HOBBIE TYPUCTCKHME LIEHTPbI

NEW TOURIST CENTERS

YK 338.48
DOI: 10.24411/1995-0411-2020-10409

KOPOJIEBA UHHa CepreeBHa

benzopodckuli eocydapcmeeHHbIl HaUUOHAAbHbIU uccnedosamenbCkuli
yHugepcumem (benzopod, P®)

KaHOudam 2eoepaghuyeckux HayK, doueHm; koroleva_i@bsu.edu.ru

BULUHEBCKAA EKaTtepuHa BnagumunpoBHa

beneopoockuli 2ocydapcmeeHHbIl HayuoHaMbHbIU uccaedosamesnscKull
yHusepcumem (benzopod, PP)

KaHOudam 3KOHOMUYECKUX HayK, 0oyeHm; vishnevskaya@bsu.edu.ru

AHANNU3 PA3SBUTUA CAMOAEATE/IBHOIO TYPUSMA B
rOPOAE BENTOPOA HA OCHOBE NOUCKOBbBIX 3ANMPOCOB

CamodesamernoHblli 20p00CKOl mypusm senaemcs MepcrnekmusHbIM HANpasseHUemM pa3sumus 8HympeHHe20
mypusma 8 paspese C/AOMUBWUXCA SKOHOMUYECKUX U 2106as1bHbIX MUposbix mpeHOos8. Cpedu ocobeHHocmeli
camodesmensHo20 MypusMa MOMHO 8b6I0eAUMb MO, YMO MymewecmeeHHUKU camMmocmosamesnsHo eblbuparom
u paspabameigalom Mapwpym nymewecmasus, ocyujecmensiom bpoHuposaHue 6usemos HA mpaHcrnopm u
20CMUHUY, u3y4arom my3seu, 00CMonpuMmeyamensHOCMuU U ammpakyuu, Komopbie Xomsam nocemums 8 roe3oke.
lopod benzopod ebicmyrnaem obvbekmom camodesmesnbHo20 20p00CKo20 mypusmad. [lpu opeaHusayuu mypos
mymewecmeeHHUKU 4acmo UCMosb3ylom UHMepHem-pecypcbl, 4acmoma MoucKosbIX 3arnpocos rno3soansem cyoums
0 Ccrpoce 8 OMHOWEHUU KOHKPemHo20 MpoO0yKma uau HanpasneHus. [lposedeH aHanu3 socmpebosaHHOCMU
mypucmckux docmonpumeyamenoHocmeli eopoda benzopoda Ha ocHose 3anpocos nosnv3osamerneli 8 nouckosol
cucmeme fAHdAekc. Cnpoc HA mypucmuyeckue docmornpumedyamensHocmu 20poda benzopod xapakmepusyemcs
onpedeneHHol cmabunbHOCMbO. Yacmoma UHMepHemM-3anpocos HA Mypucmckue roe3oKu omsauyaemcs
8bIpaxeHHolU Ce30HHOCMbIo, Ymo caedyem y4yumeleame Mpu MAGHUPOBAHUU PA38UMUS MypuCMCKo20 ceKmopd.
OCHOBHbIMU Tompebumenamu mypucmcKux ycnaye 8 2. benaopod seastomca wumenu benzopodckoli u Mockosckol
obsacmed, a makxce Opyaux bausnexaujux pecuoHos — BopoHexcckoli, Kypckod, Opaosckoli obaacmeli. Microcations,
Komopele rnpednosnazaom Kopomkue noe3oku bauxce Kk domy u 80asau om MOnyAgPHbLIX Mypucmuyeckux aokayud,
CMaHoeAMCcsA 00OHUM U3 2/108HbIX mypucmu4yeckux mpeHoos. lposedeHHblli AHAAU3 3AMPOCO8 10380/UN 8bIABUMb
¢akmopel, mopmo3sawue pazsumue 2. benzopoda KAk mypucmcKo2o ueHmpa —amo y3kuli cnekmp ycaye uHoycmpuu
pasenedeHull, UX 8bICOKAA CMOUMOCMb, OPUEHMUPOBAHHOCMb MECMHbIX MypKOMNaHull Ha eble30HolU mypusm,
HU3KOoe Kayecmeo mypucmcKol UH@pacmpykmypel U cepsuca, HU3Kuli yposeHb UHGhOPMUPOBAHHOCMU Mypucmos o
benzopode Kak o mypucmckoli decmuHayuu.

Knrouesblie cnoea: camodesamensHblli mypusm, Cripoc, MOUCKO8ble 3arnpocsl, UHhopMmamu3zayus
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ANALYZING THE INDEPENDENT TOURISM DEVELOPMENT
IN BELGOROD ON THE BASIS OF QUERIES

Independent urban tourism is a promising area for the internal tourism development in the context of existing economic
and global world trends. Travelers plan and choose a travel route, book tickets for transport and hotels, study museums,
attractions that they want to visit on a trip by themselves; and it is the features of independent tourism. Belgorod is
an object of independent urban tourism. When travelers are organizing tours, they often use Internet resources; the
frequency of search queries makes it possible to assess the demand for a specific product or destination. The analysis of
the demand for tourist attractions in Belgorod is based on user requests in Yandex. The demand for tourist attractions in
Belgorod is stable. The frequency of Internet requests for tourist depends on seasonality, it should be considered in plan-
ning the tourism sector development. The main consumers of tourist services in Belgorod are residents of Belgorod and
Moscow regions, as well as other nearby regions, such as Voronezh, Kursk, Oryol. Microcations, which involve short trips
closer to home and away from popular tourist destinations, are becoming a major travel trend. The analysis of requests
made it possible to identify factors that impede the development of Belgorod as a tourist center — a narrow range of
entertainment services, their high cost, the focus of local travel companies on outbound tourism, low quality of tourist
infrastructure and services, low awareness of tourists about Belgorod as a tourist destination.
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Introduction. For a number of reasons
(location, relatively low saturation with tourist
attractions, etc.) Belgorod can be considered
as an object of independent urban tourism.

Distinctive features of amateur tourism
is that travelers are planning and choose a
travel itinerary, complete a group, book ac-
commodation, travel tickets, explore attrac-
tions that they want to visit on a trip [1, 2]. In-
dependent urban tourism is a promising area
for the development of internal tourism in the
light of the latest economic and global trends
(reduced economic stability in the Russian
Federation, the coronavirus pandemic, closed
borders) [3, 4, 5].

One of the features of independent
tourism is popularity among young people,
because the older generation is more con-
servative and feels safe if the trip is organized
by a travel agency [6]. The trip is planned in
advance and all information about the sights,
historical, cultural heritage, architectural ob-
jects, travelers are looking for in advance on
the Internet [7].

The main purpose of research is to in-
vestigate the demand for tourist attractions in
Belgorod based on user requests in the Yan-
dex search engine.

Materials and research methods. When
tourists are organizing travel, they are increas-
ingly using the possibilities of the Internet,

therefore, by the increase in the frequency of
search queries, one can judge the demand for
a particular product or destination. We ana-
lyzed the statistics of queries for keywords
in the Yandex. This allowed us to study the
seasonality of demand for tourist attractions
in Belgorod. The methodology consists stud-
ying the statistics of queries in the search
engine Yandex.ru (www.wordstat.yandex.ru)
by keywords. By comparing the frequency of
requests, it is possible to determine the pop-
ularity rating of tourist demand for a certain
product, comparing this information in differ-
ent time periods, we can conclude that this
demand has changed over time.

In accordance with this methodology, a
research of the demand for attractions in Belgo-
rod was carried out according to the popularity
rating of the keywords “What to see in Belgorod
.. according to the geographical principle. The
research presents the results of the analysis of
requests for a two-year period from 1.03.2018
to 28.02.2020. It should keep in mind that Yan-
dex is used by about 50-55% of the population
of the Russian Federation, we note that the real
figures will be almost twice higher.

Research results and their discussion.
The search engine Yandex.ru for the keywords
“What to see in Belgorod” on average per
month for the analyzed period received 986
queries (Table 1).

Table 1 — Keyword query statistics in “Yandex Wordstat”

Queries by words Imprs:;ﬁgr;)s per On mobile

what to see in Belgorod 986 745
Belgorod what to see for 2 days 321 258
what to see in Belgorod for 2 days 311 250
Belgorod what to see for 1 day 186 141
see city Belgorod 147 134
Belgorod attractions what to see 116 71
what to see in Belgorod for 1 day 96 73
Belgorod what to see for tourists 57 35
Belgorod attractions what to see for 1 day 39 32
Belgorod what to see with children 38 30
Belgorod what to see for a tourist for 1 day 11 9

what to see in Belgorod in winter 9 7
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Fig. 1 — Share distribution of cities of the Russian Federation when searching by keywords “What to see in
Yandex.ru” by users (for the period 01.03.2018 to 28.03.2020)

The first line of queries “what to see
in Belgorod” includes all the listed queries
(combinations of words by semantic meaning) in
this direction. It can be noted that the majority of
travelers to Belgorod want to come for 1-2 days
— the total number of queries is 93.8%. Perhaps
a short tourist trip to Belgorod is planned by
residents of nearby regions, or travelers who
transit through Belgorod and are considering the
possibility of staying in Belgorod for an overnight.

In most cases, queries come from mobile
devices (phones and tablets) — 76%, while from
desktops and laptops only 24%. This increase in
Internet activity can be associated with a general
increase in computer literacy of the population
and an increase in the number of users [8, 9].

Analysis of the structure of queries for
the keywords “What to see in Belgorod”
showed that the main consumers of tourist
services in Belgorod are residents of the
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Fig. 2 — Seasonal variation in keyword search”What to see in Belgorod” by users Yandex.ru (for the period

01.03.2018 to 28.03.2020)
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Fig. 3 — Monthly Search Query Progress on the keywords “What to see in Belgorod” Yandex.ru users (for

the period 01.03.2018 to 28.03.2020)

Belgorod region (49% of searches). In second
place are residents of the Moscow region
(21% of searches). Residents of the nearby re-
gions — Voronezh, Kursk, Oryol are also show-
ing interest in tourist trips to Belgorod.

The so-called microcations (micro-vaca-
tions), which involve short trips closer to home
and away from popular tourist locations, save
time and money, as well as reduce the impact of
travel on the environment, become one of the
main travel trends in recent years [10, 11].

If we analyze the queries for the key-
words “What to see in Belgorod” from resi-
dents of cities of the Russian Federation, then
we can see the interest from residents of
cities within a radius of 500 km — Voronezh,
Stary Oskol, Tula, Bryansk, Gubkin, Alekseev-
ka, Orel, with the exception of Moscow (648
searches), Barnaul (152 searches) and St. Pe-
tersburg (Fig. 1). Residents of remote regions
of the Russian Federation do not consider the
city of Belgorod for a tourist trip.

Let us consider seasonal fluctuations in
the demand for tourist trips to Belgorod (Fig. 2).
The chart shows sharp seasonal fluctuations in
demand, which have a pronounced increase in
demand in the summer months and a decline in
the winter months. Residents of nearby regions
usually plan independent tourist trips to Belgo-
rod during summer holydays and vacations.

During the analyzed period, there was an
increase in the number of requests for the key-
words “What to see in Belgorod” by Yandex.ru
users from 5,767 requests in 2018 to 8,047 re-
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quests in 2019, or by 40% (2,280 requests). The
growth in requests was observed in the winter
months - December, January and February (by
53%, 123% and 186%, respectively), while in
the summer months the number of requests
increased slightly (June by 10%, July by 27%,
August by 12%) (fig. 3).

Technological progress —including smart-
phones and apps — have set new standards for
convenience, speed and transparency in tour-
ism [12, 13]. Innovations allow consumers to
use their mobile devices to carry out a range
of complex business transactions anytime and
anywhere they want [14, 15]. The develop-
ment of modern tourism presupposes a high
level of digitalization and the creation of ur-
ban online services [16], therefore it is neces-
sary to analyze the degree of involvement in
the use of the Internet and online services of
residents of the Russian Federation, the Cen-
tral Federal District and the Belgorod Region.

According to the WEB-Index survey for
February-July 2019, 95.8 million people over the
age of 12 use the Internet in Russia — this is 78%
of the country’s population®. Internet penetra-
tion has grown by 10% over the past two years.
This is mainly due to an increase in mobile Inter-
net penetration and an increase in the number
of Internet users among the older population.
The number of Internet users on mobile devices

' Mediascope has expanded mobile Internet me-
asurements throughout Russia. URL: https://me-
diascope.net/news/1067271/ (Accessed on August
2, 2020)
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during this time increased by 24%, and on desk-
top, on the contrary, decreased by 3%. At the
same time, the number of those who use only
the mobile Internet has grown by 50%.

The spread of mobile Internet continues
to increase in all age groups of the popula-
tion. The penetration rate among young peo-
ple (12-34 years old) reached 90%, as a result,
the growth rate in this group decreased, but
at the same time we note that older people
began to more actively learn Internet tech-
nologies and mobile penetration over the
past two years has increased by more than 2
times. In the 55-year-old age group, a third of
the population uses mobile Internet at least
once a month. Also, among Russians of this
age, desktop penetration continues to grow.

In cities with a population more than 100
thousand people, 47.1 million people use mo-
bile Internet — this is 74% of the population or
89% of all Internet users aged 12 and over2.
In small towns and settlements (less than 100
thousand people) 37.4 million people access
the Internet from mobile devices — this is 64%
of the population or 87% of all Internet users.
However, in small settlements the share of
Internet users who access the network only
from mobile is higher than in large cities —
41% versus 27%°.

Let us analyze the share of Internet sales
in the total volume of retail trade. Despite
the high level of Internet penetration in the
Russian Federation, the share of sales via
the Internet remains at a rather low level; in
the Russian Federation, the share of sales in-
creased from 0.7% in 2014 to 1.7% in 2018.

It is important to highlight that a fast
growth in Internet sales is taking place in the
Central Federal District — from 0.8% to 2.7%
over the analyzed period. In the Belgorod Re-
gion, Internet sales grew 6 times and reached
0.6% in 2018 in the total retail trade turnover.

An analysis of the age and sex structure of
Internet users in the Russian Federation shows
that in almost all age categories the most ac-

2 Federal State Statistics Service. The share of on-
line sales in the total volume of retail sales URL:
https://www.fedstat.ru/indicator/50236 (Accessed
on August 6, 2020).

3 Mediascope has expanded mobile Internet mea-
surements throughout Russia. URL: https://media-
scope.net/news/1067271 (Accessed on August 5,
2020)

tive Internet users are women, this is most
clearly manifested in the older age group +55
years old, where the share of women is 13.6%,
and men — 8.9%. Up to 35 years, men slightly
predominate as active Internet users*.

The number of active subscribers of fixed
access to the Internet in the Russian Federa-
tion is growing steadily and in 2019 amounted
to 64 693.585 thousand people. An analysis
of the population who actively uses the Inter-
net showed that in the Central Federal District
more than half of the citizens (53%) are active
Internet users, while the average for Russia is
44%, the Belgorod Region lags behind in this
direction — only 39% of the population be-
longs to active users of the Internet.

Tourism is an area that depends on infor-
mation. The level of information applications
is one of the most important factors reflect-
ing the degree of development of a tourist
destination [17, 18, 19]. The tourism industry
must be a pioneer in industry transformation,
renewal and innovation, and smart tourism is
the main way to achieve this goa [20].

For independent tourism, an impor-
tant role is played not only by the resource
potential of the destination, but also by the
development of infrastructure in the city, in-
formation awareness of the tourist about the
quality of services provided in the destina-
tion, a general understanding of it, about its
possibilities and safety for visiting, medical
opportunities, other services complementary
to tourism, and etc [21, 22].

In 2020, due to the pandemic, there are
crisis in all spheres of the economy, including
tourism [3, 4]. Experts predict that with the end
of the pandemic, it is internal tourism that will
gradually resume, and not international, tourists
will choose the places where they can get from
home by car, short active and excursion tours
will be popular. The most active travelers will
be young people under 30 years old, they per-
ceive the restrictions associated with quarantine
measures more difficult than others. In this re-
gard, we can expect an increase in the popularity
of trips to Belgorod for tourist purposes.

Conclusion. The research of search que-
ries by keywords in the Yandex system made

4 Number of Internet users. URL: https://webin-
dex.mediascope.net/general-audience (Accessed
on August 11, 2020)
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it possible to analyze the demand of Russian
users for tourist attractions in Belgorod and as-
sess the dynamics of its changes. The demand
for tourist attractions in Belgorod is charac-
terized by a certain stability. The frequency of
Internet requests for tourist trips is highly sea-
sonal, which should be considered when plan-
ning the development of the tourism sector.
But the limited range of services in the
entertainment industry, as a result of which

their high cost is formed, the focus of local
travel companies on outbound tourism, the
lack and low quality of tourist infrastructure
and services, the lack of tourism products in
the region that meet international standards,
a low level of awareness of tourists and tour-
ism industry specialists about the Belgorod
region about a tourist destination — all this
hinders the development of Belgorod as a
tourist center.
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