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Abstract. The article presents the research results of using digital services by residents of the Kirov
region during tourist trips. The relevance of the research is caused by the increasing role of digital-
ization in the tourism sector and the necessity to study changes in consumer preferences under
modern conditions. A population survey was used as the main research method. The sample size
was 1,384 people. The results were processed using IBM SPSS Statistics and Microsoft Excel. The
analysis of the survey results was carried out by separate target groups identified by professional
characteristics. The frequency of using digital apps, the general attitude to them, their using during
sightseeing activities and when organizing independent travel were determined. The features of
using digital services for booking accommodation, navigation in the tourist space were revealed.
The results of the research prove that the frequency of using digital services by residents of Kirov
region in 2022 has not changed significantly. Basically, residents of Kirov region turn to digital ser-
vices when booking transport services (the official website of Russian Railways), for navigation
(Google Maps and Yandex Maps), accommodation reservations (Avito). Only 20% of respondents
have heard about virtual excursions, but do not plan to use them in the future, preferring to tradi-
tional excursions. The virtual tours are also not in demand. At the same time, it should be noted
the high level of respondents' appeals to social networks — more than 90% of respondents in each
segment. According to respondents, social networks and official websites of organizations are the
main source of reliable information. The practical importance of the research is expressed in ob-
taining up-to-date and reliable information about the using digital services by residents of Kirov
region, which can be used by executive authorities and businesses.
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OCOBEHHOCTU NPUMEHEHUA LLUPPOBbLIX CEPBUCOB
B TYPUCTCKUX NOE3AKAX XXUTENAMWU KUPOBCKOW OB/IACTU
(MO PE3Y/ZIbTATAM ONPOCA HACEJIEHUA B 2022 roAay)

B cmamee u3noxceHsl pe3ysnbmamsl UcciedosaHus ocobeHHocmel npumeHeHUs Uugpossix
cepsucos wumeneti Kuposckoli obsiacmu 80 8pemsa mypucmcKux noe30oK. AKmyasnbHOCMeb Uc-
cnedosaHus obycnossneHa nosvileHueM poau Yu@posulayuu 8 yHKYUOHUPOBAHUU cgepbl
mypusma u Heobxo0UMOCMbIO U3y4YeHUs U3MeHeHUs nompebumesnbckux npednoymeHuli noo
8/1UAHUEM CO8pPeMEHHbIX yca08ull. B Kauecmee 0CHOBHO20 Memo0d UCCe008aHUSA MPUMEHSACA
onpoc HacesneHudA. O6vem 8blbopKu cocmasusn 1384 yenosexka. ObpabomkKa pe3ysbmamos ocy-
wecmesanack ¢ nomowbto npoepammel IBM SPSS Statistics u Microsoft Excel. AHanu3 pe3ysb-
mamoe onpoca ocyu,ecmesnssca no omoesibHbIM UeneabiM 2pyrnnam, 8bl0eseHHbIM 10 npogec-
CUOHQ/IbHOMY MPU3HAKY. bblaa onpedesneHa Yyacmoma ucCrnonb308aHUA UUGDPOBbIX Mpunoxce-
Huli, obuee K HUM omHoWweHue, Ux npumMeHeHue 80 8peMs 3KCKYPCUOHHOU desmesanbHoCMuU U
Mpu op2aHU3ayuu camocmoamersbHbix nymewecmauli, 8biseneHbl 0cC0beHHOCMU NMPpUMeHeHUs
Yyugposbix cepaucos 0758 BPOHUPOBAHUA HUsbA, HABU2AYUU 8 MYPUCMCKOM poCmpaHcmeae.
Pe3ynbmamesl ucciedo8aHUs 00KA3bI8AOM, YMO YACMOMA rnpuMeHeHUs yugposbix cepaucos
wumenel Kuposckoli obnacmu e 2022 200y cyu,ecmeeHHO He U3MeHUsdacb. B 0CHOBHOM M(u-
menu Kuposckoli o6aacmu obpawaromca K 4ugpossim cepsucam npu 6poHUposaHUU MpaHc-
nopmHeix ycaye (oguyuansHsili calim PX/), 0na Hasuzayuu (Google. Kapmesi u AHOeKC.
Kapmeoli), 6poHuposaHus #cunes (Avito). /luws 20% onpoweHHbIX CAbIWAAU PO 8UPMYaAsbHbIE
3KCKYpCUU, 0OHAKO He MAaHUpyom nosab308amsca umu 8 byoyuwem, omoasas npednoymeHue
MpPaouyUOHHbIM 3KCKypcuam. Takxuce ocmaromca He 80Cmpebo8AHHbIMU U 8UPMYydsbHbIe
mypbl. B mo xce spems, cnedyem ommemume 8bICOKUL yposeHb obpaweHuli pecnoH0eHmos K
couuanbHeiM cemsam — 6osiee 90% onpoweHHbIX Kax0o2o0 ceameHma. IMeHHO couuasbHble
cemu u oghuyuanebHsie calimel op2aHu3ayuli, Mo MHEHU pecroHOeHMos, A8/AKMCA OCHOBHbIM
UCMOYHUKOM BocmoegepHoli uHopmayuu. MNpakmuyeckas 3Ha4UMOCMb UCCAe008aHUS 8bIpa-
mwaemcs 8 rnosay4eHuU akmyasnabHol U 0ocmosepHoUl UHGOPMAyUU O NpUMeHeHUU Yugpoabix
cepsucos xcumeneli Kuposckoli o6aacmu, ymo moxcem 6b6imb UCM0M63084HO OP2AHAMU UCIOA-
HumesnobHoU enacmu u 6usHecom.

Knroveewle cn108a: mypucmcKo-pekpeayuoHHele nompebHocmu, nosedeHue nompebumened,
Kupoeckas obsacme, Memoo onpoca, Uugposas SKOHOMUKA
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Introduction

Digital transformation covers all structures
of modern society, including influencing the
change in the structure of the tourist market and
improving the efficiency of tourism development
in general [6,7,10]. The development of digital
services, the active using tourist marketplaces,
augmented reality and big data technologies, ar-
tificial intelligence, chatbots, contributes to fur-
ther changes in the tourist market. The share of
independent travelers is growing, approaches to
building loyalty systems are changing, more at-
tention is paid to the personalization of tourist
products [2,3]. Special attention is paid to the de-
velopment of digital services to increase the avail-
ability of tourist services for people with disabili-
ties [4]. It is also worth noting the using digital
technologies by the third-age population abroad
(on the example of Finland and Japan) [13].

Digitalization contributes to improving the
efficiency of the realization of tourist and recrea-
tional potential, forming a special information
space and increasing the availability of consump-
tion of tourist and recreational services [9]. How-
ever, there is a significant disparity in the dynam-
ics and efficiency of digitalization processes. For
example, in some regions there is a discrepancy
between the using cultural/tourist resources and
digital technologies [12]. The COVID-19 pandemic
had a special impact on the acceleration of digi-
talization processes, as a result of which people's
attitude to the using digital services changed [11].

Summarizing the consequences of the im-
pact of digitalization, a number of authors note
three main directions:

1) to build relationships with customers, in
order to find ideas, test services and attract new
customers.

2) to build partnerships, including with sup-
pliers of tourist services.

3) the using digital technologies to achieve
the efficiency and speed of creating and providing
a tourist product [5].

On the other hand, there is an opinion that
the importance of digital services in general is
greatly exaggerated and needs additional
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research. In this research the authors with a sur-
vey method evaluate the features of using digital
services by residents of the Kirov region in the
post-pandemic period. We consider that the re-
search results will reveal the importance and rel-
evance of digital services for different categories
of consumers and can be in demand from both
the tourism business and regional tourism admin-
istrations.
Methodology and methods
A survey method was used to study the fea-
tures of the using digital services in tourist trips by
residents of the Kirov region. The survey was con-
ducted remotely using the Google-forms aggrega-
tor in June-August 2022. The database of re-
sponses was analyzed using IBM SPSS Statistics
and Microsoft Excel. A total of 1,384 residents of
the Kirov region were interviewed. Considering
that the volume of the general population is
1138200 people, the confidence probability was
99,7%, and the confidence interval was 4%. Such
characteristics of the sample indicate a high level
of representativeness. Also, the representative-
ness of the sample was ensured by observing the
proportions of the professional structure of the
respondents. However, for some professional
groups, the number of respondents turned out to
be less than 50 people, and it was decided to ex-
clude them from further analysis. This is justified,
since the objectives of the research were not to
build a rating of the using digital services, but it
was important to analyze separately for each tar-
get group.
The final distribution of respondents by tar-
get groups is as follows:
1) unemployed (19,7%);
2) non-manufacturing business, service, con-
sumer services (10,8%);
3) education (8,7%);
4) industrial production (7,0%);
5) healthcare (4,7%);
6) wholesale and retail trade, real estate busi-
ness (3,7%);
7) sports, tourism, recreation and entertain-
ment (3,6%).
The main aspect of the research is to
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identify the frequency of using apps, services and
websites for organizing independent travel of the
population.

Almost all respondents did not change the
frequency of using apps in 2022, that is, tradition-
ally considering the restrictions on access of some
aggregators (more than 90% of respondents in
each segment).

The structure of the questionnaire involves
the research about features of the using digital
services in four blocks:

1) the frequency of using app, trust in one
or another source of information about tourist
apps;

2) booking accommodation. Concerns the
issue of using services such as Yandex.Travel,
OneTwoTrip, ostrovok.ru, tutu.ru, hotels, su-
tochno.ru, hotellook.ru, 101hotels.com, Avito,
Booking.com, Airbnb, Tripadvisor and respond-
ent’s service.

3) using navigation services. The main ag-
gregators for the analysis was the Yandex Maps,
Google Maps, 2GIS, maps.me and nakarte.me.
The first two are the most recognizable, 2GIS cur-
rently has more functionality. Maps.ME is a free
app for mobile devices based on the free geo-
graphical map OpenStreetMap. nakarte.me com-
bines all kinds of cartographic services.

4) using apps that provide sightseeing ser-
vices and guided tours. izi. TRAVEL a more versa-
tile aggregator, since it is an aggregate, primarily
for guides who can design and lay out their prod-
uct and for tourists who, without a special search
for a guide, can listen to the tour online or by
downloading in advance. Tripster which is a plat-
form for those who want to offer author excur-
sions. Avigid is also not the most famous unit, but
it includes many functions: from the sale of excur-
sions to the sale of tickets.

The Kirov region, although it does not be-
long to the recognized tourist regions of our coun-
try, but in recent years has demonstrated stable
growth in the main indicators of the tourism sec-
tor (Fig. 1).

Moreover, the regional government, in con-
nection with the upcoming anniversary of the city
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of Kirov, has set an ambitious goal to attract more
than a million tourists in 2023. Identifying the fea-
tures of the digital behavior of potential tourists
is an urgent scientific and practical problem in this
regard.

Let's consider in the segments the main dif-
ferences from the traditional features of prefer-
ence.

1400 000 == A ccommodation services and the similar services

of providing temporary accomodation
—a—Tourism agencies. touroperators services and

other booking services and related services

Sanatorium services

Other accomodation services

1200 000

000 000

P 4 § e

800000 .

600 000

thousand rubjes

400 000

200 000

0 vear
2018 2019 2020 2021 2022
Fig. 1 — Sales volume of tourist and recreation

services of regional tourism and recreation sys-
tem enterprises of the Kirov region

Unemployed. The main members of this
category are students of higher educational insti-
tutions. More than 60% of respondents note the
majority of the proposed aggregators as unused
and unplanned for accessing them in the future
(Yandex.Travel, Onetwotrip and others). The most
popular option of all means for booking accom-
modation facilities is Avito (Fig.2).

= Tuse it

I don’t use it and
don’t plan to do it

= [ don't use 1t. but I will
use before long

56%

= | hear, but I don’t use it

Fig. 2 — The average value for the using
aggregators for booking accommodation
facilities of an unemployed, %

Trusted sources of information about tour-
ist offers are official websites and official apps
(71,7% of respondents), as well as more than 90%
of respondents trust the organization of
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recreation official websites of tour operators and
travel agencies.

The most used services are Yandex Maps
(69,9%), 2GIS (55,2%) and Google Maps (68,1%).
Less popular aggregator options nakarte.me and
maps.me, which respondents do not plan to use
in the future.

More than 70% of respondents do not use
and do not plan to use in the future izi. TRAVEL,
Avigid, Tripster, but more than 10% of respondents
in this segment have heard of such aggregates.

The respondents also proposed new aggre-
gators, the study of the using which can be carried
out in future scientific papers. This is the official
website of Travelata travel agency (online tour
store), the websites of tour operators. It is also
noted that many adequate and familiar aggrega-
tors have left the market.

Non-manufacturing business, service, pub-
lic amenities. The frequency of using app among
respondents in this segment has not changed
since 2021.

Already more respondents are aware of cer-
tain services. This is marked by the fact that em-
ployees of this segment not only use them to or-
ganize their travels, but also work with these ag-
gregates and apps as part of their professional ac-
tivities. The most popular service is also Avito.
This may indicate that the majority of respond-
ents book housing not in collective accommoda-
tion facilities, but in the apartment rental market.

In the average values, you can notice a sim-
ilar situation — respondents do not use most of the
apps and services and do not plan to use them.
Despite this, the percentage decreased by 10%
compared to the non-working segment, and
awareness of certain aggregates increased.

Regarding the purchase of tickets for
events, respondents prefer official websites
(56,4%) and related services (22,8%) (Fig. 3).

Of the aggregators of excursion support,
Tripster is more recognizable, then there is
izi. TRAVEL among respondents.

Russian Railways is the leader in the
transport services.

I don’t buy tickets

2.1

Related services (kassy.ru and so on)

22.8

Official site or official app
56.4

Marketplace (Avigid. Tripster and so on)
6.7

Tourist information center
12,1

Fig. 3 — Sources of purchase of tickets
for the segment of the service sector,
service, and consumer services, %

The most popular option in navigation ser-
vices was Yandex Maps (63,1%), on the second
place among Google Maps users (55%) and 2GIS
(53%).

In average values, you can see that the use
and ignoring of navigation services is almost the
same.

Virtual tours for respondents to a greater
extent do not have relevance and popularity (Fig. 4).

= Yes. I start to use it
It doesn't irrelevant for me

» | hear about virtual tours
and excursions.
but I haven't tried it yet

47%
Fig. 4 — Relevance of virtual tours for respondents
of the segment of the non-manufacturing busi-
ness, service, consumer services, %

Education. The most noticeable difference
in the using services for booking accommodation
is that Avito is already used by a smaller number
of respondents (Fig. 5). On the second place in
popularity Tutu.ru (19,2%).

Buying tickets on the official website or
through the official app is also a leading option
(70%). The most trusted sources are also the offi-
cial websites of tour operators and travel agencies
(73,3%).
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Fig. 5 — Using the Avito
service in the organization
of booking accommodation
services and the average
value for the using aggregators for booking a seg-
ment of non-manufacturing business, service,
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Yandex Maps, Google Maps, 2GIS are tradi-
tional leaders in the navigation choice aggrega-
tors.

1/6 of respondents in the education seg-
ment prefer to use guided tour apps. This applies
to Tripster apps and izi.TRAVEL. The situation is
similar for transport. Railway is again a priority
among respondents (80%).

Industrial production. On average, 60% of
respondents do not use the services in general.
Onetwotrip is the most unpopular service among
respondents by popularity. The priority is the
same as in the previous Avito and Booking seg-
ments. Yandex Maps, Sutochno.ru 101hotels.com —

consumer services the most famous (Fig. 6).
70.0
60.8 50.8 60,8 62,9 60,8 60,8
60.0 i 55.7
513 | 48.5
50.0 2
_ 39,2 43,3
400 4351 N A
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= 1 don't use it. but I will use before long = I hear, but I don’tuse it

Fig. 6 — The using aggregators for booking accommodation facilities
of the industrial production segment’s respondents

Yandex.Maps (60,8%), Google.Maps (40,5%)
and 2GIS (52,6%) are in demand for online maps.

Equally, each excursion service is not used
by the respondent — izi. TRAVEL (69%), Tripster
(69%), Avigid (67%).

Booking of transport tickets is tradition-
ally carried out by respondents through the Rus-
sian Railways service, followed by air transport
and the corresponding aggregator, Aviasales
(Fig.7).

Construction. By analogy, Onetwotrip, Avito
and Booking are the most used. Sutochno.ru
(46,3%) is one of the most promising, since it be-
gan to be used more often after the restrictions of
Booking, Airbnb and Hotels.com.

Half of the respondents in the construction
segment have heard about virtual tours, and only
34% of respondents consider it irrelevant, 51% of
respondents plan to try such a format of a tourist
offer in the future.
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Fig. 7 — Popularity of services for booking
transport of the industrial production
segment’s respondents, %
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Fig. 8 — Using aggregators for booking accommodation facilities for the construction segment, %

= Yes, I start to use it

« It doesn't irrelevant for me

34%
= | hear about virtual tours and
excursions, but [ haven't tried it yet
Fig. 9 — Relevance of virtual tours for respondents
of the construction segment

Unlike other segments, respondents of the
construction segment use the service more than
others nakarte.me (37,8%). On the other hand it
is these Google respondents.maps (48,8%) are
also in the leaders in popularity of use (Fig. 10).

izi. TRAVEL still the most unpopular, Avigid is
the most used among respondents of the con-
struction segment.

Healthcare. Similar booking results as for
the previous groups. The leader in the most fre-
guent use is the services that have left the Russian
tourist market, but offer reservations in other
countries, Booking and Airbnb (Fig. 12).

Yandex.Maps, Google.Maps, 2GlIS traditional
leaders in the navigation choice aggregators.

Within the framework of excursion support
websites and apps izi. TRAVEL — the least popular
service, despite the ease of use and a large range
of free services.

a7 L
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Fig. 10 — Using cartographic and navigation services of the construction segment
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Fig. 11 — Popularity of aggregators for excursion support of the construction segment

Airbnb
Booking.com

24.6

Tripadvisor TS | O
sutochnoru S |5 4
Tutn.ru OTemn I (54
OneTwoTrip meEE——————————— |5 4

OSﬂ'OVOk.l'll I (2.3 s
= [ use it

respondent’s service T 108
101hotels.com me————— [ (8 « I don’tuse it and don’t
Hotellook.ru me——— 0.8 planto do it
Avito meeeee———— 0 = I don't use it. but I will
Yandex Maps essssssssssm—— 9 2 use before long
0,0 5.0 10,0 15,0 20,0 I hear, but I don’tuse it
Fig. 12 — The proportion of healthcare Fig. 13 — The average value for using aggregators
respondents choosing certain services for booking of wholesale, retail, real estate
for booking accommodation, % business segment’s respondents

B VAN




Konyshev E. V., Kolesova Yu. A., Veprikova A. A.
The features of using digital services

in tourist trips by citizens of Kirov Region

(based on the results of 2022 survey)

Wholesale and retail trade, real estate
business. This segment differs in that more than
half of the respondents do not use booking aggre-
gators, but only a fifth (18%) use them.

Respondents of the wholesale, retail, and
real estate business segment practically do not
plan to use these or other aggregators at all more
than respondents of other segments.

5%

= T use it

I don’t use it and
Idon’t plan to doit

= I don’t use it. but
I plan to do it

45%
= | hear about. but
I don’t use it

Fig. 14 — The average value for using navigation
aggregators of the wholesale, retail, real estate
business segment’s respondents, %

Rentalcars -
s

Scyscanner

Bla bla car

IyTy.py

Aviasales

Russian Railways

0 10 20

Sports, tourism, recreation and entertain-
ment. Respondents have an increased percentage
of awareness about certain housing booking ser-
vices, but the average percentage of their use is
equal to the average percentage of responses
from respondents in other segments (for exam-
ple, Ostrovok services, hotelook.ru, tutu.ru —
31.5% of respondents).

Yandex.Maps, Google.Maps, and 2GIS are
traditionally the most used services. Despite the
fact that nakarte.me they are used for organizing
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Considering excursion apps and services, we
can also observe similar trends. 68% of respond-
ents do not use and do not plan to use.

10% = Juse it
0

= I don’t use it and
don’t plan to doit

» I don't use it, but
I will use before long

I hear, but I don't
use it

Fig. 15 — The average value for using excursion
aggregators of the wholesale, retail, real estate
business segment’s respondents

With regard to transport services, railway
transport and ticket booking on the correspond-
ing website (app) are in the first place among re-
spondents.

Traditionally, Russian Railways is the leader
in transport booking options.

Fig. 16 — Using transport services
aggregators in the wholesale, retail,
real estate business segment, %

30 40 50 60

amateur trips, this service is the most unpopular
and unused (Fig. 18).

Despite the great unpopularity, it is possible
to single out the least used of the guided tour ser-
vices (izi.TRAVEL), the most used (Tripster), the
most famous (Avigid) (Fig. 19).

Discussion and Conclusion

During the COVID-19 pandemic, in condi-
tions of self-isolation and other mobility re-
strictions, there was an increase in using digital
services to meet tourist and recreational needs all
over the world [1, 8].

VST -



CEPBUC 2023

OCCKM
1 3A PVBE>I<OI\/|

. 53.0
497 51.0 51.0 51.0
50.0 46.3 47.0
400 38,3 36.9
342 342
30.9 30.9 30.9
28.2
30.0 2. 2622 26.8
24,2
20.0 17.
12,
0,
10.0 I I .
0.0 I I I
& . Q -g_ . % \0 “ C.P
*® & \év' & \&: & & & S N
@ﬁ\ ,c:{“o 040 ,@'&. "& \\00 “,}‘3' > @& @ bi\ g@d
& N &8 S % & & {®
4F © © = ® > &
N &
m1 use it ®]don’tuse it and don’tplan to doit <
=1 don't use it, but I will use before long = I hear, butI don’tuse it
Fig.17 — Using aggregators for booking accommodation facilities
for the segment of sports, tourism, recreation and entertainment, %
70.0 66.4
63.1
60.0 56.4
: 55.0 53.0
50.0
40.0
31.5
30,0 24.8
i 22.1
20.0 15.4 15.4 16,8 16.1 14.1
11.4 '
10.0 o I 27 4.0 I I 4.7 4,0
0.0 - = ] e 7
Google Maps nakarte.me Yandex Maps maps.me 2GIS

EIuseit B don’tuse it and I don’tplan to do it @1 don’tuse it, butI plan to do it =1 hear about, but I don’t use it

Fig. 18 — Using cartographic and navigation services of the segment
of sports, tourism, recreation and entertainment, %

__ 150 1




Konyshev E. V., Kolesova Yu. A., Veprikova A. A.
The features of using digital services

in tourist trips by citizens of Kirov Region

(based on the results of 2022 survey)

22.8
4.7

avigid

17.4
4.7

Tripster

14.1
4.7

izi. TRAVEL

0.0 10.0 20.0 30.0

I hear about, but I don’t use it

I don’tuse it, butI plan to do it

65.8

61.7

40.0 50.0 60.0 70.0 80.0

I don’tuse it and I don’tplan to do it MIuseit

Fig. 19 — The popularity of aggregators for excursion support
of the segment of sports, tourism, recreation and entertainment, %

Residents of the Kirov region also began to
more intensively master digital technologies [11].
After the restrictions were lifted, the deferred de-
mand was fully manifested and the tourist flow al-
most recovered to pandemic values. Based on the
purpose of this study, we conducted a study of
the features of using digital services in the post-
pandemic period. The main results look quite con-
troversial and go against the general trends of dig-
italization of the economy. Firstly, the frequency
of using apps and websites of tourist organiza-
tions in 2022 did not increase compared to 2021.
Secondly, preferences for using digital services to
obtain the services of travel service providers
have not changed. Most respondents prefer to
travel by train and use the official website of Rus-
sian Railways to book tickets. Preferences in the
using navigation services have not changed ei-
ther. The majority of the population chose
Google.Maps and Yandex.Maps. Thirdly, despite
the appearance of marketplaces most consumers
trust only the official websites of tour operators
and travel agencies, the official websites of travel
service providers (museums, galleries, theaters,
etc.). Fourth, the expectation that demand for vir-
tual tours and excursions will increase after the
pandemic has not been justified. Only 1/5 of the
respondents in each segment have heard about
excursion units, but they do not plan to use them
in the future. This trend suggests that the majority

of respondents are really used to traditional
guided tours. Participation in virtual tours is not
attractive for most of the respondents. Which in-
directly confirms the thesis about the prospects of
their implementation only in relation to low-mo-
bility categories of citizens. It can be concluded
that residents of the Kirov region are conservative
consumers who trust traditional technologies and
services in general. It is possible to assume and
identify the reasons for the traditionality in the
minimal using services:

1) lack of digital literacy;

2) lack of awareness about tourism apps;

3) the low level of development of digital
technologies, which does not allow you to form a
full-fledged tourist experience.

Similar results were obtained in previous re-
searches, which proves a high level of traditional-
ism in the minimal using new aggregators of excur-
sion support and a tendency to familiar services.

Thus, the research reveals the peculiarities
of the consumer behavior of tourist services, the
risks of using digital services in connection with
the consequences of the pandemic and the aggra-
vation of the geopolitical situation. Also as part of
future research it is possible to analyze the re-
spondents' need for other, newer apps and ser-
vices that have become relevant in the post-pan-
demic period. In further research, it is planned to
expand the list of services used and those that
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have recently appeared on the market. For exam-
ple, these include apps of tour operator compa-
nies, translator apps, currency conversion apps
and many others.

The results of the research may be in de-
mand by business representatives who are

T.17,No. 2 (104)

2023

engaged in the development of digital services,
tourist organizations to improve the effectiveness
of marketing communication. Executive authori-
ties can use the data obtained to adjust regional
documents of territorial planning and manage-
ment of the tourism sector.
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