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OCHOBHI HOJOXEHHSA CTPATEI'TYHOI'O PO3BUTKY HAIIIOHAJIBHOI'O
TYPUCTUYHOI'O TPOAYKTY
JIvgiscokuil nayionanvuuil ynisepcumem imeri leana @panka, 79000, m. Jlvsis,
eyn. Yuisepcumemcwoka, 1, psolomia@ukr.net

Crenmdika chepr TypusMy MOJSATaE B TOMY,IIO HAIIOHATHHUA TYPUCTUYHHUA TPOIYKT, KUK
BUPOOJISETHCS, YaCTKOBO a00 MOBHICTIO HE BIIUYTHUH Ha TOTHK, a €(EKT CEpBiCY OLIHIOETHCS CIIOXKH-
BaueM B yMOBaXx IIEBHOTO €MOI[IOHAILHOTO CTaHy, SKHW 3aJeKUTh BiJl BEIUKOI KIIBKOCTI (PaKTOpiB.
Po3pobnenns crpaTerii HalliOHATBHOTO TYPUCTHYHOTO MPOIYKTY Ma€ 00’ €JHYBaTH KiIbKa KIFOYOBHX
HaNpsIMIB: y3TOJKCHHS 3aX0OiB [IbOBOIO MAapKETUHTY IOJ0 CTBOPEHHS HOBUX TYp MPOAYKTIB; rpa-
MOTHO c()OpMOBaHa acOPTHMEHTHA MOJITHKa; BUOIp (GOpM 1 METOIIB YJOCKOHAJICHHS! KOMYHIiKamii 3
CIIO’KMBa4YeM; 3MIHCHEHHS MPOYMaHOI MONITHKH IPOCYBAaHHS TYPUCTUYHOTO MPOAYKTY K KOMIUIEKCY
3aX0/liB, CIIPSMOBAHWX HAa CTBOPEHHS Ta MIATOTOBKY M0 peaji3amii HalllOHaJIbHOTO TYPHCTUIHOTO
MPOAYKTY YU TYPUCTUYHUX MOCIYT.

Crparerisl HaliOHALHOTO TYPUCTUYHOTO MPOAYKTY TIOB’s13aHA MEePEAycCiM 3 mporecoM Ghopmy-
BaHHS 1 pealizamii TYpUCTHYHOTO MPOAYKTY. 3 PO3BHTKOM IUBLNI3aIlil, 3MiHH TIPIOPHUTETIB i MOTPed
TYPHCTIB CTalOTh NOCTYIMHUMHU Ta OiMbIl BUraaauBuMu. CTpareri€lo HaliOHaIbHOTO TYPHCTHYHOTO
MPOAYKTY MO>KHA Ha3BaTu OQIIIHHUN TOKYMEHT, CKIaJCHUN O(MIMIHHO JO IUIaHy Ta BH3HAYAIOYHI
yMoBH (QopMyBaHHS, MoaudiKaIlii, YIOCKOHAJICHHS HAIIOHAIBHOTO TYPHUCTUYHOTO MPOAYKTY B KOH-
KypeHTHOMY Micti. Y cdepy cTparerii BXOAATh: aHalli3 epeBar i HeloJiKiB JisUIbHOCTI Ha iCHYIOUHX
Ta MOTEHIIMHUX PUHKAX; MO3MIIT 1 YACTKH PHUHKY, SIKi IUTaHYEThCS 3aXOMUTH; Micisi opraHizaii, mpo-
rpaMy Jii, CIPSIMOBAaHHX Ha PIllIEHHS ITOCTaBJICHUX 3aBAaHb. [IpUBECTH 10 TOCATHEHHS MOCTABICHHUX
IiJIel TTOBWHHI CTPaTeTivyHe YIpaBIiHHSA, TOOTO MPOIEC ONTHUMAIFHOTO KePiBHUIITBA TPYAOBUMH, (i-
HAaHCOBMMH Ta MaTepiallbHUMHU pecypcaMu. OCHOBHUMM TOJIOKEHHSAMH CTPATEriYHOTO PO3BUTKY Ha-
IOHANBHOTO TYPUCTHYHOTO MPOAYKTY €: POpMyBaHHS METH, BTUICHHS B KHUTTS MPUHIIMIIIB TIOBE/IiH-
KW, KOHTPOJIb PIIIIEHHS 3aB/JaHb i 3BUYAHO CIIOCTEPEKCHHS 32 30BHIIIHIM OTOYCHHSM Ta BHYTpIII-
HBOIO cHTyalier. CTpaTerielo HalllOHAJBHOTO TYPUCTHYHOTO MPOAYKTY MOKHA Ha3BaTH MPOLEC ajia-
nTanii TYpUCTHYHOTO MPOAYKTY 10 (PaKTHYHHMX 1 MalOyTHIX MOTped, BUMOT Ta OYiKyBaHb CIIOKHBA-
YiB.
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Specificity of tourism is that, national tourism product produced, partially or completely not
palpable, and the effect of service valued customer in a certain emotional state, which depends on
many factors. The development strategy of national tourism product has to combine several key areas:
coordination of activities targeted marketing to create new tour products; correctly formed assortment
policy; the choice of forms and methods of improving communication with the consumer; the imple-
mentation of a policy of promoting tourism product as a set of measures, aimed at the creation and
preparation for implementation of the national tourism product or tourism services.

The strategy of the national tourism product associated primarily with the establishment and
implementation of the tourism product. With the development of civilization, changing priorities and
needs of tourists become available and more intricate. The strategy of the national tourist product can
be called an official document drawn up formally to the plan and defining the conditions of formation,
modification, improvement of the national tourist product in a competitive place. The scope of the
strategy include: analysis of the advantages and disadvantages of activity on existing and potential
markets; positions and market shares, which will capture; mission of the organization, program of ac-
tion for the solution of tasks. The main provisions of the strategic development of the national tourist
product are: developing goals, implementing the principles of behavior, control of problem solving
and of course monitor the external environment and internal situation. The strategy of the national
tourist product can be called a process of adaptation tourist product to the actual and future needs, re-
quirements and expectations.
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