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MAPKETUHIOBI CTPATETII MIABUITEHHS KOHKYPEHTOCITPOMOJXHOCTI
TYPUCTUYHUX NIATIPUEMCTB B YMOBAX MIDKTAAV3EBOI IHTETPAIIII

The article explores the theoretical foundations and practical aspects of developing marketing
strategies aimed at enhancing the competitiveness of tourism enterprises under conditions of cross-
sectoral integration. It is substantiated that the modern tourism environment requires a strategic
rethinking of marketing management approaches, taking into account deep market transformations,
the growing role of digital technologies, changes in consumer behavior, and the necessity of
interaction with other sectors of the economy. Particular attention is paid to the role of cross-sectoral
synergy, which ensures the improvement of service quality, the expansion of product offerings, and
the creation of new value propositions. The paper analyzes contemporary approaches to the
implementation of marketing strategies in the tourism sector, including such directions as relationship
marketing, co-marketing, cluster-based models, digital tools, destination branding, and cross-
sectoral communication. Key factors of synergy between tourism enterprises and related sectors
(transportation, culture, IT, healthcare, agriculture, education, and the public sector) are identified.
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These factors contribute to strengthening enterprise competitiveness through the combination of
resources, technologies, promotional channels, and the joint development of tourism products. The
article summarizes practical tools for implementing marketing strategies in a cross-sectoral context.
In particular, it highlights the advantages of joint promotion, loyalty programs, digital integration,
information exchange, partner PR, and participation in public-private initiatives. It is determined
that the application of these tools enables tourism enterprises to increase marketing efficiency,
respond to market challenges, activate partnership relations, and create added value in the consumer
offering.

The prospects for further research lie in developing models for measuring the effectiveness of
cross-sectoral synergy in tourism marketing, conducting empirical studies of strategies used by
Ukrainian tourism clusters, and examining the impact of digital and sustainable transformations on
consumer behavior patterns in the tourism industry.

Y crarri gocnipxeHo TeopeTunyHi 3acaav Ta npukaagHi acnekT popmMmyBaHHSI MapKe TUHIOBUX CTPa-
Teriv nigBULYEeHHSI KOHKYPEHTOCIPOMOXXHOCTI TYPUCTUYHNX NIANPUEMCTB B YMOBaxX MiXKrasny3eBoi
iHTerpadii. O6rpyHTOBaHO, LL|O Cy4acHe TypUcTU4YHe cepenoBuLye noTpebye cTpaTerivyHOro nepeoc-
MUcIeHHs nigxoais A0 ynpasJsiiHHS MapKeTUHIroOBOIO JisiNIbHICTIO, 3 YpaxyBaHHSIM r/in6OKux TpaHc-
dopmaduiii Ha puHKY, 3POCTaHHS POJli ULNEPPOBUX TEXHOJIOriN, 3MIHN CNOXNBYOi NOBeAiHKN Ta HE06-
XigHocCTi B3aemogii 3 iHLUMMUN cekTopamu eKoOHOMikn. OcobnuBy yBary npuaineHo poni Mxrany3eBoi
CuHeprii, sika 3abe3neyYye NigBULIEHHS IKOCTi TYPUCTNYHNX MOCIYT, PO3LUNPEHHS CMNEeKTPY NPOAYKTIB
Ta CTBOPEHHSI HOBUX LiHHICHNX npono3uuiii. lIpoaHani3oBaHO cy4YacHi nigxoQu 4o peanisayii mapke-
TUHIroBuUX cTparterin y cgpepi Typnamy, 30kKpema Taki HarnpssMmu sik MapKeTUHr criiBnpawyi, Ko-MmapkKe-
TUHT, KnacTepHi mogeuni, digital-iHcTpymeHTH, 6peHayBaHHS AeCTUHaLiN Ta KPOC-CeKTopasbHa KO-
MYHiKkauisi. BUSHa4YeHO KJ/11l040Bi YUHHUKU CUHEPTii MiDK TYPUCTUYHUMU NiZNPUEMCTBaAMN Ta CYMiDKHUN-
MU rany3samu (TpaHcnopT, Kynaetypa, IT, MeaununHa, arpoceKkTop, OCBiTa, Aep >kaBHUI CEKTOpP), 4O
CnpusIIOTb NiABULLEHHIO KOHKYPEHTOCMPOMOXXHOCTI NignpueMcTB Yepe3 06'egHaHHSA pecypciB, Tex-
HOJIOriv, KaHaniB NPoOCyBaHHSI Ta CriJibHe pOPMYyBaHHSI TYPUCTUYHOIO NMPOAYKTY. Y3arasibHeHo rnpak-
TUYHIi iIHCTpYMeHTU peani3zaulii MapKeTUHroBuUX cTpaTerivi ByMoBax MiXkrasy3eBoi B3aemogii. Sokpe-
Ma, oxapaKTepu30BaHO riepeBarv criJibHOro rpocyBaHHS, NPOrpam JIosi/IbHOCTI, yngposoi iHTerpadii,
iHpopmauinHoi B3aemogaii, napTHepcbkoro PR Ta yyacTi B aep>xaBHO-npuBaTHuX iHiyiatnBax. Bus-
Ha4YyeHo, L0 3aCTOCYBaHHSI UNX iIHCTPYMEHTIB JO3BOJISIE TYPUCTUYHUM NiZNPUEMCTBAM NigBULLNTHN
epeKTUBHICTb MapKeTUHIroBOI AisisIbHOCTI, aganTyBaTUCs 0 PUHKOBUX BUKJINKIB, aKTUBI3yBaTn napT-
HepcbKi BigHOCUHKN Ta cpbopmMmyBaTn aonaHy BapTiCTb y Npono3nlii gns croxmsaya.

lMepcnekTnBu noganbLUNX [OCAIAXEeHb B6a4aloTbCcs Yy po3po6Li mogeneii BUMipioBaHHS epeKTuB-
HOCTI MiXkKrany3eBoi CUHeprii B TYPUCTUYHOMY MapKEeTUHIY, eMMipunYHOMY [OCNIO)KeHHI cTpaTerin
YKpaiHCbKUX TYPUCTUYHUNX KJ1aCTEPIB, a TaKOXX BUBYEHHI BNANBY UNPpoBux i ctannx rpaHcpopmawyin
Ha noBeAiHKOBI NaTepHu CroXXKUBa4iB y TYPUCTUYHIN cepi.

Key words: marketing strategy, tourism enterprise, competitiveness, cross-sectoral integration, synergy, co-
marketing.

KnrouoBi csi08a: mapkemuraoBa cmpameeaisi, mypucmudHe nionpuemcmBo, KOHKYPEHMOCNPOMONCHICMb, MiXc2a-
nyseBa iHmeepayis, CuHepeisi, Ko-MapKemuHe.

FORMULATION OF THE PROBLEM IN
GENERAL TERMS AND ITS CONNECTION
WITH IMPORTANT SCIENTIFIC OR

traditional promotion and service sales, evolving into
instruments of strategic cooperation and cross-sectoral

synergy.

PRACTICAL TASKS

Tourism is no longer an isolated sector operating
independently — today, it serves as an integrative
platform for the interaction of various economic in-
dustries, including transport, culture, healthcare,
education, and information technology. This trans-
formation of the operational environment of tourism
enterprises necessitates a rethinking of approaches to
the development of competitive advantages. Under such
conditions, marketing strategies must go beyond

Modern markets demand from tourism enterprises not
only adaptability but also the ability to rapidly develop new,
complex, and high value-added products. This is achievable
only through the active implementation of cross-sectoral
integration combined with effective marketing planning.
Despite the relevance of the topic, research on the
mechanisms for implementing marketing strategies in the
context of intersectoral interaction remains fragmented,
creating a scientific niche for further exploration in this
field.
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The current issue lies in the fact that most tourism
enterprises, especially small and medium-sized businesses,
do not fully utilize the potential of cross-sectoral
integration when developing their marketing strategies.
This results in limited differentiation of their offerings, low
levels of innovation, and insufficient competitiveness in
both domestic and international markets.

From a scientific perspective, addressing this issue is
linked to the need for improving theoretical and
methodological approaches to the development of
marketing strategies that take cross-sectoral linkages into
account. From a practical perspective, it involves the
creation of effective mechanisms for managing partnership
projects, cross-sectoral initiatives, and innovative forms
of tourism products.

Therelevance of the problemis reinforced by the need for
tourism enterprises to adapt to new challenges — increasing
competition, changing consumer behavior, the development
of sustainable tourism, and digitalization. Therefore, research
in this area is not only of theoretical significance but also holds
practical value for enhancing the effectiveness of tourism
business managementin thelong term.

ANALYSIS OF RECENT RESEARCH
AND PUBLICATIONS

Contemporary scientific studies show a growing
interest in exploring marketing strategies in the tourism
sector, particularly in the context of cross-sectoral
integration. These studies cover a wide range of aspects,
including the impact of digital technologies, cross-sector
collaboration, innovative approaches to promoting tourism
services, digitalization, partnership strategies, and crisis
management.

In his scientific works, Bo Yang [1] analyzes the impact
of media convergence on the development of cultural
tourism, emphasizing the importance of integrating
various media channels and digital strategies to enhance
brand communication effectiveness and engage
consumers. Another study by the same author focuses on
the synergistic effects of cross-sectoral collaboration on
the development of cultural tourism, highlighting the
significance of shared resource utilization, enhanced
innovation capacity, and market expansion [2].

Luning Yu [3] examines the deep integration of
information technologies into the tourism industry,
emphasizing the necessity for continuous adaptation and
the implementation of innovative marketing strategies to
achieve established objectives.

Contemporary Ukrainian research in the field of
tourism marketing emphasizes the need to adapt to digital
transformations, develop cross-sectoral interactions, and
implement innovative strategies to enhance the
competitiveness of tourism enterprises. Among Ukrainian
scholars, the publication by M. Kuzminov [4] stands out
as a significant contribution to the development of the
modern concept of marketing management in tourism. He
analyzes the specifics of strategic marketing management
in tourism enterprises, focusing on adaptive and stable
management elements under conditions of uncertainty, and
substantiates the necessity of a systemic and adaptive
approach to marketing that considers not only classical
tools but also behavioral, social, and technological aspects.

L.M. Shulhina [5], in her dissertation, developed the
concept of collaborative marketing, which involves the
integration of efforts among enterprises, partners, and
consumers in the creation of tourism products. The author
emphasizes the importance of cross-sectoral interaction
and the formation of long-term partnerships to ensure
competitive advantages in tourism.

O. Berkova and O. Borysyuk [6], in their article, focus
on strategic marketing analysis in the tourism sector,
investigating methods and approaches that help tourism
companies effectively develop their business in a com-
petitive environment.

0.V. Nazarenko [7] analyzes the prospects for inbound
tourism development in Ukraine through the use of digital
marketing tools. The author highlights the importance of
digitalization of the economy and the implementation of
innovative technologies to improve Ukraine's image on the
international stage and attract foreign tourists.

Thus, the analysis of scholarly works indicates growing
attention to the integration of digital technologies into
marketing strategies of tourism enterprises, the necessity
of cross-sectoral cooperation, and the implementation of
innovative approaches to ensure the sustainable
development of the industry. Despite significant scientific
contributions, there remains a need for further research
aimed at developing comprehensive strategies that
combine digitalization, partnership, and adaptability to
changes in the market environment.

FORMULATION OF THE ARTICLE'S
OBJECTIVES (PROBLEM STATEMENT)

The aim of the article is to generalize and develop the
theoretical and methodological foundations for the
formation of marketing strategies aimed at enhancing the
competitiveness of tourism enterprises in the context of
cross-sectoral integration, as well as to substantiate
practical approaches for their implementation in the
activities of tourism sector enterprises, taking into
account contemporary challenges and opportunities.

Achieving the stated aim involves solving the following
scientific tasks:

— to analyze contemporary approaches to the
formation of marketing strategies in the tourism sector;

— to characterize the impact of cross-sectoral
integration on the competitiveness of tourism enterprises;

— to identify key factors of synergy between the
tourism business and related industries (transport, culture,
IT, healthcare, etc.) that ensure the creation of new-quality
tourism products;

— to substantiate the tools for implementing
marketing strategies that enable the effective use of the
potential of cross-sectoral interaction.

PRESENTATION OF THE MAIN RESEARCH
MATERIAL

In the scientific literature, a marketing strategy is
viewed as a comprehensive system of actions aimed at
achieving long-term competitive advantages through the
effective utilization of market opportunities, the internal
potential of the enterprise, and purposeful influence on
consumer needs. Classical approaches to strategic
marketing in tourism have been proposed in the works of
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Table 1. Key Factors of Synergy Between Tourism Enterprises and Related Industries

integration

Sector Key Synergy Factors Marketing Effect for Tourism
Transport Joint route planning, Creation of comprehensive tourist
transport accessibility, packages, consumer convenience,
logistical interaction increased mobility
Information | Digital services, booking | Service personalization, marketing
Technology [ platforms, big data, CRM | automation, digital promotion,

online client communication

Culture and | Event potential,

Emotional appeal of the product,

educational content

Creative gastronomic uniqueness, | destination branding, new
Industries cultural identity thematic products
Healthcare Medical services, Development of new products:
wellness infrastructure, medical, recreational, and
SPA, diagnostics wellness tourism, high trust level
Education Thematic programs, Educational tourism, staff
and Science |academic mobility, qualification improvement,

thematic tours

Agricultural [ Seasonality, local

Development of agritourism,

Sector products, farming gastronomic tours, sustainable and
initiatives thematic eco-routes

Public and Support for clusters, Increased recognition, marketing

Municipal infrastructure funding, scale-up, access to public

Sector regional branding resources, support for tourism

clusters

Source: Authors' own development.

F. Kotler, D. Bowen, J. Makens [8], V. Kifyak [9], and
O. Lyubitseva [10], where the importance of market
segmentation, positioning, and differentiation strategies
is emphasized.

In the context of tourism activities, marketing stra-
tegies encompass both traditional directions (price
competition, product innovations, growth or niche
strategies) and modern development vectors such as
strategic alliances, cross-sectoral cooperation, digital
platforms, and destination branding. In a dynamic environ-
ment characterized by high competition and instability of
external factors, adaptive and innovative strategies gain
particular importance, requiring flexibility, rapid response
to changes, and active involvement of partner resources.
Among current approaches are L.M. Shulhina's [5]
"collaborative marketing" model, which builds sustainable
relationships with partners, consumers, and even
competitors; and O. Nazarenko's [7] digital marketing
models based on digital promotion tools, big data, and
CRM systems. However, despite the multifaceted nature
of existing approaches, many studies lack a systemic
integration of marketing strategy and cross-sectoral
interaction, which in modern conditions is a decisive factor
in forming competitive advantages in tourism.

Inlight of the above, it is evident that the effectiveness
of marketing strategies in the tourism sector today largely
depends not only on the internal resources of an enterprise
but also on its ability to interact with the external environ-
ment. Specifically, this involves the active engagement of
opportunities from other industries, which opens
prospects for creating new formats of tourism products,
expanding markets, and forming competitive advantages.
In this context, cross-sectoral integration gains key
importance as a factor enhancing the competitiveness of
tourism enterprises.

Cross-sectoral integration as an economic pheno-
menon involves the formation of interconnections between
various sectors of the economy with the aim of creating
shared value, efficiently utilizing resources, and enhancing
the adaptability of enterprises to market challenges. In the

tourism sector, this approach opens new development
opportunities since the tourism product is inherently
complex and requires the participation of related industries
such as transport, culture, healthcare, agriculture,
education, information technologies, and others.

The competitiveness of a tourism enterprise within
integration processes is determined by its ability to:

— develop unique tourism offerings based on cross-
sectoral cooperation;

— ensure stability and quality of service through
shared infrastructure;

— effectively promote products via combined
marketing platforms and channels;

— differentiate itself in the market through innovative
service formats (e.g., medical tourism, gastronomic tours,
agritourism, cultural-educational routes).

Integration with other industries allows tourism
enterprises not only to expand their range of services but
also to increase customer loyalty, access new markets
(including international ones), and strengthen their
competitive positions in the long term. Such cooperation
becomes especially relevant in the context of post-crisis
recovery, where no single industry can ensure sustainable
development independently.

Furthermore, cross-sectoral integration facilitates the
effective use of partnership marketing strategies (co-
branding, strategic alliances, clusters), which help reduce
promotion costs, pool budgets, and enhance the recog-
nition of regional brands. Practice shows that enterprises
actively collaborating with related sectors demonstrate
higher growth rates and greater customer orientation.

Thus, cross-sectoral integration is viewed not only as the
external environment in which the tourism business operates
but also as a strategic foundation for creating new
competitive products. In this regard, it is appropriate to
outline the key factors of synergy between the tourism sector
and related industries that form a new quality of tourism
services and contribute to increasing value for the consumer.

Effective interaction between the tourism business and
other economic sectors can create a synergistic effect —

IHBecTuyii: noaxtusa ta gocsig N° 122025




Table 2. Implementation Tools of Marketing Strategies in the Context of Intersectoral Interaction

Implementation
Tool
Co-marketing
(joint promotion)

Expected Effect
for Tourism Business
Cost reduction, wider
reach, increased value of
the tourism product

Action Factors

Combining budgets, brands,
and communication channels
with partners from various
sectors

Booking platforms, mobile
apps, targeting, content from

Personalization, multi-
vector coverage, modern

Digital marketing
with multisectoral

content IT, gastronomy, medical image

fields
Influencer Influence through opinion Attracting new audiences,
marketing and leaders representing multiple | reputational capital, brand
partner PR fields simultaneously trust

(e.g., food+travel)
Clusters and Institutionalization of Marketing

network structures | partnerships, role

distribution, joint planning

systematization, increased
stability, long-term

positioning

Cross-loyalty

Bonuses and discounts at

Increased customer

communication
with clients

programs various locations (hotels, satisfaction, more repeat
museums, restaurants) visits
Interactive Creating joint products Higher engagement, viral

(routes, packages) based on
stories and experiences

effect, positive perception

Participation in
public-private
programs

public branding

Grant acquisition, joint
projects with municipalities,

Institutional support,
marketing scaling, market
expansion

Source: Authors' own development.

where the combined result of collaboration exceeds the
sum of the effects of individual actions. This effect is
achieved through the consolidation of resources, com-
petencies, communication channels, technologies, and
management practices.

The key factors of synergy between tourism enter-
prises and related industries are summarized in Table 1.

Each of these factors strengthens the competitive
position of a tourism enterprise through service compre-
hensiveness, improved service quality, innovation, and
deeper customer engagement.

The preliminary analysis allows us to conclude that
intersectoral interaction creates a qualitatively new
environment for implementing marketing strategies of
tourism enterprises. In these conditions, substantiating
practical tools that ensure effective implementation of
strategic decisions focused on synergy, innovation, and
sustainable development becomes especially important.
Considering dynamic market changes and integration
trends, the tools for implementing such strategies must
meet the criteria of flexibility, adaptability, digitalization,
and partnership orientation.

The main tools for implementing marketing strategies
of tourism enterprises in an intersectoral environment are
summarized in Table 2.

Analysis of the tools for implementing marketing stra-
tegies in tourism enterprises indicates a growing role of
integrative approaches in shaping effective market
behavior. The use of co-marketing, cluster models, digital
technologies, partner loyalty programs, and public-private
initiatives enables enterprises to strengthen their com-
petitive positions, reduce costs, increase customer
engagement, and expand market presence.

The implementation of such strategies requires
coordinated efforts between tourism operators and
representatives of related industries, as well as readiness

forinstitutional, financial, and technological partnerships.
In the context of integration, tourism marketing transforms
from a purely communication function into a strategic
platform for cooperation, innovation, and growth.

CONCLUSIONS AND PROSPECTS FOR
FURTHER RESEARCH IN THIS FIELD

As aresult of the conducted study, it was established
that intersectoral integration acts as a powerful catalyst for
enhancing the competitiveness of tourism enterprises. This
approach not only allows expanding the range of services and
increasing their value for consumers but also optimizes
marketing activities through the joint use of resources,
communication channels, infrastructure, and brands.

The systematization of theoretical approaches to the
formation of marketing strategies has shown that the
effectiveness of strategic marketing in tourism largely
depends on the ability of enterprises to interact with
related sectors — transportation, IT, cultural sphere,
healthcare, education, agricultural, and public sectors. The
identified key factors of synergy, such as infrastructure
coordination, information integration, joint branding, and
institutional support, form the basis for creating innovative
tourism products with high added value.

The proposed tools for implementing marketing
strategies — co-marketing, digital services, partnership
programs, clusters, integrated loyalty programs — enable
tourism enterprises to adapt to market challenges,
effectively cooperate with partners, and increase consu-
mer loyalty.

Prospects for further research lie in developing models
for measuring the effectiveness of intersectoral synergy
in tourism marketing, as well as in empirical studies of the
practices of Ukrainian enterprises with a focus on digital
transformation, sustainable development, and adaptation
to global challenges.
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