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MARKETING STRATEGIES OF DEVELOPMENT  
ON THE EXAMPLE OF GREEN TOURISM

Kateryna Malinoshevska1, Maryna Korzh2

Abstract. Current economic conditions for the development of business entities are characterized by oversaturation 
with goods and services, as well as high levels of industrial progress. Tourist services are not an exception and their 
effectiveness depends primarily on the degree of satisfaction of target customers and the coverage of both individual 
clients as well as corporate ones by the market. At the same time, advertising has become one of the main elements 
of a marketing strategy in the tourist services system. But the introduction of innovative advertising measures is 
now unreasonably ignored by tour operators. Therefore, the most promising latest advertising technologies in the 
implementation of the international marketing strategy of the tour operators are identified in the research paper.
Today, in both global and domestic practices, demand for natural rest and recreation is increasing. It is precisely in 
line with such demand and peasant traditions of Ukraine, so it is necessary to use this opportunity and develop rural 
green tourism. Green tourism has many different definitions and interpretations. A significant cohort of domestic 
and foreign scientists distinguishes it as a separate tourist destination; no less opponents consider it an integral 
part of the ecological tourism structure. However, even extensive research does not allow one to interpret this 
phenomenon uniquely and individually. Balancing the rural green tourism market is possible when effective state 
regulation is in place, the condition and feasibility should be investigated. The subject of research is the theoretical 
and methodological foundation of competitive advantages of rural green tourism. The purpose of this study is to 
develop and form factors taking into account the competitive advantages of rural green tourism, identify the main 
stages and possible marketing strategies of rural tourism entities to enter the international market and explore 
promising methods of lead generation through innovative advertising technologies. To achieve this purpose, the 
author uses a dialectical method of scientific knowledge and a number of general and special research methods, 
interconnected and consistently applied according to the general logic of analysis: theoretical generalization, 
analysis and synthesis, systemic analysis, statistical analysis, comparison, classification and modeling. Logical 
methods of analysis that summarize the functioning of rural green tourism; methods of statistical processing taking 
into account statistical data; method of comparative analysis. Conclusion. As a result of research on the basis of the 
offered factors influencing development of rural green tourism, the theoretical analysis of competitive advantages 
was checked. Rural green tourism can provide demographic stability and solve socio-economic problems in rural 
areas. The development of rural green tourism needs support from the state, the establishment of regulatory 
measures for employment opportunities for the rural population. Rural green tourism can become an organizational 
and economic component to solve the problems of rural residents.
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1. Introduction
Nowadays, the world economic system is 

experiencing a difficult stage in its development, 
which is accompanied by the expansion of 
globalization processes, the intensification of 
information technologies, on the one hand, and 
the systemic economic crisis, on the other. These 

processes are accompanied by the increased interest 
of developed countries in the high-tech industries, 
thus primarily enhancing competition between 
individual national economies, which in turn 
directly affects the competitiveness of international 
business entities in this area (Kotler et al., 2008; 
Mazaraki, Melnyk & Chaiun, 2000). All this leads 
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to the increase of risk of international business 
processes; their participants use different actions 
and approaches aimed at increasing their own 
benefit from joining therein (Kelliher et al., 2018). 
Therefore, there is a particularly high interest in 
the development of the system of international 
marketing (Young Entrepreneur Council, 2011), 
its tools and the formation of an effective marketing 
communications strategy (De Pelsmacker, van 
Tilburg & Holthof, 2018; Lazarus, 2017), the main 
focus of which is not only successful organization of 
sales of products on international markets and the 
implementation of a one-time profitable business 
operation, but also ensuring reliable positions in 
the world economic space and maintenance of 
these positions (Borys, 2017).

Most of the existing approaches to solving this 
problem are one-sided and are aimed at activating 
certain marketing functions, the implementation 
of which is not always consistent with each other, 
thus leading to a deviation from the expected 
results in the organization of business processes 
at the international level. There are many reasons 
for this result (it depends on both the participants 
of the business activity and on the level of 
economic development and competitiveness of 
their countries, as well as on the specifics of the 
industry and the market), but the most significant 
of them are: unprofessionalism in the field of 
international marketing (which is associated with 
the spontaneity of running business processes), 
shortage of resources and funds, lack of experience 
in international business (especially for the 
countries in transition), lack of information.

The problem of developing an international 
marketing strategy for green tourism services 
through the introduction of innovative advertising 
technologies is of particular interest (Hernández, 
Kirilenko, & Stepchenkova, 2018; Jang et al., 2013; 
Pan, 2019; Tolmacheva, 2016; Wu, 2018). The 
urgency of the chosen topic is that competition 
in the Ukrainian green tourism market is quite 
high nowadays, while the potential of standard 
advertising tools is much lower due to the specifics 
of the market itself, as well as the so-called 
“information blindness” of the audience, which 
is caused by excessive consumption of various 
advertising appeals by modern consumers. This is 
a well-known fact, that advertising is an industry 
that is undergoing a constant transformation, 
as the evolving scientific and technical progress 
has a direct impact on marketing, offering more 

innovative means of promoting goods and services 
(Babich, 2016; Klevoshin, 2016; Kononov, 2014; 
Sakhno, 2016). It is important to understand, that 
the very concept of “innovation” includes the high 
dynamics of changes, updates and additions. Thus, 
any advertising tool can be considered innovative 
only as long as it does not lose its relevance and 
until it is replaced by the newer technology 
(Koseoglu, Mehraliyev & Xiao, 2019). Therefore, 
the choice of advertising media, the main criterion 
is their compliance with the requirements and 
opportunities of today will be discussed in this 
research paper.

Thus, there is an urgent need nowadays not only 
for the formation of the international marketing 
system in the system of green tourism, but also for 
the mechanism that allows to coordinate efforts 
in the field of international marketing in order to 
increase the effectiveness of marketing activities 
in the system of green tourism in general and each 
entity of this market separately.

2. Formation of marketing strategy  
in the international space

In order to improve the efficiency of the 
international marketing system and reduce the 
risk when entering the international market  
(in particular, in the field of green tourism services), 
the short-term forecasts should be as close to the 
reality as possible, which largely depends on the 
marketing methodology and forecasting (Bozhuk, 
2001; He, He & Xu, 2018).

Therefore, the formulation of the goals of interna-
tional marketing at the international level should 
be as clear and concise as possible; the quantitative 
expression of marketing objectives will make it easier 
to control their implementation. However, not all 
goals can be formulated quantitatively.

Supporting goals can be formulated qualitatively: 
ensuring survival in the conditions of the severe 
competition in the international market; support 
and growth of the company’s prestige in the world 
economic space; support and strengthening the 
image of the company, etc.

There are specific marketing planning models 
such as SOSTAC, a planning model that aims at 
simplifying marketing activities and planning, and 
contains the following elements (Table 1): 
– Situation analysis – company position at the 
moment;
– Objectives – vector of company development; 
– Strategy – strategic means of achieving goal;
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Table 1
Components of the SOSTAC model

# Stage Actions

1 Situation analysis

– evaluation of 5S factors and other KPIs, as well as assessment of trends and forecasts;
– consumer analysis;
– analysis of the market situation;
– analysis of competitors;
– analysis of internal capabilities and resources.

2 Objectives

Formation of goals by 5S criteria:
– Sell – goals for attracting customers and retaining customers;
– Serve – goals for customer satisfaction
– Sizzle – wow factors;
– Speak – attraction of new clients;
– Save – quantitative efficiency improvement.

3 Strategy

Formulate a strategy according to the next steps (STOP & SIT):
– Segments;
– Targets; 
– Objectives;
– Positioning OVP; 
– Sequence: drew attention, tried, bought;
– Integration: CRM, ERP, Database;
– Targeting.

4 Tactics

According to the marketing mix 8P:
– Product;
– Place;
– Price;
– Promotion;
– Process;
– Physical environment;
– People;
– Productivity;
– Including content plan and contract plan.

5 Action

Definition:
– responsibilities and structural subdivisions;
– processes and systems;
– internal resources, skills and abilities;
– external contractors.

6 Control

According to the assessment of compliance with the goals and achieved indicators, we are optimizing:
– 5S and other KPIs, involving web analytics;
– user experience and feedback;
– conversion optimization;
– the frequency of data collection;
– reports on the effectiveness of mechanisms, processes and actions.

– Tactics – tactical means for implementing the 
action plan;
– Action – operational management;
– Control – comparing results and planned actions.

So, SOSTAC is a well-structured, relevant action 
model which is used when it comes to external 
markets, this model describes all the necessary 
steps in developing a marketing strategy. It can 
easily adapt to the respective type of the company’s 
activity and a specific target market, as well as 
to control the implementation of the goals and 

coordinate them under the influence of factors of 
the international marketing environment.

In the process of marketing control not only the 
deviation of the actual indicators from the plans are 
revealed, but also the reasons behind this deviation 
and the ways of their elimination are determined. 
The indicators characterizing both the results of 
marketing activities and the level of costs associated 
with their conduct are controlled, and based on 
their comparison the effectiveness of the marketing 
program is determined, which may be scheduled, 
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intermediate (calculated on the basis of current 
indicators), final or actual (on the basis of actual 
results achieved after the event) (Zhang, Chen & 
Li, 2019).

3. Building an international marketing 
management system  
in green tourism institutions

The foundation for marketing activity is the 
detailed marketing research, on the basis of 
which it is necessary to analyse and compare 
the requirements and conditions of the external 
environment with their own capabilities of each 
international business actor, resulting in attractive 
market prospects for them (Heidari et al., 2014). 
And only at this stage marketing goals and 
marketing strategy are being formed, and then 
a marketing planning system and a comprehensive 
program of actions is being developed in all 
directions. The marketing planning process is the 
starting point for all of the company’s activities; 
therefore, this plan must be consistent with other 
functions of business activity and is part of the 
green tourism establishment planning system 
(Figure 1).

The proposed overall system for managing 
international marketing of green tourism 
institution allows to systematize all marketing 
actions and implementing them in a complex, 
given their interdependence and mutual influence. 
Thus, international marketing in green tourism is 
a complex mechanism of interaction of internal 
variables and factors, which must be as flexible and 
manageable as possible through the comprehensive 
influence of the constituent parts of the international 
environment (from the global economic system as 
a whole and to a specific industry).

In order to ensure the cyclicity of the marketing 
management at the international level, an 
assessment of each individual marketing event 
(advertising measures in particular) and an analysis 
of the effectiveness of the system as a whole is carried 
out, being the basis for the development of the 
relevant measures (Merinero-Rodriquez & Pulido-
Fernandez, 2016). Determining the effectiveness 
of marketing activities is important, especially at 
the stage of decision-making on a specific event.  
In this case, one of the main issues that are of 
interest to both theoreticians and practicing 
marketers is the question (still open) regarding the 
construction of a model and the development of 
a methodology for determining the effectiveness of 

marketing activities both at the planning stage and 
at the implementation stage.

The marketing program should focus on the 
development of both general set of directions and 
each specific event separately, with specific methods 
and tools adapted to certain conditions that were 
formed at the moment in the world economic 
system as a whole and in separate segments of the 
international market. Figure 2 shows a diagram of 
the decision-making and holding marketing event.

It is also very important to evaluate commu-
nication technologies in terms of their relevance to 
the industry specifics. Since the IT market is rather 
heterogeneous, it is necessary to classify adverti-
sing technologies according to the characteristics  
of its actors.

4. Marketing communication strategy  
as a direction of international  
business tourism development

Marketing communication strategy as a whole, 
and advertising measures in particular, should 
be considered as a direction of long-term 
development of an international business actor 
and the system of relations with the internal and 
external environment. In addition, it is determined 
by the key marketing goals and, in turn, identifies 
a market niche, allows forming an infrastructure, 
minimize adaptation to new external conditions 
and provide internal coordination of actions, 
which in general determines the acute need 
for the formation of an effective planning and 
management system in international marketing 
in order to mitigate the risk of entering the 
international market and to achieve the existing 
goals and implementation of the main strategy. 
That is why it is necessary to pay much attention, 
first of all, to the process of developing marketing 
plans and communication programs in the 
international marketing system.

In terms of advertising activities, it is appropriate 
to classify IT companies on service and product 
companies. The product model of the IT-company 
assumes that the company creates and develops its 
products, which are then sold to a large number 
of consumers without change. According to the 
service model, the IT-company implements 
custom-made projects and does not have its own 
products, and the resulting software can be used 
by the same company or any other company. The 
service model is typical for outsourcing companies 
(Petruk, 2012).
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Formation of marketing objectives of green tourism institutions for selected target segments

Identification of the competitive advantages of market players in green tourism and comparing them 
with the competitiveness of their countries in the world

Development of the program of international marketing in the system of green tourism

Analysis of the marketing environment of the international business process
in the system of green tourism services 

Analysis of the factors surrounding the market of services of green tourism Assessment of the own 
capabilities of the green 

tourism institutionsFactors of the micro marketing 
environment

Factors of the macro marketing 
environment

Selection of target markets, their segmentation and evaluation

Marketing planning in the system of green tourism services 

Planning international marketing tactics 
for green tourism

Formation of competitive strategy in the 
international market of green tourism

Formation of the system of marketing control in order to identify bottlenecks in the 
functioning of the international marketing management system in green tourism

product 
policy 

development

managing 
competitivenes

s of green 
tourism
services

pricing policy 
development

pricing 
management and 

the establishment of 
an optimal level of 

prices for green 
tourism services 

development 
of the product 
launch policy

management 
of the 

distribution 
system of 

green tourism 
services

development of 
advertising policy 
of green tourism 

institutions

management of the 
system of demand 
making and sales 

promotion in the system 
of green tourism 

through the introduction 
of IT technologies

development of personnel 
management system in 

green tourism 
establishments

managing 
competitiveness of 
green tourism staff 
and implementing 

customer orientation 
systems

Formation of the mission of the international business entity
in the green tourism system and strategic planning

Evaluating the international marketing effectiveness in green tourism

Development of measures to improve the efficiency of the international 
marketing system in green tourism 

Figure 1. General management system for international marketing in green tourism establishments,  
taking into account peculiarities of consumers of green tourism services
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Thus, IT companies are mainly engaged in the 
development of products for the end user – software 
for personal use, website creation and management 
services, various mobile applications and games 
for different platforms. While service outsourcing 
firms offer services on the B2B marketplace – 
a variety of software solutions for data management, 
CRM systems, management and automation of 
production, and others.

The level of advertising innovation can be 
determined by the following criteria:
– using professional technical support;
– using latest computer technologies;
– using non-conventional ways to provide 
information that manifests itself in the emergence 
of innovative advertising forms (Hlushkova, 2013).

The content of investment support for the 
innovative development of green tourism 

establishments is the investment support for 
different innovative assets in different forms, 
which gives rise to the ever-increasing production 
of innovative tourism products of green tourism, 
the greater the increase in the production of 
innovative products of green tourism per unit of 
investment in innovative assets, the higher the 
effective investment development of green tourism 
establishments (Figure 3).

It is customary to distinguish external and internal 
factors that determine the development of various 
forms of green tourism. External factors include: 
pricing, the level of tax burden, the conditions 
for granting loans for the development of green 
tourism establishments, the level of income of the 
population (Figure 4).

Internal factors include: natural, logistical, level 
of development of scientific research, economic, 

Development of criteria and indicators for monitoring and evaluation
of the results of the implementation of the measure

Considering alternatives to solving the problem

Optimization processes to choose the most 
effective measure

Determination and formulation of the goals of green tourism 
institution regarding a specific problem

Sources of fundingAssigning executives Terms of execution

Ensuring implementation of the measure

Development of action plan
and its implementation

Assessment the measure implementation effectiveness

2. Development of events to improve the measure effectiveness 

Diagra
Figure 2. Diagram of decision-making and holding of marketing event  
in the general program of international marketing of the green tourism
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The subject of 
innovation

Innovative products

Innovative 
development of 
green tourism 

Production of innovative 
green tourism services

Investing in innovative assets 

Figure 3. Scheme of innovative development of green tourism entities

 

The level of income of 
the population 

The degree of protection 
of the domestic green 
tourism market 

Economic factors 

Integration of green 
tourism structural units 

The level of tax burden 

Conditions for granting 
loans for the development 
of green tourism 

Material and technical 
factors 

The level of 
development of research 
in the field of green 
tourism 

External factors of development 
of forms of green tourism

Internal factors of development 
of forms of green tourism

Pricing for green tourism: 
equestrian tourism,rafting, 
fishing, hunting and more

Natural factors 

Figure 4. External and internal factors of development of forms of green tourism
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including financial, organizational and managerial, 
as well as the integration of structural links of green 
tourism.

It is common to organize innovative activities 
and select appropriate development strategies 
to ensure favorable conditions for the economic 
development of green tourism establishments. 
Developing a common approach to innovation 
prospects is important because in the context of 
globalization there is a unification of economic 
development trends (Figure 5).

Green tourism, both for holidaymakers and 
owners – peasants, rural communities, regions and 
the state as a whole, contributes to the development 
of many related industries (Biddulph, 2015; Ma  
et al., 2019; Randelli, & Martellozzo, 2019; Razzaq 
et al., 2013; Stylidis et al., 2014). The development 
of rural green tourism encourages the improvement 
of rural estates, streets, and villages as a whole, and 
encourages the development of social infrastructure 
(Dickinson, & Robbins, 2008; McAreavey & 
McDonagh, 2011).

Consequently, in order to provide a stable passive 
flow of potential customers, it is necessary to build 
marketing processes focused on the target market: 
this is optimization of the company’s website in 

line with current trends, the creation of targeted 
content, cooperation with local opinion leaders, 
active management of social media, participation in 
conferences as speakers, marketing campaigns with 
landing pages and contextual advertising.

5. Conclusion
Based on the analysis of the nature of international 

marketing, as well as on the basis of modelling of the 
overall management system of its mechanism, it was 
concluded that the plan of international marketing 
is the basis of the activities of green tourism 
institutions in the field of ensuring the profitability 
of their operation in the international business, the 
international marketing system cannot be isolated 
from planning other functions of economic activity 
in international business, especially in the field of 
marketing communications and their advertising 
component.

As for the advertising green tourism institutions 
through using modern information technologies, 
the feasibility of introducing innovative means of 
advertising for this purpose were determined. The 
result of the study of this issue was the conclusion 
about the promising use of IT technologies such 

The emergence of the 
idea of innovation

Investigation of the 
possibility of its 

development
Formation concept

Meeting public needs

Trial marketing

Batch production

Applied research

Refinement

Design and 
development

Experimental studies

Analysis of potential 
markets

Figure 5. Stages of the innovation process in green tourism establishments
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as smart billboards, the production of souvenir 
products using sensory and tactile tissue. On the 
other hand, when selecting the latest advertising 
tools for a particular company, the need to focus 
on specific characteristics of the company (budget, 
target audience, product, etc.) was emphasized.

As a result of the research, it can be concluded 
that in the context of the current concept of 

holistic marketing, advertising activity is one of 
the key elements of the marketing international 
strategy of the green tourism institutions.  
It is a complex concept characterized by such 
features as non-personal nature, the complexity in 
determining the effect and getting the feedback of 
the audience, public nature, awareness and ability 
to convince.
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