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METHODOLOGICAL BASES OF MECHANISM OF CREATION OF IMAGE
OF NATIONAL TOURISM PRODUCT IN GLOBALIZATION CONDITIONS

Abstract. The article outlines the preconditions for the formation of a positive image of a tourist product, which influences the
increase of the authority of the state on the international level, increase of tourist flows, promotion of investment inflow, development
of tourist and recreational infrastructure, increase of the general level of economic development and welfare of the population. It is
revealed that in order to determine the "tourist magnet" for visitors it is necessary to take into account
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the completeness of the tourist product filling, which reflects the state, content and structure of the tourist and recreational potential
of the country. It is also noted that the image affects the formation and attractiveness of the tourist destination for recreation,
namely: health improvement, treatment, travel, etc. To cover the main provisions of the article, complex and historical approaches
are used with the use of general scientific research methods: empirical (observation, experiment, description, comparison),
empirical-theoretical (analysis and synthesis, induction and deduction, approach), theoretical (formalization, definition, description,
etc).

It was established that the perception of the tourist image is influenced by rational requirements, interests, stereotypes, socio-
cultural features of mass consciousness. In addition, by its nature, tourism has a figurative character - it's memories, associations,
representations that are caused by mentioning a certain country as a tourist object. The image exists autonomously from state or
other structures that are interested in its positive formation. The main difference between the image of the vision is that the image is
constructed purposefully and consciously, while the vision is formed independently, naturally. It is proved that the formed positive
image of the national tourist product, is associated with a high level of attractiveness, aesthetics, comfort, safety, the possibility of
implementing a variety of tourist practices. To objectively assess the level of attractiveness of the image, it is necessary to establish
the estimated indicators, of which the main groups are: psychophysical, social, reputation, cultural-aesthetic, and economic.

Taking into account the particularities of the tourism industry, namely: the priority of the wishes of the consumers, the primacy
and uniqueness of the tourist service, the extremely important role of marketing in the industry, as well as the integrated structure of
the national tourist product on the basis of the WTO classification and the concept of the territorial tourism product.

Such a structure should include the following components: tourist and recreational resources and services, including goods;
related products and services; organizational, legal and socio-political environment of tourism; personnel potential of the country;
infrastructure; marketing.

Keywords: tourist image, tourist image of the country, tourism, tourist product, market, tourism industry, brand.

METOAONOIN4YHI 3ACAOU MEXAHISMY CTBOPEHHA IMIOXY )
HAUIOHAJIbHOIO TYPUCTUYHOIO NMPOAYKTY B YMOBAX INMOBAJI3ALII

AHoTauif. Y cTarTi BU3HaveHi nepegymoBM (POPMyBaHHsi MO3UTMBHOMO iMiXKY TYPUCTUYHOrO MPOAYKTY, SKWUA BMfMBae Ha
NiaBULLEHHS aBTOPUTETY AiepXKaBn Ha MXKHApPOAHOMY PiBHi, 30iMbLUEHHA TYPUCTUYHUX NOTOKIB, CNPUSHHA HAAXO4XKEHHIO IHBECTULIN,
PO3BUTOK TYPUCTUYHO-peKpeaLiiHOi iH(PacTPyKTypu, MiABULLEHHA 3aranbHOrO pPIiBHS PO3BUTKY €KOHOMIikM Ta [obpobyTy
HaceneHHsi, 3any4yeHHs Monozi 4o poboT B TYPUCTUYHIN rany3i. 3'acoBaHo, L0 3 METOK BU3HAYEHHS «TYPUCTUYHOrO MarHity» ans
BiABiQyBadiB Cnig BpaxoByBaTW MOBHOTY HAaMOBHEHHS TYPUCTUYHOrO MpPOAYKTY, SKUA BigoOpaxae CTaH, 3MICT Ta CTPYKTypy
TYPUCTUYHO-pEKpeaLIiHOrO MoTeHuiany KpaiHu. 3a3HayeHo TakoX, WO iMigK BhnnnBae Ha opMyBaHHA Ta npuBabnuBicTb
TYPUCTUYHOI AecTuHauii AnA BiANOYMHKY, @ came: O3[J0POBMEHHSs, IiKyBaHHS, NMOAOPOXen Towo. [Nns BUCBITNIEHHA OCHOBHMX
NOMOXeHb CTaTTi 3aCTOCOBaHi KOMMMNEKCHUI Ta iCTOPUYHWUIA NIAXOAN 3 BUKOPUCTaHHAM 3araribHOHAYKOBUX METOAIB AOCNIAKEHHS:
eMNipUYHNA (CNOCTEPEXEHHS, EKCMEPUMEHT, OMUC, MOPIBHAHHS), eMMNIPUKO-TEOPETMYHUI (aHani3 i CUHTEe3, iHAYKUiA i aeaykuis),
TeopeTunyHi (popmanisauis, BUSBHAYEHHS, ONUC TOLLLO).

BcTaHoBNEeHO, WO Ha CNPUAHATTA TYPUCTMYHOrO iMigXy BMAAMBaKOTb pauioHanbHi  BUMMOrK, iHTepecw, cTepeoTvnu,
COLiOKyNbTYPHI 0COBNMBOCTI MacoBoi cBigomocTi. Kpim Toro, 3a cBoeto NpMpogoo TypnaM Mae obpa3Huin xapakTtep — ue crnoragu,
acouiauii, yaBrneHHs1, ki BUKNMKaTbCS 3ragkoto Mpo NeBHY KpaiHy sk TypucTuYHuMiA o6’ekT. OBpas icHye aBTOHOMHO Bif AepXaBHUX
UM IHWNX CTPYKTYP, AKi 3auikaBreHi B MOro no3anTMBHOMY popMyBaHHi. F0noBHO BiAMIHHICTIO iMigxXy Big obpasy
€ Te, LU0 iMiO)K KOHCTPYIETLCSA LiNlecnpsAMOBaHO i CBiLOMO, TOAi ik 06pa3 yTBOPHETLCS CaMOCTINHO, MPUPOOHUM LUSISIXOM.

[oseneHo, Wo chopMoBaHNA MO3UTUBHUM IMIAX HaLiOHaNbHOro TYPUCTUYHOIO MPOAYKTY acoLUt0ETLCS 3 BUCOKUM
piBHEM aTPaKTUBHOCTI, €CTEeTUYHOCTI, KOMGOpPTY, Oe3nekn, MOXIMBICTIO peani3auii pPi3HOMaHITHUX TYPUCTUYHUX NpakTuK. [Ons
00'EKTUBHOI OLiHKM PiBHSA NpMBabnMBOCTI iMigXy Cnig BCTAHOBUTW OLiHHI NOKA3HMKK, 3 SIKMX OCHOBHUMMW rpynamu €: NcuxodianyHi,
couianbHi, penyTauiiHi, KynbTypHO-eCTETUYHI, EKOHOMIYHI.

Bepyus pgo yBarm ocobGnuBOCTI TYPUCTMYHOI ranysi, a came: MpPIiOpUTETHICTb nobaxaHb CNOXWBauiB, HEMEepBUHHICTb Ta
YHIKanbHIiCTb TYPUCTUYHOI NOCNYr, HaA3BMYAMHO BaXXNMBa POfb MapKeTUHry B ranysi, a TakoX Ha OCHOBI knacudikauii BTO Ta
KOHUenuii TepuTopianbHOro TYPUCTUYHOIO MPOAYKTY PO3pobneHO KOMMMEKCHY CTPYKTYPY HauiOHarnbHOro TYPUCTUYHOIO MPOAYKTY.
Lia cTpykTypa noBMHHa BMiLLyBaTV TakKi CKNagHUKU: TYPUCTUYHO-peKpeaLinHi pecypcu Ta nocnyru, B TOMY YACHi
N TOBapwu; CynyTHi ToOBapu Ta NOCNYrn; opraHisauiiHo-npaBoBe Ta colianbHO-NONITUYHE cepeaoBuLLLa Typn3my; Kagposumn
noteHuian KpaiHu; iHppacTpyKTypa; MapKETUHT.

Knro4yoBi cnoBa: TypUCTUYHWIA iMIgK, TYPUCTUYHUIA 0Opa3 KpaiHu, TYpU3M, TYPUCTUYHWIA NPOAYKT, PUHOK, JiSNbHICTb Y
TYPUCTUYHIN ranysi, OpeHa.

INTRODUCTION

Formulation of the problem. The creation of an attractive image and promotion of a national tourist product that has
embraced the diversity and uniqueness of the country's tourist potential is of great importance throughout the world. In the
tourist sphere of Ukraine, the question of creating a new image of a national tourist product is new and relevant. However, it
should be noted that the analysis of the information component of the national tourist product is not substantially and
completely reflected in scientific works, but only in part. Therefore, attempts to conduct tourist and recreational research in
order to address these problems of the regions of the country and the state as a whole are relevant. The positive image of
the country and its individual regions is one of the factors of sustainable development of the territory, a means of increasing
the competitiveness of products manufactured (provided) by the state. Positive image stimulates business activity of the
population and promotes attraction of investments. The positive image of the tourism product of Ukraine, individual territories
or tourist facilities contributes to the formation of a positive image of the
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country as a whole, increasing the authority of the state on the interstate level. Increasing tourist flows leads to increased
profits, the development of tourist and recreational infrastructure, raising the overall level of economic development and
welfare of the population. In order that the country was a "tourist magnet" for visitors, it is necessary to create a positive
image, always taking into account that it is the fullness of tourism product content reflects the state, content and structure of
the tourism potential of the country and its image directly affects on the formation of a new image of Ukraine as an attractive
destination for recreation, health improvement, treatment, travel. The characteristic, genesis and significance of the image,
image and brand of the national tourist product is the formation of an integrated approach to the creation, promotion and
implementation of the image of the national tourist product of Ukraine, and the latter, in its turn, determines its attractiveness,
and as a result influences the formation of tourism flows.

The approved Tourism and Resorts Development Strategy until 2026 defines the approach of the state tourism policy in
the areas of tourist safety, regulatory support, development of tourism infrastructure and human resources, marketing policy
for tourism development and resorts. The strategy envisages that by 2026 in Ukraine: the number of foreign tourists will
increase by 2.5 times, the number of domestic tourists will increase by 5 times, the number of workplaces in the tourism
sector will increase by 5 times, the filling of budgets of all levels from tourism activity will increase by 10 times, the number of
subjects of tourist activity will increase 5 times, tourists spend on travels in Ukraine to 80 billion UAH, will create a positive
image of Ukraine as an attractive country for tourism. The development of national tourism stimulates growth in tangible
spheres of the economy, which is especially important for the regional development of Ukraine. In addition, Ukraine has
enormous opportunities for attracting national tourism, thanks to its unique natural opportunities, rich historical and cultural
heritage [1].

Analysis of recent researches and publications. The work of I. Kalutsky L. Kovalska is devoted to the role of events of
economic, military-political character and their role in the formation of the tourism industry in Ukraine, and hence the
formation of a tourist image. Primak T.O., Primak D.S. studied the issues of organization of marketing support for tourist
image of Ukraine. The authors drew attention to the role of tourist information centers, which should lobby tourist potential of
the country, as well as paid attention to missing tourist offices of Ukraine abroad, an official information portal, which in
aggregate leads to the fact that our country is little known in the world. On the influence of modern conditions on the
formation of a tourist image on the international market is dedicated to the work of Tunyk O.M. Recent publications make it
possible to conclude that there is a need to create an image of a national tourist product in a globalized world.

Identification of unsettled parts of the general problem. Uncovering the value of the tourist image of the territory to
enhance the tourist flow both domestic and international. Taking into account the complex and little predicted military-
political situation in the state, in connection with the annexation of the Crimean peninsula and the Russian-Ukrainian war in
the east of Ukraine, the consolidation of the tourist image of Ukraine, in particular as a safe country for travel with a unique
natural and historical and cultural heritage, may need a lot of time. The formation of the tourist image of the state will be
influenced by the socio-economic situation of the population, which would like a better standard of living. Therefore, the
formation of the tourist attractiveness of the country, is an important need of today.

The purpose and objectives of the article. The purpose of the work is to form and develop a highly effective and
competitive positive image of the national tourist product as an important indicator of the state's development, providing a
wide range of opportunities for meeting the needs of domestic and international tourists for a variety of tourist and
recreational services; as well as forming the image of Ukraine as an attractive tourist country in the world.

Among the objectives of the study are the following: a) studying the theoretical positions of tourism studies, which forms
the basis of the study of the formation and development of a highly effective and competitive positive image of the national
tourist product as an important indicator of the development of the state; b) analysis of the factors of formation of the
theoretical component "national tourist product”, "image", "image", "brand", "cultural level", its structural units; c) revealing
the main problems of the existing image of Ukraine, development and substantiation of perspective directions of tourism
development.The object is the image of the positive component of the national tourist product, the basis of which is the
territorial-spatial system of Ukraine. The subject of the study is the design of interconnections and interactions within the
territorial-spatial system of the natural-territorial complex of Ukraine, constituent components of the new image of the
national tourism product of Ukraine, through the complex formation and correction of the logic and ideology of the strategy
image for the disclosure of the recreational and tourist potential of the tourist product and its further progress at the national
and international levels.

RESEARCH METHODS: For solving the tasks, the general scientific methods of research were used: empirical
(observation, experiment, description, comparison), empirical-theoretical (analysis and synthesis, induction and deduction,
historical approach), theoretical (formalization, definition, description, etc.).

RESEARCH RESULTS

The scientific novelty of the obtained results consists in the following provisions: the concept of analysis of the structure
of the new image of the national tourist product as a scientific basis for solving problems of further promotion of tourist
products on the national and international levels was substantiated, the information component of the "image — image —
brand" of the national tourism product in the context has been improved. formation of a new highly effective and competitive
positive image of the national tourism product of Ukraine.
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Main part. The presented scientific research is one of the types of cognitive activity in the course of which new scientific
knowledge is being carried out in relation to the research object in the form of a complex of logical constructions,
experimental operations for establishing the properties of the object and certain regularities of its existence. In the simplest
form, the methods of scientific knowledge are divided into three groups: general scientific methods of cognition (analysis,
synthesis, comparison, abstraction, generalization, induction, deduction, analogy and modeling), methods of empirical
research (observation, description, measurement, experiment) and methods of theoretical research (imaginary experiment,
idealization, formalization, etc). The presented work is a derivative of the combined methodology.

In modern science there are different approaches to the interpretation of the concept of "image". This concept has been
known since ancient times and has had a variety of interpretations in philosophy and art. In ancient Rome, "imago" called
statues of God-like creatures, endowed with the ideal and exceptionally good features that had a significant impact on the
life of a people or an individual. The etymology of the word comes from Latin "imago”, from English "image" is translated as
image, image, reflection, idol. In modern English, "image" means image, image, image, statue, idol, icon, metaphor,
personification, likeness, reflection, association, image distortion, mirror effect, etc. In the eighteenth century. Latin played a
prominent role in the formation of scientific, political, philosophical terminology and business speech. In particular, the Latin
"imago” was used by scholars in scientific and poetic writings in the sense of both the way of perception and the image-
representation. Today, "imago" almost unchanged has become part of contemporary European languages, retaining a large
number of initial values.

In modern terms, the term is universal. An economists' image is defined as the image of a product, a service or a
company, as a combination of associations and impressions about them, which are formed in the minds of consumers and
forms their specific relation to this product, service or company. The system approach considers the image using the method
of structural and functional analysis of R. Merton as a positive — functional, and negative — dysfunctional phenomenon.
Depending on what emotions are the image of the bearer, the image is classified as positive and negative.

The overall image of the country is extremely influential on the tourist image, but there is also a feedback. Since tourism
has a clear territorial-spatial reference, for the understanding of the tourist image, the concept of "image of the territory" is
used as the basis. UNWTO defines the image of the territory as a collection of emotional and rational representations that
arise from a comparison of all characteristics of the country, experience and rumors that affect the creation of a particular
image.

The geographical component of the image of the region is a set of ideas associated with its natural features and
localization, which leads to the allocation of certain territories with varying degrees of attraction, which determine its
specialization. Preferably, the attractiveness is determined by a set of factors (natural, cultural, technological, etc.). Regions
in which complex factors are represented are particularly attractive to consumers. Cultural component of the image of the
state or region characterizes the sum of visions about the state (region) associated with the totality of material and spiritual
values created by man.

Ethnic component of the image represents the notion of the population of the state as representatives of a certain
community. The perception of the ethnic group has a characteristic feature to go to the domestic level. The image of the
people is transferred to the image of the state as a whole, there is a division of regions into those that have positive features
and those that are more negative in nature. The historical component of the country's image includes associative
representations related to the history and development process of the country. Each region is an arena for deploying a
variety of historical events. Rational requirements, interests, stereotypes, socio-cultural features (place of residence,
peculiarities of everyday life, character, historical experience, national values, etc.) of mass consciousness influence the
perception of the image [2].

The image and image of any object, including the tourist product of the country, to a large extent depends on the value of
the "contact audience" installations. It is formed under the influence of views, which is the result of a comparison of all the
characteristics inherent in this state, their own experience, rumors. Created imagination depends on historically formed
stereotypes of thought, inertia of certain socio-cultural considerations. A certain image of the country allows it to be identified
immediately at the first mention of the name. This feature is extremely important for the tourism industry [2].

In addition, by its nature tourism has a figurative nature, it is from this position that the image components of the tourist
product's realization become of special significance. A special place among them is tourism, namely: a national tourist
product, as a product to meet the needs of travelers. Along with the acquisition of the tour, the tourist buys not only a trip, but
also a certain territorial resource with the corresponding emotional load, perceived individually. The idea of a national tourist
product, its image, directly affects the degree of demand from potential customers. An image is a collective representation of
an individual or a group of individuals, a complete, but incomplete representation of a particular object or group of objects.
The peculiarity of the image is determined by the fact that it is subjective, ideal; he can not independently exist in relation to
his material basis — the object of reflection [3].

Thus, the image of the territory as an object is a complex of various interconnected representations representing certain
aspects, connections, features or functions of an object, where each of these representations is reproduced depending on
the situation or direction of the tourist's opinion. The image of a national tourist product is those memories, associations,
representations that are caused by the mention of a particular country as a tourist object. A characteristic feature of the
image of a national tourist product is also that it exists autonomously from state or other structures that are interested in its
positive formation. The image is not controlled by such organizations, but is created spontaneously, chaotic [3].
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The main difference between the image of the image is that the image is constructed purposefully and consciously, while
the image is formed independently, naturally. The image is specially formed as the limit of the transition of the image into the
image. Professionally formed image of the national tourism product of the country is based on real, and not fictional features
of the country, embodies its historical, cultural, ethnogeographical, natural and other features. The image of a national tourist
product allows you to identify the terrain in the coordinates of world tourism and reflects the material and semiotic resources
of the country. The formed positive image of the national tourist product, is associated with a high level of attractiveness,
aesthetics, comfort, security, the possibility of implementing a variety of tourist practices, etc. At a certain stage, this image
acquires a kind of "symbolic value". This "symbolic value" gives the image of a national tourist product a very realistic value
and visual representation, becoming a brand. It should be noted that for the successful formation of the image of national
tourism products, it is necessary to carry out regular marketing research, which will reveal certain regularities and causal
relationships, as well as assess the attractiveness of the existing tourism product of the state for consumers [4].

In order to objectively assess the level of attractiveness of the image, it is important to establish valuation indicators, of
which the main groups are: psychophysical - characterize the physical and emotional comfort of stay in the country,
environmental safety of rest; social — reflect the social stability in the region, hospitality, the attitude of the local population
towards tourists; reputational (image) - reveal the degree of prestige of rest in the country, cultural and aesthetic -
characterize the level of historical and cultural potential of the region, the degree of cognitive excursion routes, informational
saturation, economic — express the level of tourist expenses, the correspondence of prices and quality of services, the cost
of basic and additional services.

Based on the classification of the WTO and the concept of a territorial tourism product, a comprehensive structure of the
national tourism product with the following components has been developed: tourist and recreational resources that cover
both natural (climate, landscape, relief, balneological resources, etc.), as well as cultural and anthropogenic (historically-
architectural, archeological, cultural, etc.); tourist services that are provided and can be provided on the territory of the state
(services of tour operators and travel agencies, accommodation, meals, leisure); tourist goods that are created and sold in
the country (souvenirs, handicrafts, holiday products, drinks, food, etc.); related products and services accompanying
tourism products consumption (financial, banking, information services, insurance services, security, etc.); the organizational
and legal environment of tourism and the human potential of the country (legal and economic background of the activities of
enterprises and organizations involved in the creation and promotion of a national tourism product, the conditions for
coordinating their activities and cooperation, the regulatory framework for tourism regulation, the availability of highly skilled
personnel, availability and level of system of training, retraining and improvement of their qualifications); socio-political
environment of tourism activity (general political the state of tourism in the state, the place of tourism in the system of state
priorities, the availability of public funding, the presence of programs to attract investment in the tourism sector, participation
in the formation and promotion of national tourist products of citizens, etc.); infrastructure (vehicles, communications and
communications, specific tourist and recreationalinfrastructure); direct activity on the creation, promotion and promotion of
the national tourist product (targeted formation of the image of the national tourist product, development and implementation
of the branding strategy of the national tourism product and other targeted programs in the field of tourism, representation of
public and private structures at tourist exhibitions in order to popularize the tourist product of the state) [5].

The tourist industry has a number of features that need to be taken into account when developing a national tourist
product. The main ones are: the priority of the wishes of end users in planning activities, not the primacy of tourism services,
the extremely important role of marketing in the industry, the uniqueness of service. Thus, the development of tourism in
each country should use as a basis mainly those types and forms of tourism, which allow the maximum and comprehensive
use of existing recreational and tourist potential.

CONCUSSION AND PROSPECTS FOR FURTHER RESEARCH

Adapted the complex ideology of the image image of the image — image — brand to the national tourism product, for the
disclosure of recreational and tourist potential of the tourist event and its further promotion at the national and international
levels. The image is not backed up by the real state of things. It is not able to create a competitive, high-quality national
tourism product, therefore, it is necessary to modernize the existing infrastructure and build a new one, to improve the
regulatory and legal framework and to give priority and privileges to entrepreneurship in tourism, to provide state financial
support for the promotion of tourist products, to introduce advanced innovative management projects of the industry, to
create a favorable investment environment for the development of the tourism industry, to establish cooperation with foreign
countries, to open tourist information offices abroad, to involve the state structures of all levels, business structures, citizens
in the formation and support of the tourist product image.

For the first time, the structure of the national (Ukrainian) tourist product was proposed on the basis of the component of
the territorial product. The national tourist product consists of the following structural units, such as: tourist and recreational
resources, tourist services, tourist goods, related products and services, organizational and legal, socio-political
environment, infrastructure, state support activities for the national tourist product. The level of consumption of the national
tourist product is one of the important indicators of the quality of life of the country. The formation of a new national tourist
image becomes the number one strategic goal for the development of the tourist sector of Ukraine.
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