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The work substantiates the necessity of creation and constant improvement of a website for touristic
companies involved in development of green tourism in Ukraine. The directions of application of web
resources for the tourism industry development and their features as to green tourism business are
indicated. The main ways of improving the work of the site of the travel company for the successful
development of green tourism business are highlighted, among them: creation of high-quality and up-to-
date content, clear user navigation and others.

The tools for improvement the work of the site for travel agencies such as: search engine promotion,
organic promotion, SEO or search engine optimization, contextual advertising, social promotion, analysis
of competitors' sites have been explored. Methods of analysis of the effectiveness of the web resource are
selected, which allow a comprehensive evaluation of the site. Characteristics and features of a quality site
that will contribute to the development of green tourism business in Ukraine are suggested.
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IAXW BAOCKOHAJIEHHSI CAUTY TYPUCTHYHOI'O IMMIINPUEMCTBA JIJIS
YCHIIIHOTI'O PO3BUTKY 3EJEHOI'O TYPU3MY

3EJITHChKA O.B.,
Kanouoam mexHiyHux Hayk,
doyenm Kagedpu Komn’romepHux HAYK ma eKOHOMIYHOT KibepHemuKu

XOMAKOBCbKA T.0.,

UKNIA0au Kagheopu yKpaincoKoi ma ino3emMHux mMoe
Binnuybkuit HauioHanbHUil azpapHuil yHieepcumem
(M. Binnuus)

Y pobomi obrpynmosano neobxionicms cmeopeHHs 6eO-catimy 01 MyPUCMUYHUX HIONPUEMCMSE,
AKI 3aUMaromsCs po36UMKOM 3€/1eH020 Mypusmy 6 YKpaiui; HacoioueHo Ha HeoOXIOHOCmI NOCMINIHO20
B00CKOHANIEHHSL calimi@ makux nionpuemcms. Brxazano nanpsmxu 3acmocygamHs 6eO-pecypcié 07
mypucmuyHoi eany3i ma ix ocooaueocmi 0jisl 3e1eH020 mypusmy. Buceimneni ocno6ni wiisaxu noainuenHs
pobomu caumy mypucmuyHoi ipmu 015 YCRIWHO20 PO3GUMKY 2ANY3I 3eNeH020 MYPUSMY, 30KPeMd:
CMBOPEHHS SKICHO20 MA CYYACHO20 KOHMEHMY, 3pO3yMina Oisi KOpUcmyeaya Hasieayis ma iH.
Hocnioaceno incmpymenmu, wo 0038045810Mb 800CKOHAIUMU POOOMY Catimy 0Jis MypPUCMUYHUX A2eHYill,
a came: noutykoge npocysauHs, opeauiune npocysannsa, SEO abo nouiykoea onmumizayis, KOHMeKCMHA
PpeKnama, coyianvhe npocysanHs, aHaui3z calmis KOHKypenmis. Buodineno memoou ananizy epexmusnocmi
pobomu 6eb-pecypcy, sKi 00360a510Mb 6ceOiuno oyinumu catim. Hasedeno xapaxmepucmuku ma o3HaKu
AKICHO20 catimy, saKull 6yde cnpusmu po36UmKYy 2aiy3i 3e1eH020 mypusmy 8 YKpaii.

Kurouosi ciioBa: caiit, Be6-pecypc, Tpadik, KOHTEHT, 3eJIEHUI TYpHU3M, TYPUCTHYHE i APUEMCTBO,
NOLTYKOBE MTPOCYBaHHs, Opra"iuHe npocysanss, SEO, momrykosi cuctemu.
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IIYTH YCOBEPIIEHCTBOBAHMS CAWITA TYPUCTHUYECKOI'O IIPEJANPUATHA IS
YCIHEHIIHOI'O PAZBUTHSA 3EJIEHOI'O TYPU3MA

3EJIHHCKAA O.B.,
KaHOuoam mexHuyecKux Hayk,
doyenm Kaghedpvl KOMRBIOMEPHBIX HAYK U IKOHOMUYECKOU KubepHemuKu

XOMAKOBCKAA T.A.,

npenooasamensv Kagheopvl YKPAuHCKO20 U UHOCMPAHHBIX A3bIKOE
Bunnuyxuit HaUUOHALHBLIL AZPAPHBLIL YHUGEPCUMEM

(c. Bunnuua)

B pabome obocrosana neobxooumocmov cozoanus eeb-catma 0jisi mypucmuieckux npeonpusimuil,
BAHUMAIOWUXCS PA3GUINUEM 3eTIEH020 Mypusma 6 Yxpaune, ommeyeHa HeoOX00UMOoCmb NOCMOSIHHOZ0
COBEPULEHCBOBAHUS CALIMOE8 MAKUX NPeOnpusmuil. Yxazauvl Hanpasienus npumMeHenus 6e0-pecypcos
OJ15 MYPUCMUYECKOL OMPACIU U UX OCOOEHHOCIU 8 OMHOUeHUU 3e1éH020 mypusma. OceeyeHvl OCHOBHbIe
nymu yayuuienus pabomul cauma mypucmudecKkol oupmul 0Jisk YCHEUHO20 PA3GUMUSL 3e/IeH020 TYPUMA,
6 UYACMHOCMU: CO30aHUe KAYeCMBEHHO20 U COBPEMEHHO20 KOHMEHMA Caiima, NOHAMHAs OJis
NONb306aAMENL HA8ULAYUSL NO calimy U Op.

Hccnedosanvl  uncmpymenmul, N0360JAI0MUe  YCOBEPULEHCTNBO8AMb — pabomy  caiima 07l
MYPUCIMUYECKUX A2EHMCME, A UMEHHO: NOUCKOBOE NPOJBUdICEHIe, Opeanuyeckoe npodsudicerue, SEO uu
NOUCKOBAST ONMUMU3AYUS, KOHMEKCMHASL PEeKIamMd, COYUANbHOE NPOOSUICEHUE, AHAIU3 Calmos
KOHKYpeHmos. Bvioenenvl memoovl ananuza s¢hgexmusnocmu pabomel ee6-pecypca, Komopbwle
NO3605I0M 6CECMOPOHHe oyeHumb catim. [Ipugedenvl xapakxmepucmukuy U NPUSHAKU KA4eCMEEeHHO20
catima, Komopulii 6yoem cnocobcmeosams pa3gUmMUI0 OMpAaciu 3e1EH020 mypusma 6 YrpauHe.

KawueBbie ciaoBa: caiit, BeO-pecypc, TpaduK, KOHTEHT, 3€NEHBIM TYpH3M, TYPHCTHUECKOE
NpeANpUsITHE, TTOUCKOBOE MPOJIBIDKCHUE, Oprannueckoe npoasikenne, SEO, MOMCKOBBIE CHCTEMBI.

JIur.: 10.

Problem statement. Nowadays, it is very important for the development of any enterprise to present
its services and products in the World Wide Web to attract as many clients as possible. With the increasing
number of traveling around the world, people prefer green travel and make it to the locations. So, it is
kindly of wisdom to promote and advocate people to cultivate the awareness and good habits in travel,
such as protecting natural habits and fragile tourism sites. This can be done, among other things, with the
help of a web-site that meets the present-day requirements of the Internet users. This is especially true for
the travel agencies working in the field of green tourism, since those who like to travel and want to take a
break from the problems and the rhythm of a big city in the countryside often look for the appropriate
information in the Internet. Therefore, the problem of organizing and improving the site of a travel
company that deals with green, rural or eco-tourism is urgent and relevant as green tourism becomes more
popular and there are likely to be more vacationing options available.

Analysis of the recent research and publications. The works of many Ukrainian researchers are
devoted to the issues of organization of green tourism and recreation in rural areas. They stress that the
development of green tourism in Ukraine will not only help to solve many problems of the Ukrainian
village, ecological and economic in particular, but also contribute to the balanced relationship between
people and the environment in the sense of physical and emotional recovery. Rutinsky M.Y. and Zinko
Yu.V. cover the theoretical and practical issues of organization and functioning of rural green tourism in
Ukraine; determine the basic concepts and notions of rural green tourism, discuss management, planning
and marketing issues in this field, analyze the European experience and prospects of rural tourism
development in Ukraine [1].

Vyshnevska Yu.V. in her paper researched the role and importance of rural tourism in touristic
business in Ukraine, considered tendencies and problems of green tourism taking into account national and
international experience [2].

As nowadays information technologies, including Internet, have become an inseparable part of all
spheres of economic and social life, green tourism business growth does not seem possible without them.
Therefore, more and more scientists are exploring the opportunities, which information technologies
suggest for further development of rural, green and eco-tourism. Thus Telychkan V.V. justified the use of
Internet technologies in the tourism sphere and researched the effect of promotion of tourist services in the
field of rural tourism with the help of modern information technologies [3].
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Melnychenko S.V. researched theoretical, methodological and practical issues of the efficiency of
using information technologies in touristic industry in Ukraine, considered the importance of information
technologies in touristic companies management; highlighted the socio-economic importance and
problems of green tourism development in Ukraine [4, p.129].

Myronov Yu.B. and Svydruk I.1. examined and analyzed the peculiarities of promotion of tourist
websites in the Internet, and emphasized such methods of improving the sites of tourist enterprises as
search and social promotion and targeted advertising [5].

In [6] the issues of efficient activity of the enterprises of tourist complex, depending on the location
of the enterprise in the informational space, peculiarities of using digital technologies, Internet technologies
in particular, for profitable work of a touristic company are considered.

Polyakova A.V. investigated Internet marketing tools contributing to the development of the
Ukrainian touristic industry. She points out that “the success of a travel company in the Internet depends
not so much on its ability to present itself correctly, but rather on whether its tourist product will prove to
be useful to the customers. The success of Internet marketing is significantly influenced by the peculiarities
of the mentality of potential customers” [7, p. 41].

Anipko N.P. and Borovnyak O.O. have analyzed the on-line consultants’ services, presented on the
websites of tour operators of Ukraine. It is concluded that “only at 16.64% sites of Ukrainian tourist operators the
function of an online consultant is available, which should improve the quality of the service. Some disadvantage
of the on-line travel agents (on-line consultants) is that not every tour operator offers round-the-clock service, so
it is not always possible to get a quick answer to your question. Feedback forms the core of on-line consultants’
work. Leaders among the programs used for this purpose are SiteHeart and Jivosite” [8, p. 115].

Most of the research papers on the use of Internet technologies in the tourism industry do not
sufficiently cover the issues of improving the web resources of travel agencies for the development of
touristic business, green tourism in particular. Therefore, in this article the authors intend to consider ways
of improvement the sites performance for promoting green tourism in Ukraine.

Setting objectives of the article. The purpose of the work is the study of the main ways and stages
of analysis of the site of a touristic enterprise for the successful development of green tourism sector in
Ukraine; description and comparison of methods for improving the sites of touristic companies providing
services to users who seek for recreation in the countryside in an environmentally friendly area that will
contribute to green tourism success at strategic level an at a business level.

Presentation of the main material of the research. In order to be successful, a travel company
needs to distribute information about itself to as many potential customers as possible in order to get a
plenty of orders and, consequently, a larger profit. Today, this task cannot be accomplished without
creating an effective company’s site. But just making a site is not enough. The site should promote the
profitability of the travel company. The content, design, useful and comprehensive information for the
clients is of the greatest importance. A site that does not meet the requirements of the users and the
company profile can deter customers and thus disserve to the company. Therefore, the quality of the site
and its continuous improvement plays an important role in the successful operation of the travel agency.

The requirements of nowadays forces companies involved in green tourism development in Ukraine
to have their own website, which will facilitate the successful positioning of their business in the Internet
space. This is one of the most important components of the success of a touristic company. In addition,
notices and background information about the services, opportunities and offers of the tourist organization
should be submitted to the global network directly on behalf of the firm itself, and not from intermediaries,
in order to avoid the distortion of information and to be able to update it in time. The absence of a site is
most often perceived by clients as an indicator of an unsuccessful business, low level of services, regardless
of the actual status of the company and quality of the services provided.

As noted in [4, p. 129], in the field of green tourism, “the decision to purchase a touristic product
(service) is made on the basis of the previously obtained information. Therefore, the following forms of
using the global network are of particular interest:

- direct marketing;

- use of reservation and booking system;

- electronic presentation of the company and its touristic products  (services);

- access to electronic international and interregional exhibitions, fairs;

- use of electronic catalogs of touristic product of the countries and destinations;

- receiving information about countries, operational weather forecast in different countries of the
world, etc .;
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- obtaining prompt information on tariffs and prices in hotels, restaurants and other touristic
services;

- use of the net for the mutual payments;

- independent formation of a tour and purchase of a tour package;

- e-commerce;

- advertising channel".

There is no doubt that the global network Internet is the most promising area for the development
of the tourism industry in general and green tourism in particular, which gives a number of advantages in
promoting certain businesses, namely:

- prompt transmission and receipt of information;

- clarity in the use of Internet technology tools;

- relatively low costs for online advertising;

- constant growth of the number of consumers (clients), etc. [3, p.171].

To use all these and other benefits of the Internet, travel businesses need to have their own website.

A travel company website can be seen as a tool for success if it is used as an instrument for promotion
of its opportunities and sales of its services (green tourism services included). An enterprise web resource,
like any other advertising tool, can be effective, ineffective or completely useless, or even harmful.

As is known, there exist several tools aimed at maximizing the effectiveness of a web resource. They
include:

- contextual advertising,

- search systems,

- SEO (search engine optimization),

- promotion on social networks,

- thematic mailings,

- themed blogs, forums, sites, etc.

The most effective but also the most expensive ways are search engine promotion and contextual
advertising. Together, these two Internet marketing tools guarantee the maximum reach of potential clients
of the travel company, and they are the most effective. All other tools used for the successful operation of
the site are often used as additional ones. Analytics experts can examine the effectiveness of each site's
promotion and properly allocate financial resources for online advertising.

SEO-analysis of the website, or search engine optimization, helps you to determine how the site is
viewed by search engines, to identify the benefits and disadvantages of the site in terms of search engine
promotion. It is SEO analysis that determines which keywords can reach the top ranks of search results, as
well as to evaluate the relevance of the content of individual pages of the site to search queries. SEO also
allows finding out whether the internal pages of the site are well linked through hyperlinks.

It is well known that green tourism is more attractive to urban dwellers, especially of large cities,
with a fast pace of life, overpopulation and crowding. Ukraine has a unique opportunity for recreation in
the picturesque countryside, in an environmentally friendly area. There also are trips available in which
vacationers take an active part in improving the local area by working to preserve the natural habitat,
helping to build a school or performing other services that benefit the area. These vacations can be a lot of
work, but many people find them to be very rewarding and interesting learning experiences. As the modern
city dweller receives most of the necessary information from the Internet and often checks the data also
through the Internet, the touristic company should submit all the necessary information on its website
completely, interestingly, truthfully. The site also should contain information concerning the lodging, food,
environmental condition, local rural life features and attractions, traditions, natural landscapes, etc.

The peculiarity of providing green tourism and rural eco-recreation services consists in the fact that a
specific rural family will provide services directly to the end consumers, and therefore the issue of hotel services
is not relevant here. In our view, it will be expedient the photos of the families who are planning to provide
tourist services to be presented on the site with open and explicit descriptions of living conditions.

It is desirable to show on the site all the various benefits of recreation in the countryside, all the
gastronomic features of local cuisine. Besides, a city dweller may be interested in working conditions in
the countryside and the opportunity to participate in collective work on the farm, in the field or in the
garden or looking after farm animals. All this information should be described in such a way as to attract
potential customers and facilitate the sale of tours to the countryside.

As green tourism is closely linked to the season character of the recreation information that reflects
the natural changes in the landscape should be also reflected on the site.
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We agree with Telychkan V.V. [3, p.173] in the issue, that designing or improving the site of a
touristic company, it is necessary to take into account that the site must be highly informative and
recognizable. This means, that the site has to be structured in a certain way, have certain columns and
subheadings, the logo of the company on each web page, the brand name and various multimedia elements.
The site should be rich in information (include information about tourist sites, sightseeing routes,
infrastructure of the area, links to other sites, provide access to the reference information, etc.). The
accessibility and usability of the site for foreign visitors should also be considered. For this purpose, we
recommend creating versions of the site in two or three languages, taking into account the languages of the
potential target group of customers. It is equally important to enable clients to book and pay for the tours
through the site using different payment systems.

As most metropolitan residents seek for the information in the Internet, professionals from the travel
agencies should fully meet the needs of the clients on the site. Thus all the available tools of the Internet
marketing should be involved, namely:

- high-quality content, which differs in originality, pithiness, truthfulness, proper structure;

- attractive and up-to-date design of the site;

- user-friendly navigation;

- availability on the site the information about contacts, user reviews, photos from the tours,
lodgings, stocks, special offers, news of the tourist business.

In general, the user should be able to have quick access to the necessary information that may be
interesting for him. Developers of the site are always to remember that it is created in order to attract
potential customers and meet their needs.

Today people searching for the information they need use not only computers, but also mobile
devices (smartphones, tablets, iPhones). Therefore, the websites of travel businesses need to be adapted
for these devices as well, so that information can be easily and quickly downloaded to mobile devices.

Another important way to improve the site of a touristic company in the field of green tourism is to
analyze the sites of competitors, other travel companies and to take the results of this analysis into
consideration in doing business. Analyzing competitors' web resources will help identifying the best traffic
channels. And if the competitors promote their services in other communication channels (such as social
networks), then it would be advisable to make use of them as well.

Analysis of the services and features of the competitors' sites allows for the company to optimize its
own offers, include only those, which are more wanted and are in constant demand. Simultaneously some
of the services can be neglected if they have not become popular at the competitors.

It should be noted that it is necessary to analyze not only the activities of direct competitors, but also
the experience of the leaders of the tourism industry, to seek for the interesting ideas and news from foreign
sites, to make use of their know-how. It is necessary to constantly monitor the improvement of the sites of
world flagships in tourism industry in order to use their achievements to improve the own services and
increase the efficiency of the own site.

As noted in [9], “users go from searching to a particular internet project if they see the most complete
and valuable information for themselves. Different people find different information to be valuable, so it
is important to provide a full list of all the essential services and lodging information, contact details
(address, telephone), social bookmarks, special offers and services. It is important to provide the user with
quick access to any information that may be of interest to him, quick links will be helpful here”.

However, creating or reorganization of a site that will not meet the requirements of the target
audience in the future not only looks silly but may be harmful for the company and can cause significant
financial losses. The site of a tourist enterprise should be targeted at a potential client, and the analysis of
the site's work should be carried out continuously [9].

The web-site is the most optimal way to promote the services of a travel company, however, it is
able to provide the desired weighty result only when it meets all the needs of the users. To analyze the
usefulness of the site, its suitability to the needs of the travel company, methods and tools of web analytics
are to be used. This can be done with the help of the appropriate analytical services that allow analyzing
and then refining the individual parts and sections of the web project and the entire site as a whole.

The web-site is a business card of a touristic enterprise, it makes the first impression on the client.
Therefore, a quality site is the key factor in the success of the company.

The main goal of creating and improving the site is to increase the income of the company, i.e. to increase
the sales of the services thus increasing the profitability of the company. Special tools such as Google Analytics
and Yandex Metrics are required to do this. As stated in [9], “special search engine services allow you to analyze
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the behavior of the user on the site, to see which sections of the Internet project are most interesting to the visitor
and at which there is maximum bounce rate. So the most effective are the Home Page (it accounts for 15 to 35%
of the traffic), the Home Page (from 20 to 50%), Contacts (3-8%), and Prices (9-15%). These sections require
careful analysis and elaboration in order for a search engine user to opt out of a particular tour and place an
order immediately. Analytical systems allow you to find out which devices your potential clients use to visit the
site. At the moment, the statistics are as follows:

-10-20% use mobile devices;

-50-60% - tablets (90% - iPad);

-50-60% of the traffic use the Google search engine".

In addition, analytics systems allow you to determine bounce rates for the site and for each page of
the site, which in turn allows to find out which pages are not interesting to the users and require some
changes in content, structure and design.

Information derived from Google Analytics and Yandex Metrics is a prime foundation for
experimenting with elements and sections of a touristic company’s site aimed at increasing website traffic
and conversion.

Having conducted the proper analysis, you can get answers to the following questions: what
promotes quality traffic to the site, which services are not in demand from customers, and which are better
converting users and thus to predict future customer behavior.

Another instrument for improving the site of a travel company is a usability analysis, which can help
you to determine how well and clearly for the user the necessary information is presented on the site's
pages, whether navigation is convenient enough.

When modifying a site, developers should keep in mind that potential users are looking for a solution
to their problem in the form of purchasing a service. Therefore, the site should first of all provide
information so that it convinces the person that namely this travel agency is able to provide exactly this
services that the person needs.

On the site, it is especially important to evaluate and improve customer relationship channels. There
are various channels for communication that cater to people with different needs and even whims. These
include voice, text, video, and various chats. All additional communication channels require considerable
human and financial resources. Therefore, you should always analyze which channels are important to the
target audience and which channels are not performing well.

Conversion is also affected by the rate and quality of responses to the site visitors.

In order to improve the web resource, the basic mechanisms of conversion (i.e. the dependence of
the number of actual tourist services orders on the number of visitors and site visits) should be defined. It
is important to remember that conversion mechanisms on the web-site include not only buttons, pop-ups,
and call-to-action elements, but also graphics, videos, and other interactive features.

In addition, to improve the web-site, you need to analyze which channels, tools, and site elements
are most effective and optimal. It is imperatively recommended to test the individual components of the
site to determine which of them and which of their parameters perform better. Different types of tests are
used for such purposes, for example: site layout testing, usability and security testing. To ensure the smooth
operation of a web resource, you also need to test its productivity. Such testing evaluates the performance
and the ability of the site to work effectively under heavy load.

When improving the site, special attention should be paid to the quality content that should be
informative, useful, up-to-date and responsive to all questions and requirements of the users. It is the so-
called search engine optimization, or organic site promotion, pure promotion. Organic promotion of a
tourist site requires minimum of spam key words, restricts the use of artificial methods. Only natural
techniques are important for search engines to mark most conversions as traffic from the interested users.

Organic promotion is based on high-, medium- and low frequency requests. Low frequency queries
allow starting to get traffic about 2-3 months after indexing, which often leads to high conversions. It
happens due to the keywords that are used by the interested tourists.

Organic promotion of websites advertising green tourism requires the content of the pages to be
matched with keywords and phrases. If there is a mismatch of information on the pages, there will be a
large number of returns and rejections, which will eventually lead to the site being ignored by potential
customers. It is also advisable to create a sitemap.xml. For large websites with complex structures, it is
desirable to create a map for the user with tree-based links to each section and web page. You should not
neglect engaging reputable content sites for link exchange. This collaboration can be purely commercial,
such as buying links, guest posting, or any other convenient format. Thematic sites are really able to drive
traffic from the interested users.
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We believe that for the successful operation of a tourism website, its social promotion is of great
importance. In [5] it is emphasized that “social networks in modern conditions are a place of accumulation
of a huge number of Internet users who, if properly informed, may be interested in the services of a certain
travel company. Users of social networks are very closely linked with one another. Their network brings
together friends, news, photos, videos. While online, users share information with each other. Thus
promoting in social networks produces the effect of viral marketing, which gives great results. Another
benefit of social promotion is communication with users through familiar and understandable for most
people social networking interfaces”.

So, the signs of a quality site that would contribute to the development of green tourism are:

- accessible interface and interesting content (it is advisable for the site to have multiple content
options in multiple languages to better attract tourists from different countries);

- clear structure and sequence of sections of the site;

- placing the most profitable tours on the first, top pages aimed at maximal conversions;

- up-to-date, high-quality and informative photos of the recreation area and tourist accommaodation;

- convenient search of the necessary information on the site;

- contact information, hotline for quick customer consultation;

- map of location of recreation places, routs of travel,

- clear and accessible booking form, as well as online booking;

- peculiar and appropriate design, which corresponds to the subjects and status of the touristic
company;

- section with real customer comments.

Among the special features of the sites aimed at development of green tourism is also the fact that
the site must show national, regional advantages and attractions of the area, especially tourist routes. It is
also important to draw attention to the environmental issues: post articles, columns, organize discussions
on environmental problems and nature conservation. Attention should also be paid to family vacations with
children as ecotourism or green tourism involves people traveling to endangered environments or locations
where the ecosystem is overly fragile, offering them some type of education regarding the local ecosystem
and offering solutions as to how it can be better preserved, since the primary concerns on these types of
vacations are environmental in nature and require people to study and actually to learn [10].

Conclusions. Thus, improving the site of a touristic business requires a variety of actions for
promoting in search engines: improving usability, i.e. ease of use of the site, attracting targeted traffic and
increasing interest in the information resource of the target audience and providing it with the services
demanded. In the process of proper (from the point of view of the touristic industry) search engine
optimization errors in the work of the site, defects in its content and structure, design gaps should be
identified and eliminated. SEO allows finding new opportunities for unoccupied niches in the field of green
tourism, and thus increasing the traffic to the site and its conversion rate.

To improve the website of a touristic company that implements the Internet technology for the
development of green tourism, it is necessary to use such tools as: organic search and social promotion,
search engine optimization of the site, contextual advertising. It should also be remembered that it is
necessary to create high-quality, relevant and up-to-date content of the site, user-friendly navigation, to
ensure the availability of the photos and filming of the places for lodgings and tourist routes, to make
online booking and online consulting possible, to post real reviews of clients of the travel company.

To attract new customers, the travel company should constantly update the site, it is one of the main
tasks. In order for organic promotion to be successful, it is necessary to continuously improve the web
resource: to analyze its work and competitors' activity, to make adjustments based on analytical data, to
add new web pages, to monitor tourism business tendencies and new trends.

A quality website must be downloaded quickly and efficiently through the apps, both on a personal
computer and on the tablet, on a mobile device running on the base of different operating systems.
Therefore, technical analysis of the website is required. It checks not only the speed of data loading, but
also the correctness of scripts, accessibility to all pages of the site, etc.

Today’s requirements urge travel companies not only to focus on improving their sites, but in the long
run to use the opportunities of social networks. Therefore, in the future, it is worth focusing on exploring
opportunities of social network channels for the development of green tourism business in Ukraine.
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