Po3pizHstoTh fesKi MiABMAM KOYYMHTY, a caMme: TPEHIHI-KOYYHHT,
KOHCAJITHHT Ta MPOLIECIHT.

Ha xoy4-TpeHiHrax 3aB/sIKM aKTHBHUM METOJNKAaM HaBYAaHHS S(EKTHB-
HICTb JOCATAETECS 32 PAXYHOK B3A€MOIT MPAIIBHUKIB 1 Koyda.

KoncantuHr € Ouibun TpaauuiiHUM MiABUIOM, sKuii nepeabadae iHau-
BillyaJlbHy pOOOTY KOy4a 3 MNpALiBHUKOM, JCTaNbHMIi MOLIYK PilCHHS
MIeBHOI Ipo0JIeMHr 3 KOHKPETHOIO0 0c00070.

[Ipormecidr € mi€eBUM iHCTPYMEHTOM, KOJH HEOOXiJHO 3HAHTH «CIabKy
JIAHKY» B YNPAaBIIHCHKOMY pILIEHHs, NPEACTABISIOYM YBECh MNpOLEC Ta
HOTro KOHKPETHI €Tanu i eJIEMEHTH B YIIPaBIIiHHI.

B ynpaBmiHCEKIN OisUTEHOCTI TYPUCTHYHUX MiATPHEMCTB KOYYIHUHT 0CO0-
JIMBO BXJIMBHHU JUISI PO3BUTKY, OCKUIBKH:

— DO3UIMDIOE 3IATHICTH CTBOPIOBATH Mpodisi motoyHoi abo OakaHol
mocaay Ta JOCATaTH 1i;

— Jomomarae CTBOPIOBATH IUIaH [l U1 peanisamnii MeTH;

— PO3BUBAE 3[aTHICTH MPAIIOBATH HAa PE3YJIbTAT;

— PpO3BHUBAE 3[aTHOCTI CTBOPIOBATHU Oi3HEC, 1[0 HABUAETHCS;

— PO3BHUBAE BIEBHEHICTH y CO01 Ta yNpaBIiHChKI HABUYKH;

— Jomomarae BHM3HauaTH Ta MIATPUMYBaTH CHJIBHI CTOPDOHHM Ta
JorioMarae BUXOAUTH 32 OCOOHCTI OOMEXEHHS;

— 30imbIrye e(eKTHBHICTHP OCOOMCTOCTI Yy B3aeMOIii 3 JIOIBMH
PI3HUMH CTHIISIMHU TTOBEiHKH.

VYci migBUIM KOYYMHTY € JIi€BUMH IHCTPYMEHTaMH, OCKIIBKU Bpaxo-
BYIOTh CKJIQJHICTh Ta 0araToOacmeKTHICTh CTBOPEHHS i peasisaiiii Typuc-
TUYHOTO MPOJYKTY, a TaKoX CIpPAMOBaHI Ha TmocTiiiHWil edekTuBHMI
PO3BHUTOK TPYIOBOTO IMOTEHITIATY MPAiBHUAKIB.
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In a market economy, there are constant changes in the conditions of
activity of enterprises, increasing competition in each market segment,
which increases the intensity of environmental impact on the activity of the
enterprise. Therefore, every enterprise, as an open economic system, should
study and take into account the state of the environment in the process of
formation and use of its own internal resources in order to ensure the
necessary level of efficiency of their use.

One of the features of tourism is that it depends heavily on economic,
political, social conditions at national and international levels. The growing
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instability of these conditions, increasing competition in the national and
international tourism markets increase the urgency of finding effective tools
for managing the activity of tourism enterprises.

In Ukraine, value-oriented enterprise management has so far not gained
popularity due to volatile and complex market conditions, in which the
activity of enterprises is focused on achieving break-even or possible profit
in the short term.

But the gradual stabilization of the economic situation, integration
processes and deregulation of entrepreneurial activity cause the shift of
emphasis from achieving purely financial and economic indicators of the
enterprise to its position in a particular segment of the market, one of the
criteria for assessing which is the value of the enterprise.

The goal of value-oriented management is to maximize the value of the
tourism enterprise by developing and making effective strategic and
operational decisions. Focusing on the value of the enterprise allows to
reconcile the interests of all interested parties in its activity of economic
entities. That is, business owners receive an increase in income and its
market capitalization, while management receives an increase in wages as
its value increases.

Also the concept of value-oriented management allows to solve prob-
lems of estimation of efficiency of the made decisions and quality of mana-
gement; operational efficiency of the enterprise and interaction between
divisions; allocation of financial resources between units and lines of
activity; determining the personal contribution of employees to the develop-
ment of the company, motivating them to create competitive advantages in
the long run.

Effective management of the value of a tourism enterprise requires
consideration of factors that affect the value of the enterprise. Highlighting
these factors is necessary to find out their cause and effect relationships, the
direction of action and the force of influence on value in order to make
management decisions focused on increasing the value of the enterprise.

The main factors affecting the value of the tourism enterprise are:

— characteristics of income (amount, time of receipt of income) and
risks associated with its receipt;

— intangible assets, image of the enterprise on the market;

— restrictions on the relevant activity;

— the size of the estimated share of the business;

— the degree of control received by the new owner;

— prospects for development of the evaluated business;

— financial position of the enterprise (presence of own funds, capital
turnover, etc.);

— costs for setting up similar businesses;

— the degree of competition in the industry;
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— diversification of the assortment (composition and structure of the
product, services);

— the quality of products or services produced by the enterprise;

— technology and operating costs;

— the degree of wear of the equipment;

— pricing policy;

— relationships with consumers and suppliers;

— level of management;

personnel of the enterprise.

The value-oriented approach allows to obtain a generalized assessment
of the activity of the enterprise, which takes into account the expectations of
all interested parties in this activity. But to identify the reasons for possible
deviations of this indicator from the planned values, it is necessary to use
appropriate methodological approaches for a comprehensive analysis of the
activities of the tourism enterprise.

Thus, the concept of value management is a modern means of ensuring
the efficient functionina of a tourism enterprise in a market environment,
since the chanae in the value of a company, which is a criterion for the
efficiency of economic activity, takes into account almost all the infor-
mation related to its operation and interests of economic entities, related to
the tourism enterprise as an element of the tourism industry.
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