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ABSTRACT

The rapid development of the digital economy in the world provides increased competition in various areas,
including tourism. The spread of digital technologies entails significant changes in the business organization.
The strategy for the development of domestic and inbound tourism in the Sverdlovsk region for the period up
to 2030 defines the directions for the formation of attraction of tourist destinations only in terms of the
development of domestic tourist potential. Increasing the tourist attractiveness of the region is an important
task for ensuring sustainable economic development. Internal and external factors of tourist destinations
attractiveness are marked. In modern society the development of only internal characteristics of destination
attractiveness becomes insufficient. It is necessary to create an information field that takes into account the
external factors of forming tourist attractiveness. However, the role of digital technologies is not limited to
creating only an information field. They are important both in forming the internal attractiveness of tourist
sites, and in organizing tourist services (creating tourist resources). The article analyzes the objects of tourist
interest in the territory of the Sverdlovsk region and the problems that need to be solved. Existing problems
indicate the need to increase the attractiveness of tourist destinations both at the level of the internal tourist
product and at the external level (the level of territory marketing).
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1. INTRODUCTION

The tourism industry is the most dynamically developing
branch of international trade in the non-resource sector.
According to The Tourism Committee of the Organization
for Economic Cooperation and Development, in recent
years the industry accounts for 3.8% of the country's gross
domestic product and 0.7% of the total number of
employees. The Russian tourism sector retains significant
potential to accelerate growth and strengthen its role in the
development of the economy [25].

Digital technologies have an impact not only on the
development of the regional economy, but also on the
organization of tourist services and communication with
consumers.

Tourism services are linked to various sectors of the
regional economy. The tourism industry includes
accommodation facilities and hotels; transport services;
objects of spa treatment and recreation; public catering
facilities; objects and means of entertainment; objects of
educational, business, health, sports and other purposes;
organizations that carry out tour operator and travel agent
activities; tourist information systems; organizations that
provide excursion services, etc. The tourist resources that
provide the main directions of tourism development and
attraction of tourists include natural, historical, socio-

cultural objects, including objects of tourist display, as
well as other objects that can meet the spiritual and other
needs of tourists, help maintain their life, restore and
develop their physical strength [32].

However, the presence of tourist interest objects does not
always determine the intensity of tourism development and
the number of visits. According to the all-Russian center
for the study of public opinion, on average, only 45 % of
the country's residents have spent the last 5 years on
vacation in a region other than their region of residence
[30]. It indicates the need to increase the attractiveness of
tourist interest objects and stimulate the motivation of
consumers to travel, that is, to increase the attractiveness
of tourist destinations.

However, 74% of tourists in the world and 56% in Russia
plan their trip which determines the prospects for the use
of digital technologies in the tourism industry [20].

The importance of studying the issues of increasing the
tourist attractiveness of the Sverdlovsk region is
determined by the following aspects:

e the number and exclusivity of tourist interest
objects on the territory of the Sverdlovsk region
determines the degree of its investment attractiveness;

e a high degree of attractiveness is associated with
the prospects for tourism development, the number and
intensity of tourist visits, the possibility of attracting
tourist flows;
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e tourist attractiveness of the region is directly linked
to profitability and efficiency in the provision of tourism
services, and thus promotes not only the development of
the tourism industry and related fields, but other areas of
the economy of the region that are not directly related to
tourism, contributes to employment and development of
social infrastructure.

However, despite the fact that the concept and methods of
assessing the tourist attractiveness of the region are
considered quite actively, the role of digital technologies
in the structure of providing attractiveness has not yet been
determined. It is assumed that the impact of digital
technologies on attractiveness will depend on the
availability and characteristics of the perception of
information about the territory by consumers of tourist
services. Thus, we can talk about the need to identify the
main directions of digitalization in the tourism industry
and the use of digital tools to increase the attractiveness of
tourist destinations.

The research may be of interest for substantiating the
strategy and tactics of tourism development in the context
of digitalization both at the national and regional level, and
at the level of individual destinations, tourist agencies, and
objects of tourist interest.

2. RESEARCH MATERIALS AND
METHODS

The tourism potential of the territory is considered from
the perspective of a cluster approach based on publications
by N.P. Nickerson, R. N. Moisey [6], Akperov [9], K.S.
Benidze [10], M.N. Galanina [13], Z.Yu. Kaloeva and
M.M. Malikova[18], E.V. Moshnyaga [22], A.A. Safaryan
[28].

A territorial tourism cluster is a group of geographically
neighboring interacting companies, public organizations
and related government agencies that form and serve
tourist flows and use the recreational potential of the
territory. An important factor of development is the
availability of tourist potential of territories, knowledge of
which is one of the main conditions for the formation of a
tourist product [21, p.87].

The cluster approach to the development of regional
tourism consists in determining the main competitive
tourist advantages, conducting tourist zoning and
identifying an object that can structure the space and form
tourist flows and businesses around it. This movement
leads to the creation of tourist destinations.

A tourist destination is any territory that tourists move
towards with the intention to visit it as the purpose of their
trip [15]. The destination has a pronounced spatial and
territorial character and includes tourist infrastructure,
attractions (what attracts tourist flows), and the image of
the tourist territory [22, p. 219]. Tourist destinations are
considered both from the supply point of view and demand
(N. Leiper) [12], and from the theory point of view of the
product life cycle in relation to the tourist territory (R.
Butler) [18, p.103].
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The peculiarity of the destination is the presence of its own
attractive opportunities that attract tourist flows. A.A.
Safaryan points out that attraction is an element of the
tourist potential of the territory along with tourist
resources and services, and includes natural, cultural,
architectural objects, attractions [28, p. 93]. N.V. Lysenko
in the structure of the tourist potential of the territory
distinguishes internal tourist potential  (resource,
environmental, economic, organizational) and external
tourist potential (innovative, informational, demographic,
social, consumer, etc.) [34].

The concept and factors of increasing the attractiveness of
tourist destinations are considered in the works by G.
Moscardo [5], B.N. Rittichainuwat, J.K. Leong [7], M.N.
Galanina [13], D. Bukhalis [3], S.N. Pisaryuk, M.V.
Potanina, R.N. Litvinova [24].

Attraction is the process of forming the attractiveness of
someone or something for the perceiver, and attractiveness
is the product of this process: attractiveness [13, p. 7]. The
Attractiveness of a tourist destination requires a
comprehensive assessment that takes into account both the
territorial aspect and the totality of social relations,
including economic, social, cultural, demographic,
environmental and other indicators [1].

In the digital economy, digital technologies play a special
role in increasing the attractiveness of a tourist destination.
Digital technologies in tourism are considered in the works
by M. Mariani [2], N.J. Morgan, A. Pritchard, S. Abbott
[4], I. Yeoman, U. Mcmahon-Beattie [8], N.S. Paliy [23],
N.S. Grigorieva [14], V.A. Shamlikashvili [35].

Without the use of digital technology, it becomes
impossible to use the tourist potential of the territory and
form a competitive tourist product. In the conditions of
digitalization, business models are significantly changing,
the importance of intermediaries is changing, and the role
of an individual approach to the development of a tourist
product is increasing [9]. The main issues from the tourism
management point of view are the study of tourism
digitalization impact on the development and management
of regional tourism systems, the impact of tourism
activities on the economy of the region, the development
and management of regional tourism projects and
programs, etc. A special role in this process is also played
by the organization of communications with consumers of
tourist services.

The study of the tourist destination components is based
on the concept of "6A" by D. Bukhalis, who identifies the
following elements in the structure: attractions,
accessibility, amenities, available packages, activities and
ancillary services [3].

In the process of studying the factors that affect the
attractiveness of tourist destinations, the model of mobility
by Dzh. Urri was used. He identifies new forms of
mobility in addition to physical travel: imaginary travel,
virtual mobility, and communication interactions [31, p.
10]. Mobility in the modern world has changed
qualitatively in terms of intensity, scale and technical
means used. Digital technologies are contributing to the
development of new forms of mobility and ways to meet
travel needs.
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To explore the attractiveness of tourist objects on the
territory of Sverdlovsk region and analyze the role of
digital technologies in improving the attractiveness, we
used data about the tourism objects from the open
resources of The Tourism Development Centre of
Sverdlovsk region [26], tourist portals, search engines
Yandex and Google. Mathematical and statistical methods
were used for processing and analyzing the obtained data.

3. RESEARCH RESULTS

The study of attraction criteria for tourist destinations has
revealed the presence of internal and external factors of
attraction formation. Internal factors of attraction
formation  include  quantitative and  qualitative
characteristics of tourist interest objects: natural, cultural,
architectural objects, attractions, tourist resources.
External factors of attraction formation include the
following ones.

The most important factor in increasing the attractiveness
of a tourist destination is information. However, the role of
digital technology is not limited to creating only an
information field [36]. They are important both in forming
the internal attractiveness of tourist sites, and in organizing
tourist services (creating tourist resources).

In Russia tourist resources are often advertised, but a
complete unique tourist product is not created, target
groups are not identified among potential tourists, and
destination brands are not formed. Russian territories need
to learn how to create unique popular tourist products,
correctly identify their segments of tourists and focus on
meeting their needs, and create brands as the basis for
promoting destinations. Thus, in our opinion, it is
necessary to pay attention to the development not so much
of destinations as to the process of attracting tourists and
creating a favorable image of the city or country [13, p. 9]
The weakest link in the system of regulation in the sphere
of tourism and recreation in the Sverdlovsk region, at the
current time, is the lack of a system for promoting regional
tourism products, which does not contribute to the growth
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of a steady tourist flow directed to the Sverdlovsk region.
The existing infrastructure base does not meet the needs of
modern tourism, there are no favorable conditions for
investment in the construction and reconstruction of hotels
and specialized accommodation facilities (health and
wellness organizations) and improvement of roads and
tourist display facilities [19, p.48].

The Strategy for the Development of Domestic and
Inbound Tourism in the Sverdlovsk region for the period
up to 2030 defines the directions for forming the
attractiveness of tourist destinations only in terms of the
development of domestic tourism potential. The basis for
the formation of the tourist brand of the Urals and
Sverdlovsk region is:

e geographical features (border of Europe and Asia);

e geological features (Ural mountains,
Konzhakovsky stone, Denezhkin stone, Serebryansky
stone, Kumba, Kachkanar etc., rivers and lakes);

e mineralogical features ("semiprecious strip" of the
Urals, including deposits of jewelry-quality minerals:
topaz, tourmaline, emeralds, amethysts, rock crystal; the
world's largest deposits of asbestos, iron, vanadium ores,
gold);

e historical features associated with the expansion of
the territory of the Russian state to the East, the formation
of Russian industry ("mining and factory civilization"), the
evacuation of more than 700 industrial enterprises from
the Central part of Russia to the Urals during the great
Patriotic war; the life and activities of people who have
made a significant contribution to the history, culture and
politics of the Russian state, etc;

e cultural features associated with the traditional
values of the Russian people (traditional folk crafts and
crafts, traditions, rituals and customs of the small peoples
of the Urals (Tatars, Bashkirs, Mordvins, Udmurts,
Khanty, Mansi) [29, p.11-13].

The tourism potential of the Sverdlovsk region includes:
attractive objects (natural, historical and socio-cultural)
and tourist resources (tourist infrastructure) (Figure 1).
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Figure 1Tourist resources of the Sverdlovsk region (on January, 1, 2020) [26]

On the territory of the Sverdlovsk region there are 12
tourist and recreational clusters, aimed at the development
of family recreation areas, cultural and historical
attractions, natural and therapeutic zones, and eco-tourism.
It is planned to combine more than 40 municipalities (the
most developed are Yekaterinburg, Verkhoturye, Nizhny

Tagil, Alapaevsk, and Sysert) into clusters. On January, 1,
2020, in the Sverdlovsk region there are 252 developed
and certified tourist products, including those aimed at
different target audiences of consumers: for children and
schoolchildren — 224 tourist products (88.9%), for the
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elder generation — 29 tourist products (11.5%), for people
with disabilities — 3 tourist products (1.2%) [26].

However, despite the presence of unique natural resources,
there are problems in the Sverdlovsk region that hinder the
development of the tourism industry:

e territorial remoteness of objects from the main
international tourist flows [33];

e lack of the territorial tourism marketing system,
lack of the comprehensive approach to organize a tourist
product on the territory of tourist clusters;

e a weak development of tourist infrastructure [17].
The transition to a digital economy forms the basic
tendencies for the tourism market development: the
globalization of tourism business; development of
international Internet resources; reducing intermediaries
between producers and consumers of tourism services; the
emergence of new distribution channels; mass switching
travel companies to work in the Internet; the transition to a
personalized approach to creating tourism products [16].
For effective formation of tourist attractiveness of the
region the introduction of information technologies is
necessary both at the level of internal tourist potential
(attractive objects) as well as at the level of external tourist
potential (objects of the tourist industry).

Increasing  attractive  opportunities  using  digital
technologies at the level of domestic tourism potential
include:

e the use of tourist information systems, GIS
technologies and navigation systems;

e the development of transport infrastructure,
ensuring transport and pedestrian accessibility of objects;

e the ensuring security at tourist industry facilities,
including blockchain technologies;

e the technologies for managing resources, processes
for providing services and organizing services, providing
the ability to respond to tourist requests, neuromarketing;

e the robotization of routine processes of tourist
product formation and service provision [11, p. 42];

e the organization of work and formation of
employee loyalty;

e Internet of things (QR codes), smart cards.

The use of digital technologies contributes to the
sustainable development of the tourist territory, simplify
the interaction and integration of the environment and the
guest, and improve the quality of service for tourists in
their places of stay.

Increasing the attractiveness of a tourist destination at the
external level includes:

5. CONCLUSION

Digital technologies have an impact not only on the
development of the regional economy, but also on the
organization of tourist services and communication with
consumers. The transition to the digital economy defines
new ways of forming a tourist product and its
implementation. It is necessary to take into account the
fact that there are not only new tourist facilities and new
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e formation of the territory's brand, availability of
information about tourist and recreational products and
services, objects of the tourist industry, service [27, p. 104]
and its provision to tourists using information
technologies;

e using digital marketing tools in the promotion and
implementation of tourism products: search engine
optimization (SEO), maps (Google), mailing (e-mail, sms,
push), chat-bots;

e collecting and organizing the feedback with the
help of digital services;

e personalization of the customer experience;

e customized gamification of a tourist product;

e dynamic package tours, the use of artificial
intelligence in the planning of tourist products.

4. DISCUSSION OF RESULTS

The collection and analysis of information about tourist
objects located on the territory of Sverdlovsk region is
carried out on the basis of materials provided by the state
budget institution of the Sverdlovsk region, "Tourism
Development Centre of Sverdlovsk Region" in the
framework of the project "The Ural School", implemented
on the territory of Sverdlovsk region in 2015 with the
support of the Ministry of Investments and Development
of Sverdlovsk Region.

The discussion of the research results took place in the
framework of presentations at scientific and practical
conferences:

e Ural economic forum “Ural-driver of neo-industrial
and innovative development of Russia”, Yekaterinburg,
Russia, October, 24-25, 2019 with a report “New
opportunities for building relationships with consumers of
services in the context of digital transformation”;

e International scientific and practical conference on
digital economy (ISCDE 2019), Chelyabinsk, Russia,
November, 7-8, 2019 with the report “Features of
communication with consumers of tourist services in the
Internet space”;

e - I International scientific and practical conference
“Modern approaches to improving the quality of service in
the tourism and hospitality industry in the context of cross-
cultural communication”, Yekaterinburg, Russia, April,
23-24, 2020 with the report “Digital transformation in the
tourism and hospitality industry”.

forms of interaction with consumers, but also new forms
of travel.

Attractiveness indicates the recreational value of a tourist
object and includes visual, verbal, emotional
characteristics and the attitude of the tourist to a certain
territory.

Despite the presence of unique natural resources in
Sverdlovsk region there are some problems that hinder the
development of the tourism industry: the territorial
remoteness of objects from the main international tourist
flows; the lack of a system of territorial tourism marketing;
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weak development of tourist infrastructure. The existing
problems indicate the need to increase the attractiveness of
tourist destinations both at the level of the internal tourist
product and at the external level (the level of territory
marketing). A tourist destination is an object that should
be aimed at a specific target audience.

The study of the role and opportunities of digital
technologies at the present stage is often reduced to
describing the ways of using, the essence of technological
innovations, assessing the prospects for implementing
various information products and their economic
efficiency.

The pace of development of the digital economy indicates
the need to use new technologies and products in the
tourism industry. The competent formation of information
flows and the use of digital technologies in the tourism
industry can significantly increase the attractiveness of a
tourist product. When studying the possibilities of
increasing the tourist attractiveness of the region, you
should pay attention to the following:

e possibility of creating a competitive tourist
infrastructure and ensuring the possibility of implementing
digital technologies on specific objects of tourist interest;

e assessment of the economic feasibility of using
digital technologies, ensuring the required quality of the
tourist product and its cost to be met;

e readiness of target consumers to use digital
technologies in purchasing tourist products and services —
technological innovations should create additional
convenience for consumers, so that the tourist product
remains accessible and understandable for them.
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