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The business environment is a system that has its own structure and therefore, possesses synergy, i.e.
the ability to self-organize. Self-organization is a unique happening in open systems that are studied by
relatively new interdisciplinary science of Synergetics. The tools that it suggests are not widely used in
Economics. Understanding of any economy as a system with some level of synergy is a core for the
development of new policies, especially at regional levels while central government bodies provide
nonefficient development decision-making. This work studies specific synergetic possibilities of the
business environment that are relevant for the formation of new tourism products. The uniqueness of
every touristic destination emphases the importance of regions as well as communities in its
popularization. This study gives a detailed description of synergetic possibilities of business environment
on a regional level that can be used for the development of brand-new tourism destinations. The
importance of information flows is revealed. The organizational processes in the distribution of
information are assumed as a leading principle of effective use of synergetic possibilities of a
surrounding system while presenting new ecological products (particular events and destinations in
general) in a tourism context. The conditions, in which the mentioned is possible, are also explored on
the example of Kherson region in Ukraine and organization process of the specific festival in its southern
part in 2017 — Tryhutty International Kite Festival. Kherson region and Ukraine at all have huge tourism
potential that is still not realized. Thus, the development of new tools for brand-new tourism products
formation is up-to-date. Approaches to using the synergy in tourism are proposed based on Ukrainian
and Indian experiences.
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Introduction. Forecasting of the business environment behavior is determined by the
complexity of this environment's structure. The study of synergetic possibilities allows taking
into account the influence of uncertainty on the results of tourism economic activity within the
framework of this business environment. Within Ukrainian integration into the European
economic system, the theme of local initiatives in tourism and environmental protection is
becoming more urgent. With the entry into force of the Ukraine-EU Association Agreement
and the corresponding reform of the country's economy, regions in general and communities,
in particular, are receiving more and more tools and opportunities for self-organization. At the
same time, the business environment has received a powerful impetus for self-organization.
This has been caused by the need of adaptation to new realities, such as conformity of
products and services with standards, certification of goods, the specification of environment
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protecting requirements, and the quality of resources. For tourism, the most important factor is
a significant increase in the tourist flow due to the launch of the Ukraine-EU visa-free regime.
An increase in the number of Ukrainian tourists in Europe will also contribute to the
awareness of Europeans about Ukraine, to increase of their interest in our country and,
accordingly, to increase of incoming tourism to Ukraine.

Problem statement. The publications analysis on the indicated problem shows that the
business environment synergetic possibilities are formed due to the actual activities of many
participants, such as public organizations, local leaders, authorities, farmers, researchers,
journalists, etc. The opportunity of new tourism products formation on the basis of
ecologically significant objects (ecotourism) should be viewed from the standpoint of using
the business environment synergetic possibilities, typical for some specific area. Foreign and
Ukrainian scientists’ works study various manifestations of synergy in the tourism business
environment [1-8].

Ecological aspects of tourism are discussed in [7]. This approach is based on system
theories, related to Synergetics, and includes a variety of tools of the economy’s ecological
basis, in particular, its tourism branch. Approaches to the tourism development as a
component of the competitive Ukrainian economy are considered in the works [2, 3]. They
substantiate important worldview aspects of tourism, as the industry is oriented to the natural
and cultural environment. Tourism, along with various manifestations of related industries,
brings real benefits to the local population. The role of economic behavior as the basis for the
tourism development takes into account psychological factors in the acquisition of tourism
products [9]. In most works, the methodology of studying tourism is not synergetics, but other
interdisciplinary approaches.

Tools of Synergetics in the application to the tourism sphere were not considered earlier.
This refers to the unsolved parts of the general problem.

The purpose is to identify and explore the synergetic possibilities of the business
environment in which a new tourism product is being formed.

Results of the research. As the methodology for the study of the stated problem, the
toolkit of Synergetics was chosen. Synergetics is the science that studies the processes of self-
organization in a system in the presence of external perturbations [11, 25].

The key concepts of using the business environment possibilities are synergy, self-
organization, level of development direction and attractors. Synergy is the ability of a system
to shape its development from inside, not always within the framework of a certain program
that is given from outside. Self-organization is the spontaneous formation of highly ordered
structures from “the embryo” or even from the chaos [11]. A different formulation is a
spontaneous transition from an unordered state to an ordered one, due to the simultaneous
synchronous action of many subsystems [1, 13, 14]. According to these definitions, each
system has a certain level of synergy. The vector of development is called an attractor. An
attractor is a phenomenon that is formed due to the presence of synergy in the system. It
attracts to itself intermediate states of the system [19-24].

Thus, synergy is the basis of self-organization. An attractor is a specific form of its
manifestation. Synergy is a characteristic that cannot be measured and calculated at this stage
of the scientific development. At the same time, it has quite specific manifestations. Their
study, measurement, and description make it possible to define some level of the system's
synergy development. This, in turn, allows us to predict the development more accurately in
conditions of uncertainty. Subsequently, we can understand the scale of the transformations,
which the system can be subjected to.
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Information should be considered as the main manifestation of synergy in the tourism
sector business environment. Information generators, channels and the breadth of its
distribution, control over its quality and reliability are among the key synergetic characteristics
of the tourist business environment [1, 17]. It can be assumed that the tourism product itself is
a manifestation of the synergy of the entire surrounding business environment, as it includes
the benefits created by other sectors, like transport, food industry, services, etc. [2, 8]. Hence,
the information becomes a connecting link of all accompanying goods. Let us consider this in
more detail.

Complex tourism product is a purposeful combination of goods, services, works and other
tangible and intangible objects, necessary and sufficient to meet the needs of tourists and other
travelers, which is in accordance with the objectives of travel and is proposed for sell [2].

In the world practice, the concept of “tourist destination” is also used. That is a territory
that has unique tourist resources, offers a certain set of services that meet the needs of tourists
and satisfy their demand, and therefore possesses outstanding image and popularity in the
tourism field of the country or region [2, 6].

In our opinion, these scientific definitions do not take into account the most important for
modern realities information factor. Even with the presence of related services of outstanding
quality in some particular environmentally significant place, it cannot become a tourist
destination without the (simple) knowledge of tourists about its existence. It is (simply) the
knowledge of tourists about the importance and uniqueness of this place that makes it possible
to form a tourist product. Knowledge, formed on the basis of correctly distributed information,
is one of the key factors for the development of a new tourism product and tourism activity at
all. This is the information flow that can become the basis of the attractor, which will form a
strong trend to increase in popularity and to develop a specific tourist destination.

Ukraine has serious and most unique tourist resources and offers a wide range of services.
Nevertheless, it cannot be called a tourist destination with stable demand. In particular, in the
case of Ukraine, an important factor was the information one. As can be seen from Table 1,
the number of foreign tourists has decreased by half since 2014. This is a consequence of the
events in the East of Ukraine and the annexation of the Crimean peninsula. Information
distributed by all the world's media actually represented Ukraine as a country in a state of war.
That was naturally perceived as a danger for foreign tourists. In this context, it is interesting to
note that the share of tourists who visited the Kherson region (southern Ukraine), located on
the border with the Crimea, shows a strong tendency to increase, from 7 % in 2011 to 22.5 %
in 2015. That will be explained below.

Table 1
Dynamics of tourist flows to Ukraine for 2011-2015
Year General amount of tourists Growth rate compared to the | The share of tourists
(domestic and foreign), previous year, who visited the
thousands of people % Kherson region, %
2011 21415 1014 7,0
2012 23013 107,5 7,3
2013 24671 107,2 10,1
2014 12712 51,5 17,3
2015 12428 97,8 22,5
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The popularization of the region requires stimulation. It is even more difficult when a goal
is to attract foreign tourists. One of the typical tools to popularize tourism in a particular
region is the organization of a festival with some special topic. This presumes the creation of a
powerful information flow. We suggest considering the synergetic features of the tourism
business environment on the example of the Tryhutty International Kite Festival 2017, which
was held in southern Ukraine in May 2017.

In order for a tourist to become a consumer of a particular tourism product, he or she must
have reliable information: namely, what where when will take place, the festival program,
target audience, places of festival activities. Tryhutty IKF 2017 was the first international
festival in the field of kites in the history of independent Ukraine. It was initially problematic
from viewpoint of little knowledge of wide audience on this topic (kite flying). Nevertheless,
5-6 thousand tourists visited the festival. That exactly showed the result of right information
campaign. It included the popularization of the unique ecological features of the Tryhutty
(Trykhaty) village, where the main festival event was held, and the southern Ukrainian region
in general.

On one hand, information is an impulse for every particular tourist and group of tourists to
come and visit the festival — i.e. it is, in the words of synergetics, the impact of an external
factor. Its result is that fluctuations of individual elements of the system can become
synchronous and form a unified behavior of the collective. On the other hand, this information
becomes a synergetic possibility of the environment. It directly affects a wider range of
stakeholders, understanding information as the means of production that can be used by an
infinite number of producers [1]. The all-Ukrainian tourism organizations and associations
have included Tryhutty IKF 2017 in their catalogs and presentations. Regional virtual groups
in social networks actively discussed the preparation and implementation of the festival. They
forced the appearance of those who wish to become festival partners and advertise themselves,
or assist in the organization. The broader institutional formations considered their abilities to
include this event in their field of interest.

Anyway, a tourism product is tied to a specific geographical location. This is the first
restraining factor for its development. For example, the Gujarat International Kite Festival in
India, known for many years, can hardly be conducted in, say, State of Telangana or State of
Goa. Expand of such a tourism product can only be in deep, and not in breadth. At the same
time, Telangana State's own product — the Telangana International Kite Festival, that takes
place immediately after Gujarat's one — as experience shows, attracts same tourists and visitors
of Gujarat IKF. This is possible due to the fact that these festivals are especially held one after
another. This cooperation is a clear manifestation of the synergy in the tourism sector and
becomes a stimulus for increasing the profitability of each individual tourism product due to
cost sharing. For example, the Gujarat IKF organizers cover for foreign kite flyers tickets to
India only, whilst the Telangana IKF organizers have to cover, thus, only return tickets for
those participants who are coming to their festival after the Gujarat's one.

Tryhutty IKF 2017 was organized precisely according to the model of the mentioned
Indian festivals. Today the process of forming territorial organizations (communities) is
underway in Ukraine. In this context, the festival was held. A tourism product is attached to
the ownership rights of a specific organization or institution. This factor is also a restraining
factor since it is the right of the community or institution to dispose of its land as a resource.
And accordingly, it is the owner of the rights to this location has a decisive voice for a new
tourism product creation. These arguments are aimed at preserving the ecology, as the basis
for the ecotourism development. Hence, it becomes beneficial to the local population. It is the
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availability of potential benefits that stimulate the business environment and its development.
According to Synergetics, finding an equilibrium state is the key to successful development
[11]. Therefore, the most successful self-organization in creating a new tourist destination is
possible by reaching a compromise between the interests of business and local residents. It is
important to take into account that, being right-holders, local residents should understand and
get into life their responsibility for the territory.

Consequently, the activation of the business environment synergetic possibilities should
also include the activation of synergy in a particular community — the collective of people.
Here, the key factor is the leadership and competence of individual community members.
Weak synergy within the community should be built up through “bottom-up” activities — by
NGOs through education, advocacy, advertising and information activities in general [22, 23].

On the festival example — participants of the territorial community should understand what
the festival gives them. For someone, this can be an opportunity to earn, selling their goods
(for example, home food, handmade, etc.) and services (help in the festival organization), and
realize their personal potential, raise their popularity and authority.

Generation of additional cash flows — the inflow of free energy in terms of synergetics — is
not that evident, but still a leading factor in building up synergy within the business
environment of a particular tourism product. The higher the popularity of the tourism product
is, the greater is the income that all those interested can expect. At the same time, consumers
of a new tourism product based within a newly created tourist destination can receive pleasure,
which is far-reaching of their expectations. Being the goal of their journey, such pleasure
means satisfaction of tourists’ cultural, spiritual and other intangible needs in a unique way.
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Figure 1. Dynamics of tourist flows into the Kherson region for 2011-2015,
thousands of people

As it can be seen in the diagram (Figure 1), the overall dynamics of incoming tourists flow
to the Kherson region is positive. A small decrease in the number of visitors to the region to
2.2 million people happened in 2014 due to the situation in Ukraine, but the following year the
number of tourists significantly exceeded the indicator of 2013. This can be explained as the
result of actual problems with visits to the Crimea by Ukrainian citizens as well as by
international tourists. Here comes the understanding of Kherson region by them as a kind of
“substitute”. Although each region is unique for tourism, travelers consider first of all their
security while planning a trip. In our opinion, this fact shows some kind of desire for tourists
to look for new, not well-known destinations.
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A tourist is a consumer of a specific product that clearly involves his or her cognitive
processes. To conduct these processes, i.e. to see and to get to know, the tourist possesses
quite short time in comparison with locals and, moreover, with the time it took for this place
of interest (ecological attraction) to form. This proves that the entire infrastructure, as well as
the organization of the trip itself (in form of a tour or an excursion), should be planned
thoroughly and realized in each possible tiny detail. The more complex the system will be, the
more opportunities the tourist will have to get to know it (to reflect it in his or her conscious)
within the time limit of his or her trip. Maximal use of synergetic possibilities within the
system will help to increase the amount of free energy, as it is called in synergetics, to come
into the system. This means that perception processes of tourists will “capitalize” in
consumption of local goods and services by them, the i.e. inflow of both Ukrainian and
foreign currencies. The latter is connected with the problem of international tourism
development in the region.

Conclusions and prospects for further research. The activation of the business
environment synergetic possibilities gives a stimulus for an increasing number of small
structural entities and individual elements to become producers of creative factors of a hew
tourism product. Using our example — professionals more experienced in other areas give
advice and improve the final product — the festival. The interdisciplinary aspect, in this case, is
very well manifested.

The activation of the business environment synergy is among the factors determining the
development of tourism in general and in particular a new tourism product within the
framework of a specific new tourist destination. The ecological aspect is especially noticeable
in this case. On one hand, the preservation of a certain ecological attraction is possible only in
the framework of maintaining the existence of the entire ecosystem in which it is located. On
the other hand, this ecosystem is a geographical reference for the business environment in
which the tourism product is being formed and will be consumed in the future.

The tourism product formation is impossible without a wide range of synergetic
possibilities of (business-)environment, in particular, infrastructural and informational. At the
same time, the activation of such possibilities through the festival organization plays one of
the defining roles in the new tourism product creation, especially when opening a
fundamentally new tourist destination.

Further research is possible in the field of identifying specific synergetic characteristics of
the business environment in which a new tourism product is being formed. This may be
possible by identifying the preferences of tourists attending typical attractions around the
world. Other important future research problems are the definition and formation of
methodical approaches to pricing in the framework of radically new tourism products, and
studying particular features of the costs of a new tourism product. All these areas can be the
basis for further development of a specific toolkit for enhancing the business environment
synergetic possibilities.
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busnec-cpena — 3T0 cucTeMa, KOTOpast UMEET COOCTBEHHYIO CTPYKTYpY H, ClIeJOBAaTeIbHO, 001a1aeT
CHHEprHel, T. €. CHOCOOHOCTBIO K camoopraHuszanuu. CaMoOpraHu3alus — yHHKaJIbHOE SIBICHHE B
OTKPBITBIX CHCTEMaX, KOTOPOE M3y4aeTcsi OTHOCHTENBHO HOBOM HayKoil CHHepreTuka. MHCTpYMEHTHI,
KOTOpBIE OHA IPeIaraeT, B SKOHOMHUKE [IUPOKO HE MCTONB3YIoTCs. [ToHUMaHue JIF000# IKOHOMHKH Kak
CHCTEMBI C OIIPEACNCHHBIM YPOBHEM CHHEPIMH — O3TO OCHOBa JUISl Pa3BUTHS HOBBIX BHJOB
9KOHOMHYECKOH TMOJNUTHKH, OCOOCHHO Ha PpErMOHAJBHBIX YPOBHAX B KOHTEKCTE INPUHATHSL
LCHTPaJbHBIMA OpraHaMH BIAacTH Hed(h(EeKTHBHBIX peuieHHd B chepe pasButus. B manHo# pabore
U3YYaIOTCsl KOHKPETHBIE CHHEPTeTHYECKHE BO3MOYKHOCTH OM3HEC-CPe/ibl, KOTOPhIE UMEIOT OTHOIICHUE K
(OPMHPOBAaHUIO HOBBIX TYPUCTHYECKUX MPOAYKTOB. YHHMKaIbHOCTh KAKAOW TYpPHCTHYECKOM
JNECTHHAIMM TOJYEPKHBAeT Ba)XKHOCTh Y4YacTHs PETMOHOB M TEPPUTOPHAIBHBIX OOLIMH B e
nonyJspu3anud. JlaHHOe HCCle[oBaHHEe IOJPOOHOE OIMCHIBAET CHHEPIEeTHYECKHE BO3MOXKHOCTH
Ou3HEC-Cpefibl Ha PErHOHAJIFHOM YPOBHE, KOTOPHIE MOTYT OBITh HCIIOJB30BaHbl UL CO3IaHHUS
COBEPLICHHO HOBBIX TYPHCTHYECKHX JECCTHHALMH. BBIBICHA Ba)XHOCTh MH(MOPMAIMOHHBIX ITOTOKOB.
OpraHu3aIoHHbIE TPONECCH! paclpeeIeHus HHGOpMAIN NpeIaraloTcsl HAMH B Ka4eCTBE BEAYIIETO
npuHIMNa 3(GEGEKTHBHOTO HMCHONB30BAHUS CHHEPTETHYECKHX BO3MOXKHOCTEH OKpYIKAIOIIeH CHCTEMBI
OpH BBIBEJICHUH HA PBIHOK HOBBIX DKOJIOTMYECKHX TMPOAYKTOB (KOHKPETHBIX HMBEHTOB W B 00IIeM
JNECTUHALMIH) B TYPUCTHYECKOM KOHTEKCTE. YCIIOBUS, B KOTOPBIX BO3MOXKHBI BBILICYIIOMSHYTBIC
NPOLIECCHI, M3Y4YalOTCsA Ha IpuMepe XEepPCOHCKOHW 00NacTH M IIpoLecce OpraHM3alid KOHKPETHOTO
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(ectuBans Ha rore Yipauns! B 2017 rogy — MexayHapoaHoro ¢ectuBais Bo3mymHbIX 3MeeB Tryhutty.
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CHHEPIUH B TypH3Me MPEIaraloTcsl Ha OCHOBE YKPAUHCKOTO U MHAUMCKOTO OIBITA.
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bisHec-cepenoBuie — 1e cucrema, sika Ma€ BIACHY CTPYKTYPY i, BIATIOBiZHO, BOJIOJIIE€ CHHEPTI€IO,
TOOTO 37aTHICTIO camoopranizanii. CamoopraHi3anisi — yHiKanbHe SBUILE Y BIAKPUTHX CHCTEMax, sKe
BHBYAETHCS BITHOCHO HOBOIO HAayKOIO CHHEpPreTHKa. |HCTPYMEHTH, sIKi BOHA INPOIOHYE, B EKOHOMIIl
OIHPOKO HE BUKOPHUCTOBYIOTHCSA. PO3yMmiHHS Oynob-sKOi €KOHOMIKM SK CHCTEMH 3 II€BHHM piBHEM
CHHEPTii - IIe OCHOBA U PO3BHTKY HOBHX BHJIIB €KOHOMIYHOI MOJITHKH, OCOOIMBO Ha PErioHaIbHUX
PIBHAX Yy KOHTEKCTI NPHHHATTS LEHTPATGHUMH OpraHaMd BIaJu Hee(eKTUBHUX pimeHb y cdepi
PO3BUTKY. Y naHili poOOTiI BUBYAIOTHCS KOHKPETHI CHHEPTeTHYHI MOXIIMBOCTI Oi3Hec-cepeoBHIIa, SKi
CTOCYIOThCS (POpMYBaHHA HOBHX TYPUCTHYHUX NPOAYKTIB. YHIKAIBHICTb KOXHOI TYpPHCTHYHOL
JIeCTUHALIT TiIKPECITIOE BaXKIIUBICTh YUacTi PETiOHIB 1 TEpUTOpialbHUX TpoMaf B 11 momymnspu3amii. [ane
JIOCII/DKEHHST JIOKJIQHO OIKMCYE CHHEPreTHYHI MOJJIMBOCTI Oi3Hec-cepeloBHIAa HA pPEerioHaJbHOMY
piBHI, SIKi MOXYTh OyTH BHKOPHCTaHi JUIi CTBOPEHHsS a0COJIOTHO HOBUX TYPHUCTHYHHX IECTHHALIH.
BusiBneHo BaxuMBicTh iH(pOpManiiiHuX mnortoki. OpraHizamiiiHi mHporecd po3noaity iHdopmaril
NPONOHYIOTBCS HAaMH Y SKOCTI OCHOBHOTO HPHMHLUIY €(EKTHBHOTO BHKOPHUCTaHHS CHHEPIEeTHYHUX
MOJKJIHBOCTEIl HaBKOJIMIIHBOI CHCTEMH IIPH BUBEACHHI Ha PHHOK HOBHX EKOJOTIYHHUX MPOAYKTIB
(KOHKpETHHX IBEHTIB i 3arajoM JECTHHALiil) B TypUCTHYHOMY KOHTEKCTi. YMOBH, y SKHX MOXIIUBI
BUINE3raJaHi MPOIECH, BHUBYAIOTHCS Ha MPUKIAAi XEpCOHChKOI 00JacTi Ta mMpoleci opraHizarii
KOHKpeTHOro (ectuBamio Ha miBaHI Ykpainu B 2017 pomi — MiKHapoAHOTO (EeCTHBAIIO MOBITPSIHUX
3MiiB Tryhutty. XepcoHcbka oOmacTe Ta YkpaiHa B3arami BOJOMIIOTH BEIHYE3HHM TYPHUCTHIHUM
HOTEHIIAJIOM, SIKMH Joci He peanizoBaHui. TakuM YHHOM, pO3poOKAa HOBHX IHCTPYMEHTIB IS
CTBOPEHHS HOBHX TYPHUCTHYHHUX MPOJYKTIB € aKTyaJbHOIO. J{esiKi MiaXoan 0 BUKOPUCTAHHS CHHEpTil B
TypHU3Mi IPOTIOHYIOTHCSL HA OCHOBI YKPATHCHKOTO Ta 1HAIHCHKOTO JTOCBIY.

Kniouosi  cnosa: 6i3Hec-cepenoBuie, iHdopMallis, CHHEPreTHYHAa MOKIUBICTh, CHHEPTIs,
TYPUCTHYHUI POYKT.
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