 1999 2001 1003 2005 2007 200% 1011 2013 2015 2017

2008 293 516 %

Figure 4. Direct contribution of the Czech Republic to GDP, % share

Source: All data were taken from World Data Atlas. https://knoema.com (accessed:
05.05.2019).
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Cyprus shows the highest indicators of the direct contribution of tourism to
GDP, and it is not accidentally. Cyprus’ economy has extreme dependence from
tourism because it is an island state, and most of the local population earn money
this way. By the way, we can see from Figure 5 that there was a quite long reces-
sion during the 2000-2009 years. Only after the 2009 year, the direct contribution
of tourism to Cyprus GDP has grown. Cyprus travel and tourism direct contribu-
tion to GDP (% of GDP) was at the level of 7.31% in 2017, up from 6.84%
the previous year.

n DATE VALUE CHANGE, %
\
/ \ 731
0 / \
\ // \‘ 6 B4 836%
\
’ ”
e \\ 5 51 06 %
\
¢ \ 2014 631 0.50 %
» \»
y - ‘—/ 2013 634 1576 %
2012 48 875 %
° /
/ 2011 5.04 255 %
: \»/“ 2010 491 231 %
‘. — - — y 48 7%
195 v iovd Jool Jool Joob Joo? deod Joid desd el doud
08 5.7 %

Figure 5. Direct contribution of Cyprus to GDP, % share

Source: All data were taken from World Data Atlas. https://knoema.com (accessed:
05.05.2019).

Revealing the problems of government policy
for the tourism sector

Tourist business in Russia is in the stage of profound structural reorganiza-
tion, institutional formation, the formation of intra-industry, inter-industry, inter-
regional, and foreign economic relations. This entirely relates to the process of
the formation of tourist infrastructure, the corresponding segment of the labor
market, the system of state regulation of tourist activity (Song, Li, 2008).

At present, Russia, as a country developing international tourism, occupies
a very modest place in the global tourism market. The share of tourists entering
Russia is approximately 1% of the global tourist flow. This is a low figure, given
that cultural Russia's historical and natural potential is much higher than in many
countries with traditionally high tourist attendance. In our opinion, this is due to
several problems, the key to which is the problem of organization and strategic
development tourism as a particular sphere of professional activity at the state
level.

Consequently, researchers are faced with the problem of finding such me-
thods for building an effective industry management system that would streng-
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then the market position of each Russian organization engaged in serving tourists,
and thereby contribute to the further development of the entire tourism business in
Russia, our country's growing into the industry world tourism.

However, it should be noted that in Russia, certain tendencies towards the or-
ganization of the state regulation system of tourist activity have already emerged.
The implementation of the state policy in the field of conservation and develop-
ment of tourism is carried out by the Federal Agency for Tourism of the Russian
Federation, which is under the jurisdiction of the Ministry of Sport, Tourism and
Youth Policy of the Russian Federation. At the same time, the main principle of
state regulation of tourist activity is that the state recognizes this area as one of
the priority sectors of the Russian economy, contributing to its full development.
In particular, the state is actively using such essential tools for regulating the ac-
tivities of tourist organizations and protecting the rights of consumers of tourist
services, such as licensing standardization and certification.

Services on international tourism in Russia at the present stage does not al-
ways correspond to designated standards of service, quality assurance services at
entry tourism. This happens for several reasons. This is precisely the reason and,
at the same time, a consequence of the ineffective system of international business
management in the Russian Federation.

World experience demonstrates the feasibility and even the need to divide
national tourist administrations into two branches: the first solve global tasks re-
lated to the regulatory framework, collecting and processing statistical infor-
mation, coordinating the activities of tourism enterprises and regions, internation-
al cooperation at the regional level, and the second is marketing activities.

The need for separation of powers and duties can be explained by the goals
set before the tourist administration authorities. The specialized ministry sees
the main goal in the development of international tourism in the formation of
a modern, highly efficient, and competitive tourist complex. At the same time,
the ministry responsible for marketing activities focuses on creating a positive
image of the country in the global tourism market and increasing the attractive-
ness of the national market for international tourism activities (Song, 2009).

Conclusion:
recommendations and further research practice

Tourism is the most potent economic branch worldwide, with complex func-
tions and multisector implications. With about one hundred thousand employees
worldwide, tourism stands out as the most important employer. In this context,
rural tourism has emerged and developed, embracing all the tourism activities in
the rural areas, with the purpose to put into value the natural and human potential
of villages. This is considered as “the meeting place” of the rural culture with
the urban culture, which is much more sensitive to nature. Rural tourism is also
an occupational alternative for the rural labor force, a modality for the diversifica-
tion of the economic activities, generating alternative incomes, and it represents
a factor of the rural population's stabilization.
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In the fragile and pristine areas, which are most often protected areas, the eco-
tourism or ecological tourism can also be developed, which is a form of sustaina-
ble tourism, whose goal is to supply high-quality tourism services in the condi-
tions of protecting the natural areas and stimulating local economic development.

The support to tourism infrastructure and services in the rural area is neces-
sary out of two reasons: firstly, for the creation and promotion of competitive
tourism, and secondly, for setting up local networks for the promotion and supply
of these services with the active involvement of the rural population, mainly of
women and young people. There are very few methods to measure the success and
profitability of investments in tourism, due to the semi-informal nature of activi-
ties, the poorly organized promotion and marketing, mainly at the county and lo-
cal level, which makes it difficult for the entrepreneurs/operators to penetrate on
the market and develop their businesses correspondingly.

The development of an economic activity needs finance, which can be provided
from own resources accumulated in time or borrowed; support provided by the busi-
ness partners, which can finance the entrepreneur’s business by the supply of equip-
ment, raw materials and materials in advance, on the condition of the subsequent
payment of their cost, also named commercial credit (this type of credit is practiced as
a rule between enterprises that have long and stable commercial relations); bank cre-
dit or credit from other financial institutions; national, European and international
programs oriented towards the support of small and medium-sized enterprises.

The development of micro-enterprises, as well as of the small and medium-
sized enterprises in the touristic industry, will play an essential role in the econo-
my, where it represents a significant source for obtaining incomes and for the pro-
motion of entrepreneurial skill, innovation, and job creation.
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HayuyHas ctaTtbs

UupycTtpus typuama B Poccun m EC:
eCTb JIu NocNneacTBUS MHOroOypoOBHEBOM
HaUMUOHaNbHON NOBECTKN AHNA?

N.B. bornames, A.A. AnajabkoBa, E.C. Boruenko

KyOaHckuit rocy 1apCTBEHHBII YHUBEPCUTET)
Poccuiickaa @edepayus, 350040, Kpacnodap, ya. Cmaspononvckas, 149

Llenpio mMccIemOBaHMS SBISAETCS aHAN3 COBPEMCHHBIX TEHACHIMH M COBPEMEHHOTO
stana pa3sutus nHAycTpun Typusma B Poccun n EC (Kunp mn Yexwus). CtaThst 3arparuBaet
aKTyaJbHYIO0 TEMY COBPEMEHHBIX OTHOLIEHUH MEXKIy NPEACTaBUTENSIMU TYPUCTUUECKOH ce-
PHI (HAIIMOHATBFHBIMU U MECTHBIMH IIPEIIPUHUMATEISIMH), 0OIIECTBOM (TOTPEOUTEISIMHI) H
rOCYJapCTBEHHOH MOMIEPIKKOH (HAMOHATBHBIMA U MECTHBIMH BIAaCTSIMH) CKBO3b MPU3MY UX
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OTHOIICHUH. B KauecTBe 00BEKTa MCCIEIOBAHHS aBTOPHI PACCMATPHUBAIOT OCHOBHBIE MaKpoO-
9KOHOMHUYECKHE MOKa3aTeNd UHAYCTPUHM TypU3Ma, a MPEeAMETOM HCCIICJOBAHHS SIBISIOTCS
MaTeMaTUYEeCKUE METO bl IIPOTHO3UPOBAHNUS B UCCIIEAOBAHMAX Typu3Ma. KpoMe Toro, aBTopsl
BBIIETISIIOT OCHOBHBIE HAIPaBJIEHUS NOAAEPKKU NPEAIIPUHUMATENBCTBA KaK YaCTH yCIIELIHO-
ro crapTarna, B HallleM cllydyae — B TYPUCTUYECKON UHAYCTpUU. Takke CTOUT OTMETUTH OCO-
OEHHOCTH TYPUCTUYECKOTO PHIHKA U CHENHU(UKY ero peryanpoBaHusa. ABTOPBI MPULLUIN K BbI-
BOZy, UTO TOCYJApCTBEHHOE pEryIUpOBaHUE Typu3Ma sSBIAETCS 3(PQEeKTHBHBEIM CpPEeICTBOM
CTUMYJIMPOBAaHUS UHBECTULIMOHHON EATENIbHOCTH, MOBBIIIEHUS KaueCTBa MPEI0CTaBIIsIeMbIX
YCIIYT U pelIeHs] COUMAIBHBIX MPOOJIEM C TOUKH 3pEHHS peanbHOro 340pOoBbs Hauuu. OnHa-
KO Ba)XXHO HMMETh B BHJY, YTO OCHOBHBIMH HAIIPABICHUSAMH TOCYIApPCTBEHHOW MOJUTHUKH
JOJDKHBI OBITH CTAOMIIBHOCTD U KOHKYPEHTOCIIOCOOHOCTh TYPUCTHIECKOTO KOMIDIEKCA.

KnaioueBble cj10Ba: HHIYCTPHUS TYpH3Ma; TOCYIapCTBCHHO-YACTHBIE MMAPTHEPCTBA; Ba-
JTOBOY HarmoHansHbIM TpoaykT; BHII; MakposkoHOMHUECKHE TTOKa3aTeNn TYpHU3Ma; POCCH-
CKasi MHAYCTpHUS Typu3Ma; TypuUcTHUecKud cextop Kumpa; typuctuueckuii cextop Uexuu;
CEJIbCKUU TYpU3M
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