Based on situational analysis
done, interviews with key
stakeholders and representatives
of Regional Government, we
assume that broader Baikal area
(Irkutsk Region and the Buryat
Republic) is becoming one of the
key connecting hubs for political,
economic and cultural cooperation
between Russia and the Asia-
Pacific region.

We assume that this cooperation
will be followed by significant
increase of the services industry
and experience based travel
industry, where Baikal Lake, with
its natural and cultural values, acts
as a natural icon and image
generator.

We assume that global value of
the Baikal Lake and the whole set
of its surrounding attractions,
coupled with changed business
environment in this new, quickly
emerging, geostrategic arena, will
act as major drivers of dynamic
growth of the tourism sector in the
years to come, providing viable
tourism development strategies &
policies are put in place.

=  Onupasch Ha Pe3yIbTATHI
aHaJIM3a CUTYalluu U HHTEPBBIO,
MPOBEJCHHBIX C KIFOYEBBIMU
CTEHKXOJIepamMu U
peICTaBUTEIAMU
PETHOHAILHOTO MPaBUTENILCTBA,
MBI CUUTAEM, YTO TEPPUTOPUS
«bonpmoro baiikana»
(Mpkytckas o0nactsb u
Pecny6nuka Bypsitus)
npeBpalaeTcsa B OAUH U3
OCHOBHBIX IICHTPOB CONPSKEHUS
BEKTOPOB MOJUTHYECKOTO,
3KOHOMUYECKOTO U KYJIbTYPHOTO
COTpyIHHYECTBA Mex 1y Poccueit
U CTpaHaM# A3HaTCKO-
THX0OKEaHCKOr0 peruoHa.

= Jlo HameMy MHEHHIO, 3TO
COTPYJTHUYECTBO OyIeT

COITPOBOXKIATbCs 3HAYUTCIIBHBIM
pOCTOM MHIYCTPHUU YCIYT U

Typu3Ma, B KOHTEKCTE KOTOPOTO

o3epo balikain ¢ ero npupOIHBIMU

U KYJIBTYPHBIMHA

AOCTOIIPUMEYATCIIBHOCTAMU
CTAaHOBUTCs €CTCCTBCHHBIM

CHUMBOJIOM, (hOpMHPYIOLIIM 00pa3

peruoxa.

MpeI nonaraeM, 4TO0 BCEMHUPHOE
3Ha4YeHHe o3epa baiikan u Bcero
KOMIUIEKCa OKPY>KaIOLINX €ro
(haKTOPOB TYPHCTHUECKOM
NPUBJIEKATEIBHOCTH B COUCTAHUT
¢ TIepeMeHaMH B 00JIACTH
JIEJTIOBOTO KJIMMATa,
NPOHUCXOSIIUMH B STOM
CTPEMHUTENBHO PAa3BUBAIOIIEMCS
reOIOJINTUIECKOM PETHOHE
SIBATCSI OCHOBHOM JBIKYILEH
CHJIOW JMHAMHYHOTO Pa3BUTHS
Typu3Ma B Omkaiiem
OyayIem, TPy yCIOBUU HAJTHYHS
3¢ (heKTHBHON CTpaTeTuu U
NPUHIIMIIOB Pa3BUTHS TypHU3MA.




Vision: Underlying principles

Baikal welcomes the guests from
all around the world;

Baikal Region as a whole, by
means of tourism development,
expressess its pride, identity,
cultural distinctions and natural
uniqueness;

Baikal is a tourist region that
appreciates and protects all its
natural and cultural resources;

Baikal is percieved by the
international tourism market as a
safe, clean, interesting, unique,
and somewhat exotic destination;
Baikal Region offers various
tourist products derived from
diversified and well distributed
attractions structure capable of
generating tourist demand
throughout the year;

Baikal Region population and
political elite accept tourism as an
important factor of economic
development and wealth creation;
Baikal Region applies modern
infrastructure, knowledge,
education and transfer of new
technologies to all stakeholders in
the tourism industry.

Baikal Region aims to
dramatically increase the present
number of tourist

Konmenuusi Oyaymero: OCHOBHBIE
NPHUHIHUIIBI

= Dbalikam NpHHHMAET TYpHUCTOB CO
BCETO MUPA;

= DalKkambCKUIl pPETHOH B ILEJIOM
yepe3 pas3BUTHE TYPUCTUYECKOH
OoTpaciu JIEMOHCTPHPYET
ropaocTb 332 CBOM  PETHOH,
MOJYCPKUBACT €ro  0co0OCTh,

pasHooOpasue KYJBTYD,
YHUKAIbHOCTh MPUPOTHBIX
YCIIOBU;

= DBalikam pa3BuUBaeTcad Kak IEHTP
Typusma, KOTOPBIN LICHUT
COOCTBEHHBIC  TPUPOAHBIE U
KYJbTYpHBIE pecypchl u

3a00TUTCSA 00 UX COXpaHEHUH;

= Ha pelHKE MEXIyHapOIHOTO
Typu3Ma bailkan KOTHpyeTCs Kak
0e30macHoe, YNCTOe, HHTEPECHOE,
YHHUKaJIbHOE u OTYacCTH
JK30THYECKOE MECTO OTABIXA;

=  BalKambCKUI PETMOH IpeaiaracT
pazHoOOpa3ne  TypUCTHUYECKHX

IPOTYKTOB Ha Oaze
JTUBEPCUPHUINPOBAHHOMN
CTPYKTYPBI [ICHTPOB
TYPUCTHYECKOU
NPUBJICKATEIPHOCTH C IIUPOKOU
reorpaduei, CIOCOOHOM
NIOJIICP’KUBATh crpoc Ha
TypUCTUYECKHE YCIYTH B

TEYEHHE BCEro rofia;
= HaceneHne W  TOJUTHYECKAS
anuTta  balikanbCkoro permoHa
OTHOCSITCS K TYpU3My Kak K
Ba)KHOMY dbaxropy
SKOHOMHMYECKOTO  Pa3BUTUSl H
CO3JaHMsI BCEOOIEro JOCTATKa;
=  balKaJlbCKUH pEruoH
CIOCOOCTBYET Pa3BUTHIO
COBPEMEHHOW HWH(PPACTPYKTYPHI,
3HaHWUN, 00pa30BaHuUs U Mepenaye
HOBBIX TEXHOJIOT Ui BCEM
CTeHKXoepaM TypUCTUYECKOU

OTpACIIH.

=  BalKambCKUI PETMOH CTPEMMTCS
pe3Ko YBEJIMYUTH MIPUTOK
TYPUCTOB, B TOM YHCJIE TYpUCTOB,




arrivals/overnights, employment
level and tourism receipts by
means of its proactive and
innovative tourism development
policy.

Modern tourism industry operates
within a huge range of world
known destinations (clusters)
which are competing in different
business sectors. The ultimate
goal of each destination tourism
policy is to develop specific
competitive advantages in each
sector they are competing in.

The group of people that are
looking for similar tourist
experiences form a demand
category. Today worldwide, there
are more than 300 tourism
demand categories considering
both general as well as special
interest ones.

The demand for sun & beach,
skiing, adventure holidays, bird-
watching,  cycling  holidays,
sailing holiday, business
incentives etc., are well known
examples of demand categories.
For each demand category there is
a specific product category, and a
mix of both categories (demand
and product) makes up a market.

MpUOBIBAIOIINX HA UIUTEIHHOE
BpeMsH, MOTHATH YPOBEHb
3aHITOCTH B oTpaciu Hu
MacmTadbsl TpreMa TYypUCTOB 3a
CYeT aKTWBHOM, MHHOBAIIMOHHOM
MIOJIUTUKU PA3BUTHUS TYpPU3MA.

CoBpemenHas UHAYCTpUSA
Typu3Ma ACHCTBYET B OIPOMHOM
JIana3oHe BCEMHPHO H3BECTHBIX
TYPUCTUIECKHUX HaIpaBJICHUH
(xmacTepoB), KOTOpBIE
KOHKYPHPYIOT MEXAy co0oil B
Pa3IUYHBIX CEKTOpax Ou3Heca.
Koneunas 1elb HOJUTUKN
pa3BUTHS ~ TypH3Ma  KaXIOro
HANpaBICHUS] COCTOUT B TOM,
9To0Bl  co3maTh  uIA  ceds
KOHKPETHBIE KOHKYPEHTHBIE
NPEeUMYIIECTBA B KaXKIIOM H3 TeX
CEKTOPOB, B PaMKaxX KOTOPBIX OHU

COPEBHYIOTCHI.

I'pymma notrpeouTenei,
CTPEMSIIUXCA K  MOJyYEHHUIO
CXOJHBIX TYPUCTUYECKUX
MPOJIYKTOB, COCTaBIIIOT  OAHY
KaTErOpUI0 crpoca. Ha
CErOJHAIIHUN JeHb B  MHpPE
HACYMUTHIBAIOT Oonee 300
KaTerOpHuil crpoca Ha

TYPUCTUYECKHE YCIIyTH, BKIIOYAs
olue W crneuuanu3upoBaHHBIC
BUJIBI YCITYT.

K IUPOKO W3BECTHBIM
KaTeropusiM  CIpoca OTHOCSTCA
Takue Kak JIOOWUTENW KyNaHWsS |
3aropaHvsi Ha TUBDKAX, JIBDKHOTO
CIopTa, TypU3Ma NUPUKIIOYCHHH,
OPHHUTOJIOTUYECKUX HAOIIOICHUH,

BEJIOCHIICHBIX MIOXOJIOB,
MapycCHOTO CIIOpTa, OTAbIXa B
COYCTaHUH c JIETTOBBIMH

neperopopamud, u 1.0 s
KasKII0M KaTeropuu crpoca
MpeAHa3HaYeHa CBOS KaTeropus
MNPOAYKTOB, U UMEHHO COYETAHUE
o0enx kareropuii (cmpoca u




Set of companies that serve this
market form a business sector.
With this regard, every market /
product or tourism business sector
has its own and different long
term attractiveness, rules of game,
key success factors, information
framework, buying habits and use
habits. Each sector is subject to
specific competitive  forces
(Porter) and, in consequence, has
a specific return that makes it
more or less attractive.

The profit made by a destination
(cluster) in a specific sector is
related to combined pressure of 5
competitive forces (bargaining
power on suppliers bargaining
power of buyers, threat of
substitutes, threat of new entrants,
and rivalry  between  the
competitors) which affects long
term sector attractiveness.

Collective power of those 5 forces
determines the average capacity to
obtain benefits/profit in each
business sector. Whichever the
power of these forces are, the aim
of the competitive positioning of a
tourism destination is to find a
position within the sector that is
going to be able to defend itself as
much as  possible  against
mentioned forces, or even reverse
them in their favour (Porter). For

MPOJYKTOB) M COCTABIISICT OCHOBY
TOTO WJIM MHOTO PHIHKA.

COBOKYITHOCTh KOMIIAHHUH,
00CITY)KUBAIOIIUX OTOT PHIHOK,
o0OpasyroT cektop Ousneca. C

9TOM TOYKU 3PEHUSA KasKJIBIH
PBIHOK/TIDOJYKT ~ WMJH  CEKTOP
TYPUCTHUYECKOTO OusHeca
obnamaeT COOCTBEHHOI
JIOATOCPOYHOMN
MPUBJIEKATEIEHOCTBHIO,

COOCTBEHHBIMHU MTPABUIIAMHU WTPBI,
KITIOYEBBIMU (DaKTOpaMH ycrexa,
UH(POPMAITMOHHON CETBIO,
MPHUBBIYKAMU  TMOKyHaTeled W
MIPUBBIYKAaMHU MOJIb30BaTeneil. B
KaXJOM  CEKTOpE  JIEUCTBYIOT
CTIEIU(UYCCKHUE JUISI HETrO CHIIBI
KOHKYPEHLUU (IToptep), u,
COOTBETCTBEHHO, IS KaXJIOTO
CeKTopa XapakTepeH CBOH
YpOBEHb MPHUOBUTH, KOTOPBIA |
ornpesieIsIeT 0011y10
MPUBJIEKATEILHOCTH CEKTOPA.
IIpubpte  TOTO WIM  HWHOTO
HamnpaBJIeHUS Typu3Ma (Kiacrepa)
B TOM WIH HWHOM KOHKPETHOM
CEKTOpPE 3aBHCHUT OT COBMECTHOIO
JIABJICHUST 5 KOHKYPCHTHBIX CHII
(pBIHOYHAS BJIACTH MOCTABIIUKOB,
PHIHOYHAST BJACTh TMOKyMNaTeleH,
yIpo3a TIOSIBICHHS 3aMEIIaroIiuX
YCIIyT, yrpo3a TOSBICHUS HOBBIX
WUTPOKOB M COTIEPHUYECTBO MEKTY
y4aCTHUKAMU KOHKYPEHTHOTO
pBIHKA), KOTOPBIC W OMPEACIIOT
MPUBJICKATEILHOCTh CEKTOpa B
JIOATOCPOYHOUN EPCIIEKTUBE.
CoBMeCTHOE JaBI€HHE OTHUX S
CHII ompeaenser CpeIHUH
YPOBEHH TMOTEHIIMATa MOTydeHUS
BBITOJBI/TPUOBITH B KAXKJIOM
cekrope Om3Heca. HeszaBucumo ot
TOTO, KAaKOBBI OTH CHIIBI, IIENb
KOHKYPEHTHOTO
MO3UIIMOHUPOBAHUSI  TOTO  WIIK
WHOTO  HAINpaBJICHUS  TypU3Ma
COCTOMT B TOM, 4YTOOBI HaWTH
BHYTPH CEKTOpa TaKyIO MO3UIIHIO,
KOTOPYI0O MOKHO B Hamboiee




example, 40 years ago nearly 80%
of total global tourism could be
attributed to sun & beach
holidays. Today the same sector
has less than 40% and this 40%
has been significantly segmented
in various sub sectors based on
segmented demand needs.

Threat of entry of new
competitors and/or substitutes
determines the attractiveness of
the sector in the long run.

In case of the Baikal Region's
"winter skiing" business sector,
taken as an example, in order to
assess the threat of new
competitors, one should initiate a
profound search for actual and
potential competitors throughout
the Russian mountains with
potential for winter holiday
business, since  all  these
destinations are competing on the
same market (for the same
customer).

On the other hand, the threat of
present and potential substitutes to
the "winter skiing" business sector
influences  its long  term
attractiveness and is even greater,
since more and more leisure
activities are appearing on the

BO3MOJKHOH CTEINEHH 3alUTUTh OT
BO3/ICHCTBHSI yKa3aHHBIX  BBIIIE
CHUJl WU Jake€ TMOTECHUTh UX B
CBOIO MOJIB3Y (IToptep).
Hampumep, oxomo 40 mer Hazan
noutu 80% MUPOBOroO TypU3Ma
NPUXOJWINCh Ha OTIYCK paau
KyTaHUs ¥ 3aropaHus Ha TUIsKax
CeromHsi [ONA 3TOrO  CEKTOpPa
coctaBusier yxe wMeHee 40%,
npuaem 3Tu 40% B 3HAYUTEIHHON
CTENEHH CErMEHTHPOBAHbI Ha

pas3in4YHbIe MTOACEKTOPBI B
COOTBETCTBUM C CETMEHTalNeH
crpoca.

VYrpo3a BbIXOZa Ha PBIHOK HOBBIX
KOHKYPEHTOB u (vn)
3aMeNaronuX ycayr B
JIOJITOCPOYHON MEPCIEKTUBE
omnpenenser CTEIICHb
MIPUBJIEKATEITEHOCTH JTAHHOTO
CEKTOpa.

Ecnu B kauectBe mnpumepa s
OLICHKH YIPO3Bl CO CTOPOHBI
HOBBIX KOHKYPEHTOB, MBI PEIIUM
MIPOBECTH  AHAJINA3  COCTOSTHUSA
Takoro cekropa OwusHeca B
baiikanmbeckom peruone KaK
«3UMHEe KaTaHWe Ha JIbDKax», Ha
cJenyeT MPEeANpPHUHITH TIyOOKoe
WCCIIEOBAHNE Ha  IIpEeAMET
oOHapyXeHHs JEHCTBYIOIIUX U
MOTEHLUAIBHBIX KOHKYPEHTOB BO
BCEX TOPHBIX peruoHax Poccuw,
TA€  UMEETCS  BO3MOXHOCTH
KyJIbTHUBHPOBATh 3UMHHUE BUIBI
Typu3Ma, TaK Kak BCE OJTH
HampaBlieHUs KOHKYPHPYIOT Ha
OMTHOM MW TOM JK€ pBIHKE
(0OCTy)KMBAIOT OJHOTO Ml TOTO K€
OTPEOUTEIIS).

C TIPYTOM CTOpPOHHI, Ha
JOATOCPOYHYIO
NPUBJICKATEIHHOCTh CEKTOpa

«3UMHEE KaTaHWe Ha JBDKaX»
BIIMSIET Yrpo3a JCUCTBYIOIIUX H
MOTEHITHANBHBIX  3aMETIAFOIIIX
YCIyT, OPUYEM 3Ta Yrpo3a TauT B




market which daily serve as
substitutes for other leisure
activities.

The power to negotiate with
buyers and sellers, plus the
pressure of rivalry between the
competitors will determine both,
the production costs, and the
selling prices, and therefore the
benefits/profits of the sector.

That is why each business tourism
sector within the whole tourism
cluster (destination) should focus
on building its ability to create the
benefit/profit or its capacity to
compete with the best in the
sector. It can focus either on
selling at higher prices, or
operating at lower costs. That is
why each company competing
within this sector and within the
destination should understand
internal rules of the game within
each specific sector, as well as
key success factors, use of
information framework, buying
and usage habits of specific sector
demand etc.

In case of the Baikal Region's
tourism industry today, this can be
best explained on the example of
touring  based on  nature
experience. This business sector
has much stronger negotiating
power than any other tourism

cebe emie OOJBIIYI0 OMACHOCTD,
HOCKOJ’ILKy Ha pLIHKC BO3HHUKAKOT
BCE  HOBBIE BMJbl  OTJIbIXa,
KOTOpbIC TIOCTOSIHHO 3aMEIIaloT
JIpyrue BUIbBI OTAbIXA.

Bo3moxHOCTE  TOproBaTthcs  C
MOKYNaTeIsIMA | TPOJaBIIaMH, a
TaKKe JaBIICHUE COIECPHUYSCTBA
MEXIy KOHKYPEHTaMH OTPEICIIAT
KaK MIPOU3BO/ICTBEHHBIC
W3MIEPKKH, TaK W IIEHBI TIPOJIABIIA,
U, COOTBETCTBEHHO, YypPOBEHB
BBITOJBI/TIPUOBI B JTaHHOM
CeKTOpe.

Bor mnoueMy KaxIplii CEKTOp
TypuUCTHUECKOrOo  Ou3Heca B
paMKax €IMHOTO TYPHUCTUYECKOrO
KJjacTtepa (HampaBJICHUS) TOJDKECH
KOHIICHTPUPOBATh CBOM YCHIIUS
Ha  pa3BUTUM  BO3MOXKHOCTEH
CO3aBaTh BBHITOLY/MPUOBUTL WIIN
KOHKYpHpOBaTh C  Hamboiee
YCIICIIHBIMA ~ TPEACTABUTEISIMH
cBoero cexkropa. OH MOXer
COCPEIOTOUNUTHCA 0o Ha
NOBBIICHWH  IIeH, JmOO Ha
CHI)KCHHU TEKYIIUX PacXoJ0B.
Bor mowemy kaxkmas KOMITAHHS,
y4acTBYIOIIass B KOHKYpPEHTHOM
O0opp0e B JTaHHOM CEKTOpe M B
pamMKax HampaBlIeHHs, IOJDKHA
3HaTh BHYTPEHHHE IMPAaBHUJIA UTPBI
B K&XJOM KOHKPETHOM CEKTOpeE, a
TaKKe  KIIOUeBbIe  (PaKTOPBI
ycrexa; OHa JOJDKHA — YMETh
MOJIH30BATHCS  WH(POPMATMOHHON
CETBIO, 3HATh MOBE/ICHUE
MOKYTATEIe M MOJb30BaTEICH B
CTPYKType cIpoca B KaXIOM
CEKTOpE, U T.1.

Ecan B34Th CerofHsiIIHee
COCTOsIHUE TYPUCTHYECKOU
oTpacnu bailkanbckoro permosna,
TO 3TO JIy4YIlle BCETO OOBSACHUTH
Ha npumepe MIPUPOTHOTO
Typu3Ma. OTOT CeKTop Ou3Heca
oOmamaer HAMHOTO Oonee




business sector, since in the past
years of relative boom of touring,
key rules of the game in this
sector have been learned by
Baikal travel/hotel companies.

In order to wunderstand better
sector internal factors which are
changing dynamically, one should
take into consideration the fact
that tourism industry has radically
changed from an old to a new
paradigm under which business
sectors are competing globally.

Old paradigm was focusing on
services as key generator of
economic value, on rest as a key
desire, on general interest as a
main kind of tourism and on
commoditization as a key
tendency.

A new paradigm is focusing on
experiences and stories as a key
generator of economic value, on
emotional pyramid as a set o
desires, on special interest as kind
of tourism and on personalization
as a key tendency.

Coming back to a skiing sector as
one of future relevant business
sector in Baikal tourism region,
competitive rules of the game
which are recognized as global

pa3BUTOI CIIOCOOHOCTBIO
TOProBaThCs, YeM JIF000M APYyroi
CEKTOp TypH3Ma, IOCKOIBKY 3a
MOCJIETHIE TOJbI OTHOCUTEIIEHOTO
TYPHCTHYECKOTO Oyma
0aiikabCKUE TYPUCTUYECKUE H
TOCTMHUYHBIE KOMIIAHUU YCBOWIN
KJIFOUEBbIC MPaBHJa UTPHI B 3TOM
CEKTOpE.

s Jy4lIero MOHUMAHUS
MTOCTOSIHHO MEHSIIOLIUXCSI
BHYTPEHHUX (PAaKTOPOB CEKTOpPa
CIIeZIyeT YUIUTHIBATh TOT (DAKT, 4TO
TypUCTUYECKast oTpaciib
paIvKalbHO OTOHUIA OT CTapo U
Mepenuia Ha HOBYIO Mapagnurmy, B
paMKax KOTOpOH cekTopa On3Heca
cerlyac yxe KOHKYPHUPYIOT ApPYyT ¢
IpyroM B MEXIYyHapOIHOM
Macuiraoe.

B pamkxax crapodl mnapaaurmsl
OCHOBHBIM HACTOYHUKOM
SKOHOMUYECKON LIEHHOCTHU
CUNTAINCHh YCIYTHM, OCHOBHBIM
JKEJTAHUEM KIIMEHTOB CUMTAJICS
OT/BIX, OCHOBHBIM BHUJIOM
Typu3Ma — O3HAKOMUTEIbHBIN
TypHu3M, a OCHOBHOM TEHICHIHEH
- KOMMOIUTH3aLHS
(mpeBpameHue M3HAYaJIbHO
YHUKAJIBHOTO MPOIYKTA B
CTaHJApTHBIH TOBAap — TIPUM.
nep.).

B pamkax HOBOW mHapaanurMsl
OCHOBHBIM HCTOYHUKOM
SKOHOMUYECKON LIEHHOCTHU
CTaHOBATCSA MPaKTHYECKUI
MIPOIYKT W pPEKIaMa, OCHOBHBIM
JKETTaHUEM KJINEHTOB -
«3MOIMOHAJIbHAS pamMua»,
ONHMM W3 BHJIOB TypH3Ma -—
CIIEIIMAJIM3HPOBAHHBIN TYpuU3M, a
OCHOBHOM TEeHJICHIINEN -
MEPCOHAIN3ALMS TIPOAYKTA.
Bosepamasce K CEKTOpY
JBDKHOTO TypU3Ma Kak K OJTHOMY
u3 AKTyaJIbHBIX CEKTOpOB
TypuUCTHYECKOro  Ou3Heca B
OynymieM balikambCcKkoro peruona,




industry  practice should be
applied if this region wants to
compete globally. In forthcoming
planning and development process
of skiing business in the Baikal,
one should have a clear
understanding whether this sector
has the potential to be developed
(i) to challenge the global leaders,
(i1) to act as the follower or (iii) to
just be present on market serving
local demand.

While assessing the competitive
positioning of each destination,
one should have in mind which
sectors or chosen destination
product portfolio is able to create
specific competitive advantages,
since each of them is based on
specific tourist experiences that
require  specific =~ competitive
activities in order to result with
market success. These
competitive activities are related
to previously mentioned sector
internal rules of the game, key
success  factors and  other
competitive rules and activities
that are present in each sector.

Since the competitiveness of the
Baikal Region as a tourist
destination is composed from
different products/market sectors
being able to compete globally,

TO, €CAM  JAaHHBIH  PEruoH
TIaHUPYET y4acCTBOBAaTh B
KOHKYPEHIIMA BO  BCEMHUPHOM
Macmrtabe, OH JIOKEH YCBOUTH
MpaBUiia KOHKYPEHTHOH OOpBHOBI,
KOTOpPBIE SIBJISIFOTCSI TPU3HAHHON
MHpOBOM mpakTtukoil. B xone
MPEICTOSILETO mporecca
TJIAaHUPOBAHMS pazBuTHS
JBDKHOTO Ow3Heca Ha baiikaie
paspaboT4MKaM  HaJI0  UMETh
YETKOE MpeICTaBICHNE 0
MOTEHITHAIE  Pa3BUTHA ~ DTOTO
CEKTOpa, T.€., CIEAYyeT JH ero
pa3BuBath (i) B  KadecTBe
CEpbE3HOT0 KOHKYpEHTa
MHPOBBIM ~ JIUJEPaM B  JTOH
obnacry, (ii) B Ka4eCTBE pernoHa-
MOIPAXKATEST MEPOBBIM JTHACPAM,
win (iii) TPOCTO Kak CPEICTBO

YIOBJIECTBOPCHHUS MECTHOTO
crpoca.

Ilpu ouenke KOHKYPEHTHOTO
MIO3ULMOHUPOBAHUS KaXJ0ro

HampaBlieHUs] CIENyeT UMETh B
BUJYy, KaKHE CEKTOPbI MM KaKOM

noptdeiin H30paHHBIX
NPOIYKTOB JTAHHOTO
HANpaBJICHUs] CIIOCOOHBI CO37aTh
KOHKPETHBIE KOHKYPEHTHBIE
PEeNMyIIeCTBa, MOCKOJIBKY

KaXJ10e W3 HUX OasupyeTcs Ha
KOHKPETHOM BUJIE TYPUCTUUECKOM
NpaKkTUKHA, KOTOpPBIA  Tpedyer
KOHKPETHBIX KOHKYPEHTHBIX
JICUCTBHH ans JOCTHIKEHUS
ycrexa Ha  pelHKe.  Takwme
KOHKYPEHTHBIE JICHCTBHS CBSI3aHBI
c BBIIICYTIOMSHY THIMU
NpaBUIaAMU UTPBI BHYTPH
CEKTOpa, KIFOYEBBIMU (haKTOpaMH
ycrexa ¥ JpYyTUMH MpaBUIaMU H
pueMamu KOHKYPEHTHOM
00pbOBI, KOTOPBIE CYHIECTBYIOT B
Ka)KJIOM CEKTOpE.

[Tockoabky
KOHKYPEHTOCIIOCOOHOCTD
Baiikaneckoro peruoHa B
KauecTBe TYPUCTHUYECKOTO

HallpaBJICHHUA BKJIOYAaCT B cebs




regionally and locally, the issue of
global competitive positioning of
the Baikal must reflect this fact,
since competitive positioning first
of all means the ability of the
destination to penetrate with its
products (and sell them) on
different markets.

Competitive positioning is a first
step in setting the final market
positioning. In case of the Baikal
today, it is obvious that
competitive positioning should
predominantly relate to its diverse
nature and other experience based
products, not only with global
experiential markets, but also with
different geographical markets, as
it is shown on the next slide.

pan Pa3INYHBIX
MPOJIyKTOB/CEKTOPOB PBIHKA,
KOTOpBIC CIIOCOOHBI
KOHKYpHUPOBAaTb Ha  MHPOBOM,
PETrHOHAIIBHOM u MECTHOM
YPOBHSIX, BOIIPOC 0

NO3MLIMOHUPOBAaHUM pETHOHA B
MHUPOBOM KOHKYPEHLHH AOJDKEH
YUUTHIBATh 3TOT (AKT, TaK Kak
KOHKYPEHTHOE
MO3ULIOHUPOBAaHUE npexae
BCEr0  O3HAa4yaeT CIOCOOHOCTh
JAHHOT'O HAIPaBJICHUSI POHUKATh
CO CBOMMH TMpPOJIYKTaMH Ha
pas3nuyYHbIe PHIHKM (M TpOoAaBaTh
HUX TaMm).

Konkypentnoe
MO3UIHOHUPOBAHUE — MEPBBIN
mar B TpoOLecce ONpeaeeHus
OKOHYATEJIbHOM  MO3MIMHU  Ha
peiake. C y4eToM CeTOnHSLIHEH

CUTyalluu B Balikansckom
pETHOHE OYEBUAHO, YTO €ro
KOHKYPEHTHOE

MO3ULMOHUPOBAHHE JTIOJ>KHO

NPEXIe BCETO OPHUEHTUPOBATHCA
Ha pa3zHooOpasue ero MpoayKTOB,
OCHOBaHHBIX Ha CYILIECTBYIOIIEM
OPUPOJHOM U JPYrUX BUAAX
Typu3Ma, MpUYeM He TOJBKO Ha
MUPOBBIX  PBIHKax  TypHU3Ma
BIIEYATJICHUH, HO ¥ Ha Pa3IMYHBIX
reorpaMuecKuX pBIHKAX, Kak
MOKA3aHO Ha CJIEAYIOIIEM Claife.




