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Conceptual approaches to the essence and
typology of business models in tourism

Abstract

Object: defining the essence and main types of business models in tourism, identifying their structural ele-
ments.

Methods: for achieving the goal of the research general scientific methods were applied, in particular the meth-
od of content analysis, which made it possible to identify the main scientific research related to the study of business
models in the field of tourism and hospitality; the method of a systematic approach, which made it possible to identi-
fy the main types of business models in tourism, to reveal the integrity of the models; the structural-functional meth-
od, with the help of which the structure of the studied business models was highlighted, the set of stable relations and
relationships between their elements and their functions relative to each other is reflected; a generalization method
aimed at establishing the existing relationships between the considered economic objects and phenomena; the meth-
od of graphic interpretation made it possible to visually present the developed business models used by tourist com-
panies.

Results: the article reveals the conceptual approaches to the essence of business models in tourism, carried out
a content analysis of the definitions of a business model, based on which the author's definition of this category is
given. The basic components and system characteristics of the business model are identified. The main types of busi-
ness models used by travel companies have been developed and clearly presented, in particular a customization mod-
el, a «virtual system» model, a «franchise» model, and an innovative business model. The criteria and factors of clas-
sification types are systematized, including digitalization, innovation, customer and resource orientation.

Conclusions: the results of the research made it possible to deepen the theory of entrepreneurial activity in tour-
ism, expand the conceptual apparatus of the essence and typology of business models in tourism.

Keywords: business model, typology of business models in tourism, customization model, «virtual tourist plat-
form» model, «franchise» model, innovative business model, entrepreneurial activity in tourism.

Introduction

Tourist activities are most sensitive to environmental influences. Among the many factors influencing
on the entrepreneurial activity, it should be noted the presence or absence of natural resources, the com-
plexity of the tourism market, the limited factors of production of tourism products and services, season-
ality and many others.

The COVID-19 pandemic, which arose in 2020 and paralyzed all world tourism, had tangible damage
to entrepreneurial activity in tourism not only in our country but all over the world.

The OECD report «Restoring Tourism for the Future» notes that by the end of 2020, the international
tourism economy contracted by about 80 %, the drop in export revenues from international tourism
amounted to USD 730 billion compared to 2019".

In Kazakhstan, the tourism industry also showed a decline. The number of tourists who visited the
country in 2020 decreased by almost by 4 times and amounted to about 2 million people, with the flow of
outbound and domestic tourists by 3 times compared to 2019+,
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In order to restore the tourism industry in Kazakhstan as soon as possible and increase its investment
potential for the long term (until 2025) the state has developed additional measures to stimulate entrepre-
neurs in this area: reimbursement of the costs of private business in the construction of tourist facilities
and roadside service facilities: up to 10 % of the investment amount; reimbursement of 25 % of the cost of
purchasing ski equipment and tourist class vehicles; subsidizing the costs of tour operators for each for-
eign tourist in the amount of 15,000 tenge; 100 % reimbursement of carriage charges for children on do-
mestic routes; subsidizing the costs of maintaining sanitary facilities in the amount of 83,300 tenge .

However, despite the massive decline in the industry, COVID-19 has proven to be an unexpected cat-
alyst for innovation and the integration of new technologies into the industry. According to OECD experts,
the pandemic of the new coronavirus and the strict anti-epidemic measures introduced by various countries
have accelerated the transformation of world tourism. New innovative business models, digital startups are
entering the market, new opportunities for individual tours are emerging, and the role of safety and health
is being rethought.

Consequently, entrepreneurial activity in tourism causes the need for its deep scientific study, disclo-
sure of the essence of the laws of development, and finding its main trends. It is especially necessary to
focus on the study of emerging new types of business models in tourism that contributes to the develop-
ment of entrepreneurship in tourism, making it possible to meet the diverse needs of tourists.

Literature Review

In recent years, the interest of scientific circles and practitioners in innovative business models has
significantly increased, in particular, the works of the following foreign and Kazakh scientists deserve at-
tention: Zhao W., Yang T., Hughes K.D., Li Y., Clauss T., Abebe M., Tangpong C., Hock M., Zhao J.,
Wei Z., Yang D., Pearse N.J., Peterlin J., Ayaganova M., Pritvorova, T., Mamrayeva D., Tashenova L.
(Zhao W. et al., 2021; Clauss et al., 2021; Zhao J. et al., 2021; Pearse et al., 2019; Ayaganova et al., 2019);
conceptual innovative business models in tourism and hospitality are explored by Galeone A., Sebastiani
R., Seo K., Woo L., Mun S.G., Soh J., Stornelli A., Ozcan S., Simms C., Fang Y., Bi D., Chen H.,
Peng T., Magdalina A., Bouzaima M., Mhlanga O., Zontek Z., Reinhold S., Zach F.J., Krizaj D.
(Galeone et al., 2021; Seo et al., 2021; Stornelli et al., 2021; Fang et al., 2021; Magdalina et al., 2021;
Mhlanga, 2019; Zontek, 2015; Reinhold et al., 2019).

A large number of works is devoted not only to the research of business models, but also to their cor-
respondence to the achievement of the Sustainable Development Goals (SDGs), the dominant types of un-
sustainable business models and potential solutions for sustainable business models in key sectors of the
tourism industry are examined (Bocken et al., 2021; Vasquez et al., 2021). For example, Bocken N.M.P.,
Short S.W. There are nine dominant archetypes of unsustainable business models: exploitation of natural
resources and waste; using of human resources and waste; economic using; unhealthy or erratic sentence;
«quantity is more important than quality and value»; addictive consumption pattern; complex opaque
global value chain; short-term shareholder; financing and supporting unsustainable practices.

Linton G., Oberg C. are engaged in the development of a typology of a business model in tourism
(Linton et al., 2020). In their work, they identified 4 archetypes: bricks and mortar business models, digi-
talized destinations, create-a-destination and intermediary business models.

The role of social innovation in tourism is disclosed in the article by Alkier R., Milojica V.,
Roblek V., where they substantiate the effectiveness of social innovation in the implementation of innova-
tive business models in tourism (Alkier et al., 2017).

A conceptual business model for managing small businesses in tourism and hospitality, where the
dominant role is played by communication policy, was proposed in the research by Pham L.D.Q., Coles
T., Ritchie B.W., Wang J. (Pham et al., 2021). In their opinion, effective management of social networks
allows small businesses in the tourism industry to increase resilience to external shocks, natural disasters
and crises. Also, the importance of social media marketing in the management of business models in tour-
ism is emphasized by Jiaqi Y., Teo B.S.-X., Tingting L., Jiaxun Z. (Jiaqi et al., 2021).

The main directions and drivers of digitalization in the tourism business are studied by Harting R.C,
Reichstein C., Haarhoff R., Hartle N., Stiefl J., Kazandzhieva V., Santana H., Marx S. (Harting et al.,
2019; Kazandzhieva et al., 2019; Marx, 2019). Today, blockchain technologies are receiving attention in
tourism, as digitalization processes in the tourism sector are changing traditional business models.
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New technologies that are now being created allow the tourist (consumer) to work directly with the
manufacturer of the tourist service, which contributes to providing the consumer with a higher quality and
inexpensive product, increasing the responsibility of the manufacturer of the product.

The article by Aghaei H., Naderibeni N., Karimi A. shows the advantages of using a blockchain plat-
form in tourism, including automation and simplification of financial transactions, transparency of the
transaction and reduction of paperwork; reducing the cost of a tourist product and improving the quality of
services provided; reducing the cost of foreign exchange transactions; automation of personal identifica-
tion processes, automated company verification and many others (Aghaei et al., 2021). Arbatskaya E.,
Khoreva L. in their article emphasize the importance of blockchain as an innovative achievement of digi-
talization in ecotourism logistics (Arbatskaya et al., 2021).

Methods

To achieve the goal of the research, the following general scientific methods were applied:

- the method of content analysis, which made it possible to identify and summarize the main scien-
tific research related to the research of business models in the field of tourism and hospitality; based on the
analysis of published sources presented in the international scientometric databases Scopus, Clarivate
Analytics, RSCI, the depth of study of the concepts of «business model», «business model in tourismy,
«typology of business modelsy», as well as the geography of research of the scientific problems was identi-
fied;

- the method of a systematic approach, which made it possible to identify the main types of business
models used by entrepreneurs in the tourism sector, to reveal the integrity of these models;

- the structural and functional method, with the help of which the structure of the studied business
models were highlighted, the set of stable relations and relationships between their elements and their
functions relative to each other is reflected;

- the method of generalization aimed at establishing the existing relationships between the consid-
ered economic objects and phenomena;

- the method of graphic interpretation made it possible to visually present the developed business
models used by tourist companies to reveal the relationship between its elements.

Results

Questions concerning the research of the essence and typology of business models, including those
used in tourism, as the study of the sources presented in the literature review shows, are relevant and un-
doubtedly have the scientific interest.

It should also be noted that the article analyzed published materials on the scientometric databases
Scopus (sciencedirect.com), Clarivate Analytics (webotknowledge.com), RSCI (elibrary.ru); the sample
was carried out according to the search «masks»:

- in English-language databases: «business-models», «business-models in tourismy», «typology of
business modelsy;

- in Russian-language databases «business models», «business models in tourism» made up more
than 85,000 scientific papers; coverage period — 3 years (2019-2021).

Table 1 provides a summary of queries against the Clarivate Analytics database as an example. So,
when studying the search queries «business models», «business models in tourismy, articles of the «Early
Access» type were not taken into account, since they appear in the database until the final collection of the
conference/magazine issue book is finalized.
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Working with the query «typology of business models», this type of publication was included in the
analysis, which largely allowed us to consider trends in the typology of existing and new business models,
but such types of materials as «Editorial Materials» and «Corrections» were not considered.

In general, the research showed that the analyzed queries are distributed within the following scien-
tific areas (Web of Science Categories):

- «business models»: Management, Business, Economics, Environmental Sciences, Computer Sci-
ences, Information Systems;

- «business models in tourism»: Hospitality Leisure Sport Tourism, Management, Environmental
Sciences, Business, Environmental Studies;

- «typology of business models»: Management, Business, Environmental Sciences, Green Sustaina-
ble Science Technology, Environmental Studies.

The total number of published works on the analyzed issues for the period 2019-2021 (including Early
Access Articles) is 86,942, of which about 0,5 % were visited by aspects related to the typology of business
models, while about 4,2 % of scientific articles reflect the specifics of the work of the tourism business itself:
for example, 1475 (40,2 %) publications belong to the section «Hospitality Leisure Sport Tourismy», which
once again confirms the relevance of the scientific direction considered in the article.

Among the countries, the leaders in terms of the number of works in the framework of the scientific prob-
lems under consideration (in the structure of all queries) are People's Republic of China, England, USA, Australia,
Spain, and Germany. Speaking about the TOP-5 universities and scientific organizations that publish works in
areas related to the assessment of business models, their classification, using in tourism, the leaders are:

- in the direction of «business-models»: 1. University of London; 2. Chinese Academy of Sciences; 3.
State University System of Florida; 4. University of California System; 5. Sichuan University;

- in the direction of «business models in tourism»: 1. Hong Kong Polytechnic University; 2. State
University System of Florida; 3. Sun-Yat Sen University; 4. Griffith University; 5. Sejong University;

- in the direction of «typology of business models»: 1. University of London; 2. Copenhagen business
school; 3. Universidad de Cordoba; 4. Arizona State University; 5. The University of Manchester.

If we talk about the types of published works, then they fall on «Articles» type (+ Review Articles) —
88,21 %, followed by materials presented in the materials of various conferences, for example: 3rd Interna-
tional Conference On Smart Grid And Smart Cities (ICSGSC 2019), Hradec Economic Days 2020, 2019
IEEE International Conference On Engineering, Technology And Innovation (ICE / ITMC), CENTERIS
2019 — International Conference On Enterprise Information Systems, PROJMAN 2019 — International
Conference On Project Management, HCIST 2019 — International Conference On Health And Social Care
Information Systems And Technologies, International Conference On Business Excellence and many others;
articles reflected as sections of books, close the top three including: Innovation And Entrepreneurship: A
New Mindset For Emerging Markets, Business Model Innovation In The Era Of The Internet Of Things:
Studies On The Aspects Of Evaluation, Decision Making And Tooling, Routledge Companion To
Coopetition Strategies, Strategic Management In Emerging Markets: Aligning Business And Corporate
Strategy, etc.

In general, a comprehensive research has allowed to offer the author's interpretation of the economic
category of «business model»: «a kind of a conceptual diagram describing the structure, features and ele-
ments of doing business in the framework of a dedicated enterprise/integrated structure, as well as reflecting
the specifics of its marketing, communications, industrial, logistic, financial and other types of activity».

In addition, the following classification features were identified in terms of systematizing approaches to
determine the essence of a business model: from the point of view of applicability (area of using/industry),
from the point of view of the nature of the resources used, from the point of view of consumer orientation
and the using of communication means of interaction with internal and external environment, as well as from
the standpoint of focusing on the result (income) and the ways of obtaining it.

Based on the identified classification features, the following approaches were identified in determining
the nature of the business model:

1. resource based on understanding the role of resources in the production process, the nature of their
using and optimal distribution;

2. effective, which determines the best ways of making a profit by the enterprise on the basis of a ra-
tional combination of available resources, as well as through the analysis of the allocated potential that de-
termines the capabilities of the enterprise;
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3. optimization, which consists in choosing the optimal combinations of the required number of re-
sources and capabilities of the enterprise to achieve maximum efficiency in the structure of the considered
business processes;

4. costly, providing for a situation when the company incurs significant costs in the case of active in-
vestment activities with a focus on obtaining a high rate of return in the future, or when the company incurs
losses as it tries to gain a foothold in the market.

The main components of business models have been identified, which are conventionally divided into 4
groups:

1. organizational nature: the organizational structure of the enterprise and its key elements, strategic
imperatives, the mechanism for making a profit, etc.;

2. production nature: resources, production process, value chain, etc.;

3. marketing character: consumers, competitors, suppliers, value proposition, elements of the external
and internal environment of the enterprise in general; marketing communication; competitive strategy, etc.;

4. innovative character: an organizational and economic mechanism for managing the innovative po-
tential of the enterprise; high-tech products with significant competitive advantages that can be immediately
commercialized or presented to the market; available commercialization mechanisms, etc.

The system characteristics of business models have been identified and studied, such as:

— adaptability — the ability to adapt to the constantly changing conditions of the external environment
of the enterprise; to neutralize the negative impact of force majeure circumstances by restructuring the com-
ponents of the model;

— complexity — the work of the model as a «single whole», where all the components are linked togeth-
er into a single system;

— structuredness — the presence of components in the business model, each of which ensures the effec-
tive functioning of its block, which is a part of a single system;

— discreteness/continuity (depending on the nature and characteristics of the enterprise) — the ability of
the system to take into account the changing/constant factors of the external and internal environment;

— objectivity — the presence of a body of knowledge about the model itself as a system; independence
of functioning from the will and desire of a person;

— variability — the ability to transform (with the inclusion of additional components) depending on
changing economic conditions and market requirements.

The research also made it possible to determine the types of business models used in the tourism indus-
try in the context of modern economic development and widespread digitalization:

1. Model of customization, that is, a comprehensive focus on the desires and needs of the client in the
formation / promotion of a tourist product/service. The conceptual scheme of this business model is shown in
Figure 1. It shows the relationship between key market participants in terms of the development and final
consumption of a tourism product. Thus, a tour operator as a company that creates a tourist product (usually
of a mass nature) offers it to the market. At the same time, it can sell it directly to the buyer and to intermedi-
aries, i.e., are travel agents. The second form of distribution in the Kazakhstan market occurs in more than
90% of cases, therefore it is precisely this form that is considered within the framework of this conceptual
scheme. Further, the form of communication with the end consumer can take place both offline and online.
In the first case, the client comes to a travel agency, selects the services they need where together with the
manager.

In turn, the employee can work with the previously preset settings of the digital platform, through
which the selection of services of interest to the client takes place, or contact the relevant suppliers directly
and agree on the possibility of providing certain services on certain dates. Then they form the final package
of documents and provide information support (if necessary). In the second case, the client themselves, using
a specially created website/application/chatbot (a single digital platform), can select a tour, bypassing inter-
mediaries (travel agency employees). At the same time, the consumer can view in detail each of the compo-
nents of the tourist product, adding or removing services they do not need. It is important to note that in the
case of such communication, the buyer can use a digital service from different devices: from a personal
computer, tablet, smartphone. As a rule, many companies, working in the framework of providing custom-
ized travel services online, have adapted applications developed for iOS and Android, presented in the
AppStore, PlayMarket, AppGallery (HUAWEI).
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Figure 1. Conceptual scheme of a customized business model used in tourism

Note — created by the authors.

Such a business model (Figure 1), on the one hand, requires additional investments at the first stages to
pay employees specializing in the selection of customized travel products (for the offline option), as well as
to create digital platforms, but, on the other hand, ensures full satisfaction of consumer needs, stable demand,
which, in turn, allows expanding sales, improving the company's image and positioning itself as a company
operating in a «unique» segment, and also makes it possible to implement the process associated with auton-
omous distribution of services and reduce operating costs through the work of a single digital platform and
its component, ensuring effective communication between all participants.

2. Virtual system: based on the type of «online store of tours» (marketplaces), it is the most relevant for
travel agencies; travel operators, other companies providing basic and additional services, however, build
their business model within the framework of the functioning of digital platforms that allow them to com-
municate more effectively with all market participants both in the process of creating and in the process of

subsequent promotion of ready-made tourism products and services (Figure 2).
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Figure 2. The structure of the business model «virtual tourism platform»

Note: created by the authors.
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The figure shows that companies can offer their services both through unified digital services represent-
ed by the official websites of travel agencies and operators, global booking and reservation services (GDS),
accumulating representatives of transport companies on their platforms, accommodation and catering facili-
ties, as well as the sphere the entertainment industry and the provision of excursion services, as well as spe-
cialized online services for booking and purchasing tickets for various types of transport (airastana.com (Na-
tional air carrier «Air Astanay), aviata.kz, aviasales.ru, bilet.railways.kz (KTZ), rzd.ru (Russian Railways),
raileurope.com, directferries.ru (booking tickets for ships and ferries), etc.; booking rooms in hotels and oth-
er places of accommodation (booking.com, airbnb.com, apartamenty. kz, botel.nl (booking boatels in Am-
sterdam), etc.; booking transport (mainly bicycles and cars) rentalcars.com, bikerentalmanager.com, cycling-
rent als.com, bimbimbikes.com, li.me, bird.co (electric scooters), etc.; buying tickets for various events:
bileter.ru, ticketmaster.com, footballticketnet.com, afisha.yandex.ru, ticketon.kz, etc.; for ordering and deliv-
ery of food: chocofood.kz, kura.kz, Glovo, Yandex.Food, Delivery Club, Uber Eats and many others; for the
provision of public services: egov.kz, gosuslugi.ru, visa.vfsglobal.com, etc). In this case the service itself can
be received by end-consumers both immediately after paying for it or be booked with subsequent payment
on the spot (receipt) or prepayment (usually in the form of a small reserve amount, «frozen» on the card).

It is important to note that this form of business organization is convenient for both companies provid-
ing services and customers, as it allows them to offer a wide range of services within different price catego-
ries, promptly accept and make payments through a variety of online services, provide feedback and, there-
by, to monitor the quality and timeliness of services more effectively.

It should also be noted that both specialized and unified digital services can function as unified mix sys-
tems, including and mediating communication with clients using chatbots, pages on social networks, etc.

3. The franchise is mainly typical for large travel operators that open their offices abroad (Figure 3).
This business model is quite widespread in the USA and Europe.

Franchiser » | Asarule hasa strong specialization
! in tourism
A :
hotel business
A J online travel services / applications
Franchise agreement cducation in the field of tourisin,
rustaurantand hospitalily

other types of services

v Individual |
Franchisee Providing L End-nser
quality services
L ) Legal entity | §
FEEDBACK

Figure 3. Conditional structural scheme of the business model «franchise» used in tourism
Note: created by the authors.

As examples, Cruise Planners, an American Express Travel Representative (planning and purchasing
products in the cruise tourism industry), Yogi Bear's Jellystone Park (TM) Camp Resorts (currently operat-
ing more than 75 campsites in the USA and Canada under the franchise), Dream Vacations (a service for the
provision of various tourist services around the world), easyHotel (opening of «super budget» hotels; more
than 41 hotels have been opened to date), faveHotel (a network of budget hotels, mainly located on the is-
lands), Renue — Hotel Cleaning Franchise (a network of companies providing services in the field of hotel
cleaning), the Canadian Tourism & Hospitality Institute (an organization that gives the opportunity to pur-
chase a franchise to open a university that provides educational services in the field of tourism, restaurant
and hospitality) can be represented.

4. Innovative business model: companies are focused solely on creating unique offers in the field of
domestic, inbound and outbound tourism. As a rule, it combines the characteristics of 1-3 business models,
and has a pronounced innovative component, which may have a certain character and specificity depending
on the development of technology, fashion, etc.

120 BecTHuk KaparaHgmHckoro yHusepcurteTa



Conceptual approaches to the essence and typology of business models in tourism

Among the criteria and factors that made it possible to identify and systematize certain types of busi-
ness models, the following were identified:

1. Digitalization (digital transformation of business processes) allows us to identify and delineate the
business models used by travel companies in terms of the nature of the information technologies they use;

2. Innovativeness: focuses on the creation of new goods and services in the field of tourism, as well as
on the possibility of introducing and using marketing and process innovations by companies in the frame-
work of their activities;

3. Customer focus, which involves the creation of customized products, the development of unique of-
fers, the formation and implementation of complex marketing programs, including in the field of SMM, etc.;

4. Resource orientation: implies the identification of the most promising ways of making a profit
through the optimal combination of available resources.

Discussions

In general, the analysis showed that there is still no single scientific approach in terms of defining the
essence, typology, component composition, and structure of business models used in tourism. As before,
many researchers do not single out the specifics of tourism services within the framework of certain business
structures they consider, even though the tourism business has a number of its pronounced distinctive fea-
tures, and also has a multiplier effect that ensures its connection with other sectors of the economy, therefore,
we believe that this scientific direction requires further development.

Youth tourism is promising for development today. It has gained popularity all over the world, includ-
ing Kazakhstan, especially in the light of the activation of youth entrepreneurship, therefore further research
by the authors will be devoted to the study of the organizational and economic mechanism of interaction of
key actors in the business models of tourism companies in the implementation of tourism products for youth,
the creation of a matrix for assessing the system characteristics of business models of tour operators and
travel agents, and the development of innovative business models of youth tourism for key stakeholders.

Conclusions

The results obtained in the scientific article made it possible to carry out a comprehensive assessment of
the essence and content of business models based on content analysis of existing conceptual approaches: re-
source, effective, optimization, costly, featured in the scientometric databases Scopus, Clarivate Analytics
and RSCI. This made it possible to clarify the terminological apparatus of the tourism economy in terms of
the proposal of the author's formulation of the concept of «business model».

The types of business models used in the tourism industry were identified: customization model, virtual
systems (marketplaces and digital platforms), franchise, and innovative business model; this structure is con-
sidered in detail.
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JI.B. TamenoBa, /I.I'. MampaeBa
Typuzmpaeri OusHec-MoaeIbAepaiH MOHI MEH THIOJIOTHSCHIHA TY/KBIPBIMIAMAJBIK TYFbIPJIap

Anoamna

Maxcamor: Typusmpueri OU3HEC-MOJENBACPIAIH MOHI MEH HETi3ri TYpJepiH KoHE OJapAblH KYPBUIBIMIIBIK
AJIEMEHTTEPiH aHBIKTAY.

Ooici: 3epTTey MaKcaTblHA ETY YIIIH JKaIIbl FRUIBIMH OAIiCTep KOJIAHBUIABI, aTal aWTKaHAa: Typu3M MeH
KOHAKKaHIBUIBIK callachlHAaFbl OM3HEC-MOACTBACPAl 3epTTeyTe OailIaHbICThI HET13T1 FRUIBIME 3ePTTEYJIEP I aHBIKTayFa
MYMKIHIIK OepreH xowmenm manoay a0ici; TypuU3MIETi OW3HEC-MOJENbISPIiH HETI3ri TypiepiH aHBIKTayFa,
MOJENBACPIH TYTACTBHIFBIH alllyFa MYMKIHIIK OepreH oicyienik myevlp 20ici; 3epTTeNTeH OW3HeC-MOIebACPaiH
KYPBUIBIMBIH €peKIIeIIeHIIPETiH, OJIapAbIH JJEeMEHTTEPI MEH OJIapIbIH KBI3METTEepi apachbIHAarbl Oip-OipiHe KaTBICTHI
TYpaKkThl KaTblHACTAp MEH e3apa OaiiaHblcTap >KUBIHTBIFBI KOPCETUICTIH KYpblibiMObIK-DYHKYUOHANOBIK d0iC;
KapacThIPBUIATEIH DKOHOMHKANBIK OOBCKTUICp MEH KYOBUTBICTAp apachlHAarbl Oap KaThIHACTAPIBI OpHATYFa
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OarbITTalIFAH J/cannbiaay 20ici; TYPUCTIK QupManap KOJNJIaHATHIH OM3HEC-MOJENbACPIl BH3YaJAbl TYpAE KepceTyre
MYMKIHZIK O€peTiH epaduranviy unmepnpemayus 20ici.

Kopvimvinovl: Maxkanana Typu3MIeTi OW3HEC-MOJICNBIEPAIH MOHIHE TYXKBIPBIMAAMAIBIK TYFBIPIAp aIlbLIbIT
KepceTui, On3Hec-MoIeh aHbIKTaMalapblHa KOHTEHT TaJfay *KYPTi3iili, OHBIH HETi31H/Ie OChl KaTETOPHsIFa aBTOPIBIK
aHbIKTamMa Oepinmi. bu3zHec-MoeNnbaiH HEeTi3ri KypayIlbuiapbl MEH JKYHETiK CHIaTTaMmallapbl aHBIKTAIIBL. TYPHCTIK
¢dbupmanap maiinanaHaTeIH OM3HEC-MOJCIBIACPIiH HETI3ri Typiepi o93ipieH Il KoHe HAKThl YCHIHBUIABI, aTall alTKaHa:
KacTOMJIBIK MOJIEIb, «BHPTYAJIbI JKyHe» Moaeli, «(paHim3ay Moaemi )koHe WHHOBAIMSUTBIK On3Hec-Moaelb. JKikTey
TYpJIEPiHiH KpUTEpUiIepi MeH (QakTopiaphl KYHeIeHIeH, OHBIH iITiHae Mu(pIaHabpy, HHHOBAIMS, TYTBIHYIIEI MEH
pecypcrapra OarnapiaHy.

Tyorcoipvimoama: 3epTTey HOTIDKENEPl TYPH3MIETi KOCIMKEPIiK KhI3MET TCOPHUACHIH TEPCHIETYTe, TypU3MJCTi
On3HEC-MOAEIbACPAiH MOHI MEH THITOJIOT HSICHIHBIH TY KBIPBIMIaMAaJIbIK aIlllapaThlH KeHEHTyre MyMKIHIIK Oepi.

Kinm ce30ep: OusHec-MOenb, TYpPU3MJICTI OW3HEC-MOICTBACPIIH THIOJOTHICH, KACTOMJBIK MOJEIb,
«BHUPTYyaJIbl TYPHUCTIK IUIATGOpMay Mojelni, «(ppaHIIN3a» MOJEN, HHHOBAIMSIBIK OM3HEC-MOJENb, TypU3MIETI
KOCIMKEPITiK KBI3MET.

JI.B. TamenoBa, /I.I'. MampaeBa
KoHuentyajbHble NOAX0AbI K CYITHOCTH U THIIOJIOTU3AIUM OU3Hec-Mojeell B Typu3Me

Annomauyusn

Lens: OnpenencHue CYIIHOCTH U OCHOBHBIX THUIIOB OHM3HEC-MOJEJCH B TypU3ME, BBIIBICHHE UX CTPYKTYPHBIX
3JIEMEHTOB.

Memoowl: 111 TOCTHKCHUS IENIU UCCIICOBAHUS TPUMECHEHBI O0OIIEHAYYHBIC METOJIBI, B YACTHOCTH, METOJ[ KOH-
TEHT-aHaJIN3a, O3BOJIMBIINI BBIIBUTH OCHOBHBIC HAyYHBIC MCCIICIOBAHNUS, CBA3aHHbBIE C U3YUCHHEM OHU3HEC-MOoeseH B
chepe TypuszMa M rOCTEMPHUUMCTBA; METOJ CUCTEMHOTO TMOJAX0Ja, KOTOPHIK MO3BOJIMI BBIIBUTH OCHOBHBIC THITHI OM3-
HEC-MOJIeJIed B TypU3Me, PACKPBITh IEJIOCTHOCTh MOJIENEH; CTPYKTYPHO-(YHKITHOHATIBLHBIA METOI, C TIOMOIIBIO KOTO-
poro ObUTa BBIZIEIICHA CTPYKTYpa HCCICTYEMBIX OU3HEC-MOJIENeH, OTpaKeHa COBOKYITHOCTh YCTOHYHMBBIX OTHOIIICHHH U
B3aMMOCBSI3eH MEXKIy UX JJIEMEHTAMHU M WX (YHKIIUH OTHOCHTEIHHO APYT APYTa; METO] 00O0OIICHHS, HAIICICHHBIA Ha
YCTAaHOBJICHHE CYIIECTBYIONIUX B3aUMOCBS3CH MEXKy PACCMATPHUBACMBIMHA YKOHOMHYCCKUMH O0BEKTAMU U SBIICHUSIMU;
METOJ] TpaguUeCKON WHTEPIPETANUN ajl BO3SMOXXHOCTh HATNIAIHO MPEACTABUTh pa3paboTaHHBIC OM3HEC-MOJICIH, HC-
[10JIb3yeMble TYPUCTCKUMU KOMITAHUSIMU.

Pesynomamei: B cTaTbhe pacKphITH KOHICITYalbHBIC MOIXOBI K CYITHOCTH OM3HEC-MOJIENCH B TypU3Me, MPOBe-
JIeH KOHTCHT-aHAJIN3 OIPEJICIICHUI OM3HeC-MOJIeITU, HA OCHOBE KOTOPOTO JTAHO aBTOPCKOE OIMpPENEIICHUE TaHHOW KaTe-
ropud. BrIIBICHBI OCHOBHBIC KOMIIOHEHTHI M CHCTEMHBIC XapaKTCPUCTHKU OM3HEec-Mojenu. Pa3paboTaHbl U HATIIAIHO
TIpeCTaBICHBl OCHOBHBIC THITBI OM3HEC-MOJENeH, UCTIOIb3yeMble TYPUCTCKUMH KOMITAHUSMH, B YaCTHOCTH, MOJEIH
KacTOMU3aIIN{, MOJIENb «BUPTYyajbHas CHCTEMay», MOJIENb «(hpaHIIn3a»y W WHHOBAIIMOHHAs OW3Hec-Mozaenb. Cucrema-
TH3UPOBAHBI KPUTEPUH M (PAKTOPHI KIACCU(PHUKAITMOHHBIX THIIOB, CPEIH KOTOPHIX MU(POBHU3AIUSI, HHHOBAIIMOHHOCTD,
KIINEHTO- ¥ PECYPCOOPUEHTHPOBAHHOCTD.

Bv1600bi: Pe3ynbTaThl HccIea0BaHUS TTO3BOJIMIN YIIIYOUTh TEOPHIO MPEANPUHUMATEIHCKON NEATEIHPHOCTH B TY-
pu3Me, pacUIMPUTh MOHATUHHBIA anmapaT CyITHOCTH U THITOJIOTH3AIIHI0 OM3HEC-MOICNCH B TypU3Me.

Knrwouegvie cnosa: 6uznec-Mozenb, TUIONOTH3AIMS OU3HEC-MOJIENICH B TypU3Me, MOJIENb KACTOMHU3AINHU, MOJIENb
«BUpPTyaJbHAs TypUCTCKas IuaTdopma», MOAeNb «(ppaHIIN3a», HHHOBAIIMOHHAs OnW3HEC-MO/ENb, NpeApUHIMATEb-
CKasl IeATeNIbHOCTh B TypU3Me.
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