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Abstract

The relevance. In the last few years due to the rapid development of the Internet and the use of technology tourism
and other industries, new trends in marketing communication have emerged. Many travellers «consult» social networks
when planning a trip to find travel directions, their advantage, advisor and other traveller reviews — they are also important
and makes tourists very careful in choosing and staying in a particular place during a trip [5]. The use of social networks is
growing at an astonishing rate, attracting millions of new users across platforms, and the right opinion maker assignment
to a particular travel direction can enhance the desire of travellers to choose a precisely advertised direction [22]. All
the new communication channels that are integral nowadays part of integrated marketing communication should be
used by tourism brand agencies and the popularization of travel destinations as today’s tourists surf the internet in
order to gather the needed information. If a brand cannot be reached online, it loses competitiveness in competition.
A new era in marketing communication began with the advent of social networks [20]. While the tourism sector is quite
receptive to technology innovation and has a number of opportunities offered by digital marketing, tourism businesses
fail to take advantage of the interactive opportunities offered by digital marketing two-way communication, allowing
the development or creation of new brands in the online space or to establish strong links with consumers, encourage
them to be loyal) [13]. The main problem. How social networks apply to tourism organizations in communication
with customers, and what opportunities to improve communication to increase social the value of communication with
customers created by networks. The research aim — evaluating the importance of social networks in the communication
of tourism organizations to customers to identify directions and ways to improve the application of social networks.
Research tasks: to analyze the significance of social networks in the communication of tourism organizations with clients
and their created value; to analyze the application of social networks in the communication of tourism organizations with
clients trends and opportunities. The object of research. Application of social networking in the communication of tourism
organizations with their clients. The used methodology is justified — analysis and synthesis of scientific literature.

Results. The use of social networks in the communication of tourism organizations helps to reach the desired segments
and provide personalized offers to customers with the right opinions the use of makers in tourism marketing can bring
a higher return on investment than traditional advertising. The growing importance of customer service in services in
particular in the tourism sector is due to the fact that organizations are increasingly choosing social networks and their
gadgets to form communication channels with customers.
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The importance of social networks in the
communication of tourism organizations
with clients

For the past few years, due to the high-speed
internet development and use oftechnology in
tourism and other industries, new marketing
has emerged communicationtrends. All the new
communication channels that are integral nowadays
part  ofintegrated  marketing communication
should be used by tourism brand agencies andthe
popularization of travel destinations as today’s
tourists surf the internetin order to gather the needed
information. If a brand cannot be reached online,
itloses competitiveness in competition. A new era in

marketing communicationbegan with the advent of
social networks [20].

Travel marketers have acknowledged thehuge
number of posts the potential for empowerment
and personalization oftravel social network opinion
formers. Marketing professionals can takeadvantage
of opinion leaders and their opportunities to reach out
to large /target audiences with compelling content,
building a mutually beneficialrelationship because
they usually collaborate with various brands. When
doneproperly, such opinion formers ‘marketing
strategies can bring a much higherreturn on
investment than a brand use of sign content or direct
advertising [2].
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While the tourism sector is sufficiently receptive
to technological innovationand has a number
of opportunities offered by digital marketing,
tourismbusinesses are failing to take advantage
of the interactive opportunitiesoffered by digital
marketing is a two-way communication that allows
you to developor create new brands online space or
to establish strong relationships withconsumers, to
encourage them to be loyal [12].

Gretzel (2018) conducted a studyinvestigating
the influence of influencers on travel and
tourism marketing. Theabove-mentioned author,
after reviewing the literature, states that such
socialnetworks platforms like Facebook have
developed their own display informationalgorithm
so that marketing it would become increasingly
difficult forprofessionals to appear organically on
consumer social networking platforms.Also, users
feel bombarded with information, leading to an
increasinglyfrequent choice to install adblocking
software. This encourages the need forinformation
filters and the traditional two the emergence of stages
in the flowof information, with influencers pre-
processing information and disseminatingmessages
to a wider, loyal audience.

Opinions of Keller & Fay (2016) digital
influencers describes as everyday users who are
searched significantlymore often than average, they
share information, ideas, and recommendationswith
other people. They do it voluntarily expressing their
views on productsand services for which they have
a passion and are approached for theirknowledge,
advice and insights. These opinion leaders are trusted
individualswho offer advice and influence the opinion
of others.

Application of social networks in commu-
nication of tourism organizations with clients

Hearn and Schoenhoff (2016) describe social
network opinion formers as influencers working to
create a form of celebrity capital by educating as much
as possible more attention through social networks
and the creation of an authentic ‘personal brand’ that
can later be used by businesses and marketers as a
tool to reach potential consumers.

Practice to date has shown that tourist travel
destinations are managed through the public sector,
private companies or under a public-private partnership
model. Modern business and daily life are unimaginable
without the use of social networks and electronic
marketing. Among information sector products,
social networks and everyday business and private
communications is an uninterrupted connection.

Tourism as a service activity, in particular,
depends on social networks. Potential buyers of
tourism products can order with just one click, pay
for the service, view photos and read comments about
the desired location [6]. For a successful business in
tourism, communication with customers is essential,
whether or not it would be direct between people,
workers and tourists, or online. The internet is just
another means of communication like newspapers or
television. The ability to communicate online is one
basic skill needed for tourism.

Communicating online for everyone is so easy
for people to communicate daily with friends,
acquaintances, professional colleagues or strangers.
Undoubtedly, the internet has changed the way we
live, work or study. Due to the availability of Internet
speed, we can advertise faster and easier services
offered by economic agents in the field of tourism.
In Romania, the main reasons for using the Internet
are information on tourism, agritourism, news, books,
entertainment, social networks, job search, etc. [5].

Choice ofsocial networks

The influence ofinformation technology is
considered to be one of the phenomena that
haverapidly changed the various information in all
areas of life. Nowadays, thewebsites of all companies
are being created about their activities allowed usto
talk about efficiency and effective communication.
It also led to changes inmarketing strategy processes,
especially in the tourism industry. Internet andvarious
forms of online communication, the role of social
networks and theinfluences generally mentioned are
not required. In the tourism industry, socialnetworks
make a big impact because tourists from different
countries can communicate freely and share
experiences about various travel directions [15].

One of the most influential technologies
intourism and its development is the Internet.
The internet has affected changesin customer
behaviour (tourists). Studies by various authors
emphasize that thanksto technological developments
and the internet phenomenon, tourists who
previouslysearched for tourist destinations on the
Internet have released more touristdestinations than
those who received information from other sources.
Onlinecommunication tools influence the delivery of
rapid information, in particular hospitalitycompanies,
reservation services, cost savings and faster potential
customerreach [15].

In social network marketing, the most important
thing is to buildrelationships with potential
customers recurring purchases and expand andloyal
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brand loyalty. Social media is an innovative tool that
organizations useto build very strong public relations
with customers in virtual networks [8].

Social network marketing is a more powerful tool
than the classic one. Mutualcommunication between
customers and consumers helps to create long-
term cooperationand communication. Influenza-
based marketing based on individual reputation
popularityand experience is a very effective way to
promote tourist destinations to theworld audience,
so social networking platforms are now designed
to share greatpersonalities experience. Also, thanks
to social networking platforms and theirvery easy
access, anyone can become not necessarily a celebrity,
but at leastan opinion maker [17].

Users often use socialnetworks to find travel
destinations and related services and share
individualexperiences about them with others in
a completely authentic and trustworthyway. That’s
why it can be argued that social networks actually
dominate thetourism industry as consumers the
content generated is usually more importantthan any
official information. Feedback is a very powerful
weapon, bad ratingscan severely damage small
businesses) [17].

Theresults showed (Guerreiro et al., 2019) that
the majority of respondents (68.9%) use social

networks to share their travel experiences, most of
whichfollow opinions and use Instagram to share
content, and are influenced byopinion leaders shared
and createdcontent. Gretzel, U., & Yoo, K.H. (2008)
presents the results of a studyin which travellers
assess the impact of inflationary opinions (figure 1).

Although the significant impact of opinion
formers on consumers in this study, respondents who
admitted to being interested in the content created by
opinion formers most often evaluate their content,
visit the sites they offer, and share their experiences,
most often via Instagram. Social networking content
plays an important role as a travel information source.
Travellers realize that their content is more relevant,
up — to — date and reliable than the information
available through other channels [2; 3].

Formation of social network content for
communication with clients

Traditionally the marketing of tourism products and
services has been limited to conventionaladvertising
such as television, radio, newspapers, magazines,
billboards, brochures, catalogues and flyers [10].
They want them to be effective in making animpact
on consumer behaviour, these measures remain costly
and often common to manytourism organizations
not available. With the advent of social networking
andwebsites and mobile technology progress, a new

Other Travellers’ Reviews...

% of Travel Review
Readers Who Strongly
Agree or Agree

service
Help me evaluate alternatives

Provide me with ideas

Make it easier to reach decisions
Help me plan my trips more efficiently

Make travel planning more enjoyable
Make me feel excited about travelling

Add fun to the travel planning process

Help me imagine my trips more vividly

Are a good way to leamn about a travel destination, product or

Help me avoid places/services I would not enjoy

Increase my confidence in the decisions I make
Make 1t easier to imagine what a place will be like
Reduce the risk/uncertainty involved in making travel decisions

Reduce the likelihood that [ will later regret a decision

Help me save time in the travel planning process

94.6
91.9
91.8
90.3
86.6
853
824
813
80.2
77.6
77.4
76.8
76.5
68.0
67.4

Fig. 1. Influence of Travellers’ reviews [2]
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sector of advertising platformshas emerged in the
field of tourism [14].

Social networking sites are asuitable platform for
advertising for tourism organizations and for tourists.
Social networking sites are ideal for organizations
with low marketing budgets [15].

The internet has changed the tourism travel
business both as a source of informationand as a sales
channel. Visitor reviews, photos, videos, stories and
recommendationsfor online marketing gives potential
visitors, no matter where in the world theyare [12].

Increased use of technology andchanges coupled
with declining marketing budgets, forcing tourism
organizationsto  update their = communication
strategies. More and more travel agencies intheir
traditional communication strategy based on radio,
television, printed media, etc. changes towards
the internet and social media. Communication
strategiesare designed to successfully communicate
communication directions.

This canhelp increase awareness of the place of
travel, to achieve global publicity, tostrengthen the
images of travel destinations as a favourite tourist
destination, target a specific market, ensure an
understanding of travel location, change travellers’
behaviour and perceptions, support the brand,
increase the number ofvisits on social media channels,
websites and digital communication, effectively
collaborate with stakeholders and demonstrate the
success of aparticular travel destination [12].

The tourism sector has not only done
onlinemarketing but has also started to move it to
various gadgets. The mostimportant innovation
that has been formed is information technology
tourism inthe sector there is an opportunity for
direct communication between sellers andcustomers,
through channels that are focus on information and
data. Theimportance of customer service to the service
sector is helping to grow for thenew economy [17].

Garrido-Moreno, Garcia-Morales, Lockett and
King (2018) argue that social media has changed
firms’relationships with their markets. More and
more hotels around the world usethese tools by
integrating them into their customer relationships
managementstrategies with clients during active
conversations. Social Networking AndReview Sites
Like and TripAdvisor, use has become widespread,
and hotels areinvesting large sums of money in
customers inclusion through social media.However,
there is some scepticism about how these technologies
can help createvalue. Following the investigation, the
said authors were able to confirm thatthe use of social

networking can help build valuable competencies
based oncustomer information.

Only when the information captured by these tools
isintegrated into the entire organization and used in
order to understandcustomer needs and personalize the
service accordingly, this will have apositive impact on
value creation. Due to the increasing competitiveness
in thefield of tourism, marketing communications the
role becomes the primary meansof telling others that
‘we are here, whether or not that is — the provisionof
tourism services, accommodation or the organization
of sports or culturalevents, such as like the Olympics,
music festivals.

The special characteristicsof a tourism product
have an impact on the effectiveness and use
of traditionalmarketing communication tools:
advertising, exhibitions and etc., and inpresenting the
directions of mass tourism travel, prefer to use new
modern marketingcommunication trends and tools.
Social network marketing seems to be the best way
for mass tourism and travel destinations to interact
with potentialvisitors [19].

Experts agree that work is done to retaincustomers
and ensure a positive experience for them
communicating with businesswill become one of the
key factors in the future success of online marketing.
Promotingloyalty is not just about offering special
discounts or new promotions (membercard, special
conditions) but it is a positive customer experience.

Customization is one of the most important
components of customer satisfactionin the tourism
industry. The customer especially appreciates
when the company personalizestravel services at
a time when all stages of the journey can be created
independently.Suggestions, recommendations and
advice should be modelled on the specific needs
ofeach consumer segment [21].

Conclusions

Firstly, theuse of social networks in the
communication of tourism organizations helps to
reachthe desired segments and provide personalized
offers to customers with theright opinions the use
of makers in tourism marketing can bring a higher
returnon investment than traditional advertising. Also,
these days tourists mostlyuse social networks to find
what they need information or feedback on thedesired
tourist destination or direction, which shows how
important and socialnetworks for communication of
tourism organizations with customers aresignificant.

Therefore, the use of social networks in the
communication oftourism organizations with
customers are superior to other marketing methods
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intheir accessibility and speed — just a few clicks
allow customers to purchasetrips, see various
images of the direction of travel of interest or
othertourist reviews that have a huge impact on the
direction of travel. Also, social networks can help
encourage and encourage potential customers to
purchasetravel agency services customer loyalty by
providing special personalizedpromotions or loyalty
programs. Social networks encourage tourists to
travelbecause most tourists learn about visited tourist
destinations or traveldirections on various social
networking platforms.

Tourism asorganizations build relationships
with potential customers, social media helpsthem
build strong connections and loyalty, encourage
organizations  to  remainattractive, increase

their visibility online, improve communication
withcustomers. Also, content created by travellers
on social networks is morerelevant, up-to-date and
more reliable than the information available through
otherchannels, therefore social networks are often
chosen as a means of informationwhen planning a trip.

Finally, thegrowing importance of customer
service in services in particular in the tourismsector
is due to the fact that organizations are increasingly
choosing socialnetworks and their gadgets to form
communication channels with customers. Inorder to
retain customers and ensure their positive experience
on socialnetworks is excellent communication in
a tourism organization is a tool that isusually a less
investment intensive option than other miscellaneous
marketingtools ways.
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POJIb COITAJIBHUX MEPEX ¥V CIIIKYBAHHI TYPUCTHYHUX OPTAHI3AIIII
3 HNEPCHEKTHUBU KJI€HTIB

AHoTauis

AxTyanpHicTh. B ocTaHHI KiTbKa pOKIB 4epe3 MIBUAKHN PO3BHTOK IHTEPHETYy Ta BHKOPHUCTAHHS TEXHOJIOTIYHOTO
Typu3My Ta IHINNX Taiy3ei 3°SBIINCS HOBI TEHACHIII B MapKETWHTOBHX KOMYHIKaIlisiXx. barato MaHIpiBHUKIB «KOH-
CYNBTYIOTBCS» 3 COIIaIbHIMH Mepe)kaMH IPpH IDIaHyBaHHI HOi3KH, 100 3HAWTH MapLIpyTH MPOi3Iy, IX IepeBaru, peKo-
MeHJanii Ta iHII BIATYKM MaHAPIBHHUKIB — BOHM TAaKOXX Ba)XKJIMBI Ta 3MYLIYIOTh TYPUCTIB Iye 00epeKHO BUOUpaTH
Ta 3QJIMIIATUCS y TOMY YM IHIIOMY MICIIi i 9ac moi3aku [S]. BUKopHCTaHHS COIaTbHUX MEPEK 3POCTAE 3 PA3IOUOI0
LIBHKICTIO, 3aJIy4aloun MIUJIBHOHM HOBUX KOPHCTYBauiB Ha pi3HUX IulardopMax, 1 IMpaBHIIbHE NPHU3HAYCHHS 0Ci0, sKi
(OpMyYIOTh DYMKY, IIEBHOMY HAIPSIMKy PyXy MO)KE MOCWJINTH Oa’kaHHS MaHJpPIBHHUKIB BHOpAaTH caMe peKIaMOBaHWN
HanpsAMoK [22]. Bei HOBI kaHaH 3B S13KY, SIKi € HEBiI’ €MHOIO YaCTHHOIO IHTEIPOBaHOI MAPKETHHTOBOI KOMYHIKaIlii, ITOBH-
HHI BUKOPHCTOBYBATHCS areHTCTBAMH TyPHUCTHYHHX OPEHIIB Ta MOMYIIPU3AIIEI0 TYPUCTHYHUX HAIPSMKIB, OCKIIBKH
Cy4YacHi TYpUCTH LIyKaroTh B [HTepHeTi HeoOXinHy iH(popmarliiro. Skimo Openn HenocTynHui B IHTepHETI, BiH BTpayae
KOHKYPEHTOCIIPOMOXKHICTh Y KOHKYpeHTHiii 60poTh0i. HoBa epa y MapkeTHHroBUX KOMYHIKaIlisIX Ioyanacs 3 MOSBOIO
couianbHUX Mepex [20]. YV Toii yac K TYpUCTHYHHH CEKTOp JyXKe CHPUIHATIMBHUN 10 TEXHOJOTIYHUX IHHOBaLil i Mae
PSLI MOXKIIMBOCTEH, IO MTPOIIOHYIOTHCS IU(POBUM MAapPKETHHIOM, TYPHCTHYHI KOMIIaHIi HE MOXKYTh CKOPHCTAaTHUCS TIepe-
BaraMi iHTEPaKTHBHUX MOKITMBOCTEH, SIKi IPOIIOHYIOTHCS IBOCTOPOHHBOIO KOMYHIKAITIEIO III(PPOBOTO MAPKETHUHTY, IO
JI03BOJISIE PO3POOIATH ad0 CTBOPIOBATH HOBI OpeHan B [HTepHETI. MpoCTip a00 BCTAHOBUTH MIIIHI 3B’ S3KH1 31 CIIOKHUBA-
YaMu, CIIOHYKaTH iX 10 osuibHOCTI [13]. TonoBHa nmpoGiiema-sk coriaiibHi MEpexki 3aCTOCOBHI JI0 TYPUCTUYHUX OpraHi3a-
i CIINKYBaHHS 3 KJIIEHTAMH, 1 IKi MOXKJIUBOCTI MIOKPAIUTH CIUIKYBaHHS, 100 MiIBUIIMTH COIIAbHY IHHICTH CITLIKY-
BaHHJ 3 KJIIEHTaMU, CTBOPIOBaHY MepekaMu. MeTa fociipkeHHs. OLiHUTH BaXXKIIUBICTh COLIIAJIBHUX MEPEX y KOMYHiKaii
TypUCTHYHHX OpTaHi3aliil 3 KIIIEHTaMU U1 BU3HAYCHHS HAIPSMKIB Ta CIIOCO0iB IOKPAIIEHHSI 3aCTOCYBaHHS COMiaTbHUX
Mepex. 3aBIaHHs TOCIiIKESHHS: IPOaHaIi3yBaTH 3HAYCHHS COIIAIbHIX MEPEX Y KOMYHIKalii TYpUCTHYHUX OpraHi3arii
3 KJIIEHTaMH Ta iX CTBOPIOBAaHY I[iHHICTB; MPOAHANi3yBaTH 3aCTOCYBaHHS COLIATbHUX MEpeX y KOMYHIKaIlii TypuCTHY-
HHUX OpraHizamii i3 KkiaieHTaMu. BUKOPHCTOBYBaHa METOMOJIOTIS — aHAJII3 Ta y3arajJbHeHHs HayKOBOI jiTeparypu. O0’eKT
JIOCITI/DKEHHST — 3aCTOCYBaHHS COILIalbHUX MEpPEX CIUIKYBaHHS TypHUCTHYHMX OpraHizaiiil 3 kiieHTamu. Pesysnbrary.
BukopucranHs coliaIbHUX MEpeX Y CIJIKYBaHHI TypHCTHYHHX OpraHizamiil Joromarae JOCSITH O0a)KaHHX CETMEHTIB
Ta Ha/IaBaTH KII€HTaM IEPCOHAII30BaHI MPOMO3KLii. BUKOpHCTaHHS COIiaIbHUX MEPEX y MAPKETHHTY TYpPHU3MY MOXKE
JIaTH BUIILY BiAady BiJx iHBECTHIIH, HIX TpaAnIliiiHa pekiaMa. 3pocTaHHs 3HaYCHHS 00CIyTOBYBaHHS KIEHTIB y cdepi
MTOCITYT, 30KpeMa y TypUCTHYHOMY CEKTOpI, OB’ sI3aHE 3 THM, III0 OpraHi3alii BCe yacTilie BUOMPAIOTh COLialbHI Mepexi
Ta CBOI rajpkeTu Uit (OpMyBaHHS KaHATIB 3B SI3KY 3 KITI€EHTaMH.

KorouoBi ci1oBa: comianbHi MepesKi, Typu3M, CIIJIKyBaHHSI.
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POJIb COIIUAJIBHBIX CETEW B OBIIIEHUU TYPUCTUUYECKHX OPTAHU3ALIAM
C IEPCHEKTHUBBI KIMEHTOB

AHHOTALUA

AKTYyaJIbHOCTb. B mocnennne HECKOIBKO JET M3-3a OBICTPOTO PAa3BUTHS MHTEPHETA W HCIIONB30BAHUS TEXHOJIOTH-
YECKOTO TypHu3Ma M JPYTHX OTpacieil MOsIBUINCh HOBBIE TCHACHIMH B MAPKETHHIOBBIX KOMMYHHKAIMAX. MHOTHE MyTe-
MIECTBEHHUKN «KOHCYJIBTUPYIOTCS» € COLHHAJIBHBIMU CETAMU IPU INIAHUPOBAHUU ITOC3IKU, YTOOBI HAUTH MapuIpyThl
Mpoe3fia, UX MPEeUMYIIeCcTBa, PEKOMEHAAUHN U APYTHE OT3bIBBI TyTEIECTBEHHUKOB — OHU TaKXKe BaYKHBI U 3aCTaBISIOT
TYPHCTOB OY€Hb OCTOPOXKHO BHIOMPATh M OCTABATHCSI B TOM HJIM MHOM MECTE BO BpeMsl IOe31KH. VIcronp30BaHue COIM-
IBHBIX CETeH pacTeT ¢ MOPAa3HTEIbHOM CKOPOCTHIO, MPUBIIEKAass MUJUIMOHBI HOBBIX ITOJIb30BaTeNIC HAa pa3HbIX IUIaT-
¢dopMax, ¥ TpaBUIBHOE Ha3HAYCHHE JHI, (POPMHUPYIOMINX MHEHHE, ONPEICIICHHOMY HANpPAaBICHUIO ABMKCHHUS MOXET
YCUIINTb JKeJIaHKE [Ty TEIIECTBEHHUKOB BEIOPATh MIMEHHO PEKIaMHpyeMO€e HallpaBlieHHe. Bce HOBbIE KaHAIbI CBSA3H, KOTO-
pbI€ B HACTOSLIEE BPEMS SIBIIIOTCSI HEOThEMIIEMOM YaCThI0 MHTETPUPOBAHHONW MapKETUHIOBOM KOMMYHUKALIMU, JOJDKHbI
WCIIONI30BAThCS areHTCTBAMU TYPUCTUUECKUX OpEHJOB M MOMyJspU3alMeil TYpUCTHYECKUX HAlPaBICHUH, TTOCKOIbKY
COBpPEMEHHBIE TypHUCTHI MINYT B MHTepHeTe HeoOXomumyro nHpopmanuto. Eciim 6penn nenocrynen B MHTepHeTe, oH
TepsieT KOHKYPEHTOCIIOCOOHOCTh B KOHKypeHTHOH Oopnbe. HoBas 3pa B MapKeTHHIOBBIX KOMMYHHKAIMSIX Hadajlach
C TIOSIBJICHUEM COLIMAIBHBIX CeTeH. B TO BpeMs Kak TYypHUCTHYECKUI CEKTOP BECbMa BOCHPUUMYHB K TEXHOJIOTMIECKUM
WHHOBALMSIM U UMEET PsI/i BO3MOXKHOCTEH, IPEAIaracMbIX NU(GPOBBIM MAPKETUHIOM, TYPUCTHIECKHE KOMITAHUN HE MOTYT
BOCIIOJIB30BAaThCA NMPEUMYIIECTBAMU HHTCPAKTUBHBIX BO3MO)KHOCTCﬁ, npeajiaracMbix I[ByCTOpOHHeﬁ KOMMyHPIKaHHeﬁ
IU(POBOTO MAPKETHHTA, YTO TIO3BOJIET pa3pabarbiBaTh WM CO3/1aBaTh HOBbIE OpeH /bl B VIHTEpHETE. TPOCTPAHCTBO WIIN
YCTAHOBHUTH MPOYHBIE CBSI3H C MOTPEOUTENIMH, TTOOYIUTH UX K JIOSUTBHOCTH. [ 1aBHas npobieMa- Kak COlMalIbHbIE CETH
IIPUMEHUMBI K TYPUCTHYECKUM OpPTraHM3aLUsIM B OOLICHUH C KIMEHTaMH, U KaKhe BO3MOXKHOCTH YIYUIIHTh OOIIEHHE,
YTOOBI TIOBBICHTH COIIMAIBHYIO IIEHHOCTH OOIIEHHS C KIIMEHTaMH, co3aBaeMylo ceTsiMu. Llens nccnenoBanust. OneHUTH
Ba)XKHOCTb COIIMAIBHBIX CETEH B KOMMYHHKAIIMH TYPUCTHIECKUX OPraHU3aluil C KIIMEHTaMHU ISl ONIPE/CIICHHS HalpaB-
JICHUH ¥ CIIOCOOOB YITy4IIICHUS PUMEHEHHS COLMANIBHBIX CETeH. 3a1aun MCCIIeA0BaHM: IPOaHAIM3HPOBATh 3HAUCHHE
COLIMAJIBHBIX CeTell B KOMMYHMKAIUU TypUCTUYECKUX OpPTaHU3alMi ¢ KIMEHTaMH U UX CO3aBaeMyI0 LIEHHOCTh; Ipo-
aHAIU3UPOBATh IPUMEHEHHE COLUANIBHBIX C€TeH B KOMMYHHKAIUN TyPUCTUUECKUX OpraHu3anuil ¢ knuentamu. Mcnons-
3yeMasi METOJOJIOTHS — aHaJIu3 ¥ 0000IeHne HayqHo! jmTeparypbl. OOBEKT HCCileoBaHU — MPUMEHEHHE COIHAb-
HBIX CeTeH B OOIIEHNH TYPHUCTHUECKUX OpTraHU3aIiii ¢ kmueHTaMu. Pe3yabraThl. Mcrons3oBanne cOMMambHBIX ceTel
B OOIIECHNHU TYPUCTHYECKUX OPTaHM3AIMH MOMOTACT AOCTUYb JKEJIAEMbIX CETMEHTOB M MPENOCTABIATh KIMEHTaM Iep-
COHAJIM3UPOBAHHBIC IPEAJIOKCHU . Wcnonp3oBanue COIIMAJIbHBIX ceTel B MAapKETUHI'C TypuU3Ma MOXKET IPUHCCTU 60.]'[66
BBICOKYIO OTJa4y OT MHBECTUIIMH, YeM TpaJULMOHHAs pekiama. Pactyiiee 3HadeHue 00CITy)KMBaHHS KJIMEHTOB B cepe
YCIIYT, B YaCTHOCTH B TyPUCTHUECKOM CEKTOPE, CBA3aHO C TEM, YTO OPraHM3aIM{ BCE Yallle BEIOMPAIOT COLMANIBHBIE CETH
1 CBOM T3 KETHI 715 (POPMUPOBAHUSI KAHAJIOB CBSI3M C KIMEHTAMHU.
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