
   Volume VII, Issue 4(16) Winter 2016 
 

 
  

 

Quarterly 
Volume X 
Issue 4(36) 
Summer 2019 
ISSN 2068 – 7729 
Journal DOI 
https://doi.org/10.14505/jemt 
 

A
S

E
R

S
 

Journal of Environmental Management 
and Tourism 



Journal of Environmental  Management and Tourism 

 

Table of Contents: 

1 

Spatial Tourism Planning: Using the Model of Functional and Planning 
Complexes  
Alexandr DUNETS, Ardak MUHAMEDIEVA, Irina SYCHEVA,  
Elena PEREPECHKINA,  Igor VAKHRUSHEV, Aleksey KULCHYTSKIY 

711 

2 

Economic - Legal Aspects of Hotel Service Provision 
Elena Yurievna NIKOLSKAYA, Marina Evgenjevna USPENSKAYA,  
Elena Nikolaevna LYSOIVANENKO, Alexey Viktorovich MELTSOV,  
Tatyana Yuryevna KRAMAROVA 

720 

3 
Thai Tourists Choice of Accommodation based on Marketing Behaviors in 
Vang Vieng Town, Lao People’s Democratic Republic 
Sakkarin NONTHAPOT 

725 

4 

Preservation of Traditional Game Values as Educational Tourism Assets in 
Sindangkerta District, Indonesia 
Ninis Agustini DAMAYANI, Encang SAEPUDIN, Agung BUDIONO,  
Tine Silvana RACHMAWATI 

735 

5 
Financial Aspects of Digitalization in the Tourism Industry 
Marina ARTAMONOVA, Olga BREDIKHINA, Valery GUSEV, Olga VOSKANYAN, 
Zhanna GUCHOK, Yulia BUHTEEVA 

746 

6 

Cultural Tourism and Ecotourism Empowerment in the Sustainable Tourism 
Development and Destination Competitiveness Enhancement 
I Made WARDANA, I Putu Gde SUKAATMADJA, Ni Nyoman Kerti YASA,  
I Putu ASTAWA 

753 

7 

Organization of the Use of Moscow Cultural and Historical Heritage in Tourist 
Activities 
Elena KRYUKOVA, Valeriya KHETAGUROVA, Anton MOSALEV,  
Irina MUKHOMOROVA, Elena EGOROVA 

763 

8 
Ethno-Cultural Factors Influencing the Development of Rural Tourism in 
Kazakhstan  
Aitolkyn TLEUBAYEVA  

772 

9 
Hospitality Industry in Russia: Key Problems and Solutions 
Anton V. ROMANYUK, Roman R. GAREEV  

788 

10 
Strategic Analysis of Development of Medical Tourism Macro-Destinations 
Vadim Victorovych BAIEV, Ivan Stepanovych BAKHOV,  
Katerina FOKINA-MEZENTSEVA, Nataliya BORETSKA 

801 

11 

Prospects for the Development of Ecological Tourism in Specially Protected 
Natural Areas of the Ulyanovsk Region 
Elena V. PROVALOVA, Marina N. LUKIYANOVA, Olga V. SKROBOTOVA,  
Raisa M. IVANOVA 

809 

 12 
Local People’s Practices in the Tourism Region of Indonesia: Issues, Threats 
and Solutions 
Ilham JUNAID, Ahmad Puad Mat SOM 

819 

 

Summer 2019 
Volume X 

Issue 4(36) 

 

 
Editor in Chief 
Ramona PÎRVU 
University of Craiova, Romania 
 

Editorial Advisory Board  
 

Omran Abdelnaser 
University Sains Malaysia, Malaysia 
 

Huong Ha 
University of Newcastle, Singapore, 
Australia 
 

Harjeet Kaur 
HELP University College, Malaysia 
 

Janusz Grabara 
Czestochowa University of Technology, 
Poland 
 

Vicky Katsoni 
Techonological Educational Institute of 
Athens, Greece 
 

Sebastian Kot 
Czestochowa University of Technology, 
The Institute of Logistics and International 
Management, Poland  
 

Nodar Lekishvili 
Tibilisi State University, Georgia 
 

Andreea Marin-Pantelescu 
Academy of Economic Studies Bucharest, 
Romania 
 

Piotr Misztal 
The Jan Kochanowski University in 
Kielce, Faculty of Management and 
Administration, Poland 
 

Agnieszka Mrozik 
Faculty of Biology and Environmental 
protection, University of Silesia, Katowice, 
Poland 
 

Chuen-Chee Pek 
Nottingham University Business School, 
Malaysia 
 

Roberta De Santis 
LUISS University, Italy 
 

Fabio Gaetano Santeramo 
University of Foggia, Italy 
 

Dan Selişteanu 
University of Craiova, Romania 
 

Laura Ungureanu  
Spiru Haret University, Romania 
 
ASERS Publishing 
http://www.asers.eu/asers-publishing 
ISSN 2068 – 7729 
Journal DOI: https://doi.org/10.14505/jemt 
 



 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

        
13 

 
Improvement of Digital Technologies in Marketing Communications of Tourism 
and Hospitality Enterprises 
Irina Vladimirovna HRISTOFOROVA, Lyudmila Vladimirovna SILCHEVA, 
Tatiana Nikolaevna ARKHIPOVA, Alexandra Borisovna DEMENKOVA, 
Elena Yurievna NIKOLSKAYA 

829 

14 
Theoretical Aspects of Entrepreneurial Education for Hospitality Industry 
Natalia GORYUSHKINA, Natalia VOINOVA, Olga VORONKOVA, Alexey SITNOV, 
Rustem SHICHIYAKH, Olga GORDEYEVA 

835 

15 
Sports Tourism as a Component of Russian Socio-Cultural Modernisation 
Andrey V. ARTKUHOV, Valeriy A. KIBENKO, Lydia V. REBYSHEVA 

842 

16 
Model of Improving Tourism Industry Performance through Innovation 
Capability 
Yunita SARI, Mahrinasari MAHRINASARI, Ayi AHADIAT, Marselina MARSELINA 

853 

17 

The Conceptual Basis of the Tourism and Hospitality Industry’s Development
Elena Evgenievna KONOVALOVA, Elena Vladimirovna YUDINA,  
Yuri Mikhailovich LAGUSEV, Dmitry Viktorovich SHALAEV,  
Tatiana Vasilyevna RASSOKHINA 

865 

18 

Impact of Tourism and Recreational Activities on the Biological Diversity in the 
Altai Republic 
Peter Yu. MALKOV, Maria G. SUKHOVA, Olga P. VOZNIYCHUK,  
Anastasia N. MALKOVA, Nadezhda E. KHUDYAKOVA, Sergey V. DOLGOVYKH 

870 

19 

Technology-Organization-Environment Model and Technology Acceptance 
Model in Adoption of Social Media Marketing on SMEs Tourism 
Dyah SUGANDINI, Mohamad Irhas EFFENDI, Yuni ISTANTO,  
Rahajeng ARUNDATI, Esti Dwi RAHMAWATI 

878 

20 

Improvement of Approaches to Labor Regulation in Service Sector Enterprises 
Olga Sergeevna REZNIKOVA, Julia Nikolaevna KOROLENKO,  
Gennady Yurevich ENENKO, Daria Vasilevna TKACHENKO,  
Valentina Mikhailovna REPNIKOVA 

886 

21 

The Edutourism of Mangunan Girirejo Yogyakarta: A Plan Strategy in 
Educational Innovation of Universitas Gadjah Mada 
Siti Nurul Rofiqo IRWAN, Rohlan ROGOMULYO, John SUPRIHANTO,  
Susilo HADI 

892 

22 
Accessibility of Tourist Offer in Republic of Croatia to People with Disabilities 
Marina GREGORIC, Tatiana V. SKRYL, Katarina DRK 

903 

23 
Historical-Geographical Features of Tourism Development in Russia 
Daria Pavlovna SHULGINA, Olga Vladimirovna SHULGINA 

916 

24 
Economic Diversification in Nigeria: The Prospect of Tourism 
Ayodele Victor AHMED, Joseph Ibrahim ADAMA, Olusegun Barnabas 
OBASAJU, Abiola John ASALEYE, Grace Tijesu OWA  

928 

25 
Sources of Attracting Investments in Technological Innovation Projects to 
Ensure the Sustainable Development of Rural Areas 
G. SERIKBAEVA, B. BEKTANOV, A. BEKTURGANOVA 

935 

  

Summer 2019 
Volume X 

Issue 4(36) 
 
Editor in Chief 
Ramona PÎRVU 
University of Craiova, Romania 
 

Editorial Advisory Board  
 

Omran Abdelnaser 
University Sains Malaysia, Malaysia 
 

Huong Ha 
University of Newcastle, Singapore, 
Australia 
 

Harjeet Kaur 
HELP University College, Malaysia 
 

Janusz Grabara 
Czestochowa University of Technology, 
Poland 
 

Vicky Katsoni 
Techonological Educational Institute of 
Athens, Greece 
 

Sebastian Kot 
Czestochowa University of Technology, 
The Institute of Logistics and International 
Management, Poland  
 

Nodar Lekishvili 
Tibilisi State University, Georgia 
 

Andreea Marin-Pantelescu 
Academy of Economic Studies Bucharest, 
Romania 
 

Piotr Misztal 
The Jan Kochanowski University in 
Kielce, Faculty of Management and 
Administration, Poland 
 

Agnieszka Mrozik 
Faculty of Biology and Environmental 
protection, University of Silesia, Katowice, 
Poland 
 

Chuen-Chee Pek 
Nottingham University Business School, 
Malaysia 
 

Roberta De Santis 
LUISS University, Italy 
 

Fabio Gaetano Santeramo 
University of Foggia, Italy 
 

Dan Selişteanu 
University of Craiova, Romania 
 

Laura Ungureanu  
Spiru Haret University, Romania 
 
ASERS Publishing 
http://www.asers.eu/asers-publishing 
ISSN 2068 – 7729 
Journal DOI: https://doi.org/10.14505/jemt 
 



Journal of Environmental  Management and Tourism 

 
 

Journal of Environmental Management and Tourism is an interdisciplinary research journal, aimed 

to publish articles and original research papers that should contribute to the development of both 

experimental and theoretical nature in the field of Environmental Management and Tourism Sciences.  

Journal will publish original research and seeks to cover a wide range of topics regarding 

environmental management and engineering, environmental management and health, environmental 

chemistry, environmental protection technologies (water, air, soil), pollution reduction at source and 

waste minimization, energy and environment, modeling, simulation and optimization for environmental 

protection; environmental biotechnology, environmental education and sustainable development, 

environmental strategies and policies, etc. This topic may include the fields indicated above, but are not 

limited to these. 

Authors are encouraged to submit high quality, original works that discuss the latest 

developments in environmental management research and application with the certain scope to share 

experiences and research findings and to stimulate more ideas and useful insights regarding current 

best-practices and future directions in environmental management. 

Journal of Environmental Management and Tourism is indexed in SCOPUS, RePEC, CEEOL, 

ProQuest, EBSCO and Cabell Directory databases. 

All the papers will be first considered by the Editors for general relevance, originality and 

significance. If accepted for review, papers will then be subject to double blind peer review. 

 

Deadline for submission:   25th August 2019 

Expected publication date:   Septembre 2019 

Website:      https://journals.aserspublishing.eu/jemt 

E-mail:      jemt@aserspublishing.eu 

 

To prepare your paper for submission, please see full author guidelines in the following file:  

JEMT_Full_Paper_Template.docx, then send it via email at jemt@aserspublishing.eu. 

 
 

 

Call for Papers 
Fall Issues 2019 

Journal of Environmental Management and Tourism 



Journal of Environmental Management and Tourism 
 

829 
 

 
Improvement of Digital Technologies in Marketing Communications of Tourism 

and Hospitality Enterprises 
 

Irina Vladimirovna HRISTOFOROVA 
State Educational Institution of Higher Education Moscow Region “University of Technology”  

        Russian Federation 
hristo@list.ru 

 

Lyudmila Vladimirovna SILCHEVA 
State Educational Institution of Higher Education Moscow Region “University of Technology”  
        Russian Federation  

dgigir69@mail.ru 
 

Tatiana Nikolaevna ARKHIPOVA 
State Educational Institution of Higher Education Moscow Region “University of Technology”  
        Russian Federation  

arhimoda@mail.ru   
 

Alexandra Borisovna DEMENKOVA 
State Educational Institution of Higher Education Moscow Region “University of Technology”  
        Russian Federation 

alexandra_alex@mail.ru 
  

Elena Yurievna NIKOLSKAYA 
Plekhanov Russian University of Economics, Russian Federation 

nikolskaya@gmail.com   

Suggested Citation:  

Hristoforova, I.V. et al. (2019). Improvement of Digital Technologies in Marketing Communications of Tourism and Hospitality 
Enterprises� Journal of Environmental Management and Tourism, (Volume X, Summer), 4(36): 829 - 834. 
DOI:10.14505/jemt.v10.4(36).13 
Article’s History:  

Received May 2019; Revised May 2019; Accepted June 2019.  
2019. ASERS Publishing. All rights reserved.  

Abstract: 

The article is devoted to the improvement of marketing communications in tourism and hospitality enterprises. It has been 
established that digital technologies used in marketing communications of tourism and hospitality enterprises will, in the 
nearest future, aim to create new forms of interaction with the audience. It has been proved that the crowd marketing method 
within integrated marketing communications, which accomplishes tasks comprehensively, could be of help in this regard. It 
has been determined that for the improvement of efficiency of marketing communications in the tourism and hospitality 
industry, it is of vital importance to invest in new digital channels of communication with the current and potential clients, to 
form new forms of relations for the exploration of new possibilities, to offer generous benefits for the attraction of consumers 
and to create autonomous and network communities for the solidification of the brand. 

Keywords: digital technologies; marketing communications; brand; tourism; hotel business; efficiency; investment. 

JEL Classification: L80; L83 

Introduction 

The tourism and hospitality industry, as a relevant sector, fulfills one of the leading functions in the global 
economy, providing for the generation of a substantial share of global gross product. This industry expands at a 

DOI: https://doi.org/10.14505/jemt.10.4(36).13 
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high pace and in the nearest future, it will become one of the largest industries. The annual investment growth 
rate in the tourism and hospitality industry will be around 30%. Moreover, this sector has become one of the most 
profitable areas of business worldwide, and it accounts for roughly 6% of global capital. 

The fast expansion of the tourism and hospitality industry made it necessary to develop modern 
information technologies for the improvement of the quality of tourism and hotel services. The use of information 
technologies is concentrated in the hands of tourist firms, insurance and transport companies, excursion bureaus, 
hotels, cafes and restaurants, and in the cases when services are provided to separate tourists and tourist 
groups. 

The study of problems related to the development of the tourism and hospitality industry was reflected in 
the works by O.V. Arkhipova (2018), L.P. Voronkova (2018), V.K. Krutikov (2018), N.V. Orlova (2017), M.A. 
Polozhikhina (2018), T.L. Chernyshova (2017), etc. However, the use of digital technologies in marketing 
communications of tourism and hospitality enterprises is controversial: the methods for the expansion of 
companies from this sector are not sufficiently developed; separate features of marketing communications, which 
are typical for entities from the tourism and hospitality industry, are not fully considered when digital technologies 
are used. In practice, these factors prevent the industry from developing purposefully in the long term. 

1. Methods 

The study’s methodological basis includes the following general scientific methods: analysis and synthesis – 
when analyzing the current theoretical and methodological approaches and provisions and scientific 
developments with regard to problems related to the improvement of digital technologies in marketing 
communications of tourism and hospitality enterprises; the structural logical method – when systematizing factors 
influencing the development of the sector’s companies; the factor analysis – when determining the impact of 
factors on customers’ satisfaction with the quality of tourism and hotel services when using digital technologies. 

The study’s information base consists of legislative, statutory and legal acts, statistical data from public 
authorities and local self-government bodies, scientific publications of Russian and foreign scientists devoted to 
the use of digital technologies in marketing communications of tourism and hospitality enterprises in the long term 
(Karaulova, Silcheva, Antonenko, Konovalova and Lebedev 2017; Nikiforov, Ryazanova, Shishanova, Lyzhin and 
Lebedeva 2018; Vilisov, Khristoforova, and Startsev 2013). 

In the study, we plan to elaborate offers for the improvement of digital technologies in marketing 
communications of tourism and hospitality enterprises, to substantiate development strategies for the industry’s 
entities and to elaborate conceptual basis for their development considering the use of digital technologies in 
marketing communications. Moreover, we raise the issue of substantiating the approaches to the formation of a 
system of indicators aimed to assess the quality of tourism and hotel services as a result of using digital 
technologies, as well as to determine and formulate main directions of development for tourism and hospitality 
enterprises in the information environment. 

2. Results 

Modern marketing activities carried out by tourism and hospitality enterprises show the dominance of the concept 
of integrated marketing communications. This concept provides for the planning of marketing communications 
based on the need for assessing the strategic role played by each of its components (advertising, sales 
promotion, PR, individual sales, exhibitions, direct marketing) in the promotion strategy, as well as the search for 
their best combination ensuring the effective impact of communication programs for the promotion of a tourism 
and hotel brand. 

An integral part of the modern complex of integrated marketing communications in tourism and hospitality 
enterprises is digital marketing and its tools designed to attract all possible forms of digital channels for the 
promotion of a brand (Figure 1). 

Digital marketing constitutes an influential area and there is no similar trend that would influence the 
tourism and hospitality industry so quickly and considerably as digital technologies. 

Digital marketing now accounts for around 25% of marketing budgets in tourism and hospitality 
enterprises. Tourism and hospitality enterprises that use all digital channels and communication tools are on 
average by 25% more profitable than other businesses in the industry. In modern conditions, in tourism and 
hospitality business, marketing professionals should, therefore, be competent in digital marketing. 
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Figure 1. Digital marketing in the tourism and hospitality industry 

 
It is necessary to differentiate the concepts “electronic marketing”, “Internet marketing” and “digital 

marketing”. In general, electronic marketing is a social and managerial process aimed at the satisfaction of 
tourism and hotel service consumers’ needs on the Internet when creating offers and exchanging goods or 
services by means of information and communications technologies. 

During the initial stage of Internet marketing development, it was often defined as the building of marketing 
communications via the Internet. However, it is not an industry, but simply a marketing tool with special 
properties. Internet marketing is a tool for solving certain marketing problems faced by tourism and hospitality 
enterprises and nothing more. Later, Internet marketing began to be understood as a new type of marketing with 
triple components (product, distribution, promotion, marketing research) implemented using digital and interactive 
Internet tools. This makes it possible to accelerate marketing processes in the tourism and hospitality industry, 
reducing their costs and improve their quality. 

Internet marketing is now an aggregate of measures designed to increase the rating of an Internet 
resource in the net, to raise the number of online visitors and, as a consequence, to draw new clients and to 
expand the company. Internet marketing aims to improve the efficiency of a website as a marketing 
communications tool. There can be various approaches to defining Internet marketing: from the approach to 
Internet marketing as a promotion tool to the idea of the theory and methodology of marketing activities in the 
new hypermedia environment. 

Digital marketing has become a modern form of marketing amid the dynamic growth of marketing tools 
and digital technologies in tourism and hospitality enterprises. Digital marketing is a modern tool for the promotion 
of a tourism and hotel product, trademark or brand via all digital channels (television, the Internet, radio, 
cellphones). 

Digital marketing is closely connected to Internet marketing. However, it already includes several 
approaches allowing to reach the target audience even in the offline environment (use of mobile apps, 
SMS/MMS, advertising screens on the streets). In addition, mobile marketing, advertising screens, POS 
terminals, exhibition LCD stands with presentations, QR codes in advertising signs and magazines are effectively 
used. 

One can consider the following as the main tools of digital marketing: optimization of a website in search 
systems, search marketing, client-oriented development strategy of a tourism and hospitality enterprise on the 
Internet, contextual advertising, social media marketing, real-time trading, viral marketing, creation of a tourism 
and hospitality enterprise’s Internet image, marketing of video systems, partner marketing, retargeting. 

According to our research, the main problems and possibilities that influence marketing communications in 
the tourism and hospitality industry cover such issues as the experience of customer relations, content 
optimization, data management marketing and mobile applications. In addition, the following results can be 
mentioned: 60% of tourism and hospitality enterprises that launch a blog win more clients; 54% of tourism and 
hospitality enterprises generate potential clients with the help of social media; 55% of Internet users watch online 
video daily. As for top priorities of digital marketing, one can highlight targeting and personalization (31% of the 
respondents), content optimization (29%) and the use of social networks (25%). 
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Based on analysis of peculiarities of tourism and hotel service consumers’ behavior, it was found that they 
spend much more time on the Internet, especially in social networks. Information that users obtain in social 
networks starts playing a bigger role. While in 2015, 31% of users wrote reviews about tourism and hotel 
products, the indicator increased to 58% in 2018. 

For this reason, reviews and recommendations of one’s own consumption experience can prompt other 
users to actualize their purchasing needs or to urge them to reassess the importance of attributes of a tourism 
and hotel product and to actualize a new need, i.e. information circulating on the Internet and social networks 
substantially influences the purchase of tourism and hotel services. 

The exploration of possibilities for the application of Internet technologies in marketing activities of tourism 
and hospitality enterprises stipulated the appearance of such a phenomenon as crowd technologies, formed as a 
result of activities carried out by the communities on the Internet. Crowd marketing, in turn, is a method for the 
stimulation of tourism and hotel services among the target Internet audience based on recommendations. 

Crowd technologies can be defined as tools for the organization and the use of activities carried out by 
communities and other non-structured groups on the Internet based on the economic interaction of members of 
these communities. After studying the peculiarities of behavior of tourism and hotel service consumers, we saw a 
bigger role played by social networks and communities in consumers’ buying behavior: the average number of 
communities, in which users participated in 2015, totaled 4.5, and the value increased to 38.7 in 2018. Social 
network sales jumped from 12% in 2015 to 39% in 2018. 

However, the main task of crowd marketing in the tourism and hospitality industry is the management of 
Internet users’ reviews and recommendations so that they eventually promote sales of tourism and hotel 
enterprises. Moreover, crowd marketing substantially improves the reputation of tourism and hospitality 
businesses and raises the place of the website in Google’s search results. 

Accordingly, crowd marketing is a hybrid of several types of Internet promotion: reputation management 
and stimulation of sales through a union with the audience. It is difficult enough to use crowd marketing for a local 
tourism and hotel business with a narrow business focus because the number of platforms and reasons for the 
placement of reviews is simply not sufficient. There are areas of business, for which crowd marketing is not only a 
complicated but often an inefficient process. This concerns vendors of specialized tourism and hotel equipment, 
which is considered by a small group of professionals. 

Consumers are not only those who are satisfied with tourism and hotel services but also those who want 
to receive interesting information about the business, brand and management of a company. Tourism and 
hospitality enterprises successfully use social networks when promoting their own brands. If one looks at the use 
of digital marketing tools by tourism and hospitality enterprises, for marketing activities to be successful, digital 
services must stipulate that their users can be all market participants. They should have possibilities to find for 
themselves the best service or the best combination of services. 

The creation of digital services allows using the following possibilities for marketing activities carried out by 
tourism and hospitality enterprises: 

 efficiency of information. Buying a periodical, even when it contains market information, a consumer 
pays for what has already become obsolete as it takes at least three days (sometimes a month) to draft, print and 
deliver a magazine even via an express delivery service. A company that makes decisions fast and efficiently 
wins in tourism and hotel business. For instance, one can get information about relevant prices for all types of 
tourism and hotel services through digital services. One can also see real-time offers made by market 
participants. 

 quality and complexity of information. Often, periodicals do not offer a complex analysis of a situation 
surrounding the tourist and hotel market. All information should be based on daily analysis of all consumption 
channels. 

 comprehensive promotion of tourism and hotel services. Often, conventional means of mass 
information can at best guarantee the placement of advertisement for money, but information can become 
obsolete before it reaches the potential buyer. If digital services are used, no advertising fees are charged. More 
often, it takes a few minutes from the placement of information to a direct call of the potential buyer. 

3. Discussion 

The reliability of the presented approaches is confirmed by the fact that digital technology tools in enterprises’ 
marketing communications make it possible to expand their business from the local market to the national and 
international markets of tourism and hotel services (Konovalova, Yudina, Bushueva, Ukhina and Lebedev 2018; 
Nikolskaya, Lepeshkin, Kulgachev, Popov, Romanova and Lebedev 2018; Zavalko, Kozhina, Kovaleva, Kolupaev 
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and Lebedeva 2018). Both small and major tourism and hospitality enterprises stand an equal chance for 
competition in the market. 

As opposed to traditional advertising media (printed media, radio, television), the entry into the market via 
the Internet does not cost much. Unlike traditional marketing methods of promotion, digital technologies give a 
clear statistical view of the effectiveness of marketing activities. They become more popular not only among 
tourism and hospitality enterprises but also among ordinary consumers who want to promote their website or a 
blog and to make money on it. 

Mobile information services show strong potential both as a source of information for clients about the 
territory and as a high-quality communication channel with providers of tourism and hotel services. Such systems 
make it possible to highlight more detailed information about sights, residential facilities, events, restaurants and 
weather and to give recommendations to the relevant categories of visitors by means of SMS. 

The personalization of access to information and the filtration of content in accordance with users’ features 
are key requirements when constructing a system. This is especially relevant when providing mobile services with 
limited possibilities of data display. A system can use generally recommended methods, allowing to consider 
feedback from users as sources of information and to increase accuracy when the reliability of data is low. 

Conclusions 

Overall, in the nearest future, digital technologies in marketing communications of tourism and hospitality 
enterprises will aim to build new types of interaction with the audience. Of help could be the methods of crowd 
marketing within integrated marketing communications, help to solve problems comprehensively. A tourism and 
hotel product should be original and stand out, have a good price and, most importantly, positive reviews. This 
contributes to the creation of a final product that a consumer will want to buy. 

To improve efficiency of marketing communications in the tourism and hospitality industry, it is crucial to 
invest in new digital channels of communication with current and potential clients, to build new types of relations 
for the discovery of new possibilities, to offer generous bonuses for the attraction of consumers and the creation 
of autonomous and network communities for the solidification of the brand. Dynamic development of digital 
technologies and the Internet, as well as the higher level of importance of high-quality information for the 
successful conduct of tourism and hotel business, make it possible to expand the range of information services 
and make them much more efficient. 
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