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Abstract. Communication with customers is considered with the aim of convincing the
consumer that the desired resort and service, attractions and expected interests are fully
compatible with the satisfaction of the customer's desire.
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INTRODUCTION

Tourism does not differ from other forms of economic activity in its important features.
Therefore, all existing features of modern marketing can be fully applied in tourism.

MATERIALS AND METHODS

At the same time, there is a characteristic of tourism that differs from other forms of trade
in services and not only in products. Here, both trade and service take place as products
(according to experts, services make up 75% of tourism, products 25%), and tourism service and
product consumption are important in their production.

In traditional production with a clear result of work, the concept of marketing has a clear
meaning.

RESULTS

The result of activity in tourism is a tourist product. A tourist product is any type of
service that satisfies one or another demand of tourists and is paid for by them. The tourist
service includes hotel, transport, excursion, translation, household-utility, mediation and other
services. At the same time, "tourist product” can be considered in a wide and narrow scope.
Tourism in the narrow sense is a product, a service of the tourist industry in a specific direction,
that is, a set of standardized services sold to tourists in one “package". Tourist trips sold abroad
on the basis of standardized packages or service packages are often called "package tours".
These are the main content of the activities of many tourist companies. It should be taken into
account that The level of demand for packages varies from country to country. Package tours are
mainly used in Belgium, Germany, the Netherlands, Great Britain and Denmark, with a share of
38% of all trips. In Greece, Spain, Italy, the level of demand for packages is low, that is, they do
not exceed 30%.

The International Tourism Organization distinguishes three tasks of marketing in tourism:

X/

< contact with customers;

X/

X development;
X control.
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Customer communication aims to convince the consumer(s) that the intended vacation
destination and the available services, attractions, and expected benefits are fully compatible
with the satisfaction of the customer's desires.

Development aims to introduce innovations that can provide new opportunities for sales.
In turn, the introduction of such innovations should correspond to the wishes and requirements of
potential customers.

Control is the analysis of the results of activities on the penetration of services into the
market and the verification of how well these results reflect the full and successful use of the
available opportunities in the field of tourism.

First of all, the tourist product should be well received. In this regard, tourism marketing
shows the sequence of actions of tourist enterprises aimed at achieving such goals. Therefore, the
following definitions of tourism marketing are reasonable and reasonable.

Marketing in tourism means a system of continuous coordination of the offered services
with other services. Here, the demand in the market is used, and the tourist enterprise will be
able to offer the service more efficiently and profitably compared to other competitors. This long
definition embodies a number of ideas, and we will explore these in more detail.

The first idea is as follows: Marketing is not an individual activity, but a system of
activities. In other words, it is a sequence of tourism enterprise activities that must be combined
to achieve the set goals. At this point, marketing is not only the sale of advertisements and
services or the mere development of services, but a system in which all tasks and actions
consistent with the marketing concept should be combined.

The above situation means that marketing is different from commercial work (activity). If
commercial activity is expressed in the use of all forces and means to accelerate sales, then the
purpose of marketing is the process of interaction of developing and selling services in
accordance with consumer demand.

The second idea is important, and its purpose is that marketing is not completed in one
action. It is not a one-way process, where the timing of applying new prices or attracting new
tourist products is considered. The fact is that the market is always in a state of movement and
dynamics. For example, consumer demand changes under the influence of various factors, and
competitors also work to attract new services to the market. These examples show that marketing
is really a continuous process, and the tourism organization should be continuously involved in
it. Thus, marketing looks to the future and is not limited to the present.

The third idea is that marketing provides insight into what needs to be done to meet
customer demand. Here, the customer is not only thinking about what he is consuming in the
current situation, but also what he can buy in other situations (for example, when his income
increases). Marketing, as mentioned above, requires foresight. It embodies, in itself, the
formation or prediction of the right views that may be necessary for consumers. It also provides
an opportunity to evaluate whether it is possible to force people who are not considered clients of
the firm to apply for the services offered by them (the firm).

The fourth idea emphasizes that marketing enables the application and identification of
profit maximization tools. This makes it only economy level. The goals of the tourist company
should be realized in exchange for quality satisfaction of customer demand for a long enough
time.
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Characteristics of service marketing. Along with product capital and labor markets, there
is also a vast service market that operates alongside them. The service sector is a future and
rapidly developing sector of the economy. In industrialized countries, the weight of services
makes up more than 70% of the gross domestic product. At the same time, the number of people
employed in the service sector is increasing. Despite the rapid development of the service sector
and its great importance in the economy, the concept of "service™ has not yet been given a
general definition. F. According to Kotler's definition, "Service is an object of sale as actions,
interests, or satisfactions.” It follows from this definition that

Various services are in circulation in the service market. For this reason, the service
market is divided into narrow structural markets. Services usually include: transport,
communication, trade, material and technical support, household and communal services,
banking and finance, science, education, health care, culture and art, physical education, sports,
tourism, etc.

In the provision of services, the common side of various labor activities is created -
consumption value that does not have a material form. Therefore, the service market is
fundamentally different from other markets. There are two main reasons for this difference.

First, the service does not exist until it is fulfilled, that is, the product is created in the
process of providing the service. This situation does not make it possible to compare two
different service providers, two competing firms, their services, even if their products appear to
be the same. The quality of service can be compared after implementation. We have the
opportunity to compare material goods before buying them. We only have the opportunity to
compare the condition of the expected and after the service.

Second, the service industry requires special knowledge and skills that are difficult for
the customer to not only appreciate, but even to understand. Abstraction in the process of service
can put the customer in an uncomfortable situation, as well as hurt, anger, cause distrust.
Therefore, in this field, the buyer always wants to work with a certain service provider. This
situation is more profitable for the service provider, which creates a factor of repetition of such
communications.

The above aspects apply to all service markets. In general, the uniqueness of the service
requires a special approach to business activities to meet the demand for the service. In addition
to the variety of services, they have in common, they are of four types:

X Intangibility.

X Continuity of production and consumption.

<> Quality variability.
<> Inability to save.

Intangibility means that the service is not tangible, it cannot be demonstrated, tried,
studied before receiving it. It is very difficult to evaluate and discuss what is sold to the
customer, sometimes after and before receiving the service. Therefore, he has to believe the
words of the service provider. As a result, the consumer will definitely have elements of hope
and trust in the service provider.

At the same time, the intangible nature of the service makes it difficult for the seller. At
least two problems arise in the service business. On the one hand, it is very difficult to show
customers your product, on the other hand, it is even more difficult to explain to them what they
are paying for. Only after the service has been provided to the customer can the salesperson

L)
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highlight its benefits, but the service can only be evaluated after it has been performed. In
addition, there are types of services that customers cannot evaluate even after they have been
performed (for example, in medicine). It can be said that the concept of service in marketing is
profit, income. Continuity of production and service consumption is one of the important
features. Service can be performed only when the customer appears or the order is received.
From this point of view, some experts believe that the continuity of production and consumption
shows exactly that factor, that is, their difference from the material form of products.

The continuity of the relationship between production and consumption, many types of
services are considered to be inseparable, regardless of who offers them. Therefore, personal
service in a hotel cannot be separated from a hotel attendant, restaurant service from a waiter,
ticket sales service from a cashier.

Figure 1 shows the difference between a service and a product in terms of the relationship
between production and consumption.

Drawing 1.
Interdependence of production and consumption in products and services

Product

Production Selling
Save l
Simultaneous
Selling production  and
consumption
Consumption

Involving the customer in the service consumption and production process means that the
marketer should be concerned not only with what to produce, but also with how to produce it.
The main meaning is occupied by the second issue. Therefore, the correct selection and training
of persons who enter into contracts with customers is necessary to ensure the quality of service
and to create the confidence of the buyer in this or that firm. In addition, the buyer often
monitors the service of the seller as a kind of expert, whose knowledge and professional skills he
relies on. In this sense, the seller's service will always be a part of it.

The inevitable result of the continuity of production and consumption is the variability of
service quality. The quality of service depends on who, where and when it is provided. For
example, the quality of service in one hotel is high, and in another it is low. One of the hotel staff
is polite and friendly, and the other is rude and rude. Even the same good employee performs
different services during the workday.

Two groups of factors have a major impact on service variability. The first group is
directly related to working with individuals in the enterprise. Therefore, the variability of the
service quality may be related to the lack of high qualification of workers, slowness of their
training, lack of information and handling aspects, lack of appropriate control over the
performance of individuals. Second, the important basis of service variability is related to the
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high level of individuality of the service in accordance with the customer's requirements, that is,
its rarity. At the same time, it requires a systematic, comprehensive and thorough study of
consumer behavior. As a result, it provides an opportunity to learn the psychological aspects of
managing consumer demand or working with customers in a service company. Standardized
service delivery is developed to reduce service variability. The service standard is a (complex)
comprehensive obligation to fulfill the customer's service rules, which calls for guaranteeing the
specified quality level of all developed operations.

DISCUSSION

So, the American Airlines service standard will be as follows:

order calls must be answered after 20 seconds;

85% of passengers should not stand in line for more than 5 minutes;

flight time may change by no more than 5 minutes from the schedule;

doors must be opened 70 seconds after landing;

- there is always a stock of necessary magazines in the salon.

Diligent adherence to regulations makes it one of the preferred firms by passengers. The
main feature of the service is its inability to maintain. The Service cannot be reserved for future
sale. If demand exceeds supply, such as when a store takes a product out of stock, the situation
cannot be changed. On the other hand, if the service capacity exceeds the demand for them, it
will result in a loss of profit. The lack of maintenance means that special measures must be taken
to balance supply and demand. This line can include:

<> setting differentiated prices;

X applying discounts;

X introducing a system of advance orders;

X increase the speed of service;

<> combining the functions of individuals.

On the basis of marketing research, periods of decrease and increase in demand are
determined by foreign airlines; the increase was observed from June 15 to September 30 and on
weekends, and the decrease was observed in other periods. This helped to develop a system of
incentives for travel during periods of reduced demand.

The cheapest prices for tickets are set during the period of decline. On New Year's
holidays, they are increased by an average of 10%. Midweek tickets are cheaper than weekends.
"Sunday rule" applies from weekends to change the demand. Accordingly, passengers will be
able to use the preferential return ticket next Monday. In other cases, they must pay the full
price.

The considered characteristics of service provision (intangibility, production and
consumption continuity, quality variability, inability to store) increase the risk of purchase and
make it difficult to evaluate. Research on risk appetite in the service industry compares
consumers' perceptions of perceived risk and service variability to the purchase of tangible
products. The service provider should pay attention to such risks and take measures to reduce
them. This will help not only to increase regular customers, but also to attract additional buyers.

Thus, the nature of the service market, the nature of the service and the nature of its
acceptance by consumers, means the nature of marketing in the field. The main task of service
marketing is to help customers evaluate the company and its service.

At the level of individual economic entities, marketing is an integrated system of
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planning product assortment, volume, distribution over selected markets, sales and pricing,
ensuring the achievement of a variety of benefits that leads to the satisfaction of both producers
and consumers. This definition is broad enough to include the activities of non-profit
organizations. Thus, marketing is the activity of a tourist enterprise for customers. For
commercial organizations, the main purpose of which is to make a profit, when marketing is
narrowly defined in the entrepreneurial sense, it is understood as a management system of
production and sales activities aimed at obtaining the necessary profit by taking into account the
market conditions of the organization and actively influencing them.

CONCLUSIONS

It follows from this that the large number of fields of use of marketing leads to a wide
variety of definitions given to marketing.

Tourism marketing is a set of methods and methods of organizing the promotion of
tourist services and attracting attention. Tourism marketing contacts with existing and
prospective customers; development of the tourism sector (construction, design of new tours);
should control the satisfaction of touristic demand.
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