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MODERN ASPECTS OF TOURIST RESOURCES DEVELOPMENT

Summary. The article considers the main trends in the formation and development of tourist resources. Taking
into account the purpose of the study, the main aspects of the formation of demand for a tourist product, which
determines the main characteristics of tourist resources, have been proposed and justified in the article. Based on
the researches of domestic scientists, the classification of recreational resources has been carried out, as well asthe
feature of impracticability of the tourist product has been interpreted, which, in its turn, affects the formation of
such a feature of as tourist product as virtuality. This feature allows you to get feedback from the consumer of the
tourist product. It is proposed to consider a tourist product as a combination of services of linguistic and non-lin-
guistic nature in the sphere of tourist services with the possibilities of natural, artificial and human resources.
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CYYACHI ACIIEKTH PO3BUTRKY TYPUCTUYHUX PECYPCIB

Amnoranis. OcHOBHOIO TpO0JIEMOI0 B CYyYACHIN Y KpAIHi € CoIliaJbHa HAIPYKEHICTh, 00YMOBJIEHA BUCOKUM PiBHEM
0e3pobiTTs ceper mparesgaTaoro HaceaeHHs. OTHNM 31 cIIoco0iB PO3B'I3Ky JAHOI IIPOOJIEMA MOKE CTATH MOIEPHI-
3aIris ¥ PO3BUTOK PEriOHAIBHOIO TYPHUCTCHKOr0 KoMILIekcy. Lle m03BonTh 3a0e3rmeun Ty CTBOPEHHST HOBUX POOOYMX
Micup, Gy/e CIpUATH PocTy B0Gpo0yTy CyCIINIBCTBA, 30€PerkeHHI0 YHIKAIBHOI €KOCUCTEMH PErioHy, IHTeHCHBHOCTI
KyJIBTYPHOIO OOMiHY, IIJIBUIIEHHIO PIBHS TOJIEPAHTHOCTI #, SK HACJLIOK, 3MIIHeHHIo cTabliabHocTi B kpaini. He-
3BaIKAIOYM HA Te, 0 YKpaiHa Mae Gararl TypI/ICTCI:Kl pecype, TypU3M Tak 1 He JJOCAT pIBHS POSBUTKY, IO BIAIIO-
Bilae CBOIM IOTEHIITHIM MOKIIUBOCTAM. ¥ LeH 9ac B'ISHUN TyPHU3M 3a/IUIIAEThCS He3aTpeOyBaHUM BHACILIOK He-
PO3BHHEHOCTI 1H(pacTPyKTypH, HeJOCKOHAJIOCTI MEXaHI3MIB JIePiKaBHOTO PeryJIOBAHHS Ha PISHUX PIBHAX BIIAH,
BIJICYTHOCT1 MOTHBAIILI [J151 NPUBATHAX IHBECTHIIIH Y TYPUCTCHK] PUHKY # e(heKTUBHIX METO/IB eKOHOMIYHOTO aHa-
JTI3y TIOTEHITIaTy perioHy. ¥ 3B'sI3Ky 13 IIMM MOKHA CKA3aTH, 10 MOAEPHI3AIlis PErioHAILHOIO TYPUCTCHKOIO KOM-
Iiexkcy YEpaiHu € akTyaJIbHAM 3aBJAaHHAM 3a0e3eueHHs BIIHOBHOI'O 3POCTAHHS €KOHOMIKH PErioHy I BUMAarae
PO3p00KH eheKTUBHOIO IHCTPYMEHTAPI0 MOoro po3BUTKY. Jlama cTaTTsa posryiagae IMUUISXU PO3BUTKY TYPUCTHUHUX
TIOCJIYT y CyYaCHUX yMOBaX Y KpaiH! 1 BPaXOBYIOUH MICIIEBY CIIEITH(IKY PUHKY IOCIYT. ¥ CTATTL OyJIM PO3TIISHYTL
# po3'sICHEeH] OCHOBHI IILISIXK (bopMyBaHHH TOIUTY Ha TYPHUCTHUYHI IIOCTIYTH, 4 TAKOM ApryMEHTOBAHO IX OCHOBHI
XapaKkTepucTUKN. Bassinu 3a OCHOBY BITYU3HAH] JOCIIKEHHS, OyJIa IIpoBesieHa KIacu(Ikallis MOKIIBOCTeH Bill-
HOBHOT'O TYPHU3My ¥ BILJIUB HEHAB'SI3JIMBOCTI TYPUCTUYHUX IIOCIYT HA (DOPMYBAHHS 03HAKY BIPTYAJIBHOCTI ITOCIIYT.
e no3BosIse OTPEMYBATH BIITYK B KIHIIEBOTO CIIOMKHMBAYA IOCIIYT, TA BUKOPHUCTOBYBATHU IO IH(OPMAILIO /I
IIOJaJIBIIOTO HOJIIIIIeHHs HOc/IyT. Bysa npuitHaTa KOHIeMIs 06'eIHAHHS TYPUCTHYHUX IIOCIIYT Y KOMILIEKC: IIPH-
POJIHE OTOYEHHS, IITYYH] KOMILIEKCH Oy I1BEJIb 1 JIIOJICHKUI IIePCOHAI, 4 TAKOXK P13kl 1HMOPMATIIHI M KOHCYJIbTA-
N TYPHUCTAYHI KOMILJIEKCH B3ST1 38 OCHOBY II00yIOBH Mojeseil puHKy mociyr. HeoOxigHicTh
3MIMCHEHHS JOCIIIIMKeHHs 00yMOBJIEHA HEJIOCTATHICTIO HASIBHOCTI CTPATEril 3apOoIKeHHsA M POSBUTKY TYpU3My Ha
perioHaJIbHOMY PIBHI. Y CTATTI OIKCAHI CIIOCOOM IIEPEHECeHHS B peasibHy IUIOIIUHY MOJesIel BIHOCHUH Cy0'€KTIB
1 00'exTIB TypHU3My. VY crarTl BUKIIAIEH] OCHOBHI HAIIPAMEHN periOHanLHO'l' HOJIITHKY JJIS d)opMyBaHHH 1 PO3BUT-
Ky TyPH3MY, SKi MOMKYTB OyTH BHKOPUCTAHI [JIs BIIPOBAJI’KEHHS PISHUX IIPOrPaM TyPHCTCHKO-DEKPeallifHoro Ha-
MIPSIMKY, GOPMYBAHHS ¥ POSBUTKY BHYTPIIIHBOIO M MIsKHAPOIHOTO TYPU3MY HA PIBHI PEriOHIB.

Karovosi ciora: TypI/ICTI/ILIHl pecypcH, TYPUCTHYHUH IIPOAYKT, cdepa MOCayT, TYPUCTUUHA 30HA, TYPUCTUIHUN
KOHTHHTEHT, PeKpeaIriiiii pecypcH.

roblem statement. At the current stage,

the identity of the tourism industry and its
significant difference from other economic struc-
tures need a special scientific approach to the or-
ganization and management of the service process
in the field of tourism services.

In particular, the need for a sound scientific
approach is linked to the main typical problems of
this area, such as the seasonal nature of demand
for tourist product, the inability to accumulate its
supply and, so to say, the virtual nature of its im-
plementation.

Therefore, the main content of the tourist prod-
uct formation is tourist resources, which a certain
tourist area for rest of the tourist community de-
pends on and which the tourist product is sold for.

The most recent scientific researches and
issues analysis. The development of tourism as
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a socio-economic phenomenon has been consid-
ered by many researchers. Among the domestic
scientists it is necessary to mention the works of
Agafonova L.V. [1], Azar V.I., Dyadechko L.P. [2],
Zorina V.V., Kaverina T.P., Kvartalynova V.V.,
Shaptala O.V. [6]. These publications provide an
opportunity to draw conclusions about the exist-
ence of positive trends in the tourism industry.

Selection of previously unsolved parts of
the whole problem. Research on the develop-
ment of tourist resources 1s an important basis for
improving the efficiency of services, improving and
raising the quality of service provided to the tour-
ism target market. The relevance of the definition
of the tourist product in the sphere of tourism ser-
vices has now started making a significant influ-
ence on the economy of the country in the condi-
tions of market relations development.
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Aims of the article. The present article is
aimed at considering the main trends in the forma-
tion and development of tourist resources. Taking
into account the purpose of the study, the aim was
also to propose and justify the main aspects of the
formation of demand for a tourist product, which
determines the main characteristics of tourist re-
sources. Based on the research of domestic scien-
tists, the classification of recreational resources
was carried out in the article, as well as was inter-
preted the feature of the tourist product impreci-
sion, which in its turn affects the formation of such
a feature of the tourist product as virtuality. This
feature allows you to get feedback from the consum-
er of the tourist product. The purpose of the article
1s also to propose to consider the tourist product as
a set of services of linguistic and non-linguistic na-
ture in the sphere of tourism services, with the pos-
sibilities of natural, artificial and human resources.

Statement of basic materials. Tourist re-
sources, as the main source of the formation of
the tourist product, reflect the main basis, which
should exist continuously and constantly, forming
1ts characteristic properties.

Tourist resources are a set of natural and so-
cio-cultural complexes and their elements, which
contribute to meeting the physiological and social
needs of a person, restoring his/her working capacity
and which, with a modern and promising structure
of recreational needs as well as technical and eco-
nomic opportunities, are used for direct and indirect
consumption and production of a tourist product.

Today, among the significant advantages that
increase the image of the tourist structure, it is pos-
sible to include the transformation of the outlined
tourist territory into park areas, protected land-
scapes, picturesque areas and other unique and the
most attractive natural places for rest and recrea-
tion. Therefore, a successful use of tourist resources
in the formation of a tourist product according to
the wishes of tourists is the main basis for the for-
mation of the image of the tourist structure.

Human factors have a significant influence on
the positivism of the image of the tourist structure,
namely: high-quality service of the tourist commu-
nity and highly qualified personnel.

It increases qualitative characteristics of pro-
cesses of service of the tourist community and cre-
ates friendly atmosphere which affects the general
image of tourist structure.

Besides, the formation of a tourist product needs
to be carried out so that to provide tourists not only
with services according to the main (basic) direc-
tions of services, but also to expand the directions
of special demand of potential clients as much as
possible. Such creative direction of expansion of
services refers tourist structure to a special status
and strengthens its image.

The unique identity of other elements of any di-
rection of service and also elements of thrills and
extreme conditions make the biggest and longenst
impressions of tourists.

Thus, the tourist community first of all pays at-
tention to the following:

— conditions of comfortable rest and accomoda-
tion (dwelling);

— providing of high-quality food satisfying differ-
ent tastes of consumers;
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— quality of service, qualification of personnel,
service;

— availability of entertainment and game facil-
ities and other means that form a corresponding
range (class) of tourist structure among the poten-
tial customers.

Besides, the formation of positive image of tour-
ist structure creates some additional social impor-
tance which promotes attraction of additional tour-
ist flows to the outlined recreation area.

Thus, each tourist structure with the developed
identity of tourist resources reaches qualitative
image, and reasonable sense of such tourist object
functioning will make a considerable contribution
to the achievement of a desired goal.

The achieved level of image, in its turn, demands
from the tourist structure further development and
improvement of the efficiency of using the following
components in its activity:

Tourism resources, expanding the range of tour-
ism products that should include principles that
meet the needs and interests of tourists;

— The sphere of services of all areas of recrea-
tion, improving the quality of customer service;

— Equipment and design of recreation and enter-
tainment facilities, constantly expanding the infra-
structure of the tourist establishment;

— Personnel capacity, its culture, education, etc.,
maintaining the qualitative relations of personnel
with the tourist community;

— Visual agitation, advertising, thanks to the
promotional campaigns with the help of which tour-
ist product promotion and advertising are realised
and the borders of the tourist market of the region
and the state as a whole are expanded.

Thus, the formation of a set of tourist resourc-
es into a single whole makes the inherent quintes-
sence of the tourist product.

It should be noted that tourist resources do not
have a constant classification, although the author
[4] notes that there are many classifications of tour-
ist resources and its classification depends on tak-
ing these or those criteria as a basis. One basic is
an attempt to allocate primary and secondary re-
sources or main and secondary resources. In this
regard, those resources which are used directly by
tourists are referred to as primary resources.

However, despite such instability, there are
some main components of tourist resources — na-
tive, artificial and human.

Main types of tourism resources.

Tourist resources have a form of material basis
(natural and artificial) and a service form of so-
cio-cultural character with a human influence fac-
tor in the sphere of tourism services.

Such a classification has no clear boundaries
between the components of tourism resources, that
is, there are some types of resources that relate to
several components of these resources at the same
time. For example, attractions result from the in-
teraction of natural and human factors, and a con-
cept such as "recreation" can be a part of any com-
ponent of tourist resources.

Variety of recreational resources.

Natural resources include complexes of living
and non-living nature. Such resources, unfortu-
nately, have elements of destruction in their con-
sumption, which are linked to environmental dis-
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ruption and are often exhausted. That is why such
resources should be treated with caution and not
exceed the reasonable limits of their restoration.

With regard to artificial resources, they need to
be monitored, constantly updated, innovativated
and besides that they need constant and considera-
ble investments into their development.

Human resources are now becoming a signifi-
cant potential and are seen as a strategic resource
in the competition of market environment.

Considering tourism resources in terms of their
use, the following areas are possible:

— natural and artificial resources provide
non-linguistic tourism services;

— human resources provide language tourism
services.

Taken together, these two destinations make
a general tourist product. A tourist product is a set
of services that is a specific virtual product that dif-
fers from a material product by a number of indus-
try-specific features. In our case, such a destination
has a tourist nature, that is, a service, as "invisible"
and unremarkable product, is provided by the ser-
vice personnel of the tourist institution directly to
tourists in the outlined recreation area, respectively
with contractual obligations in the form of documen-
tary agreements. And such an item-service is sold
not as a result of production, but as an activity [2; 6].

Therefore, consumers cannot physically feel the
tourist product after directly buying it, cannot feel it
and examine it. It means that payment is made ahead
of actual implementation of the product. Therefore,
a customer does not have full confidence in the travel
product implementation, and the purchase transac-
tion itself for the customer is a risky investment. That
is why a special trust and confidence a customer must
be fully and qualitatively justified upon his/her arriv-
al at a tourist destination or a place of rest.

Optimal development of tourist resources has
a considerable range of directions and, according
to the well-known specialist of the tourist indus-
try J. Christopher Holloway "The core of tourist re-
sources is transport, accomodation and outstanding
attractions (man-made and natural)" [5]. That 1s, ac-
cording to his classification, the main areas of service
are transport services, accommodation of tourists ac-
cording to the housing fund of the tourist institution
and guided tours of outstanding attractions. But this
list should be expanded by such obligatory service di-
rection as food. This fact is indicated and proved by
a number of specialists and researchers in both do-
mestic [3] and international tourism industry.
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In addition, each tourist structure has its own
peculiarities, so to the list of some obligatory ser-
vice directions it can include a special service direc-
tion, which attracts clients when choosing a tourist
place of rest. And such a special direction is includ-
ed into the tourist package as paid (fee-paying).

Thus, a tourist product is considered as a collec-
tion of resources of linguistic and non-linguistic na-
ture and the advantage is provided to language ones,
which make up more than 80% of the tourist prod-
uct. This makes it possible in most cases to identify
a tourist product with tourist services and to con-
sider it a complex of different tourist services. Such
a statement gives a right to use certain assumptions
and further simplify within reasonable limits and at
the permitted level the calculations of service modes
and research of the results by means of diagnostic
procedures in all directions of tourism services.

Tourism resources determine the formation of
tourism businesses in a given region.

Thus, tourist resources have such basic properties
as attractiveness, climatic conditions, accessibility,
degree of research, excursion significance, landscape
and environmental characteristics, socio-demograph-
ic characteristics, potential reserve and type and style
of use. These resources are used for health, tourism,
sports and cognitive purposes and, if properly used,
bring considerable profit to the state.

Conclusions and prospects. We have found
out in the article that the tourist product can be
considered as a set of services of a linguistic and
non-linguistic nature in the field of tourism servic-
es with the possibilities of natural, artificial and
human resources. The difference between the tour-
ist product and the traditional commodity products
of production structures is its virtuality, as well as
the opposite direction of sale of the goods.

Making some analysis it should be said that
Ukraine has huge potential for tourism develop-
ment, as the main factors showing the strengths of
tourism development: significant and unique natu-
ral and recreational potential of the area, favorable
geographical location, ecological well-being of the
territory of Ukraine. The large number of unem-
ployed working people; existence of the interna-
tional airports. All the above factors determine the
unique features that Ukraine i1s distinguished by.
Thus, further research of the main types of tour-
ist resources and diversity of recreational resourc-
es will make it possible to make a more accurate
structure of a tourist product formation while pro-
viding a high-quality tourist product.
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