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UKRAINIAN CAMPSITES COMPETITIVENESS RESEARCH

This article analyses the Global and Ukrainian hotel industry development statistics and in particular,
camping in 2020. In order to find ways to improve the competitiveness of Ukrainian campsites we look at statistics
about travel and tourism impact of COVID-19.

The hotel services sector remains today one of the most dynamically developed sectors of the Ukrainian
economy. In recent years, the hotel market in Ukraine is gradually recovering after a sharp drop in 2014. Against
this background, more and more investors are planning to buy a ready-made hotel business such as campsites. It is
established that the development of the hotel industry is facilitated by the opening of low-cost airlines, which leads
to an increase of foreign tourists number.

However, according to the forecasts of the World travel and tourism council, the share of tourism in Ukrainian
GDP by 2028 will increase to only 1.7%, and the number of foreigners visiting Ukraine in a year will increase to 21
million from the current 15 in 2028 (the share of tourists among them less, since statistics take into account transit
travelers), which indicates the low attractiveness of Ukraine as a tourist destination. The low pace of development
of the industry is due to COVID-19 in the beginning of 2020 and the absence in Ukraine of legislation favorable for
the development of the tourist industry and the necessary infrastructure, and the lack of quality hotels and
campsites. Therefore, despite the increase in inbound tourist flow, Ukrainians themselves have been and remain the
main guests of Ukrainian hotels and campsites, and the volume of domestic tourism continues to grow rapidly, espe-
cially in the south of the country. It is proved that hotel services markets of various levels including campsites
represent an excellent opportunity for hotel operators to confidently enter the Ukrainian market and pursue a policy
of expanding their influence in the industry. The dynamics of their development depends on how effectively the
hospitality industry representatives will carry out the analysis of the market situation, which will also depend on the
composition of participants in the Ukrainian hospitality industry market. The article analyzes Global and Ukrainian
markets key camping statistics for 2020, identifies and explores key trends in the camping industry by
demographics, best destinations, equipment, types of camping, customer behavior and reasoning, the latest
technologies and other indicators.

Introducing professionals and experts with the results of the article will contribute to positive changes in the
Ukrainian camping market, which will increase the number of investors interested in doing camping business in
Ukraine. Ukraine has a huge potential for the development of camping tourism, and the article should be the first
step to increase interest in the development of this type of hotel business and prosperity in this niche.

Stabilization of the situation with coronovirus throughout the world, as well as in Ukraine, improving the
political situation and improving economic indicators, technological progress development and following global
trends in the development of the hospitality industry, investment growth in the tourism sector and the reanimation of
recreational, protected and natural sites in Ukraine will lead to successful development of campsites in our country.

Keywords: camping competitiveness, camping statistics 2020, tourism statistics, hospitality market statistics.

Problem formulation growing every year. At the same time, unfortunatelly, in
our country, for many reasons, the camping industry has
not reached a large scale compared to abroad, and the
study of its economic and managerial fundamentals has
not yet turned into an advanced branch of economic
science, in particular in the field of hospitality,
management and marketing as scientific areas and
applied research are insufficiently implemented in
economic activity. In vew of the above, research and
use of foreign (world) experience for Ukraine remains
relevant. The changes in the economy and politics that

Our country has rich natural resources, a
developed road infrastructure, and valuable historical
and cultural monuments. These prerequisites make it
possible to effectively meet the population tourist and
recreational needs, including those who spend holidays
or travel by car. Campsites and Boutique Hotels are a
significant part of the hospitality market in Ukraine and
have great potential. The relevance of the research topic
is that at present, the proportion of autotourism trips is
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have taken place in Ukraine over the past few years
have caused us to rethink and define the place and role
of the hospitality industry in Ukraine and the world. The
relevance of this study is emphasized by the need to
apply international experience in the development of the
hospitality industry in Ukraine, in order to stimulate the
overall development of tourism, which is limited,
among other things, by the archaic system of
organization and management of the hospitality
industry.

In  Ukraine, camping tourism, including
caravanning as a whole, is still a new type of recreation.
We have been working in this direction for less than 10
years, while in the USA — more than 100, in Europe —
about 80. Relatively recently, the construction of
caravanning establishments, which began in our
country, is not widespread. In this regard, many
campers are forced to stay in ordinary hotels, resorts or
campsites, which do not usually have comfortable
amenities, in addition, violates the operational regime of
these institutions. As a result, there is a need to develop
roadside infrastructure.

One of the types of such auto-tourism enterprises

is camping — an institution of seasonal operation, which
provides the organization of leisure for auto-tourists on
the principles of self-service. Campsites in Ukraine,
having a fairly good natural and cultural-historical
potential, can become one of the priority areas of
tourism: a unique plain in the East and mountainous in
the West landscape; a large area occupied by forests,
lakes, rivers; suitable for the development of tourist
infrastructure terrain; temperate climate that does not
impede the development of this direction; protected and
ecologically clean zones; rich fauna and flora with rare
species of populations; unique natural and historical
sites; prospects for water tourism — all this creates the
prerequisites for the development of camping networks
in the region.

Possessing the key statistics of the world market
and comparing statistics with the domestic market, you
can draw conclusions about where there are gaps and
where investments are needed most, as well as what
aspects and areas you need to pay the most attention to.
The need for this study is due to the current situation in
our country. According to the The Travel & Tourism
Competitiveness Report 2019 Ukraine got score 78.

The Travel & Tourism Competitiveness Index 2019, Overall Rank
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Fig. 1. The Travel and Tourism Competitiveness Index 2019, Overall Rank [1]
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In 2018, according to the World Tourism
Organization, the number of international tourist arrivals
worldwide reached 1.4 billion. That year also marked the
seventh year in a row where the growth in tourism
exports (+4%) exceeded the growth in merchandise
exports (+3%). Given this rapid pace of growth, the
prediction that international arrivals will reach 1.8 billion
by 2030 may be conservative. This presents enormous
potential for the sector and economies globally as travel
is further democratized. Emerging economies are
contributing larger proportions of travellers to this global
trend and are becoming increasingly desirable as
destinations as they show greater competitiveness in
travel and tourism.

It is within the context of enormous growth
potential, and increasing pressure on tourism
infrastructure and services, that travel & tourism
competitiveness can be seen simultaneously as a
powerful economic growth driver, or a risk to ongoing
development of the industry if not managed correctly.
Increasing competitiveness in the field of scientific
research  technologies has traditionally  offered
tremendous returns, from increasing gross domestic
product and absorbing labor, to local economic
development for more remote communities. However,
competitiveness for competitiveness sake may become a
burgeoning constraint for the sector as a whole. The top
10 TTCI scores remains the same. Spain is the top
country the third year in a row, while the United
Kingdom’s slight decline in competitiveness has led to it
being overtaken by the United States. The top 10 are,
from highest to lowest score: Spain, France, Germany,
Japan, the United States, the United Kingdom, Australia,
Italy, Canada and Switzerland. India (40th to 34th) had
the greatest improvement over 2017 among the top 25%
of all countries ranked in the report. Egypt (74th to 65th)
had the best improvement among countries ranked 36th
to 70th, Serbia (95th to 83rd) had the largest
improvement for economies ranked 71st to 105th and
Bangladesh (125th to 120th) was the most improved
among the remaining 25% of scorers.

One of the possibilities to rise to a higher place is to
develop the sector of campsites and boutique hotels in
Ukraine and bring it to a new level.

Ukraine has all the conditions for the development
of campsites because it has beautiful landscapes and
natural recreational areas with everything necessary for a
good rest and restore the health of visitors. Today, the
camping business of Ukraine is developing in several
regions, each of which has its own distinct specialization.
Thus, hotels and campsites in the western and southern
regions are focused on recreational tourism, and the main
guests of hotels and campsites in the metropolitan cities
are corporate tourists. The most promising for investing
in the hotel business are Kiev and the southern regions,
where the largest increase in tourist flow is observed. In
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the capital, it is provided by foreigners and corporate
tourists, and in the coastal areas in recent years, glamping
and recreational tourism have been actively developing.

Currently, compared to Russia and Eastern Europe,
the segment of five-star hotels and campsites in Ukraine
is insignificant. In general, in Ukraine the number of
hotel beds per 1 thousand population is 2, in Kiev — 6.
However in Moscow — 9, Paris — 38, and on average
across Europe 14-18. The main problem of Ukraine is the
lack of hotels and campsites. According to various
estimates, Kiev needs another 12-15 thousand hotel
rooms. Of the 8700 rooms in the capital s hotels, only 3%
meets international standards.

In its formation, the hotel market in Ukraine has
faced a number of problems. COVID-19 is a main reason
for slowing down Ukrainian economy development in
2020. Travel and tourisme hospitality market collapsed at
the beginning of the year. International Monetary Fund
Managing Director Kristalina Georgieva made the
following statement on March 23d, 2020: “The human
costs of the Coronavirus pandemic are already
immeasurable and all countries need to work together to
protect people and limit the economic damage. First, the
outlook for global growth: for 2020 it is negative — a
recession at least as bad as during the global financial
crisis or worse. But we expect recovery in 2021. To get
there, it is necessary to first of all prioritize containment
and strengthen health systems — everywhere. The
economic impact is and will be severe, but the faster the
virus stops, the quicker and stronger the recovery will be.
Advanced economies are generally in a better position to
respond to the crisis, but many emerging markets and
low-income countries face significant challenges. They
are badly affected by outward capital flows, and domestic
activity will be severely impacted as countries respond to
the epidemic. Investors have already removed US$83
billion from emerging markets since the beginning of the
crisis, the largest capital outflow ever recorded. We are
particularly concerned about low-income countries in
debt distress — an issue on which we are working closely
with the World Bank. We will massively step up
emergency finance — nearly 80 countries are requesting
our help — and we are working closely with the other
international financial institutions to provide a strong
coordinated response. We are ready to lend US$1 tril-
lion” [2].

The reason for the unfavorable situation in today's
domestic market of tourist services in Ukraine is due to
the low quality of services and the military situation of
the country. Today, no more than 8% of the working
population can use high quality services, including in the
tourism sector. Further development of tourism is
hampered by the following: -the lack of an integrated
system of state tourism management in the regions;
-imperfection of the regulatory framework; -lack of
methodological, organizational, informational and



material support of tourism industry entities from the
state; -slow growth in investment in the development of
the tourism material base; -mismatch of the vast majority
of tourism enterprises with international standards;
-limited innovation projects and scientific research on the
development of promising types of tourism; -insufficient
number of highly qualified specialists in the tourism
industry.

The problem points in the functioning of the hotel
services market in Ukraine include:

1) The tendency of filling domestic market niches
by foreign operators. At the present stage of economic
development in Ukraine, there is only one national hotel
operator, “Premiere-Hotel”, which includes six hotels — a
kind of monopolist in the hotel sector of the Ukrainian
economy.

2) The Ukrainian hotel services market is now
approaching saturation in the sector of five- and four-star
hotels and campsites.

3) The sector of hotels and campsites of the three-
star level and below remains unfilled in Ukraine and is
represented mainly by enterprises with an extremely low
level of service and a small range of services.

4) To date, there has been almost no intensification
of entrepreneurial activity in the hotel sector of Ukraine,
the delay in national companies can lead to the filling of
the market with foreign operators. In turn, the Western
investor does not want to enter the hotel field of Ukraine
without the active presence of Ukrainian companies
there.

5) Issues related to interaction with government
agencies remain difficult for national hotel companies.
Category of “dangerous” issues include: -the process of
registering a hotel facility; -allocation of land for
construction; -passing the mandatory procedures in the
departments of fire protection and sanitary and
epidemiological control; -obtaining the necessary permits
and certificates.

6) Several hundred million hryvnias are invested
annually in the development of the hotel industry. In
order to bring the national tourism economy to an average
(by European standards) level of comfort and quality of
service, multibillion-dollar infusions are needed.

7) The weakness of internal competition (which is
explained by the lack of available funds and high tax
rates, which makes it difficult to ensure economic
stability, —maximize profits, and increase the
competitiveness of hospitality industry enterprises in the
hotel services market) and the lack of powerful
international hotel chains. The indicator of low
competitiveness of hotel services is formed by the price
level and quality of services. Through high tax rates
(hotel fees) hotels are forced to set high prices. The hotel
fee rates for hotels of various categories in Ukraine are
different. The cost of hotel services in Kiev is from $60 to
$400 per day, and it is constantly growing. Prices are

T'omenwvno-pecmopanna cnpasa

determined by the conditions of competition, the state and
the ratio of supply and demand. Hotels are forced to
reduce the cost of their rooms. So compared to 2015, the
cost of rooms in 5-star hotels fell by 16%, and in 4-star
hotels by 6.7%.

8) According to Colliers International [3], in 2016
hotel occupancy in Kiev was 40%, which is a very low
indicator. The situation on the market remains rather
complicated, and the number of guests does not grow at
the pace as expected in 2015.

9) There is no clear legislative definition of the
place of the hotel business in the tourism sector, its
departmental subordination. At the legislative level, it is
necessary to determine the legal, economic and
organizational aspects of creating and developing a
competitive environment in the hospitality market. The
legislative framework should facilitate the formation and
entry into the market space of new hotel enterprises, in
particular the creation of conditions for legal protection
and the survival of small forms in the hospitality industry.
The Ukrainian legislation does not clearly regulate the
ownership of land, especially for foreign investors. There
are no opportunities for land privatization and
unfavorable lease conditions for hotel construction, a
mechanism for the concession of historical and
architectural sites, and this does not help attract foreign
companies to the hotel business.

10) The unresolved problem is the change in
ownership, corporatisation of hotel enterprises. Huge
hotels and a significant part of medium-sized hotel
enterprises in Ukraine are in state and communal
ownership (39.8%); in some regions there are no private
hotels at all. Due to the low profitability and regulatory
tax pressure, the owners of most hotels consider the hotel
business as an addition to other areas of their business.
Privatization and corporatization will lead to a better
management at the hotel industry, as well as to the
material and financial stabilization of the industry. It is
advisable to conduct a financial and economic policy to
change the form of ownership by attracting financial
resources from various sources. At the same time, it is
necessary to create a system of state guarantees for
investors to protect private property and capital.

11) Low quality of service. According to a study by
international business organizations, today less than 20%
of Ukrainian hotels meet the requirements of international
standards of service quality.

Ambiguous situations of this kind complicate and
slow down the activity of the hotel industry, however, it
is here that the national hotel operator can take advantage
of the knowledge of such issues and knowledge of the
peculiarities of national legislation.

Analyzing tourism statistics in Ukraine, we also see
a negative trend. Visitors to Ukraine were well down in
2014 compared to the previous year for example
dropping more and more each year until 2020. So in 2014
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the country received 12,7 million foreign guests, a 48
percent decrease from 2013. The conflict in the east of
Ukraine was undoubtedly the major factor responsible for
the fast drop. Just over 2,3 million Russians visited
Ukraine in 2014, significantly less compared to 10,3
million that visited in 2013. In fact, during 2014 travellers
from Moldova outnumbered Russians, despite a 19
percent fall in the number of Moldovan visitors. Visitors

from majority of other countries declined visiting our
country. Fewer Poles, Romanians, Germans, Turks,
Americans, and British contributed to the indicators drop
down. The number of Hungarian visitors actually
increased while the number of Slovakians visiting
Ukraine fell by just 2 percent. The data in the graph
below comes from the State Statistics Service of Ukraine.

Ukraine - Foreign Visitor Statistics 2014 v 2013
Top 20 Countries

i
"
"
i

Fig. 2. Ukraine — Foreign Visitor Statistics 2014 vers 2013Top 20 Countries [4]

Foreign citizens who visited Ukraine in 2017 year.
Of which by purpose of visit:-business trip 88 975;
-organized tourism 38 958; -private visit 13 741 653;
-education 4 521; -placing in a job 2 640; -immigration 4
027; -cultural event, sport event, religion, other
348 867 [4].

Our country has never been highly attractive to
tourists, and the tourism industry also cannot boast of
state support. Despite this, according to experts, in 2015
alone Kyiv received more than one million tourists,
despite the fact that the most touristy city of Ukraine -
Lviv, visited more than 2 million people. In addition, the
Carpathians and Odessa also have significant potential for
the camping business development. The total number of
tourists to Ukraine amounted to more than 10 million
people. Most of the trips, both from abroad and within the
country, are business visits. This includes business trips
of international employees, visits to conferences,
seminars, business meetings. Analysts note a slight
increase in business activity in Ukraine in 2016, and

accordingly, hotels also felt this in their business. In
addition, until the end of 2013, tourists from Russia
prevailed in the general flow of visitors to Ukraine, for
obvious reasons, these trips were significantly reduced.

In Odessa, Kherson, Nikolaev and Zaporizhzhya
regions today there is a rapid increase in the number of
tourists. According to the Odessa City Hall in 2018, 3
million 200 thousand tourists visited South Palmyra (in
2017 their number amounted to 2.5 million). Berdyansk
was visited by 1.5 million people in 2019. As in Kiev, the
majority of hotel guests are Ukrainians - about 60-70%.

The development of the hotel and camping industry
is promoted, first of all, by the opening of low-cost
airlines, which led to an increase in the number of foreign
tourists. The passenger flow of the Kiev and Boryspil
airports in the 1st quarter of 2019 increased to 638
thousand (+ 44.3%) and 2.65 million (+ 15.2%), which
indicates an increase in the interest of foreigners in Kiev
as a economic and tourist center.
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Setting Objectives

The purpose of the article is to research the world
statistics of the tourist services and hospitality industry,
including luxury campsites, and to apply the best world
experience in building a gamping business in Kharkiv,
Kiev and the best and picturesque places of our country
in order to ensure its further development and prosperity.

According to the forecasts of the World travel and
tourism council, the share of tourism in Ukrainian GDP
by 2028 will increase to only 1.7%, and the number of
foreigners visiting Ukraine in a year will increase to 21
million from the current 15 in 2028 (the share of tourists
among them is less since statistics take into account
transit travelers), which indicates the low attractiveness of
Ukraine as a tourist destination. The low pace of
development of the industry is due to the absence in
Ukraine of legislation favorable for the development of
the tourist industry and the necessary infrastructure, and
the lack of quality hotels. Therefore, despite the increase
in inbound tourist flow, Ukrainians themselves have been
and remain the main guests of Ukrainian hotels, and the
volume of domestic tourism continues to grow rapidly,
especially in the south of the country.

The infrastructure of accommodation facilities in
Ukraine does not comply with international standards of
accommodation and recreation: insufficient number of
hotel enterprises, the structure of hotel enterprises has a
low proportion of high category establishments, the
material and technical base is outdated and requires
modernization, there are no modern means of
communication and information communications,
effective and reliable protection systems which are
necessary for a high level of service quality. In the
structure according to the size of hotels in Europe, the
number of large enterprises is 15-25% of their total
number, 75-85% are regular hotels and family-type
hotels. In Ukraine, about 70% of large hotels, but as for
motels, campsites, youth facilities, typical of European
countries, there are few in Ukraine. As international
experience shows, it is small hotel companies today that
form the basis for the development of the hospitality
industry — they structure the hotel services market
according to consumer demand, form a competitive
environment and create additional jobs.

Camping statistics 2020: trends in the camping
industry by demographics, top destinations, equipment
and more:

Camping has significantly increased it’s popularity:
in 2019, 1.4 million households camped for the first time.
Since 2014, there has been a 72% increase in the number
of campers who camp three or more times a year
demonstrating the growing interest in camping over the
years. Camping has become increasingly popular among
the younger generation as 56% of campers are
Millennials, however, it is still very common among

Generation Xers and Baby Boomers. So why do people
go camping? Many people look to camp as an
opportunity to escape from their busy lives and connect
with nature. 34% of people take their first trip because
they have a love for the outdoors, making it the number
one reason as to why people enjoy it. From glamping
with luxuries to sleeping under the stars, this type of trip
truly caters to everyone.

kraine Czech Republic Poland Austria Bulgaria Hungary Romania Slovakia

E).pcnscs of foreign tourists (%)  Expenses of domestic tourists (%)

Fig. 3. Cost structure of internal and external tourists in
the countries of Central and Eastern Europe in 2017 [5]

Key camping statistics: -77 million households in
the U.S. contain someone who camps; -since 2014, 6
million households have taken up camping, 64% of them
go out three or more times a year; -in 2018, 4 million
families camped for the first time, 51% of these campers
were from non-white groups; -in 2018, 8% of those who
camped, stayed in the backcountry, whereas 65% chose
to stay in campsites; -1 million families in Canada like to
camp, 56% of campers are Millennials; -over the last
couple of years, 40 million people took RV trips; -28
million Americans camped in 2018; -47% of campers
spent between $51 and $200 on camping equipment in
2016; -there was a 64% increase in the number of
Americans going camping in 2018; -every year 1 million
new families in the U.S. start camping; -81% of campers
say their main goal is to spend time with their family and
friends; -13 million families would like to camp more in
2017 compared to 2016; -the top five words associated
with this industry are outdoors (89%), campfire (89%),
fun (84%), tent (83%) and adventure (80%); -on average,
trips are planned 25 days in advance.

Camping industry statistics and trends: -there have
been 7 million new camper households in the U.S. since
2014; -there has been a 72% increase in the percentage of
campers who camp 3 or more times annually since 2014;
-66% of families say that the number of times they camp
increased in 2019; -in 2018, families who have choosen
to camp has grown by 4 million, reaching an all-time high
of 78.8 million; -there has been a 22% increase since
2014 in the number of families who camp at least once a
year; -there has been a 72% increase since 2014 in the
percentage of campers who camp three or more times a
year; -5% of families stated that they camped for the first
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time in 2018; -there has been a 17% increase in the
percentage of families who camp with children over the
past five years; -66% of teens and 51% of children say
that they are enthusiastic about camping; -there has been
a 46% increase in campers who intend to camp more
often since 2014; -84% of campers stated that they intend
to camp more in 2020.

Chart showing number of people in US camping
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Fig. 4. Chart showing number of people in US camping
2014-2018 [6]

The North American Camping Report has
discovered since 2014 the interest in this type of vacation
has dramatically increased, there are now 7 million new
camper households in the U.S. It is rising in popularity
because of its affordability, the range of activities
available, as well as it being the perfect opportunity for
families to spend quality time together. It allows those
who love the wilderness and want to enjoy the fresh air a
chance to escape to nature whilst being close to home if
they wish. In 2018, families choosing to camp grew by
1.4 million, reaching an overall all-time high of 78.8
million households. Camping statistics show people are
expressing an interest in all forms, from luxury glamping
to the standard tent. Ultimately, it caters to everyone as
people are finding exciting and alternative ways to camp
that suits their needs. 84% of campers stated that they
intend to camp more in 2019, demonstrating the immense
interest in this type of trip, even in the digital age.

The North American Camping Report has
discovered since 2014 the interest in this type of vacation
has dramatically increased, there are now 7 million new
camper households in the U.S. It is rising in popularity
because of its affordability, the range of activities
available, as well as it being the perfect opportunity for
families to spend quality time together. It allows those
who love the wilderness and want to enjoy the fresh air a
chance to escape to nature whilst being close to home if
they wish. In 2018, families choosing to camp grew by
1.4 million, reaching an overall all-time high of 78.8
million households. Camping statistics show that people
are expressing an interest in all forms, from luxury
“glamping” to the standard tent. Ultimately, it caters to
everyone as people are finding exciting and alternative
ways to camp that suits their needs. 84% of campers

stated that they intend to camp more in 2020,
demonstrating the immense interest in this type of trip,
even in the digital age.

Coronavirus has changed statisctics in 2020 all in
Ukraine, in Europe and all over the world.

4

Camping in Europe
13.05.2020

Sabe of eiergen No information

cy Camping partially .
Camping prohibited nationwide allowed No restrictions

Fig.5. Current overview map of camping restrictions in
Europe as on May 13th, 2020 [7]

The Impact of COVID-19 on camping in Europe:
Coronavirus is spreading more and more countries are
declaring a state of emergency at national level, leading
to a decline in public life and its gradual cessation. In
particular, the tourism industry is facing increasing
problems related to travel bans and border closures. Not
only are travel to other countries canceled, but in many
areas, domestic travel is prohibited. In Germany,
violating the travel ban is punishable even as a felony.
This travel ban now also affects the temporary closure of
campsites.

Camping statistics dempgraphics and trends up to
2020: -10 was the average age for a first camping trip;
-48% of campers stated that other people introduced them
to camping, younger campers stated that they were
introduced to it by their families; -32% of Millennials and
38% of Generation Xers now identify themselves as
lifelong campers in comparison to past years; -50% of
millennials stated that life events such as increased
income or having children permitted them to camp more
often; -90% of teen campers say they plan to camp as
adults; -38% of the 75 million household campers are
Millennials, this has increased by 34% since 2016; -in
2018, 51% of new campers are from multicultural groups
whereas Caucasian campers account for 49%; -11% of all
camping households are Hispanic, making up the largest
non-white group of campers; -22% of new campers in
2018 were Hispanic and are the fastest-growing group
based on ethnicity; -since 2015, the number of Hispanic
camper households using tents has dropped whilst the use
of cabins has increased by 10%; -74% of Hispanics are
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the most likely to camp with multiple generations of
family members, they are also more likely to camp with
larger groups of campers; -the percentage of same-sex
couples camping has increased to 8% in 2018;
-Millennials are more likely to camp in larger social
groups including friends and family; -generation X
campers are more likely to camp with a significant other;
-60% of households take at least one trip that includes
multiple generations, this has increased by 56% since
2015.

Statistics show Millennials have amplified the
popularity in this industry as they represent the bulk of
new campers in 2018 making up 38% of the 75 million
household campers. This has increased by a whopping
34% since 2016. Millennials are also the most likely
generation to camp in larger social groups whether this is
with family or friends. 90% of teenagers stated that they
will continue to camp in the future, demonstrating why it
has become so popular amongst millennials. Taking a
camping trip is still very strong amongst the older
generation, such as Generation Xers and Baby Boomers
as 44% of new campers are 40 years and older. It has
become very popular amongst multicultural groups,
accounting for 51% of new campers. Camping has
become particularly popular amongst Hispanics and they
are the fastest-growing group based on ethnicity making
up 22% of new campers in 2018.

Camping trends and location statistics: -40% of the
adventure tourism market is dominated by Europe; -the
Mountain Region has a camping participation rate of
19%, making it the highest in the U.S.; -13% of trips to
campgrounds were under 50 miles from home in 2014,
this has risen to 31% in 2018; -54% of campers travel less
than 100 miles from home to their destination; -60% of
nights are spent in public campgrounds or public land;
-56% of baby boomers and 54% of mature campers are
less likely to change their travel habits; -younger campers
are more likely to extend their trips and include more
weekends away; -since 2015, camping in national parks
and state parks has declined, however, in 2018, in
national parks and state parks amongst African
American/Black and Asian it is at an all-time high; -40%
of households say that the campsite’s quality has the most
impact on their selection, specifically older campers, 25%
stated that the atmosphere in the camp is an influential
factor; -in 2018, the top factors that influence the
campground selection were campground atmosphere
(24%), campground location (22%), quality of campsites
at the campground (18%), availability of the cabins (9%),
the types of sites available (12%), the onsite recreations
opportunities (5%) and Wi-Fi availability (3%); -40% of
millennials and generation Xers stated that recreation is
an important factor in their vacation experience, 37% of
baby boomers and 34% of mature campers agree; -50%
of campers believe that clean bathrooms are the most
important factor when staying at a campsite; -23%
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believe that allowing pets is the most important factor,
21% believe being child-friendly is the most important
and 20% stated that offering recreational activities is the
most important; -90% of campers leave campsites to take
part in other activities, such as sightseeing, dining or
other outdoor recreational opportunities; -43% of
campsite reservations are made on the day of arrival;
-Western U.S. campers and Canadian campers are more
likely to travel long distances for their camping trips.
More so in the last 4 years, it has become common
for people to travel closer to home to camp, specifically
amongst the younger generation. 13% of trips were under
50 miles from home in 2014, this has risen to 31% in
2018. Statistics show it has also become a popular escape
for those who want to remain healthy with 90% of
campers leaving campsites to take part in other activities.
Campers are looking to take part in adventure activities
like rock climbing or hiking, specifically in European
locations as 40% of the adventure tourism market is
dominated there. Campsite quality is the most important
factor when selecting a campsite, specifically clean
bathrooms as 50% of campers stated that clean bathrooms
are the most important factor when selecting a campsite.
Types of camping statistics: -there are 30 million
RV enthusiasts nationwide, including renters; -11% of
U.S. households (35-54-year olds) own an RV; -Hispanic
campers are seeking new ways of camping and types of
experiences, they are most likely to want to try an RVing
experience (58%) or to experience “van life” (22%);
-29% of RV owners are couples with children; -60% of
campers do so in tents and it is the primary type of
accommodation; -60% of new campers are staying in
recreational vehicles, cabins or other accommodation;
-cabins have increased in popularity with 21% of
Millennials, 22% of Generation X and 33% of Baby
Boomers staying in cabins; -45% of Canadian households
tried out new accommodation in 2018 and 33% of
Canadians said that they would like to try a luxury cabin
in 2020; -glamping trends show it has increased in
popularity with 50% of Millennials and nearly 50% of
Generation Xers; -20% of Millennials are interested in
giving unique lodging a try but continue to gravitate
towards staying in tents; -8 million people in the U.S.
participated in backyard, car or RV camping in 2017;
-Canadian campers represent the highest rate of RV
owners (64%); -46% of Canadian camper households are
interested in a glamping experience; -50% of campers
stated that they would like to experience glamping in the
coming year. This has doubled over the past 12 months.
This choice of accommodation offers the best of
both worlds. Not all campsites mean that indulgences
must be sacrificed as there are many luxury options such
as glamping that follow the traditional camping trend
whilst having additional comforts. Glamping comes in
many forms, offering campers a chance to experience the
outdoors whilst living with more facilities and still being
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low cost. 50% of campers stated that they would like to
experience glamping in the coming year, this has doubled
over the past 12 months. The instability of Brexit has
caused many holidaymakers to remain in the UK,
staycations have become a phenomenon leading to an
increase in camping holidays. Americans are the largest
market for the RV industry with 40 million people in the
U.S going away in their RV, giving them the chance to
escape the hustle and bustle.

Facts about camping — behavior and reasoning:
-96% enjoy camping with family and friends and feel
healthier because of the benefits of outdoor activities;
-50% of younger campers say their family inspired this
type of travel; -60% of older campers state that it was the
love of outdoors that inspired this lifestyle; -the top five
influences for people taking their first trip are: the love
for the outdoors (34%), thinking it will be fun (32%), due
to their significant other (30%), spending time with their
family (27%), and to escape the grind (26%).

Camping has a variety of meanings for all campers.
50% of younger campers have been introduced to it at a
young age and therefore see it as a tradition that they
want to continue. It is a fantastic opportunity to spend
quality time with others, in fact, 96% of campers enjoy
spending time with family and friends. It also gives
people the opportunity to explore nature, improve their
health, develop life skills, and gives them the chance to
escape from everyday stresses. Many campers have found
that they are a lot healthier because of the outdoor
benefits it provides.

Type of camping activities: facts and statistics:
-physical pursuits whilst on this type of trip have
increased since 2014, hiking/backpacking has increased
by 14%, canoeing/kayaking has increased by 11% and
biking has increased by 6% since 2014; -85% of adults
state that the participation of children in outdoor activities
is significant; -hiking (50%) outranks fishing (44%) as
the most popular form of recreation; -the younger
campers listed fishing (73%) and hiking (60%) as their
favorite activities. Sightseeing (42%), biking (40%) and
canoeing (33%) were also popular activities amongst
younger campers.

Camping is known to be the perfect chance to spend
time in nature and therefore recreational activities such as
hiking, canoeing and biking are extremely popular
activities. Hiking is the most popular activity according to
50% of campers. Campers also go out of campsites to
sightsee as well as dine in local restaurants. Attending
music festivals is also a very significant activity for
campers. It has increased in popularity whist being at a
music festival, rising to 19% in 2018. The UK music
scene is commonly associated with camping at festivals
such as Bestival, Reading, Creamfields and Glastonbury.

Camping equipment statistics: -$3 billion was spent
on camping equipment in 2017 in the US; -the flashlight
was the most popular purchase; -96% of campers stated
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that their outdoor gear kept them comfortable; -the top
five most essential items were: a tent (61%), a sleeping
bag (38%), bug spray (24%), cooler or fridge (23%) and
firewood (22%).

A huge $3 billion was spent on camping equipment
in 2017. A large proportion of expenditure was spent on
backpacks and sleeping bags, but it is the flashlight that is
the most popular purchase. Every camper and experience
is different, it is hugely dependent on the type of
experience the individual wants when they camp. Many
people camp with the spirit of adventure in mind,
enjoying making their own entertainment, living with the
bare minimum and being more self-sufficient. However,
there are also campers who bring fridges, kettles and
TV’s on their trip, so they aren’t without luxuries.

Camping and technology trends: -34% of campers
unplug by having their smartphone with them but not
turning it on; -97% of campers will bring some form of
technology; -the importance of Wi-Fi or internet access
has declined from 37% to 29% since 2017. For many,
having a mobile phone is a necessity, often for safety
reasons as it provides a form of communication in case of
emergencies. This may explain why 97% of campers
bring some form of technology with them when they go
to a campground. Camping is often seen as a great
opportunity to have a digital detox and has become
increasingly common which is why the importance of the
internet whilst camping has declined over the years.
People enjoy this type of trip because it gives them an
opportunity to be at one with nature and focus on
interacting with the world around them. There are also a
lot of apps that help campers enhance their experience,
such as games and online maps [8].

American camping statistics: When it comes to
planning a trip outdoors, camping offers some of the most
affordable options. Camping vacation is proven to have
an impact on reducing stress and contributes to emotional
and physical health (depending on how many s’mores
you’re eating, of course). Some campers joke that stress
can be caused by not camping enough. Who wouldn’t
want to camp when it offers an opportunity to be
entrenched in nature with easy access and more time to
be able to explore. Nowadays, more and more people are
expressing interest in camping in all of its forms — from
back-country to adventure camping and, of course,
glamping. According to the 2019 North American
Camping Report, sponsored by Kampgrounds of America
(KOA), camping is rising in popularity across the United
States and Canada. The report shares a number of
interesting statistics including the fact that, “77 million
U.S. households have someone who camps at least
occasionally.” Since 2014, more people are camping,
with over six million new camping households. The
majority are camping as often as three times per year,
which has increased by 64%. In 2018 alone, there has
been an increase of 2.6 million camper households with



representation among all ethnicities. New campers are
more diverse than the overall population, with a nearly
even split between white and non-white campers. Also,
Millennials and Gen Xers make up three-quarters of all
campers, with Millennials alone accounting for 40%.
While most campers have children at 52%, 48% of
campers camp without kids. 59% of campers stay within
100 miles of home. When searching for nearby
campgrounds, 42% stay at national/state/municipal
campgrounds and 25% stay at private campgrounds. One
of the major reasons camping continues to be so popular
is that those who camp view it as “a time to relax, escape
stress and clear their minds”. According to the President
of KOA, Toby O’Rourke, “with reduced barriers and the
desire of campers to connect with nature and each other,
it is no surprise that camping is fast becoming a
fundamental component of an outdoor lifestyle”. The
increase in new campers (both younger and more
ethnically diverse) seems to be due to a number of
factors, including general accessibility to camping and
various forms of unique camping accommodations, along
with increased access to Wi-Fi and cell service. People
who may not have been interested in camping before are
now finding alternative and interesting new ways to
camp. While 53% of new campers camp in tents, 25%
choose cabins and 19% RVs. Nowadays, you can take
your pick of staying in a tent, yurt, cabin, trailer,
hammock, teepee, among, well, still so many “other”
categories. With access to exciting new camping
accommodations, nearly all Millennials and Gen Xers
across North America are said to be keen to try new ways
to camp this year. More specifically, Millennials are
interested in experiencing both back-country camping
and glamping, while Gen X seeks more unique
accommodations. While camping is a way to get away
from it all, people still want to have the option to stay
connected. The majority of campers (97%) actually bring
some type of technology with them while camping. In the
past, issues such as safety and security have hindered
camping, but now are addressed, simply by having access
to the internet and social media networks. The report
shares that a third of campers say they have their
smartphone with them only for safety purposes. That
said, there is a continued upward trend since 2014 with
campers significantly more likely to go online while
camping. In fact, Millennials share photos and videos on
social media while camping, with 27% of Millennials and
25% of Gen X campers saying it is important to them to
share their experience. Despite the benefits of technology,
campers say the use of it has detracted from the overall
enjoyment of their experience (almost 50% in 2018) —
perhaps because the idea and draw of camping for some
is a time to unplug. There are simply too many parks to
explore in the U.S. alone to not take advantage of
camping options. According to the National Park
Services, approximately 11 million people visit the Great
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Smoky Mountains National Park on an annual basis (at
least for the past two years). It’s currently the most
visited national park in the U.S., beating out both Grand
Canyon and Zion National Parks combined [9].

French camping statistics: Number of camping sites
in France in 2019, by region: -Auvergne-Rhone-Alpes 1
265; -Bourgogne-Franche; -Comte 330; -Bretagne 751;
-Centre-Val-de-Loire 238; -Corse 187; -Grand Est 368;
-Hauts-de-France 521, -lle-de-France 521; -lle-de-France
96; -Normandie 378; -Nouvelle Aquitaine 1 408;
-Occitanie 1 437; -Pays de la Loire 646; -Provence-
Alpes-Cote d’Azur 718; -total 8 343. It reveals that there
were nearly 100 campsites registered in the region lle-de-
France in 2018, compared to 1,437 in the region
Occitanie, in south France. Number of travel
accommodation establishments in France in 2019, by
type: -holiday and other short-stay accommodation 3 679;
-camping grounds, recreational parks and trailer parks 8
044; -hotels and similar 17 960; -total 29 683 (including
hotels, camping grounds, recreational parks, holiday and
other short-stay accommodation.) Number of travel
accommodation establishments in France as of January
2018, by type (in 1,000s): -classified furnished of tourism
accommodation 95,1; -guesthouse 25,3; -tourist hotel
17,8; -campsite 8,3; -holiday residence and other related
accommodations 2,3; -holiday village and family home
0,9; -youth hotel, holding centre 0,2. In total there were
more than 95 thousand classified furnished of tourism
accommodation establishments recorded in France that
year.

This statistic shows the revenue of the industry
“camping grounds, recreational vehicle parks and trailer
parks® in France from 2012 to 2018, with a forecast to
2024. It is projected that the revenue of camping grounds,
recreational vehicle parks and trailer parks in France will
amount to approximately 4.345,5 million U.S. Dollars by
2024. Average camping prices in Europe 2018-2019, by
country: Average camping prices in Europe per overnight
stay in 2018, by country*: -ltaly 46,35; -Switzerland
46,78; -Denmark 41,32; -Spain 39,94; -Netherlands
40,94; -Croatia 40,92; -France 36,55; -Austria 34,31;
-Sweden 31,11; -Germany 29,13. Average camping
prices in Europe per overnight stay in 2019, by country*:
-Italy 48,35; -Switzerland 44,9; -Denmark 42,02; -Spain
40,42; -Netherlands 39,75; -Croatia 38,66; -France 38,54;
-Austria 37,02; -Sweden 31,46; -Germany 30,31. In 2019,
the campsites in Germany were the cheapest at around 30
euros per night. Leading hotel brands based on brand
value worldwide in 2019 (in billion U.S. dollars): -Hilton
Hotels & Resorts 7,4; -Marriott 5,04; -Holiday Inn 3,95;
-Hyatt 3,68; Hampton by Hilton 3,18; -Shangri-La Hotels
and Resorts 2,51; -Double Tree 2,06; -Courtyard Marriott
1,86; -Wyndham 1,71; -Ramada Worlwide 1,62 Hilton
Hotels & Resorts was the most valuable hotel brand in
2019, with a global brand value of approximately 7.4
billion U.S. dollars. Other major hotel brands in the
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ranking included Marriott, Holiday Inn, and Hyatt [10].

Leading hotel companies: While Wyndham was in
ninth place on the list based on brand value worldwide, it
was the leading hotel company in terms of property
amount. In terms of guestrooms, Marriott International
led the listby far with over 1.3 million guestrooms
worldwide in the same year. Marriott International also
generated more sales revenue than any other hotel group
worldwide in 2018. Leading hotel companies worldwide
as of June 2019, by number of properties: Global hotel
chain, Wyndham Hotel Group, leads the ranking of the
top hotel companies by number properties. As of June
2019, Wyndham accounted for over nine thousand units
in its worldwide portfolio, which ranged from economy
to upscale accommodation. This was roughly 3,300 more
than the number of properties owned by Hilton
worldwide. Its closest competitors were Choice Hotels
International and Marriot International, who reported
7,045 and 7,003 properties, respectively. The global hotel
property market: The hotel industry is full of competition
and continues to show growth due to a strengthening
global traveler pool. The competitive nature of the
industry means the number of properties a hotel company
has to its name is subject to change. This is due to
companies building, acquiring, or selling properties. For
example, Wyndham’s acquisition of La Quinta
Holdings added over 900 hotels to its property portfolio
in 2018. In the U.S. alone there were over 5,300
properties in the development pipeline as of September
2018. When it came to cities, New York had the highest
number of new lodging projects in the pipeline
worldwide, making the U.S. one of the most productive
countries in terms of new lodging construction. Leading
hotel companies worldwide as of June 2019, by number
of properties: -Wyndham Hotel Group 9157; -Choice
Hotels International 7 045; -Marriott International 7 003;
-Hilton Worlwide 5 872; -InterContinental Hotels Group
(IHG) 5 656; -Best Western Hotels & Resorts 4 008; -G6
Hospitality 1 391; -Radisson Hotel Group 1 179; -RLH
Corporation 1 167; -Hyatt Hotels Corp. 865. Global hotel
chain, Wyndham Hotel Group, leads the ranking of the
top hotel companies by number properties.

Monthly average hotel daily rate worldwide 2015-
2020, by region: In January 2020, the average daily rate
(ADR) of hotels in Europe was 111.48 U.S. Doallars.
Daily hotel prices were lowest in the Asia Pacific region
during the same month. Hotel rate changes worldwide: In
each region, corporate average daily hotel rates are
forecast to increase by 2020. Asia’s rates are predicted to
be higher than the global average, increasing by about
three percent. Latin America should see a smaller rise of
about one percent, due to the more modest growth in
demand within this region. Hotel occupancy rate:
Average daily rates in the hotel industry tend to change
throughout the year as they are closely linked to hotel
occupancy rates. Specific regions are visited more
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frequently during certain times of year. For instance,
hotel rooms in the Americas were rented more frequently
during the summer months, compared to the colder
winter months in 2019 [11].

Ukrainian camping statistics: As of May 2020, the
camping industry in Ukraine is in an embryonic state and
is just beginning to develop. In Ukraine today there are
less than 100 campsites, the level of equipment and the
quality of the services provided leave much to be desired.
The most promising campsites are located in some of the
most picturesque places [12].

The hotel market in the south of Ukraine has a
number of features:

-The hotel segment of commercial real estate in the
southern regions is poorly developed. In Odessa, for
example, according to EY in 2018, there were 65 hotels
with a total fund of about 4,000 rooms. Moreover, only
one hotel, the five-star, is managed by an international
hotel operator (AccorHotels). In other resort towns, the
situation with hotels is even worse. Therefore, right now
it is a great possibility to invest in a hotel business in the
southern region.

-Bright pronounced seasonality. In the tourist
season, the hotel can be 100% full, but in winter there
may be no guests at all.

-Considering that in the south of Ukraine there is a
shortage of quality hotels, the competition in the hotel
industry is low. The main competitors of hotels in the
budget and midscale segments there are apartments and
private houses. Also, hoteliers working in the Kherson,
Nikolaev and Zaporizhzhya regions should take into
account that most of their potential customers are people
with relatively low purchasing power (hotels of upscale
and luxury categories should be opened in Odessa) [13].

The volume of rooms and the average cost of a
standard room in Kiev hotels in the 1st quarter of 2019
according to Colliers International:

5 star hotel: 1518 rooms, average room price rate
“Standard” 369 euro

4 star hotel: 3624 rooms, average room price rate
“Standard” 147 euro

3 star hotel: 3882 rooms, average room price rate
“Standard” 69 euro
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According to the tourism department, the number of
rooms in Kiev is 12,258 rooms and hundreds of hotels.
The largest number of rooms are in 3 star hotels.
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Fig 7. Hotels Room Offer by categories 2019

Moreover, 36% of five-star hotels and 16% of 4 *
hotels are managed by international network operators. In
total, there are 9 such international hotels in these
categories. In Ukraine, at this stage, international brands
Hyatt, Radisson, InterContinental, Holiday Inn are
operating; Ramada Encore, lbis, Fairmont, Hilton. In
total, there are 6 5 * hotels, 17 four-star hotels and 20
three-star hotels in Kiev.

The number of rooms in Kiev is the lowest among
the capitals of the countries of Central and Eastern
Europe — there are only 3.5 rooms per thousand
inhabitants, which is half the European average. The
hotel industry, on the other hand, has great potential for
growth. According to Cushman & Wakefield, from 2016
to 2020 the number of rooms in Kiev hotels increased by
13% from 10 117 rooms to 11 451, but the hotel market
is still very far from the development limits.
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Fig 10. Hotels Offer by categories 2020 [14]

At the moment, there is an overabundance of hotels
in the upscale, upper upscale and luxury segments in the
hotel real estate market in Kiev. At the same time, there is
a shortage of high-quality budget-midscale hotels in the
capital, for which there is the highest demand. The
average occupancy rate in Kiev hotels in 2018 was 50-
60%, but this figure can vary greatly in different hotels of
the same segment, as the cost of living in a number of
hotels is too high, and some hotels do not correspond to
the category assigned to them.

According to developers, 40% of Kiev hotels are
characterized by poor service and outdated rooms. The
occupancy rate of five-star hotels is significantly lower,
since the cost of living in them corresponds to the prices
in Vienna hotels. Since the majority of Kiev hotel guests
are corporate tourists, the hotels are more loaded on
weekdays than on weekends. The lack of hotels and
campsites in the budget-midscale segment encourages
investors and developers to invest in opening new hotels
and campsites. In 2020, it is planned to open the Ibis and
Adagio City Aparthotel hotels, which are owned by the
international hotel chain AccorHotels. It is expected that
in the future large international hotel brands will start
entering the Kiev market, but you should not expect a
hotel boom, since the number of tourists visiting the
capital is still small.

OneTwoTrip, an online travel service, has figured
out where its customers prefer to stay during the trip. The
survey showed that most travelers (42.5%) choose hotels.
The second most popular accommodation option is
apartments or apart-hotels, they are chosen by 17.1% of
respondents. 8.4% stay with friends or relatives, 7% live
in guest houses on vacation, and 3.2% rent villas or
country houses. Every fifth traveler (18.4%) does not care
where exactly to stay. Hostels are the least preferred for
OneTwoTrip clients: only 3.4% of respondents prefer to
live in them, as many regularly choose this
accommodation option. At the same time, a third of the
respondents (31.8%) answered in the affirmative if they
stayed at the hostel at least once, and every fifth (17.7%)
was ready to try this type of accommodation. However,
47.2% are categorical: they do not stop at hostels and do
not plan to do so. As for habits when choosing a home,
the voices were divided almost equally: 53.5% of

21



Komynanwvne zocnodapcmeo micm, 2020, mom 5, éunyck 158 1SSN 2522-1809 (Print); ISSN 2522-1817 (Online)

travelers consider themselves conservative and for the
last couple of years have stayed in those types of housing
that they have chosen before. And 43.4% are ready to try
new things and admit that their preferences are changing.
It is likely that, including thanks to them, the housing
market for vacations has been very actively developing
recently: there are more and more interesting and unusual
accommodation formats, for example campsites,
ecofarms or glampings gaining popularity. The survey
was conducted from June 3 to June 18, 2019; 750 users of
the OneTwoTrip service took part in it [15].

Therefore, the study shows that campsites are
gaining popularity and it means that there is a good
reason to invest in its developement specially in
Ukrainina market now. The territory of Ukraine has
unique prerequisites for the formation of a recreational
and tourist complex. First of all, it is a complex of
physical-geographical, hydrological, structural-geological
and other parameters, which led to the formation of a
significant number of many types of natural resources.

In order to transform Ukraine into a world-class
tourism power, it is necessary to ensure a clear
organization of tourism itself, create and strengthen the
material and technical base, and attract experienced and
qualified personnel to it.

The main strategic directions of camping Ukrainian
camping industry  competitiveness  growth, the
development of the recreational and tourist complex and
the formation of the tourist services market in Ukraine
include: -building chains of 5 star and 4 star campsites
offereing high level of services; -provision of national
and regional camping business support, attraction of both
state and other forms of ownership, as well as individual
citizens to its development; -creation of a developed
camping infrastructure in order to provide high-quality
and varied services to tourists who adore campinsites;
-ensuring the priority of domestic domestic and foreign
(entry) tourism based on the use of tourism resources, the
national historical and cultural heritage of the Ukrainian
people; -development of information and advertising and
marketing activities; -training, retraining and advanced
training of campsites personnel for the needs of
recreational and tourist activities. These and other areas
determine the guidelines and priorities for the
development of the camping business in Ukraine. It
should be based on regional programs and business plans.

Conclusions

One of the areas of sustainable development of the
tourism industry, aimed at protecting and developing the
Ukrainian nature and cultural and historical heritage, at
promoting interethnic tolerance and attracting people to
actively participate in solving their own financial
problems, promoting the employment of those
unemployed, as well as overcoming the seasonal tourist
nature of Ukraine The product is the development of
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camping tourism. Ukraine has great opportunities, a
wealth of resources and all the prerequisites for camping
development.

The creation in Ukraine of a highly profitable
sphere of camping tourism, capable of producing and
marketing a high-quality, competitive product in the
conditions of the international tourism market, will help:
-increasing the country’s tourism potential; -saving and
ensuring the rational use of cultural, historical and
natural-recreational resources; -ensuaring the availability
of tourist resources for all segments of the population and
to satisfy the needs for tourist services as much as
possible; -stimulating the employment of the rural
population; -increasing the efficiency of interaction
between state and private structures in the field of
camping tourism; -promoting the development of small
and medium-sized businesses in camps, which means
will benefit the state.
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AHAJII3 CBITOBOI TA YKPAIHCBKOI TOTEJIbHOI CTATUCTUKU:
JOCJIDKEHHS KOHKYPEHTOCITPOMOKHOCTI YKPATHCHKMX KEMITIHT'IB
JI. B. O6onennesa, H.M. boraan, B.B. JleBon
XapKiBChKHi1 HalllOHAILHUHN yHIBEpCUTET MickKoro rocnozapersa imeHi O.M.bekeroa, Ykpaina

Y yisi cmammi npoananizoeano ceimosy ma yKpaincoKy cmamucmuky po3eumxy omeabHo20 20cnooapcmea ma,
30kpema, kemnineu 'y 2020 poyi. [na mozo, wjob 3Hatimu wiasAxu ni08UWeHHs. KOHKYPEHMOCHPOMONCHOCTE YKPATHCHKUX
Kemnineie, mu posananemo enaue COVID-19 na indycmpiro mypusmy.

Cexmop comenbHUX NOCaye 3aTUMAEMbCs Cb0200HT OOHUM 3 HAUOLIbW OUHAMIYHO PO3GUHEHUX 2aTy3ell eKOHOMI-
Ku Yrpainu. Ocmannivmu pokamu 20meavHutl puHox 8 Yxpaini nocmynogo 6i0Hosemoemvcsi nicis piskozo nadinns 2014
poxy. Ha yvomy mui 6ce binvute ineecmopie nianyloms npudbamu 20moguti 20meivbHuil 6isHec, HanpuKiao, KemMnineu.
Bcmanosneno, wjo pozsumky eomenvnoi indycmpii cnpuse nacamnepeo GiOKpumms HeoopoSux agiakoOMNAaHiil, wo npu-
3600umb 00 30ibUeHHs. Kilbkocmi inosemuux mypucmis. O0nak, 3a npocnozamu Beeceimuvol paou 3 nodopooiceti ma
mypusmy, yacmra mypusmy 6 BBII Yipainu 0o 2028 p. s3pocme 0o nuwe 1,7%, a KitbKicme iHo3eMyi6, siKi 6106i0yIOMb
Yrpainy 3a pix, 30ineuumocs 0o 21 minviiona 3 huniwmix 15 y 2028 p. (Hacmxa mypucmis ceped HUX MeHua, OCKilb-
KU CIMAMUCMuKa 6paxogye mpansumHux MaHopieHUKig), o ceiouums npo HU3bKy npueadausicme Yxpainu ax mypuc-
muyno2o Hanpamy. Husvxkuii memn poszsumxy 2anysi nosacrioemocss COVID-19 na nouamxy 2020 poky ma iocymmic-
mio 8 Ykpaini 3aKkoH00a8CMEd, CIpusimau8o20 po3UmKy mypucmudtoi 2auy3i ma neobxionoi ingpacmpyxmypu, ma
giocymuicmio AKiCHUX 2omenie ma Kemninzig. Tomy, Hesgadxcarouu na 30inbUieHHs 8'13H020 MYPUCMUYHO20 NOMOKY),
VKpainyi cami Oyau ma 3anuuaromsCsa OCHOBHUMU 20CMAMU YKPAIHCOKUX 20MeNie ma KeMNineie, a ooca2 Hympiuts o-
20 MYpU3My NPOO00BHCYE WBUOKO 3pOCamu, 0coOIUE0 HA NiBOHI Kpainu. [{osedeHo, wo PuHKYU HEHACUHEHUX 20menb-
HUX NOCHY2 PI3HO20 PIGHS, GKIIOUAIOUU KeMNIHU, € NPEKPACHOI0 MOICIUGICIMIO OISl 20MeNlbHUX ONepamopié GneeHeHo
BULIMU HA YKPATHCLKULL PUHOK MA NPOGOOUMY NONMUKY POSUWUPEHHST C8020 GNIUGY 6 2ay3i. JJunamika ix po36umxy
3anexcums 6i0 Moo, HACKINLKU eeKmusHO NpedCmAHUKU 20MeTbHO20 20CNo0apcmea 6y0yme 30IICHIO8AMY aHAi3
cumyayii Ha pUHKY, 8i0 4020 MaKodc byOe 3anexcamul CKido YUACHUKI8 YKPATHCLKO20 PUHKY THOYCMPIi 20CMUHHOCTI.
B cmammi 30iticneno ananiz Kno4o60i cmamucmuku KeMninzy cimogo2o ma ykpaincokoeo punky 3a 2020 pik, euse-
JIEHO MaA OOCTLOANCEHO OCHOBHI MeHOenyil 6 IHOYCMpIl KeMningy 3a 0eMOspapiuHuMy NOKAZHUKAMU, KPAWUMU HANPSM-
Kamu, 0ONAOHAHHAM, MUNAMU KeMNIH2Y, NOBEOIHKOI0 MA MIDKYBAHHAM KIIEHMIE, HOGIMHIMU MEXHONIO2IAMU ma iHUU-
MU NOKAZHUKAMU.

Osnatiomnennst axieyie ma excnepmie i3 pe3yibmamamu CIAammi CHpUsiImume NO3UMUGHUM 3MIHAM YKPATHCb-
K020 PUHKY KeMNIH2I8, 8 pe3yabmami 4020 30116UUmsbCs KibKiCib iH8eCmopis, 3ayikasieHux y 6e0eHHi KeMNiH208020
bisHecy 6 Yxpaini. Ykpaina mae genuuesHuii nomeHyian 0 po3gUmKY KeMnine mypusmy, i cmamms mMae cmamu nep-
WUM KpOKom 0715t NEOGUIEHHST 3aYIKABIEHOCMI ) PO3GUMKY OAHO20 U0y 20MelbHO20 OizHecy ma npoyeimants 6 yiil
Hiwi.

Cmabinizayis cumyayii 3 KOPOHABIPYCOM Y 8CbOMY CGiMi, A MAKO4C 8 YKpaiHi, NoNinuenHs noaimuyHoi cumyayii
Ma NOKpawjeHHs eKOHOMIYHUX NOKA3ZHUKIG, PO3GUMOK MEXHONIO2IUHO20 npozpecy ma Clidy8aHHs CEIMOSUM meHOeHYi-
AM pO3BUMKY THOYCMPIT 20CMUHHOCT, 3POCMAHHSA THBECMUYIl Y mypucmuyty cgepy ma peawimayis peKkpeayitiHux
30H, 3ANOBIOHIX MA NPUPOOHUX 06 '€Kkmi6 6 YKpaini, npuseedyms 00 YCRIUHO20 PO3GUMKY KEMNIH2I8 ) HAWil KpAiHi.

Kniouogi cnoea: KoHKypenmocnpomodicHicmy kemnineie, kemnine cmamucmuxa 2020, mypucmuuna cmamucmu-
Kd, CIamucmuKka puHKy 20CIMuHHOCM.
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