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PLANNING OF EVENT PORTFOLIO0  
FOR TORISM DESTINATION  
IN POST-QUARANTINE PERIOD 

 
The article deals with the sense and structure of a tourism destination event port-

folio. The theoretical foundation of the planning process for Ukrainian destinations event 
portfolio destinations as a component of their tourism product has been carried out. The 
goals of forming a destination’s event portfolio within the framework of the tourism pro-
duct strategy and marketing strategy are determined. The factors of decision making about 
the structure of an event portfolio, dynamics of measures are highlighted. Proportionality 
of Ukrainian’s destinations event portfolio is analyzed. 

Keywords:  destination, events, event tourism, event portfolio, tourist product, hall-
mark, tourist flow, tourist arrivals. 

Михайличенко А., Кравцов С., Забалдина Ю. Планирование ивентивного порт-
феля туристической дестинации в посткарантинный период. Рассмотрены сущ-
ность и составляющие ивентивного портфеля туристической дестинации (ИПД). 
Осуществлено теоретическое обоснование процесса планирования ИПД Украины как 
составляющей их туристического продукта. Определены цели формирования ИПД в 
рамках маркетинговой стратегии. Выделены факторы принятия решений по 
структуре ивентивного портфеля, динамике мероприятий. Проанализирован состав 
услуг, тематика ивентивных портфелей туристических дестинаций Украины. 

Ключевые  слова: дестинации, ивент, ивентивный туризм, ивентивный порт-
фель, туристический продукт, холмарк, туристический поток, туристические прибытия.  
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Background. Nowadays, one of the most dynamically growing seg-
ments of international tourism is eventual or event tourism, which is consi-
dered by many scholars and practitioners as a real opportunity to increase 
tourism flows and, accordingly, to ensure sustainable socio-economic effects 
for the territory. Carrying out mass events of different subjects can create 
a certain level of awareness of the target audiences about the territory when 
the destination is in the early stages of its like cycle, to accumulate addi-
tional tourist flows through the diversification of the offer to more develo-
ped destinations, to determine the tourist specialization of the territory. Since 
the 1980s, events have become an inalienable part of the local tourism product 
and an element of marketing strategies for many destinations around the 
world. Such trends in the diversification of the tourism product of the desti-
nation are particularly relevant in the post-crisis period of tourism reincarnation 
after significant stagnation during the quarantine measures of the pandemic 
coronavirus infection in 2020. The effectiveness of event programs as an ele-
ment of the MICE industry can be the impetus for restoring the attractiveness of 
the tourism destinations in the world. 

This set the task for the experts to develop effective models of formation 
of event portfolio of the destination, as a set of events taking place in its 
territory, to find ways to optimize its structure and areas of influence. 

Analysis of recent research and publications. The issue of event and 
event tourism as a factor of activation of tourist potential of the territory was 
raised in the works of D. Getz [1; 2; 3] and developed in the research by 
A. Golob [4], V. Polishchuk, A. Babkin [5], O. Alekseeva [6]. For the first time 
in these works, the problems of eventual destination management were exami-
ned in the post-Soviet space. Also worth mentioning are some studies on the 
role of mega-agents in the economies of countries and regions (I. Skavronska, 
Van Miao, etc.) [7; 8], as well as the problems of socio-economic effects of 
certain types of events: exhibition (T. Duplyak) [9], cultural (A. Parfinenko) [10], 
gastronomic (V. Omilnitskaya [11]), sports (L. Tymoshenko [12]) and others. 

However, despite the obvious increase in the interest of scholars and 
practitioners in eventual (event) tourism in the world and in Ukraine, a 
number of issues that have not received sufficient attention in the scientific 
literature remain. In particular, it is about planning an eventual destination 
portfolio as part of a local tourism product, which determines the relevance 
of this article. 

The aim of the article is theoretical substantiation of the process of 
planning an eventual portfolio of destinations of Ukraine as a component of 
their tourism product. 

Materials and methods. The work is based on the analysis of scien-
tific works of domestic and foreign scholars on the problems of eventual 
tourism and the formation of eventual portfolio of tourist destinations. In the 
process of researching of eventual portfolios of tourist destinations in Ukraine 
such scientific and empirical methods as cause and effect analysis and syn-
thesis, deduction and induction, systematization and generalization, as well 
as a systematic approach were used. 
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Results. The term "eventual tourism" ("event tourism", "event tourism") 
was introduced into scientific circulation in 1989 when D. Getz in his work 
"Special Events: Product Definition" proposed a methodological basis for 
planning of event tourism [1, p. 135]. Nowadays, the term is interpreted as 
the term "tourist offer", which defines all planned activities within the 
framework of a comprehensive approach to the development and marketing 
of tourist territories/destinations, and as a component of tourist demand, that 
is, a special type of tourism, the development of which is driven by special 
needs of the visitors on a particular territory [2, p. 17]. Event is the basis of 
event tourism, the main factor of its development, actually, the reason for 
the trip or the supporting factor of decision making for the visitor. 

An example of the successful implementation of the destination tou-
rism development strategy was the research conducted during July-August 
2018 by EFFE-Hub-Ukraine with the support of the European Association 
of Festivals under the project "Europe supports festivals, festivals support 
Europe" (EFFE). This project initiated a festival survey, cultural heritage, 
tourism, and community development [13]. The purpose of the survey was 
to determine the willingness to cooperate with festivals, tourism organiza-
tions, communities, evaluate and identify ways to improve cooperation bet-
ween different sectors and stakeholders, as well as international cooperation, 
with the proposed issues addressing art festivals or those festivals where the 
component is a priority, and the secondary could be fair, gastronomic, sports 
and other components. The survey was attended by 324 respondents, inclu-
ding: 183 local communities, 65 – festival administrations and festival asso-
ciations, 56 – travel companies and associations. According to the survey, 
173 communities, 63 festival organizers and 55 tourism organizations have 
shown absolute confidence that festivals help attracting tourists to the com-
munity, and almost as many respondents consider events as an important 
community development tool. The survey organizers identified cultural heri-
tage, multidisciplinary, musical, street art, ethnographic, literary, architect-
tural, film, photo, theater, dance and design activities, and respondents 
identified the top five as having the most potential for tourists. 42% of the 
surveyed tourist organizations found the best two-day event, 29% three-day, 
11% one-day. It is important to note that both festival organizers and tou-
rism companies have shown interest in cooperating with each other [14]. 

Combined with a certain logic and repeated with certain periodicity, 
the events carried out in the territory of the destination form the eventual 
portfolio (IP) of the latter. 

The components of IPs within the concept of destination management 
have been customarily divided into events that equally reach both tourists 
and locals, and those whose purpose is to attract tourists in their own right. 
The last ones are commonly referred to as "hallmarks", that is, by J. Ritchie’s 
definition, significant single or multiple events of a limited duration desig-
ned primarily to increase the attractiveness, profitability, and information of 
tourist destinations [15]. D. Getz elaborated on the definition of J. Ritchie, 
believing that the term "hallmark" describes an event of such importance 
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in terms of traditions, attractiveness, quality, and publicity, which ensures 
the competitiveness of the destination where it is held [2, p. 16]. Over time, 
the event and the destination of the event become inseparable in the minds 
of the target markets, providing a high level of value. 

Another thing is local and regional events (festivals, gatherings, con-
tests, fairs, etc.), focused mainly on residents. Their main purpose is not 
commercialization, but rather they have certain cultural or social meanings. 
However, their level of organization or subject matter may be of some value 
to certain categories of tourists, stimulating tourist demand in that way. That 
is, it can be argued that such activities have unequal tourism potential, only 
some of them become or have the potential to become part of the tourist 
product of the destination. The other part not only lacks such potential but 
also has the opposite interest from tourists and could hurt them. 

Modern scientific thought now links the sustainable development of 
tourism not so much with the conduct of a specific event or events, but with 
the planning, organization, and management of a set of such events within 
the framework of a single concept of a local tourism product [2]. Let us dwell 
more on planning an eventual portfolio and consider the possible goals of 
developing an IAP and approaches to making tactical decisions. 

IP is part of the local tourism product and one of the tools of the des-
tination marketing strategy. Accordingly, the purpose of its development should 
be correlated with the goals of socio-economic, narrower – marketing or 
tourism development strategy of the territory. The key determinant of goal 
setting is the life cycle stage of the destination (exploration, engagement, 
development, consolidation, stagnation, recovery/decline) and the needs that 
arise at each stage. One of the goals is the formation of a certain level of 
awareness of the target audience about the destination, interest or primary 
level of awareness of its resources, or tourist products. This goal is formu-
lated either as a whole, for all target audiences or product components, or in 
specific contexts, for specific target audiences or resource types. Perception / 
Awareness of Target Audiences – setting destinations in the early stages of 
the life cycle or at the stage of consolidation when there is a need for diver-
sification of the tourism product. 

The specific task for the destination, especially relevant for many cities 
and villages in Ukraine, is to restore demand. Accordingly, the purpose of buil-
ding an eventual portfolio is to restore the awareness/interest of target audiences. 

Another goal for the development of IP may be to ensure a certain 
dynamics of tourist arrivals: increasing their number in general for the desti-
nation in specific periods of the year – to expand the main tourist seasons or 
to revive demand in the off-season; profit of specific target audiences – for 
restructuring of tourist flow. 

Planning an eventual portfolio requires a number of tactical decisions 
about filling of it to be made.  

The decision on the number of events during the year is dictated not 
only by the strategic goal, but also by the internal objective and subjective 
factors of the destination, the ability to generate financial resources, the avai-
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lability of human resources and appropriate management structure, the level 
of stakeholder interest, the availability of special infrastructure, specialization. 

Decisions about the timing and distribution of events throughout the 
year also depend on the overall goals of the destination. Conducting acti-
vities during the main season create additional attractiveness of the territory, 
at the beginning and end of the season – contribute to its expansion, during 
the off-season – generally reduce the factor of seasonality. 

Decisions of the scales of the events in portfolio, that is, the number of 
participants, the planned number of visitors, the duration of the individual 
events, and whether the event remains a local event or becomes a regional, 
national or international event, is one of the most difficult for the destination 
and requires many factors to be considered. In addition to these internal con-
ditions of the destination, there is also the presence of strong stakeholders, 
the ability of the destination to ensure the environmental sustainability of the 
event, a variety of situational factors, including political. A separate aspect of 
this decision is to determine the feasibility of attracting eventual franchises. 

Decisions to engage specific target audiences include, first of all, 
whether the planned events will be targeted primarily at visitors, or whether 
they will try to reach local residents as well. 

The decision on the theme of events in the portfolio is made primarily 
with regard to the specialization of the destination, its historical, cultural, 
sports or economic background. One of the subordinated goals of deve-
loping an event portfolio for the destination is to involve certain categories 
of visitors, to create or change the image in the eyes of the target audiences, 
which also influences the inclusion of events on certain themes. Therefore, 
the destination can emphasize on narrow events, have a specialization, and 
can diversify its eventual portfolio, including very different activities. 

According to the online portal zruchno.travel [14], eventual portfolios 
of some local destinations regarding tourist significant events that took 
place in Ukraine in 2018 were analyzed. The study has a number of object-
tive limitations. Thus, the availability of event information on a resource 
depends on the activity of the event organizers who have to submit the data, 
as well as on the subjective decision of the resource administrators who 
make the decision to post the information. In addition, data on the Auto-
nomous Republic of Crimea and parts of the territories of Donetsk and 
Luhansk regions are missing. 

Thus, the absolute indicators for the number of events, including visi-
tor-oriented events, are not conclusive for most destinations. In addition, the 
paper typifies the events proposed by the resource zruchno.travel. 

According to zruchno.travel, such tourist destinations in Ukraine have 
event portfolios of at least 10 events included in the local tourism product 
(this is evidenced by the fact of posting event information on the Internet 
site of purely tourist specialization): Kyiv – 56 events during the year, 
Kamianets-Podilskyi – 35, theme park "Kievan Rus" in the village. Kopachi 
(Kyiv region) – 25, Lviv – 20, Zaporizhia – 18, Vinnytsia – 15, Lutsk – 15, 
Odessa – 14, Ternopil – 13, Kharkiv – 10. It is worth noting that among this 
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group only Kamianets-Podilskyi is not a regional center, and the theme park 
"Kievan Rus" is a destination corporation. From 2 to 9 events have mea-
sures in their portfolio and take them for their promotion of the city: Dnipro, 
Ivano-Frankivsk, Uzhgorod, Poltava, Khmelnitsky, Kherson, Mykolayiv, 
Chortkiv, Trostyanets, Berezhany, Radomichel, Tulchin, Kryvyi Rih, Korosten, 
Beregove, township: Opishnaya, Medshibish. Another 60 tourist centers posted 
only one event on zruchno.travel information. Among regions most events 
are held in the territories of Kyiv and Khmelnitsky regions (85 and 44 res-
pectively), while territorial differentiation is more typical of Ternopil and 
Transcarpathian regions (35 events in 16 destinations and 23 events in 11 des-
tinations, respectively) (table 1). 

 
Table 1 

Events that were held in destinations of Ukraine during 2018 

Region * Quantity City  Quantity Villages  Quantity 

Vinnytsia region 19 
Vinnytsia 15  Busha 1 
Tulchyn 2 – – 
Bar 1 – – 

Volyn region 16 
Lutsk 15 – – 
Volodymyr-
Volynskyi 

1 
– 

 

Dnipropetrovsk 
region 

6 
Dnipro 3  Petrykivka 1 
Kryvyi Rig 2 – – 

Zhytomyr region 8 
Zhytomyr 1  Kostovtsi 1 
Radomyshl 4 – – 
Korosten 2 – – 

Transcarpathian 
region 

23 

Uzhhorod 8 Chinadiyevo 1 
Berehove 6 Turya Polyana 1 
Vynohradiv 1 Kosiv Polyana 1 
Mukacheve 1 Veliatyno 1 
Rakhiv 1 Dubove 1 
Tiachiv 1 – – 

Zaporizhzhia region 21 
Zaporizhzhia 18 Petropil 2 
Melitopol 1 – – 

Ivano-Frankivsk 
region 

8 
Ivano-Frankivsk  4 Starun 1 
Rogatyn 1 Velykyi Yaseniv 1 
– – Pidgirrya 1 

Kyiv region 85 

Kyiv 56 Kopachiv 25 
Bila Tserkva 1 Berezivka 1 
Pereyaslav 
Khmelnitsky 

1 
Boyarka 

1 

Lviv region 30 
Lviv 20 Urych 1 
Drogobych 6 Rodatychi 1 
Truskavets 1 Shidnytsia 1 

Mykolayiv region 3 Mykolayiv 2 Tryhaty 1 

Odessa region 18 
Odessa 14 Ivankiv 1 
Bolgrad 1 Vesele 1 
Chernomorsk 1 – – 

Poltava region 8 

Poltava 2 Opishnia 2 
Myrhorod 1 Dykanka 1 
– – Omelnyk 1 
– – Hradyzk 1 
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Ending table 1 

Region * Quantity City  Quantity Villages  Quantity 

Rivne region 4 
Ostrog 1 Berestechko 1 
– – Hotyn 1 
– – Klevan 1 

Sumy region 6 
Trostyanets 3 Slout 1 
Konotop 1 – – 
Gluhiv 1 – – 

Ternopil region 37 

Ternopil 13 Zaliztsi 1 
Chortkiv 9 Gusyatyn 1 
Berezhany 3 Monastyrske 1 
Zboriv 1 Zalizshiki 1 
Terebovlya 1 Nyrkiv 1 
Skalat 1 Pidzamochok 1 
Borschiv 1 Gorodok 16 
– – Kozova 1 

Kharkiv region 14 
Kharkiv 10 Staryi Saltiv 1 
Zmiiv 1 Sharivka 1 
– – Zadonetske 1 

Kherson region 5 
Kherson 4 – – 
Gola Prystan 1 – – 

Khmelnytsk region 44 
Kamianets Podilskyi 35 Medzhybizh 3 
Khmelnytskyi 5 – – 
Izyaslav 1 – – 

Cherkasy region 11 

Uman 6 Legedzyne 2 
– – Melnyky 1 
– – Moryntsi 1 
– – Buda 1 

Chernivtsi region 5 
Chernivtsi 3 Vyzhnytsia 1 
– – Shepit 1 

Chernihiv region 23 

Chernihiv 14 Sosnytsia 1 
Baturyn 3 Oleshnia 1 
Novgorod-Siversky 1 Sedniv 1 
Nizhyn 1 – – 
Mena 1 – – 

Donetsk region 1 Mariupol 1 – – 

 

* Except Crimea, Lugansk and Kirovograd regions, which are not represented on the 
resource https://zruchno.travel. 

Source :  compiled by the authors according to the data [15]. 

 
The size of the event portfolios and the available information on their 

topic-types determined the choice for further analysis of the destinations of 
the first group (except the theme park "Kyiv Rus"). Thus, the peaks of even-
tual activity of the research of destinations are April-May and September-
October (figure), which is obviously connected with the climatic conditions 
and rest traditions of Ukrainians, more rarely – the desire to extend tourist 
seasons or to activate the flow of tourists in the off-season. The most 
balanced portfolios in time have Kyiv, Lviv and Kamianets-Podilskyi. 
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The dynamic of events in destinations in Ukraine in 2018 

Source :  compiled by the authors according to the data [15]. 

In the structure of eventual portfolios, nine explored destinations are 
on average up to 30% occupied by cultural events, 17% by music, 12% by 
sports, 11% by city holidays, 10% by gastronomic events, 9% by historical, 
6% are ethnographic, 5% are religious, 2% are so-called "retro" events, but 
regional differences are very significant here (table 2). The undisputed leader is 
Kamianets-Podilskyi, whose event portfolio includes activities in all the-
matic areas, except religious ones. 

Table 2 

The structure of eventual portfolio of destinations of Ukraine by topic, % 

The theme of the event 
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Gastronomic 8 11 15 0 29 0 13 7 3 
Cultural 40 22 31 33 24 31 20 21 31 
Music 19 0 15 8 19 31 13 29 22 
City holiday 4 11 8 25 14 13 7 14 6 
Historical 4 0 8 0 0 0 40 7 19 
Retro 2 11 0 0 0 0 0 0 3 
Sports 0 33 0 25 5 19 0 14 13 
Ethnographic 17 11 23 0 5 0 0 0 3 
Religious 6 1 0 9 4 6 7 8 0 

Source :  compiled by authors according to the data [15]. 

The substantial analysis of the eventual portfolios of Ukraine’s regions 
showed the inability to determine the potential of existing, tradetional 
measures, their exclusive orientation to the socio-cultural aspects, to the 
domestic consumer (local resident). Of course, there are hundreds of local 
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or regional events that are planned annually in the framework of regional or 
local plans and programs for the development of culture, sports, health and 
leisure in most cities of Ukraine, but the level of organization and marketing 
of the vast majority of them is extremely local with a rather powerful tourist 
potential (example – "Songs of lilac grove" festival smt. Dykanka of Poltava 
region), which makes it impossible to achieve certain tourist, and therefore 
economic and even political goals. The optimal strategy in this sense is, 
according to D. Getz, the transformation of existing events with certain 
characteristic features into tourist attractions of the destination within the 
overall branding strategy and taking into account the opportunities for 
economic growth of the territory [2, p. 407]. A similar approach is demon-
strated by the Savransky district of Odessa region, where within the frame-
work of the event concept "4 seasons" a number of traditional events, focu-
sed on attracting guests from neighboring regions, have been held for 
several years in a row.  

The research results indicate that there is no logical network institu-
tionalization of the events when their organizers are exclusively relevant 
authorized organizations and institutions, that is, the priority is the corporate 
orientation of the event organization. For example, in Ukraine we are dea-
ling with activities under the auspices of the departments and departments of 
culture, sport, education, health, each of which considers the purpose of its 
own event purely in the narrow sense and under its own control. Instead, 
global experience confirms that the optimal format is to apply a networked 
approach to institutionalization, whereby a reconciliation of eventual port-
folio and event marketing aimed at attracting visitors is undertaken by the 
tourism management body. 

Conclusion. The research has shown that the formation of an even-
tual portfolio of tourist destinations should take place within the existing 
socio-economic and tourism development strategies. The purpose of the 
eventual portfolio should be to create / restore awareness / interest of target 
audiences, or to ensure a certain dynamics of tourist income. Filling an 
event portfolio means, first of all, making a number of decisions about the 
number of events, their dynamics and seasonality, scale, topics. A balanced 
event portfolio should be considered as one that ensures the achievement of 
the strategic goals of the destination during the year by organizing and con-
ducting events that are most relevant to the interests of the target audience 
of the visitors. 

Nowadays, portfolios of Kyiv, Lviv and Kamianets-Podilskyi have signs 
of balance in Ukraine. The most important tasks of optimizing the eventual 
policy of tourist destinations of Ukraine are now the transformation of exi-
sting local events into tourist attractions within the overall branding strategy 
and taking into account the possibilities of economic growth of the territory, 
as well as the institutionalization of planning of the eventual portfolio. 
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Михайліченко Г., Кравцов С., Забалдіна Ю. Планування івентивного порт-
феля туристичної дестинації у посткарантинний період. 

Постановка проблеми. Для успішного розвитку туристичних дестинацій, 
широкої обізнаності цільових аудиторій щодо території необхідно проведення масо-
вих заходів різної тематики. Це дасть змогу акумулювати додаткові туристичні 
потоки через диверсифікацію пропозиції для більш розвинених дестинацій, визна-
чити туристичну спеціалізацію території. Починаючи з 80-х років ХХ ст., івенти 
стали водночас невід’ємною складовою локального туристичного продукту й еле-
ментом маркетингових стратегій для багатьох дестинацій світу. Такі тенденції 
диверсифікації туристичного продукту дестинації особливо актуальні в посткри-
зовий період реінкарнації туристичної сфери після значної стагнації під час каран-
тинних заходів пандемії коронавірусної інфекції в 2020 р. Дієвість івент-програм як 
елемента індустрії МІСЕ може стати поштовхом до відтворення атрактивності 
провідних дестинацій світу. Це поставило перед фахівцями завдання розроблення 
ефективних моделей формування івентивного портфеля (event portfolio) дестинації 
як сукупності подій, що проводяться на її території, пошуку шляхів оптимізації його 
структури та напрямків впливу.  

Аналіз останніх досліджень і публікацій показав, що попри наявність окре-
мих наукових доробок та очевидне зростання інтересу науковців і практиків до івен-
тивного (подієвого) туризму в світі і в Україні, існує низка питань, яким не приділено 
достатньої уваги в науковій літературі. Зокрема, йдеться про планування івентив-
ного портфеля дестинації як складової локального туристичного продукту, що і визна-
чає актуальність цієї статті. 

Метою статті є теоретичне обґрунтування процесу планування івентивного 
портфеля дестинацій України як складової їх туристичного продукту. 

Матеріали та методи. Робота ґрунтується на аналізі наукових праць віт-
чизняних та зарубіжних учених щодо проблем івентивного туризму та формування 
івентивного портфеля туристичних дестинацій. В процесі дослідження івентивних 
портфелів туристичних дестинацій України використано такі науково-емпіричні 
методи, як причинно-наслідковий аналіз та синтез, дедукція та індукція, система-
тизація та узагальнення, а також системний підхід. 

Результати дослідження. Зміст робіт з формування івентивного портфеля 
туристичної дестинації передбачає: визначення кількості й тематики івентів; 
періодичності та тривалості подій, встановлення масштабності заходу, тобто 
доцільності залучення івентивних франшиз; рішення щодо залучення певних цільових 
аудиторій та вплив спеціалізації дестинації.  

Здійснено теоретичне обґрунтування процесу планування івентивного портфеля 
дестинацій України як складової їх туристичного продукту. Визначено цілі форму-
вання івентивного портфеля дестинації в рамках стратегії формування туристич-
ного продукту та маркетингової стратегії. Виділено чинники прийняття рішень 
щодо структури івентивного портфеля, динаміки заходів.  

Проаналізовано пропорційність івентивних портфелів туристичних дестина-
цій України. Проведене дослідження довело, що формування івентивного портфеля 
туристичних дестинацій повинно відбуватись у рамках існуючих соціально-еко-
номічних стратегій і стратегій розвитку туризму. Метою, на яку має бути спрямо-
ваний івентивний портфель, може бути створення/відновлення рівня обізнаності/ 
зацікавлення цільових аудиторій або ж забезпечення певної динаміки туристичних 
прибуттів. Збалансованим івентивним портфелем варто вважати такий, що забез-
печує реалізацію стратегічних цілей дестинації упродовж року шляхом організації 
та проведення заходів, тематика яких максимально задовольняє інтереси цільових 
аудиторій відвідувачів. На території України ознаки збалансованості наразі мають 
івентивні портфелі міст Києва, Львова та Кам’янця-Подільського. Найважливі-
шими завданнями оптимізації івентивної політики туристичних дестинацій України 
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наразі є перетворення існуючих локальних подій на туристичні атрактори в рамках 
загальної стратегії брендингу і з урахуванням можливостей економічного зростання 
території, а також інституалізація процесу планування івентивного портфеля.  

Висновки. На відміну від існуючих публікацій, вперше сформульовано наукові 
гіпотези залежності туристичних потоків дестинації від розвитку івент-туризму. 
Проведене дослідження показало, що формування івентивного портфеля туристич-
них дестинацій має відбуватись у рамках наявних соціально-економічних стратегій 
і стратегій розвитку туризму. Метою, на яку має бути спрямований івентивний 
портфель, може бути створення/відновлення рівня обізнаності/зацікавлення цільових 
аудиторій або ж забезпечення певної динаміки туристичних прибуттів. Наповнення 
івентивного портфеля означає насамперед прийняття низки рішень щодо кількості 
івентів, їх динаміки та сезонності, масштабу, тематики. Збалансованим івентив-
ним портфелем варто вважати такий, що забезпечує реалізацію стратегічних цілей 
дестинації упродовж року шляхом організації та проведення заходів, тематика яких 
максимально задовольняє інтереси цільових аудиторій відвідувачів.  

Ключові слова: дестинація, івенти, івентивний туризм, івентивний портфель, 
туристичний продукт, холмарк, туристичний потік, туристичні прибуття. 


