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Many developing countries today are looking to tourism as a potentially promising avenue for economic and human development. This
perception is relatively new for some if them, and reflects the rapid increase in tourism arrivals, numbers and revenues for many developing countries
in recent years. Traditionally, tourism has been given lower priority than agriculture or manufacturing since it has not been considered a significant or
appropriate source of growth. Increasingly, however, the sector is being valued as a means of earning export revenues, generating jobs, promoting
economic diversification and a more services-oriented economy, helping to revive declining urban areas and cultural activities, and opening up remote
rural regions.

Today, tourism, broadly defined, is the world’s largest industry. It links together a series of cross-cutting activities involving the provision
of goods and services, from accommodation, transport and entertainment to construction, agriculture and fisheries. The industry structure
encompasses a wide diversity of players ranging from global transnational corporations (TNCs) to extremely small enterprises, hence potentially
enabling a number of different scales and levels in the market to participate in the industry.

Georgia’s tourism economic potential is of the fastest growing industries. Reflecting this growth, tourism is one service sector in which
Georgia has a trade surplus (Diagram 1), Net revenues from the tourism sector in 2009 exceeded the similar indicator for the transportation service by
2.2 times due to a rather high growth rate of revenues from business as well as personal tourism (19.8 and 16.7 percent, respectively).

Even more importantly, for many countries tourism is highly lebour-intensive activity that offers opportunities to significantly boost the
numbers of jobs. This is especially important for Georgia that have experienced jobless growth in the recent years. Extractive industries and
manufacturing, for example, create few jobs by comparison. Also, as jobs in tourism and tourism-support activities include a relatively high
proportion of semi-skilled and female workers, and encompass a range of enterprises — from micro to transnational - there are good reasons to expect
tourism-related jobs to target the poor rather than the elite in developing countries.
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Diagram 1

mTransport

Tourisim

= Insurance

® Other busmess service
®m Government service

m Other service

Source: NBG

Moreover, because tourism is such a cross- cutting industry, it can also potentially create spillovers into further investment obs and growth
in other sectors of the economy.

The view that tourism can make a substantial contribution to the economic and social development of developing countries is gaining
momentum due to what has been described as a “quiet but significant reappraisal” of the potential effects it can have on economic growth and
poverty reduction. For example, a recent paper from the United Nations Economic Commission stated, “as an industry, it [tourism] is labour-
intensive; it is less vulnerable than traditional sectors; it is non-cyclical; it has a catalytic effect on the rest of the economy; it has lower barriers to
entry and creates better and more gender concerned jobs than most sectors. More important, being built on natural and cultural assets and consumed
onsite, it can reach the poor in rural areas where poverty is harsher.”

Not only has tourism grown strongly, it has also undergone constant diversification and differentiation. From being an activity aimed at
providing services to a small, affluent elite, the industry has grown to encompass mass, standardized markets, giving the main supply-side agents
(such as tour operators, airlines, hotel chains) a huge role, finally evolving into a highly segmented industry in which demand — the tourist— has
taken the lead.

The development of the industry today is based on the growing sophistication of related services and mounting global competition among
the different destinations for international tourists. On the one hand, potential tourists have an increasing number of destinations and an ever broader
range of products and services to chose from. On the other, destinations have had to offer more than the comparative advantages associated with
location (geographical distance between the supply of tourist services and the demand for them), accessibility and price and provide more
sophisticated and exclusive services in order to stand up to the fierce competition. This problem is particularly difficult for sun, sea and sand tourism,
which is a very important segment for Georgian economies.

There has been an increasing tendency towards the formation of large corporate groupings on the supply side of the tourism industry. In
most of the origin markets, the industry is dominated by large corporations, as a result of the consolidation and concentration of the leading firms in
the different segments of the industry, particularly airlines, tour operators and hotel chains. In Georgia, there has been a proliferation of SMEs
devoted to looking after visitors during their stay, especially firms providing accommodation and catering services. Generally speaking, the size of
these firms is no impediment to high standards and commercial excellence. Although they are very different in nature, these two groups are not
disconnected from each other, but interact in the tourism industry’s value chain.
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Both types of business organization have their strengths and weaknesses. The TNCs have tapped the potential of local tourism destinations
by means of standardized products and global strategies. This has enabled them to benefit from economies of scale, develop new markets, reduce
costs and offer attractive services at highly competitive prices. SMEs have more flexibility to tailor and personalize their services to the needs of the
individual visitor. They are also able to adapt to rapidly changing market requirements. With ever more exacting markets of origin, these abilities
represent a major comparative advantage, since many customers do not want standardized products and prefer to adapt their vacation to their own
needs and tastes. However, personalized tourism and quality-based competition can result in high prices.

Tourism has undergone major structural changes recently. A large number of firms that have historically been associated with the industry
have outsourced many of their activities and firms in peripheral areas are moving into tourism-related sectors. In fact, the ownership of tourist
services is becoming increasingly fragmented, which is creating the flexibility for different agents to enter the industry.

This trend is especially clear in the hotel sector. In the last few years, the main chains have gradually abandoned their vertical integration
strategies and begun to focus on core management services, often moving away from the real estate aspects of the operation. In general, the large
hotel groups have their own brands and their growth strategy revolves around signing management, leasing and franchise agreements. In fact, very
few of the world’s largest chains own a majority share in the buildings where their hotels operate. On the contrary, the hotel groups supply the brand
and management services, while the ownership of the property is a totally separate operation led by different firms.

In the last few decades, franchises have figured strongly in the growth strategies of services firms, and hotels have been no exception to
this. In this regard, branding strategies are becoming increasingly important. In fact, the pursuit of segmented branding strategies as a means to target
different groups of consumers has become one of the main comparative advantages of the large global chains, particularly when the differentiation
between destinations begins to blur. The consolidation of the hotels market through mergers and acquisitions has also led to the concentration of the
main industry brands in the hands of a small number of owners, who manage them without consumers being aware of the changes. Hotel rooms
operating under the brand names of the 10 leading international hotel chains represent almost 20% of global supply today. In this context, certain
intangible assets, such as knowledge of customer’s needs, access to booking systems, brands and forms of business organization, have become the key
competitive advantages underpinning the growth strategies of the largest hotel chains, particularly the United States ones.

As we already mentioned tourism is not a single activity; it is an agglomeration of many separate and related activities that include
transport, accommodation, food and beverage services, cultural entertainment, conventions and trade fairs, sports and recreation. In addition, activities
that are critical to the success of tourism include financial services, telecommunications, health services and others, such as energy, water, security
and law and order. All of these far-reaching activities come together in the production and consumption of tourism.

Taking hotel accommodation as one possible core activity of tourism production and consumption, backward linkages established by
hotels include those with suppliers of inputs that are needed for immediate consumption, such as meat and fish, dairy produce and vegetables and
beverages. Backward linkages also establish longer term relationships such as with construction companies and manufacturers of equipment, linen
and uniforms. When these goods are produced locally they can have a powerful effect on improving the value-added in the host country, through
consumption multipliers and through multipliers associated with the value chain. There are also important forward linkages that include, in addition
to hotels, the production of goods or services used by tourists, such as handicrafts, shopping, musical performances, spa or health treatments and the
employment of tour guides. Some commentators have argued that improvements in the depth and added value of a well-managed tourism strategy can
also translate into economy-wide improvements in private sector investment and growth, via an improved business climate and market discipline.

These services can be put together individually by each tourist, or they can be created as a package by tourism intermediaries that provide
wholesale or retail services (such as tour operators or travel agents and local government agencies). The more that such local forward and backward
linkages exist, the deeper can be a Georgia’s tourism economy, and the less it will rely upon imported inputs. If a Georgia combines this depth with
creativity and innovation, its economy can become more differentiated and more competitive vis-a-vis other destinations.

Indeed, the extensive value chain in tourism provides much potential for local value chain development and the greater the extent to which
the tourism sector is linked with other sectors of the economy, the greater should be the effect on, for example, direct and indirect employment and
revenue generation — an important issue for most developing countries. In addition, a few developing countries that have national airlines could
potentially gain additional export revenues from trade in international passenger transport services.

In the general FDI literature, discussion on these sorts of forward and backward procurement linkages usually focuses on their indirect
effects on the domestic economy, occurring for example through inter-industry productivity spillovers to local firms. Backward linkages from TNCs
may offer a way of raising the productivity of local supplier firms, or improving the quality of their products or assisting with diversification; or there
may be important benefits over time. Forward linkages from TNCs may be even more important if they provide benefits to local firms in terms of
knowledge or marketing skills. In the tourism literature, however, there tends to be a focus on the implications of procurement linkages from the
perspective of what it means for national tourism-related imports and leakages. It is not possible for any country to produce all tourism services and
goods locally, tourism also gives rise to imports of goods and services that are either not produced locally at all, or for which local production is not
competitive.

Georgia case studies and survey found that, in general, TNC hotels obtain current purchases, particularly foodstuffs, locally whenever
there is an adequate and assured supply of the correct quality at a competitive price. They make a significant proportion of their purchasing decisions
at the local rather than corporate level, and the more that is available locally, the more they are prepared to buy locally. Often, there is not much
difference between the TNCs and the local hotels, the differences between them being more a function of their price range and quality.

Thus, for example, in Georgia, interviewees reported that 60-70 per cent of food and most alcoholic beverages come from local sources,
while non-alcoholic drinks are mostly imported by both locally owned and foreign-owned hotels.

For all these reasons, most countries view tourism as a source of economic growth. Given the high standards required by potential visitors,
however, there are a number of obstacles to the development of the industry. Local attractions can be catalysts for the development of a tourism
industry, but to realize their full economic potential they need investment in infrastructure (transport, telecommunications, electric power and
sewerage systems), appropriate support services and human resource training. Only then can countries attract tourists, whose spending will help to
increase local employment and income. It is therefore natural that many developing countries lacking capital, know-how, technology and access to
international networks of tourism marketing see FDI as a means of compensating for those disadvantages. Indeed, tourism is one of the main activities
into which developing countries now seek to attract FDI.
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PE3IOME

Mera 1BOTO JIOCHIDKCHHS TIOJISITA€E B TOMY, 100 TMOSCHUTH POJIb TJOOAIBHOTO JIAHIFOKKA CTBOPEHHS I(IHHOCTI B MOOYMOBI i TMOCHIICHHS
MPOAYKTUBHHX HOTYXXHOCTEH CeKTOpYy TypH3my [ pysii.

KirouoBi cioBa: cekrop Typusmy ['py3ii, KOHKYpEHTOCIPOMOXHICTb, €KCIIOPTHA JiSUTbHICTD, MiABUIIEHHS IPOLYKTUBHOCTI

PE3IOME

Lenp sTOro MccienoBaHUS COCTOMT B TOM, 4YTOOBI OOBACHUTH POJIb TJ00ANbHOM LENOYKM CO3AaHMs LEHHOCTH B IMOCTPOCHUM M YCHIICHUH
TIPOU3BOIUTEIBHBIX MOIIHOCTEH cekTopa Typusma I'py3un.

KiroueBsle ciioBa: cektop Typusma ['py3uu, KOHKYpEHTOCIIOCOOHOCTh, IKCIIOPTHAS IEATENILHOCTD, HOBBILICHHE IPOM3BOIUTEILHOCTH

SUMMARY

The objective of this research is to explain the role of global value chain in building and enhancing productive capacities of tourism sector of Georgia.
Keywords: tourism sector of Georgia, competitiveness, export activities, increasing productivity

3AKOHOJIABYI ACMIEKTH ®YHKI[IOHYBAHHS IMAJIMBHO-EHEPTETUYHOT'O KOMILJIEKCY YKPATHA
Manarycunens P.B., Cexperap IlocriiiHoi nenerarii Bepxosuoi Pagu Ykpainu y [IAYEC, actipadt JIoHenbKOro HalioHaJbHOTO YHIBEPCUTETY

AKTYyaJbHIiCTb JOCTiIzKeHHs1. 3aKOHOIABCTBO B YKpaiHi Hapa3i 3HaXOAUTHCS Ha CTajii cBoro ¢popmysanHs. OCHOBHOIO CKIIAJIHICTIO € Te,
o Maibke OIHOYAaCHO, a 1HOAI 1 paHilie NMPUIMArOTHCS 3aKOHOJAaBYi aKTH CHEL{ialbHOrO, a He 3aralbHOro xapakrepy. 3okpema, LluBinbHuil Ta
Tocnonapcbkuit koxekcu Oynau mpuitHATi Habarato misniumre, Koxekcy «IIpo Haapa», 3akoHiB «[Ipo TpyOGonpoBimnuii TpaHcmopt», «IIpo
€HEePro36epesKEeHHD).

EnepreTiyne 3aKOHOJABCTBO B YKpaiHi 3HAXOOHTHCS HA CTafil CTAHOBICHHS 1 HOTpeOye MPUIHATTS HU3KH HEOOXIOHUX KIIOYOBHX
3aKOHIB (IIPO Jiep)KaBHE PETYIIOBAaHHS B EHEPreTHLli, PO PHHOK IMPHPOJHOrO Traszy, TOLIO), a TaKOX NPOBENeHHS Komudikamii iCHyH4YOoro
3aKOHO/IABCTBA.

I[poanani3oBaHo Hal[iOHAIbHE 3aKOHOJABCTBO B CHEPreTHYHIIl rayry3i Ta BUSBICHO HOro «cnabKi MicIyn».

MeTo10 AOCHIDKEHHS € BHSBJICHHS MNPOTajJMH Y HAlllOHAIFHOMY 3aKOHOJABCTBI YKpaiHM B EHEpPreTHYHiil raiay3i 3 MOJajIbLINM
BUPOOIEHHIM e()eKTHBHHX IIUIAXIB PO3B’I3aHHS IPOOIEMHHX ITUTAHb.

Enepreriyne 3aKOHOJaBCTBO B YKpaiHi movano (opMyBaTuch, sIK i B 6arathbox KpaiHaX, Ha OCHOBI HOPMATHUBHOIO aKTy CXBAaJCHOTO
TlapnameHTOM, SIKUil OXOILTIOBAaB B3a€MOBITHOCHHM BCIX Tally3eil MaJMBHO-EHEPTETUYHOTO KOMIUIEKCY. TakMM HOpMaTHBHUM akToM € HarioHanbHa
eHepreTuyHa rporpama Ykpainu no 2010 poky, 3atBepmxena [locranoBoto BepxosHoi Pagu Ykpainu Bix 15 tpaBas 1996 poky.

Ha mincrasi HanionanbHoi eHepreTHYHOT IporpaMu KOXKHA 3 Taily3eil MaluBHO-CHEPreTHYHOTO KOMIUIEKCY PO3po0uiIa Ta KepyeThCsi CBOIM
OKPEMHM 3aKOHOM Ta NPUHHATUMU Ha 1X BHKOHAHHS IIiJ[3aKOHHUMHU aKTaMu. Tak, B €JIEKTPOCHEepreTuili roloBHMM € 3akoH Ykpainu «IIpo
€IIEKTPOCHEPIreTUKy», B siiepHill eHepreruni — 3axoH YkpaiHun «IIpo BUKOpHCTaHHS siuepHOI eHeprii Ta pagiamiiiHy OesmeKky», y BYTiIbHO-
MPOMHCIIOBOMY KOMIUTEKCI - ['ipHHumii 3akoH, B HadTorazoBomy komiuiekci — 3akon Ykpainu «IIpo HadTy i ra3» Tomio.

OCHOBHUMH 3aKOHOJABYMMH aKTaMH, LIO PEryJIOIOTh BITHOCHHM B €HEpreTulll Takox € 3akoH Ykpaiuu «IIpo mpupoaHi MOHOMOMmIi»,
SIKUM BH3HAUYCHO IIPABOBi, EKOHOMIUHI Ta OpraHi3allifiHi 3acajy AEp)KaBHOTO PETyIIOBaHHS MiSUIBHOCTI Cy0’€KTiB IPUPOAHHX MOHOIONIHM 1 METOIO
SKOTO € 30aJaHCyBaHHs HTEPECiB CHOXXHBAYiB HAMTH i MPUPOAHOrO rady Ta CyO’€KTiB MPUPOAHHX MOHOIOMIH, SIKI MPALOIOTh y Tanmy3i, 3aKoH
VYkpainu «[Ipo mineH3yBaHHS NEBHUX BUJIB TOCIOAAPCHKOI JiSTIBHOCTI», SIKMH BHM3HAYa€ BHUAM TOCIONAPCHKOI isIBHOCTI, L0 MiIATAalOTh
JIIIEH3yBaHHIO, HOPSIOK iX JilleH3yBaHHS, BCTAHOBIIOE JepPKaBHHUI KOHTPONIb y cdepi MileH3yBaHHs, BiINOBIIAIbHICTE Cy0’€KTIB TOCIIONAPIOBAHHS
Ta OpraHiB, IO JILEH3YIOTh F'OCHOAAPCHKY NisUTBHICTD 3a MOpYLICHHS Yy Wiil cdepi, 3akoH Ykpainn «IIpo miHu i HiHOyTBOPEHHS», SKUM BH3HAYCHO
MOJIITUKY LIHOYTBOPEHHS JUIA BCIX MIZANPUEMCTB 1 OpraHizaliii He3anexxHo Bi GopM BIACHOCTI, MiINOPSAAKOBAHOCTI, METO/IB OpraHi3auii npami ta
BUPOOHHIITBA.

Y 2006 poui 3aBeplieHO HIECTHPiYHY pobOTYy 3 po3pobku Eneprermunoi crpaterii Ha mepion no 2030 poky. Crpaterito cXBaJeHO
posnopskennsam Kabinety Minictpi Ykpainu Bia 15 6epesns 2006 poxy 3a Ne 145-p i Bona HaOyna odiuiiiHoro crarycy.

OpHiero 3 ocobnmuBocTeil EHepreTnuHoi cTparerii € HassBHICTh PO3JiTy IIOAO 3aKOHOAABUOTO 3a0e3IeueHHs. Y cTparerii Big3HadeHo, 1o
Ha IIeif Jac IpaBoBe PEryJIIOBaHHS MAJHBHO-CHEPTETHYHOIO KOMIUICKCY Ma€ HECHCTEMHUH XapaKTep Ta XapaKTepU3YeThCsl BIICYTHICTIO PAMKOBOTO
3aKOHY, SIKHil BCTAQHOBIIIOBaB OM OCHOBHI 3acaiu Ta MiAXOAH A0 PETyIIOBAaHHS BIZHOCHH B €IEKTPOCHEPIEeTHYHOMY, SAECPHO-IIPOMUCIOBOMY,
BYTLIBHO-IIPOMHCIOBOMY Ta HA(hTOra30BOMY KOMILIEKCAX.

TakuM 4MHOM, NMOPSA 3 HAsBHICTIO MPOrPaMHOTO JOKYMEHTY, IiJKpecieHa HeoOXiIHICTh PO3POOKH Ta NPUIHATTS PaMKOBOTO 3aKOHY.
CTBOpPEHHSI €AMHOTO KOMIUIEKCHOTO €HEPreTHYHOrO 3aKOHY MPO CHEPreTHYHy MOJITHKY, TOBUHHO CTaBUTH 3a METY BCTAHOBJICHHS YHi(piKOBaHHMX
IXOMIB 0 TEPMiHOJIOTI], epen0aunTi OCHOBHI 3acajiil IIPaBOBOTO PETyIIOBAHHS BCi€l eHepreTHKY, BU3HAYNTH HaIllOHAIIBHI iHTepecH y miit cdepi,
BCTQHOBUTHU IIPaBHJIA MiSUIBHOCTI yCiX yYacHWKIB €HEPreTUYHUX BiHOCHH Ha 3acajaxX CIIPaBeIJIMBOCTI, HEIUCKPHMIHALIHHOCTI Ta MPO30POCTi,
nependaYnTH BUMOTH JI0 MiZATOTOBKY Ta peaizallii 3aKOHOJaBYMX aKTiB i IPOrpaMHUX JOKYMEHTIB. Y MOAAIBIIOMY TaKHI 3aKOH Ma€ CTaTH OCHOBOIO
€HEPreTHYHOr0 3aKOHOJaBCTBA Y KpaiHH.

CaMe 3aKOHM MalOThb CTaTH OCHOBOIO IIPABOBOTO PETYIIIOBAHHS €HEPreTUYHUX BITHOCHH. Take peryiioBaHHA Mae OyTH MaKCHMAalbHO
YITKUM Ta JeTali30BaHUM, 10 JO3BOJIMTH OOMEKHTH NOTPeOM Yy MNPUHHATTI MiA3aKOHHUX HOPMATHUBHO-TIPABOBUX aKTIB Ta YHHKHYTH
JIHUCKPUMIHANIITHOTO 3aCTOCYBaHHS 3aKOHOJABCTBA, JOBLIBHOTO TIyMadeHHS 3 OOKy UHMHOBHHKIB. Bynb-ski, €KOHOMIUHi, iHCTHUTYLiiHi Ta iHmm
NePEeTBOPEHHS B SHEPreTHIIi, a TaKoX M00YyI0Ba BHYTPINIHBOI Ta 30BHIIIHBOI MONITHKH Yy Wil cdepi Mae IPYHTYBATHCS BUKIIOYHO Ha ITOJOXKEHHSX
3aKkoHiB YkpaiHu. Tomy, 110 3arajipHIiCTh y (HOPMYJIOBAHHSX IIOJIOXKEHb ICHYIOUMX 3aKOHIB 3yMOBJIO€ HEOOXIIHICTh NPUHHATTS YMCICHHHX
ITi[3aKOHHMX aKTiB Pi3HUMH OpraHamu Biajau. Takuii MigXig X0 MPaBOBOrO PEryJIOBAHHS CTBOPIOE YMOBH Il HEOAHAKOBOIO 3aCTOCYBAHHS BUMOT
3aKOHIB Ta BiANIOBITHO HEAOCSTHEHHS 200 HEIIOBHOTO JOCSATHEHHS IepeJ0adeHHX HUMU LIl Ta 3aBJaHb.

HopmaTuBHO-1IpaBOBi aKTH MalOTh BiJIOBIJATH ICHYIOYMM Mi>KHApOJHUM 3000B’sI3aHHIM YKpaiHu y cdepi eHepreTHkH, sKi nependayeHi
Horosopom 10 Eneprernunoi Xaprii, KioTcbkuM HpOTOKOJIOM, HU3KOK JBOCTOPOHHIX MIKHAPOJHHX YTroJ, a TAKOX BHMOTI'aM CHEPreTHYHOrO HpaBa
€C.

BpaxoByioun BH3HA4YCHI CTpaTeri€lo 3acaau CTBOPEHHs Ta BIOCKOHANCHHs 3aKkoHomaBcTBa y cdepi ramyseit I1EK, ioro momampumit
PO3BHUTOK Ma€ 3iHCHIOBATHCS 32 TAKIMH HAlPSIMaMu:

- JOKJaJHe BH3HAYEHHS CTPYKTYPH JEP)KaBHOTO YIPABIIHHS Ta PETyJIIOBaHHS, YiTKe PO3MEKYBaHHS LUX (yHKUIH, 30KpeMa, MO0
(opMyBaHHS IPaBUIT JisTBHOCT] HA pHHKAaX €HEPrOHOCIiB;

- BIOCKOHaJeHHs (YHKLIIOHYBAaHHS PUHKY €JIEKTPOCHEprii Ta BU3HAYCHHS 3aca/] (yHKI[IOHYBaHHs PUHKY IIPHPOJHOrO rasy, 30Kpema,
3aKOHO/IaBYOTO 3aKPIIUICHHS 32 PETYJIIOI0YNM OpraHoM (YHKIIT BCTAHOBJIEHHS PaBUII POOOTH PHHKIB;

- CTBOpeHHsS [i€BHX (DIHAHCOBHX 1 MOAATKOBUX CTUMYJIB JUIi MOJCpHI3auil EeHepreTHYHUX OO0 ’€KTIB Ta 3aCTOCYBaHHSI
eHepro30epiralouux TeXHOJOTIH;

- CHCTeMaTH3allii Ta BIOPSIKYBaHHS BiJHOCHH BIACHOCTI y TaJly3siX NAIMBHO-CHEPIeTUIHOIO KOMILIEKCY;

- BJIOCKOHAJICHHS KOHKYPEHTHHX PHUHKIB CTHCHYTOTO i 3pi[PKEHOr0 ra3y, i HapTOIPOIYKTIB Ta BU3HAYCHHS IOBHOBAXECHD AEPKABHOTO
opraHy peryIroBaHHS B Ll cepi;

- BIOPSAKYBaHHS yMOB Ta IIPaBIJI HATaHHS AEP)KaBHOI MIATPUMKH, B TOMY YHCII cyOcuaitoBaHHs, mignpuemcts B [IEK;
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