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Topicality. Today, gastronomic tourism in the Black Sea region is under development.
a large number of scientists are engaged in the gastronomic culinary development activities and
the study of their economic efficiency and promotion in Internet communications, but its impact
on the quality of events is insufficiently studied. Therefore, conducting analytical research on the
announcement and post-event publications in the information Internet resources of gastronomic
events becomes an urgent task. Purpose and methods. The aim of the article is to study
aspects of the development of the potential of gastronomic tourism in the region, to analyze
the impact of advertising announcing the event on various Internet networks on the qualitative
and quantitative indicators of event content. The methodological and informational basis of the
work are scientific and theoretical works of scientists on the gastronomic tourism development,
data obtained during the advertising campaign in open culinary competitions in Mykolayiv, and
other culinary events organized and conducted by members of the Association of Culinary Arts
of Ukraine. Various general scientific and special research methods are used. Results. in order
to analyze the advertising promotion effectiveness of gastronomic events through television
channels, informational online publications, social networks, tracking the dynamics of incoming
traffic. Analysis of awareness in the region about the event indicates that in today’s conditions
the use of online media has a positive effect. Conclusions and discussions. Significantly
different rates of targeted advertising on Instagram and Facebook, used by us to promote events
only in 2019, the quantitative indicators of coverage in these channels exceed the average views
in online media by almost 1000 %. Studies of the data obtained after the events suggest that
their conduct increases the number of visitors many times, and sometimes this number reaches
250-300 %. This confirms the economic feasibility of the events holding.

Keywords: gastronomic event, culinary competitions, promotion, targeting, efficiency,
advertising.
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The topicality of the problem

Formulation of the problem. To date, the number of gastronomic events in the Black
Sea region is gradually increasing (M. M. Ohiienko & A.V. Ohiienko, 2019). The region
has a rich historical, cultural, natural, creative potential for the development of this
type of tourism. Natural and geographical location, traditions, folklore are the basis
for the festivals development that will develop Ukrainian culture and demonstrate the
color of the nation. in general, there are various festivals, events, holidays, exhibitions,
etc., both in the region and in the territory of the united territorial communities. The
main task facing the organizers and local governments is to create conditions for reach-
ing the international level, which will ensure the filling of participants and guests.

The state of the problem study. The following scientists deal with the gas-
tronomic events development and the study of economic efficiency of their
implementation and promotion in Internet communications: O.V. Babkin,
D.I. Basyuk, 0O.0. Beidyk, V. Yu. Kotsyubynsky, B.O. Korinny, O.V. Muzychen-
ko-Kozlovskaya, M.I. Peresichny, S.E. Salamatina, S.0. Solntsev, O.A. Stelmakh,
K. Yu. Kovalenko, N.V. Yudina, O.V. Shikina (Muzychenko-Kozlovska 2012; Lagodiienko
et all, 2019; "Stratehichne planuvannia", 2019; "Return on event", 2019).

However, the impact of the effectiveness of promotion in various Internet networks
on the quality of events is insufficiently studied. Therefore, conducting analytical stud-
ies of announcements and post-event publications in the information Internet resourc-
es of gastronomic events becomes an urgent task.

Unresolved issues. There is research of the various types’ influence of advertising
on the filling of the event by participants and viewers. There is generalization of the
economic efficiency of the event by determining the number of visitors and coverage
of views of publications.

Purpose and research methods

The purpose of the article is to study the development aspects of the potential
of gastronomic events in the region, analysis of the impact of advertising announcing
the event on various Internet networks on the events quality, identifying prospects
and ways to develop regional gastronomic events. The methodological and informational
bases of the work are scientific and theoretical works of scientists on the gastronomic
events development, data obtained during the advertising campaign in the open culi-
nary competitions «Best Chef 2018» and «Staff Battle 2019» in Mykolayiv. The realiza-
tion of the defined purpose is based on a systematic approach to the researched prob-
lems and various general scientific and special research methods are used.

Research results

The gastronomic potential of Mykolayivshchina is formed by many components,
but at creation of image of region it is necessary to pay attention to the organization
of gastronomic actions. Gastronomic festivals and competitions have the potential
for the development of such events in Mykolayivregion. Currently, this type of activ-
ity, given the centuries-old history and preservation of the traditions of the Ukrainian
people, is quite young and promising in the regions of Ukraine (M. M. Ohiienko
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& A. V. Ohiienko, 2019). Some festivals and holidays are still spontaneous, which pre-
vents the influx of participants and spectators. Therefore, it is necessary to pay atten-
tion to the development of HORECA infrastructure around the event, as this is one
of the key factors influencing the decision to participate. Note at one of the events -
«Rest actively», which is held in the area of the rock massif, on the banks of the South-
ern Bug in Yuzhnoukrainsk (the festival is held in the national park «Bug Guard») and
has a low occupancy due to lack of infrastructure within locations.

According to the goals of gastronomic events are divided into:

— directly profit-oriented, conducted for commercial purposes by individuals
or groups. Profit is generated by participating in the event or as a result of actions
in the process (sales, contracts). The purpose of such events is to attract the attention
of a large number of participants and encourage them to be active;

— indirectly profit-oriented, carried out by individuals or groups in solving
their own problems. The purpose of such events is to create a positive impression and
support the implementation of other priorities. Such events may be of a commercial
or ideological nature.

Thus, gastronomic events are bright and unusual events aimed at promoting the
brand of the region, overcoming seasonal fluctuations, increasing the influx of partic-
ipants and guests to the region, attracting and developing related industries through
memory and extraordinary events and perceptions (Muzychenko-Kozlovska, 2012).
Their holding in the regions and in separate territories will strengthen the image of the
region as a whole; to convey to a wide range of people its values, features and culture;
launch the previous and next information «wave» in the media; develop market de-
mand and increase the number of their participants.

The following features are characteristic of gastronomic events (Lagodiienko et all,
2019):

—  the result of the effort is the event itself, and it can neither be postponed nor
corrected (“passed as passed”);

— The result is unique, success depends on the subjective perception of visitors;

— the result depends on the number of participants in the event, it is completely
depreciated if there are not enough participants (the event is viable due to the fact that
it is attended);

— compared to the event result, its preparation is larger than the cost and time
and money.

When organizing gastronomic events, the important issue of inviting participants,
speakers, presenters, juries, who should be authoritative experts in their field, should
be taken into account. Such people themselves are «a brand», the audience perceives
their names as a brand. Accordingly, they will be the «face» of the event, which will
raise the status and automatically attract the target audience. For example, during gas-
tronomic festivals in Mykolayiv, special guests from abroad, participants of Ukrainian
culinary projects and talk shows, members of the international class jury, world cham-
pions in culinary arts, well-known chefs in Ukraine were invited.

Sponsorships and partnerships, companies or brands with a similar target audi-
ence are often used to organize competitions and to optimize costs, expand coverage,
and implement complex projects. in the case of gastronomic events involved producers
of agricultural and food products, companies for the production of equipment and fa-
cilities for HORECA and others. The partners’ participation in the organization of the
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event opens channels for «live» communication of the brand with consumers and pro-
vides new vectors of development.

An important indicator of the event is its effectiveness, in planning which it is pos-
sible to use data obtained earlier. Different methods are used for calculations, taking
into account the following data ("Stratehichne planuvannia", 2019):

— initiating the project, involving participants, sponsors, the public and specta-
tors, motivating them. Creating a press release for the event, promotion through the
media, partners, local government;

— toprovide comprehensive awareness of the event. Analysis of the effectiveness
of advertising channels (television, online information publications, and social net-
works). It is necessary to monitor the dynamics of incoming traffic on social networks,
media coverage, statistics on leads and customers involved in the event, to monitor
publications after the event in the media;

— total number of participants in the event. The primary audience is evaluated -
the actual participants of the event, those who are present in person, and the secondary
audience - are those who are not present at the event in person, but the event still con-
cerns them. Thus, the event partner can publish about him in the media, so he conveys
information to his target audience, so the secondary audience is several times larger
than the primary and is very important;

— number of participants in different segments and categories. This is a tracking
of the participant’s behavior during the event, such as movements inside, the length
of time spent in different locations. This is easy to do if it is a specialized event, where
there are cameras to count the audience or specialized devices, and more difficult — at
mass events;

—  participants’ satisfaction. When assessing the success of the event should take
into account the emotional reactions of those present. However, it is absolutely impos-
sible to be completely limited to the reaction of “liked” or “disliked”;

— financial indicators. Direct effect from the receipt and sale of products timed
to the event, especially from the sale of tickets, goods. ROI (Return on investment)
is widely used for commercial gastronomic projects ("Rentabelnist investytsii", 2019).
This is an evaluation criterion for the return on investment in the event. The total costs
of organizing and conducting the event are recorded in the estimate. Profits can be
measured by calculating sales or other targeted actions after the event. For non-prof-
it ROE (Return on event) is used — an indicator of the level of involvement, attitude
of guests and impressions of the event ("Return on event", 2019).

After analyzing these data, it is possible to compare gastronomic activities and
their success. When planning the next event, you need to use the data obtained. With
a high probability we can assume that the next event or part of it will be somewhat
similar to the previous one.

During 2017-2020, a number of image gastronomic events (festivals, competitions,
contests, etc.) were held in Mykolayiv region in order to increase the city’s attractive-
ness and increase the flow of guests. As part of the festival’s gastronomic movement,
the annual open all-Ukrainian competitions in culinary art and service «Best Chef 2018»
and «Staff Battle 2019» took place. in order to analyze the effectiveness of advertising
promotion of gastronomic events through television channels, informational Internet
publications, social networks, tracking the dynamics of incoming traffic, media coverage,
statistics on ice (M. Ohiienko & A. Ohiienko, 2020) and involved participants (Fig. 1).
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Fig. 1. Analysis of the effectiveness of advertising channels
(number of views of the publication) when announcing the event
Source: Based on ("V Nikolaeve proidet", 2018; "V Nikolaeve molodye", 2018;
"V Nikolaeve proshel", 2018, "Staff Battle", 2019)

Analysis of awareness in the region about the gastronomic event indicates that
in today’s conditions, the use of Internet media has a positive effect. During the study
period, the communication channels used to promote the event showed almost the
same number of views. The data on the use of targeted advertising on Instagram and
Facebook, which we used to promote the event in 2019, differ significantly; the quanti-
tative indicators of coverage in these channels exceed the average rates of views in on-
line media by almost 1000 %. Therefore, when announcing the next event, we propose
to direct the main part of the advertising budget to targeting.

Monitoring the publication of the event in the media indicates the delivery of infor-
mation to the secondary audience, those who could not attend the event in person, but
the event still affects them, and shows the effectiveness of information channels. The
analysis on the example of the annual open all-Ukrainian competitions in culinary art
and service «Best Chef» and «Staff Battle» allows you to effectively use existing chan-
nels. in 2018, the results of the event were published on the YouTube channels of local
TV companies (Fig. 2).

Thus, on the Internet channel of the public broadcaster TV channel «Mykolaiv»
("Staff Battle", 2019) with 13.1 thousand subscribers, the number of views of the video
was 106 or 0.8 % of the total, on the YouTube channel of the TV and radio company
«MARCH>» [13], the number subscribers of which is 4.7 thousand, views of this event are
117 or 2.5 %, similar figures are observed on the YouTube channel of the TV and radio
company «NIS-TV» 35 channel ("Novyi den", 2018), where the number of content views
was 36 with a total number of subscribers 2, 93 thousand, i.e. 1.3 % of the total. The
results of the study of the views number of video reports of the studied event indicate
low traffic to the Internet pages of TV channels.

After analyzing the budget costs of the project of the event «Best Chef» and taking
into account the results (number of views), we can say that the above channels to con-
vey information to the secondary audience of gastronomic events are ineffective.
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Fig. 2. The number of video content views of the open all-Ukrainian contests
on culinary arts and the service “Best Cook”
Source: Based on ("Staff Battle", 2019; "Novyi den", 2018;
"V Mykolaievi zmahalysia", 2018; "Nagrazhdenie pobeditelei", 2018)

In order to convey information to the target audience (HORECA and other inter-
ested listeners), the results of the festivals are published on the Internet media. The
analysis of publications in the Internet media is shown in Fig. 3.
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mBest-Kyxap 2018 5835 5620 1419
| Staff-Battle 2019 9734 1502 1369

Fig. 3. Number of views on internet media publications in Mykolaiv region
Source: Based on ("V Nikolaeve sostoitsia", 2019; "V Nikolaeve povara", 2019a;
"V Nikolaeve povara", 2019b)
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The results of monitoring the reviews of publications on gastronomic events in the
online media show that during the study period among the readers of the online pub-
lication «Crime.NO» ("V Nikolaeve povara", 2019a) the number of secondary audience
interested in the event almost doubles and is about 10 thousand views, among readers
of the online publication «Niklife» ("V Nikolaeve povara", 2019b) the number of readers
has tripled compared to 2018, the number of views of the publication of online media
«Nikolaev 24» has hardly changed. Comparing the average number of views in online
publications with views on YouTube of TV channels, which in 2018 averaged 4300 and
150 views, respectively, we can say that the publication of information about gastro-
nomic events on the pages of online media is more effective than television channels,
so these studies should be taken into account when planning and organizing advertis-
ing campaigns for the following activities.

An important indicator of the gastronomic events effectiveness is the number
of participants. The event is considered viable due to the fact that it is attended. During
such events there is a difficulty in counting the number of participants and spectators:
firstly, most events take place in open areas, and secondly, during the event the number
of participants and spectators changes. If we consider gastronomic event resources,
there are a number of requirements for their holding, so it is more convenient to or-
ganize such events in closed locations, and at the same time simplifies the calculation
of the number of participants. The Metro shopping center is often a permanent partner
in the organization of gastronomic movement and culinary activities "TC “METRO”
N2 23" 2019). Competitions on the basis of the Metro shopping center (Fig. 4) take
place in many regions of Ukraine, which gives researchers the opportunity to assess the
effectiveness of the event in terms of site attendance.

7650
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Years

without event 2018

Reviews, times
=

event

: without event
Mykolaiv event

Zhytomyr

2017
without event

event

Odessa

m2017 m2018 m 2018

Fig. 4. Number of visitors to the location (Metro Center) for gastronomic events
Source: Developed by the author on the basis of ("TC “METRO” N2 23", 2019)
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Studies of data obtained after gastronomic events suggest that the organiza-
tion of the event increases the number of visitors many times, sometimes reaching
250-300 % compared to the same day of the week without such events, which confirms
the economic feasibility of their holding. Studies of data obtained after gastronomic
events suggest that the organization of the event increases the number of visitors many
times, sometimes reaching 250-300 % compared to the same day of the week without
such events, which confirms the economic feasibility of their holding.

Taking into account the above studies of the advertising campaign of events, it can
be argued that the results can be used not only for gastronomic tourism events, but also
for other events (concert, sports, ethnic, etc.) taking into account the characteristics
of each event.

Within the limits of the festival «<Mykolayiv. Vintage cuisine «the idea of search and
reproduction of the historical menu and recipes of Mykolayivshchina, namely its vin-
tage cuisine is realized. Representatives of the Association of Culinary Arts of Ukraine
together with the Department of Education and Science of the Mykolayiv Regional
State Administration, as well as representatives of restaurants of Mykolayiv and ed-
ucational institutions that train students in the specialty «Cook» actively participated
in the work on this project.

Representatives of the Mykolayiv branch of Association of cooks of Ukraine togeth-
er with employees of the State archive of the Mykolayiv area and the Mykolayiv region-
al universal scientific library searched for menus and ancient recipes of dishes (fig. 5)
of the Black Sea region.

LI el Kb Z0O-TH Mujv-sar 1 as -
b Tennurenthas HAHA. 3a Vcnosmnu 06- . 0F
A m 0 P H E P A o« || P3larbca Kb cuorpnreasuunﬁ pi- ;)‘1]

Ta.

0
E
v Mozl pas .| a---“-n- D EBEDD 1
Tesb ! u
npix
PECTOPAHL 3OPMMA §|oc |« PECTOPAHD = o
TOBD ! ©
5[Q BoMoporan, 26 42, Temogows sse flueer. g {i@TEPOYPrCHOA [OCTHHHHLLL B 1
Exenuosne wrpaers wrannamckin @ | £00% P
opreetp gm0 4 wa. oo BIIT X ¢ MEHIO ua 10-e asrycTa. T :
. HOWH, meni g b : 7 PECTOPAHD
MEHIO HA 12-0 nenabpn-  Hep b féopma. Mastopoceifickift %‘é“ P P n:rspsyrrcxoﬁ roCTUHUUS
! 0B AHIO. by
065a% 0T% 12 a0 6 uac. B € KgnconaHng::u e 3 b g
{Bopms daoTekin - 20x. U |exoft Cynaks uo KOBHDBOKH - <
r}&mon oI nHpomKaMK S20, A|me Ocorpuna (pn 4 40 9 4
"epILSIL JIyH. 10 Dycery - 50 . ayTE 3
319 opone opure - o Qune ¢ gg{agpge:bg:afomew 5 35 214
JeGypexit XaBkaackio - -30 2 $eurs Dunelt MaHeps 5 E
~Buzku PoGeprn - - 30, B ?TKH thmm NbSIHATO = 0 in
'BIDHHKH = z 25Ty HITe. pclm - 4 bt '
- 30 C M 5
s Rghe § ISR 'a
(e mres o 2 - 0t ( b Ustmara 1o SEET o i s
\TenATHHA - - 50.% TKa ¢b AGIOKAMH - - 40 , =
PaAGuusD - - - -1p. lE @ Po36ndn a na MumyTL - - 35, ‘U By stows N mectn CIPAHAI[L. A%7ER Maso mcbun wambormon
Ilapde uposuue - - 15k | < lséh'mna KaoyceTa COJSIHIeCh - 35 3] C— Dobwn maGumern oo oxnd
BV 2ot o008 0¥ 2 ine K noity { a6auKM ATPATHRT 3 M Huxogaces, 50 uopma, O, COBOPIIED Geatoneons Suumay
1 J 3 . 5 15 5 TE BpeM: cromr e a1
e 18 ( ng;g:n;enngz&uxenxoe OV !n 0%010 BIOAMETA. e o Sunnztoniamn con
} » - '
€5 M erme e sopmus, *Ron St X T
ow “ DA 4 ekl .z oL Tep . ron®® CB0 AUCHIA HpI pasororpbuim Gormer
Dbt i,
5 s | {5 i gt Javborno, saw, moule it % Kowkh Ronout, past
Ipi | 1I; Huxo. aro Bnaro?opﬂ- I T eery n: Baro  pas- m‘.‘do;;:;g:““:uuun;‘ f‘ﬂa;
TeAeHaro: OGutecTsa, { TeJLHAro Oﬁmecrau m:.paxam Aaro- b L SOPARD o g o L0 o h e ouPUCTPUCTHRA Rubaw taTes
\lxpREeREy SN orclu) cper:| | T LpZoRIRoRRHIONE Lo ISR N covborn cumers, iy et

Fig. 5. Published menus of restaurants in Mykolaiv at the end
of the 19th and early 20th centuries

Source: Compiled by the author according to the State Archives of Mykolaiv Region and
Mykolaiv Region Universal Scientific Library

Masters, pupils and students of institutions of higher, vocational education of the
specialties «Cook» and «Hotel and restaurant business», and also cooks of restaurants
of Mykolayiv and Ukraine were involved for elaboration of dishes by Mykolayivshchina
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vintage cuisine. Technological maps and descriptions of recipes of reproduced dishes
presented in modern interpretation are obtained.

All dishes were evaluated by the professional jury of the competition and hand-
ed over for introduction to the chefs of the best regional restaurants. These restau-
rants will be included in the «Best gastronomic tour of Mykolayiv», within which guests
of the city and locals will be able to taste the reproduced dishes, to get acquainted with
local traditions, the restored historical recipes of the city of Mykolayiv and the Black
Sea region.

Communicative platforms have been created for representatives of the HORECA in-
dustry of Mykolayiv region and Ukraine, higher education institutions and specialized
educational institutions that train restaurant specialists, comprehensively promote the
development of professional skills of industry workers, intensive exchange of experi-
ence, professional training, and chef prestige.

Conclusions and results discussion

After monitoring the specifics of determining the effectiveness of gastronomic
events, we conclude that an important factor influencing the effectiveness of the event
is to ensure comprehensive awareness of the event, as evidenced by its analysis in the
region on the example of gastronomic competitions in culinary arts and service «Best
Chef».

During the study period, various communication channels were used to promote
the event (social networks Facebook and Instagram, online media, television), resulting
in a comparative analysis of the coverage of stakeholders in each of them.

The research found that the quantitative indicators of content views when using
targeted advertising on Instagram and Facebook significantly exceed the average rates
of views in online media. During the 5-day advertising campaign, the target audience
reached more than 22 thousand impressions, despite the fact that the total number
of views in the online media is about 5 thousand, in addition, when using targeted ad-
vertising filters are selected target audience: age, region, area activities and others that
allowed us to convey information online in accordance with the portrait of the target
audience.

When assessing the gastronomic activities effectiveness, the main factor is the to-
tal number of secondary audience. Comparing the average number of views in online
publications with views on YouTube TV channels, we can say that the publication of in-
formation about gastronomic events on the Internet media is more effective, so these
studies should be considered when planning and organizing advertising campaigns for
future events.

An important factor in determining the gastronomic events effectiveness is the
number of participants in the primary audience. During the calculations of the number
of guests and participants of the studied events, their increase is observed in times,
compared to the same day of the week without such events, which confirms the eco-
nomic feasibility of their holding.
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MOHITOPHHI OCOBJIMBOCTE BU3SHAYEHHSI EOEKTUBHOCTI
TACTPOHOMIYHUX ITIOJIEBUX 3AXO0/IB

AKTyanbHicTh. Ha ChOTO[HIIIHIN JeHb racTpPOHOMIUHMI TYypU3M Yy [IpMUYOpPHOMOPCHKOMY
perioHi mepebyBae Ha CTafil pO3BUTKY. [IMTAHHIMM PO3BUTKY rACTPOHOMIYHUX KyTiHAPHMX 3a-
XOAiB i TOCTiIKeHHST iX eKOHOMIUHOI e(eKTUBHOCTI Ta MPOCYBaHHS B iHTepHeT-KOMYHiKallisix
3aiiMa€eThCs BeIMKa KiJIbKiCTh HAYKOBIIiB, IPOTE 10TO BIUIMB Ha SIKiCHi TOKAa3HMKY HAallOBHEHHSI
iBeHTIB JOCTimKeHNI HegocTaTHBO. TOMY MpoBefeHHS aHATi TUUHMX JOCTiIKeHb aHOHCYBaHHSI
Ta MiCII3aX0I0BUX MyOsiKalliil B iHbopMaiiiHuX iHTepHeT-pecypcax raCTpPOHOMIUHMX 3aXO0/IiB
CTae akTyaJIbHUM 3aBAaHHsIM. MeTa i MeToau. MeToI0 CTaTTi € LOC/TiIsKeHHST aCTIeKTiB PO3BUTKY
MOTEHIially TaCTPOHOMIUHOTO TYPU3MY PeTioHY, MTPOBeAeHHS aHali3y BIUVIMBY peKjIaMy aHOH-
CYBaHHS 3aXOfy B Pi3HMX iHTepHeT-MepeXax Ha sIKiCHi Ta KiJIbKiCHi ITOKa3HMKY HAIlOBHEHHSI
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iBeHTiB. MeTOH0OTiUHOIO 71 iHbOpMaIifiHOI0 OCHOBOIO POOOTH € HAYKOBi Ta TEOPETUYHI Mpalli
BUEHMX LI0J0 PO3BUTKY raCTPOHOMIUHOIO Typu3My, JaHi, OTPMMaHIi MiJ yac MpoBefeHHs pe-
KJIaMHOiI KaMIlaHii B paMKax BiIKpUTMX KylTiHapHMUX KOHKYpCiB y M. MuKkonaiB, Ta iHIIMX Ky-
JiHApHUX 3axXOfiB, OpraHi3oBaHMX i NMpoBefeHMUX wieHaMM Acouialii KynaiHapiB Ykpainu. Bu-
KOPUCTAHO Pi3HOMAaHITHI 3araJbHOHAYKOBI Ta CIeliaabHi MeToau AOCTigkeHHs. Pe3ynbraTn.
3 MeTOow aHasi3y e(eKTMBHOCTI PEKJIaMHOTrO MPOCYBAHHSI TACTPOHOMIUHMX 3aXO[iB uepes Ka-
HamM TejnebaveHHs, iHQoOpMalliiiHi iHTepHeT-BUIAHHS, COLIMEPEXi 3[iiiCHEHO BigCTEXXEHHS
IMHaMikM BXigHOro Tpadiky. AHami3 nmoiHGopMoBaHOCTI B perioHi Mpo MpoBefeHHS MO/1i€BOTO
3axX0fy BKasye, 1IJ0 B yMOBaX CbOTOJ€HHS BUKOPUCTAHHS iHTepHeT-3ac06iB MacoBoi iHbopmarii
Mae CBiif mo3uTuBHMI eeKkT. BUCHOBKYM Ta 06roBopeHHs. CyTTEBO BiPi3HSIIOTHCS TOKA3HUKM
3aCTOCYBaHHS TapreToBaHOI pekiamyu B Mepexkax Instagram ta Facebook, BUKOpucTaHOi HAaMM
IIJISI TPOCYBaHHS 3ax0/iB Tibky y 2019 polii, KiIbKiCHi MTOKa3HMKYM OXOTUIEHHS B TaHMX KaHamax
TepeBULIYIOTh CepellHi TOKasHUKM nepersziB B iHTepHeT-3MI maibke Ha 1000 %. JocmigkeH-
HSI JAHMX, OTPMMaHMX TIC/IS 3aXOAiB, LO3BOJISIOTh CTBEPAKYBATH, 1[0 iX MPOBeeHHSs 36i/blIye
KiJIbKiCTh BifBimyBauiB y pasu, a iHKOJM 15T KiJIbKicTh csirae 250-300 %. Lle migTBEpAsKy€e €KOHO-
MiUHYy JOLIIbHICTb TPOBENeHHS 3aXO0/IiB.

Knro4uoBi cimoBa: racTpoHOMiUHMIE 3axifl, KyliHapHi KOHKYPCH, IIPOCYBaHHS, TapreTHHT,
eeKTUBHICTb, peK/iama.
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MOHUTOPUHT OCOBEHHOCTEN OITPEJEJIEHUS 9®PEKTUBHOCTU
TACTPOHOMUYECKHUX COBBITUHBIX MEPOITPUSATUI

AKTyanbHOCTb. Ha cerogHsILIHMIT OeHb KOJIMYECTBO MPOBEAEeHMS raCTPOHOMUUYECKUX CO-
OBITUITHBIX MEPOTIPUSITII B IIpruepHOMOPCKOM perMoHe He3HauuTelIbHOe. Bormpocamu pa3su-
TUSI TACTPOHOMUYECKMX KYJTVMHAPHBIX MEPOIIPUSITUI U MCCIEOBAHMEM UX SKOHOMMUYECKOIT 3(-
(bexTMBHOCTM U TIPOABMKEHMSI B MHTEPHET-KOMMYHMKALIMSIX 3aHMMAETCSI MHOXKECTBO YUEHBIX,
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OHAKO B/IMSIHUE 3(1)(1)eKTI/IBHOCTI/I MPpOABVIKEHMS B PA3JIMUHBIX MHTEPHET-CETAX Ha KaUueCTBEH-
Hble II0Ka3aTe/ly HaloJHEHUS] MBEHTOB MCC/IeNOBaHbl HEIOCTAaTOYHO. [1o3TOMy INpoBeneHMe
AHAIUTUYECKUX MCCIeNOBAHMII aHOHCMPOBAHMS U MOCIECOOBITUITHBIX MyOMMKaLMii B MHGOP-
MallIOHHBIX MHTEpPHeT-pecypcax raCTPOHOMMUYECKUX MEepOIPUSTUI CTAaHOBUTCS aKTyaJbHOM
3amaveii. llenbp M MeToabl. Lle/ibio CTaTby SIBJISIETCS UCC/IeSOBaHMe aclleKTOB pa3BUTUS ITIOTEH-
[[ajia TaCTPOHOMMYECKOTO TypM3Ma permoHa, IpoBefieHe aHaau3a BAMSHUS peK/aMbl aHOH-
CHPOBAHMSI MEPONIPUSATUS B PA3/IMUHBIX MHTEPHET-CETSIX Ha KaueCTBEHHbIe TI0Ka3aTeay HaIlol-
HeHMSI UBEeHTOB. MeTom00rnueckoi 1 MHGOpPMaIMOHHO OCHOBOI paboThI SIBJISIIOTCSI HAYIHbIE
U TeopeTHYecKue TPYAbl YUEHBIX 110 Pa3BUTUI0 TaCTPOHOMMUYECKOTO Typu3Ma, JaHHbIe, MOy-
YEeHHbIE IIPpU IMPOBEeOeHUN pEKJIaMHOﬁ[ KaMITaHMM B paMKaX OTKPBITBIX KYyJIMHAPHbIX KOHKYPCOB
B I. Hukomnaese 1 gpyrux KyJIMHapHbIX MepPOIIPUSATUN, OPraHN30BaHHBIX M IIPOBeleHHbIX YleHa-
MM Acconanui KyaMHapoB YKpauHbl. VICIIONb30BaHbl pa3inyHble 001eHayYHbIe U CIIelallb-
HbIe MeTO/IbI MccienoBaHysl. PesynbraThl. C 1ebio aHam3a 3G GeKTUBHOCTY PEKIaMHOTO IIPO-
JABVDKeHMA raCTPOHOMMYECKUX MEpOHpI/IHTI/IﬁI yepes KaHaJlbl TeJIeBUIEeHWSI, I/[H(fl)OpMaLU/IOHHbIe
MHTepHeT-U3JaHNSI, COLCETU OCYIIEeCTBIEHO OTCIEKMBAHME NUHAMMKM BXOHSIEro Tpadmka.
AHanmm3 ocBeIOMJIEHHOCTM B PervoHe O MPOBeJeHMUM COOBITUIHOTO MepOIPUSITUS YKa3bIBaET,
YTO B CETOHSIIHUX YCIOBUSIX MCITO/Ib30BaHMe MHTepHEeT-CMU MMeeT IOoIOKUTENbHbI 3G ]eKT.
BoiBonbl 1 o6cykneHne. CyleCTBEHHO OTIMYAIOTCS [TOKa3aTely MCIONb30BaHMS TAPTeTHpo-
BaHHOJ pekysiambl B ceTssx Instagram u Facebook, MCIioib30BaHHO HaMU [JIs1 TIPOABUKEHMS
MepornpusaTuii Tonbko B 2019 rony, KonmuyecTBeHHbIe MOKasaTely OXBaTa B JaHHBIX KaHalax
MIPeBBIIAIOT CpelHYe TT0Ka3aTeny pocMoTpoB B uHTepHeT-CMU noutu Ha 1000 %. Vccneno-
BaHMSI TaHHBIX, ITOJTYYEHHbIX II0C/IE MEePOIIPUSITUIA, TO3BOJISIIOT YTBEPXKIATh, UTO UX [IPOBELeHNe
YBEIMYMBAET KOJMYECTBO MTOCETUTENEN B pasbl, a MHOTIA OHO mocturaet 250-300 %. Do mo-
TBePKIAeT SKOHOMUYECKYIO 11e71eCO00Pa3HOCTb IMPOBEAEHNST MePOIIPUSTHIA.

KinroueBsble cjioBa: raCTpOHOMMYECKOE MEPOIIPUSITHE, KyIMHAPHbIE KOHKYDCHI, TPOJIBYKE-
HIe, TApTreTUHT, 3GeKTUBHOCTD, peKIama.
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