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GdopMBI B CBOIO odepenb ONAarompHUsATHO Ui PasBUTHUS IUIACTUYHOCTH, TaK KaK YCHIMBAeT OOraTcTBO BO3MOXKHBIX KoMmOuHanumil. Ho
9MEpKEHTHAs] TPHPOJa ITayTHHOOOPAa3HBIX JIOTHCTHYECKUX CHCTEM CIIOCOOCTBYET OOOCTPEHHIO BHYTPEHHHX IpOoTHBOpeumid. [l CHATHA
MPOTUBOPEUMIT JIOJDKHBI IIMPOKO TMPUMEHATHCS HPABCTBEHHO-3THYECKUe HOPMBL. OCOOCHHO Ba)KHO YYHTBIBATH 3TOT AacCleKT HPHU HPUHATHH
CTPATErNUECKUX yNPaBICHUECKUX PEIICHHI.
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PE3IOME
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SUMMARY

The article studies the principles of synergistic connection of innovation with the processes of complex logistics systems functioning.
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The nature of the development of tourist places and the continued evolution of tourism itself are subjects which have been addressed by many
authors over the past half century. This chapter discusses the nature of the process of tourism-related developments, and the changes which tourism
has undergone since it became a global phenomenon. It is argued that modern or current tourism is the result of evolutionary rather than revolutionary
change and that the future of tourism will be similar in many respects to its present form. The logic behind this argument is discussed below and some
examples are provided to aid the discussion.

Tourism is a large and complex phenomenon, with economic, environmental and socio-cultural implications for places and populations which
become involved with it. It is both subject to change as a result of external factors and is itself a major agent of change. Tourism, like any other
economic and social phenomenon, cannot be examined out of context. It is the result of the interplay of local, national and international forces, trends
and mindsets, along with the influence of individual key actors, political ideologies, world events (natural and human) and changing tastes of
consumers. Of particular significance for tourism is technological change.

Cost, rather than time or distance, is now the principal limitation to travel, and as travel costs have continuously declined over the last half
century, coinciding with a general rise in living standards and incomes, at least in the industrialized world, the potential for tourism has increased
enormously. Over the last two decades in particular, improvements and innovations in communications and information technology have made
available to consumers greatly increased information and flexibility to use that information, as well as helping to further reduce cost and time needed
to arrange travel and other elements of vacations. The overall result has been a vast increase in tourist travel, driven by a much greater range of
destinations and travel options being made available to and taken up by tourists. New destinations appear annually, reflecting the potential for income
generation in those locations and also the potential traffic seen by those providing transportation, particularly low-cost airlines.

All of this growth, however, has somewhat served to mask the fact that tourism itself has not changed appreciably in many respects: as
discussed below in more detail. The opportunities to engage in tourism in many more locations, at lower costs and for shorter periods of time have
greatly increased the choices available to potential consumers. Similarly, there has arisen greater scope for specific forms of tourism, often of a more
individual nature, particularly in terms of making arrangements and travel decisions. Thus, forms of tourism such as ecotourism, cultural tourism,
heritage tourism and music tourism have been hailed as indicative of the ‘New Tourism [1], although, in fact, these forms of tourism have been
present since the beginning of tourism itself [2]. What is new is the scale of these specific forms, but as overall tourism numbers have greatly
increased over the last half century, it is not surprising that the numbers engaging in specific forms of tourism have also increased, and thus become
more visible to observers. This is not to deny that elements of tourism have become part of the ‘postmodern’ life, but it should serve as a reminder
that many of the elements of tourism remain relatively unchanged, in spite of the fact that the scale and spatial patterns at the global level may have
changed, and at the local level major developments have occurred.

Such developments, however, always need to be examined in the context of the overall global change in areas such as technology, affluence and
political stability.

Reasons for places becoming involved in tourism are varied. In some cases communities may see tourism as a means of economic development
and be keen to become a tourist destination. In other cases, communities may be selected by individuals (entrepreneurs), by agents such as tour
companies, or, as in earlier years, by railway companies, as potential tourist destinations and be developed accordingly. In a way similar to the effect
of railway expansion in the nineteenth century, airlines—particularly the budget airlines—have been responsible for a rise in tourist visitation to a
number of destinations simply by selecting them as suitable locations for new services from developed country markets. Irrespective of the way in
which tourism has been introduced to destinations, the end results have been very similar in many cases. The impacts of tourism development have
been well documented, for example by Mathieson and Wall (1982), and Pearce (1995), and there is now a considerable body of literature on the way
in which destinations develop and change as a result of the arrival of tourism. The commonality of many of the effects of tourism in terms of the
process of development of tourist destinations has been noted by several authors and has been encapsulated in the Butler’s Tourism Area Life Cycle
model [3]
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The development of destinations would appear to owe much to chance and serendipity. Whims of entrepreneurs and of initial visitors, good or
bad fortune in terms of physical events, fortuitous or unfortunate timing of economic or political events such as market downturns, increases in price
of oil, revolutions or coups, can leave a potential destination stripped of its potential for a considerable time, while another place may suddenly
benefit from a competitor’s misfortune. In many cases, such eventualities may not only be unforeseen but also unavoidable, in the sense that the
causal events may be completely beyond the control of the destinations involved. A smooth, planned and controlled pattern of development of a
tourist destination along a predetermined and anticipated route is the exception rather than the rule.

Yet, it is argued, the end result in terms of the process of development is often very similar, and in many cases even the physical form or
morphology of destinations may be very much the same [4]. In terms of coastal destinations where the focus is the beach, or winter sports destinations
where the focus is access to slopes, the morphology of respective destinations bears many similarities. In recent years, this may be because it may be
the same architects and development corporations which are copying each other and using a tried and successful model: whereas, in earlier years, it
was perhaps more a function of basic economic geography, namely, getting the consumer as close as possible to the main attraction and charging
them more the closer they were to that attraction. Maximizing access to the beach or the boardwalk influenced hotel and other accommodation,
location and pricing, just as a room with a sea view still holds a premium in terms of price over one looking out on to a car park.

Tourism destinations face specific problems as they develop, which accounts in part for the similarity of the development process. What attracts
tourists initially is itself subject to change and even removal. Such change and disappearance may not be intended or even noticed for some time, and
in some cases, it can be argued that it may not matter if the criteria for success are measured in a relatively short-term economic context. However,
there is an inescapable fact—those responsible for many destinations seem to fail to note or acknowledge that development inevitably means change,
and changing the appearance and attractiveness of a destination almost equally inevitably means changes in market appeal. Tourists, who came
because a place was undeveloped, cannot be expected to return when that location is developed, or at least changed beyond a certain degree. What is
unknown, in most cases, is what the limit of acceptable change to any particular market is, before that market rejects that destination and searches for
another. As the market for a destination changes, new replacement markets have to be found, and inevitably, those new markets will demand a
different set of facilities and attractions. As these are provided, new competitors will appear and destinations have to constantly examine their
attractions and offerings to stay competitive.

A major problem is that few destinations have a single agency controlling their destiny. In writing this chapter, one rule of English has already
been broken, that inanimate objects should not be personalized and given powers of action, by implying that destinations are capable of creating
policies and shaping their own futures. In reality, of course, it is politicians, planners, private-sector developers, NGOs and residents who do this, and
they are often in disagreement with one another or even among themselves; but development and change goes on regardless. Plans will be made
identifying locations for development and preservation; policies will be made endorsing plans and concepts such as sustainable development, when
along will come a development proposal or a major transportation modification, which would appear to provide great benefits—normally economic—
to the community, and plans would be revamped and policies changed. Rearguard actions to prevent development in many countries are rarely
successful over the long term, and in many less developed countries such efforts may be unpopular if they appear at all, where economic development
alternative to tourism does not exist. It is important at this point to argue that tourism is not always about development, and that development and
change are not always negative in their effects. While academics are experts and chase for the facts to note the negative effects of tourism,
governments and their consultants are equally effective at noting the economic benefits. Irrespective of the relative accuracy of either camp, the fact
remains that in many tourist communities, tourism is regarded in a positive light, even though residents may be very capable of noting the problems it
can

cause and things they do not like about either tourism or tourists. In the same way, while everyone can identify the problems with automobiles,
such as pollution, costs, road requirements, accidents and personal injuries, most people in developed countries own and use cars, and are very
reluctant to give them up or reduce their dependence on them. Communities which are dependent upon tourism, see tourism not as an agent of change
but as an agent of stability and necessity, and often see nothing wrong in expanding facilities and infrastructure to increase tourism in their
community. If something such as tourism is providing jobs, income and taxes to a community, and resulting in improved facilities and access, then it
is unrealistic to expect residents of that community to want to halt further development without it being explained to them that further development
may result in ultimate decline and abandonment of tourism, if certain thresholds are exceeded. To make such an explanation convincingly is
extremely difficult, and too many people, would appear to be inconsistent and illogical, as well as potentially risky.

There is a widespread misbelieve that tourism is highly dynamic, and constantly changes and takes on new forms in new places. There is no
doubt that tourism is a dynamic phenomenon nor that elements of it do change frequently, but at its core it is remarkably static. It is essentially subject
to iterative or evolutionary change, rather than revolutionary development, except in a very small number of areas. By this is meant, that most tourism
destinations and forms of tourism develop with incremental changes on what has gone before. Thus, tourist destinations tend to contain ‘relics’ of an
earlier period of development; the now anachronistic Boardwalk in Atlantic City,[5] which is rarely visited by millions of gamblers; or the piers of
particularly British coastal resorts. In some cases, the ‘Grand Hotels’ have survived, been upgraded and modernized, and are still attractive and elite,
as a glance at Nice and Cannes, especially during the annual Film Festival will confirm. In other areas—the spa town of Atami in Japan for
example—they have disappeared, moved down market or been converted into retirement or residential developments. Tourists may no longer come in
great numbers by train as a century ago, but the streets leading from the station to the Peak Value Intersection of Stansfield and Rickert’s (1970)
Recreational Business District still contain retail outlets catering to visitors more than to locals. Often, the pattern of seafront development is still
dominated by functions which would be hard pressed to justify their existence or economic viability if they were being developed today.

Just as many destinations have continued to attract tourists, although often in declining numbers from their heyday, and perhaps for different
purposes and different lengths of stay, so too the market has remained remarkably consistent. The bulk of tourists still go to the same destinations or
certainly the same regions to which they have been going for decades. At the global level, there is great consistency and stability in tourism (UNWTO
2010).

There would be absolute chaos if it were not so. Investment in tourism infrastructure is enormous and relies heavily on stability and return visits,
at least over a reasonable period of time. Blackpool and Brighton in England have been tourist destinations for over 200 years[6], as has Niagara
Falls, and while they have changed beyond all recognition in that time, they still attract tourists from their original English urban family market.

They do not attract an identical market (in the case of the English resorts, this is families staying for one or two weeks, travelling to and from the
destination mostly by rail, while for Niagara Falls, the market is mostly couples from north-eastern North America plus foreign visitors) but what the
markets do when they are on holiday in those destinations is very similar to what the original markets did in those destinations a century or more ago
(relaxing on the beaches and the piers in the English resorts, and viewing the waterfalls and visiting unrelated attractions at Niagara Falls). In many
respects it would be difficult for them to do much else, although they may do things in a different way today and stay for shorter lengths of time,
arriving by different modes of transport.

Thus, tourists today go to many of the same destinations as did tourists two centuries ago, and undertake the same activities today, which their
predecessors did then. Where new attractions have been added, they often mimic existing features; new museums, new places of entertainment, new
locations for eating and drinking, and new facilities from which to view the city. Often, as older and less traditional tourist cities attempt to renovate
themselves, particularly perhaps nineteenth century industrial cities such as Birmingham, they turn back to attractions and facilities that are based on
historic forms of leisure. In the case of Birmingham, renovating the Canal Basin, providing walking areas and open piazzas for the public, and
providing eating and entertainment facilities (Murayama 2004); in other words, attempting, with some success, to convert their town centres to
something akin to what may have been found a century or two earlier, when people perambulated around a city centre and spent time eating, drinking
and observing society. In conventional ‘holiday resorts’, the beach is still the primary attraction, although the ‘sun’ has become of much more
significance than a century ago, but the three ‘S’s of ‘sun, sea and sand’ tourism shows little sign of declining in popularity.

The great dynamism in tourism in reality is at the fringes, and is often marked by the appearance of niches, beloved by marketers and frequently
claimed as ‘the fastest growing segment of the market’. New destinations also tend to be described in similar terms. Given the global numbers of
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international tourists, some 937 million according to the United Nations World Tourism Organization[7], perhaps 10 million engaging in ecotourism
is not very important compared to millions engaged in mass tourism? The attention given to this one small element of tourism is all out of proportion
to its significance and value (in academic terms it even has its own respectable referred journal, Journal of Ecotourism), and one might be forgiven for
thinking that everyone was becoming an ecotourist and mass tourism was disappearing according to some predictions. Part of the reason for this is
related to the reason as to why the term ‘sustainable’ is used so frequently to describe forms of tourism (and other activities).

There is always a great tendency to see developments in the contemporary period as something new and significant, and often to see or portray
such forms as indicative of different trends and to be the originators of new patterns. Thus, in tourism there has been very great attention paid to
supposedly ‘sustainable tourism’ and also to ‘New Tourism’, often with the corollary that the ‘old” forms of tourism, particularly mass tourism, are
declining. This is not only highly unlikely, but also misleading and naive. The statistics of UNWTO shows that the value and importance of tourism
are increasing, and it is generally accepted that tourism has increased consistently since the Second World War. The vast majority of tourists are what
can best be described as conventional tourists, that is, they visit popular destinations, stay in conventional accommodations, use public transport and
their own cars, and engage in a common set of activities. Many of them utilize the services of agents, including tour operators, travel agents and
commercial airlines. It is acknowledged that a considerable and increasing proportion make individual arrangements through the Internet rather than
using a traditional travel agent, whose services have not changed greatly since the days of Thomas Cook, but this does not mean that their tourism
desires and activities have changed significantly, if at all. It must be remembered that ‘New Tourism’ includes not only individually arranged
ecotourism or gastronomic tourism, but also participation through package deals in mass visits and disco parties at Ibiza and Falaraki. This latter form
could, quite legitimately, be considered to be a new form of cultural tourism. Most tourism is still conventional mass tourism; it has been that way for
more than a century and is likely to continue that way through the next century, although the way of making reservations and choosing destinations
may continue to change[8].

In recent years, the decline of communism has added many potential tourists to the world total from the countries of Eastern Europe, as well as
adding many potential new destinations, including Georgia. Many of the East European tourists are likely to travel as mass tourists, reflecting both
their low budgets for some time to come, and the fact that package tourism is the easiest way to travel to foreign countries for those unfamiliar with
this luxury.

In addition, the world is only just beginning to experience the emergence to two potential markets that will make existing ones look small by
comparison, namely those of China and India. The sheer size of their population base ensures that even if only a very small proportion of their
populations are able to travel abroad, they will add large numbers to the existing market. If they travel in the same way as the Japanese began to travel
abroad some decades ago[9], then they will begin at least with package mass tourism to the major tourist attractions.

Conventional tourist destinations are still needed and will be needed in the future to continue to cater to the vast majority of tourists, and it is
important to be able to understand the process of development that they are likely to go through. Thus, our recent inquiry of Tbilisi residents shows
that almost 82% of respondents prefer to spend their summer holidays together with their families in such traditional resorts of Georgia as Borjomi, or
Batumi, then somewhere else.

British tourist resorts are preparing for a change in national level policy on gambling and some at least are anticipating major casino
development and seeing this as a key tool of rejuvenation. Few seem to have learned or wish to learn from the experience of Atlantic City and other
places which have used this method of economic rejuvenation[10], and the predictable pattern of development and change which is likely to result.
The rapid rise in popularity of destinations such as Prague and Dublin, as a result of changes in accessibility stemming from low-cost air links to the
UK and other West European markets seems to have been viewed as a new permanent feature of life in those centers, rather than being seen as an
economic boom which could disappear just as quickly as it developed. The life cycle of destinations and the pattern and pace of development have
accelerated in the last few decades. A process which took destinations a century or more to complete, is now being experienced in less than a quarter
of that time. Wolfe (1966) pointed out a long time ago that tourism growth cannot continue at a rapid rate in perpetuity, and places which have lost
their unique attractions, and rely on common and easily duplicated man-made features face an uncertain and probably unsuccessful future over the
long term[11].

This important consideration has to be taken in account while developing new destinations in Georgia. In this context attention should be
focused on unique destinations and on preservation of their unique characteristics. In this case, we suppose, that it was batter to develop in Mestia an
ethnic tourism, with placing hotels in existing unique towers and promoting ancient culture and traditions, rather than constructing airport, skiing
infrastructure and modern hotels.

There seems a failure to appreciate that attractions created on the basis of current or anticipated tastes are not likely to remain attractive to
sufficient numbers of people in the future to assure economic viability, particularly when such attractions are often replicated in many locations. In
this case, it’s important to direct Georgian Tourism development on and pay more attention to specific, extraordinary places in our country that could
remain interesting for visitors for a long time.

While this is not to argue that tastes do not change, it is appropriate to comprehend that some attractions such as the Pyramids, the Grand
Canyon, the Great Wall of China and the masterpieces of the Renaissance are still capable of drawing large numbers of tourists to them.

True sustainability involves more than nomenclature and requires the appropriate incorporation of economic, environmental and social elements
to retain its long term appeal. In a decade or two’s time, the ‘New Tourism’ of the end of the twentieth century is likely to be seen as a minor
perturbation in the long-term evolution of tourism and the destinations which serve it.
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PE3IOME

Typu3M € BElMUKHM 1 CKIaIHHM SIBULIEM, 3 CKOHOMIYHHMH, GKOJOTIYHUMH 1 COLIaJbHO-KYJIbTYPHUMH HACTIIKaMH JUIS HAceNCHHs i Micip, sKi
noB'si3aHi 3 HUM. TypusM, sk 1 Oy/b-sKe iHIlIE eKOHOMIYHE Ta COLiaJIbHE SBUILE, LIE Pe3y/IbTaT B3a€MOJIT MiCLEBHX, HALlIOHAILHUX Ta MIKHAPOIHUX
CHJI, TEHJCHIIIH, TOJITHYHOI ieoorii, moxiil y cBiti. B ocTaHHi pokH, mafiHHs KOMYHI3My J0Aano 6araTo NOTEHI[IHHUX TYPHCTIB, B TOMY YHCII i 10
I'pysii.

Ki04oBi cj10Ba: Typu3sM, TYPHCT, TSHICHITT PO3BUTKY TYPH3MY.

PE3IOME

TypusM siBisieTcss GONMBLINM M CIIOXKHBIM SIBJICHHEM, C JKOHOMHYECKHMH, JKOJOTHYECKHMMH W COLHUAJIbHO-KYJIBTYPHBIMH TOCICACTBUMHU IS
HACENEHHsI K MECT, KOTOPBIE CBA3aHBI C HUM. TypH3M, Kak u JI000e Ipyroe IKOHOMHUYECKOE M COIUATBHOE SBICHHE, 9TO PE3YIIBTAT B3AHMMO/ICHCTBHS
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MECTHBIX, HAlIHOHAJBHBIX M MEXKIYHApPOJHBIX CHJI, TCHJICHILHM, IOJIUTHYECKON HICONOruM, coObiTHIl B Mupe. B mociemnue rozsl, majeHue
KOMMYHH3Ma 100aBUJIO MHOTO ITOTCHIMAIBHBIX TYPUCTOB, B TOM YHCIC U B I py3uro.

KuroueBble ciI0Ba: TYpH3M, TYPHCT, TCHACHLUH Pa3BUTHS TypU3Ma.

SUMMARY

Tourism is a large and complex phenomenon, with economic, environmental and socio-cultural implications for places and populations which become
involved with it. It is both subject to change as a result of external factors and is itself a major agent of change. Tourism, like any other economic and
social phenomenon, is the result of the interplay of local, national and international forces, trends, political ideologies, world events and changing
tastes of consumers.

In recent years, the decline of communism has added many potential tourists to the world total from the countries of Eastern Europe, as well as adding
many potential new destinations, including Georgia. Many of the East European tourists are likely to travel as mass tourists, reflecting both their low
budgets for some time to come, and the fact that package tourism is the easiest way to travel to foreign countries for those unfamiliar with this luxury.
Conventional tourist destinations are still needed and will be needed in the future to continue to cater to the vast majority of tourists, and it is
important to be able to understand the process of development that they are likely to go through. Thus, our recent inquiry of Tbilisi residents shows
that almost 82% of respondents prefer to spend their summer holidays together with their families in such traditional resorts of Georgia as Borjomi, or
Batumi, then somewhere else.

Keywords: tourism, tourist, tourism trends.

BE3OIMACHOCTbH TPAHCIIOPTHOI'O OBECITEYEHHUSI JIOKAJIbHOM JOCTYITHOCTH PETMOHA

HymaeBa A.C., K.3.H., TOICHT KadeApbl TEXHOIOTHH MEXIyHAapOIHBIX NEPEBO30OK U JIOTHCTHKHU, IIpHa3oBCKUH rOCylapCTBEHHBIH TEXHHYECKUH
YHUBEPCHTET

IMocTaHoBKA MP0OGJIEMbI:

PecdhopmupoBanysi XO3SHCTBEHHOr0 KOMILIEKCA M TOCYIapCTBEHHOTO YCTPOWCTBAa YKpauHbI OOYCIOBHIM HEOOXOAMMOCTh H3MEHEHUS
COZlep’KaHHs B3aMMOOTHOIIEGHHH TOCYJapCTBEHHOTO M PETHOHAIBHOTO YPOBHEH yIpaBieHUs C IENbl0 MOBBILECHHSA BKJIaJa Ka)KAOIO PEerHoHa B
Pa3BUTHE XO3IHCTBEHHOTO KOMIUIEKCa YKpauHbl. ['ocyrapcTBeHHas perHoHaIbHAs MONUTHKA IPH3BaHa 00SCIEUUTD AEECIIOCOOHOCTh PETHOHATBHOM
NOJIMTHKA HAa MeECTaX, KOTOpas HamlpaBleHa Ha OOECIedYeHHE COINIACOBAHHOIO M B3aHMHO HEpa3spyIIAIOIEro pPa3BHTHs BCEX 3JIEMEHTOB
MIPOCTPAaHCTBEHHO JIOKATU30BAaHHOM Cpe/ibl HA KOHKPETHOH TepPUTOPHUH.

DKOHOMHYECKAst CAMOCTOATEIEHOCTh PETHOHA BEIPA)KAeT CTEHEHb 00SCIeUeHHOCTH €r0 YKOHOMUYECKIMH PECYPCaMH ISl CaMOCTOSTEIBHOTO,
3aHHTEPECOBAHHOIO M OTBETCTBEHHOTO PEIUEHHS COLHAIBLHO-DKOHOMUUYECKUX BOIPOCOB, KOTOPBIE BXOAAT B KOMIETEHLUIO PETHOHAIBHOIO YPOBHS
Xo3stiicTBOBaHus. TeppuropuanbHo-nipousBoacTBeHHbIH komiuieke (TIIK) 3HauuTenbHas TeppuTOpHs, T PACIONOKEHA TPYIINa B3aHMOCBSI3aHHBIX
NPeINpUATHA U OpraHM3alyi, COCTaBIIOINX EIWHYI0 TEXHOJOTMYECKYIO IIEHOUYKY, KOMIUIEKCHO HCIIONB3YIONIMX HPHPOIHBIE PECYypCHl H
HOJTYYAIOLIUX JOOJHUTENBHBIH 3 (EKT 3a cueT COKpalleH s TpaHCIOpTHBIX 3aTpat [1; C.112].

WMeHHO TpaHCIOpTHAs HH(pPACTPyKTypa B paMKax JII000ro pernoHa JOJDKHA FapaHTUPOBATh HEOOXOMUMBIC YCIOBHS IS (PyHKI[MOHUPOBAHUS
W Pa3BUTHA OCHOBHBIX OTpaciedl IpOM3BOACTBA M 00OCCHEUMBATh MAaKCHMalbHO J((EKTHBHOE HCIOIb30BAaHHE OKOHOMHUYECKOIO U
HPOM3BOJICTBEHHOIO OTEHIMAIA, T.€. TOJHOCTBIO yOBIETBOPSTH CIIPOC JAHHON TEPPUTOPUM B TPAHCHIOPTHBIX YCIyTax.

DopmupoBanue HEOOXOAUMBIX ycIoBuii c6anaHCHPOBAHHOTO, PpAaIHOHATIBEHOTO pa3MerieHust u
(YHKIMOHUPOBAHHS TPAHCIIOPTHON HH(PACTPYKTYPHI, YCTPaHCHHE HMEIOMUXCS IHUCIIPONOPIHI MEXAy Hed U APYTHMH OTPAcsIMH OKOHOMHKH
TpeOYIOT pa3pabOTKH CTPATETHH e PAa3BUTHS Ha CPEAHECPOUHBIE M JOITOCPOYHEIC BPEMEHHBIE TOPU3OHTHI.

AHaJIM3 NOCJIeHUX MCCIe0BAHUI H MyOIMKAIMIi:

IIpo6nems!l pa3BuTHA HHOPACTPYKTYpHl PA3NUUHBIX OTpacieil Ha PErHOHATLHOM YPOBHE HCCIEAOBAIHCh B padOTax BEOyNIMX YYEHBIX:
JLU. Abankuna, A.J1. I'anonenko, B.®. Yxonosa, B.H. Byrpomenxo, H.H. I'pomoBa, B.C. JIykunckoro, P.M. Hypeesa, B.A. IlepcuanoBa u apyrux.

Onpenensionyii BKIaJ B pa3BUTHE TEOPETHYCCKUX ACIICKTOB PA3BUTHs MHPPACTPYKTYPHI BHECIH 3apyOeKHbIC yueHbIe, Takue kak J{. bencon,
X. 3untep, I1. Posenmureiin-Ponan, /1. Yaiirxen, [I. Yotepe u ap.

Bmecte ¢ TeM, ciemyeT OTMETUTh, YTO MHOI'HME TEOPETHYSCKHE, METOMOJIOTHIECKHE BOIPOCHI MCCIEAOBAHUH PETHOHATBEHOH TPaHCIOPTHOM
HHPPACTPYKTYPBI HEJOCTATOYHO U3YUCHBI M TPEOYIOT JalbHEHIIEr0 HAyYHOrO OCMBICIICHHS U pa3BUTHs. TakuM 06pa3oM, podiaeMs 3GHEKTHBHOTO
(YHKIIMOHUPOBAHHS PETHOHATEHON TPAHCHOPTHOH MH(PACTPYKTYPHI, a TaKXKE OTCYTCTBUE €IUHBIX METOJHYECKHX IIPHEMOB aHATIH3a €€ Pa3BHTHS
TIPeIONPEIENIIH BEIOOp TEMBI TAHHON CTATBH.

Bblesienue HepelleHHO# npodJeMbl:

AHanu3 CyIecTBYIOIIETO COCTOSHHUS TPAHCHOPTHOH HH(PACTPYKTypHl MOKa3bIBAacT, YTO OHA HE OTBeYaeT TPEOOBAHHAM IAaHHOTO JTama
pPa3BUTHS JKOHOMHKHM CTpaHBl M He 00eCIednBacT BO3MOXKHOCTh YIyYIIEHHs TPAHCIIOPTHOTO OOCIY)KHBAaHUS B IepCHEKTHBE. Bo3HmKaeT
HE00XOAUMOCTb U3yUEeHHs IPOOIIEM Pa3BUTHUS TPAHCIIOPTHON MH(PACTPYKTYpHI KaK OAHOTO U3 BaXKHBIX CHCTEMOOOPA3yIOIIUX IEMEHTOB PHIHOYHOM
nHdpacTpykTyps! peruona. CieqoBaTenbHO, HEOOXOAUMO YIIyOICHHOE HCCICIOBAaHHE POIU TPAHCIOPTHOW MH(PACTPYKTYpHl Ha PETHOHATLHOM
YPOBHE U €€ BIMSHUS Ha (QYHKIHOHNPOBAHHE HAITHOHATEHOH SKOHOMUKH.

Crparerndeckasl Ledb pPa3BUTHA TPAHCHOPTHOH UHGPACTPYKTYyphl - YAOBIETBOpPEHHUE MOTPEOHOCTEH HHHOBAIMOHHOTO —COIMAIbHO-
OPHECHTHPOBAHHOTO Pa3BHTHS YKOHOMHKU M OOIIECTBa B KAUCCTBEHHBIX TPAHCIOPTHBIX YCIyraX, KOHKYPEHTOCHOCOOHBIX C JIyYIIMMU MHPOBBIMU
aHAJIOTaMU.

B coBpeMeHHBIX YCIOBHSX IE€PMAaHEHTHO PacTyT TpeOOBaHMS K KauyecTBY TPAHCIOPTHBIX YCIYT, KaK CO CTOPOHBI OTACIBHBIX OTpaciel
HaIMOHAIBHOI YKOHOMUKH, TaK M y HaceleHUs. Ha mepBblii mIaH BBIXOAAT HOTPEOHOCTH B MOOHIBHOCTH KaK CIIOCOOY YIPaBICHUS KU3HEHHBIM
NIPOCTPAaHCTBOM. Ba)KHBIMU KPUTEPHSMH OIPEAECNICHNS Ka4ecTBa CTAHOBSITCS CKOPOCTh M CBOEBPEMEHHOCTH ITACCAKHPCKHUX H TPY30BEIX IIEPEBO30K,
HMX HAJSKHOCTh U 0€30MacHOCTb. DTOT ke (haKTOp SBISETCS PELIAIONIMM ITIPU BHIOOpE HaceleHueM crnocoboB mnepenBmxeHus. ColuanbHO-
9KOHOMHYECKOES DPa3BHTHE CTPAHBI OOYCIABIMBACT ONEPEXKAIONIMI POCT aKTUBHOCTH HACENEHMS, a 3HA4YWT, M CHOpoca Ha oOecIeueHue CBOEH
MOOWIBHOCTH. Y IOBIETBOPSs, B OCHOBHOM, ILIaTEKECIIOCOOHBIH CIIpOC Ha MEPEeBO3KH I'Py30B M IAaCCAKHPOB, TPAHCIIOPT elle He oOecredynBacT
QJICKBATHBIX YCIOBUH 1T 3G (YEKTUBHOTO COLUAIBHO-3KOHOMUYECKOTO Pa3BUTHS CTPaHbL. BBICOKHIT ypOBEHb TPaHCIOPTHEIX Tapu(OB CACPKUBACT
pasBUTHE BHYTPEHHHX M BHEIIHMX JKOHOMHYECKHX CBs3¢l, OrpaHHYMBAeT IOABIDKHOCTH HacelneHus. Crmabo HCIONB3yIOTCS —BBITOIBI
reorpadMYecKoro IMoJ0KEeHHsT YKPauHbI IS MONYIEHUS JOXOAO0B OT SKCIIOPTa TPAHCHIOPTHBIX YCIIYT.

VMeHbIICHHE AO0XOM0B TPAHCIOPTHBIX OpraHW3alHil U3-3a cliafa 0ObEMOB IIEPEBO30K MPH OJHOBPEMEHHOM POCTE IIEH Ha HEOOXOAUMBIC MM
TEeXHHYECKHE CPEACTBA M MATEePUANbl, TOIUIMBO U SHEPIHIO MIPUBENH K CYIIECTBEHHOMY 3aMEIJICHHIO OOHOBICHHS OCHOBHBEIX (DOHIIOB BCEX BHIOB
TPAHCIIOPTa U YXYAIICHUIO MX COCTOSHHUS. V3HOC OCHOBHBIX NPOW3BOJACTBEHHBIX (DOHIOB TpaHCIoOpTa HOCTHT 55-70%. 3HauuTenbHas dYacTb
HOJBIKHBIX TPAHCIIOPTHBIX CPEACTB PabOTaeT 3a Mpeae]aMu HOPMaTHBHOTO CPoKa CiyxObl [2]. B 3Toit cBA31 Ha MepBbIi IUIaH BHIXOJUT BOIPOC
3¢ (GEeKTUBHOCTH CHCTEMBI 0OIIECTBEHHOTO TPAHCIOPTA KaK HHCTPYMEHTA COIUATEHO-I)KOHOMHIECKOTO Pa3BUTHA.

Ilenb0 HAYYHOIi CTATBHH SBIICTCS MCCIIEIOBAHME OCHOBHBIX TCHACHIMH KOMIUICKCHOH MOJCPHU3ALMU TPAHCIIOPTHOH MH(PPACTPYKTYpHl Ha
PETrHOHANIBHOM YyPOBHE. AHAIIM3 HANIPaBJICHHI MOJICPHU3ALMH TPAHCTIOPTHOH HH(PACTPYKTYphl PETHOHA C BBISIBICHUEM ITyTeil MOBBIILICHNS Ka4ecTBa
6€30I1aCHOCTHU TPAHCIIOPTHOIO 00ECIICUCHHS H JIOKAIBHOH JOCTYITHOCTH HA PETHOHAILHOM yPOBHE.

Pe3yabTaThl HCCIe]0BaAHUSA:
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