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Abstract: A relevance of the study is that the matrix of the post-conflict recovery of the tourism industry was built 

by the group of donor entities and aggressor entities that have a positive and negative impact on the settlement of 

dangerous situations in the state with changes in the priority of implementing the scale of innovative measures. The 

purpose of the article is to examine the innovative incentives of the tourism industry in the period of post-conflict re-

construction of Ukraine. A methodical approach to the assessment of the priority incentives of the tourism sphere 

during the post-conflict reconstruction of the state was developed and presented. It is established that the recovery of 

the tourism industry is determined by the scale of losses, the level of financial and investment potential of the state 

and its donors, as well as the levers of regulation of innovation potential. The main condition for the existence of an 

innovatively oriented tourism system in the country's regions is the innovative potential. The innovative potential is 

precisely the factor that gives impetus to the choice and implementation of innovations in the tourism industry. The 

forecast rate of growth of the volume of investment costs for the research of scientific and modernized developments 

in the tourism industry by organizations of the entrepreneurial, public sector, as well as the sphere of higher educa-

tion is determined. 
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1. INTRODUCTION 

At the moment, the tourism sector faces dramatic losses and 
problems. To a greater extent, they are caused by subjective 
factors related to the geopolitical situation in the world. In 
addition, there is an increase in morbidity, which provokes 
sharp negative changes in the ecological environment. As a 
result, there is a decrease in the dynamism of tourist routes 
and tours, which in turn is reflected in the economy of the 
countries. In addition, the emergence of a military conflict in 
the recent history of mankind testifies to the impossibility of 
its full and quick settlement, despite significant progress in 
solving acute social problems. Today, the procedure for con-
ducting military operations has changed, which isinextrica-
bly linked with measures of economic, informational, 
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social and political influence. This requires new approaches 
to the development in the period of post-conflict restoration 
of innovative incentives for the tourism industry, which in 
the 21st century has gained significant development and has 
become a massive socio-economic phenomenon of a global 
scale (Doszhan et al., 2020; Koshkinbaeva et al., 2019; 
Zhansagimova et al., 2022). 

Overcoming the consequences of the military conflict in 
Ukraine is a priority task of the state policy regarding the 
revival of the tourism industry, the success of which depends 
on the ability of the state to mobilize a sufficient amount of 
tourism potential, to ensure the optimal redistribution and 
use of natural, economic and socio-cultural resources in a 
spatial tourist destination. However, due to the unstable mili-
tary and political situation in Ukraine, the influence of fac-
tors related to the rapid expansion of socio-economic, cultur-
al ties and the spread of tourist activity between the countries 
of the world has been complicated. The tourism industry is a 
unique indicator of the level and quality of life of the popula-
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tion, contributes to the preservation of historical and cultural 
heritage, the formation of mutual interest of people of differ-
ent countries and regions, and the stabilization of inter-
ethnic, inter-regional and international relations (Ziyadin et 
al., 2018). The expansion of its scope is due to technological 
and structural and economic transformation, which activates 
innovation incentives both in the production sphere, during 
which added value appears, and in the service sphere, within 
which it increases at the fastest rates (Babak et al., 2021; 
Shahini et al., 2022; Baymuratov et al., 2018). 

The algorithm of innovative development of the tourism in-
dustry is not short-term and concerns both modern types of 
tourism employment and the regional aspect. The process of 
development of national economies is complex, as it depends 
on a set of potentials, such as spatial, production, resource 
and consumer potentials (Atamanyuk et al., 2016; Parafilov 
et al., 2020). At the same time, a necessary condition for its 
implementation is the presence of special regulatory and 
legal conditions and rational approaches of state policy. Con-
sequently, tourist destinations can develop and effectively 
influence the provision of a sustainable economy, the elimi-
nation of threats and challenges to the modern functioning of 
the tourism industry in the period of post-conflict reconstruc-
tion. 

A significant contribution to the study of the impact of mili-
tary conflicts on the state and its post-conflict recovery was 
made in the works of C. Adam et al. (2008), T. Addison et 
al. (2001). The implementation of the state security guaran-
tee in the ontological component of the tourism industry in 
the period of post-conflict reconstruction is discussed in the 
works of such scientists as R. Arezki et al. (2009), D. D. 
Benavides (2001), O. M. Dovbenko (2007). Theoretical, 
methodological and practical aspects of improving the mod-
ernized potential of tourist organizations were considered in 
the works of such scientists as V. I. Dmytriv (2014), I. Ir-
tyshcheva (2016), G. Trillenberg (2014), V. F. Yarovy 
(2017). 

The priority direction of the research is the development of a 
methodical approach to the assessment of modernized incen-
tives of the tourism sector during the post-conflict recon-
struction of the state, which, in the praxeological sense of the 
development of tourism enterprises, allows modelling the 
configuration of tourism enterprises. effectiveness of their 
activities in the regions according to the coordinate system of 
the life cycle of innovative potential and forecasting the 
stages of income growth from the introduction of a tourist 
brand with innovative variables. 

2. MATERIALS AND METHODS 

The period of post-conflict recovery of the tourism industry 
is aimed at rebuilding territories and economic ties destroyed 
by hostilities. This period activates the beginning of restora-
tion measures, with the transition to the praxeological plane 
of the development of tourist enterprises. From an economic 
point of view, the post-conflict restoration of the tourism 
industry as a complex, holistic and multilateral process of 
simultaneous improvement of military (restoration of legal 
rights to natural and cultural resources of tourist destina-
tions), political (territory management), economic (restora-
tion and development of the tourism system) and social con-
ditions (distribution assistance to victims, restoration of de-
stroyed tourist infrastructure, social protection), shapes the 
configuration of the innovative potential of tourist enterpris-
es and stimulates private tourist business to ensure the mac-
roeconomic stability of the state (Polchanov, 2017; 
Cherunova et al., 2018; Yaroshenko et al., 2020). The recov-
ery of the tourism industry is determined by the scale of 
losses, the level of financial and investment potential of the 
state and its donors, as well as the levers of regulation of 
innovation potential. A matrix of subjects of the post-conflict 
recovery of the tourism industry was built (Fig. 1). 

They are divided into four groups: the first group includes 
international and governmental organizations of other coun-
tries, which are characterized by a high level of influence 

 

Fig. (1). Matrix of Subjects of the Post-Conflict Restoration of the Tourism Industry of the State. 



Innovative Incentives of the Tourism Industry in the Period  Review of Economics and Finance, 2022, Vol. 20, No. 1    1239 

and a lower interest in the success of innovative projects than 
others. It is necessary for this group to reveal the importance 
of settling the situation in order to increase their interest; the 
second group (main), includes state administration bodies, 
municipalities and big business, coordination of actions be-
tween themselves and other subjects is necessary for maxi-
mum harmonization of the interests of the most interested 
parties; the third group includes medium and small business-
es, as well as civil society institutions for constant infor-
mation on the state of affairs to maintain interest, and in 
some cases to provide opportunities for increased influence; 
the fourth group – opponents of post-conflict reconstruction 
(the aggressor state, radical political movements, criminal 
groups that have a significant interest in the conflict) (Yev-
dokymov and Polchanov, 2017). 

According to O. V. Shevchenko (2017), it is possible to dis-
tinguish such stages of the recovery of the tourism industry 
as the post-crisis situation (that is, before the full resolution 
of the conflict), the situation after the settlement and the 
stage of long-term recovery, at each of which the priority and 
scale of measures change. Post-conflict reconstruction is also 
a catalyst for the growth of innovative incentives in the tour-
ism industry, especially entrepreneurial initiative among ex-
servicemen, women in the reconstruction of tourist destina-
tions. The different level of interest and influence of the 
post-conflict period on the restoration of tourism in Ukraine 
is due to the need to model the configuration of the move-
ment of tourist flows in the coordinate system of the life cy-
cle of innovative potential, which allows forecasting the 

stages of growth of income from the realization of the tourist 
brand, through the formation, accumulation and diffusion of 
the level of intensification and reproduction of resources 
when transitioning to an innovative state of development 
(Fig. 2). 

3. RESULTS 

A tourist brand as a set of its consumer characteristics is de-
fined as a multi-attribute product (goods), which describes it 
in the form of a multi-attribute model (Table 1). From a 
methodological point of view, the importance of the tourist 
brand for the consumer based on its specificity and charac-
teristics is positively perceived when evaluating the attrac-
tiveness of the product (goods). At the same time, the tourist 
randomly or purposefully analyses each key characteristic of 
the tourist brand, the level of efficiency and functionality of 
the received service from the expected product or phenome-
non (Gerasimenko, 2013; Tsymbal, 2012). Assigning a level 
of utility to each characteristic of a tourist brand, the con-
sumer equates the degree of utility with the number of prop-
erties in (the product). Utility is a subjective value, so each 
consumer evaluates different tourism brands differently 
(Trusova et al., 2020a). 

The priority of the features of the tourist brand is assessed 
according to the level of relationships, the presence of char-
acteristics – according to the interval scale. The resulting 
(integral model) consists of elements of efficiency and its 
aggregate functionality (Beydyk, 2001). By combining the 

 

Fig. (2). Model of the Profile of the Life Cycle of the Innovative Potential of a Tourist Enterprise By Phases and Stages of the Level of Re-

source Intensification Regarding the Promotion of an Innovative Tourist Brand. 
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elements of the model in various combinations, it is possible 
to obtain a measure of the consumer attractiveness of a tour-
ist brand, in the context of a specific consumer, that is, to 
assess the usefulness attributed to a tourism product by a 
specific consumer. At the same time, the meaning and role of 
attributive features are revealed on the basis of two condi-
tions, namely the priority of the object and its availability. A 
personal analysis of the role of various attributive principles 
of a phenomenon or service is realized by a group of tourists 
and reveals the general meaning of such an attribute. This 
process is based on the use of formula (1) (Birkovich, 2014; 
Chernikova, 2012; Golovchan, 2009). 

, (1) 

where, Uji – is the individual utility of the characteristic (і) 
on the part of j-person; Pji–evaluation of the priority of char-
acteristic (і) for j-person; Hji – analysis of the j-th person's 
understanding of the characteristics(s) in the travel brand. 

The cumulative role of a tourist brand on the part of a specif-
ic consumer is estimated as the sum of benefits that they 
attribute to the characteristics of the product (goods) (formu-
la 2). 

, (2) 

where, Ujy  – the cumulative role of the tourist service on the 
part of the j-individual; Pji  – analysis of the priority of fea-
tures (i) for the j-person; Hji – the level of presence of char-
acteristic (і) in the tourist product, points, assessed by j-
person;  – the volume of attributive signs in the tourist ob-
ject. 

Based on the hypothesis that the attributive characteristics of 
a tourist brand are independent and strictly unrelated, it is 
possible to form an integrative model of its usefulness (for-
mula 3). 

, (3) 

where, Sjy– is an integral indicator of the utility or degree of 
satisfaction of the j-consumer with the y-number of features 
of the tourist object; SOji– the total number of indicators of 
the priority of the features of the tourist object for person j is 
established by the formula (4). 

 (4) 

Therefore, the sum of utilities, i.e., the products of im-
portance on the evaluation level of the presence of the char-
acteristic, of the y-th number of attributive characteristics of 
the tourist brand should be attributed to the sum of the im-
portance levels of the y-th number of characteristics of the 
tourist brand. With the help of such a methodological tool, it 
is possible to describe the average data of the aggregate val-
ue of all features of the tourist object (SFaver). This indicator 
makes it possible to assess the attractiveness of a tourist 
brand in the state and tourist destinations of a separate region 
from the consumer's point of view, based on its components: 
the general state of the services provided; infrastructure qual-
ity; state of food; the quality of excursion possession and 
approaches to the organization of events or provision of oth-
er services. The evaluation of the components of the tourist 
brand allows to make decisions regarding the improvement 
of certain characteristics of the regional tourist brand (formu-
la 5): 

 (5) 

In contrast to outdated personal assessments by specific tour-
ists, the current assessment is objective, as it refers to aver-
age indicators, which allows bringing subjective assessments 
of consumers to an objective form acceptable to them. analy-
sis. The above indicators of the degree of satisfaction with 
the tourist brand in the tourist destinations of a particular 
region indicate that it is a priority for the client and increase 
the tourist flow in the region. The distribution of innovative 
incentives of a tourist enterprise regarding the introduction 
of a tourist brand at a certain stage of the life cycle of inno-
vative potential cannot be arbitrary, because one of its stages 
has qualitative differences from another due to different reg-
ulatory mechanisms of the development of the tourism in-
dustry (Chernoivanova, 2011; Cherneha and Lokhman, 
2019; Trusova et al., 2020c). This means that when identify-
ing the stage of the life cycle of the innovative potential of 
tourism enterprises, one should abandon the commonly used 
coordinates “time – income” and proceed to the determina-
tion of the stage of the life cycle based on the indicators of 
the realization of the tourist brand, subject to changes in the 
innovative transformations that characterize the accumulated 
resource portfolio of the potential for reproduction of the 
tourist industry in the country and regions (Chernobai and 
Kyshenia, 2012; Petrunia and Razzhyvin, 2019). 

According to the proposed multi-attribute model of the tour-
ist brand, the profile of the life cycle of innovative potential 
should be formed in the horizontal coordinate system - de-
velopment phases (start, acceleration, record, change); verti-

Table 1. Multi-Attribute Model of Tourism Brand Evaluation Based on the Structure of Lements. 

Objective Properties 

Describe Reality 
Attributive Characteristics 

Evaluation of Characteristics Consumer Value 

Weight (Priority) Presence (Perception) Shares of Utility Cumulative Utility 

В1i X1 P1 H1 U1 

U 
B2i X2 P2 H2 U2 

… … … … … 

Bn Xn Pn Hn Un 
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cally – increase in income from the sale of an innovative 
tourism brand, which can be expressed through various eco-
nomic indicators: increase in income from sale, increase in 
profit from sale, increase in market share, etc. (Trusova et 
al., 2022). 

At the stage of formation (start-up phase), the strategic prior-
ities are: initial development of the level of intensification of 
resources for the promotion of an innovative tourism brand 
with the aim of obtaining innovative results in the future 
(Chernoivanova, 2011). At the same time, the increase in 
income from the implementation of an innovative tourist 
brand is minimal. At the stage of accumulation (phase of 
acceleration), the strategic priorities are the expansion of the 
components and the intensity of the use of resources for the 
promotion of an innovative tourist brand, which ensures a 
significant increase in income from sales (Cherneha and 
Lokhman, 2019). At the diffusion stage of the level of inten-
sification of resources for the promotion of an innovative 
tourism brand (record phase), maximum indicators of reve-
nue growth from sales are provided, the strategic priority of 
which is the intensive generation of innovative potential 
(Chernobai and Kyshenia, 2012; Babak et al., 2016). At the 
stage of reproducing the level of intensification of resources 
for the promotion of an innovative tourism brand (phase of 
innovative changes), the process of changing the profile of 
the generation of innovative potential takes place taking into 
account new determinants (combinations of resource and 
non-resource components according to new market require-
ments) with the aim of forming a new innovative tourism 
brand (Petrunia and Razzhyvin, 2019). 

The regulation of innovative incentives of the tourism indus-
try is connected with the saturated, highly dynamic nature of 
the life cycle of the innovative potential of tourism enterpris-
es, which requires determining the parameters of the devel-

opment of this industry as a driver of new opportunities for 
accelerated tourist flows in the regions and the state as a 
whole, promoting the improvement of tourist infrastructure 
and relevant quality and price characteristics of tourist ser-
vices, quality of life of the population, harmonious consoli-
dation of society, popularization of tourism brands of 
Ukraine in the world (Liashenko et al., 2013; Pieklun, 2012). 

The parameters of regulation of modern tourism sector in-
centives during post-conflict recovery are formed under the 
influence of a complex of factors, which, based on an econ-
ometric model, make it possible to predict the conditions for 
increasing revenues from the sale of a tourist brand in 
Ukraine, by identifying a number of quantitative indicators 
that accelerate the life cycle of the innovative potential of 
tourism enterprises, generating a set of resources for the in-
tensification of the development of the tourism industry 
(Omelchak, 2014). Thus, Table 2 provides factor indicators 
that affect the sales volumes of the tourist brand (y) with the 
corresponding xi notations, on the basis of which interde-
pendencies are established that meet the conditions of the 
law of normal distribution. 2022 is excluded from the eco-
nomic model due to the state of war and Ukraine's conflict 
with Russia, as a terrorist-minded aggressor country (Sad-
kov, 2006). 

The compliance of the original forecasted data with the nor-
mal distribution law was checked using the method of ana-
lyzing the value of asymmetry | А | and kurtosis | Е |. It is 
assumed that the data do not contradict the normal distribu-
tion if there is an inequality (formula 6) (Chornobai and 
Duma, 2015; Vasylieva, 2010): 

 (6) 

Asymmetry: 

Table 2. Initial Data for Forecasting the Dependence of Income on the Sale of a Tourist Brand in Ukraine and Factor Indicators (Хі). 

Years 

Income from the 

implementation of an 

innovative tourism 

brand (without VAT, 

excise duty and other 

payments), million 

EUR (y) 

The total amount 

of expenses for 

innovative devel-

opments of the 

tourist brand, 

million EUR (х1) 

The number of 

subjects of tour-

ism activity im-

plementing an 

innovative tour-

ism brand, unit 

(х2) 

The number of 

service enter-

prises of the 

tourism indus-

try, units (х3) 

The number of tourist 

enterprises that have 

a website and operate 

on the Internet, units 

(х4) 

2019 3957.03 1079.9 35841 1551069 14525 

2020 4002.31 1196.3 35962 1599821 14566 

2021 4162.35 1638.5 36654 1705623 14754 

2023 4233.71 1754.6 36841 1786542 14895 

2024 4797.73 2039.5 36663 1814827 15296 

2025 11522.52 2357.8 37462 2250107 15462 

2026 18502.97 2469.8 38825 2403987 15608 

The upper limit of the law of normal 

distribution 
22977.6 3163.99 39702.84 2781173.02 16233.56 

The lower limit of the law of normal 

distribution 
835.13 360.70 34082.31 965105.84 13796.73 
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; (7) 

 (8) 

Standard error of asymmetry: 

 (9) 

Kurtosis: 

 (10) 

Standard error of kurtosis: 

 (11) 

According to the method of correlation-regression analysis, 
on the basis of the constructed correlation fields (Fig. 3-6), it 
is possible to conclude that the closeness of the relationship 
was confirmed between the performance indicator (у) and 
the total amount of expenses for innovative developments of 
the tourist brand (х1), the number of tourism entities imple-
menting an innovative tourism brand (х2), the number of 
serviced enterprises of the tourism industry (х3), the number 
of tourism enterprises with a website and which operate on 
the Internet (х4). 

This conclusion is confirmed by the corresponding coeffi-
cients of determination R2, which lead to 1 (for predictors х1, 
х2, the coefficients of determination are equal to R2 = 0.53 
and R2 = 0.86 respectively; for predictors х3, х4, the value R2 
= 0.95 and R2 = 0.91, respectively). 

Thus, predictive innovative indicators of the intensity im-
proving the capacities of tourist organizations in Ukraine as 
economic systems, have a direct impact on the reproduction 
and development of the tourism brand in the country. This 
indicates a high level of innovation of tourist enterprises and 
their service areas. Innovation should be considered not as an 

 

Fig. (3). Econometric Forecasting of the Dependence of Income on the Implementation of the Tourist Brand in Ukraine and the Total Vol-

ume of Costs for Innovative Developments. 

 

Fig. (4). Econometric Forecasting of the Dependence of Income on the Implementation of an Innovative Tourism Brand in Ukraine and the 

Number of Tourism Entities Implementing it. 

 

Fig. (5). Econometric Forecasting of the Dependence of Income on the Implementation of an Innovative Tourism Brand and the Number of 

Service Enterprises of the Tourism Industry in Ukraine. 
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end in itself, but as a tool for stimulating income and profit 
growth, activating innovation potential in order to ensure 
favorable conditions for increasing competitiveness, which 
will have a positive effect on socio-economic indicators of 
the development of the tourism system between the regions 
of the country. For tourism enterprises, innovations will con-
tribute to obtaining additional competitive advantages, in-
creasing profitability, creating their positive innovative im-
age, which, in turn, will contribute to increasing their market 
value and attracting additional investments (Trusova et al., 
2020b; Trusova et al., 2020c). 

It should be noted that in 2021, the main global indices: 
Global Competitiveness Rating, Index of Development of 
Information and Communication Technologies in the World 
Countries, Rating of World Countries According to the 
Global Innovation Index, and the “Competitiveness of Tour-
ism and Travel” Index characterized Ukraine's innovative 
potential in the tourism industry. as one that was in the phase 

of acceleration of development activation from 2017-2020 
(Fig. 7). 

On the basis of integral indices of the implementation of 
innovative incentives in the tourism industry of Ukraine, 
which indicate a sufficient level of intensification of re-
sources for the promotion of an innovative tourist brand in 
the country and outside its borders during 2019-2021, we 
calculated predictive indices of the intensity of the develop-
ment of the innovative potential of tourist enterprises that 
reproduce and develop the industry for 2023-2026 (Fig. 8). 

Thus, the comprehensive efficiency index of the capacity 
development of tourism organizations of Ukraine for 2023-
2026 is characterized by the phases of acceleration, record-
ing and changing the stages of rapid reproduction of re-
sources, which are aimed at promoting tourism brands not 
only in the country, but also abroad with the aim of stabiliz-
ing the economy and regional clustering of the tourism sys-
tem, taking into account the wave-like and dynamic trends of 

 

Fig. (6). Econometric Forecasting of the Dependence of Income on the Implementation of an Innovative Tourist Brand in Ukraine and the 

Number of Tourist Enterprises that Have a Website and Operate on the Internet. 

 

Fig. (7). The Place of Ukraine in the Main World Rankings of Innovation and Tourism in 2021. 

 

Fig. (8). Prospective Forecast of the Comprehensive Indicator of the Effectiveness of the Development of Capacities and Importance of 

Tourist Objects of Ukraine According to Integral Indicators for 2023-2026. 



1244    Review of Economics and Finance, 2022, Vol. 20, No. 1  Trusova et al. 

integral indicators of innovation financing and innovative-
ness of tourism industry entities. In the conditions of con-
stant variability of the post-conflict restoration of the innova-
tion environment, the assessment of the intensity of use of 
the resources of the innovation potential of tourism enter-
prises in the regions of Ukraine is a complex multifaceted 
process. A proprietary algorithm and results of determining 
the innovation rating of the tourism industry by region of 
Ukraine are proposed on the basis of predictive indicators of 
the innovation efficiency of tourism enterprises, namely: the 
cost-effectiveness of the innovation activity of tourism en-
terprises, the profitability of the implementation of an inno-
vative tourism brand (products, goods), the profitability of 
the production of an innovative tourism brand (products, 
goods) (Fig. 9). 

Standardization of forecast indicators in the regions of 
Ukraine relative to the standard is carried out according to 
formula (12): 

, (12) 

where, xJY – standardized forecast indicators of the j-th re-
gion; Cfji– forecast indicator of the j-th region; C maxji – the 
maximum indicator value of the j-th region (reference value). 

For each region, its rating number is calculated according to 
formula (13): 

, (13) 

where, Rj– the rating of the j-th region; x1,x2,…xnj – standard-
ized forecast indicators of the j-th region. 

The results of the forecast calculations regarding the rating 
place of the regions in the innovative space of the tourism 
industry of Ukraine demonstrate the following: the first place 
is the Poltavskyi region (integral innovation rating of the 
region – 7); second place – Zaporizkyi region (integral inno-
vation rating of the region – 9); third place – Odeskyi region 
(integral innovation rating of the region – 11). The worst 
indicators are in Chernihivskyi region (integral innovation 
rating of the region – 34) and Khmelnytskyi region (integral 
innovation rating of the region – 33) (Fig. 10). 

The forecast growth rate of the share of costs for the imple-
mentation of scientific and innovative developments in the 
tourism industry by organizations of the business and public 
sectors, as well as the higher education sector in the total 
amount of investments in the countries of Europe and 
Ukraine, in particular, is presented in Figs. (11-13). Thus, in 
2023-2026, the largest share of growth rates of investment 
costs for the implementation of innovative research and de-
velopment in the tourism industry among organizations of 
the entrepreneurial sectors will be observed in Bulgaria 
(within 130.6-133.2%), Poland – within 175.2-178.5%; the 
low rate of spending resources on research will be directed to 
such countries as Estonia (within 86.7-93.7%), Latvia (with-
in 95.9-98.7%), Slovakia (within 87.4-90.8%). In Ukraine, 
the rate of growth of the expenditure-resource share from the 
total volume of investments for innovative development of 
tourist brands will increase every year (from 99.8% in 2023 

 

Fig. (9). Forecast Indicators of Innovative Efficiency of Tourist Enterprises in the Regions of Ukraine, on Average for 2023-2026. 

 

Fig. (10). Forecast Rating of the Innovative Space of the Tourism Industry Between the Regions of Ukraine, on Average for 2023-2026. 
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to 125.8% in 2026), taking into account investment flows for 
the reproduction of regional tourist systems and service 
sphere of the tourism industry (Fig. 11). 

The smallest fluctuations in the growth rates of investment in 
scientific and innovative developments will be observed in 
the public sector of Bulgaria (within 66.3-79.4%), Poland 
(within 66.9-78.5%). In Ukraine, the share of budget invest-
ment will grow rapidly from 2024 and will be equal to 
120.2%. At the same time, annual investment costs will in-
crease by 5-6% (Fig. 12). 

The forecast growth rates of investment costs for scientific 
and innovative developments in the tourism industry at the 
expense of the higher education sector in 2023-2026 will 
have a dynamic tendency to decrease in such countries as: 
Romania – from 114.5% to 74.5%, Latvia – from 122.5% to 
103.1%, Lithuania – from 107.3% to 100.7%, Slovenia – 
from 97.1% to 77.1%, Hungary – from 89.6% to 68.7%. 
Growth trends in the share of expenses will be observed in 
Slovakia – from 127.3% to 128.9%, in Estonia – from 93.5% 

to 117.2%, in Spain – from 100% to 105.4%, in Ukraine – 
from 94.7% to 109.4% (Fig. 13). 

It should be noted that the forecast dynamics of the cost-
resource component of the total volume of investments will 
lead to the transformation of the innovative potential of tour-
ism enterprises in the regions of Ukraine, which, in turn, will 
ensure the accelerated recovery of the tourism sector in it. 
Even with a small amount of income obtained as a result of 
providing tourism brands (products, goods) in GDP (in 2023 
– 0.24%, in 2024 – 0.48%, in 2025 – 0.59%, in 2026 – 
0.62%), the turnover of the tourism industry in 2023-2024 
will increase by an average of 2.0 times, in 2025-2026 rela-
tive to previous forecast periods – by an average of 2.5 
times. The number of enterprises in the field of tourist ser-
vices will constantly increase: in 2026, this indicator will 
increase by 2.5 times compared to 2023 and by 55% com-
pared to 2025, which is associated with an increase in de-
mand for tourist services. The provision of innovative incen-
tives for the development of the tourism industry is directly 

 

Fig. (11). The Forecast Rate of Growth of the Amount of Investment Losses for the Research of Scientific Developments in the Tourism 

Industry by Organizations of the Business Sector in the Total Volume for 2023-2026, %. 

 

Fig. (12). The Forecast Growth Rate of the Amount of Investment Losses for the Analysis of Scientific Developments in the Tourism Indus-

try by Public Sector Organizations in the Total Volume for 2023-2026, %. 

 

Fig. (13). The Forecast Growth Rate of the Share of Investment Costs for the Implementation of Scientific and Innovative Developments in 

the Tourism Industry by Organizations of the Higher Education Sector in the Total Amount for 2023-2026, %. 
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related to the positive shifts in the innovation potential both 
in time and in the geographical retrospect of the country 
tourism system. 

4. DISCUSSION 

The issue of post-conflict reconstruction of Ukraine has be-
come especially relevant in scientific doctrine. This is due to 
a number of social challenges caused by the war, as well as 
the changing role of Ukraine in the international community. 
In particular, T. Wołowiec et al. (2022) sed this issue in the 
context of tourism. Ways of recovery and development of 
the tourism industry after the end of hostilities were studied. 
According to the researchers, this vector is one of the most 
promising for the reconstruction of the state's economy, 
since the taxes and fees that come to the state budget from 
the provision of tourist services are significant in volume. In 
his opinion, it is important to develop and modernize the 
tourist infrastructure. This is due to the fact that most recrea-
tion centre’s or hotels are outdated. For this purpose, it is 
advisable to attract foreign investors who would finance such 
projects (Omarkhanova et al., 2022). The authors believe that 
the tourist infrastructure has really suffered significant de-
struction, especially in the southern and southwestern territo-
ries of the state. Therefore, the improvement and develop-
ment of such infrastructure is a priority direction for the res-
toration of the tourism sector. 

Ł. Quirini-Popławski et al. (2022) approach is based on his-
torical background. They believe that at the moment, the 
issue of restoration of the monuments of Ukrainian statehood 
and identity is a priority. In addition, it is necessary to pre-
serve those elements that demonstrate the consequences of 
war. In this way, he proposes to combine the ancient and 
modern history of Ukraine. It is due to the fact that a signifi-
cant part of the international community before the start of 
the war in Ukraine did not know anything about this state 
and its peculiarities. Based on this, it is important to reveal 
the deep historical experience of Ukrainian lands in order to 
restore and popularize Ukrainian culture abroad (Petrov and 
Serdyuk, 2008). The obtained results resonate with the ideas 
of the author, as they logically combine the present with the 
past. Moreover, this approach to the development of tourism 
industries in Ukraine will increase the dynamism of both 
domestic and foreign tourism, which will increase its effec-
tiveness (Zaporozhets et al., 2020). 

The position of F. Higgins-Desbiolles (2022) is based on the 
fact that the association of Ukraine exclusively with war is 
inappropriate. Therefore, in her opinion, in the period of 
post-conflict reconstruction, it is necessary to develop other 
spheres of culture, art, and sports. The researcher substanti-
ates such ideas with the fact that they will positively affect 
the image of Ukraine in the international arena. In this case, 
we are talking about revealing the potential of the Ukrainian 
population. Therefore, in her opinion, after the victory, it is 
expedient to organize a number of mass events, contests, 
concerts, which would attract foreign tourists. She believes 
that Ukraine should not be associated with war and destruc-
tion. In this case, it is advisable to rationally use the attention 
of the international community and demonstrate the high 
professionalism and talent of the Ukrainian people. The au-
thor partially agrees with the stated position. Undoubtedly, 

the image of the Ukrainian territory should be based on the 
power of its nature, deep history, development of science and 
other spheres (Kalinichenko et al., 2018). At the same time, 
it is important to continue to demonstrate to the civilized 
world the terrible, destructive consequences of Russia's inva-
sion of the territory of Ukraine. Therefore, it is advisable to 
rationally combine these two approaches into a single whole. 

In turn, D. Hryhorchuk (2022) is a supporter of such an in-
novative approach to the development of the tourism indus-
try in Ukraine after the end of the war, as digitalization of 
this industry. Thus, at the moment, the level of moderniza-
tion of the Ukrainian environment is high, compared to the 
European one. Digitization of the state has a number of ad-
vantages for all its subjects. That is why it is possible to pre-
sent tours for legal entities, entrepreneurs, as well as officials 
of foreign countries, in order to conduct trainings on digitali-
zation of various spheres of public life (Madiyarova et al., 
2018; Niyazbekova et al., 2021). This approach will allow 
demonstrating the development of Ukraine, as well as the 
presence of highly qualified specialists among Ukrainians. 
The author is a supporter of this approach, as it will be able 
to positively influence the state's investment climate. In addi-
tion, Ukraine can become a model for the world community 
regarding the provision of public services to citizens. 

The work of H. M. Zavarika (2022) deserves special atten-
tion, in which she noted promising ideas regarding the or-
ganization of tourist routes, both for the Ukrainian popula-
tion and for foreigners. She considers it expedient to develop 
tours of cities that have been particularly negatively affected 
by Russia's armed aggression. In her opinion, this will help 
demonstrate to everyone the tragic and pathetic nature of the 
Russian army. As a result, it will be possible to attract a larg-
er number of both Ukrainian and foreign investors to the 
reconstruction of such territories. According to the author, 
this position is somewhat contradictory and needs to be re-
fined. This is explained by the fact that, in addition to ad-
vantages, in particular economic ones, such tours will also 
have risks, since such areas can be mined.  

According to P. Ljubotina and A. Raspor (2022), the tourism 
sector of Ukraine needs renewal. In this case, we are talking 
about the opening of completely new tourist spots and ob-
jects that were not known about before. This approach is 
promising, as it is aimed at both the indigenous population of 
Ukraine and the international community. Undoubtedly, the 
historical identity and authenticity of Ukraine is an important 
component of its development. But at the same time, it is 
necessary to continue to reveal Ukrainian assets from differ-
ent sides. The position of the researchers is to preserve the 
historical and demonstrate the modern to foreigners and 
Ukrainians. In the opinion of the author, this approach, espe-
cially in the period of post-war reconstruction, is the most 
promising among others. It allows logicaland rational com-
bination of current assets with future ones. In addition, it will 
allow getting rid of outdated myths about Ukraine among the 
international community and reveal the state in a new light 
(Sannikov, 2017). 

The conducted discussion shows various positions that are 
common in current scientific doctrine. The differences be-
tween them testify to the multifaceted nature of the issue 
related to the innovative development of the tourism industry 
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in Ukraine in the post-war period. That is why, using the 
obtained results in the present research and the suggestions 
of other researchers, it will be possible not only to modern-
ize, but also to rebuild the existing structure of the tourism 
sector in Ukraine, thus increasing its efficiency. 

5. CONCLUSIONS 

Thus, transformations in the innovation process in the post-
conflict reconstruction of the tourism industry of Ukraine 
should be the impetus for radical changes in the innovation 
activity of tourism enterprises, the innovation potential of 
which is able to ensure the expected potential effect of the 
implementation of tourism brands in the regions and increase 
the economic stability of the country. 

Considering this fact, we believe that innovative potential is 
the main condition for the existence of an innovatively ori-
ented tourism system of the country's regions and is a neces-
sary prerequisite for the creation and commercialization of 
an innovative tourist product (goods), which, against the 
background of the influence of destabilizing post-conflict 
factors of the economy, should become a significant impetus 
for the selection and implementation of innovations in the 
tourism industry. This is due to a comprehensive, balanced, 
flexible, operational and systematic assessment of the effect 
of the intensive use of innovative potential resources (finan-
cial, production, research, marketing, etc.), which form dif-
ferent levels of innovative attractiveness of tourism industry 
subjects and their safety development in the case of diffusion 
(commercialization) of innovations; has an inclusive nature 
of the effect of innovative activity. 

However, the unpredictable operating conditions for tourism 
industry entities in the post-conflict recovery period are un-
fortunately characterized by a high degree of uncertainty and 
dynamism. This necessitates the search for new methodolog-
ical and practical approaches corresponding to modern reali-
ties to ensure their effective long-term development. One of 
the most common views on the mentioned direction is the 
definition of the most influential factors in the formation of 
innovative competence of tourism enterprises. Innovative 
competence, in our opinion, should be based on the example 
of the European innovation space, which in the long cyclical 
period of post-conflict recovery managed to expand the lim-
its of competitiveness of the subjects of the tourism industry 
by ensuring innovative orientation.  

Accordingly, for Ukraine, the main direction of innovative 
incentive of the tourism industry in the post-conflict period 
should be the development of an effective innovation and 
investment strategy, which should be focused on the regula-
tion and development of the tourism system of the regions, 
on meeting the needs of tourists in time and space, on the 
formation of strategic alternatives regarding development of 
logistics flows and cross-border cooperation between coun-
tries. 

REFERENCES 

Adam, C., Collier, P. and Davies, V. (2008). Post-conflict monetary recon-

struction. World Bank Economic Review, 22(1), 87-112. 

Addison, T., Geda, A., Le Billon, P. and Murshed, S. M. (2001). Financial 

reconstruction in conflict and “post-conflict” economies. World In-

stitute for Development Economics Research, 2001(90). 

https://www.wider.unu.edu/sites/default/files/dp2001-90.pdf. 

Arezki, R., Cherif, R. and Piotrowski, J. (2009). tourism specialization and 

economic development: Evidence from the UNESCO world herit-

age list. IMF Working Paper, 176(9).  

 http://www.imf.org/external/pubs/ft/wp/2009/wp09176.pdf. 

Atamanyuk, I. P., Kondratenko, Y. P. and Sirenko, N. N. (2016). Forecast-

ing economic indices of agricultural enterprises based on vector 

polynomial canonical expansion of random sequences. CEUR 

Workshop Proceedings, 1614, 458-468. 

Babak, V. P., Babak, S. V., Eremenko, V. S., Kuts, Y. V., Myslovych, M. 

V., Scherbak, L. M. and Zaporozhets, A. O. (2021). Models of 

Measuring Signals and Fields. Studies in Systems, Decision and 

Control, 360, 33-59. 

Babak, V., Mokiychuk, V., Zaporozhets, A. and Redko, O. (2016). 

Improving the efficiency of fuel combustion with regard to the 

uncertainty of measuring oxygen concentration. Eastern-European 

Journal of Enterprise Technologies, 6(8-84), 54-59. 

Baymuratov, B. H., Tashpulatov, S. S., Akbarov, R. D., Ilhamova, M., 

Yusuphodjaeva, G. A., Uzakov, U. T. and Yusuphodjaeva, N. A. 

(2018). Development of special fabrics protecting from electro-

magnetic radiation. IOP Conference Series: Materials Science and 

Engineering, 459(1), 012031. 

Bejdyk, O. O. (2001). Recreational tourism resources of Ukraine: Method-

ology and method of analysis, terminology, zoning. Kiev: National 

University named after Taras Shevchenko. 

Benavides, D. D. (2001). The viability and sustainability of international 

tourism in developing countries. In: Proceedings of symposium on 

tourism services: World Trade Organization (pp. 1-21). Geneva: 

World Trade Organization. 

Byrkovych, V. (2014). Modernization of tourist and recreational potential of 

Ukrainian regions. Statistics of Ukraine, 3, 32-34. 

Cherneha, O. B. and Lokhman, N. V. (2019). Model of the life cycle of the 

innovative potential of a tourist enterprise. Problems of the System-

ic Approach in Economics, 2(70), 27-31. 

Chernikova, V. I. (2012). Features of innovations in tourism. Bulletin of the 

Donetsk Institute of Tourism Business, 16, 89-94. 

Chernobai, L. I. and Kyshenia, P. B. (2012). Innovative potential of the 

management system: structure and principles of formation. Lviv: 

Polytechnic National University Institutional Repository. 

Chernoivanova, H. S. (2011). Innovative potential in the concept of devel-

oping an enterprise’s innovative strategy. Bulletin of the Economy 

of Transport and Industry, 34, 344-347. 

Cherunova, I., Tashpulatov, S. and Merkulova, A. (2018). Development of 

automation algorithm for step of designing technology of static 

electricity protection clothing. In: 2018 International Russian Au-

tomation Conference, RusAutoCon 2018 (8501821). Sochi: Insti-

tute of Electrical and Electronics Engineers. 

Chornobai, L. I. and Duma, O. I. (2015). Business processes of the enter-

prise: Classification and structural-hierarchical model. Economic 

Analysis, 22(2), 171-182. 

Dmytriv, V. I. (2014). World experience of financial regulation of invest-

ment and innovation activities. Efficient Economy, 7. 

http://www.economy.nayka.com.ua/?op=1&z=3214. 

Doszhan, R., Nurmaganbetova, A., Pukala, R., Yessenova, G., Omar, S. and 

Sabidullina, A. (2020). New challenges in the financial manage-

ment under the influence of financial technology. E3S Web of Con-

ferences, 159, 04015. 

Dovbenko, O. M. (2007). Special economic zones of the tourist and recrea-

tional type: Comparative characteristics. Bulletin of the Ternopil 

National Economic University, 2, 135-142. 

Gerasymenko, V. (2013). Tourist services markets: state and trends of de-

velopment. Odessa: Astroprynt. 

Golovchan, A. (2009). Theoretical and methodological approaches to the 

definition and management of tourist destinations. Trade and Mar-

ket of Ukraine, 27, 160. 

Higgins-Desbiolles, F. (2022). The question of solidarity in tourism. Journal 

of Policy Research in Tourism, Leisure and Events, 1, 1-10.  

Hryhorchuk, D. (2022). Digital technologies as a condition for the develop-

ment of the tourism sector of the economy of Ukraine. Three Seas 

Economic Journal, 3(2), 59-63.  

Irtyshheva, I. (2016). Organization of tourist clusters as an effective means 

of managing the tourism business. Bulletin of the Kharkiv National 

Agrarian University, 3(41), 300-308. 



1248    Review of Economics and Finance, 2022, Vol. 20, No. 1  Trusova et al. 

Kalinichenko, A., Havrysh, V. and Hruban, V. (2018). Heat recovery sys-

tems for agricultural vehicles: Utilization ways and their efficiency. 

Agriculture (Switzerland), 8(12), 199. 

Koshkinbaeva, A. S., Shaigaliyev, M. G., Buribayev, Y. A., Khamzina, Z. 

A. and Khamzina, S. S. (2019). International legal regulation of 

environmental safety: In focus – Kazakhstan. Rivista di Studi sulla 

Sostenibilita, 1, 121-142. 

Liashenko, V. I., Zemliankin, A. I. and Pidorycheva, I. Y. (2013). The Eu-

ropean system of monitoring innovative activity: Features and pos-

sibilities of use in Ukraine. Economic Herald of Donbass, 2(32), 

191-199. 

Ljubotina, P. and Raspor, A. (2022). Recovery of Slovenian Tourism After 

Covid-19 and Ukraine Crisis. Economics-Innovative and Econom-

ics Research Journal, 10(1), 55-72.  

Madiyarova, A., Ziyadin, S., Blembayeva, A. and Doszhan, R. (2018). 

Modern trends in digitalization of tourism industry. In: Proceed-

ings of the 32nd International Business Information Management 

Association Conference, IBIMA 2018 - Vision 2020: Sustainable 

Economic Development and Application of Innovation Manage-

ment from Regional expansion to Global Growth (pp. 7990-7997). 

Seville: International Business Information Management Associa-

tion. 

Niyazbekova, S., Moldashbayeva, L., Kerimkhulle, S., Dzholdoshev, N., 

Dzholdosheva, T. and Serikova, M. (2021). "Green" bonds - A tool 

for financing "green" projects in countries. E3S Web of Confer-

ences, 244, 10060. 

Omarkhanova, Z. M., Niyazbekova, S. U., Varzin, V. V., Kerimkhulle, S. Y. 

and Nurekenova, E. S. (2022). Financial Provision of the Agro-

industrial Complex of Kazakhstan: Problems and Solutions. Envi-

ronmental Footprints and Eco-Design of Products and Processes, 

27-32. 

Omelchak, H. V. (2014). Conceptual foundations of the development of the 

innovative potential of enterprises. State and Regions, 2, 113-118. 

Parafilov, V. I., Amangeldikyzy, A., Portnov, V. S., Kopobayeva, A. N. and 

Maussymbayeva, A. D. (2020). Geochemical specialization of the 

shubarkol deposit coals. Naukovyi Visnyk Natsionalnoho Hirny-

choho Universytetu, (5), 5-10. 

Petrov, R. and Serdyuk, O. (2008). Ukraine: The quest for democratization 

between Europe and Russia. International Actors, Democratization 

and the Rule of Law: Anchoring Democracy? 189-223. 

Petrunia, Y. Y. and Razzhyvin, V. M. (2019). Indicators of the state of 

investment and innovation activity: Methodical approaches to de-

termination in the context of ensuring regulatory activity. Business 

Inform, 7, 66-70. 

Pieklun, O. S. (2012). Assistance of state authorities to the creation of a 

positive image of the country in the international tourist space. Ac-

tual Problems of State Administration, Pedagogy and Psychology, 

1, 186-192. 

Polchanov, A. Y. (2017). The state of scientific research on post-conflict 

reconstruction. Investments: Practice and Experience, 6, 46-51. 

Quirini-Popławski, Ł., Tomczewska-Popowycz, N., Dorocki, S., Kushniruk, 

H. and Rutynskyi, M. (2022). Three Decades of Tourism Devel-

opment in Independent Ukraine: From the Collapse of the USSR to 

the Conflict in the Donbas. Tourism Planning and Development in 

Eastern Europe, 8, 117-132.  

Sadkov, V. H. (2006). Assessment of the level of innovativeness of the 

economy and key directions for the formation of an integral multi-

level national innovation system. Innovation economy, 1, 49-53. 

Sannikov, D. V. (2017). Problems of land legislation of Ukraine and Euro-

pean Union integration. Journal of Legal, Ethical and Regulatory 

Issues, 20(Special issue 1).  

 https://dspace.nlu.edu.ua/bitstream/123456789/16240/1/Sannikov.p

df 

Shahini, E., Skuraj, E., Sallaku, F. and Shahini, S. (2022). Recreational 

Opportunities through Agritourism Increases Relationships within 

Urban and Rural Communities in Western Balkan Societies. Re-

view of Economics and Finance, 20(1), 283-287. 

Shevchenko, O. V. (2017). Measures and tools for rebuilding the economy 

of post-conflict territories and countering the emergence of new 

depressed territories. Kyiv: National Institute of Strategic Studies. 

Trillenberh, H. (2014). Innovative cluster approach to the development of 

tourism in Ukraine in the conditions of globalization. Journal of 

European Economy, 13(4), 401-414. 

Trusova, N. V., Cherniavska, T. A., Pasieka, S. R., Hranovska, V. H., Prys-

temskyi, O. S. and Demko, V. S. (2020c). Innovative clustering of 

the region in the context of increasing competitive positions of the 

enterprises of the tourist-recreational destination. Geo Journal of 

Tourism and Geosite, 33(3), 1126-1134. 

Trusova, N. V., Krasnodied, T. L., Demko, V. S., Zakharchenko, O. H., 

Morozova, O. S. and Katsemir, Y. V. (2022). Guarantee of safe in-

novative development of the tourist industry of Ukraine. Geo Jour-

nal of Tourism and Geosites, 41(2), 422-432. 

Trusova, N. V., Kyrylov, Y. Y., Hranovska, V. H., Prystеmskyi, O. S. and 

Sakun, A. Z. (2020a). The imperatives of the development of the 

tourist services market in spatial polarization of the regional tourist 

system. Geo Journal of Tourism and Geosites, 29(2), 565-582. 

Trusova, N. V., Tanklevska, N. S., Cherniavska, T. A., Prystеmskyi, O. S., 

Yeremenko, D. V. and Demko, V. S. (2020b). Financial provision 

of investment activities of the subjects of the world industry of 

tourist services. Journal of Environmental Management and Tour-

ism, 4(44), 890-902. 

Tsymbal, O. (2012). The tourist sphere of Ukraine as a bridgehead for the 

development of the national economy and international tourism. 

Sustainable Economic Development, 2, 133-136. 

Vasylieva, T. A. (2010). Innovative component in the structure of macroe-

conomic indicators of economic development. Sumy: Ukrainian 

Academy of Banking. 

Wołowiec, T., Pavlov, K., Pavlova, O. and Zaichuk, K. (2022). Tourist 

services of the western region of Ukraine: rating and analysis. 

Economics-Časopis Za Inovacijska I EkonomskaIstraživanja, 

10(1), 183-198. 

Yaroshenko, O. M., Vapnyarchuk, N. M., Burnyagina, Y. М., Kozachok-

Trush, N. V. and Mohilevskyi, L. V. (2020). Professional develop-

ment of employees as the way to innovative country integration. 

Journal of Advanced Research in Law and Economics, 11(2), 683-

695. 

Yarovyi, V. F. (2017). Theoretical aspects of the research of innovation and 

investment strategies of tourist enterprises. Black Sea Economic 

Studies, 24, 178-181. 

Yevdokymov, V. and Polchanov, A. Y. (2017).The impact of military con-

flicts on capital flows, GDP, debt obligations, currency, consumer 

and trade indicators. Business-Inform, 4, 48-54. 

Zaporozhets, A., Babak, V., Isaienko, V. and Babikova, K. (2020). Analysis 

of the Air Pollution Monitoring System in Ukraine. Studies in 

Systems, Decision and Control, 298, 85-110. 

Zavarika, G. M. (2022). Military tourism as a peculiarity of tourism devel-

opment in a post-conflict territory. Journal of Geology, Geography 

and Geoecology, 31(1), 186-193. 

Zhansagimova, A. E., Nurekenova, E. S., Bulakbay, Z. M., Beloussova, E. 

V. and Kerimkhulle, S. Y. (2022). Development of Rural Tourism 

Based on Green Technologies in Kazakhstan. Environmental Foot-

prints and Eco-Design of Products and Processes, 17-26. 

Ziyadin, S., Doszhan, R., Saparova, G. and Omarova, A. (2018). Business 

tourism as a priority for the development of the tourism industry in 

the Republic of Kazakhstan. In: Proceedings of the 32nd Interna-

tional Business Information Management Association Conference, 

IBIMA 2018 - Vision 2020: Sustainable Economic Development 

and Application of Innovation Management from Regional expan-

sion to Global Growth (pp. 3379-3383). Seville: International 

Business Information Management Association. 

 

Received: Oct 15, 2022 Revised: Oct 21, 2022 Accepted: Dec 30, 2022 

Copyright © 2022– All Rights Reserved 

This is an open-access article. 

 


