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OUOPOBIZALIA Y COEPI TYPU3MY: K 3MIHIOETHCSI EKOHOMIKA TYPUCTUYHUX ITIOCAYT

Over the past decade, digitalization and the widespread adoption of digital technologies have
revolutionized the delivery of tourism services. Therefore, this article aims to examine the impact of
digitalization on the transformation of the tourism services economy, with a focus on the automation
of operational activities as a key factor in enhancing the efficiency, flexibility, and competitiveness
oftourism market participants. The results of the studyindicate that the combined transformation of
business processes and interactions with end consumers influences economic entities, as it shapes
a new model of functioning. In this model, the provision of tourism services is based on technological
efficiency, speed, flexibility, and personalization. It has been proven that technological efficiency in
providing tourism services lies in the ability of economic entities to automate repetitive production
tasks, reduce manual labor, and minimize costs.

Furthermore, through the implementation of digital systems, economic entities achieve greater
operational efficiency with fewer resources. It has been proven that the speed of providing tourism
services reflects the ability of economic entities to promptly respond to customer requests, changes
in demand, or market conditions. For example, through automated booking systems or chatbots,
customer service occurs instantly, which reduces decision-making time and enhances
competitiveness. It has been proven that the flexibility in providing tourism services reflects the ability
to adapt them to changes in the environment or consumer demands. Thanks to digital platforms,
tour operators can quickly modify service packages, add new options, or respond to external
challenges. It has also been proven that personalizing tourism services reflects an individualized
approach to each client, based on the analysis of their data, travel history, requests, and preferences.
Modern digital tools enable the creation of offers that are highly relevant to user expectations, which
increases satisfaction, loyalty, and, consequently, the profits of economic entities. Thus, itis noted
that digitalization not only modernizes individual elements of the tourism sector, but also changes
the very economic logic of its participants’ activities, shaping a new competitive dynamic where digital
adaptability is the key value.

Ynpoaos)x ocTaHHbOro gecATuniTTa ungposisaliss Ta MacoBe BrIpoOBa)XeHHS ULMPPOBUX TEXHO-
JIOTivi CYTTEBO 3MIHWUJIN JNIOTiKY HagaHHS TYPUCTUYHUX MOCJyr. BiaTak MeToI0 CTaTTi € AOCAIAXKEHHS
BrAnBYy ungposiszauii Ha TpaHcgopMaLilo eKOHOMIKU TYPUCTUYHUX NOCAYr, 3 aKUeHTOM Ha aBToMa-
TU3auilo onepawliiHOi AisNIbHOCTI SIK KJII04OBUA YUHHUK NiABULLL€HHS1 e(DeKTUBHOCTI, THY4YKOCTi Ta KOH-
KYPEHTOCNPOMOXXHOCTI Cy0 '€KTIB TYPUCTUYHOIO PUHKY. 3a pe3ynbraTtammn 4OCAig)XXeHHsI BCTaHOBJ1e-
HO, LLjO NOEAHAaHIi 3MiHM Bi3Hec-npoyeciB Ta popmaTtiB B3aeMogii 3 KiHLleBUMMU CrioXxuBavyamu CyTTe-
BO BIJINBAIOTh HA CY0 '€KTIiB eKOHOMIikn, popMyio4mu HOBYy Mogesb ii pyHkLioOHyBaHHS. Y Uil mogeni




N\

RO NAW

8 N AR RRIANRY RAA

HaAaHHSI TYPUCTUYHUX MOCITYr FPYHTYETHCS HA TEeXHOJIOriYHi e peKTUBHOCTI, BUCOKIl LUBUAKOCTI, FTHY4Y-
KocCTi Ta nepcoHanizaudii. JoBeaeHo, L0 TeXHOJIoriYHa epeKTUBHICTb HaflaHHSI TYPUCTUYHUNX NMOCAYr
nossrae y 34aTtHOCTi cy0 '€KTiB eKOHOMiKM aBTOMaTu3yBaTV NOBTOPIOBaHi BUPOOHNYI 3aBAaHHS1, CKO-
poTuTn o06CSar py4Hoi npaui Ta MiHiMi3yBaTn BUTpaTn. 3aBasaku BNPOBaaXXeHHIO ULMPPOBUX CACTEM
Ccy6’'eKTV eKOHOMIKUN BOCAraloTb BULLOI NPOAYKTUBHOCTI NP MEHLINX PecypCcHUX 3aTparax. Takox
BCTaHOBJIEHO, L0 LWBUAKICTb HanaHHsI TYPUCTUYHUX MOCAYr BiaONBae€ 3aaTHiCTb onepaTuBHO peary-
BaTU Ha KJIIEHTCbKI 3annTn, 3MiHU NONMUTY Ta PUHKOBI KOJInBaHHSA. JloBeAeHOo, WO rHy4YKiCTb HagaHHSs
TYPUCTUYHUX NOCAYr BiaOUBa€ 34aTHICTb Cy0 €KTiB TYypUCTUYHOIO PUHKY afanTyBaTH ix 40 3MiH y 30B-
HiLWHBbOMY cepenoBuLLi Ta iHANBIAYalbHUX 3aMUTIB CNOXXNUBaYiB. 3aBAsIKN BUKOPUCTaHHIO UNpoBux
nnargopm typonepaTropu MOXXYTb OriepaTtNBHO 3MiHIOBaTH CKnaa naketa rnocayr, aogasatvi HOBIi onyii
abo weuaKo pearyBaTtv Ha 30BHILLHI BUK/INKN. TakoXX 4OBeAEeHO, WO nepcoHani3ayis TYypucTuYHnNX
nocayr peani3yeTbcsl Yepes iHanBiayanbHUiA Niaxia a0 KOXXKHOro KJlieHTa Ha OCHOBI aHari3y noro nep-
COHaslbHUX aHuXx, icTopii nogopoixeii, 3anuTiB Ta ynogob6aHb. Cy4yacHi ungpoBiiHCTpymMeHTH gaioTb
3mMory ¢popmyBaTv npPono3unLii, MaKkcumasibHO pesieBaHTHi O4iKyBaHHSIM KOPUCTYBayYiB, LLO CIPUSIE
3POCTaHHI0 iXHbOT 3a40BOJIEHOCTI, I0SI/IbHOCTI Ta, BigNoBIAHO, NPUOYTKOBOCTI Cyb €KTIiB TYpUCTNY-
HOi eKOHOMIiKn. Takum YNHOM, BiA3Ha4Y€HO, L0 LndpoBizalis He nvLie MoaepPHI3ye OKpeMmi CKnagHN-
KU TYPUCTUNYHOIT cepu, a i TpaHCPHOpPMye caMy eKOHOMIYHY NIOriKy Ais/IbHOCTI ii y4aCcHUKIB, CTBOPIO-

104N HOBY KOHKYPEHTHY AUHaMIKY, B SIKifi KJIlOYOBOIO LiHHICTIO cTae yngpoBa aganTUBHICTb.

Key words: key value; digital adaptability; provision of tourism services; travel history; customer requests and

preferences; tourist.,
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PROBLEM STATEMENT

Over the past decade, digitalization has become one
of the significant key factors in the transformation of the
tourism services economy. In particular, the widespread
adoption of digital technologies has not only changed the
ways of organizing travel but has also fundamentally
affected the internal processes of tourism economic
entities and their interactions with clients [5]. Specifically,
it has been proven that the automation of repetitive and
routine operations not only ensures increased efficiency
and cost reduction but also contributes to greater
flexibility in shaping the customer experience.

Modern digital solutions, such as CRM systems,
chatbots, online booking systems, automated content
management, and analytical platforms, enable tourism
companies to significantly reduce the time required to
perform standard tasks — from processing customer
inquiries to compiling services provided to tourists within
a single trip or tour.

For example, with an automated booking platform such as
Amadeus or Sabre, a tour operator can assemble a
personalized package in real time: book airline tickets, select a
hotel within the client's budget, add insurance and excursions —
all without manually searching for each component.

Additionally, integration with a CRM system allows for
the automatic consideration of the tourist's preferences
saved from previous trips, while a chatbot in Messenger
can instantly send a ready-made offer or payment invoice.
It enables the staff to focus on more strategically important
functions, such as personalizing offers, developing new
products, and improving service quality.

ANALYSIS OF RESEARCH
AND PUBLICATIONS

The issues of digitalization in the tourism sector have
been studied by M. M. Shevelyuk [6], O. I. Artemenko, V.
V. Pasichnyk, V. V. Yehorova [ 1], N. Valinkevich, and A.
Shestakova [2]. In most of these works, key digital
technologies transforming business models in tourism are
analyzed, and the economic effects associated with the
implementation of automated systems are also assessed.

At the same time, the specific mechanisms of
transformation in the tourism services economy remain
insufficiently studied in the scientific literature. This
is because the topic of digitalization in tourism lies at
the interdisciplinary intersection of economics,
information technology, and service management,
which often leads to fragmented analysis and a
dispersed research focus.

FORMULATION OF THE ARTICLE'S
OBJECTIVES

The article aims to examine the impact of digitalization
on the transformation of the tourism services economy,
with a focus on the automation of operational activities
as akey factor in enhancing the efficiency, flexibility, and
competitiveness of tourism market participants.

THE PAPER MAIN BODY

Digitalization in the tourism sector began back in the
1980s and 1990s, when leading airlines started using global
distribution systems (GDS), such as Amadeus, Sabre, and
Galileo, for automated airline ticket booking.
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Table 1. List of companies gradually integrated into global distribution systems and contributing

to the development of

tourism digitalization

Companies integrated
into GDS and contributing
to digitalization

Field
of activity

Specific contribution
to the development of digitalization
in tourism

Hotel chains Marriott International,
Hilton Hotels & Resorts,

InterContinental Hotels

Hotel chains connected to GDS in the
1990s—2000s to offer their rooms for
real-time booking through travel

Airways, Air France, Delta
Air Lines, United Airlines,
American Airlines

Group (IHG), agents. This enabled the
AccorHotels, Hyatt Hotels | standardization of offers and
Corporation simplified the booking process for
both B2B and B2C clients.
Railway Deutsche Bahn (Germany), | Although railway integration into
companies Eurostar (United Kingdom — | GDS was not as widespread as in the
France — Belgium), SNCF airline or hotel segments, major
(France), Amtrak (USA) operators gradually began using
digital channels for ticket distribution,
which simplified the planning of
multimodal travel.
Car rental Hertz, Avis, Budget, This segment was one of the first to
Enterprise, Sixt integrate into GDS. As early as the
1990s, customers could book cars
directly through the same systems
used for flight reservations. This
created a convenient ecosystem for
assembling a complete package of
tourism services through a single
platform.
Airlines Lufthansa, British Air carriers were the first users of

GDS back in the 1980s. The
digitalization of tourism services
began with them, introducing real-
time ticket booking, automatic
schedule updates, and dynamic
pricing.

Source: compiled based on [1; 5; 7].

These systems became the first digital tools that
allowed agencies and operators to instantly access
information about flight availability, prices, and seat
availability. Gradually, hotels, railway companies, car rental
services, and other tourism service providers joined them,
as illustrated by the data in Table 1.

Thanks to the gradual integration of these companies into
global distribution systems, by the late 1990s a travel agent
could already assemble a complete travel package — from
airline tickets to hotel accommodations, car rentals, and
additional services — through a single digital platform. This
significantly increased the efficiency of the industry [5].

The deepening of digitalization in the tourism sector
took place in the early 2000s, as the development of the
internet and e-commerce gave rise to the first online travel
agencies (such as Expedia, Booking.com, and TripAdvisor
[5]). This triggered a major restructuring of the market:
tourists gained the ability to independently plan their trips,
compare prices, and book services without intermediaries
[2]. At this stage, digitalization in the tourism sector:

— Minimized transaction costs due to the automation
of booking, payment, and order processing.

— Stimulated competition and price transparency as
tourists gained access to a wide range of offers from
different travel operators.

— Transformed business models by shifting the focus
from traditional offline agencies to digital platforms that
operate with minimal physical overhead.

— Increased labor productivity by allowing staff to
focus on strategic tasks and service personalization.

In the 2010s, digitalization gained new momentum with
the development of mobile applications, artificial intelligence,
big data, and cloud services, which opened up new horizons
in managing the tourism experience. In particular, economic
entities in the tourism services sector — including tour
operators, travel agencies, online travel platforms (OTAs),
hotel chains, transport companies, booking services, and
travel tech startups — began actively using analytics to
forecast demand, implement dynamic pricing systems, and
introduce automated tour package generation mechanisms.
At this stage, digitalization in the tourism sector [1—2]:

— Enabled tour operators to automatically assemble
travel packages in real time based on the customer's
budget, preferences, and behavior.

— Allowed travel agencies to better analyze client data
to offer relevant services.

— Empowered hotels and transport providers to
implement dynamic pricing systems that take into account
seasonality, demand, and the competitive environment.

— Enabled specialized online platforms to apply
algorithms for personalized recommendations and user
behavior prediction.

Thus, in the process of digitalization, the tourism
services economy is undergoing profound structural
changes affecting both internal business processes and
interactions with end consumers.

HHA \\\\\\\\\



RO M

EROHOMIHH.

HHA HAYRA

Table 2. Characteristics of internal business processes
changing as a result of tourism sector digitalization

Internal
business
process

Internal business
process

Impact
on the tourism services economy

Booking and
order
processing

The process of
registering and
confirming services
(hotels, airline tickets,
transfers) ordered by the
client.

Enables reduction of request
processing time, decreases the need
for manual labor, lowers
operational costs, and increases the
speed of service and customer
satisfaction.

Customer
relationship
management
(CRM)

CRM systems store data
about clients, travel
history, preferences, and
requests.

Enables customer segmentation
and targeted marketing campaigns,
increases repeat sales and average
transaction value, and reduces
acquisition costs by retaining
existing customers.

Tourism
product
development

The process of
assembling tours
(flights,
accommodation,
excursions, transfers)
into complete packages.

Allows for rapid response to
changes in supplier prices, faster
market introduction of new
products, and minimizes logistics,
planning costs, and human error.

Financial
accounting
and analytics

Conducting accounting,
analyzing income and
expenses, and
forecasting financial
results.

Helps make well-informed
management decisions, reduces
risks of losses due to inaccuracies
or fraud, and optimizes the
company’s cost structure.

Communicat
ion and
document
management

Information exchange
between departments,
clients, and partners
(contracts, invoices,
confirmations).

Shortens the time required for deal
approvals, lowers document
storage costs, speeds up contract
and confirmation processes, and
accelerates cash flow.

Source: compiled based on [1; 6—7].

In particular, the internal business pro-
cesses being transformed include booking and
order processing, customer relationship mana-
gement (CRM), tourism product development,
financial accounting and analytics, commu-
nication, and document management (see Table
2).

Each of the aforementioned business processes
plays a key role in the tourism services economy,
as they enhance the efficiency and adaptability of
its participants to market changes.

Among the changes in interaction with end
consumers are the shift to online booking and
self-service, chatbots and instant support, per-
sonalized offers, real-time ratings and reviews,
and the integration of mobile technologies (see
Table 3).

Each change in customer interactions sig-
nificantly impacts the transformation of the tourism
services economy by enhancing communication
efficiency, lowering service costs, and boosting
customer loyalty.

The combined changes in business processes
and interactions with end consumers impact
economic entities by shaping a new model of their
operation. Specifically, simultaneous transfor-
mations in the organization of internal processes
(such as booking, analytics, document management,
etc. [3]) and in ways of interacting with clients
(online services, mobile applications, personalized
offers [4]) alter the behavior and strategies of
tourism service economic agents — namely tour

Table 3. Characteristics of interactions with end consumers shaped
by tourism sector digitalization

Interactions with
end consumers

Characteristics of interaction
with end consumers

Impact on the economy
of tourism services

Online booking
and self-service

The ability for clients to
independently select, book,
and pay for services through a
website or app without the
involvement of a manager.

Reduces the need for manual
labor and lowers personnel
costs, accelerates the service
cycle, improves user experience,
and increases the likelihood of
repeat orders.

Chatbots and
instant support

Automated digital assistants
that provide answers to
customer inquiries 24/7
through websites, mobile
apps, or messengers.

Eases the load on contact
centers, ensures constant
availability of support, raises
customer satisfaction levels, and
reduces losses from unmet

reviews

ratings and

assistance.
Personalization Creation of travel products Increases sales conversion rates
of offers tailored to the client’s and average transaction value,
preferences, travel history, fosters customer loyalty growth,
previous orders, and website and lowers costs of attracting
behavior. new audiences.
Real-Time The ability for clients to leave | Influences company reputation,

ratings and comments about
tourism services immediately
after use or during their trip.

encourages improvements in
service quality, and serves as a
marketing tool that requires no
additional expenses.

mobile

Integration of

technologies

Use of mobile applications
for booking, navigation,
notifications, ticket storage,
and client interaction on the go.

Decreases communication costs,
enables real-time service sales,
enhances user convenience, and
boosts customer loyalty.

Source: compiled based on [1; 3—4].
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operators, travel agencies, hotels, carriers, online plat-
forms, and travel startups.

CONCLUSIONS

The results of the study confirm that the combined
transformation of business processes and interactions
with end consumers influences economic entities by
shaping a new model of operation, in which the provision
of tourism services is based on technological efficiency,
speed, flexibility, and personalization.

It has been proven that technological efficiency in the
provision of tourism services lies in the ability of economic
entities to automate repetitive operational tasks, reduce
the amount of manual work, and minimize costs. Moreover,
through the implementation of digital systems, these
entities achieve higher operational efficiency while utilizing
fewer resources.

It has been proven that the speed of providing tourism
services reflects the ability of economic entities to respond
promptly to customer requests, changes in demand, or
market conditions. For example, through automated
booking systems or chatbots, customer service is
delivered instantly, which shortens decision-making time
and enhances competitiveness.

It has been proven that flexibility in the provision of
tourism services reflects the ability to adapt them to
environmental changes or consumer demands. Thanks to
digital platforms, tour operators can quickly modify service
packages, add new options, or respond to external
challenges.

It has also been proven that personalization in the
provision of tourism services reflects an individual
approach to each client based on the analysis of their data,
travel history, requests, and preferences. Modern digital
tools make it possible to create offers that are highly
relevant to user expectations, which increases customer
satisfaction, loyalty, and, consequently, the profits of
economic entities.

Thus, digitalization does not merely modernize
individual elements of the tourism sector — it transforms
the very economic logic of its participants' activities,
shaping a new competitive dynamic in which digital
adaptability becomes the key value.

Prospects for further research are linked to an in-depth
analysis of the economic effectiveness of digital
transformations in the tourism sector, an assessment of
the impact of digital tools on the competitiveness of
market participants, and the development of adaptation
models for small and medium-sized enterprises in the
context of new digital conditions.
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