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Summary. The article is devoted to topical issues of tourism development.
Some aspects and specific characteristics of tourism development are considered.
The analysis allowed to determine possible directions of development of tourist
activity by the formation of unique tourist offers based on the analysis of tourist
potential of a tourist destination. The key trends in the development of tourism in
the world are highlighted. Today, tourism is one of the important areas of the
economy in many countries around the world. The industry's contribution to
world GDP in 2019 was 10.4%, in 2020 due to the coronavirus pandemic it
decreased to 5.5%. Therefore, it is necessary to develop new management models
and tourism development programs to return the industry to its position in 2019,
as well as to improve them in the future. In particular, some trends in the
development of tourism in different countries were analyzed, which allowed
making a comprehensive description of trends in the tourism market. An
important component of the development of tourism is the formation of its own
attractive tourist image. The image of the destination is of fundamental
importance in attracting investors and consumers of tourism products. At the level
of tourism marketing in the country, the creation of its favorable image becomes
a state task, the solution of which largely determines the success of the tourist
complex. Based on the analysis of trends in the tourism market, elements of
marketing promotion that are characteristic of developing tourist destinations
were identified. Among such tourist destinations was Albania - a tourist
destination was described as a destination that was not in high demand due to
outdated material and technical base and geopolitical situation in the country,
one of the few traditional Muslim countries in Europe, attracting tourists with
unique nature and rich nature a combination of recreational beach tourism and
cultural and historical monuments that accompany the tourist at every turn. The
analysis of the tourist potential of the country allowed to determine the features
of tourist activity in the country. Based on the analysis, the article highlights the

main mechanisms for the development of tourism, in particular: branding of
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tourism, creating a positive image of tourist destinations, increasing the
environmental friendliness of tourism activities;, promoting the recovery of
demand for tourist destinations.

Key words: tourism activity, tourism, marketing, marketing

communications.

Anomauia. Cmammsa npuceéadyena axKmyaibHUM HNUMAHHAM PO3GUMKY
mypucmuyunoi dianvHocmi. Poszensnymo oxpemi acnekmu ma cneyughiuni
Xapakxmepucmuku po36UmMK)y mypucmuunoi OisanvHocmi. Ananiz 003601u8
BUSHAYUMU MONCTUBL HANDAMU PO3GUMKY MYPUCMUYHOI OIATbHOCMI WLIAXOM
Gdopmysants YHIKANbHUX MYPUCMUYHUX NPONO3UYIL HA OCHOBL AHAJI3Y
MYPUCMUYHO20 HOMeEHYiany mypucmudnoi oecmuHayii. Buoineno K1ouogi
meHOeHYii po36uUmKy mypucmuyHoi OianvHocmi y ceimi. Ha cb0200HI
MYPUCMUYHA OIATbHICIb € OOHUM 3 8ANCTUBUX HANPAMKIE eKOHOMIKU Y 6a2ambox
Kpainax ceimy. Buecok indycmpii'y ceimoeuti BBII1y 2019 poyi cmanosug 10,4%,
y 2020 poyi uepe3 namndemito KopoHasipycy 6iH ckopomuecs 0o 5,5%. Tomy
HeoOXIOHO po3pobaamu HOBI MOOeNi YNPAGIiHHA mMa NpocPaMu pPO3GUMK)
mypucmu4noi OisanvHocmi, abu nogepwymu 2any3v Ha noszuyii 2019 poky, a
MAaKodC NOKpawyyeamu ix y mMaubymuvomy. 30Kpema, npoaHanizoeamo OKpemi
meHOeHYIi pPOo36UMKY MYPUCMUYHOI OIAIbHOCMI pI3HUX KpaiH ceimy, wo
003601UN0 3pOOUMU KOMNIEKCHe ONUCAHHSA MPEHOI8 MYPUCTMUYHO20 DPUHK).
Baorcnusoro cxknadoeoro pozeumky mypucmudHoi OisIbHOCMI € Gopmysanis
8l1ACHO20 NPUBAOIUBO2O0 MYPUCMUYHO20 IMIOJHCY. Imiddc Odecmunayii mae
NPUHYUNOBEe 3HAYEHHS 8 3ATIYYeHHI IHBecmopis I cnodcusadie mypnpooykmy. Ha
PI6HI MYPUCMUYHO20 MAPKEMUH2Y KPAIHU CMBOPEHHs ii CNPUAMIAUBO20 IMIOMNHCY
cmae 0epiHcagHUM 3A80AHHAM, BUDIULEHHS SIKO20 6azamo 6 YoMy 6U3HAYAE
YCRIWHICMb PO36UMKY MYPUCMUYH020 Komniekcy. Ha ocnogi ananizy mpenois
MYPUCIMUYHO20 PUHKY OY10 GUOITEHO eleMeHmu MapKemuH208020 NPOCY8aAHHs,

AKI XapakmepHi 01 Mypucmudnux Ooecmuuayiu, wjo pozeusaromuvcs. Cepeo
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MaKkux mypucmuynux oecmuHayii Oyn10 eudineno Anbauito - mypucmuiua
oecmuHayiti Oy1a 0Xapakmepuzoeana K O0eCMHUYayis, wo paHiuie He Mald
BUCOKO20 NONUMY Yepe3 3acmapinlicms MamepiaibHO-mexHiyHoi 6asu ma
2eONONIMUYHy cumyayilo y 0epacasi, 00Ha 3 Hebazamvox mpaouyiuHux
MyCyIbMaHcokux Kpain €8ponu, wo npueabioe mypucmié camoOymHbO0
npupoooilo ma 60a2amoro ICMopIi€er, NOECOHAHHAM PeKpPeayitHo20 NIAHCHO2O0
Mypu3my ma KyJ1vmypHO-iCIMOPUUHUX NAM SMOK, WO CYNPOBOONCYIOMb MYPUCTA
Ha KOJMCHOMY Kpoyi. AHaniz mypucmuuno2o HOmMeHYiany Kpainu 0036801U8
BUBHAUUMU 0COOIUBOCMI MYypucmuynoi OidnbHocmi 6 kpaini. Ha ocHosi
npogedeHo20 auanizy y cmammi 6udileHO OCHOBHI MeXAaHiZMu pO38UMK)
MYPUCMUYHOI  OIAIbHOCMI, 30Kpema. OpeHOUuHe MYPUCMUYHOL OIsIbHOCMI,
CMBOPEHHS NOZUMUBHO20 IMIONHCY MYPUCMUYHUX OeCmUHAyill, NniO8UUEHHs
eKON02TYHOCE  MYPUCMUYHOI  OIAIbHOCMI, CAPUSHHA BIOHOBNIEHHST NONUMY
MYPUCMUYHUX OeCIUHAYTU.

Knwuoei cnoea: mypusm, mypucmcoka OisIbHICMb, MapKemuHe,

MAapKemuHn208i KOMYHIKayil.

Formulation of the problem. The processes of integration and
globalization of world economic relations require modern mechanisms for the
effective organization and management of a complex socio-economic and
industrial and environmental system, which is tourism. In such conditions,
development, in general, depends on the peculiarities of the development of
tourism enterprises, destinations, and demand for tourism products, which
determines the ability of a certain to meet the needs of tourists. Today, tourism is
one of the important areas of the economy in many countries around the world.
The industry's contribution to world GDP in 2019 was 10.4%, in 2020 due to the
coronavirus pandemic it decreased to 5.5% [1]. Therefore, now more than ever, it
is necessary to develop new management models and tourism development

programs to return the industry to its position in 2019, as well as to improve them
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in the future. Question: what needs to be done in the long run, how to manage the
life processes of the tourism industry - are the main the world practice of
development planning tourist activity.

Analysis of recent research and publications. Issues of tourism
development are relevant, so the solution to this issue is devoted to many scientific
papers, in particular, such issues were dealt with by scientists such as Golovchan
A.L [1], experts GSTC-D [2], N.V. Korzh, D.I. Basyuk [3], A.A. Mazaraki, T.I.
Tkachenko, S.V. Melnichenko [4], Russell M. [5], P.D. Guidry, J.D. Waters, R.
and D. Saxton G. [6] and others.

Formulation of the goals of the article (task statement). The purpose of
the article is to form proposals for the introduction of modern management and
marketing mechanisms in the tourism system.

The objectives of the research are:

- definition of features of development of tourist activity,

- 1dentification of trends in tourism,

- assessment of marketing mechanisms for implementation in the

processes of tourism development.

Presenting main material. The development of tourism activities is made
possible by reducing the negative consequences of the development of the tourism
industry and the most effective use of the positive effects of tourism activities. In
order to establish the main directions of development of any tourism activity, it is
necessary to conduct, study, evaluate and have appropriate documentation on
possible environmental impacts.

The role of environmental certification is to have the necessary data on
the use of natural resources (air, water, soil, forest resources, etc.), secondary
resources (electricity, fuel, lubricants, fuel oil) [1-2].

Now, the possibility of developing the tourist activity of large and small
cities 1s promising. After all, during the pandemic on the crown viral infection,

tourism was suspended and began its recovery recently. Despite the weakening of
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quarantine measures, the dangers of the virus should not be completely ignored.
Now promising from the point of view of tourism will be the development of
activities that allow you to safely visit historical sites and attractions.

To ensure a new level of tourism, most countries have introduced an
environmental passport, which is an important state document that allows detailed
and differentiated analysis of the causes of environmental change due to the
impact of industrial and economic activities [3].

Ecological certification is carried out to create an economic and legal
mechanism for the implementation of the enshrined right of citizens to a safe
environment.

In general, the environmental passport is an official document developed
to ensure public registration of objects that adversely affect the environment,
control over environmental safety, prevention, and elimination of negative
impacts [4].

In addition to the above prospects for the development of tourism, it is
necessary to constantly improve the infrastructure and material and technical base
of tourist facilities located in these places. Hotels that receive visitors as
consumers of tourist services need to constantly improve the level of equipment,
introduce more and more comprehensive services, and conduct continuous
training of staff [5].

An important component of the development of tourism is the formation
of its own attractive tourist image. The image of the destination is of fundamental
importance in attracting investors and consumers of tourism products. At the level
of tourism marketing in the country, the creation of its favorable image becomes
a state task, the solution of which largely determines the success of the tourist
complex.

The tourist image of the country is formed, first, by the mass media, which
often impose a negative tourist image of the country. As a result of the media, the

country's tourist image may be replaced by a political image, which adversely
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affects the promotion of the national tourism product. There are a number of
examples of countries that are characterized by different socio-economic systems
and political systems and relevant images but have a positive tourism image. For
example, the United Arab Emirates, adheres to the policy of Islamization and
supports the monarchical system of the emirs, but has formed a positive image of
a country attractive to tourists. Another example is Italy, which is constantly
exposed to the world's chronic crime (Sicilian Mafia), unfavorable environmental
conditions (landfill saturation), illegal migration and segregation of migrants,
immoral behavior of politicians (cases against Silvio Berlusconi) and preserves
the country for tourist visits [6].

The third example is Cuba, which, being politically and economically
isolated from developed countries, remains a desirable destination for tourists
from these same countries (USA, Canada, Great Britain, Spain, Germany). Other
examples can be given [6].

Forming a positive image of tourist destinations requires the use of special
methods, the main of which is branding. In the field of tourism business, a brand
is understood in a narrow sense - as a sign, symbol, word, or combination that
helps consumers distinguish between goods or services of different companies,
which together are perceived as a well-known brand or company that occupies in
the minds and psychology of consumers place among many like-minded.

This 1s not the case with regional or geographical brands, which play an
important role in the promotion and development of tourist destinations. In the
imagination of a potential tourist, a destination is associated with specific images
that are associated with the specialization of the destination in certain types of
tourism and position it as a specific object. Some brands are "promoted" through
tourism, but in the end, becoming the calling card of the destination, helps it
advance in the tourism market, and increases its popularity and attractiveness.

To analyze the ways of implementing effective marketing mechanisms in

the development of tourism, we analyze the tourism activities of one of the
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European countries, which is currently beginning to actively develop the tourism
industry. Every year, tourist destinations are gaining popularity, which was not in
high demand due to the outdated material and technical base and the geopolitical
situation in the country. One of the most popular tourist destinations in recent
years is Albania.

Albania is a small country located in the western part of the Balkan
Peninsula. It is one of the few traditional Muslim countries in Europe. The
territory of Albania is bordered by the Adriatic and Ionian Seas. The country
borders Serbia in the northeast, Montenegro in the northwest, Greece in the south,
and Macedonia in the east.

Albania attracts tourists with its unique nature and rich history, a
combination of recreational beach tourism, and cultural and historical monuments
that accompany tourists at every turn. For the past three thousand years, Albania
has been part of Ancient Greece, the Roman Empire, Byzantium, and the Ottoman
Empire, which has left its mark on its culture and architecture.

For a long time, the country was quite closed and only now Albania is
gradually opening to tourists. Most foreign travelers are still wary of traveling to
Albania, but it is an incredible destination with huge tourist potential, which is
developing every year.

One of the main factors in the tourist attractiveness of Albania as a holiday
destination is the climate. The climate in the country is dominated by continental,
in the north, and Mediterranean climate in the south. Summer in the country lasts
about 5 months, begins around the end of April, and ends in mid-October. The
hottest month is July, in the southern parts of the country the maximum
temperature is about 33 degrees. Winter in Albania is also quite warm, the average
temperature during the day is 12 degrees, and at night the temperature drops to 7-
8 degrees [8].

The water temperature in the sea on the surface is: in February from 7 ° C

in the north to 13 ° C in the south, in August from 24 to 26 ° C [7].
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In addition to beach holidays, the tourist activities of Albania are formed
by many natural destinations. The country's national parks include 14 national
parks and one marine park. They cover an area of 2106.6 km2 or about 6.7% of
the total territory of the state. Most of Albania's national parks have preserved
pristine nature reserves that are untouched and accessible for ecological nature
research and tourist routes. [10]

As for beach holidays, Albania has a large selection of beaches: pebble,
sand, rocks, crystal clear, or excessive saltwater. The best beaches in Albania are:
Albanian Riviera is the name of a part of the coast with steep shores in
southwestern Albania, Palasa Beach is a new beach that has begun to develop, the
underlying surface is pebbles, Gjipe Beach is a combination of a canyon and rocks
yellow, the beach is in demand for camping, Jala Beach and Livadhi Beach are
pebble and pebble beaches surrounded by small mountains, Porto Palermo Castle
Plazhi is a beach near the ruins of Porto Palermo [9].

In addition to beach holidays, Albania has the potential to develop this type
of tourism as a spa resort that uses the healing properties of mineral and thermal
springs of various origins.

One of the most popular among vacationers in Albania are the thermal
springs of Bilaj, which are unique in chemical composition, the composition of
water includes minerals and useful compounds. Health resorts are located near
Tirana, so they are especially popular with both locals and travelers. Bilyai spring
water 1s taken from the Ayshem River. The water temperature sometimes rises to
55 degrees. The sources treat diseases such as rheumatism, and diseases of the
nervous system and skin [11].

The second most popular is the thermal springs near the city of Elbasan,
which are quite old springs, the healing power of which was used by the Romans.
Treatment in the springs helps to cure diseases of the stomach, skin, and
respiratory tract. In addition to medical procedures, spa treatments, and cosmetic

and cosmetic services are provided [12].
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In the resorts of Vronomero thermal waters enriched with minerals, treat
diseases of the gastrointestinal tract and help to recover from surgery and disease.
Near Peshkopiya sulfate sources help with diabetes, gastrointestinal diseases, skin
rashes, lung problems, and other diseases [13].

An important part of Albania's tourist attraction as a tourist destination is
the country's rich history, culture, and many architectural and monumental
monuments.

The country's most notable monument is the Monument to Mother
Albania, a 12-meter statue located in the National Cemetery of the Martyrs of
Albania in Albania, which was laid in 1971. The statue represents the country as
a mother, guarding the eternal sleep of those who gave their lives for it [12].

Fortresses and castles of Albania, preserved from ancient times, can have
a high tourist attraction. In particular, the most famous historical buildings include
the castle of Porta Palermo (built during the Ottoman period during the reign of
Ali Pasha), Rozafa Fortress (founded by the Illyrians, then restored by the
Venetians and rebuilt by the Ottomans, inside the fortress preserved several
buildings and ruins), Pre Castle medieval castle of the 15th century, was in the
6th century during the reign of the Byzantine Emperor Justinian) [13].

The World Tourism Organization and its members see great potential for
Albania as a center of tourism that needs to be developed. The WTO has
recommended that Albania choose a new strategy for tourism development in the
southern regions. According to the organization, Albania should develop its own
model of marketing positioning and development of tourism, in contrast to the
Croatian and Montenegrin. Due to the long coastline, many healing springs, and
mountains, the country needs to put pressure not only on beach holidays but also
on spa and mountain tourism. It is a comprehensive approach to the development
of tourism in Albania, that will help expand the material and technical base of

resorts, improve the quality of service, and increase the range of services.

Electronic Scientific Publication “Public Administration and National Security”
https://doi.org/10.25313/2617-572X-2022-3




Electronic Scientific Publication “Public Administration and National Security”
https://doi.org/10.25313/2617-572X-2022-3

Thus, due to the mild Mediterranean climate and many architectural
monuments of antiquity and the Middle Ages, the country has a huge tourist
potential and is an attractive region for travelers, there are all conditions for
tourism, which was proved by marketing analysis of resort potential. formation of
unique tourist offers.

Conclusions. Thus, considering the above data, it can be noted that at the
moment the main promising areas in the development of tourism are:

- branding of tourist activity.

- creating a positive image of tourist regions.

- increasing the environmental friendliness of tourism.

- promoting the recovery of demand for tourist destinations.

The development of tourism will contribute to increasing the share of
world GDP from tourism, which will have a positive impact on the world

economy and the region.
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