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Annotation. The contemporary development of the tourism industry in Ukraine
necessitates the search for effective instruments to integrate national enterprises into the
European market. Franchising emerges as one of the promising mechanisms, enabling the
standardisation of services, the enhancement of brand recognition, and the optimisation of
managerial processes, while simultaneously combining traditional business models with digital
technologies. The study aims to analyse franchising models in the tourism sector and assess
their potential as a tool for integrating Ukrainian tourism enterprises into the European
tourism market under conditions of digital transformation. The research findings demonstrate
that franchising, when combined with digital tools, not only facilitates the standardisation of
service provision but also significantly increases managerial efficiency, ensures business
scalability, and fosters integration into international distribution channels. Based on Ukrainian
and European franchising networks, it has been established that the application of online
booking, mobile applications, CRM systems, and analytical platforms enhances service quality,
enables prompt responses to customer needs, and fosters the personalisation of tourism
products. The study also identified the potential of franchising in developing innovative
tourism services, such as interactive and thematic tours and excursions incorporating VR/AR
technologies, thereby making tourism offerings more attractive to youth and international
audiences. The prospects for developing franchising networks in the tourism sector across EU
countries and the opportunities for their implementation in Ukraine have been examined. The
practical value of the research lies in formulating recommendations for Ukrainian tourism
enterprises regarding the implementation of franchising models with the use of digital
technologies. The proposed approaches enhance management efficiency, standardize service
provision, optimize marketing activities, and create competitive tourism products that comply
with European standards. The results may be applied in strategic planning for company
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development, in public policy within the field of tourism, and in educational programmes on
tourism business management.

Keywords: tourism activity, digitalisation, international franchising networks, European
integration, tourism business management, digital technologies.

dpaHYal3UHT K iIHCTPYMEHT iHTerpauii cy6’eKTiB TYPUCTUYHOI Ji/IbHOCTI YKpaiHu y
€BPONENCbKUMA TYPUCTUIYHUH PUHOK B yMOBax uppoBoi TpaHcpopmanii

AHoTanig. Cy4yacHMM pO3BUTOK TYPUCTUYHOI rajy3i B YKpaiHi BUMara€ MOLIYKY
epeKTUBHHUX IHCTPYMEeHTIB iHTerpalii HaljioHa/JbHUX MiANPUEMCTB Y €BPONIENCbKUNA PHUHOK.
®paHyYyalW3UHI BUCTYNa€ OJHUM i3 TNEpCHeKTHUBHUX MEXaHi3MiB, $SKUHA [ 03BOJISIE
CTaHJAApTU3yBaTH MOCAYTH, MiABULIYBaTU BIi3HABaHICTb OpeHAy Ta ONTUMI3yBaTHU
yOpaBJiHCbKI MpolecH, BOAHOYAC MOEAHYIOYM TpajAulliiiHi 6i3Hec-Mogesi 3 LUPpPOBUMU
TEXHOJIOTiIMU. MeTOl0 [0CJi)KeHHs € aHaJi3 GpaHYal3MHTOBUX MOJiesled Y TypUCTUYHIN
cbepi Ta oniHKa IX MOTeHIia/ly $fK IiHCTPyMeHTYy iHTerparii yKpalHCbKUX CY6’€EKTIB
TYPUCTHUYHOI [AiIIBHOCTI y €BPONEWCbKUMU TYpPUCTUYHUNA PUHOK B yMoBax LUQpoBoi
TpaHcpopmauii. Pe3ysbTaTH AOCAII)KeHHS NOKa3asu, 10 (paHYal3UMHT y MOEAHAHHI 3
UPPOBUMU IHCTPYMEHTAMU [I03BOJISIE He JIMIIE CTAHJApTU3yBaTH OOCJYTrOBYBaHHS, a U
3HAYHO MNiJBULIMTH edeKTUBHICTb yNpaBJiHHS, 3a06e3Me4YuTH MacluTabyBaHHsS 6i3Hecy Ta
iHTerpauito B MiXKHapoAHI AUCTPUO’'IOTOPChbKI KaHasmud. Ha mnpuksiazai ykpalHCbKUMX Ta
€EBpPOMNENCbKUX (paHYa3WMHIOBUX MepeX BHUABJEHO, 1[0 BUKOPUCTAHHS OHJAMH-
OpoHIOBaHHS, MO0OinbHUX fAogaTkiB, CRM-cuctem 1 aHaniTUYHUX m1JaaTGOPM CHOPUSIE
NiIBUIIEHHIO $SIKOCTi CepBicy, oOmepaTUBHOMY pearyBaHHK Ha NOTpPebU KJIEHTIB Ta
nepcoHasizanili TYpPUCTUYHUX TNPOAYKTIB. JlocaigpKeHHa TaKOX BHUABWJIO MOTEHLial
3aCTOCYBaHHSA ppaHYaM3UHTY [AJi PO3BUTKY iHHOBAL[iMHUX TYPUCTUYHUX MOCAYT, TAKUX SK
iHTepaKTHUBHI Ta TeMaTHU4Hi TypH, eKCKypcii 3 BukopuctanHsaM VR/AR, 110 po6uts npono3sunii
6i/1bLI MPUBABGJIMBUMM JIJIs1 MOJIOZIP)KHOI Ta Mi>KHApOAHOI ayAUTOPii. PO3r/ssHyTO NepcrneKTUBU
pPO3BUTKY GpaHUaW3MHTOBUX MeEpEX y TypUCTUUHIN chepi B KpaiHax EC Ta MOXJIMBOCTI iX
3acToCcyBaHHs B YkpaiHi. [lpakThuHa IiHHICTb JOCJHi[PKeHHs moJisirae y <¢opMyBaHHI
pekoMeHJalil [ YKpPAalHCbKUX TYPUCTUYHUX NiANPUEMCTB 11040 BIPOBAJKEHHSA
bpaHYali3UHTOBUX MoOJeJied 3 BUKOPUCTAaHHAM LUQPPOBUX TEXHOJIOTiM. 3ampornoHOBaHi
OiIXoA4W [A03BOJIIIOTh MiJBUIIUTH e(PeKTUBHICTb YNpaBJIiHHSA, CTaHAApTU3yBaTH CepBic,
ONTHUMI3yBaTU MAapKETHUHIOBY [JiAJIbHICTB Ta CTBOPIOBATH KOHKYPEHTOCIPOMOXKHI
TYPUCTUYHI NPOAYKTH, L0 BiANOBIJal0Th €BPONENCHKUM CTaHAApTaM. Pe3ysbTaTu MOXyTb
OyTH BUKOPHUCTAHI /IJ1l CTpAaTeriuHOro nJlaHyBaHHS PO3BUTKY KOMIIaHiH, lepKaBHOI MOJIITUKU
y cdepi TypusMy Ta HaBYaJIbHUX NPOrpaM i3 MeHePKMEeHTY TYPUCTUYHOTO Oi3Hecy.

KUi11040Bi cs10Ba: TypucTUYHA AisIbHICTD, MdpoBi3aliis, Mi>kHapoAHi GpaHYal3UHTOBI
Mepexi, EBpoiHTerpaliisi, ynpaBJiHHS TYpUCTUUHUM 6i3HecoM, UPPOBI TEXHOJIOTII.

Introduction

The contemporary development of Ukraine’s tourism industry is characterised by
significant opportunities alongside numerous challenges related to integration into the
European tourism market. Following the intensive digitalisation of European tourism and the
growing demand for standardised, convenient, and technologically advanced services, there
arises an urgent need for Ukrainian tourism enterprises to adapt their business models to
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European standards. However, most small and medium-sized tourism enterprises in Ukraine
face challenges from an insufficient resource base, limited experience in international
operations, and a low level of digital readiness [1]. These factors substantially constrain their
ability to rapidly integrate into the European market and develop competitive offerings for
international tourists.

Franchising emerges as a potentially effective instrument for addressing these challenges.
It facilitates the standardisation of services, the implementation of international marketing
strategies, the optimisation of managerial processes, and the integration of digital solutions [2],
all crucial factors for successfully entering the European market. At the same time, the
effectiveness of franchising mechanisms in the context of the digital transformation of
Ukraine’s tourism activities requires scholarly investigation and practical substantiation. The
issue of integrating Ukrainian tourism enterprises into the European tourism space through
franchising, under conditions of digital transformation, is therefore highly relevant both for
academic research and for the practical implementation of governmental and business
strategies in the field of tourism.

In recent scholarly research, franchising has been considered a significant factor in
developing the tourism and hospitality industry; however, the degree of study within the
domestic academic discourse remains limited. Considerable attention is paid to the impact of
the franchising model on the hospitality sector. For instance, L. Honchar and others [3]
substantiates that franchising drives revenue growth and enhances the competitiveness of
enterprises, while simultaneously contributing to employment and the development of small
businesses. The authors also emphasise the increasing role of digital technologies in the
functioning of the franchising market, which directly aligns with the theme of digital
transformation in tourism.

Nevertheless, the research primarily focuses on general trends within the hospitality
sector, without a detailed analysis of the tourism segment, leaving space for further
investigation. A separate line of inquiry concerns the accounting practices of franchising
activities. In the work of O. Vysochan and others [4], methodological approaches are proposed
for reflecting in financial statements the specific payments of franchisees (lump-sum fees and
royalties). The authors stress the necessity of improving accounting procedures for tourism
enterprises operating within franchising networks. While this study contributes to establishing
a financial and economic foundation for establishing franchising agreements in Ukraine, the
practical aspects of integration into the international market remain insufficiently explored.

In the context of digital transformation, the study by I. Dadi¢ and others [5] is of particular
significance, as it analyses the role of online distribution channels in tourism. The authors
emphasise the importance of OTAs, global distribution systems, and social media in enhancing
the efficiency of the hotel business in Europe. Although the work does not directly focus on
franchising, the findings are relevant for assessing the competitive advantages of franchising
networks that actively integrate digital tools into their operations.

The cultural aspect of franchising is also noteworthy. A. Figueruelo [6] examines examples
of museum franchises as an innovative form of cultural entrepreneurship. The authors highlight
the economic, social, and political challenges associated with this approach, demonstrating the
interdisciplinary nature of the franchising phenomenon. At the same time, this topic remains
relatively novel and requires further investigation within the tourism industry context.

In the hospitality sector, considerable attention has been paid to comparing franchising
and independent models. A. Kavari¢ and S. Purasevi¢ [7], using Montenegro as a case study,
demonstrated that franchised hotels can generate higher tourist flows and longer client stays.
This underscores the potential of franchising to enhance the attractiveness of national tourism
products.
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The issues of financial stability and investment decisions in franchising companies have
been addressed in the works of T. Dogru and others [8] and S. Choi and others [9]. Both studies
confirm that franchising expands investment opportunities and increases enterprise resilience
in a dynamic market environment. However, the results broadly apply more to the restaurant
industry than to tourism. It is also worth noting the research of B. Kim and S. Lee [10], which
demonstrates that franchising can catalyze the implementation of corporate social
responsibility and sustainable development strategies. This opens a new avenue in franchising
research, linking business models with ESG principles.

The literature analysis allows us to conclude that scholars consider franchising in the
tourism sector as an effective mechanism for ensuring competitive advantages, financial
stability, and the international integration of enterprises. Within the academic discourse, there
is a clear emphasis on digitalisation and innovative channels for promoting tourism services.
At the same time, the research reveals a lack of systematic studies regarding the specific
adaptation of European franchising practices to the Ukrainian tourism market under conditions
of digital transformation, which defines the scientific novelty and relevance of further
investigations in this field.

The study aims to analyse franchising models in the tourism sector and assess their
potential as a tool for integrating Ukrainian tourism enterprises into the European tourism
market under conditions of digital transformation.

Results

Digitalisation is one of the key factors in the contemporary development of the tourism
market, influencing all its components - from marketing and booking to service management
and customer interaction. Digital technologies enable enterprises to increase operational
efficiency, optimise internal processes, and offer tourists more personalised and convenient
services. In the context of integrating Ukrainian tourism enterprises into the European market,
digitalisation serves as a strategic instrument, ensuring the standardisation of service
provision, accelerating information exchange, and facilitating the implementation of innovative
products. It creates conditions for competitiveness, allowing Ukrainian tourism enterprises to
meet high European standards and to interact effectively with international partners and
clients.

Franchising has become one of the key mechanisms for developing the tourism market,
enabling enterprises to rapidly scale their businesses, standardise service quality, and
strengthen their brand [11]. Through franchising models, small and medium-sized tourism
companies access effective marketing strategies, technological solutions, and international
distribution channels, enhancing their national and European competitiveness [12].

Digitalisation significantly amplifies the effectiveness of franchising by integrating online
booking systems, mobile applications, CRM platforms, and other technological tools into
franchisees’ operations. This optimises managerial processes and service standards and
creates conditions for faster and more efficient integration of Ukrainian tourism enterprises
into the European market. The synergy of franchising and digital technologies is crucial for
developing the tourism sector and enhancing its international competitiveness.

Table 1 demonstrates the key franchising models applied in the tourism sector, their main
characteristics, and examples of service provision. Particular attention is given to the impact of
digital transformation on each model, highlighting improvements in management efficiency,
service standardisation, and the integration of Ukrainian tourism enterprises into the European
market.

Table 1

Key franchising models in the tourism sector and the impact of digital transformation
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Franchising Models

Key Characteristics

Service Examples

Impact of Digital
Transformation

Traditional Travel Use of brand, Tour sales, Online booking, CRM
Agency Franchising | marketing materials, consultations, for customer
service standards service packages management, digital
marketing

Hotel Chain Service Accommodation, Mobile booking apps,

Franchising standardisation, catering services, hotel management

managerial additional amenities systems, online
procedures, quality payment
control

Tour Operator
Franchising

Access to package
tours, logistics,
franchisor marketing

Package tours,
excursions, logistics

Route automation,
integration with
global distribution

channels systems, electronic
tickets
Innovative Tourism Niche products, Ecotourism, VR/AR tours, mobile
Services Franchising technological adventure tours, apps, digital tickets,
solutions, staff cultural projects interactive
training excursions

Source: compiled by the authors based on [3; 6; 7; 13; 14]

Table 2 presents successful examples of franchising models operating in the Ukrainian
tourism sector. It illustrates the types of activities, core services, features of franchising
interactions, and the role of digital technologies in enhancing the efficiency of business
processes. This approach enables an assessment of how Ukrainian tourism enterprises
integrate into standardised and technologically advanced operational models that comply with
European requirements.

Table 2
Examples of franchising in the Ukrainian tourism sector and the impact of digitalisation
Franchise / Typej of : Franchlsn'lg Impact of
Network Tou}"1§m Core Services Featur.es in Digitalisation
Activity Ukraine
TEZ Tour Tour operator Package tours, Use of Online booking,
flight and hotel international tour CRM for
bookings operator customer
standards, management,
training of mobile app
franchisee staff
Join UP! Tour operator | Travel packages, Standardised E-tickets,
excursions, flight products and booking
and hotel marketing, automation,
bookings support for integration with
franchisees in tour search
sales platforms
Ukrainian Hotel Accommodation, Brand usage, Hotel
Hospitality business catering, service standards, | management
Group (hotel additional staff training systems, online
chain) services
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booking, mobile
apps for guests

Adventure.ua | Ecotourism / Tourist routes, Niche franchising, Mobile apps,
adventure active recreation, | local partnerships, | online booking,

tours excursions instructor training | digital tickets
Visit Ukraine | Culturaland | City and regional | Local franchisees | Online booking,

/ local educational excursions, operate under the digital route

excursions tours themed franchisor’s brand maps,

programmes and methodology | interactive tours

Source: compiled by the authors

Table 3 presents examples of successful franchising networks operating in the tourism
sector of EU countries. It provides information on the type of activity, country of origin, features
of franchising interactions, and the role of digital technologies in enhancing the efficiency of
business processes. This information allows for an assessment of key practices and strategies
that ensure the success of franchises in the European tourism market and that can be adapted
for Ukrainian enterprises.

Table 3
Successful franchising networks in the tourism sector of the European Union and the impact
of digitalisation
Franchise Name Zzgsli); Coggt;}rll()f Franchising Features Dilg?tgfigg‘gi)n
TUI Group Tour Germany | Thelargest European | Integration of online
operator, tour operator with a | booking, mobile apps,
hotel hotel network; offers personalised client
business franchises for offers
agencies and hotels
Lufthansa City Travel Germany Network of Use of CRM systems,
Center agencies independent agencies online booking,
supported by the integration with
Lufthansa brand; global distribution
offers franchises systems
across Europe
UNIGLOBE Travel Canada International agency Digital booking
Travel agencies network actively platforms, mobile
expanding in Europe apps, client data
through franchising analytics
Travel Leaders Travel USA One of the largest Integration with
Network agencies agency networks online booking, use
globally, with of CRM systems,
European presence personalised
through franchising | marketing campaigns
BCD Travel Corporate | Netherlands | International network | Travel management
travel specialising in technologies, mobile
corporate travel; apps for clients,
offers franchises for expense analytics
agencies
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CityPal Urban Croatia Network of city Online tour booking
tourism guides offering platforms, mobile
services franchises for apps with interactive
providing urban maps and routes
tourism services
across Europe
InterContinental Hotel United International hotel Integration with
Hotels Group business Kingdom network offering online booking,
(IHG) franchises for mobile apps for
independent hotels in guests, hotel
Europe management systems
Marriott Hotel USA International hotel Use of digital
International business network actively technologies for hotel
expanding in Europe | management, mobile
through franchising apps for guests,
personalised offers

Source: compiled by the authors

Franchising in the tourism sector has become a powerful development tool for both
national and international companies. It is particularly effective when combined with digital
technologies, which enable the standardisation of services, optimisation of business processes,
and delivery of high-quality customer service. The analysis of successful franchising networks
operating simultaneously in Ukraine and European Union countries demonstrates various
approaches to business scaling, adaptation to local markets, and digital tools. This allows for
identifying key factors that determine the success of franchising models in the tourism sector
and the assessment of their potential adaptation for Ukrainian enterprises in the context of
integration into the European market.

Join UP! [15] is one of the largest Ukrainian tour operators, actively developing a
franchising model to expand its presence in international markets. Since its establishment in
2010, the company has established itself as a leader in tour organisation, offering a full range
of services, including flights, accommodation, transfers, excursions, and insurance. In 2024, Join
UP! opened its first franchised agency abroad - in Katowice, Poland - which marked a
significant step in its international expansion strategy. By the end of 2025, the company plans
to expand its operations to ten European markets, including Slovakia, Hungary, and other Baltic
countries. Join UP! operates actively in Ukraine, Moldova, Kazakhstan, Romania, Poland, the
Czech Republic, Latvia, Lithuania, and Estonia. Digital tools such as online booking, mobile
applications, and CRM systems are actively utilised to optimise processes and enhance the
customer experience.

BCD Travel [16] is an international company specialising in corporate travel management,
headquartered in the Netherlands. The company has offices in over 100 countries, including
Ukraine. In Ukraine, BCD Travel operates through its partner, Telehaus Kiev International
Tourism, offering a wide range of services such as flight and hotel bookings, car rentals, and
transfer organisation. Digital solutions, including mobile applications and online platforms for
travel expense management, enable clients to control their costs and ensure traveller safety
efficiently.

FCM Travel [17] is a global Flight Centre Travel Group network, with offices in over 90
countries, including Ukraine. In Ukraine, FCM Travel provides corporate travel management
services, catering to the needs of both national and international clients. The company offers
customised business travel solutions, including flight and hotel bookings, car rentals, and
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transfer organisation. Digital tools like the FCM Platform allow clients to manage their travel
efficiently, obtain expense analytics, and ensure traveller safety.

These examples demonstrate how franchising, combined with digital technologies,
contributes to developing tourism companies, enabling them to scale their businesses
effectively, standardise service quality, and integrate into international markets.

Franchising in the tourism sector is one of the key business development models in the
European Union. It enables rapid scaling of services, implementing innovative approaches and
quality standards, while supporting local economies. The experience of EU countries
demonstrates the effectiveness of franchising models in sustainable tourism, hotel business,
glamping, and digital tourism services [3; 4; 6]. At the same time, Ukraine has significant
potential to adapt these practices, contributing to developing domestic tourism, attracting
investment, and facilitating integration with international tourism markets (Table 4).

Table 4

Prospects for the development of franchising networks in the tourism sector in EU countries
and their potential application in Ukraine

Aspect European Union Ukraine
General Trend | Recovery after the pandemic, with | Recovery of domestic tourism,
international tourist arrivals | notably through initiatives such
projected to grow by 4.9% in 2025 | as the creation of tourist routes
compared to 2024 through former conflict zones
Popular Franchises specialising in sustainable | Join =~ UP!  franchise  plans
Franchises | tourism, glamping, designer hostels, | expansion into the Baltic and
and eco-hotels are gaining popularity | Kazakhstan markets in 2025
in Italy
Investment | Low-entry franchises, such as Cruise | Franchises with varying levels of
Opportunities | Planners, with minimum investments | investment are available in
from $6,995, available for home-based | Ukraine, including in the tourism
or part-time operations sector
Support and | Many franchises offer comprehensive | Reikartz Hotel Group franchise
Training training and support; for example, The | offers partnership programmes
Travel Franchise provides industry- | supporting project financing
specific training and mentorship
Digitalisation | The  EU  actively  implements | Ukraine is also working on
and digitalisation and sustainable | restoring tourism infrastructure
Sustainable | development in tourism, including via | and implementing sustainable
Development | the European Green Deal and short- | practices, notably through
term rental regulations partnerships with international
companies

Source: compiled by the authors based on [18-22]

In the European Union, there is a consistent trend towards developing franchising
networks in the tourism sector, focused on implementing sustainable and environmentally
friendly practices. Contemporary franchises actively integrate innovative concepts, including
glamping, designer hostels, and digital tourism services, which enhance service quality and
attract a wider audience [23]. Furthermore, digitalisation and the automation of business
processes in tourism have become integral to franchising models. At the same time, regulations
related to environmental standards and sustainable development encourage companies to
offer new, more eco-friendly products and services [24].
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In Ukraine, the tourism industry is undergoing active recovery following periods of crisis,
and franchising can serve as an essential tool for accelerated market development. There is
significant potential for adapting international experience, particularly in digital solutions, eco-
tourism, and innovative accommodation formats. Implementing such models will improve
service standards, attract investment, and facilitate the integration of Ukrainian tourism into
global markets, while simultaneously developing domestic tourism potential.

Conclusions

Franchising in the tourism sector effectively integrates Ukrainian tourism enterprises
into the European tourism market. It allows for standardizing service quality, enhances brand
recognition, optimizes management processes, and creates conditions for rapid business
scaling. Implementing franchising models gives Ukrainian companies access to proven
international practices, marketing strategies, and technological solutions, thereby increasing
their competitiveness.

Digital transformation is a crucial factor in the development of franchising, as integrating
online booking systems, mobile applications, CRM systems, and analytical platforms improves
management efficiency and enhances the customer experience. The experience of successful
European networks demonstrates that combining franchising models with digital technologies
generates a synergistic effect, promoting the growth of the tourism business and facilitating
rapid adaptation to market changes.

For Ukraine, integrating franchising and digitalisation opens up significant opportunities:
from raising service standards and developing innovative tourism products to active
participation in international markets. Successful examples of Ukrainian and European
franchising networks show that using these tools enables the creation of competitive,
technologically advanced, and flexible business models capable of meeting contemporary
tourist demands and supporting Ukraine’s integration into the European tourism space.

Further research could examine the effectiveness of implementing franchising models in
combination with digital technologies to enhance the international competitiveness of
Ukrainian tourism enterprises.
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