Ha TPaLiBHUKIB MiANPHEMCTBA 3 METOIO JOTPHMAHHS HHUMH 3aJaHOi BEJIMYNHU
BUTpAT 1 NOIIYKY MOXJIMBHX LULAXIiB 1X 3HIKeHHS. CrocoOM CTUMYITIOBAaHHS
TIePCOHATY MOXKYTh OyTH MaTepialbHUMH (IpeMisi, HamOaBKa O 3apIUIaTH),
opramizamiifHiMu (TIABHWIIEHHS Ha TIOCAAi) 1 MOpPAIThHO-TICHXOJIOTi YHUMHI
(rpamoTa, TOHIKa, (PIPMOBI 3HAUKH).

3apyaaeB O.I, Mep3mukina I.C. BBaXaiOTh 3a AOIJIbHE BHUJICHHSI
(yHKIII KadpKyIsimii, sKa € MpOIecOM BW3HAUEHHA COOIBApPTOCTI MPOJYKIT
(pobit, mocayr) Ha Hamy naymky, BuminieHHs Takol (yHKUii cucTemu
YIOpaBJIiHHA BUTPATaM{ € HEMOIJIBHHM, OCKUIbKHA KaIbKYJMIl € METOIOM
OyXranTepcbKoro OOJIKY, pa3oM 13 JOKYMEHTYBAaHHAM, OyXraarepchbKUMH
paxyHKaMH, TOJBIMHMAM 3almicoM, IHBCHTapH3aIli€l0 Ta oliHkow. Omxe,
KTBKYISIIS € TyOIIOF0YOI0 MOA0 OQTiKy (PYHKINER, 1 BUAUICHHS 1i OKPEMO Bij
¢yHKLii oQIiKy € HenoinbHUM. {upaoHoBa A.M. BBakae (yHKITIO OpraHizarii
OJTHUM 13 HalBaXTMBIINX €JIEMEHTIB YNpaBJiHHS BUTpaTaMy IiJIIpHEMCTBA. 3
TaKOI0 JYMKOK) MH TIOTOIDKYEMOCS, OCKUTBKM BijJl Opradi3aiii CHCTeMH
YOpaBIiHASA BUTPaTaMH 3aJISKUTh ©PEeKTHBHICTh i (DYHKINOHYBaHH:], a OTKE, i
PE3yIbTAT IisUTHHOCTI TOPTOBEIIEHOTO ITi ATPHEMCTBA B ITitoMy. Ha miampremcrsi
HEOOXiTHO UITKO BUIINWTH BIANOBIAATbHI 33 YOPAaBJIIHHA CTPYKTYpH
MiAPO3MIH, 3B’SI3KM 1 cnocoOM B3aeMofii MiK HHAMH, BW3HAYUTH (QyHKII
i TP O3 1JTIB.

TakuMm yrHOM, B O€3MOCEpPEHIN AISIIHPHOCTI MM MPOIIOHYEMO BHIUIATH
HacTynHi (YHKI[I CHCTEMH YNpaBJiHHSA BHTparaMH IIiJNPHEMCTB TOPTiBIIL:
opramizaiiis, IUIAHYBaHHS 1 TNPOTHO3YBaHHS, aHATi3, OOJIK, KOOpAWHAIS 1
KOHTPOJIb, CTUMYJIFOBAHHSI.

Cucrema ynpaBiiHHA BHTpaTaMHM OXOIUIIOE KEPIBHHKIB 1 KepoBaHi
MACHUCTeMH (CTPYKTYpPHI IiAPO3AUTH TOProBENFHOTO TANPHEMCTBA). Y CBOKO
4epry, TiJICHCTEMH, IO YIPARISAIOTH, 3MIHCHIOIOTE KOHTPOJb i HANPaBIHIOTH
JTiSLITB HICTh KEPOBAHMX ITi ACHCTEM.

G.I. Miasoid, PhD in Pedagogy, Ass. Prof. (4lfred Nobel University, Dnipro)

THE CONCEPT OF MARKETING 3.0 INHOSPITALITY
AND TOURISM

With the global tendencies in tourism and hospitality, we experience
an ongoing change in the marketing approach in this sector. As a part of
vocational training, specialists in hospitality and tourism have to learn the
retrospective view on the history of tourism marketing and the conceptual
shifts, which differentiate between Marketing 1.0, Marketing 2.0 and
Marketing 3.0. The present paper seeks to explain these differences and
highlight the importance o ftheir study.
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According to Dr. Tony Tse in the online course “The International
Hospitality Management Micromasters”, there are three major changes
shaping contemporary hospitality marketing. The first is moving from
Marketing 1.0 to 2.0 and 3.0, the second is rise ofcollaboration, and finally,
using mostly digital devices in marketing.

Philip Kotler and his co-authors (2010) presented the basics of
Marketing 3.0, stating that Marketing 1.0 ©ocuses on product, Marketing 2.0
is concentrated on consumer, but the focus ofMarketing 3.0 is value, which
the product brings to the consumer. Rajeev Verma summari zes this research
by stating that Marketing 2.0 presents the current information age trend
when customers “can compare several value offerings of similar products,
the product value is defined by the consumer”, so that it becomes customer-
centered. In modern Marketing 3.0 both the trends, the strategy and
applications are different. While Marketing 1.0 exemplified the mass
marketing, promoting the same product to everyone in a similar way by
means of TV advertising, and creating the value of the product, the next,
customer-centric age ofmarketing, Marketing 2.0, deals with sophisticated
customers, and it became customized and one-to-one, as customers are now
aware of the various services and options in the market. Therefore,
Marketing 2.0 is direct marketing focusing on the customer.

Having examined the studies by Kotler at al. (2010) and Lusensky
(2011), Nuno Gustavo (2013) concludes that the “tourism businesses tend
to develop new operational management models” influenced by the
Marketing 3.0 paradigm and “4e’s mix (emotion, exclusivity, engagement
and experience)”, which bring marketing to recognizing consumer needs
and consumer social and emotional awareness, and puts it “ From Promotion
to Emotion” [1, p. 19]. So, in hospitality marketing we should ensure
effective approach to every customers’ mind, heart, and spirit [2].
Therefore, marketing moved from product development to product
differentiation, and now to creating values. Marketing 3.0 creates spiritual
value for the community at large, based on the earlier established functional
value and emotional value.

Alongside with the technological revolution, the advances that
affected the way marketing is done these days. Hospitality and tourism
businesses try to implement the “many-to-many” principle in establishing
relations such as “consumer-company”, “company-consumer”, “consumer-
consumer”, unlike in the previous stages of marketing evolution. With
access to every source of information, now customers value user or guest
comments more than anything else, so there are many customers looking
for user comments by many people. Traditional word-ofmouth tums to
Electronic word-of-mouth (eWOM), according to Sparks and Browning
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(2011); e-commerce and f-commerce (electronic commerce and Facebook
commerce respectively) are also of paramount importance for creating the
emotional mix, that is value ofthe for the consumer, getting them involved
in terms of emotion, exclusivity, engagement and experience.

Marketing 3.0 should also address the needs of different customer
types, whether they are silver-haired customer, generation X, Z or other.
Each has unique needs and hospitality and tourism strives to capitalize on
them. One study deals with the so-called “uncompromising consumer”,
representative of Generation K, who would like to experience something
rare but want this to be easily accessible. To increase growth through
Marketing 3.0, or values-based marketing, companies need to give their
consumers the freedom to express themselves, “collaborating to PR
initiatives in their own way to make them feel they have a voice” [6]. To
illustrate how Marketing 3.0 works in the sector, let us consider experience
of Vincci the Mint, the Spanish tourism industry mix of young and
demanding travelers, their needs, new destinations and new hotels, which
offer individual online attention to customers, create an website for Vincci
The Mint enhancing the users’ experience and showing the hotel values and
characteristics, and finally, combine technology, marketing strategy and top
price competitiveness.
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JL.A. Hoxpina, kaazn, TexH Hayk, non, (XHYMI in. O.M Bexemosa, Xapxis)

IHTETPAIIISI ACHEKTIB SIKOCTI SIK IMIIEPATHB CTAJIOTO
PO3BUTKY JECTHUHAIIII

IHTerparisi acmekTiB SKOCTI — ¢ TaKWi MiOXiT 10 YNpPaBJiHHI
TYPHUCTHYHO IO JTCCTUHAIII€F0, IKHH (POKY CyeThCsl Ha Oe3mepepBHOMY TIPOIIECi
TiIBUIIICHHSA 3aJI0BOJICHOCTI BIiJBillyBa4iB 3a yMOBW TOKpaIllaHHA SKOCTI
JKHTTS BCIX WICHIB TEPUTOPI alIbHOI rPOMAIH, HABKOJHMILHBOIO CEpeOBHILA
Ta aKTUBI3aIii MiCIEBOT EKOHOMIKHU.

[ligBuieHHss SKOCTI TYpUCTCHKHX JECTHHAIM €  iMIlepaTHBOM
3a70BOJICHHS TIOTPeO BiABiMyBadiB, 3aCTABOIO KOHKYPEHTOCIIPOMOKHOCTI Gi3Hec-
CIPYKTYp CEKTOpPY Typu3My, a TaKoXX CHCIM(IYHAM TapaHTyBaHHIM
30aIaHCOBAHOT'O 1 CTATOTO PO3BUTKY TYPH3MY.

Excniepru  IOHBTO [1] mHa pa3si miaKpecoiolOTh HEMOXIIUBICTH
PpO3poOIIBaHHS €IMHOTO OMIIIIHHOTO I BCEOCSKHOTO KEPIBHULITBA SKICTIO JIIS
TYPUCTUYHUX AECTUHALH; yTiM, (axiBIIMH PO3pOOIIEHO paMKOBI NPAaKTHYHI
peKoMeHanii i1t BAX TPy CTSHKXOIIEPiB.

[poTe, 110 KOHIIETIITisT YTIPaBITi HH SIKICTIO IeCTUHAI i He Mae oQimiiiHOTO
(dopMmymoBaHHA, B I IapWHI JOIJBHAM € BHKOPUCTAHHA IIEBHOTO
TOHATIHHOTO amapary Ta IHCTPYMEHTapil0 KOHIEMIi 3araJbHOrO YIpaBiliHET
SIKOCTI.

KoHuenmis 3araapHOro yrnpaBiiHHS SKICTIO, SIK aKI[EHTOBAaHWH Ha SIKOCTI
KIITAIT OpraHizallifHOro KepyBaHHs, copMyBanacsi B TeOpil yNpaBiliHHI
6i3HecoM y 1960—-1980 pokn Ha Ti1i eeKTUBHOTO BHKOPHCTaHHS PECypciB Ta
3aITyYeHHs BChOTO IIEPCOHATY OpraHi3amii B JiIbHICTh 3 BIOKOHAICHHS POOOTH
3 MeToI0 (POKYCYBaHHS JIOCBiTy KIIEHTIB MIOAO TOBapy ab0 HAJaHWX TOCIYT W
oTpuMaHHS TIPOQITIB yciMa 3aiHTEPECOBAHMMH CTOpPOHaMH (TIparliBHUKAMH,
BJIACHUKAMH, TI0CTa4aJib HAKAMH TOIIIO) Ta CYCITijbCTBOM B IIijioMy [2].

ChorojHi po3poQIeHO Ta € MIHUPOKO BYKMBAHUMH CUCTEMH MEHEIKMEHTY
SIKOCTI IIOZI0 KOHKPETHHX MPOJYLEHTIB TypHCTHYHHX TOCIYT (TypOIeparopis,
TypareHTiB, TOTENIB, PECTOPAHIB TOIIO), MPOTE, PIBCHb 33/I0BOJICHHS TyPHUCTa BiJ
nepeOyBaHHs B JieCTHHaIii (QOPMYETbCS HE TUIBKHM JOCBIJIOM CIIOKHMBAHHS
MEBHOIO CHEKTPY MOCTYT, aie i Oijbll 3araJbHUMH YHHHUKAMH, HAIPUKIIaL
TOCTHHHICTIO, O€3IeKOI0, CaHiTapi€ro, 3A0pOB’SIM, TOm[O. TaKuM YHHOM
TOTCHIiHHI  pe3ynbTyrodwi epeKTH pIBHA 3aI0BOJICHHI Ta (OpMyBaHHA
JIOAJBHOCTI TYpUCTIB (TOTOBHICTH [0 TIOBTOPHOIO BB3HTY, pPEKOMEH/AIS
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