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INTRODUCTION

Relevance of the topic. The tourism industry is one of the most dynamic
sectors of the global economy and is actively transforming under the influence of
digital technologies. The rapid development of Artificial Intelligence (Al) creates
new opportunities for improving the efficiency of tourism enterprises, personalising
tourism services, and enhancing customer interactions. Modern tourists expect quick
access to information, an individual approach, convenient digital services, and high-
quality support throughout all stages of their journey. In this regard, the use of
artificial intelligence tools is becoming one of the key directions in the development
of the tourism business.

Today, leading global tourism companies actively implement chatbots, virtual
assistants, recommendation systems, automated data analysis tools, and consumer
behaviour forecasting technologies. Such solutions make it possible to increase
customer satisfaction, reduce response times, optimise business processes, and
secure competitive advantages in the market. At the same time, for many Ukrainian
tourism enterprises, the use of artificial intelligence remains a relatively new area
that requires comprehensive research and adaptation to the specific characteristics
of the domestic tourism market.

This issue becomes particularly relevant in the context of increasing
competition among tourism companies, changing consumer behaviour patterns, and
the growing importance of online communications. Modern tourists increasingly
choose companies that provide prompt responses to inquiries, personalised offers,
and a high level of digital service. Under such conditions, the implementation of
artificial intelligence tools becomes an important factor in improving the quality of
tourism services and creating a positive customer experience.

A significant contribution to the study of digital transformation in the tourism
industry, the development of e-tourism, customer experience, and the application of
modern information technologies in tourism has been made by both international

and Ukrainian scholars. However, the rapid pace of artificial intelligence



development necessitates the continuous updating of scientific approaches
and the search for new practical solutions for tourism enterprises.

The purpose of the qualification thesis is to investigate the possibilities of
using artificial intelligence tools to improve tourism services and enhance customer
experience in the activities of Accord Tour LLC and to develop practical
recommendations for their implementation.

To achieve this purpose, the following objectives have been defined:

— to examine the theoretical foundations and contemporary directions of
artificial intelligence application in the tourism industry;

—to determine the role of customer experience in ensuring the competitiveness
of tourism enterprises;

— to analyse international experience in the use of artificial intelligence tools
in the tourism sector;

— to provide a general overview of the activities of Accord Tour LLC;

— to analyse the customer service system and the use of digital tools within
the enterprise;

— to assess the possibilities of applying artificial intelligence tools to improve
tourism services at Accord Tour LLC;

—to develop a set of practical recommendations for implementing Al solutions
to enhance customer experience;

— to evaluate the effectiveness of the proposed measures and determine the
prospects for their implementation.

The object of the research is the process of organising and delivering tourism
services within a tourism enterprise.

The subject of the research is the use of artificial intelligence tools to improve
the quality of tourism services and enhance customer experience in the activities of
Accord Tour LLC.

Research methods. To achieve the stated purpose, the study employed a
combination of general scientific and specialised research methods: the method of

theoretical generalisation and system analysis to examine scientific approaches to



the use of artificial intelligence in tourism; the comparative method to
analyse international experience in the application of Al technologies; the economic
and statistical method to analyse the activities of the tourism enterprise; the graphical
method to visualise the research results; SWOT analysis to assess the opportunities
for implementing artificial intelligence tools in the activities of Accord Tour LLC;
the survey method to investigate customer attitudes towards the use of digital
services and Al-based solutions; and the forecasting method to evaluate the expected
effectiveness of the proposed measures.

The theoretical and information base of the research consists of scientific
works by Ukrainian and international scholars on digital transformation in tourism,
the use of artificial intelligence, and customer experience management; statistical
data from international organisations, including UN Tourism, Eurostat, and the
World Travel & Tourism Council (WTTC); analytical reports of leading tourism
companies; materials provided by Accord Tour LLC; as well as Internet-based
information resources.

The practical significance of the obtained results lies in the development of
recommendations for the use of artificial intelligence tools to improve the quality of
tourism services, enhance customer interactions, and strengthen the competitive
position of Accord Tour LLC in the tourism market.

The qualification thesis consists of an introduction, three chapters,

conclusions, a list of references, and appendices.
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CHAPTER 1. THEORETICAL FOUNDATIONS OF THE
USE OF ARTIFICIAL INTELLIGENCE IN THE TOURISM INDUSTRY

1.1. Theoretical Foundations and Contemporary Directions of Artificial

Intelligence Application in the Tourism Industry

The modern tourism industry is undergoing profound digital transformation,
which is changing not only the ways tourism services are promoted but also the very
logic of interaction between tourism enterprises and customers. While digitalisation
in tourism was previously associated primarily with online booking, electronic
tickets, tourism company websites, and social media, today the use of artificial
intelligence tools has become a key stage in the industry's development. Artificial
intelligence enables tourism enterprises not only to automate individual operations
but also to create a more personalised, faster, and more convenient customer
experience.

Tourism is one of the sectors that transitioned relatively early to digital models
of interaction with consumers. Online tour searches, airline ticket bookings, hotel
comparison platforms, electronic reviews, digital maps, mobile applications, and
digital payment systems have become common elements of tourism services.
However, further technological development has led to the emergence of new tools
capable of analysing large volumes of data, predicting tourist behaviour,
automatically generating personalised itineraries, responding to customer inquiries
in real time, and creating customised tourism offers.

In academic literature, artificial intelligence is most commonly defined as a
set of technologies that imitate certain functions of human thinking, including the
ability to learn, analyse, recognise patterns, make decisions, and generate new
information. In the tourism sector, artificial intelligence can be interpreted as a
complex of digital tools used to automate business processes, personalise tourism
services, improve customer communication, and enhance the effectiveness of

managerial decision-making.
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Summarising contemporary approaches, artificial intelligence in

tourism can be defined as a technological system that processes large volumes of

tourism, behavioural, communication, and market data to create more accurate,

personalised, and efficient tourism services. Its application enables tourism

enterprises to move from standardised service provision to a model of individualised

customer interaction.

Table 1.1

Main Approaches to Understanding Artificial Intelligence in the Context of

the Tourism Industry

Approach

Essence of the Approach

Significance for the Tourism
Industry

Technological

Al is considered a set of
software solutions, algorithms,
chatbots, recommendation
systems, and automation
systems.

Enables the automation of
booking processes, customer
consultations, inquiry analysis,
and the development of tourism
offers.

Managerial

Al is interpreted as a tool for
supporting managerial
decision-making based on data
analysis.

Helps forecast demand, evaluate
sales performance, and optimize
marketing campaigns.

Marketing

Al is used to personalize
communications and promote
tourism products.

Makes it possible to create
personalized offers, targeted
advertising campaigns, and
customized email marketing
communications.

Service

Al serves as a tool for
enhancing customer experience
quality.

Ensures rapid response to
customer inquiries, 24/7 support,
automated consultations, and
customer assistance throughout
the service process.

Analytical

Al is used to process large
volumes of data related to
tourists, the market, and
competitors.

Enables the identification of
demand trends, analysis of
customer reviews, and
assessment of customer
satisfaction levels.

Innovative

Al is viewed as a driver for the
creation of new tourism
products and services.

Facilitates the development of
Al-generated itineraries, virtual
tours, voice assistants, and smart

recommendation systems.
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Source: compiled by the author based on a synthesis of contemporary
scientific and practical approaches.

As shown in Table 1.1, artificial intelligence in tourism cannot be regarded
solely as a technical tool. Its significance is much broader, as it influences service
organization, marketing, management, communication, and the strategic
development of tourism enterprises. Therefore, under modern conditions, Al is
becoming not merely a supporting tool but a strategic resource for the tourism
business.

A distinctive feature of the tourism industry is that the tourism product is
predominantly intangible. Customers purchase not only transportation,
accommodation, or excursions, but above all expectations, emotions, experiences,
safety, and trust. Consequently, the quality of communication before the purchase,
during the trip, and after its completion is of critical importance. Artificial
intelligence enables tourism companies to better understand customer needs and
respond promptly to their expectations.

Several key areas of artificial intelligence application can be identified within
the modern tourism industry.

The first area is the automation of customer communication. The most
common examples are chatbots and virtual assistants that can answer typical tourist
inquiries, provide information about tours, booking conditions, required documents,
payment procedures, changes in travel itineraries, and other organizational matters.
This is particularly important for tourism enterprises that handle a large number of
inquiries through social media platforms, messaging applications, and corporate
websites. By utilizing chatbots, customers receive responses more quickly, while
company managers can focus on more complex consultations and sales activities.

The second area is the personalization of tourism offers. Artificial intelligence
systems can analyze customers’ previous inquiries, budgets, preferred destinations,
travel duration, vacation preferences, group composition, and other parameters.
Based on this information, tourism companies can provide individually tailored

options rather than a standard set of tour packages. For customers, this creates a



13
sense of personalized attention, while for enterprises it increases the
likelihood of successful sales.

The third important area is the generation of personalized travel itineraries.
Modern Al tools are capable of rapidly creating travel programs that take into
account tourists’ interests, logistics, budgets, seasonality, length of stay, and specific
preferences. For example, one customer may be offered a cultural and educational
itinerary, another a gastronomic tour, and a third a family-oriented trip with safe and
comfortable conditions. Such capabilities are especially relevant for tourism
companies seeking to move beyond mass-market offerings toward more flexible
tourism products.

The fourth area is the analysis of customer reviews and reputation
management. In tourism, customer reviews play an extremely important role, as they
influence trust in a company and affect the decisions of potential tourists. Artificial
intelligence tools can analyze comments on social media, Google, tourism platforms,
and other digital channels. They make it possible to identify which aspects of the
service are positively evaluated by customers and which generate dissatisfaction.
This creates opportunities for rapid problem resolution and continuous service
improvement.

The fifth area is demand forecasting. Through the analysis of seasonality,
historical sales data, market trends, price dynamics, consumer behavior, and external
factors, Al systems can assist tourism enterprises in forecasting demand for specific
destinations, types of tours, or travel periods. This enables companies to plan
advertising campaigns more effectively, develop tourism products, and allocate
resources efficiently.

The sixth area is support for marketing activities. Generative artificial
intelligence can be used to create advertising copy, tour descriptions, social media
posts, email campaigns, video scripts, visual concepts, and presentations of tourism
products. This does not imply the complete replacement of marketing professionals;
rather, it significantly accelerates content creation and facilitates its adaptation to

different target audiences.
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An analysis of contemporary applications of artificial intelligence
demonstrates that its impact extends to nearly every stage of interaction between
tourism companies and customers. At the information search stage, Al helps identify
relevant offers; during decision-making, it provides consultation and personalized
recommendations; during booking, it simplifies the reservation process; throughout
the trip, it can support customers through mobile services; and after the tour has been
completed, it analyzes feedback and facilitates follow-up communication.

An important theoretical aspect is the understanding that artificial intelligence
in tourism transforms not only individual operations but also the entire model of
customer value creation. In the traditional model, tourism companies offered ready-
made products from which customers selected the most suitable option. In the
modern Al-oriented model, tourism enterprises can develop more flexible offerings
that take into account individual needs, emotional expectations, and behavioral
characteristics of consumers. More detailed overview of contemporary approaches

to the application of artificial intelligence in tourism is provided in Table 1.2.



15
Table 1.2

Contemporary Approaches to the Application of Artificial Intelligence in the

Tourism Industry

Approach

Essence of the Approach

Significance for the Tourism
Industry

Technological

Al is regarded as a set of
software solutions,
algorithms, chatbots,
recommendation systems,

and automation technologies.

Enables the automation of booking
processes, customer consultations,
inquiry analysis, and offer
generation.

Managerial

Al is interpreted as a data-
driven tool for supporting
managerial decision-making.

Assists in demand forecasting,
evaluating sales performance, and
optimizing marketing campaigns.

Marketing

Al is used to personalize
communications and
promote tourism products.

Makes it possible to create
customized offers, targeted
advertising campaigns, and
personalized email marketing
communications.

Service

Al serves as a tool for
enhancing the quality of
customer experience.

Ensures rapid response to customer
inquiries, 24/7 support, automated
consultations, and continuous
customer assistance.

Analytical

Al is employed to process
large volumes of data related
to tourists, the market, and
competitors.

Enables the identification of
demand trends, analysis of
customer reviews, and assessment
of customer satisfaction levels.

Innovative

Al is considered a driver of
the development of new
tourism products and
services.

Facilitates the creation of Al-
generated travel itineraries, virtual
tours, voice assistants, and smart
recommendation systems.

Technological

Al is regarded as a set of
software solutions,
algorithms, chatbots,
recommendation systems,
and automation technologies.

Enables the automation of booking
processes, customer consultations,
inquiry analysis, and offer
generation.

Managerial

Al is interpreted as a data-
driven tool for supporting

managerial decision-making.

Assists in demand forecasting,
evaluating sales performance, and
optimizing marketing campaigns.

Source: compiled by the author.

In this context, it is important to examine the relationship between artificial

intelligence and customer experience. Customer experience in tourism is not formed
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solely during the trip itself. It begins with the very first interaction with the
company, including visiting its website, communicating through social media,
consulting with a manager, or receiving a commercial offer. When customers receive
a prompt, clear, accurate, and personalized response, their level of trust in the
company increases. Therefore, Al tools play a significant role in enhancing both the
speed and quality of communication.

Contemporary international studies emphasize that artificial intelligence has
considerable potential to support the innovative and sustainable development of the
tourism industry. At the same time, alongside its opportunities, certain risks must
also be considered. These include issues related to personal data protection,
algorithm transparency, the quality of automatically generated information, the
possibility of inaccurate recommendations, the ethical use of customer data, and the
preservation of the human element in service delivery.

Table 1.3
Advantages and Risks of Using Artificial Intelligence in the Tourism
Industry

Advantages of Al Implementation Potential Risks and Limitations

Possibility of providing inaccurate or

Rapid processing of customer inquiries . : )
piep & q incomplete information

Risks related to the violation of personal

Personalization of tourism offers i
data privacy

Reduced role of direct communication

24/7 customer support with managers

Analysis of large volumes of data

Dependence on the quality of input data

Optimization of marketing campaigns

Potential algorithmic bias

Forecasting tourist demand and
behavior

Need for financial and human resources
for implementation

Increased staff productivity

Necessity of training employees to work
with Al tools

Development of new tourism product
formats

Legal and ethical issues related to the
use of Al solutions

Source: compiled by the author.

As shown in Table 1.3, the implementation of artificial intelligence cannot be

considered a spontaneous or purely technical process. It requires a strategic
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approach, an assessment of the enterprise’s readiness, employee training,
the definition of clear objectives, and continuous monitoring of result quality. For
tourism enterprises, the goal is not to replace humans with artificial intelligence, but
rather to create a model of interaction in which Al takes over routine, repetitive, and
analytical tasks, while managers focus on complex consultations, emotional
customer support, and trust-building activities.

In tourism business practice, the use of the so-called hybrid service model
appears particularly promising. This approach combines automated Al solutions
with the professional expertise of managers. For example, a chatbot can provide
customers with basic information about a destination, estimated costs, available
travel dates, and trip conditions. Subsequently, a manager can join the
communication process and offer a more detailed consultation tailored to the
customer’s individual preferences. Such an approach makes it possible to preserve
the human aspect of service while simultaneously making it faster and more
technologically advanced.

Particular attention should be given to generative artificial intelligence, which
has emerged as one of the most significant technological trends in recent years.
Unlike traditional algorithms, generative Al is capable of creating new content,
including texts, travel itineraries, images, scripts, descriptions of tourism products,
and personalized customer messages. In the tourism industry, this creates
opportunities for the rapid development of customized travel programs, adaptation
of content to different linguistic and cultural audiences, creation of creative
promotional materials, and enhancement of communication efficiency.

At the same time, generative Al requires mandatory verification by qualified
professionals. In the tourism sector, inaccuracies in information may have serious
consequences. Incorrect entry requirements for a destination country, inaccurate
transportation details, or misleading descriptions of hotels and excursion programs
can undermine customer trust and satisfaction. Therefore, generative Al should be

viewed and utilized as a supportive tool rather than a fully autonomous source of
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information. Examples of the practical use of generative artificial

intelligence in the activities of tourism enterprises are presented in Table 1.4.

Table 1.4

Examples of the Use of Generative Artificial Intelligence in the Activities of

Tourism Enterprises

Area of Application

Example of Generative
Al Use

Expected Benefits for
the Tourism Enterprise

Customer communication

Generating responses to
customer inquiries
through chatbots and
virtual assistants

Faster customer service
and reduced workload for
managers

Development of tourism
offers

Creating personalized
travel itineraries based on
customer preferences

Higher customer
satisfaction and increased
sales potential

Content marketing

Generating social media
posts, advertising texts,
and email campaigns

Faster content creation
and improved marketing
efficiency

Product presentation

Creating descriptions of
tours, hotels, destinations,
and excursion programs

Improved quality and
consistency of
information provided to
customers

Multilingual
communication

Translating tourism
content into different
languages

Expansion into
international markets and
improved communication

with foreign customers

Visual content creation

Generating images,
promotional materials,

and visual concepts

Reduced marketing costs
and enhanced
attractiveness of tourism
products

Source: compiled by the author.

At the current stage of tourism market development, artificial intelligence is

becoming an important tool not only for large international corporations but also for

small and medium-sized tourism enterprises. This is due to the fact that many Al

solutions have become accessible, relatively easy to use, and capable of being

integrated into existing communication channels, including websites, social media

platforms, CRM systems, messaging applications, and email marketing tools.

Consequently, Ukrainian tourism companies can gradually implement Al
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technologies without substantial initial investments, beginning with the
automation of customer communication, analysis of customer inquiries, and
preparation of personalized offers.

For tourism enterprises operating in Ukraine, the use of artificial intelligence
is of particular importance given the challenging market conditions, changing
tourism flows, the increasing role of domestic and outbound tourism, demand
instability, and intense competition within the digital environment. Under such
circumstances, the ability to respond quickly to customer inquiries, offer relevant
tourism products, and maintain high-quality communication becomes a significant
competitive advantage.

Thus, the theoretical analysis demonstrates that artificial intelligence in the
tourism industry 1is a multifunctional tool encompassing automation,
personalization, analytics, marketing, forecasting, and customer experience
enhancement. Its application enables tourism enterprises to move from a standard
service delivery model toward a more flexible, customer-oriented, and
technologically advanced approach. At the same time, the effective use of Al tools
requires a responsible approach, professional supervision, protection of personal
data, and the preservation of the human dimension of tourism services.

Therefore, artificial intelligence acts as one of the key drivers of
transformation within the tourism industry. It creates new opportunities for
improving tourism services, enhancing customer interactions, and strengthening the
competitiveness of tourism enterprises. Further analysis should focus on the study
of customer experience in tourism and the role of digital technologies in its

formation.
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1.2. Customer Experience in Tourism and the Role of Digital

Technologies in its Formation

In the contemporary tourism industry, the ability to deliver a positive
customer experience has become one of the key determinants of business success.
Intensifying competition in the tourism market, the widespread availability of
information, the active use of digital platforms, and the growing expectations of
consumers have driven a shift from the traditional focus on selling tourism products
to a customer-oriented management approach. Increasingly, tourism enterprises are
placing greater emphasis not on the tourism product itself, but on the impressions,
emotions, and experiences that customers gain throughout their interactions with the
company.

In academic literature, customer experience (CX) is defined as the
combination of impressions, emotions, evaluations, and perceptions formed by
consumers as a result of their interactions with a company across all stages of
contact. Unlike the concept of service quality, which primarily reflects the extent to
which a service meets customer expectations, customer experience encompasses the
entire spectrum of interactions between consumers and businesses, including
information search, the selection process, purchase, service consumption, post-
purchase support, and the development of customer loyalty.

Customer experience is of particular importance in the tourism sector because
tourism products are characterized by intangibility, the impossibility of prior testing,
and a strong emotional component. Tourists cannot fully evaluate the quality of a
trip before it takes place; therefore, purchasing decisions are largely based on trust
in the tourism company, its reputation, recommendations from other customers, and
the quality of communication provided.

Contemporary researchers emphasize that the creation of a positive customer
experience directly influences a company’s competitiveness, customer satisfaction
levels, the frequency of repeat purchases, and customer recommendations. In the

tourism industry, positive experiences represent one of the most effective tools for
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building long-term relationships with customers, as tourism services often

involve a high level of customer engagement and considerable financial investment.

In the tourism business, customer experience is formed throughout the entire

cycle of interaction between consumers and tourism enterprises. For this reason,

modern management practices widely employ the concept of the Customer Journey,

which enables companies to examine all customer touchpoints and identify the

factors that influence customer satisfaction. The principal approaches to

understanding the concept of customer experience in tourism are outlined in Table

1.5.

Table 1.5

Main Approaches to Understanding the Concept of Customer Experience

Specific Features in the

Approach Essen .
pproac ssence Tourism Industry
Customer experience is Shapes the image of a
: viewed as the result of tourism company and
Marketing : . .
interactions between influences repeat
consumers and a brand. purchases.
Emphasis is placed on :
conrs’umers’ gmo tions Determines the level of
Behavioral . : ’ satisfaction with the
impressions, and : )
. tourism experience.
reactions.
Customer experience is | Contributes to enhancing
: considered an object of service quality and
Managerial ) . :
management and improving business
continuous improvement. process efficiency.
Primary attention is given Plays a crucial role in
- to interactions through | online booking, customer
Digital

digital communication
channels.

communication, and
support services.

Source: compiled by the author based on a synthesis of contemporary

scientific approaches.

The customer journey in tourism encompasses significantly more stages than

the travel experience itself. It begins at the moment when the need for travel arises

and continues even after the trip has been completed.
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As shown in Table 1.5, digital technologies now accompany tourists
at virtually every stage of the customer journey. This means that the quality of digital
interactions directly influences the overall perception of a tourism company.

One of the most important factors is the speed of communication. Modern
consumers expect responses to their inquiries within minutes. Studies conducted by
international consulting firms indicate that a significant proportion of customers
leave a website or turn to competitors if they do not receive a prompt response. In
the tourism industry, this issue becomes even more critical due to intense
competition and the wide availability of alternative travel offers. The main stages of
the customer journey in tourism and the role of digital technologies at each stage are

shown in Table 1.6.

Table 1.6
Main Stages of the Customer Journey in Tourism
Stage Characteristics Role of Digital Technologies
o The emergence of a desire to Advertising, social media,
Need Recognition : :
travel influencers, tourism portals
Information Exploring destinations, tour | Search engines, tour operator
Search options, and travel conditions | websites, online platforms
Evaluation of Comparing different offers Online reviews, ratings,
Alternatives and tourism companies recommendation systems

Online consultations,

Selecting a tour package and chatbots, CRM-based

Decision-Making :
a tourism company

communications
Booking and Completing the reservation Online booking systems,
Payment and payment process electronic payment solutions
) Direct consumption of Mobile applications, digital
Travel Experience . . : :
tourism services maps, online support services
X ) .. Email marketing, loyalt
Post-Purchase Reviews, repeat inquiries, ctns, Joya’ty
. ) programs, social media
Interaction and recommendations

platforms

Source: compiled by the author.
A positive customer experience is shaped by numerous factors. Some of these
factors are directly related to the quality of the tourism product itself, while others

depend on the level of service and the effectiveness of communication provided by
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the tourism enterprise. The main factors influencing the formation of

customer experience in tourism are illustrated in Figure 1.1.

Operational Factors [ Reputational and Emotional Factors

Quality of the Tourism Product User-Friendliness of Digital Services

Overall level of customer satisfaction Ease of interaction with the company

Speed of Communication Reputation and Reviews

Decision to purchase a tour

: MK <

First impression of the company

Trust in the company Building customer loyalty

Personalization of Offers
Sense of an individual approach

Emotional Component of the Trip
Willingness to recommend the company

Professionalism of Managers O After-Sales Service

Ease of Service Processes Trust and Emotional Connection
Convenience at all stages Long-term relationships with customers

(Y Positive Customer Experience

Loyalty « Repeat Purchases * Recommendations

O @ )
€

Figure 1.1. Main Factors Influencing Customer Experience Formation in
Tourism

In recent years, the concept of Digital Customer Experience (DCX) has gained
significant attention and development. Its essence lies in creating a seamless,
convenient, and continuous interaction between customers and companies through
digital communication channels. For tourism enterprises, this means ensuring the
effective operation of websites, mobile applications, online consultations, social
media platforms, messaging services, and other digital tools.

Among the modern digital technologies that have the greatest impact on
customer experience in tourism are online booking systems, customer relationship
management (CRM) systems, mobile applications, chatbots, recommendation

systems, review analysis technologies, and artificial intelligence tools.
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Table 1.7
The Role of Digital Technologies in Shaping Customer Experience in
Tourism
Digital Technology Key Capabilities Impact on Customer

Experience

Tourism Company

Information provision,

Creates the first
impression of the

Website booking, communication
company
CRM System Storage and management of Enablqs persqnalized
customer data service delivery
Online Booking Self-service reservation and Enhances convenience
Systems booking and ease of interaction
Social Media Communication and Contribute to customer
Platforms promotion engagement and attraction
Chatbots Automated consultations and | Ensure rapid.resp.or_lse to
support customer inquiries
: : Improve comfort and
: . fi S
Mobile Applications Support for tourists during accessibility of
travel . )
information
Al-Based : . Increase the relevance of
: Personalized tour selection :
Recommendations tourism offers
Review Analysis Monitoring customer Facilitate continuous
Tools satisfaction levels service improvement

Source: compiled by the author.

The role of digital technologies in shaping customer experience in tourism is

presented in Table 1.7.An important trend in recent years has been the transition

from standardized service delivery to a personalized customer experience. Modern

tourists seek offers that correspond to their individual interests, financial

capabilities, travel styles, and personal preferences. Consequently, personalization

is now considered one of the key factors determining the competitiveness of tourism

enterprises.

Artificial intelligence tools play a particularly significant role in advancing

personalization. They make it possible to analyze search and booking histories,

previous travel experiences, user behavior on websites, social media activity, and

other data necessary for creating individualized tourism offers. As a result,
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customers receive more relevant products, while tourism enterprises
improve sales effectiveness and customer satisfaction.

The contemporary tourism industry is also witnessing a gradual transition
toward the concept of omnichannel service. This approach aims to provide a
consistent customer experience regardless of the communication channel used. A
tourist may begin searching for a tour on a company’s website, continue
communication through a messaging application, receive consultation by phone, and
complete the booking either in an office or online. At the same time, customer
information should be stored and utilized throughout all stages of interaction.

For tourism enterprises in Ukraine, the development of a positive customer
experience is becoming increasingly important in the context of intense competition,
the rapid growth of digital sales channels, and changing consumer behavior. The
most successful companies are those capable not only of offering high-quality
tourism products but also of ensuring comfortable, prompt, and personalized
interactions with customers throughout every stage of their journey.

Thus, customer experience represents one of the key determinants of
competitiveness for tourism enterprises under contemporary market conditions. Its
formation depends on the quality of the tourism product, the level of service, the
effectiveness of communication, and the application of digital technologies.
Particular importance is currently attached to personalization tools, omnichannel
communications, and digital services, which enable the creation of a positive
customer interaction experience with tourism companies. Further analysis should
focus on examining international experience in the use of artificial intelligence tools

to enhance the quality of tourism services and improve customer experience.

1.3. Global Experience in the use of Artificial Intelligence Tools to

Enhance the Quality of Tourism Services

The rapid development of digital technologies and the growing expectations

of consumers regarding service quality have contributed to the active
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implementation of artificial intelligence tools in the operations of tourism
enterprises worldwide. While only a few years ago the use of Al technologies was
primarily associated with large international corporations, today they are gradually
becoming an integral component of tourism companies of various sizes. Artificial
intelligence is used to automate customer communication, personalize tourism
services, analyze market trends, forecast demand, optimize pricing strategies, and
improve the overall customer experience.

International practice demonstrates that Al technologies have achieved the
greatest level of adoption among global tourism platforms, online travel agencies,
hotel chains, airlines, and tour operators. This can be explained by the vast volumes
of data these organizations process daily, as well as the intense competition for
customers within the digital environment.

Global online booking platforms play a particularly important role in the
development of artificial intelligence within the tourism industry. These companies
were among the first to actively implement machine learning algorithms for
analyzing user behavior and personalizing tourism offers.

Table 1.8
Examples of Artificial Intelligence Applications by Leading International
Tourism Companies

Company Main Al Solutions Purpose of Use

Recommendation systems,
Booking.com personalized search, Al-
powered assistants

Providing the most relevant
accommodation options

Expedia Generative Al, chatbots, travel | Improving the quality of travel
Group recommendation systems planning

Intelligent search, analysis of Personalization of

Airbnb accommodation and travel
user preferences : )
experience recommendations
. . Revi nalysis an Enhancing th lity of tourism
TripAdvisor eview analysis a d ancing the quality of touris
recommendation systems product selection
Al-driven customer analytics, Personalization of tourism
TUI Group . ) :
digital assistants services
Marriott Virtual assistants, chatbots, Improving guest service and
International customer data analytics support
Hilton Al concierges and voice Automating communication with
Hotels assistants guests

Lufthansa | Al-based demand forecasting | Optimizing sales performance and
Group and dynamic pricing revenue management
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Source: compiled by the author based on official company reports.

Examples of artificial intelligence applications by leading international
tourism companies are summarized in Table 1.8. One of the most well-known
examples of artificial intelligence implementation is the activity of Booking.com,
which processes millions of user search queries every day. Artificial intelligence
algorithms analyze customers’ previous behavior, geographical location, booking
history, seasonality, budget, and other factors to generate personalized
recommendations.

An important example of the modern application of generative artificial
intelligence 1s Expedia Group. Between 2023 and 2025, the company actively
integrated generative Al capabilities into its travel planning services. The system
enables customers to express their preferences in natural language and receive
personalized recommendations regarding travel destinations, accommodation,
transportation, and tourism activities. This approach significantly simplifies the
travel planning process and enhances customer satisfaction.

The experience of Airbnb is equally noteworthy. By utilizing machine
learning algorithms, the platform analyzes user preferences, previous booking
patterns, and on-site behavior. This enables the generation of personalized
recommendations for accommodation, tourism activities, and unique travel
experiences. As a result, Airbnb has developed one of the most effective
personalization systems in the global tourism industry.

Modern Al technologies are actively used not only by online platforms but
also by international tour operators. One of the leaders in this field is TUI Group,
which applies artificial intelligence to customer data analysis, demand forecasting,
and the personalization of tourism products. The use of Al solutions enables the
company to manage tourism flows more effectively, adapt offers to the needs of
different customer segments, and improve service quality.

Particular attention should be paid to the application of artificial intelligence
in the hospitality industry. Leading international hotel chains view Al as a powerful

tool for enhancing service quality and personalizing interactions with guests. The
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use of artificial intelligence technologies in major international hotel chains
is presented in Table 1.9.
Table 1.9

Use of Artificial Intelligence in International Hotel Chains

Hotel Chain Al Solution Practical Qutcome
Marriott Chatbots for guest 24/7 communication and rapid
International support resolution of guest inquiries
Hilton Hotels Connected.Room voice | Personalization Qf the guest stay
assistant experience
Hyatt Hotels AI—baged customer Personalized offers and loyalty
behavior analytics programs
Digital assistants .and Optimization of service delivery
Accor Hotels demand forecasting
and sales performance
systems
InterContinental . Improvement of service quality
Hotels Group (IHG) Customer data analytics and personalization

Source: compiled by the author.

Within hotel chains, artificial intelligence is most commonly used for
communication automation, reservation management, service personalization, and
forecasting guest needs. For example, guests may receive personalized
recommendations regarding restaurants, excursions, or additional services based on
their interests and previous interactions with the hotel chain.

Another important area of artificial intelligence development in tourism is the
application of Big Data Analytics technologies. Tourism companies accumulate vast
amounts of information on customer behavior, marketing campaign performance,
destination popularity, customer reviews, and other indicators on a daily basis.
Artificial intelligence enables the rapid processing of these data and the
identification of hidden patterns that can be used to support managerial decision-
making.

In the aviation industry, Al technologies are utilized for demand forecasting,
fare management, route optimization, and customer service enhancement. Major
airlines such as Lufthansa Group, Air France—KLM, British Airways, and others
employ predictive analytics algorithms to manage ticket pricing and forecast flight

occupancy rates.
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Recent years have been characterized by the rapid expansion of

generative artificial intelligence, which has become one of the most promising

directions of digital transformation within the tourism industry. Unlike traditional

Al systems, generative artificial intelligence is capable of creating new content

based on users’ text-based prompts.

In the tourism sector, generative Al is used to create personalized travel

itineraries, prepare descriptions of tourism products, automatically translate content,

develop marketing materials, generate recommendations, and provide real-time

customer support. The main areas of artificial intelligence application across

different segments of the tourism industry are shown in Table 1.10.

Table 1.10

Main Areas of Artificial Intelligence Application Across Different Segments

of the Tourism Industry

Segment of the
Tourism Industry

Main Al Solutions

Key Purpose of Application

Tour Operators

Tour personalization,
demand analysis,
communication automation

Enhancing customer
satisfaction and improving
sales efficiency

Personalizing offers and

Online Booking Recommendation systems, o e :
Platforms generative Al, chatbots simplifying the booking
process
Virtual assistants, service Improving guest experience
Hotels personalization, occupancy and optimizing hotel
forecasting operations
Dynamic pricing, demand Revenue optimization and
Airlines forecasting, digital enhancement of customer

passenger support

service

Travel Agencies

Automated consultations,
Al assistants for managers,
marketing analytics

Increasing operational
efficiency and service quality

DMOs and Tourist
Destinations

Tourist flow analytics,
smart destination
management

Supporting sustainable
tourism development and
destination management

Source: compiled by the author.

Alongside its numerous advantages, global practice also demonstrates certain

challenges associated with the use of artificial intelligence in tourism. These
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challenges primarily concern personal data protection, cybersecurity, the
ethical use of algorithms, and the need to ensure the quality and accuracy of
automatically generated information. Of particular importance is maintaining a
balance between automation and the human factor, as tourism services are largely
based on emotions, trust, and interpersonal communication.

International experience indicates that the most effective approach is one in
which artificial intelligence does not replace employees of tourism enterprises but
rather serves as a tool that supports and enhances their activities. It is the
combination of advanced digital technologies and the professional expertise of
managers that enables organizations to achieve the best results in customer service
and satisfaction. The opportunities provided by generative artificial intelligence for
tourism enterprises are summarized in Table 1.11.

Table 1.11

Opportunities of Generative Artificial Intelligence for Tourism Enterprises

Area of

Application Practical Use

Expected Benefits

Improved customer satisfaction
and more relevant travel
experiences

Creation of personalized

Travel Plannin L )
v g travel itineraries

Faster communication and
enhanced service efficiency

Customer
Consulting

Automated responses to
customer inquiries

Development of tour
descriptions, social media
posts, and promotional
materials

Reduced content creation time
and increased marketing
effectiveness

Content Creation

Adaptation of tourism

Information . ) : Improved accessibility for global

: materials for international : .
Translation audiences and market expansion

customers
Generation of :
Offer N ) Higher relevance of offers and
.. individualized ) :
Personalization . increased conversion rates
recommendations

Review Analysis

Summarizing customer
opinions and identifying
service issues

Continuous improvement of
service quality and customer
experience

Source: compiled by the author.
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For Ukrainian tourism enterprises, the experience of international
companies in the use of chatbots, recommendation systems, generative artificial
intelligence, and personalization tools is of particular value. A significant proportion
of these solutions are accessible even to medium-sized enterprises and do not require
substantial financial investments. This creates opportunities for the gradual
implementation of Al technologies within Ukrainian tourism companies and
contributes to strengthening their competitiveness in the market.

Thus, global experience clearly demonstrates that artificial intelligence is
becoming one of the key drivers of development in the modern tourism industry. Its
application contributes to improving the quality of tourism services, personalizing
customer interactions, automating business processes, and increasing the operational
efficiency of tourism enterprises. The analysis of international practices indicates
the feasibility of adapting selected Al solutions within the operations of Ukrainian
tourism companies, particularly LLC “Accord-Tour”, which will be the subject of

further investigation in the second chapter of this study.

Conclusions to Chapter 1

The first chapter examined the theoretical foundations of the use of artificial
intelligence in the tourism industry, explored the essence of customer experience as
a key factor of competitiveness for tourism enterprises, and analyzed international
practices in the application of Al technologies to improve the quality of tourism
services.

The conducted analysis revealed that artificial intelligence is one of the most
promising directions of digital transformation within the tourism sector. Unlike
traditional information technologies, modern Al solutions make it possible not only
to automate individual business processes but also to provide personalized tourism
services, forecast demand, analyze consumer behavior, and support managerial

decision-making. It was determined that the most common applications of artificial
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intelligence in tourism include chatbots, recommendation systems,
generative artificial intelligence, predictive analytics, and customer data analysis
tools.

The study of customer experience demonstrated that, under contemporary
conditions, the quality of interaction with customers largely determines the
competitive position of a tourism enterprise. It was established that customer
experience is formed throughout all stages of the customer journey and depends on
the quality of the tourism product, the efficiency of communication, the level of
service personalization, and the convenience of digital services. Digital interaction
channels have become particularly important, as they ensure information
accessibility, service responsiveness, and opportunities for building long-term
relationships with customers.

The analysis of international experience showed that leading tourism
companies around the world actively utilize artificial intelligence tools to improve
service quality and increase operational efficiency. It was confirmed that the
implementation of Al technologies contributes to enhancing customer experience,
increasing tourist satisfaction, automating routine operations, optimizing marketing
activities, and developing personalized tourism offers. Particularly effective are
solutions that combine the capabilities of artificial intelligence with the professional
support of managers, thereby maintaining a balance between technological
innovation and an individualized approach to customer service.

The synthesis of the theoretical research findings makes it possible to
conclude that the use of artificial intelligence tools is an important factor in
improving the quality of tourism services and creating a positive customer
experience. Considering current global trends in tourism industry development, the
implementation of Al solutions is becoming not only an innovative opportunity but
also a necessary condition for maintaining the competitiveness of tourism
enterprises. The theoretical findings obtained provide a foundation for further
analysis of the activities of LLC “Accord -Tour” and for assessing the potential

application of artificial intelligence tools within its operational practices.
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CHAPTER 2. ANALYSIS OF THE USE OF DIGITAL
TECHNOLOGIES AND ARTIFICIAL INTELLIGENCE OPPORTUNITIES
IN THE ACTIVITIES OF LLC “ACCORD-TOUR”

2.1. General Characteristics of the Activities of LLC “Accord-Tour”

Limited Liability Company “Accord Tour” commenced its operations on
December 10, 2003. The company officially obtained its tour operator license on
March 25, 2004. Since then, it has accumulated substantial experience and
established itself as one of the leading domestic tour operators, primarily
specializing in bus tours to European countries while actively developing domestic
tourism within Ukraine.

Its long-term operation in the dynamic and often unpredictable Ukrainian
tourism market, which has experienced several crisis periods, including the 2008
financial crisis, the COVID-19 pandemic, and the full-scale military invasion that
began in 2022, demonstrates the company’s remarkable resilience and adaptability.
The successful overcoming of these challenges and the preservation of its leading
market position indicate that the company has developed and implemented effective
mechanisms for responding to changes in market conditions, consumer preferences,
and the regulatory environment.

A significant milestone in the company’s development was the official
opening of the “Terminal A” Tourist Service Complex in Lviv in 2013, which had a
positive impact on the dynamics of tourist flows.

The company’s headquarters are located in Lviv, at 15 Novyi Svit Street,
79013. This office serves as the key center for the company’s operational activities
and the implementation of its strategic initiatives.

The enterprise is registered in the Unified State Register of Legal Entities,
Individual Entrepreneurs and Public Organizations of Ukraine (USR) under the
identification code 32800179.
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It should be noted that Accord Tour holds a valid tour operator
license (Series AG No. 580907, issued on March 16, 2012). In addition, the company
is accredited by diplomatic missions and consulates of foreign countries, enabling it
to provide visa support services to its clients, which represents an important
additional service for international travelers.

The geographical scope of tours offered by the company is extensive, covering
both European countries and various regions of Ukraine. Among the company’s key
European destinations are Italy, Romania, the Netherlands, Switzerland, Bulgaria,
France, the Czech Republic, Germany, Croatia, Austria, Poland, Hungary, and many
others.

This dual focus on both international and domestic tourism constitutes a
fundamental characteristic of the company’s operations. In addition to its core tour
operator activities, the enterprise provides a range of supplementary services,
including hotel reservations and the organization of business events such as
presentations, seminars, and conferences. This indicates an expansion of the
company’s activities beyond the traditional scope of leisure tourism [24].

The principal area of activity of Accord Tour is its operation as a tour operator,
classified under the primary NACE Code 79.12. This indicates that the company’s
core specialization is the development and packaging of comprehensive tourism
products. Additional areas of activity include functioning as a travel agency and
providing various reservation-related services, reflecting a deeper integration of the
enterprise into the tourism value creation process [25].

The mission of LLC “Accord Tour” is to ensure that every customer’s
vacation proceeds “like a perfectly performed melody” — as comfortably, positively,
and memorably as possible. This mission is based on the company’s declared values,
among which professionalism, customer orientation, reliability, innovation, and
friendliness are of primary importance. The company emphasizes the significance
of an individual approach to every tourist, high-quality services, continuous

improvement of customer service, as well as the principles of openness, honesty in
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relationships with clients and partners, and responsibility for results. The
company’s team is often described as a group of “exceptionally dedicated
workaholics.”

The company operates its own website, accordtour.com [24], which serves as
the primary channel for presenting information about tours, facilitating bookings,
and communicating with customers. Various communication channels are used to
interact with consumers, including telephone communication (+38 (063) 368-38-38,
+38 (032) 242-61-88, +38 (073) 630-36-38), as well as popular online messaging
applications such as Telegram, Viber, and WhatsApp. In addition, the company
actively utilizes information technology systems for various business functions,
including booking services through platforms similar to Amadeus.

The company is managed by Olena Bohdanivna Petrus, who serves as
Director, while the authority to sign official documents is granted to the authorized
representative Oksana Volodymyrivna Andriushchenko. The ownership structure is
highly concentrated, with the founders and ultimate beneficial owners exercising
direct controlling influence being Oksana Volodymyrivna Andriushchenko
(26.993%) and Serhii Volodymyrovych Tkach (73.007%).

The tourism company Accord Tour employs a line-and-functional
organizational structure. This management model is considered optimal under the
company’s chosen marketing strategy.

Line managers are responsible for decision-making and accountability, while
functional departments provide consultation, prepare information, and support the
development of managerial decisions.

For each destination area (such as the Polish, Czech, and Hungarian markets),
a dedicated product developer is responsible for planning travel itineraries. Each
developer is supported by a sales department that works directly with travel
agencies.

Consequently, each department is headed by a manager who fully performs
all managerial functions within that unit. At the same time, every employee within

the operational division reports directly to only one immediate supervisor.
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Figure 2.1. Organizational Structure of the Enterprise

Source: developed by the author based on company data.

The organizational structure of LLC “Accord-Tour” is presented in Figure
2.1. The Director of Accord Tour simultaneously performs a leadership function by
consolidating employees into a unified and cohesive team. Strategic decisions are
made by the Director, while a number of day-to-day operational decisions are
delegated to subordinate employees. The Director represents the company in its
interactions with various domestic and foreign institutions, signs contracts and other
regulatory documents necessary for maintaining the company’s operations, and is
authorized to initiate audits of financial and business activities. In addition, the
Director is responsible for resolving matters related to business travel, including
international assignments.

To assess the effectiveness of the tour operator activities of LLC “Accord
Tour”, an economic analysis of the company’s financial performance indicators is
conducted through a dynamic comparison of financial statement data for the two

most recent reporting years (2025 and 2024).
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The conducted analysis (the data are presented in Table 2.1) revealed
that, despite a slight decrease in total assets, the company’s financial position as of
2024 was characterized by positive developments. The company increased its non-
current assets and significantly improved the management of accounts receivable,
which contributed to an increase in cash and cash equivalents. The dynamics of the

asset structure of LLC “Accord-Tour” are analyzed in Table 2.1.

Table 2.1
Assessment of Changes in the Asset Structure of LLC “Accord Tour
Indicators .
(thousand 2024 2025 ‘Aébhsz“’lll“tee Cllf;:f‘t;vﬁ '
UAH) g g€, 7o
Non-current 32,850.0 35,618.0 2.768.0 8.43
Assets
Current Assets | 120,881.4 107,720.9 -13,160.5 -10.89
Total Assets 153,731.4 146,704.6 -7.026.8 -4.57
Cash and Cash 171.8 258.5 86.7 50.47
Equivalents
Accounts 117,234.4 107,720.9 9.513.5 -8.12
Receivable
Prepaid 3,688.7 3,328.9 -359.8 -9.75
Expenses

Source: developed by the author based on company data.

A slight decrease in the total value of the company’s assets was recorded,
amounting to UAH 7,026.8 thousand, which is equivalent to 4.57%. As of 2025,
total assets amounted to UAH 146,704.6 thousand, compared to UAH 153,731.4
thousand in 2024.

Despite the overall downward trend, the volume of non-current assets
increased by UAH 2,768.0 thousand, representing an increase of 8.43%. The value
of these assets rose from UAH 32,850.0 thousand to UAH 35,618.0 thousand.

The main factor contributing to the decline in total assets was the reduction in
current assets by UAH 13,160.5 thousand, or 10.89%. Accordingly, their value
decreased from UAH 120,881.4 thousand to UAH 111,086.6 thousand.

Accounts receivable decreased by UAH 9,513.5 thousand, which corresponds
to a decline of 8.12%.
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A significant increase in cash and cash equivalents was observed,
amounting to UAH 86.7 thousand, or 50.47%. Although the absolute value of this
increase is relatively small compared to other asset categories, its percentage growth
1s substantial.

The share of non-current assets in the overall asset structure increased from
21.37% (32,850 / 153,731.4) in 2024 to 24.28% (35,618 / 146,704.6) in 2025.
Consequently, the share of current assets decreased from 78.63% to 75.72%.

The most significant structural change was the decline in the proportion of
accounts receivable within current assets, from approximately 90.85% (109,816.4 /
120,881.4) to approximately 69.64% (77,356.5/111,086.6).

In 2025, LLC “Accord Tour” implemented a deleveraging strategy,
successfully repaying a substantial portion of its long-term liabilities as well as all
short-term bank debt. Combined with the growth of equity capital, this significantly
strengthened the company’s financial stability. Overall, the changes in the structure
of financing sources can be assessed as predominantly positive.

Let us now proceed to the analysis of the sources of asset financing. The main

financial performance indicators of LLC “Accord-Tour” are presented in Table 2.2.
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Table 2.2

Analysis of the Sources of Asset Financing of LLC “Accord Tour” and
Their Changes in 2024-2025

Absolute
Indicators Change Relative
(thousand UAH) 2024 2025 (thousand Change, %
UAH)
Sources O ASSCl | 153 7314 | 146,704.6 7,026.8 457
Financing
Long-term
Liabilities and 54,390.0 42,100.0 -12,290.0 -22.60
Provisions
Equity Capital 18,889.8 20,160.8 1,271.0 6.73
Current 80,451.6 84,443.8 3,992.2 4.96
Liabilities
Bank Loans 4,372.2 0.0 -4,372.2 -100.00
Current Accounts | 3¢ 55 4 40,750.5 2,495.1 6.52
Payable
Insurance
Liabilities 0.0 264 264 —
Payroll
Settlements 293 57.5 28.2 96.25
Other Current | 45 /9, 5 43,5922 5.797.5 15.34
Liabilities

Source: developed by the author based on company data.

The total amount of financing sources decreased by UAH 7,026.8 thousand

(—4.57%), which fully corresponds to the decline in the company’s total assets.
Equity capital increased by UAH 1,271.0 thousand (6.73%), while its share in

the liability structure rose from 12.3% to 13.7%.

Long-term liabilities and provisions decreased significantly by UAH 12,290.0

thousand (—22.60%). As a result, their share in total liabilities declined substantially

from 35.4% to 28.7%.

The total amount of current liabilities increased by UAH 3,992.2 thousand

(4.96%), and their proportion in the liability structure rose from 52.3% to 57.6%.
Current accounts payable increased by UAH 2,495.1 thousand (6.52%), while

other current liabilities grew by UAH 5,797.5 thousand (15.34%).
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Table 2.3
Calculation and Analysis of the Solvency Ratios of LLC “Accord Tour” for
2024-2025
. Value at the | Value at the End
Ratio Formula End of 2024 of 2025 Change
(Current Assets
— Inventories) / | (120,881.4 — _
Quick Ratio Current 0)/80,451.6 gzlié’ggg S 1 ;) % é —0.187
Liabilities and =1.503 T '
Provisions
Currgllltrrlzrsliets : 120,881.4 / 111,086.6 /
Current Ratio |y sopilitiesand | S0ror07 | g44438=1316 | 0187
.. 1.503
Provisions
(Cash and Cash
Equivalents +
Current
) : (171.8+0)/
: Financial 7 (258.5+0)/
CashRatio | 1 voctments)/ | S0410= 1 gy 44390003 | 70001
0.002
Current
Liabilities and
Provisions

Source: developed by the author based on company data.

The analysis of the customer journey within the service system of LLC
“Accord-Tour” is provided in Table 2.3. In 2024, the current ratio (1.503) was at the
lower limit of the recommended range (1.5-2.5, although the range of 1.0-2.0 is also
frequently considered acceptable). As of 2025, this ratio declined to 1.316. This
trend indicates a decrease in the company’s liquidity position. Although the
company still possesses sufficient current assets to cover its current liabilities (ratio
> 1), its financial safety margin has weakened. This decline was caused by the
simultaneous reduction in current assets and the increase in current liabilities.

As the calculations demonstrate, the company’s inventory level (Lines 1000
+ 1100 of the balance sheet) equals zero, which is typical for a tour operator.
Consequently, the quick ratio is identical to the current ratio. Therefore, the

conclusions are similar: the indicator demonstrates a negative trend, although its



value remains above one, which exceeds the recommended minimum

threshold (> 1).
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The cash ratio shows a slight increase due to the growth in cash and cash

equivalents (as demonstrated earlier in Table 2.1). However, its absolute values

(0.002 and 0.003) remain critically low. The recommended benchmark for this

indicator is at least 0.20. This suggests that the enterprise has a very limited ability

to settle its obligations immediately using available cash resources and relies heavily

on the timely collection of receivables from debtors. The SWOT analysis of the

company’s digital customer service system is presented in Table 2.4.

Table 2.4

Assessment of the Financial Stability of LLC “Accord Tour” for 2024-2025

. Value at the Value at the
Indicator Formula End of 2024 End of 2025 Change
: : 18,889.8 /
Financial Equity Capital (54.390.0 + 20,160.8 /
Stability Ratio / Borrowed 80.451.6) = (42,100.0 + +0.019
Capital ’O 14'0 84,443.8) = 0.159
E?F“iﬁanf‘;" Fauy Capiial| 15 898/ 20,160.8 /
© o 153,731.4= |  146,704.6 = +0.014
Autonomy Sources of
: : i 0.123 0.137
Ratio) Financing
L Borrowed | 03200 % 4 100.0 +
Financial Risk ) 80,451.6) /
Ratio Capital / 18.889 8 = 84,443.8) / —-0.861
Equity Capital ’7 13'8 20,160.8 = 6.277
Financial Total Sources 153,731.4/
Dependence | of Financing / 18,889.8 = 20 112%’2025 £77 —-0.861
Ratio Equity Capital 8.138 o ]
(18,889.8 — B
Equity Working 32,850.0 + (3250 ’6116 é) (? n
Maneuverability Capital / 54,390.0) / 42’1 00'0) / —0.818
Ratio Equity Capital 18,28%153 = 20.160.8 = 1.322

Source: developed by the author based on company data.

The equity ratio (financial autonomy ratio) demonstrates a slight increase,

which is a positive signal indicating some strengthening of the company’s financial
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independence. However, its current value (0.137) remains significantly
below the recommended benchmark (> 0.5).

The financial leverage ratio (the inverse of the equity ratio) reflects how many
units of total assets are financed by each unit of equity capital. The decrease in this
ratio represents a positive trend, indicating a certain reduction in dependence on
external financing. Nevertheless, its value (7.277) remains very high, suggesting a
substantial predominance of borrowed funds over equity capital.

The decline in the financial risk ratio can be regarded as a favorable sign,
indicating a reduction in financial risks. However, similarly to the previous
indicators, its value (6.277) remains excessively high (the recommended value is <
1), pointing to the persistence of considerable financial risk caused by a significant
debt burden.

The dynamics of the financial stability ratio are positive, indicating an
improvement in the balance between equity and borrowed capital. However, its
current value (0.159) remains relatively low, reinforcing previous conclusions
regarding the unsatisfactory level of financial stability resulting from the low
proportion of equity capital in the company’s financing structure.

The equity maneuverability ratio decreased, which, according to the analysis,
indicates an improvement in the asset structure. This change is primarily associated
with the significant reduction in long-term liabilities.

The Return on Assets (ROA) demonstrates an upward trend, which may be
considered a positive development. However, the actual profitability level (less than
1%) remains extremely low. Although such a result may be typical for enterprises
characterized by high capital turnover or relatively low profit margins, it
nevertheless indicates a low overall efficiency in the utilization of the company’s
assets. The key digital communication channels used by LLC “Accord-Tour” are

summarized in Table 2.5.



43
Table 2.5
Analysis of the Profitability Dynamics of LLC “Accord Tour”, 2024-2025

. Value at the | Value at the End
Indicator Formula End of 2024 of 2025 Change
722.7/ 1,271.0/
Return on Nzt Eﬁ;ﬁe” (182058 + | ((18.889.8 + 1006
Equity (ROE) Anm:al E%luity 18,889.8)/2) | 20,160.8)/2)= '
=0.039 0.065
722.7/ 1,271.0/
Return on Nztvlzgﬁ; Ll 17.0337+ | (1537314 + 10003
Assets (ROA) Annual Ags sets 153,731.4)/2) | 146,704.6)/2) = '
=0.005 0.008
Operating
Operating Profit / Net 277’(;%79%/: 4,469.9/29,171.4 0.108
Profit Margin | Revenue from b 5 6‘1 =0.153 '
Sales )
Gross Profit | Gross Profit/ (1247’0170093%7 (29,171.4 -
Marein Net Revenue 27’109.8 _ 14,984.1) / +0.005
5 from Sales e 29,171.4 = 0.486
NetProfit | erlrofit/ 7227711 271.0/29,171.4
Margin (RN) Net Revenue 27,109.8 = — 0.044 +0.017
from Sales 0.027 ]

Source: developed by the author based on company data.

The Return on Equity (ROE) demonstrates exceptionally high growth rates,
increasing by nearly 1.7 times. This dynamic, which significantly exceeds the
growth rate of ROA, indicates a substantial impact of financial leverage (the use of
borrowed capital). In other words, returns to shareholders are growing at a faster
pace due to the utilization of debt financing. The achieved value of 6.5% may be
assessed as satisfactory.

The gross profit margin (Rg) remains at a high and stable level, even
demonstrating a slight increase over the analyzed period.

The analysis of the operating profit margin (Ro) reveals a sharp decline of
approximately 11 percentage points. This trend represents a highly unfavorable
indicator. Despite the increase in sales revenue and the maintenance of a stable gross

profitability level, operating expenses (including administrative and selling
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expenses) increased to such an extent that they absorbed a significant
portion of the generated profit.

Despite the decline in the operating profit margin (Ro), the net profit margin
(Rn) increased. Although this situation may appear paradoxical, it can be explained
by a substantial reduction in expenses recognized after operating profit, particularly
financial expenses and tax payments. Considering the significant repayment of long-
term liabilities and bank loans (as discussed earlier), the most likely reason is a
considerable decrease in debt servicing costs, especially interest expenses. The scale
of this reduction was sufficient not only to offset the decline in operating profit but
also to ensure a higher net financial result.

To obtain a more accurate assessment of the company’s profitability, a factor
analysis will be conducted using the appropriate methodology.

®opwmyna 2.1

Net Profit
ROE = ———
Equity Capital

= Ry X RO X FD

For this purpose, it is necessary to calculate the asset turnover ratio (RO) (Net
Revenue from Sales / Total Assets) and the financial dependence coefficient (FD)
(Total Assets / Equity Capital) for the two reporting years.

Calculation of indicators for 2023 (previous reporting period)

R0,,=27109,8/153731,4=0,176;

FD,,=153731,4/18889,8=8,138

Calculation of indicators for 2024 (current reporting period)

R0O,5=29171,4/146704,6=0,199;

FD,5=146704,6/20160,8=7,276

The net profit margin is calculated using the following formula:

Formula 2.2

AROE(Ry) = (Ryz4 — Rn23) X ROpyz3 X FDp33)

Substituting the values:
(0,044-0,027) x 0,176 x 8,138=0,024
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The increase in the net profit margin (from 2.7% to 4.4%) made the
most significant positive contribution to the dynamics of ROE. As a result of this
factor, the Return on Equity increased by +0.024 (or +2.4 percentage points).

The asset turnover ratio is calculated using the following formula:

Formula 2.3

AROE (Rp) = Ryzs X (RO25 — RO24) X FD3,)

Substituting the values:

0,044 x (0,199-0,176) x 8,138=0,008

A slight increase in asset turnover also had a positive effect on ROE,
increasing it by +0.008 (or +0.8 percentage points).

The financial dependence coefficient is calculated using the following
formula:

Formula 2.4

AROE(FD) = Ryy5 X ROy5 X (FD,, — FD,,)

Substituting the values:

0,044 x 0,199 x (7,276-8,138)=-0,007

The decrease in the financial dependence coefficient (from 8.138 to 7.276),
which indicates a weakening of financial leverage, had a negative impact on ROE,
reducing it by —0.007 (or —0.7 percentage points).

The change in the Return on Equity (ROE) is determined using the following
formula:

Formula 2.5

AROE = AROE(Ry) + AROE(RO) + AROE(FD)

Substituting the values:

0,024+0,008+(—0,007)= 0,025

According to the results of the factor analysis, the overall increase in Return
on Equity (ROE) amounted to +0.025 (or +2.5 percentage points).

The conducted analysis revealed that the key factor behind the increase in the

Return on Equity (ROE) of LLC “Accord Tour” in 2025 was the improvement in
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the net profit margin of its products and services. The acceleration of asset
turnover also had a positive impact on ROE. At the same time, the reduction in the
company’s level of financial dependence, despite being strategically justified from
the perspective of risk minimization, somewhat limited the growth rate of ROE.

A slight decline in the asset turnover ratio indicates a certain decrease in the
efficiency of asset utilization for revenue generation. Overall, the value of this
indicator remains relatively low, confirming the lengthy turnover period of the
company’s assets.

The increase in the accounts receivable turnover ratio can be considered a
favorable trend, indicating a faster collection of payments from customers and
clients.

The reduction in the accounts receivable turnover period (ARTP) by 18.3 days
represents a significant positive development. However, a collection period of 105.6
days remains relatively long.

The decrease in the accounts payable turnover ratio (APTR) indicates that the
enterprise has become less prompt in settling obligations with suppliers and other
counterparties.

The substantial increase in the accounts payable turnover period (APTP) by
123.7 days is highly significant. On the one hand, it provides access to an additional
source of relatively “cost-free” financing. On the other hand, such an extended
payment period may create risks associated with the deterioration of relationships
with suppliers and business partners. The characteristics of the company’s digital

marketing tools are presented in Table 2.6.
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Table 2.6
Assessment of the Business Activity Level of LLC “Accord Tour” in 2024—
2025
. Value at the | Value at the End
Indicator Formula End of 2024 of 2025 Change
Asset RO = Net 27,109.8 / 29,1714/
Turnover Revenue / ((117,033.7 + ((153,731.4 + 0.006
Ratio Average 153,731.4)/2) | 146,704.6)/2)=
Assets =0.200 0.194
Accomnts | ARIRZNEC | 57100.8 29,1714/
Receivable Average ((10,154.3 + ((8,242.6 + 10.509
Turnover Accounts 8,242.6)/2)=| 8,637.4)/2)= '
Ratio ) 2.947 3.456
Receivable
Accounts
Receivable | ARTP =365/ | 365/2.947 = 365/3.456 = _18.3 days
Turnover ARTR 123.9 days 105.6 days '
Period
Accounts Aigvlzr;lg/et 27,109.8 / 29,1714/
Payable Average ((7,840.2 + ((33,245.4 + 0408
Turnover Accounts 33,245.4)/2) | 30,750.5)/2)= '
Ratio =1.320 0.912
Payable
Accounts
Payable APTP =365/ | 365/1.320= 365/0.912 = +123.7
Turnover APTR 276.5 days 400.2 days days
Period
FATR = Net
Fixed Asset | Revenue from 2((76’53908 +/ 29,171.4/((429.0
Turnover Sales / 429.0) / 2)= +709.4)/2)= -0.339
Ratio Average Fixed ) 51.250
51.589
Assets

Source: developed by the author based on company data.

The excessively long accounts payable turnover period confirms that fixed

assets constitute only a small proportion of the company’s total assets. At the same

time, the slight decline in the fixed asset turnover ratio indicates a marginal decrease

in the efficiency with which fixed assets are utilized. Nevertheless, the indicator

remains at a relatively high level, suggesting that the company continues to generate

a substantial amount of revenue from a comparatively small volume of fixed assets.
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2.2. Analysis of the Customer Service System and the Use of Digital Tools
at LLC “Accord Tour”

In the modern tourism market, the quality of customer service is largely
determined by the level of digitalization of business processes. For tourism
enterprises, digital technologies serve not only as tools for promoting services but
also as essential elements of interaction with customers at every stage of the travel
journey. Therefore, the assessment of the customer service system and the use of
digital tools constitute an important component of the analysis of LLC “Accord
Tour.”

LLC “Accord Tour” is one of the largest tour operators in Ukraine,
specializing primarily in the organization of bus tours across European countries.
The company has been operating in the tourism market for more than twenty years
and actively utilizes digital channels for customer communication, travel service
booking, and informational support of tourists.

The company’s customer service system is based on a combination of
traditional and digital communication channels. Potential tourists can obtain
information about tours through the official website, social media platforms, the
contact center, a network of partner agencies, or by communicating directly with
company managers. This approach ensures the accessibility of tourism services for
various categories of consumers.

The central element of the company’s digital ecosystem is its official website.
The website functions as an information platform, a tour search system, a
communication channel, and an online booking tool. Users can search for tours using
various criteria, review travel itineraries, check departure schedules, familiarize
themselves with travel conditions, and explore additional services offered by the

company.
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Table 2.7
Analysis of the Digital Tools Used by LLC “Accord Tour”

Digital Tool Description Value for Customers
Tour search and selection, Convenient access to
Official Website online booking, :
: : tourism products
information support
Personal Tourist Account Management of l?ookings Simpliﬁes interaction
and reservations with the company
: . Opportunity for remote ) .-
Online Booking Request . Saves customers’ time
booking
: : Inft tion shari ick -to-
Social Media Platforms nformation s armg and Quic afscess to gp to
communication date information
Video content about tours | Visualization of tourism
YouTube Channel ..
and destinations products
: . Inft i t
Email Communications nrotmation at?ou new Supports customer loyalty
tours and special offers
Consultations and tourist Personalized customer
Telephone Support : )
assistance service

Source: compiled by the author based on the analysis of the company’s
activities.

The main customer touchpoints within the digital environment are shown in
Table 2.7. The analysis of the website demonstrated that it contains a substantial
amount of well-structured information regarding tourism products. Users can search
for tours by country, trip duration, departure date, price, and other criteria. This
simplifies the process of selecting a tourism product and reduces customers’
information search costs.

A positive feature of the website is the availability of detailed tour itineraries,
information about transportation arrangements, accommodation conditions,
excursion programs, and additional services. This approach enables potential tourists
to obtain sufficient information for making an informed purchasing decision.

Social media platforms play an important role in the company’s digital
communication system. They are used to inform customers about new tourism
products, promotional offers, changes in travel programs, and special deals. Social
media also serves as a feedback channel and allows the company to maintain

continuous communication with its customers.
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Another important element of the company’s digital presence is its
official YouTube channel, where videos about travel routes, destination features,
and practical travel recommendations are published. This type of content contributes
to building trust in the tourism product and reduces the level of uncertainty during
the tour selection process.

To evaluate the effectiveness of the company’s digital communications, it is
advisable to analyze the customer journey of a tourist. The evaluation of the
effectiveness of digital tools used by the company is presented in Table 2.8.

Table 2.8

Analysis of the Tourist Customer Journey within the Service System of LLC

“Accord Tour”

Interaction Stage Digital Tools Used Effectiveness
Assessment
: Website, Social Media, )
Information Search YouTube High
Tour Selection Tour Catalog, Filtering System High
Consultation Telephone, Er.nall., Messaging Medium
Applications
: Online Booking Request, :
Booking Personal Account High
Information Support Email Newsletters, Managers Medium
Post-Purchase Interaction Social Medl-a, Customer Medium
Reviews

Source: compiled by the author.

The analysis demonstrated that the company has achieved a relatively high
level of digitalization of its core tourism service sales processes. Digital tools are
most effectively implemented at the stages of tourism product search and booking.
At the same time, customer consultation and post-purchase interaction still rely
heavily on the manual work of managers.

From the perspective of current trends in the digital transformation of the
tourism industry, it can be noted that LLC “Accord Tour” currently does not utilize
artificial intelligence tools for automated customer consultations, personalized tour

recommendations, customer behavior analysis, or demand forecasting. Most
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consultations are carried out manually by managers, which may increase
staff workload and affect the speed of processing customer inquiries.

To summarize the results of the analysis, it is advisable to conduct a SWOT
analysis of the company’s digital tools and capabilities. The results of the analysis
of customer interactions through digital channels are summarized in Table 2.9.

Table 2.9
SWOT Analysis of the Digital Customer Service System of LLC “Accord

Tour”

Strengths Weaknesses

Well-known brand in the tourism

Lack of Al-powered chatbots
market

Advanced website with online tour

) : Limi lization of off
search functionality imited personalization of offers

Online booking system and personal

High dependence on managers’ work
customer account

Strong presence on social media Lack of automated customer data
platforms analysis
Opportunities Threats
Implementation of Al-based solutions Intensifying conr:l;; iEStOH in the digital

Automation of customer

. Increasing customer expectations
communications

Rapid technological advancements

Personalization of tourism offers :
among competitors

Loss of customers due to slow response

Improvement of marketing effectiveness :
times

Source: compiled by the author.

Thus, the conducted analysis demonstrated that LLC “Accord Tour” has
achieved a relatively high level of digitalization in its customer service processes
and utilizes a wide range of modern digital tools. At the same time, current trends in
the development of the tourism market indicate the necessity of further improving
the company’s digital ecosystem through the implementation of artificial
intelligence technologies, which can provide a higher level of service
personalization, communication automation, and enhancement of the overall

customer experience.
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The findings suggest that the existing digital infrastructure creates
favorable conditions for the integration of Al-based solutions into the company’s
operations. Such technologies could contribute to increasing the efficiency of
customer interactions, reducing the workload of managers, improving response
times, and supporting data-driven decision-making processes.
Therefore, the next subsection of the study will focus on assessing the
opportunities and prospects for implementing artificial intelligence tools within the
activities of LLC “Accord Tour”, as well as evaluating their potential impact on

service quality and customer satisfaction.

2.3. Assessment of the Opportunities for Using Artificial Intelligence

Tools to Improve Tourism Services at LLC “Accord Tour”

The rapid development of digital technologies and the growing expectations
of consumers regarding the quality of tourism services necessitate the search for new
tools to improve the efficiency of tourism enterprises. One of the most promising
directions of the digital transformation of the tourism industry is the implementation
of artificial intelligence (AI) technologies, which enable the automation of specific
business processes, improve the quality of customer interactions, and enhance the
overall competitiveness of an enterprise.

The analysis conducted in Section 2.2 demonstrated that LLC “Accord Tour”
has achieved a relatively high level of digitalization in its core tourism service sales
processes. The company utilizes a modern website, an online booking system, a
personal tourist account, social media platforms, and other digital tools. However,
most consulting and analytical functions continue to be performed manually by
managers, creating an additional workload for staff and limiting the opportunities
for service personalization.

In contemporary tourism business practice, artificial intelligence is primarily

used for the automation of customer communications, personalization of tourism
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offers, analysis of customer behavior, demand forecasting, and support of
marketing activities. These areas appear to be the most promising for
implementation within the operations of LLC “Accord Tour.”

To assess the potential for the use of artificial intelligence, the company’s key
business processes were analyzed in terms of their compatibility with the capabilities
of modern Al technologies. The opportunities for applying artificial intelligence
tools in the activities of LLC “Accord-Tour” are presented in Table 2.10.

Table 2.10
Opportunities for Using Artificial Intelligence Tools in the Operations of
LLC “Accord Tour”

. Opportunities for Al
Business Process Current State PP .
Implementation
Customer Consulting Primarily performed by Al chatbot, virtual
managers assistant
: Manual selection by Personalized
Tour Selection )
managers recommendation systems
: . Manual analysis of Automated sorting and
Inquiry Processing . .o
customer requests processing of inquiries
Review Management Partial monitoring Customer septlment
analysis
Marketing Standard marketing Personalized offers and
Communications campaigns Al-driven marketing
: Use of predefined tour | Al-generated personalized
Itinerary Development o .
programs itineraries
Demand Analysis Based on rpanagers’ Predictive analyti.cs and
experience sales forecasting

Source: compiled by the author.

The most promising area for the company is the automation of customer
communications. An analysis of the digital presence of LLC “Accord Tour”
indicates that a significant proportion of customer inquiries relate to standard
questions concerning tour prices, booking conditions, departure schedules, required
travel documents, border-crossing regulations, and the specifics of travel programs.
The implementation of an Al-powered chatbot would enable the company to provide
24/7 customer support, reduce response waiting times, and decrease the workload of

managers.
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The implementation of personalized recommendation systems also
offers substantial opportunities. In the current market environment, tourists
increasingly expect an individualized approach and offers tailored to their specific
needs.

For example, if a customer has previously selected bus tours to Italy and
Austria with a duration of 5-7 days, the system could automatically recommend
similar new routes or promotional offers that match the customer’s interests. Such
an approach would contribute to increasing customer satisfaction and generating a
higher number of repeat purchases.

Particular attention should be paid to the opportunities provided by generative
artificial intelligence. Today, such tools can be used to prepare descriptions of
tourism products, create advertising copy, generate personalized commercial offers,
and support the activities of sales managers.

Table 2.11

Potential Applications of Generative Artificial Intelligence at LLC “Accord

Tour”

Area of Application Practical Use

Automatic generation of texts for the

Tour Descripti ti :
our Description Creation website and tour catalogs

Preparation of personalized emails for

Email Communications
customers

Content creation for Facebook,

Social Media Management Instagram, and Telegram

Automated generation of customized

Commercial Offers
proposals for customers

Generation of responses to frequently

M ial Itati rt inquiri
anagerial Consultation Suppo asked customer inquiries

Creation of personalized travel

Itinerary Development iti '
erary Developme programs and itineraries

Source: compiled by the author.

The potential areas of generative artificial intelligence application within LLC
“Accord-Tour” are outlined in Table 2.11. An important direction for improving the
company’s operations is the implementation of customer data analytics tools. LLC

“Accord Tour” accumulates a significant amount of information about tourists, their
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bookings, popular travel routes, seasonal demand patterns, and customer
behavior characteristics. The use of Al-powered analytics would enable the
company to transform these data into an effective tool for managerial decision-
making.

In particular, predictive analytics can be used for:

— forecasting demand for specific tourist destinations;

— identifying the most popular booking periods;

— planning advertising campaigns;

— developing promotional offers;

— evaluating the effectiveness of marketing activities.

One of the modern technologies actively employed by international tourism
companies 1s Sentiment Analysis. This tool enables the automatic analysis of
customer reviews published on social media platforms, websites, and specialized
travel portals, allowing companies to identify the key factors driving customer
satisfaction or dissatisfaction.

For LLC “Accord Tour,” the implementation of such an approach would
facilitate the more rapid identification of service-related issues and enable faster
responses to changing customer expectations.

To comprehensively assess the potential for the use of artificial intelligence,
it 1s advisable to conduct a SWOT analysis of Al implementation within the
company’s operations.

The results of the SWOT analysis indicate that the potential benefits of
implementing artificial intelligence tools significantly outweigh the possible risks.
The most promising areas include the automation of customer communications, the
personalization of tourism offers, and the support of marketing activities through
Al-driven solutions. The SWOT analysis of artificial intelligence implementation in

the company’s activities is presented in Table 2.12.
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Table 2.12

SWOT-anani3 BOpoBa>KEHHsI IHCTPYMEHTIB IITYYHOTO 1HTEJIEKTY B

nistipHICTE TOB «Axkopa-Typ»

Strengths Weaknesses
High level of dlgltqhzatlon of the Lack of experience in using Al systems
enterprise

Extensive customer base

Need for staff training

Availability of proprietary digital
communication channels

Additional implementation costs

Well-established brand in the market

Need to adapt business processes

Opportunities

Threats

Improvement of service quality

Technological risks

Automation of routine operations

Cybersecurity threats and data
protection issues

Personalization of tourism offers

Rapid technological obsolescence

Enhancement of competitiveness

Potential errors of Al systems

Optimization of marketing activities

Distrust of automated services among
certain customers

Source: compiled by the author.

To assess the priority of potential Al solutions, they were ranked according to

the criteria of implementation complexity and expected impact.

Table 2.13

Priority of Al Solution Implementation in the Operations of LLC “Accord

Tour”
Al Solution Expected Impact Implementation Priorit
P P Complexity y
Al Chatbot High Low High
Al-Generated : :
Marketing Content High Low High
Al Manager Assistant High Medium High
Customer Rev1ew Medium Medium Medium
Analysis
Personalized Tour : : .
Recommendations High High High
Demand Forecasting Medium High Medium
Full Automation of
Customer High High Low
Consultations

Source: compiled by the author.
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The prioritization of Al solutions for implementation in LLC
“Accord-Tour” is shown in Table 2.13. The obtained results indicate that the most
appropriate approach for the company is the gradual implementation of artificial
intelligence tools. At the initial stage, it is advisable to introduce solutions that do
not require significant financial investments and can be integrated into the
company’s existing digital communication channels. Such tools include Al chatbots,
generative artificial intelligence for content creation, and Al-powered assistants for
managers.

Thus, the conducted study confirmed the existence of significant potential for
the use of artificial intelligence tools to improve the tourism services of LLC
“Accord Tour.” The company already possesses the necessary digital foundation for
the implementation of modern Al solutions, while the application of such
technologies can contribute to enhancing the customer experience, automating
business processes, personalizing tourism offers, and strengthening the company’s
competitive position in the tourism market.

The identified opportunities will serve as the basis for the development of
practical recommendations regarding the implementation of artificial intelligence
tools in the operations of LLC “Accord Tour,” which will be presented in the third

chapter of this qualification thesis.

Conclusions to Chapter 2

The second chapter analyzed the operations of LLC “Accord Tour,” its
customer service system, and the use of digital tools in the provision of tourism
services. In addition, the opportunities for implementing artificial intelligence
technologies within the company’s operations were assessed.

The study established that LLC “Accord Tour” is one of the leading tour
operators in Ukraine, specializing in the organization of bus tours to European

destinations and possessing extensive experience in the tourism market. The
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company actively utilizes digital communication channels and modern
information technologies to promote tourism products and interact with customers.

The analysis of the customer service system demonstrated that the company
has a well-developed digital infrastructure, including an official website with online
tour search and booking functionality, a personal tourist account, social media
platforms, electronic communication channels, and a remote consultation system.
The research showed that digital tools are most effectively utilized at the stages of
searching for tourism products, selecting tours, and completing bookings. At the
same time, customer consultation, inquiry analysis, and post-purchase interaction
are still primarily carried out by managers, creating additional workload for staff and
potentially affecting service speed.

The assessment of opportunities for using artificial intelligence tools indicated
that the company possesses sufficient potential for further digital transformation.
The most promising areas for Al implementation include the automation of customer
communications through chatbots, the use of generative artificial intelligence for
marketing content creation, the personalization of tourism offers, customer review
analysis, and the application of predictive analytics for demand forecasting.

The conducted SWOT analysis confirmed that the company’s strengths
include a recognizable brand, an extensive customer base, proprietary digital
communication channels, and a high level of digitalization of core business
processes. At the same time, the main limitations identified were the lack of practical
experience in using Al technologies, the need for additional staff training, and the
necessity of adapting certain business processes to new digital solutions.

The study concluded that the implementation of artificial intelligence tools
can contribute to improving the quality of tourism services, reducing customer
inquiry processing time, enhancing the personalization of tourism offers, optimizing
managers’ work, and strengthening the competitive position of LLC “Accord Tour”
in the tourism market. The findings obtained provide the foundation for developing

practical recommendations regarding the implementation of Al solutions within the



company’s operations, which will be presented in the third chapter of this

qualification thesis.

59



60
CHAPTER 3. DIRECTIONS FOR IMPROVING THE
TOURISM SERVICES OF LLC “ACCORD TOUR” THROUGH THE USE
OF ARTIFICIAL INTELLIGENCE TOOLS

3.1. Development of a Set of Al Solutions to Improve Customer

Experience in the Operations of LLC “Accord Tour”

The results of the research conducted in Chapter 2 demonstrated that LLC
“Accord Tour” has achieved a relatively high level of digitalization of its core
business processes and possesses the necessary technological foundation for the
further implementation of artificial intelligence tools. At the same time, the analysis
of the customer service system revealed that a significant share of communication
processes, preparation of tourism offers, analysis of customer inquiries, and creation
of marketing content are still performed manually. This creates an additional
workload for employees and limits the opportunities for the personalization of
tourism services.

Considering current trends in the development of the tourism market and the
international experience of leading tourism companies, it is advisable to implement
a comprehensive set of Al-based solutions aimed at improving customer experience,
automating selected business processes, and enhancing the company’s
competitiveness.

An important characteristic of LLC “Accord Tour” is its extensive portfolio
of tourism products. At the time of the study, the company offered hundreds of bus
tours to various European countries, with the most popular destinations including
Poland, the Czech Republic, Austria, Hungary, Italy, France, Spain, Germany, and
the countries of the Balkan region. In addition, many tourism products differ in terms
of travel duration, theme, and target audience. Therefore, one of the key areas for
the application of artificial intelligence should be customer segmentation and the

personalization of tourism offers.
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Al-Based Customer Segmentation and Personalization of Tourism
Offers
Traditionally, tourism companies segment their customers based on age,
income level, or geographical location. However, modern artificial intelligence tools
make it possible to perform behavioral segmentation based on customers’ actual
interests, travel preferences, and purchasing behavior.
The proposed Al-based customer segmentation model for LLC “Accord-
Tour” is presented in Table 3.1.
Table 3.1
Proposed Al-Based Customer Segmentation for LLC “Accord Tour”

Customer Segment Main Characteristics Al Recommendations
Cultural and sightseeing
European Classics Frequently choose Prague, tours, as well as new
Enthusiasts Vienna, and Budapest routes across Central
Europe
Personalized offers
Italy Lovers Repeated trips to Italy featuring new regions of
Italy

Promotional tours and

Prefer short and budget- festival-oriented travel

Youth Segment

friendly trips packages
Tours with convenient
Family Travelers Travel with children logistics and family-
friendly hotels
: Have participated in more Exclusive and combined
Experienced Travelers . :
than five company tours travel itineraries
First-time contact with the Introductory offers and
New Customers
company loyalty programs

Source: developed by the author.

The use of Al-powered analytics will make it possible to automatically
generate personalized offers based on booking history, previously viewed tours, and
user behaviour on the website.

Similar solutions are currently widely used by companies such as
Booking.com, Expedia, and Airbnb, where more than half of bookings are
influenced by recommendation algorithms.

Implementation of an Intelligent Al Travel Consultant
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The analysis of the website of Accord-Tour LLC showed that a

significant share of customer inquiries concerns recurring questions, including:

required travel documents;

departure and boarding locations;

additional tour charges;

whether excursions are included in the tour price;

accommodation conditions;

the possibility of reserving seats on the bus.

Currently, these consultations are handled by the company's managers.

Therefore, it is proposed to implement an Al consultant based on Generative

Al technologies integrated into the company's website.

The main functions of the Al consultant would include:
24/7 customer support;

instant responses to frequently asked questions;
assistance in selecting suitable tours;

generation of personalized recommendations;

referral of complex inquiries to company managers.

Similar solutions are already being used by Expedia and TUI Group, where

Al-powered chatbots have significantly reduced the workload of contact centres and

improved the speed of customer service.

Al Assistant for Tourism Managers

Rather than fully automating customer communication, it is advisable to

implement an Al assistant specifically designed to support company employees.

Such a system could automatically:
prepare commercial offers;

draft responses to customer inquiries;
generate tour descriptions;

create travel itineraries;

translate information into foreign languages.
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Importantly, final decision-making and customer communication
would remain the responsibility of the manager, ensuring the preservation of a high
level of personalized service.

Intelligent Tourist Feedback Analysis System

Accord-Tour LLC serves thousands of tourists annually, many of whom leave
reviews on the company’s website, social media platforms, and travel-related
websites.

Under current conditions, manually analysing such a large volume of
feedback is both time-consuming and inefficient.

Source: developed by the author.

The use of Al analytics will make it possible to automatically generate
personalized offers based on booking history, previously viewed tours, and user
behavior on the company’s website.

Today, similar solutions are actively used by Booking.com, Expedia, and
Airbnb, where more than half of all bookings are generated through recommendation
algorithms.

Implementation of an Intelligent Al Travel Consultant

The analysis of the LLC “Accord Tour” website showed that a significant
number of customer inquiries relate to repetitive questions, including:

— what documents are required for travel;

— where the departure point is located;

— what additional fees are included in the tour;

— whether excursions are included in the price;

— what accommodation conditions are offered;

— whether seat reservations on the bus are available.

Currently, such consultations are provided by company managers.

In this regard, it is proposed to implement an Al consultant based on
Generative Al technologies, integrated directly into the company’s website.

The main functions of the Al consultant include:

— providing customer support 24/7,;
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— delivering instant answers to frequently asked questions;

— assisting customers in selecting suitable tours;

— generating personalized recommendations;

— forwarding complex inquiries to managers.

Similar solutions are already used by Expedia and TUI Group, where Al
chatbots have significantly reduced the workload of contact centers and improved
customer service response times.

Al Assistant for Tourism Managers

Rather than fully automating customer communication, it is advisable to
implement an Al assistant designed specifically for company employees.

Such a system can automatically:

— generate commercial proposals;

— prepare responses to customer inquiries;

— create tour descriptions;

— develop travel itineraries;

— translate information into foreign languages.

Importantly, the final decision-making process and direct communication
with customers remain under the manager’s control, ensuring that a high level of
personalized service is maintained.

Intelligent Tourist Review Analysis System

LLC “Accord Tour” serves thousands of tourists annually, many of whom
leave reviews on the company website, social media platforms, and travel-related
websites.

Under modern conditions, manually analyzing such a large volume of
information is a complex and time-consuming task.

The proposed Sentiment Analysis system would make it possible to
automatically identify:

— the overall level of customer satisfaction;

— the most frequently mentioned positive aspects of tours;

— the most common service-related issues;
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— changes in customer sentiment across different travel destinations.
Table 3.2

Key Indicators for Al-Based Analysis of Customer Reviews

Indicator Practical Significance
Overall Customer Satisfaction Level Evaluation of service quality
Monitoring th lity of customer

Assessment of Managers’ Performance onitoring the qua ty ot cus

service
Evaluation of Excursion Programs Improvement of tourism products
Hotel Evaluation Selection and assessment of business
partners
Logistics Evaluation Improvement of tour organization

Rapid identification and resolution of

Complaint Analysis .
service issues

Source: developed by the author.

The main indicators for Al-powered customer review analysis are
summarized in Table 3.2. The modern tourism market is characterized by intense
competition in the digital environment. The company regularly publishes
information about tours, promotional offers, news, and travel recommendations for
tourists.

In this regard, it is advisable to use generative artificial intelligence to support
the company’s marketing activities.

The system can be utilized for:

— creating website content;

— preparing content for social media platforms;

— generating email marketing campaigns;

— developing advertising messages;

— creating video content scripts.

An important advantage is the ability to quickly adapt marketing materials to
different target audiences and travel destinations.

Development of an Intelligent Travel Planner

A promising direction for the development of LLC “Accord Tour” is the
implementation of an Al-powered travel planner.

The user specifies:
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— the desired destination country;

— the duration of the trip;

— the travel budget;

— personal interests;

— the composition of the travel group.

Based on this information, the system automatically recommends the most
relevant travel programs offered by the company.

For example, a customer may submit the following request:

"I would like a 7-day bus tour to Italy with a budget of up to €500 and
opportunities to visit both the seaside and museums."

The system would then automatically identify and recommend the most
suitable travel programs from the company’s existing portfolio.

Similar services are currently used by Expedia and Google Travel, confirming
their effectiveness for modern tourism businesses.

Thus, for LLC “Accord Tour,” it is advisable to implement a comprehensive
model for the use of artificial intelligence tools, including Al-based customer
segmentation, an intelligent travel consultant, an Al manager assistant, a customer
review analysis system, generative Al for marketing activities, and a personalized
travel planner. The implementation of these solutions will improve the quality of
tourism services, enhance customer experience, optimize staff performance, and

further strengthen the company’s competitive position in the tourism market.

3.2. Evaluation of the Effectiveness of Implementing Artificial

Intelligence Tools in the Operations of LL.C “Accord Tour”

Under conditions of increasing competition in the tourism market, the
implementation of innovative digital technologies should be accompanied by an
assessment of their practical effectiveness. For tourism enterprises, it is important

not only to introduce modern tools but also to evaluate their impact on customer



67
service quality, business process efficiency, sales performance, and overall
competitiveness.

The set of Al solutions proposed in Section 3.1 is aimed at improving the
customer service system of LLC “Accord Tour” and enhancing the overall efficiency
of the company’s operations. Since most of the proposed tools have not yet been
implemented in practice, their effectiveness is assessed using a forecasting approach
based on the results of international studies, the experience of tourism companies,
and the specific characteristics of LLC “Accord Tour.”

One of the main expected outcomes of implementing artificial intelligence is
the improvement of customer experience quality. Modern consumers expect rapid
access to information, personalized offers, and convenient interaction with tourism
companies through digital communication channels. Therefore, the automation of
customer consultations, the personalization of tourism products, and the use of
intelligent recommendation systems can significantly influence customer
satisfaction levels.

An important advantage of implementing artificial intelligence tools is the
reduction of customer inquiry processing time. In the traditional service model, each
inquiry requires the involvement of a manager. During peak tourism seasons, this
may lead to staff overload and increased response times.

Table 3.3
Expected Impact of Al Solutions on the Customer Experience of LLC

“Accord Tour”

Proposed Solution Expected Qutcome
Al Consultant 24/7 customer support and reduced
response times
Personalized Recommendations Increased relevance of tourism offers
Al Travel Planner Greater personalization of tourism
products
Customer Review Analysis Improvement of service quality

Increased efficiency and responsiveness

Al Manager Assistant :
of customer service

More targeted and personalized

Generative Al in Marketing L
customer communication

Source: developed by the author.
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The expected impact of Al solutions on customer experience is
presented in Table 3.3. The implementation of an Al consultant makes it possible to
automate responses to frequently asked questions, which constitute a significant
proportion of customer inquiries. This allows managers to focus on more complex
consultations and provide individualized support to tourists. The forecasted impact
of Al solutions on the key business processes of the enterprise is shown in Table 3.4.
Table 3.4
Forecasted Impact of Al Solutions on the Main Business Processes of LLC

“Accord Tour”

Indicator

Current Situation

Expected Result After
Al Implementation

Response time to

Depends on manager

Instant responses to

customer inquiries workload standard inquiries
. . Autom
Selection of tourism Manual search performed uto ated.
recommendation
offers by managers )
generation
Analysis of customer : Autom lysi
yoIs oF eu Partially manual uto atec} ana‘ysis and
inquiries classification
Creation of marketing : Al-assisted content
Manual preparation :
content creation
Analysis of customer : o Systematic analysis of all
: Selective monitoring .
reviews customer reviews

Source: developed by the author.

Of particular importance for LLC “Accord Tour” is the opportunity to

increase sales effectiveness. In the modern tourism industry, a considerable
proportion of potential customers abandon the purchasing process due to delayed
responses or difficulties in choosing from a large number of available tourism
products. Personalized recommendations and automated customer support can
simplify the decision-making process and increase the likelihood of booking.

The use of Al-based customer segmentation will also contribute to a more
efficient allocation of the marketing budget. Instead of relying on mass advertising
campaigns, the company will be able to create personalized offers for different

customer groups based on their interests, travel history, and website behavior.
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To evaluate the effectiveness of the proposed measures, it is
advisable to consider the key performance indicators that can be used to monitor the

results of Al implementation in Table 3.5.
Table 3.5

Key Performance Indicators for Evaluating the Effectiveness of Artificial

Intelligence Implementation

Indicator Description
Customer Satisfaction Level Reflects the quality .of tourism services
provided
: : : h ' h ffici
Customer Inquiry Processing Time Characterizes the sp ee.d apd criciency
of communication

Determines the effectiveness of

I . _ _B k' 1 R . .
nquiry-to-Booking Conversion Rate customer interactions

Share of Repeat Customers Reflects the level of customer loyalty

Number of Positive Reviews Characterizes overall service quality

Measures the efficiency of labor

Manager Productivity resource utilization

Evaluates the economic efficiency of

Marketing Communication Costs : .
promotional activities

Source: developed by the author.

An 1mportant component of evaluating effectiveness is determining the
sequence of implementing the proposed solutions. Considering the scale of
operations of LLLC “Accord Tour,” a phased approach is advisable, as it will help

minimize risks and gradually adapt personnel to the use of new technologies.
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Figure 3.1. Roadmap for the Implementation of Al Solutions in the Operations of
LLC “Accord Tour”

The roadmap for implementing Al solutions in the activities of LLC “Accord-
Tour” is illustrated in Figure 3.1. The proposed implementation sequence is based
on the fact that the initial stages do not require significant financial investment and
can be carried out using the company’s existing digital infrastructure. At the same
time, more advanced solutions related to the personalization of tourism offers and
the Al-powered travel planner require the accumulation of relevant data and gradual
integration with the company’s internal information systems.

In addition to the expected economic benefits, the implementation of artificial
intelligence will generate important strategic advantages. The use of modern digital
solutions will contribute to strengthening the image of LLC “Accord Tour” as an
innovative tourism company focused on meeting the evolving needs of modern
customers. This is particularly important in the context of the ongoing digital
transformation of the tourism market and changing consumer expectations.

At the same time, the success of Al implementation will largely depend on the
level of employees’ digital readiness. Therefore, an important prerequisite for the
successful implementation of the proposed measures is the provision of staff training

on the use of artificial intelligence tools, the development of internal regulations
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governing the use of Al systems, and the establishment of quality control
procedures to ensure their effective operation.

Thus, the results of the study confirm the feasibility of implementing artificial
intelligence tools within the operations of LLC “Accord Tour.” The proposed set of
Al solutions will improve the quality of tourism services, enhance customer
experience, optimize staff performance, strengthen the personalization of tourism
offers, and reinforce the company’s competitive position in the tourism market. The
implementation of these measures will support the company’s further digital
transformation and facilitate its adaptation to contemporary trends in the

development of the tourism industry.

Conclusions to Chapter 3

In the third chapter of the qualification thesis, practical recommendations for
the use of artificial intelligence tools to improve tourism services and enhance
customer experience in the operations of LLC “Accord Tour” were developed, and
the effectiveness of their implementation was evaluated.

Based on the results of the analysis of the company's activities and current
trends in the global tourism industry, a comprehensive model for the implementation
of Al solutions was proposed. This model involves the use of intelligent tools at
different stages of customer interaction. It was determined that the most promising
directions for the digital transformation of LLC “Accord Tour” include the
implementation of an Al consultant on the company’s website, the use of an Al
assistant for tourism managers, personalized recommendation systems, customer
review analysis tools, generative artificial intelligence to support marketing
activities, and an Al-powered travel planner.

Particular attention was paid to the possibilities of customer segmentation
based on travel preferences and behavioral characteristics. The proposed model

enables the company to move from mass promotion of tourism products to
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personalized interaction with individual customer groups, which
corresponds to current trends in the tourism market and the practices of leading
international tourism companies.

The evaluation conducted within the study demonstrated that the
implementation of artificial intelligence tools can improve customer service quality,
reduce response times to customer inquiries, enhance the personalization of tourism
offers, increase the effectiveness of marketing communications, and optimize the
work of managers. In addition, the use of Al technologies creates opportunities for
a deeper analysis of customer needs, demand forecasting, and more informed
managerial decision-making.

The feasibility of a phased implementation of the proposed solutions was
substantiated, beginning with the use of generative artificial intelligence for content
creation and managerial support and culminating in the implementation of
personalized recommendation systems and an intelligent travel planner. Such an
approach minimizes risks, optimizes the costs of digital transformation, and ensures
the gradual adaptation of personnel to new technologies.

It was established that the use of artificial intelligence should not be viewed
as a complete replacement for tourism company managers. The most effective model
for LLC “Accord Tour” is one in which AI technologies perform analytical,
informational, and routine functions, while company specialists focus on
individualized customer interaction, building trust, and ensuring a high level of
service quality.

Thus, the implementation of the proposed set of Al solutions will contribute
to the further digital transformation of LLC “Accord Tour,” improve the quality of
tourism services, strengthen the company’s competitive advantages, and support the
development of a modern customer-oriented approach to tourism service

management.
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CONCLUSIONS

In this qualification thesis, the possibilities of using artificial intelligence tools
for improving tourism services and enhancing the quality of customer experience in
the activities of LLC “Accord Tour” were investigated. The conducted research
confirmed that digital transformation is one of the key directions of development of
the modern tourism industry, and artificial intelligence is gradually becoming an
important tool for increasing the efficiency of tourism enterprises and their
competitiveness.

As a result of the theoretical analysis, it was established that artificial
intelligence in the tourism sector performs a wide range of functions related to the
automation of communications, personalization of tourism services, analysis of
customer data, demand forecasting, and support of marketing activities. It was
determined that modern Al technologies enable tourism companies to move from a
standardized approach to customer service to a model of personalized interaction
focused on the individual needs of consumers.

The study of customer experience demonstrated that it is one of the
determining factors of the competitiveness of tourism enterprises. It was established
that the quality of interaction with a customer 1s formed at all stages of the customer
journey, starting from the search for information about a trip and ending with post-
purchase communication. The important role of digital technologies in ensuring fast,
convenient, and personalized interaction between a tourism company and a
consumer was substantiated.

The analysis of international experience showed that leading tourism
companies, including Booking.com, Expedia, Airbnb, TUI Group, Marriott
International, and others, actively use artificial intelligence tools to improve
customer service, automate business processes, and personalize tourism offers. It
was established that the most widespread areas of Al application are
recommendation systems, chatbots, generative artificial intelligence, predictive

analytics, and customer behavior analysis systems.
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During the study of the activities of LLC “Accord Tour,” it was
established that the enterprise has a sufficiently high level of digitalization of the
main customer service processes. The company uses a modern website with a tour
search and booking system, a personal tourist account, social networks, and other
digital communication channels. At the same time, it was revealed that a significant
part of consulting and analytical processes is performed manually, which creates an
additional workload for the staff and limits the possibilities for the personalization
of tourism services.

The conducted assessment of the possibilities of using artificial intelligence
tools in the activities of LLC “Accord Tour” made it possible to identify the most
promising directions of the enterprise’s digital transformation. These include the
automation of communications with customers, personalized selection of tourism
offers, the use of generative artificial intelligence in marketing activities, analysis of
customer reviews, and the application of predictive analytics to support managerial
decision-making.

Based on the results of the study, a set of practical recommendations for the
implementation of Al solutions in the activities of the enterprise was developed. The
use of an Al consultant on the company’s website, an Al assistant for tourism
managers, a system of personalized recommendations of tourism products, customer
review analysis tools, generative artificial intelligence for supporting digital
marketing, and an intelligent travel planner was proposed. Particular attention was
paid to customer segmentation based on tourism preferences and behavioral
characteristics, which makes it possible to increase the level of personalization of
tourism services.

The assessment of the effectiveness of the proposed measures demonstrated
that their implementation will contribute to improving the quality of customer
experience, reducing the time required for processing inquiries, improving the
personalization of tourism offers, increasing staff productivity, and strengthening
the competitive position of the enterprise in the tourism market. At the same time,

the most appropriate approach is the phased implementation of Al technologies,
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which makes it possible to ensure the gradual adaptation of personnel and
minimize possible risks.

Therefore, the objective of the qualification thesis has been achieved, and the
defined tasks have been completed. The results of the study confirm that the use of
artificial intelligence tools is a promising direction for the development of LLC
“Accord Tour” and can become an important factor in improving the quality of
tourism services, creating a positive customer experience, and ensuring the
sustainable development of the enterprise under the conditions of the digital

transformation of the tourism industry.



76
CIIMCOK BUKOPUCTAHUX JIKEPEJI

1. AHJIPIEHKO M.M,, Kopx JI.O. Exonomiuna J1arHOCTHKA
KOHKYPEHTOCTIPOMOKHOCTI MIIPUEMCTBA HA PUHKY TPAHCIIOPTHUX MOCTYT. biznec
Ingpopm. 2022. Ne 11. C. 149-154.

2. baropka M., IOpuenko H., BoBk JI. Teoperuuni migxoau a0 ¢hopMyBaHHS

MapKETUHTY IOCIYr MPOMHUCIOBOIO HIANPUEMCTBA. ExkonoMiKa ma cycnitbemeo.

2024. Ne 70. DOI: https://doi.org/10.32782/2524-0072/2024-70-24

3. becryxesa C.B., Ko3zy6 B.O. Meroauuni acnektu GopmMyBaHHS
MIDKHApOJIHOT TOBApHOI CTpaTerii MiANPUEMCTBA 3 BUKOPHCTAHHSIM METOIIB
ornrrumizauii. Ilngppacmpyxmypa punky. 2022. Bunyck 65. C. 3-7.

4. Bbopb6iik K.E. ®opmyBaHHs MeXaH13My KOHKYPEHTOCIIPOMOXKHOCTI1 O13HECY Y
chepl moOCIYyr Ha OCHOBI IHCTpyMEHTIB M&A-koHuenuii. Haykosuu 6icHux
Xepconcwbkozo Oepaicagrnozo yHisepcumemy. Cepis: Exonomiuni nayku. 2022. Bur.
45. C. 50-56.

3. Bacunbuis H.M., Kapmiit O.I1. Mapkemune nocnye : HaB4anbHUM MOCIOHUK.
JIsBiB: Pactp-7, 2022. 178 c.

6. Bunorpanosa O.B., Illenaepicbka JLII., Kymux A.A., 3akycuio B.B.
besnekoBe yrpaBiaiHHS MapKETMHTOBMMH IPOIIECAMH Ta CTapTalliB 1HHOBAIIIHHO
OpIEHTOBAHUX MIIMPUEMCTB CepH MOCIYr B yMOBaxX IDKUTANII3alli. E¢exmusna

exonomika. 2023. Ne 10. URL: http://nbuv.gov.ua/UJRN/efek 2023 10 22

7. Botitouu C.{., KoBanpuyk O.B. @opMyBaHHS CTpaTeriyHUX MPIOPUTETIB
MapKETUHIOBOi JISUIBHOCTI MIANPUEMCTBA HAa PHUHKY Ha OCHOBI ONMTYBAaHHS
cnioxkuBauiB. Exoromiyni nayku. Cepis « Pecionanvna exonomixay. 2022. Ne 19(75).
C. 42-50.

8. ['omiseup A. C. JlocniakeHHs Ta yAOCKOHAJIEHHS MOO1JIbHOTO MapKETUHTY Y
chepi  mocnyr.  E¢exmuena  exonomixka.  2023.  Ne 12. URL:
http://nbuv.gov.ua/UJRN/efek 2023 12 70



https://doi.org/10.32782/2524-0072/2024-70-24
http://nbuv.gov.ua/UJRN/efek_2023_10_22
http://nbuv.gov.ua/UJRN/efek_2023_12_70

77
9. ['opronoBa, K. (2023). Crpareriune ymOpaBiIiHHS PO3BUTKOM

TYpPUCTUYHOTO PETIOHY Ha 3acajiaXx CTaJOTo PO3BUTKY. ExoHoMiKa ma cycniibcmeo,

(55). https://doi.org/10.32782/2524-0072/2023-55-109

10. [Hinenxo €. O. Po3poOiieHHs MeXaHi3My MapKETHHTOBOIO YIPABIIHHS
nianpueMcTBoM. [11 Misicnapoona naykogo-npaxmuuna KoHgpepenyis «Akmyanvhi
npoobaemMu eKOHOMIKU ma CYCRIIbCmMBa 8 cydacHomy ceimiy. M. Uepkacu, YkpaiHa. 4
kBiTHS 2026 p. C. 52-54.

11.  Jloporaub-Ilucapenko JI.O., €ropoBa O.B., fAcuono6 1.O0. Meroanuni Ta
npukiaaaHi acnektu Bukopuctanas wmatpuni BCG. [ngpacmpyxmypa punky.
Mamemamuuni memoou, mooeni ma inghopmayitini mexronozii 6 exonomiyi. 2023.
Bunyck 72. C. 174-179.

12.  Hamux T.B., J[anmnenxko B.I. Ctpaterii Ta TakTHKH IICHXOJIOTI]
MapKETUHTOBOI IIHOBOI TMOJITUKU. [Hpacmpykmypa punky. Exonomika ma
ynpaeninusa nionpuemcmeamu. 2023. Bunyck 70. C. 83-87.

13.  Kizton A.T'., I'ynan JI.A., llypkan [.M. AHami3 po3BUTKY IHAYCTpPIi TYpU3My
B YKpaiHI B YMOBaX pOCIACHKO-YKpPaiHCbKO1 BIMHU. [HOycmpisi mypusmy i
eocmunnocmi 6 Llenmpanoriu ma Cxioniu €sponi. 2023. Ne 8. C. 79-87.

14. Kim 0.0., Wymuno O.C., €prymenko B.A. MapkeTunrosa cucrema
YOPABIIHHSA KOHKYPEHTOCHPOMOXKHICTIO OlI3HeCy: JAM3ailH MiJNPUEMHUIBKUX
CTPYKTYp, ypaxyBaHHS MaKpPOCKOHOMIYHUX Ta II00aTbHUX MPOOJIEM CydacHOCTI.
Ingppacmpyxkmypa punxy. Exomomixa ma ynpaeninus nionpuemcmeamu. 2022.
Bunyck 63. C. 53-56.

15. Kpayc K.M., Kpayc H.M., Kupumox €.M. ITlionpuemnuymeo. Inoycmpis.
Exonomixa: imnepamusu incmumyyioHaibHux 3miH ma heHomenono2isa yughpoesoi
mpancgopmayii: moHorpadis. [lonrasa: 111 «Actpasy», 2024. 320 c.

16. Kpusor’sztok b.I. Crparerii po3BUTKY CyO’€KTIB MiANPUEMHULTBA B
CydacHOMY Oi3HeC-CepeOBUII. EKOHOMIUHI HayKu @ 30IipHUK HAYKOBUX Npayb
Jhyyvkoco HayionanbHoco mexHiyno2o yHigepcumemy. Cepisi «Pecionanvua

exonomikay. JIyupk : BIIT JIHTY, 2023. Bunyck 20 (79). C. 137-145.


https://doi.org/10.32782/2524-0072/2023-55-109

78
17.  Jlomentok I., 3ementok O. CydacHi MapKETHHTOBI 1HCTPYMEHTHU
MIPOCYBaHHS TOBAPIB 1 MOCHYT. Bicnuk Yephniseybkoco mopeoseibHO-eKOHOMIYHO20
incmumymy. Exonomiuni nayku. 2023. Bun. 1. C. 130-140.
18.  Manatok H.JI., binoyc C.B. 3acanu dhopmyBaHHS MapKETUHIOBOI CTpaTerii B
MpoIiecl YIPaBIIHHSA TYPUCTUYHOTO MIANPUEMCTBA. [Hppacmpykmypa puHky.
Exonomixa ma ynpaeninus nionpuemcmeamu. 2023. Bunyck 75. C. 125-128.
19. MamikaI'. B., 'opronoBa K. A. [IpaBoBi Ta eKOHOMI4H1 aCTIEKTH TYPUCTUYHOT
rany3i Ykpainu nig yac manaemii covid-19. Ineecmuyii: npaxmuxa ma ooceio. 2021.
Ne 3. C. 5-11. DOI: 10.32702/2306-6814.2021.3.5
20. Martsiituyk JLEO., Cmouko H.M., Inmpina O.B. IlepcnexktuBu pO3BUTKY
1HAYCTpIi TOCTUHHOCTI PETIOHIB YKpaiHU B CyYaCHUX YMOBaxX. EKOHOMIUHI HAYKU.
Cepis «Pezionanvna exonomixay. 2022. Ne 19(75). C. 174—-182.
21. MuponoB 10.b., Csumpyx LI, Tonopuurpka M.S. Crpareriune
MapKETUHIOBE TUIaHyBaHHS B TypusMi. Haykoeuu gicnuk H/ATY Ykpainu. 2020. T.
30. Ne 1. C. 94-98.
22.  Mopryneus O.b., Humenko O.B. ['orensHO-pecTopanHuii 613Hec YKpainu y
JIOBOEHHMM, BOEHHUH Ta MICISIBOECHHUM 1epi0A. [HOyCcmpis mypusmy i 20CMUHHOCHI
6 Llenmpanvrivi ma Cxioniti €eponi. 2023. Ne 8. C. 88-96.
23.  Osgaitok O.M., I1IBeus T.B. Teopis Ta meToon0rist GopMyBaHHS MAPKETUHTY
MOCIIYT Yy AISUTBHOCTI MiANpUeMCTB. Egexmusna exonomixa. 2023. Ne 11. URL:

http://nbuv.gov.ua/UJRN/efek 2023 11 36

24. IlamkeBnu C.M., Hukonuyk B.M., Copoka B.C., Kpucromuyk M.€.
KOHKYpeHTO3aTHICTh ~ TPAHCIIOPTHO-CKCIEAMIIIMHUX  KOMIMAHIi Ha  PUHKY
TpaHCMOPTHUX NOCHyT. CyuacHi mexuHono2ii 8 Mawuro0y0y8anHi ma mpancnopmi.
2023. Ne 2. C. 174-179.

25. PanzixoBcbka HO.M. PO3BUTOK 1HTEpPHET-MAapKETHUHTY Ta LUA(PPOBOTO
MapKEeTUHTY B yMOBax JIIJKUTaji3alli Oi3Hec cepenoBuina. Haykosuil noanso:
exonomika ma ynpasainns. 2025. Ne 2 (90). C. 157-164.

26. Poxko B.I. BuxkopucraHHs CydyacHUX MAapKETHMHTOBUX TEXHOJIOTIM MpH

IpOCYBaHHI TOBapiB Ta nocuyr. bisnec Inghopm. 2023. Ne 3. C. 246-252.


http://nbuv.gov.ua/UJRN/efek_2023_11_36

79
27.  Camon kpacu Sculpcher. URL: https://wowbeauty.io/sculpcher (mata
3BepHeHHs: 28.05.2026)

28. Yemypma, JI., Marsiituyk, JI., & I'epman, I. CyTHicTh Ta 3HAYCHHS
CTpPATEriYHOr0 MAapKETHUHTY B TYpHU3Ml1 Ta TOTEIbHO-PECTOPAHHOMY Oli3HECI.
Innovations and Technologies in the Service Sphere and Food Industry. 2024. Ne 3
(13). C. 86-94.

30. Abdullah K.H., Muzawi R., Gazali N., Abd Aziz F.S. Digital marketing: A
Scientometric review. Contemporary Management Research. 2023. Vol. 19. No. 1.
pp. 55-79.

31. Faruk M., Rahman M., Hasan S. How digital marketing evolved over time: A
bibliometric analysis on scopus database. Heliyon.2021. Vol. 7. Iss. 12. Art. e08603.
URL: https://sciencedirect.com/science/article/pii/S2405844021027067

32. Hysni T. The role of the internet in the development of marketing and
electronic services in business. European Journal of Economics and Business
Studies. 2020. Vol. 6. No. 2. pp. 1-12.

33. Katyukha, Denys and Yurovchyk, Volodymyr and Horiunova, Kateryna and
Melnychenko, Svitlana and Myronov, Yuriy, Leveraging Cultural Heritage for
Sustainable Tourism Growth: Contemporary Strategies for Conservation and
Promotion (February 04, 2025). OIDA International Journal of Sustainable
Development, 18 (07), 53-66, 2025., Available at  SSRN:
https://ssrn.com/abstract=5198993

34, Kemp S. Digital 2025. Global overview report. We are Social. Meltwater,
February 05, 2025. URL: https://indd.adobe.com/view/9d9a68f6-38a9-4278-b61c-
4506b24240b0

35.  Khud, V., Horiunova, K., Skidanov, O., & Taranenko, H. (2025). Introduction

of Digital Technologies into the Management of Tourism Companies: Problems and
Development Opportunities. Revista Administracdo Em Dialogo - RAD, 27(SI),
167—183. https://doi.org/10.23925/2178-0080.2025v27iS1.73123

36. Kniazieva, T.V., Kazanska, O.0., Orochovska, L.A., Horiunova, K.A., &

Chernyshova, T.V. (2024). Using Internet marketing and social media to promote


https://wowbeauty.io/sculpcher
https://sciencedirect.com/science/article/pii/S2405844021027067
https://indd.adobe.com/view/9d9a68f6-38a9-4278-b61c-4506b24240b0
https://indd.adobe.com/view/9d9a68f6-38a9-4278-b61c-4506b24240b0
https://doi.org/10.23925/2178-0080.2025v27iSI.73123

80
ecotourism in Ukraine (based on the experience of Norway and Iceland).
Sport i Turystyka. Srodkowoeuropejskie Czasopismo Naukowe, 7(2), 139-163.
http://dx.doi.org/10.16926/sit.2024.02.07
37. Kraus K., Kraus N. Organizational and economic conditions of development
and components of market success of enterprises in the conditions of digitalization,
innovation and socialization of the national economy. The Problems of Economy.
2024. No. 2. pp. 143-150.
38. Kraus N., Kraus K., Babukh I., Lisitsa V., Novikova O. Activities of digital
platforms on the basis of clusterization and innovative development strategies in the
conditions of european integration. WSEAS Transactions on Environment and
Development. 2023. Vol. 19. Art. 108. pp. 1179-1195.
39. Monnappa A. The history and evolution of digital marketing. Simpli Learn,
April 13, 2025. URL: https://simplilearn.com/history-and-evolution-of-digital-

marketing-article

40. Morozov, Volodymyr and Domrachov, Andrii and Kharchenko, Oleksii and
Bilousova, Anastasiya and Horiunova, Kateryna, Current Challenges Facing
International Business in the Context of World Change and the Response of
Companies (March 26, 2025). OIDA International Journal of Sustainable
Development, 18  (11), 167-176, 2025., Available at  SSRN:
https://ssrn.com/abstract=5376837

41. Pongsakorn L., Supaprawat S., Parichat J., Tamonwan S., Pichakoon A. A
review of digital marketing and service marketing during the COVID-19 and the
digital economy (August 2022). Advance Knowledge for Executives. 2022. Vol.
1(1). No. 5. pp. 1-10.

42. Rajput S., Ray S. How digital marketing evolved over time: A bibliometric
analysis on Scopus database. World Journal of Advanced Research and Reviews.
2024. Vol. 21. Iss. 03. pp. 1546—-1560.

43. Rosario R.A., Roshini R., Pillai V. A study on digital marketing and its types:
A deep review of Pros and Cons. Integrated Journal for Research in Arts and

Humanities. 2022. Vol. 2. Iss. 4. pp. 140-145.


https://simplilearn.com/history-and-evolution-of-digital-marketing-article
https://simplilearn.com/history-and-evolution-of-digital-marketing-article

81
44.  Sultan F., Rohm A.J. The evolving role of the Internet in marketing
strategy: An exploratory study. Journal of Interactive Marketing. 2004. Vol. 18. Iss.
2. pp. 6-19.
45. Veleva S.S., Tsvetanova A.l. Characteristics of the digital marketing
advantages and disadvantages. DTMIS 2019. IOP Conf. Series: Materials Science
and Engineering. 2020. Vol. 940. Art. 012065. DOI: https://doi.org/10.1088/1757-
899X/940/1/012065
46. Volodymyr, D., Olha, P., Hanna, R., & Kateryna, H. (2025). Comprehensive

characteristics of the sales funnel levels transformation under the influence of digital
trends in the marketing sphere. Management Theory and Studies for Rural Business
and Infrastructure Development, 47(4), 607-620.
doi:https://doi.org/10.15544/mts.2025.48

47. Yadav P., Reddy Dr.K.P. Systematic literature review on emerging digital
marketing trends in India. Journal of Emerging Technologies and Innovative
Research (JETIR). 2023. Vol. 10. Iss. 7. pp. 200-206.

48. Yevhen Kryvokhyzha Veronika Komandrovska, Kateryna Horiunova,
Dymytrii Grytsyshen, Larysa Sergiienko and Andriy Krap. The Relationship
Between Environmental Issues and Economic. Development: Transition to
Sustainable Development of Economic Systems. [ref]: vol.21.2023. available at:

https://refpress.org/ref-vol21-al165/


https://doi.org/10.1088/1757-899X/940/1/012065
https://doi.org/10.1088/1757-899X/940/1/012065

