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In the context of digitalization in tourism, innovative data analysis technologies enable
the application of new approaches to the formation and promotion of tourism products
based on consumer preferences and needs. The purpose of the article was to study the
influence of innovative data analysis technologies on the development of a new
generation of tourism products. In the work, new generation tourism products are
considered as integrated tourism services created to meet the individual needs of visitors
in different destinations and allow consumers to get new impressions and experiences
using intelligent technologies. Innovative technologies are considered from the point of
view of the business analysis function of enterprises in the tourism industry, as a tool for
analyzing the preferences and needs of visitors. Innovative technologies of data analysis
are based on methods of automated processing of collected and accumulated information
in the information systems of enterprises. It is determined that innovative technologies
allow tourism operators to collect data about consumers and their consumer preferences
from various sources for their further use in the formation of integrated tourism
products. To provide a detailed explanation of the prerequisites for the application of
innovative data analysis technologies in tourism, the dynamics of the main indicators of
tourism development in the EU member states and Ukraine are considered. Trends are
identified for the recovery of global tourism in terms of revenue in 2024-2025, an
increase in the number of trips to EU member states, an increase in online bookings in
the most visited EU countries, and the dominance of demand for non-packaged tourism
services provided by tour operators in the EU. In these conditions, innovative data
analysis technologies are becoming more important for the formation of personalized
integrated tourism products. Further research should focus on the specifics of tourism
products in Ukraine.
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B ymoBax nudpoBisauii TypusMy iHHOBaLiiHI TexHoJIOrIl aHaMi3y JaHUX AO3BOJSAIOTh
3aCTOCOBYBaTH HOBI MiiX04u 10 GOpMYyBaHHS Ta IPOCYBaHHs TyPUCTUYHUX IPOAYKTIB
Ha OCHOBi JJaHUX NpPO BNOJ00aHHs, NMOTPeOU cHnoxUBayiB. MeTa cTaTTi mosadrana y
BUBYEHHI BIJIMBY IHHOBALiMHUX TeXHOJIOTIH aHai3y JaHux Ha ¢(opMyBaHHSA
TYPUCTUYHOIO MPOJYKTY HOBOI'O MOKOJIiHHSA. ¥ PO6GOTi TYPUCTUYHI MPOJLYKTH HOBOI'O
MOKOJIIHHA pPO3IJIAJAThCA fAK IHTerpoBaHi TYPUCTHUYHI IOCJIYTY, CTBOpEHi A
3a/]0BOJIEHHA iHAMBiAyaIbHUX NOTPe6 BifiBiAyBaUiB y Pi3HUX MiCIIX MPU3HAYEHHS Ta
JO3BOJIAIOTb CIOXXUBAa4YaM OTPUMAaTHU HOBi BpaXkeHHdA Ta [0CBiJ 3 BUKOPUCTAHHAM
iHTe/IeKTya/IbHUX TeXHOJIOTil. IHHOBaliliHi TexHoJoril po3risaAalThbCs 3 TOYKU 30py
byHKUii 6i3Hec-aHaMi3y MiANPUEMCTB TYPUCTUYHOI ranysi, ik iHCTpYMEHT aHaJi3y
BHofo06aHb Ta NoTpe6 BifBiAyBayiB. [HHOBaLiiHI TeXHOJIOTIi aHAMI3y JJAaHUX 63a3YI0ThCS
Ha MeToJlax aBTOMAaTH30BaHOi 06po6ku 3i6paHoi Ta HakonuyeHoi iHdopmauii B
iHpopMaLiiiHUX cucTeMax MiANPUEMCTB. BU3HaueHO, 0 iHHOBAILiWHI TeXHOJIOTII
Jl03BOJIIIOTb TYPUCTUYHUM OllepaTopaM 30MpaTH JiaHi Ipo CIOXKKUBaviB Ta IX CIOXKUBYI
BNOJ00aHHS 3 Pi3HUX Jepes [/ NOAQNbIIOr0 iX BUKOPUCTAHHA y GopMyBaHHI
IHTerpoBaHUX TYPUCTUYHUX NPOAYKTIB. [l JeTaJlbHOTO BUCBITJIEHHA INepeiyMOB
3acToCyBaHHS iHHOBAL[iMHUX TEXHOJIOTIM aHasi3y JaHUX B TYpU3Mi pO3IJIAAAETHCA
JMHaMiKa OCHOBHMX NOKa3HUKIB PO3BUTKY TypU3My B KpaiHax-4seHax €C Ta YKpaiHi.
BusiBjieHO TeHAeHIIi 0 BiJHOBJIEHHS IJ1I06AJbHOTO TYPU3MY 3a 06CATaMHU JOXOAIB ¥
2024-2025 poxax, 36i/b1IeHHS KiIJIbKOCTI o0poKeH 10 KpaiH-4sieHiB €C, 36ib11eHHSA
OHJIaMH-OpPOHIOBAaHb B HAalbibLI BiBiAyBaHUX KpaiHax €C Ta JOMiHYBaHHS MONUTY Ha
He NIaKeTHi TYPUCTHUYHI NTOCIYTH, AKi HaJAAThCAd TYPUCTUYHUMU ollepaTopaMu B EC. B
LUX YMOBax iHHOBaLiliHi TexHoJoril aHai3y AaHUX HAOyBalOTh GiJbIIOr0 3HAYEHHS
I GopMyBaHHSI IepCOHAJNi30BaHUX IHTErpOBAaHUX TYPUCTUYHUX MNPOAYKTIB.
[Mopanbiii Joc/ipKeHHS BapTO 30CEPEUTH Ha crenudili TYpUCTUYHUX NPOJAYKTIB B
Ykpaini.

KJIIOYOBI CJIOBA

TeXHOJIOTII B TypHU3Mi, TYPUCTUUYHHUMN NPOAYKT, TYPUCTUYHI NOCAYTH, OHJIAWH-TYPU3M,
PO3YMHUH Typu3M, BipTyaJIbHHUH TypusM, Iudposisalisa, nudpoBi TexHoJIOri,
roTeJbHUH 6i3Hec, IHAYCTpiA TOCTUHHOCTI, KOHKYPEHTHi IepeBard, KpHU30Be
yIIpaBJIiHHS, FOTeJIbHEe ['OCII0JapCTBO, aHTUKPHU30Be yIIpaBJIiHHSA.
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1. Introduction

Traditionally, the main types of tourism included mountain, urban, rural, island and coastal
tourism [1], the demand for which was formed by tour operators and agents selling tourist services. We
will consider next-generation travel products as integrated travel services designed to meet the needs
of visitors in different destinations and allow consumers to have new experiences and experiences using
intelligent technologies. In the context of digitalization of tourism, innovative data analysis technologies
allow us to apply new approaches to the formation and promotion of tourism products based on data
on consumer preferences and needs. Innovative technologies make it possible to create virtual tours to
destinations, promote the development of sustainable tourism, and support the demand for tourism
products in times of crisis.

In the face of the growing level of technology use in tourism after the coronavirus pandemic, the
global online tourism market began to grow [18]. Since 2020, the level of application of travel
applications and reservations using the websites of hospitality industry enterprises or using online
platforms for booking trips has been increasing. In this regard, the global travel sector has undergone
profound transformations and new tourism products have begun to appear. This requires a more
detailed coverage of the main changes that have taken place in the tourism industry in the context of an
increase in the level of application of innovative technologies for the creation of tourism products.

2. Literature Review

Technological changes and globalization have contributed to a more dynamic development of the
tourism industry and the emergence of new types of tourist products. A gradual increase in interest in
innovations in tourism can be traced from 1996 to 2016. The use of new technologies in the tourism
industry allowed enterprises to develop at a faster pace compared to other sectors of the economy.
Enterprises in the tourism industry are the most inventive in developing new technologies to create
useful products for tourists [15].

In the context of digitalization, the paradigm of “smart tourism” is emerging and developing,
which combines new concepts, approaches and methods of doing tourism business [11; 16]. The new
publications highlight the challenges of “smart travel destinations”, which are interpreted as “a united
network of stakeholders and their technology representations [3]. The integration of real and virtual
elements in this network facilitates the exchange and dissemination of information between its
participants [3]. In this context, innovative data analysis technologies are of great importance.

The tourism industry is not limited to the active use of traditional information and communication
technologies. Access to data is greatly simplified thanks to the use of “smart” technologies [20]. The
problem of “smart management” comes to the fore, which consists in applying an integrated approach
to the application of technologies for collection, storage and analytical processing for the further
development of personalized travel products [20].

The article by Gabor reveals the connection between innovative technologies and tourism
services, innovative products offered in the tourism industry during the last 2010-2023. Tourists’
interest in new types of tourism is only growing, so industry enterprises are forming new products
(adventure, medical, hunting, rural, museum, dental tourism, visiting cultural heritage monuments,
ecotourism, smart tourism, and others) [10]. The coronavirus pandemic has accelerated the transition
to more sustainable types of tourism products [14]. Another study demonstrates how hotel innovation
indirectly affects tourism destinations and the hotel business. The use of intelligent travel technology in
hotels allows you to create an unforgettable tourist experience of the destination [4]. Another article
found that intelligent tourism technologies enable the creation of a positive experience for visitors to
heritage sites in India and influence the return of visits to monuments [2]. Instead, a similar study of the
experience of tourists in South Korea indicates that visitors to foreign countries attach more value to
their own experiences than to the impressions created using intelligent tourism technologies [12].
Smart tourism technologies can improve the tourist experience of visitors to various destinations [21].
Summing up, on the one hand, intelligent technologies in tourism make it possible to improve the visitor
experience and provide better tourist services. On the other hand, intelligent technologies cannot
replace real travel products with virtual products or services. Next-generation tourism products are
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based on the use of intelligent technologies to improve traditional types of services and improve the
quality of service.

3. Problem Statement

The rapid digitalization of the tourism industry and the accelerated adoption of intelligent
technologies after the COVID-19 pandemic have fundamentally transformed the way tourism products
are created, promoted, and consumed. Traditional tourism products are increasingly being replaced or
supplemented by integrated, technology-driven services that rely on data analytics, online platforms,
and smart systems.

Despite the active development of online booking systems, mobile applications, smart destination
concepts, and big data tools, there is still insufficient systematization of how innovative data analysis
technologies influence the formation of next-generation tourism products. In particular, the role of
business analytics, consumer data processing, and digital platforms in shaping personalized and
integrated travel services remains underexplored.

This creates the need for a comprehensive analysis of the prerequisites, tools, and market
transformations associated with the use of innovative data analysis technologies in the development of
modern tourism products.

4. Methods and Materials

The study is based on a combination of general scientific and special research methods. The
theoretical foundation includes the analysis and synthesis of scientific publications devoted to smart
tourism, digital transformation in tourism, and the use of innovative technologies in the hospitality
industry.

Statistical methods were applied to assess trends in tourism development, including the dynamics
of tourist flows, online bookings, and the structure of tourism demand. The empirical base of the study
includes data from international statistical sources (Eurostat), global tourism analytics, and national
statistics, which made it possible to identify changes in consumer behavior and the growing role of
digital platforms.

Comparative analysis was used to examine differences in tourism development across EU
countries and Ukraine, while structural analysis helped to identify the main components of next-
generation tourism products formed through the use of innovative data analysis technologies.

5. Results and Discussion

Innovative technologies of data analysis by enterprises in the field of temporary accommodation
should be considered from the point of view of using the available latest methods of collecting and
analyzing information about the demand for tourist products. Such a position allows us to consider
innovative technologies as a tool for business analysis, one of the key functions for decision-making in
the management of travel companies.

Innovative technologies allow tourism enterprises to collect data on consumers and their
consumer preferences from various sources for their further use in the formation of integrated tourism
products. According to the State Statistics Service of Ukraine, 29.7% of enterprises in the field of
temporary accommodation analyzed “big data” in 2024, 32.9% in 2025. The main sources of information
for the analysis of enterprise data were transaction records (information about payments and sales),
customer data (location, preferences, customer reviews, information about product purchases), data
from social networks, web data from enterprise websites, data collected by employees of enterprises.
Additional sources of information were open data from public authorities, data collected from “smart”
devices, satellite data, etc. [17].

The emergence of new software and its use by tourism industry enterprises made it possible to
collect and systematize data on customers of tourist products: frequency of purchases, main priorities
in tourism products. Data collection in the information systems of enterprises allows you to automate
the processes of analyzing internal customer data and develop personalized travel products according
to customer needs. The emergence of social networks has become one of the main trends in the tourism

4
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industry, which allowed tour operators and agents to promote their own travel products online, collect
data on the preferences of consumers of travel products. Based on data from social networks, owners
and sales managers analyze the main consumer preferences as prerequisites for the development of
new travel products. The development of websites and mobile applications mainly for the purpose of
online booking of travel products allows for higher price flexibility (Figure 1). Quite often, the prices on
the websites of tour operators and agents, or hotel operators, differ from the prices of their services on
online platforms such as Airbnb, Booking.com. Flexible pricing has become one of the new trends in the
tourism industry in the context of its high sensitivity to external risks. If price changes on the website
require managerial decisions on the part of the head of firms, then on online platforms for the sale of
tourist products, prices change more quickly in response to the economic situation and changes in
demand.

After the decline in the global tourism market in terms of revenues in 2020-2021, there is a trend
towards the recovery of the industry in 2024-2025. The structure of global tourism is changing in
response to the development of online platforms: the volume and market share of online tourism, which
in 2024 provided 650 billion euros, are growing. USD. income. In the online travel market, the leading
companies are Booking Holdings Inc. and Expedia Group, which use fare aggregators and metasearch
engines to provide online assistance to consumers in travel products and services. The online platforms
of these companies form a digital market for the sale of mainly travel products of the hotel business. One
of the largest platforms for short-term and long-term accommodation for families, Airbnb, has carved
out its own niche in the field of temporary accommodation. In 2025, Booking Holdings was the leader
in terms of revenue in the online market, combining the Booking.com, Kayak and Priceline brands under
management.

The impact of the use of innovative
Prerequisites for the use of innovative technologies on tourism products:

technologies: ) )
- the analysis of internal data made

- the emergence of new ERP, CRM,
BI software as a means for collecting,
analyzing data on customers of
tourist products;

- the emergence of social networks
to promote tourist products and
collect data on the preferences of
consumers of tourist products;

- the development of websites and
mobile applications in response to
the growing need for online bookings
as additional sources of data
collection;

- availability of open data of public
authorities;

- the growth of online platforms for
the sale of online services.

it possible to personalize tourist
products according to the needs of
customers;

- analysis of consumer preferences
based on data from social networks
has made it possible to develop new
travel products;

- Collection of data from websites
and mobile applications on bookings
allows for higher price flexibility and
travel products;

- Open data allows you to analyze
general trends in supply and demand
in tourism;

- Online platforms allow you to
create a flexible pricing system for
travel products and diversify sales
channels.

Figure 1. Prerequisites for the use of innovative technologies for data analysis in the formation of
a new generation tourist product (author’s development)
Source: Developed by the author.

The company topped the ranking of the world’s leading online travel agencies in terms of revenue
in 2024. For comparison, Expedia Group manages the Expedia, Hotels.com and Vrbo brands, taking the
second position in the world in terms of revenue among the leaders of the online tourism market [19].
Leading online travel agencies allow visitors from all over the world to book different types of
accommodations in different countries. According to Eurostat, in 2023, the largest number of direct
online bookings of personal trips was made by visitors in Germany, France, Poland, Spain and Italy - in
countries with a high level of development of tourism products (Figure 2).

5
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Figure 2. The number of direct online bookings for personal purpose trips in the EU countries in
2023, thousand tons units
Source: Developed by the author based on [7].

The development of online services in the field of tourism allows you to combine different types
of trips. In the EU countries, the total number of trips increased from 689.03 million. units in 2020 to
1099.85 million. units in 2024. At the same time, the share of non-package travel prevailed in the
structure of travel to the EU, the number of which amounted to 656.47 million. units in 2020, 1065.35
million. units in 2024. At the same time, the number of bookings of trips via the Internet to the EU
countries remained not high, amounting to 15.95 million. units in 2020, 15.39 million. units in 2024.
Such statistics indicate that self-booking online travel by tourists remains a less common practice,
despite the increase in the number of trips over the past five years.

European countries remain one of the most popular destinations for tourists from all over the
world. In 2023, the largest number of arrivals was recorded in France (230.7 million people), Spain
(104.9 million people), Italy (74.6 million people), Poland (71.8 million people), and Hungary (42.9
million people). Different regions of the United States (89.5 million people), Mexico (65.9 million
people), and Turkey (51.4 million people) enjoy a high level of demand [13]. The dynamics of the
number of nights spent by residents/non-residents in the ten most visited EU countries by tourists in
2019-2024 demonstrate that traditional types of tourism remain the main ones (Table 1).

Table 1. Dynamics of the number of nights spent by residents/non-residents in tourist
accommodation establishments in the most popular EU countries in terms of tourist flows in
2019-2024, million people

Years 2019 2020 2021 2022 2023 2024 Growth rate, %

EU - 27 countries,

min. people 1514,86 | 1009,52 | 1245,71 | 1543,62 | 1566,64 | 1569,69 3.62%
Germany 347,69 229,03 235,37 332,79 351,06 354,83 2.05%
France 310,56 212,78 267,87 324,34 321,90 317,04 2.08%
Italy 216,08 143,00 183,05 210,94 212,99 212,21 -1.79%
Spain 170,72 83,78 145,19 180,18 183,13 182,94 7.15%
Netherlands 71,69 64,04 82,48 84,48 83,17 83,82 16.92%
Poland 74,66 44,75 55,67 75,19 75,79 79,26 6.16%
Sweden 47,20 35,37 43,53 48,96 48,32 46,95 -0.51%
Austria 36,50 27,99 26,67 35,59 36,74 37,19 1.88%

Source: Developed by the author based on [5].
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Eurostat data on travel destinations to the most popular EU countries in 2024 shows that personal
goals, vacations, and leisure remain the main motivations for visitors. Visits to relatives and friends,
professional and business trips are less common among tourists (Table 2). Overall, within EU member
states, 52.36% of tourists traveled for personal purposes in 2020. In 2024, the figure increased to
65.41% [6]. Economic factors affected the tourism industry, including changes in consumer demand for
various tourist products.

Table 2. Number of trips with at least one overnight stay (according to the permanent population
aged 15 years and over) made during the reporting year, for the purpose of traveling to the most
popular EU countries in terms of tourist flows in 2024, in millions of people

Personal V?catlons, V 1siting Other Professional
Country leisure and friends and . .
goals . . purposes business trips
recreation relatives
Germany 240,16 155,04 76,99 8,13 37,00
France 206,48 102,24 91,47 12,78 33,28
Italy 38,70 28,94 9,19 0,56 3,43
Spain 140,86 81,08 49,97 9,81 8,63
Netherlands 43,97 33,85 7,75 2,37 3,55
Poland 63,89 34,43 26,14 3,33 3,64
Sweden 69,09 29,78 33,10 6,21 11,59
Austria 27,53 17,97 7,05 2,51 3,81

Source: developed by the author based on [8].

In European countries, the most popular destinations for personal purposes (leisure) are seaside
regions with a share of travel among visitors of 31% in 2022, and urban regions with a share of travel
among visitors of 36% in 2022. Rural regions and localities (share 17% in 2022), mountainous areas
and zones (15% in 2022), enjoy a lower level of demand (Figure 3).

Cruise ships
(maritime tourism)
1%

Mountain tourism
15%

Seaside tourism
31%

Figure 3. Distribution of the number of trips of more than one night to the EU member states by

main types of tourism in 2022, %
Source: Developed by the author based on [9].

In Germany, urban and seaside tourism is widespread to a greater extent compared to rural and
mountain tourism. In Spain, urban tourism is the most in demand, while there are fewer trips to seaside,
mountainous, rural and other regions. In Poland, there is a similar structure of demand for the main
types of tourist products, with a predominance of visits to urban areas and coastal areas. In Austria, both
urban areas and rural areas enjoy a fairly high level of demand among tourists, seaside tourism is

7
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developed, and mountain tourism is less widespread. On the other hand, in the Netherlands, the most
developed urban and mountain destinations, seaside and rural areas are less in demand. Sweden
combines urban, seaside and mountain tourism, rural travel is common. Italy is most popular due to
cities and coastal regions (Table 3).

Table 3. Distribution of the number of trips of more than one night to the EU Member States by
main types of tourism in the most popular EU countries in terms of tourist flows in 2022, %

Country Urb.an Rul_'al Seas_ide Cruise sl_lips (sea Mountain tourism
tourism tourism tourism tourism)
Germany 20.684 17.370 28.370 1.246 13.480
Spain 6.137 1.810 2.459 0.221 1.750
Poland 6.094 0.366 2.711 0.038 0.460
Austria 5.674 3.084 4.847 0.174 1.581
Netherlands 5.369 2.392 3.336 0.041 5.247
Sweden 3.681 1.099 3.578 0.526 1.778
Italy 2.839 0.536 2.327 0.000 0.475

Source: Developed by the author based on [9].

In Ukraine, collective accommodation facilities are most concentrated in the regions of sea
tourism (34% in 2025), regions of mountain tourism (15% in 2025), regions of business activity (14%
in 2025), regions of urban tourism (34% in 2025). The leading regions of sea tourism remain Odesa,
Zaporizhzhia, Mykolaiv, Kherson regions, mountain tourism - Ivano-Frankivsk, Lviv, Transcarpathian
regions, business tourism - Dnipropetrovsk, Kharkiv regions and the city of Kyiv. At the same time, a
tendency to combine different types of tourism is emerging in Ukraine: business trips are often
combined with visits to cultural sites, hotel and restaurant services, and medical services. The services
of recreational, medical, recreation centers and sanatoriums are in increasing demand.

6. Conclusions

The post-COVID stage of tourism development on a global scale and in the EU member states is
characterized by recovery trends. With the increasing number of trips between countries, the role of
innovative data analytics technologies for the formation of integrated personalized travel services is
growing. The integration of individual travel products allows you to create a holistic service of a new
generation. At the same time, it is possible to offer comprehensive tourist services according to the
individual needs of consumers only based on a detailed study of their needs. The use of new data analysis
technologies, which are based on automated methods of processing information accumulated in the
information systems of hospitality enterprises and other data sources, allows the formation of
integrated tourist services. In the context of digitalization of tourism, innovative technologies should be
considered from the point of view of the function of business analysis of enterprises in the tourism
industry, as a tool for analyzing the preferences and needs of visitors. Innovative technologies allow tour
operators to automate the processes of analyzing data on consumers and their consumer preferences
from various sources for their further use in the formation of integrated tourism products. The dynamics
of the main indicators of tourism development in the EU member states and Ukraine indicate that
consumers prefer non-package tourist services. Self-booking online trips has not become widespread.
Such trends mean that integrated tourism products of the new generation are in high demand.
Therefore, innovative data analysis technologies will be increasingly used in the activities of travel
agencies and other hospitality industry enterprises.
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