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EXPLANATORY NOTE
This syllabus is desined for graduate students who master the content 

o f the educational program o f the second stage o f higher education that provides 
Master's Degree in the specialty 1-25 80 01 "Economics". The students should 
achieve a level o f proficiency in a foreign language allowing them to conduct 
professional activities in the foreign language environment. The discipline 
"Corporate strategies in tourism" is a systematic presentation o f the theoretical, 
methodological, organizational, practical foundations o f strategic planning and 
management, aimed at developing the ability to analyze and solve problems 
associated with corporate strategies, with a special emphasis on tourism. The main 
goal is to study the basic theoretical approaches to corporate strategy and the 
fundamental methods and methods o f strategic and predictive analysis applied to 
tourism. It is aimed at the formation o f analytical creative thinking, skills and 
abilities o f using modem business strategies in tourism. The discipline "Corporate 
strategies in tourism" is aimed at the formation o f the necessary professional 
competencies, theoretical knowledge, practical skills:

AC-3 to be able to form, process and analyze databases to solve practical 
business problems in the face o f uncertainty;

AC-7 being able to analyze and create innovative economic mechanisms and 
incentives to achieve desired goals in the context o f  rational behavior in a 
competitive environment.

The main purpose o f studying the discipline is the acquisition by graduates 
o f the necessary qualifications to analyze and solve problems associated with 
corporate strategies in tourism.

The tasks of the discipline include:
- to form a system o f theoretical knowledge about the content and use o f strategies 
in tourism, methods o f strategic analysis, their characteristics, conditions o f use;
- to form knowledge about the choice o f strategy, tools and methods for the 
effective implementation o f the strategy;
- develop skills and abilities to evaluate the chosen strategy;
- develop skills and abilities to determine the conditions for the effectiveness o f 
corporate strategy.

The study o f the discipline "Corporate strategies in the field o f tourism" is 
aimed at the formation o f the following competencies:

SC 10: be able to justify economic integration strategies, evaluate the results 
o f the implementation o f integration projects and integration policies, conclude and 
apply integration agreements

AC 3 To take the initiative, including in risk situations, to solve problem 
situations on the basis o f an innovative approach

AC 7 to speak a foreign language for communication in an interdisciplinary 
and scientific environment, in various forms o f international cooperation, research 
and innovation.

As a result o f studying the discipline, the student must know:



- the essence o f categories, terminology and structure for solving socially 
significant problems, functions and research methods;
- The theoretical foundations of modern corporate strategies in the field o f tourism;
- Theoretical foundations o f corporate integration, conceptual framework, legal and 
regulatory documents governing this type o f activity

As a result o f studying the discipline, the student must be able to:
- to form and improve their views and beliefs; apply the main systems of 

corporate integration in professional activities;
- think systematically, apply methods o f socio-economic research, 

techniques and methods o f analysis o f humanitarian problems and phenomena;
- apply skills, strategies and tactics o f corporate integration;
- apply theoretical knowledge and work skills in solving practical problems 

in professional activities, using the capabilities o f computer technology and 
software.

The discipline "Corporate strategies in tourism" in the current syllabus is 
part o f the optional module "Innovative forms o f interaction in tourism". In total, 
the program takes 108 hours (3 credits), o f which 48 are classroom hours, 
including 24 hours o f lectures and 24 hours o f practical training. The 
recommended form of control is an exam.

There are no special requirements for the study o f  the academic discipline. 
The academic interdisciplinary connections. The academic discipline " Corporate 
strategies in tourism " utilizes the concepts and principles that are incorporated in 
academic disciplines “Economics o f the tourism industry”, “Quantitative methods 
o f analysis in business”. Classroom work with students involves lecturing, 
conducting practical and laboratory (in the computer lab) classes. To manage the 
educational process and the organization o f control and evaluation activities, it is 
recommended to use rating, credit-module systems for assessing the educational 
and research activities o f students, variable models o f  controlled independent 
work. The control o f knowledge is carried out as a result o f a survey, verification 
o f decisions o f economic situations, conducting tests.



CONTENTS OF TEACHING MATERIAL
Theme 1. Fundamentals o f corporate strategy
Object, subject and objectives o f the discipline. Its place in the system o f 

professional training o f future specialists. The practical orientation o f  the 
discipline. Knowledge and skills acquired in the process o f studying the discipline. 
The connection with other academic disciplines. The objectives o f the corporate 
strategy. Characteristics determining corporate strategy: scale o f  activity, level o f 
interaction, implementation methods. Causes o f corporate strategy failures. 
Conditions for the effectiveness o f corporate strategy. Types o f  corporate strategy.

Theme 2. Concept of strategy
The main types and forms o f strategies. Strategic planning and strategic 

management. Strategy planning. Organization o f the implementation o f strategic 
plans. Coordination o f actions for the implementation o f strategic objectives. 
Motivation to implement the strategy. Strategic control. Stages o f development o f 
the organization. Objects and subjects o f strategic planning, their characteristics. 
The content and use o f tourism strategies. Competitive approaches to strategy. 
Mission and purpose. Types of missions. Strategy management. Social 
responsibility. Parties concerned. Culture and strategy. Organizational culture and 
cultural environment.

Theme 3. Sector analysis
The choice o f objects o f analysis. Strategic analysis methods, their 

characteristics, conditions o f use. Features o f the analysis o f the state and dynamics 
o f changes in external factors o f the business environment. Macro-environment 
factors and factors o f the immediate environment o f the organization. Strategic 
analysis o f the macro-environment: essence, features, goals. The main methods of 
strategic analysis o f the macro-environment. PEST analysis. The structure and 
features o f PEST analysis. The political environment. The economic environment. 
Socio-cultural environment. Technological environment.

Theme 4. Resources and competencies
Industries, markets and strategic groups. Performance monitoring and 

control. Human resources. Financial resources. Value chain. Balanced scorecard. 
Comparative analysis. Product evaluation. SWOT analysis.

Theme 5. Nature and sources of competitive advantage
Industries, markets and strategic groups. Strategic analysis o f the industry 

and the immediate environment o f the organization. Methods o f strategic analysis 
o f the structure o f  the industry, market, competitors. A model o f Porter's five 
forces o f competition. Competitor analysis. Benchmarking and its importance in 
developing a strategy. Types o f benchmarking.

Theme 6. Various business strategies and sectors
Strategies for concentrated growth. Integrated growth strategies. Diversified 

growth strategies. Strategies for targeted reduction. Reasons for implementing



targeted reduction strategies. Matrix o f selection o f  strategy. Strategies for internal 
growth and strategies for external growth. Advantages and disadvantages of 
internal and external growth strategies. Concentration and diversification as 
strategic alternatives. Benefits and threats o f concentration on one type o f activity. 
The main goals o f diversification. Development o f a diversified company strategy: 
tasks, features, stages. Types and extent o f diversification. Criteria for effective 
diversification. The criterion for the attractiveness o f the industry. The criterion o f 
the cost o f entry into the industry. Criterion for additional benefits. Related and 
unrelated diversification.

Theme 7. Technology and innovation management
Methods: innovation, competition and protection, knowledge and creativity. 

Information processing methods, management decision-making methods, methods 
for generating innovative ideas, developing a sequence for the process o f creating a 
new product, techniques for influencing consumers o f a new product. Drivers for 
driving innovation.

Theme 8. Group strategies
Strategies for concentrated growth. Integrated growth strategies. Diversified 

growth strategies. Strategies for targeted reduction. Reasons for implementing 
targeted reduction strategies. Matrix o f selection o f strategy. Strategies for internal 
growth and strategies for external growth. Advantages and disadvantages o f 
internal and external growth strategies. Concentration and diversification as 
strategic alternatives. Benefits and threats o f concentration on one type o f activity. 
The main goals o f  diversification. Related and unrelated diversification. Rotary 
strategy. Anti-crisis strategies. Gender and strategy.

Theme 9: Strategy Implementation
The choice o f strategy. The implementation o f the strategy. Implementation 

management: tools and methods for effective implementation, factors determining 
success. Evaluation o f the selected strategy.

Theme 10. Corporate integration in tourism
Mergers and acquisitions. Horizontal integration. Vertical integration. 

Diversification. The disadvantages o f mergers and acquisitions.
Theme 11. Forms of integration interaction of business entities in the 

field of tourism.
Franchising and licensing. Joint ventures and alliances. Holdings.
Topic 12. The main methods of analyzing the effectiveness of corporate 

integration in the tourism sector.
Compliance: competitive, political, economic, socio-cultural, technological 

environment. Analysis tools: audit o f resources, portfolio analysis, life cycle 
analysis, value chain analysis. Analysis o f profitability, social profitability. Risk 
assessment. Stakeholder satisfaction analysis. Analysis o f the feasibility o f 
integration.



The design process o f corporate integrated structures, the main stages. 
Qualitative and quantitative criteria for choosing the optimal structure and 
composition o f corporations. Modeling of flows o f products, resources and cash 
over time periods o f the investment project implementation; integrated accounting 
o f external and internal factors for the implementation o f  the investment project; 
determining the effect by comparing expected investment results and costs; 
accounting for the time value o f cash investments and the required rate o f return on 
invested capital. Indicators o f social, economic and environmental efficiency, 
budgetary, financial, sectoral and regional effectiveness. Modules for analyzing the 
effectiveness o f an investment project. The main stages o f the assessment are the 
integration efficiency by the project-income approach.



THE EDUCATIONAL-METHODICAL MAP OF THE DISCIPLINE FOR FULL-TIME STUDENTS
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1 2 3 4 5 6 7 8 9 10

1. Fundamentals o f 2 2 Test, oral questioning, analysis o f the case
corporate strategy

2. Concept o f strategy 2 2 Test, oral questioning, analysis o f the case

3. Sector analysis 2 2 Test, oral questioning, analysis o f the case

4. Resources and 2 2 Test, oral questioning, analysis o f  the case
competencies

5. Nature and sources of 2 2 Test, oral questioning, analysis o f the case
competitive advantage

6. Various business 2 2 Test, oral questioning, analysis o f the case
strategies and sectors

7. Technology and 2 2 Test, oral questioning, analysis o f the case
innovation
management



THE EDUCATIONAL-METHODICAL MAP OF THE DISCIPLINE FOR CORRESPONDENT STUDENTS
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1 2 3 4 5 6 7 8 9 10

1 Fundamentals o f corporate strategy
1

Oral
questioning

2 Concept o f strategy
1

Test, analysis 
of the case

3 Sector analysis

1
Test, analysis 

of the case

4 Resources and competencies

1

Test, analysis 
o f the case

5 Nature and sources o f competitive advantage

1 1

Test, analysis 
o f the case

7 Technology and innovation management 1 Test, analysis 
o f the case



1 2 3 4 5 6 7 8 9 10

8 Group strategies Test, analysis 
o f the case

9 Strategy implementation Test, analysis 
o f the case

10 Corporate integration in tourism 1
1

Test, analysis 
o f the case

11 Forms o f integration interaction o f business entities in the field 
o f tourism

1 Test, analysis 
of the case

12 The main methods o f analyzing the effectiveness o f corporate 
integration in the tourism sector

1
1

Test, analysis 
o f the case

TOTAL: 6 6 The exam



8. Group strategies 2 2 Test, oral questioning, analysis o f the case

9. Strategy
implementation

2 2 Test, oral questioning, analysis o f the case

10. Corporate integration 
in tourism

2 2 Test, oral questioning, analysis o f the case

11. Forms o f integration 
interaction o f business 
entities in the field of 
tourism

2 2 Test, oral questioning, analysis o f the case

12. The main methods of 
analyzing the 
effectiveness of 
corporate integration 
in the tourism sector

2 2 Test, oral questioning, analysis o f the case

TOTAL: 24 18 6 The exam



INFORMATION AND METHODICAL SECTION METHODICAL  
RECOMMENDATIONS ON ORGANISATION OF THE MASTERS’ 

INDIVIDUAL WORK ON THE DISCIPLINE

An important step in mastering the knowledge o f  a discipline is the 
independent work o f students. It is recommended that a time budget for 
independent work on average 2-2.5 hours for a 2-hour classroom lesson.

The main areas o f independent work o f the student are:
• initial detailed familiarization with the curriculum;
• familiarization with the list o f recommended literature on the discipline as a 
whole and its sections, its presence in the library and other available sources, the 
study o f the necessary literature on the topic, the selection o f additional literature;
• study and expansion o f the lecture material o f the teacher through special 
literature, consultations;
• preparation for practical and laboratory studies according to specially developed 
plans with the study o f basic and additional literature;
• preparation for the implementation o f diagnostic forms o f control (tests, project, 
etc.);
• preparation for the exam.
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