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Introduction. The model of cluster
organization of tourism and recreational
entrepreneurship development on the
basis of marketing has been improved,
built on the basis of economic and
mathematical modeling methods.

The hypothesis of scientific research is
in substantiation of management of the
cluster organization of development of
tourist and recreational business on the
basis of marketing.

The purpose of the study is a
substantiation of features of the cluster
organization of development of tourist
and recreational business on the basis of
marketing.

Research methodology there are
general scientific and special research
methods: dialectical — for analysis and
understanding of the essence and
content of the categorical series "tourist
and recreational entrepreneurship”,
monographic — in highlighting the views
of scientists on the research issues;
strategic analysis — to determine the
priority areas of intensification of cluster
development of tourism and recreational
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Conclusions and prospects for further
research. The novelty of the approaches
IS to create an integrated model for
assessing the level of loyalty of tourist
and recreational services from the
standpoint of its perception by the client,
which allows to assess the level of
innovativeness  of  tourist  and
recreational services by key parameters,
which will ultimately allow tourism and
recreational enterprises to determine
their management decisions.
competitiveness. The proposed author's
scientific and methodological approach
to assessing the level of loyalty of tourist
and  recreational  services  will
comprehensively assess the service,
customer interface, system of tourist and
recreational services  technology,
identify possible areas for improvement,
accounting for which will allow tourism
and recreation companies to determine a

set of management  decisions.
competitiveness.
Keywords:  cluster  development;

competitiveness; tourist and recreational
entrepreneurship; marketing bases of

entrepreneurship on the basis of tourist and recreational entrepreneurship
marketing. development.
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Beryn. YiaockoHaieHa MOJIENb  Kilac-
TEpPHOI OpraHizauii po3BUTKY TYypHU3MY
Ta peKpealiifHoro miANnpueEMHULTBA Ha
OCHOBI MAapKETUHIy, M0OyJOBaHa Ha

OCHOBI METOIIB €KOHOMIYHOI'O Ta
MaTEMATUYHOI'0 MOJEITFOBAHHS.
limore3a  HayKkoBUX  JTOCIIHKCHb

noJisira€ B OOTPYHTYBaHHI YITPaBIIiHHS
KJIACTEPHOIK OpPraHi3ali€l0 PO3BHUTKY
TYpPUCTUYHO-PEKpEALIiHOro O13HECY Ha
OCHOBI MapKETHHTY.

MeTo10 TOCTIIKEHHS € OOTPYHTYBaHHS
0COOJIMBOCTEN KJIACTEpPHOI OpraHizarii
PO3BUTKY TYpPUCTHYHO-PEKpPEAIiitHOrO
013HECY HA OCHOBI MapKETHHTY.
Metoaosorisi JOCTIKEHHS: 3arajlbHO-
HAyKOBI Ta CHeIiaabHl METOAM JOCHTI/I-
JKEHHS: TIAJICKTHYHUMN — JIJIS aHaITi3y Ta
pPO3YMIHHS  CYTHOCTI Ta  3MICTy
KaTeropiaJibHOTO UKy «TYyPUCTHYHO-
peKpealtiiae miamprueEMHHUIITBOY», MOHO-
rpadiuHuil — JJ1s1 BUCBITJICHHSI TOTJIsI-
JIIB HAyKOBIIB Ha MpoOjieMu AOCHi-
YKEHHSI; CTpaTeriuHui aHali3 — BU3Ha-
YUTU TPIOPUTETHI HANPSIMKHU 1HTEHCH-
dikarlii KJIacTepHOTO PO3BUTKY TYpPH3-
My Ta PEKpearifHoro MiANPUEMHHUIITBA
HAa OCHOB1 MapKETHHTY.

Pe3yJbTaTH: 3apONIOHOBAHO HAYKOBO-
METOMOJIOTTYHUNA MIOXig OO0 OLIHKH

1 . o . o . .o
Kuiscokuil nayionanvHuil yHieepcumem mexHoao2ii ma
ousatiny, Yrpaina.

PIBHS JIOSUIBHOCTI TYpUCTUYHO-PEKpea-
[IHUX TTOCTYT JO3BOJHUTH KOMIUIEKCHO
OIIIHUTH TIOCIYTY, 1HTepdeic KIT€eHTa,
CHUCTEMY TEXHOJIOTI TYPUCTUYHHUX Ta
peKpealiiHuX  MOCIyr, BU3HAUYUTHU
MO>KJIMBI HANpsIMKU BJIOCKOHAJIEHHS,
OOJIIK SIKHX JIO3BOJIUTH KOMIIAHIsIM 3
Typu3My Ta BIANOYUHKY BU3HAUYUTHU
CYKYIIHICTh  YIPABIIHCHKUX PpIIIEHb.
KOHKYPEHTOCIPOMOKHICTb.

BucnoBku Ta IIEPCIEKTUBU
NOJAIBIINX  JOCTIKeHb.  HoBu3Ha
MiAXOAIB  TMOJSTae 'y  CTBOPEHHI
IHTErpOBaHOI MOJENl OI[IHKKA pPiBHSA
JIOSTBHOCTI TYPUCTUYHO-PEKpealliiHuX
MOCIYr 3 TMO3UIi CIPUUHATTS MOro
KJIIEHTOM, IO JO3BOJIAE€  OLIHUTH
piBEHb 1HHOBAIIITHOCTI TYpPUCTUYHO-
peKpeariiiHixX MOCIyr 3a KIOYOBUMHU
napamMeTpam, SiKi 3pelITol0 T03BOJIUTh
MiAIPUEMCTBAM TYpU3MYy Ta pPeKpeartii
BU3HAYATH CBOI YNPABIIHCHKI PIIICHHS.
KOHKYPEHTOCIPOMOKHICTb.

KurouoBi cjioBa: po3BUTOK KiacTepy;

KOHKYPEHTOCIIPOMO3KHICTB; Typuc-
TUYHE Ta peKpealidHe MiAIpUeM-
HUITBO; MapKETHUHTOB1 OCHOBH

PO3BUTKY TYpPUCTUYHO-PEKpEaIiiHOTO
1 ITPUEMHHIITBA.
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Formulation of the problem. Intensification of socio-economic
development of Ukraine requires the formation of the market of tourist and
recreational services, in which a significant role directly or indirectly belongs to
the policy of the state, which performs market regulation functions, including
tourism and recreation in the innovative model of development. Modern
conditions put forward realities in which tourist and recreational services must
be considered in different areas: qualitative and quantitative, which uses
methods of statistical research and economic and mathematical modeling, as all
sectors of the economy, including the market of tourist and recreational services,
are a system of a certain hierarchy, structure, proportions and relationships.

Analysis of recent research on the problem. Foreign studies of the
formation and development of local innovative marketing systems in the tourism
and recreation sphere are represented by the works of D. Aaker, V. Kumar,
J. Day, O. Ishchenko, A. Kostecki, S. Kostina, F. Kotler, K. Asplund, 1. Raine,
D. Haider and others. Questions of the impact of innovative transformations on
the efficiency of social production, research in the field of the concept of
innovative cluster business activity are contained in the works of such scientists
as L. Bogatchyk, Y. Bondarenko, M. VVoynarenko, L. Hanushchak-Yefimenko,
I. Kulinyak, K. Strakhorchuk and others.

The purpose of the study is a substantiation of features of the cluster
organization of development of tourist and recreational business on the basis of
marketing

Presentation of the main material The complex nature of tourist and
recreational services inevitably affects many different actors and areas, creates
space for innovative combinations of consumer values and priorities, as well as
expands opportunities to attract new customers and achieve the integration of
used tourist and recreational business resources. Among other things, the
assessment of the level of innovative development of tourism and recreational
business services is especially important in a saturated market and increasing
rates of change in consumer demand and benefits in tourism and recreation,
which make their rules in quantitative and qualitative evaluations of these
services. The high level of development of indicators of the image of the tourist-
recreational territory is connected with the level of loyalty of consumers of the
tourist-recreational product that as a result provides development of competitive
advantages of the tourist-recreational business complex. The approach used to
study the dependence of these elements of the tourist and recreational business
complex allowed to develop a model of formation of competitive advantages of
the tourist and recreational business complex (Fig. 1).

According to the proposed model of formation of competitive advantages of
tourist and recreational business territory, its image, image and brand of tourist
and recreational business territory are the main components of territorial
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marketing — an important element of economic development of tourist and
recreational business complex. recreational product (residents, business
community, visitors, investors and exporters). The proposed scientific and
methodological approach to determining the level of loyalty of consumers of
tourist and recreational product is based on a comprehensive evaluation system
that concentrates seven determinants of loyalty (tourist and recreational resources,
reputation, social atmosphere, information support, identity, infrastructure and
management). type of loyalty (high, stimulated, potential and inertial) and
characterizes the uniqueness of the tourist and recreational territory of Ukraine,
creates opportunities for the development of its competitive advantages. One of
the current purposes of the marketing system of tourist and recreational areas is to
provide justification for decisions on the effective use of the potential of tourist
and recreational areas by the relevant enterprises of the tourist and recreational
sphere, the main purpose of which is to meet the needs of tourism and recreational
services. The management system, a component of which is considered the
marketing of tourist and recreational areas, is able to ensure integrated
coordination of market interests, non-profit institutions and consumers, which
allows to develop and implement effective policies for tourism and recreation,
with the necessary management structures, powers, levers of influence.

Recreational resources R ; )
Event-marketing (promotion of a

recreational product by creating and
organizing special events that create
emotional connections  with  the

Reputation of
recreational business
territory

consumer)

Social atmosphere
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Source: author's development.
Fig. 1. Model of formation of competitive advantages of tourist and
recreational business complex
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Research Findings and Prospects. The main purpose of marketing tools
in the management of tourist and recreational areas is the ability to balance the
interests of many regional market actors and implement the priorities of the
socio-economic system of the tourist and recreational complex in the direction
of sustainable development. The developed model of formation of competitive
advantages of tourist-recreational territory and scientific-methodical approach to
definition of level of loyalty of consumers of tourist-recreational product, allow
to estimate level of satisfaction of needs of the population in tourist-recreational
product, to use tourist-recreational potential effectively, to balance interests of
set of subjects. -recreational market; to implement the general orientation of the
socio-economic system of the tourist and recreational complex of Ukraine. The
complex nature of tourist and recreational services inevitably affects many
different actors and areas, creating space for innovative combinations of
consumer values and priorities, as well as expands opportunities to attract new
customers and achieve the integration of resources used. Innovations in tourism
and recreation services are often seen as technological innovations that can be
innovative insofar as they are integrated with new technologies. The analysis of
the achieved level of innovative development of tourist and recreational services
requires improving the mechanism of marketing management of this
development, to build cognitive models of marketing-oriented management of
tourist and recreational complex of Ukraine, which will provide a basis for
modeling marketing-oriented management of tourist and recreational complex of
Ukraine.
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