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Abstract

Introduction. As a result of the revolutionary events and the military conflict in Donbas in 2014, the number of inbound tourists
travelling to Ukraine has dropped almost twice - from 24.7 million in 2013 to 12.7 million in 2014. Ukraine has faced a challenge
related to the need for reorienting and diversifying of inbound tourism flows and the need to enter new tourism markets. One of
the top priorities is the outbound Canadian tourism market. Ukrainian Diaspora, long-standing strong international ties, visa-free
entry for Canadian citizens and ratification of the Free Trade Agreement, intense diplomatic relations and the launch of direct flight
create the basis for the growth of tourist flows from Canada to Ukraine. It is necessary to conduct professional and thorough
research of the Canadian outbound tourism market in order to increase tourist flows, as well as the revenues to the Ukrainian
economy from the tourism industry in the context of creating and promoting targeted Ukrainian tourism products for a Canadian
tourist.

Purpose. The purpose of this paper is to examine the Canadian travel market in the context of the target audience consuming the
Ukrainian tourism product and to define the recommendations for the «Canada-Ukraine» tourism flow.

Results. The article analyses the outbound tourism market of Canada as a priority target audience of consumers of the Ukrainian
tourism product. The factors of the huge volume of the outbound tourism market of Canada have been presented. The state
and growth rates of existing Canada-Ukraine tourist flows have been analysed. The competitive advantages of the Canadian
tourism market in comparison with the Ukrainian one have been given, namely: safety, protection of natural resources and
ecology, institutional capacity of tourism industry development. The favourable factors for increasing the inflow of tourist flow
from Canada to Ukraine, such as numerous Ukrainian Diaspora, positive attitude of Canadians towards Ukraine, visa-free entry
for the Canadian citizens to Ukraine; intensification of diplomatic and trade relations, the launch of the direct flight Kyiv-Toronto,
have been defined and characterised. The peculiarities of a potential Canadian tourist, who is a representative of the Ukrainian
Diaspora, have been analysed. The main channels of popularisation of the Ukrainian tourism product have been researched: the
organisation of the Ukrainian community of Canada, the Ukrainian media in Canada. The main tourism exhibitions in Canada, fan
trips and press tours for the Canadian tour operators and the Canadian media; hosting the «Days of Ukraine in Canada» in the
main places where most of the Ukrainian Diaspora representatives live.

Conclusions. Recommendations for tourist travel agencies who plan to work with the Canadian consumer of the Ukrainian
tourism product have been formulated. The resort and recreational types of tourism should not be the basis of Ukrainian tourist
products for the Canadians because of their non-competitiveness in comparison with Canadian tourist products. A trip to Ukraine
will be more in demand if tourism products combine Ukrainian and European tourist products («<Ukraine +»). This may be a joint
tourism product with neighbouring countries: Ukraine + Poland, Ukraine + Hungary, Ukraine + Romania, Ukraine + Slovakia.
When forming a combined tourism product, it is necessary to take into account the availability of convenient logistics (direct
flights ideally) and Canadian tourist traffic to the chosen European country/city.
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PomaHoBa A. A.

KaHanaaT eKOHOMIYHMX HayK, AOLIEHT,

kadegpa mapkeTuHry, PR-TexHonoriin Ta norictukuy,

YepHiriBCbKWiA HaUiOHaNbHWI TEXHOMNOTIYHNIA YHIBEpCUTET, HepHiris, YKpaiHa;

HapopgHwuii genyTtat YkpaiHu

Typuctu 3 KaHagun sik NpiopuTeTHi CNOXXMBayi yKpaiHCbKOro TyprnpoayKTy

AHoTauis

Y cTatTi npoBefeHo aHani3 BUI3HOMo TYPUCTUHHOIO PUHKY KaHaau siK NpiopuTETHOT LifIbOBOI ayaMTOPIl CNOXXMBa4iB YKpaiHCbLKOro
TYPUCTUYHOro NpoayKTy. HassaHo hakTopu rinepBenmkoro 06¢sAry BUISHOro TypuCTU4HOro puHky KaHagu. lNpoaHanisosaHo ctaH
Ta TeMNK POCTY iICHYOUMX TYPUCTUYHUX NOTOKIB KaHapga-YKpaiHa. HaBegeHo KOHKYpeHTHI nepeBari kaHagcbKoro TYpPUCTUYHOIO
PUHKY B MOPIBHAHHI 3 YKPAIHCbKUM: 6€3rMeKa, 3axXnCT NPUPOAHNX PECYPCIB Ta €KONOrii, iIHCTUTYLiiHAa CMPOMOXXHICTb PO3BUBATU
TYPUCTUYHY iHQYCTPItO.

BunsHauyeHo Ta oxapakTepn3oBaHO CNpuATAMBI hakTopu s 36iNbLUIEHHS B'I3HOMO TYPUCTUHHOIO NOTOKY A0 YKpaiHu 3 KaHagu:
yncenbHa yKpaiHcbka giacnopa; No3nTBHE CTaBfeHHs1 0o YKpaiHu cepen kaHaauis; 6e3Bi3oBuin B'isg gnst rpomapsaH Kadagn go
YKpaiHn; akTuBi3auis AMnNIoMaTUYHNX Ta TOPriBefibHYX BiAHOCWH; BiGKPUTTSA NPsMOro peincy «TopoHTo—-Kuie». MNMpoaHanisosaHo
0CO6NMBOCTI NOTEHLUiHOro TypucTta 3 KaHaan — npefacTaBHrKa yKpaiHCbKOI giacnopu.

[etanbHO pO3MSAHYTO OCHOBHI KaHanu nonynspusauii YKpaiHCbKOro TYpPUCTUYHOIO MPOAYKTY: OpraHi3auii yKpaiHCbKOi
rpomaamn Kanagu; ykpaiHceki mefia B KaHagi; ronoBHi TypucTuyHi BUCTaBkyn KaHagw; ham-Tpiny Ta npec-Typu ons KaHaaCbKnx
TyponepaTtopiB Ta kaHagcbkux 3MI; BnawTyBaHHs «[HiB YkpaiHn B KaHagi» B OCHOBHMX MicUsX, e NPOXMBae HambinbLue
npefcTaBHUKIB yKpaiHcbkoi giacnopu (TopoHTo, EaMoHTOH, OTTaBa, MoHpeanb Towo). CchopmynboBaHO pekomeHgaii ans
Cy6’€eKTIB TYPUCTUYHOI AiANbHOCTI, SKi NNaHyoTh NpauoBaTh 3 KAHAOCHKNM CNOXXMBAYeM YKPaiHCbKOro TYPUCTMHHOMO NPOAYKTY.
Knio4oBi cnoBa: kaHafCbKWI TYPUCTUYHUIA PUHOK; MDKHapOOHUIA Typu3M; TYpUCTMYHA iHOYCTPIS; yKpaiHCcbKa giacnopa.
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PomaHoBa A. A.

KaHamMaaT 3KOHOMMYECKUX HayK, AOLEHT, kadeapa MapKeTuHra, PR-TeXHoONornim n NorucTuku,

YepHNroBCKUin HAaUMOHASbHBIN TEXHONOMMYECKUA YHUBEPCUTET, YepHuUros, YKpaunHa;

HapogHbin genyTtat YkpauwHbl

TypucTtbl n3 KaHagbl Kak NPUOPUTETHbIE NOTPEOUTENIN YKPAUHCKOro TyprnpoayKTa

AHHOTauus

B cTtatbe npoBeneH aHanu3 Bble3QHOMO TYPUCTCKOMO pbiHka KaHagbl Kak NpUOPUTETHONM LieIeBO ayguTtopumn notTpedutenen
YKPanHCKOro TypuUCTU4eCKOro npopgykrta. HassaHbl hakTopbl rmnep6osblioro obbema Bble3AHOrO TYPUCTUHECKOrO PbiHKA
KaHagbl. [NpoaHann3npoBaHO COCTOSIHME W TeMMbl POCTa CYLUECTBYHOLLMX TYPUCTUHECKMX MOTOKOB «KaHaga-YkpauHa».
MprBeaeHbl KOHKYPEHTHbIE MPENMYLLECTBA KAHaLCKOro TYPUCTUYECKOrO PbiHKa MO CPaBHEHUIO C YKPaMHCKUM: 6€30MacHOCTb,
3awmTa NpuMpoAHbIX PECYPCOB U 3KOMOTMM, WHCTUTYLUMOHANIbHAas CMOCOBGHOCTb pasBuUBaTb TYPUCTUYECKYIO WHOYCTPUIO.
OnpegeneHbl 1 0xapakTepr3oBaHbl 61aronpusTHele akTopbl AN YBENYEHUS] BbE3OHOMO TYPUCTUYECKOrO NOTOKa B YKpanHy
13 KaHagbl: MHOrOYMCIIEHHAst YKpanHCKas Anmacnopa; NnofoXXnTeNbHOe OTHOLLEHME K YKpauHe cpeau KaHapues; 6e3BM30BbIN
Bbe3q ANs rpaxkaaH KaHapgpl B YKpauHy; akTuBM3aumst AUNaomMaTuyeckux 1 TOProBbiX OTHOLLUEHWI; OTKPbITUE NPSIMOro penca
«TopoHTO-Kunes». lNMpoaHannanpoBaHbl OCOBGEHHOCTN MOTEHUManbHOro Typucta n3 KaHagbl — npegctaBuUTens yKpauHCKou
anacnopbl. Nogpo6HO pacCMOTPEHbI OCHOBHBIE KaHaslbl MOMyAprU3aLmmn yKpanHCKOro TypucTUHECKOro NpoayKTa: opraHu3auum
yKpanHckom obLwmHbl KaHagbl, yKpavHckne meama B KaHaze; rmasHble TypucTnieckune BoicTaBky KaHagbl; ham-Tpunbl 1 npecc-
TYpbl AN KaHagcKux TyporepaTopoB 1 kaHapckux CMU; nposepneHne «[Hen YkpauHbl B KaHage» B OCHOBHbIX MecTax, rge
npoxxunsaeT 6Gonblue BCeEro npeactaBuTenell yKpanHckon pauacnopbl. CchopmMynnpoBaHbl pekomeHpauum pfsi cy6bekToB
TYPUCTUYECKOW OEeATENIbHOCTN, KOTOpble MAaHWPYT paboTaTb C KaHaACKMM MOoTpebuTeNnemM YKpamHCKOro TYPUCTUHECKOro
npoaykra.

KnioueBble cnoBa: KaHagCKuii TYPUCTUHECKUI PbIHOK; MEXAYyHapOAHbI TYpU3M; TypUCTMYECKas MHOYCTPUS; YKpanHcKas

avacniopa.

1. Introduction

As a result of the revolutionary events and the military
conflict in Donbas in 2014, the number of inbound tourists
and international trips to Ukraine has dropped almost by
half - from 24.7 million in 2013 to 12.7 million in 2014 (World
Economic Forum, 2017). Thus, Ukraine has faced a chal-
lenge related to the need for reorienting and diversifying of
inbound tourism flows, where previously the main share was
Russian, and the need to enter new tourism markets.

At the same time, seeing the accession of Ukraine on the
implementation of democratic values and geopolitical reorien-
tation towards the countries of the Euro-Atlantic camp, new
markets, including tourism, are opening. One of the top prio-
rities, but not yet operational, is the outbound Canadian tou-
rism market. The Ukrainian Diaspora, long-standing strong in-
ternational ties between countries, visa-free entry for Cana-
dian citizens and the ratification of the Canada-Ukraine Free
Trade Agreement, intense diplomatic relations and the launch
of direct flights create the basis for the growth of tourist flows
from Canada to Ukraine.

However, the problem is that Ukraine has not yet taken
systematic and strategic steps to increase tourist flows from
Canada. Anxiety is caused by the lack of official recognition
of the Canadian outbound tourism market as a major priori-
ty in the Strategy for the Development of Tourism and Resorts
in Ukraine until 2026 (Cabinet of Ministers of Ukraine, 2017).
In particular, there is a lack of in-depth research on the market
for outbound Canadian tourists in the context of developing a
targeted national tourism flow.

Therefore, in order to increase tourist flows, as well as the
revenues to the Ukrainian economy from the tourism indus-
try in the context of creating and promoting targeted Ukrai-
nian tourism products for a Canadian tourist, it is necessary to
conduct professional and thorough research of the Canadian
outbound tourism market.

2. Brief Literature Review

Today’s leading economic organisations in the world
are engaged in research of the Canadian tourism market.
International reputable organisations, such as the World
Economic Forum (World Economic Forum, 2017), the Uni-
ted Nations World Tourism Organization (UNWTO, 2019)
and the World Travel & Tourism Council, (The World Tra-
vel & Tourism Council (WTTC), 2019) publish reports on the
state of the global tourism industry development annually,
where the analysis of Canadian tourism flows is a compul-
sory and important section. In addition, the research of the
Canadian Research Institute of Tourism (CTRI), which pro-
vides reliable economic forecasts and models for the Ca-
nadian Travel and Tourism Industry, is valuable and useful
(CTRI, 2019).
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Considering the statement that tourism has been the fas-
test growing industry in the last decades, the relatively new
field of tourism history research is expanding rapidly. There
is still no general history of tourism in Canada. Yet, a funda-
mental study of the history of the formation of the Canadian
tourist product belongs to Ben Bradley, a postdoctoral fellow
at the University of Alberta (Canada), and Jack Little, a pro-
fessor emeritus at Simon Fraser University (Canada) (Little &
Bradley, 2016).

Among contemporary researchers, we can identify those
who have focused on certain types of tourism. For exam-
ple, Leigh Turner has studied the peculiarities of the deve-
lopment of Canadian medical tourism. Research conduc-
ted between 2006 and 2011 resulted in the identification of
thirty-five Canadian businesses marketing various kinds of
medical travel (Turner, 2012).

As for the Canadian national parks as an important com-
ponent of a tourism product, it is worth mentioning Adam
Shoalts (2011) with his «How our national parks evolved» and
«A short history of Canada’s national parks».

After 2008, rebranding exercise known as Brand Canada,
Simon Hudson and Brent Ritchie conducted a research focu-
sing on tourist experience and marketing messages to the po-
tential travellers (Hudson & Ritchie, 2009).

The contribution of the Canadian government and tou-
rism organisations to providing high-quality analytical data
on the development of the national and local tourism indus-
try should be noted (Porges, 2014). They also study the eco-
nomic challenges and opportunities for Canadian tourism
(Canadian Tourism Commission, 2012) (Tourism Industry
Association of Canada, HLT Advisory, 2012), as well as the
future of travel and tourism in Canada (National Travel and
Tourism Coalition, 2010). The Research Services of Tourism
British Columbia have studied the travel activities and mo-
tivations of Canadian residents (Research Services Tourism
British Columbia, 2007).

However, today there are not enough researches concer-
ning the peculiarities of mutual tourist flows with such coun-
tries as Ukraine. Considering the Ukrainian Diaspora being
one of the largest in Canada, the theoretical and methodo-
logical problems of tourism development with Ukraine should
be worked out.

A relatively small number of Ukrainian scientists and re-
searchers have been engaged in the problems of the Cana-
dian tourism industry. Certain amount of work has been de-
voted to the pedagogical aspects of training for the tourism
industry of Canada. For example, N. Zhornyak (2012) and
I. Sandovenko (2013) explored the features of Canadian tou-
rism education. A. Parfinenko (2015) has studied the develop-
ment and formation of the Canadian tourism industry.
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According to the Travel & Tourism
Competitiveness Index 2017 Ranking, 30000
Canada positioned the ninth place in
the ranking of tourism competitiveness 20000
by the World Economic Forum (WEF). 10000
For comparison, Ukraine took the 88"
place (World Economic Forum, 2017). 0
One of the competitive positions of the 2012 2013 2014 2015 2016 2017

Canadian tourism industry in compari-
son with other countries in general and
Ukraine, in particular, is the safety and
security of tourists, unique preserved
natural reserves and developed tourism
infrastructure.

Fig. 1: The number of Canadian citizens’ departures abroad in 2012-2017,

thousand people
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Canada should be considered first .
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and foremost tourist hypermarket, a
country-provider of outbound tourists,
due to the following factors: a large
36-million population of Canada, high
incomes (according to the IMF, the
country ranked 215t in the world in terms of GDP per capita
(IMF, 2019), a severe cold climate that makes travelling to
warmer countries and unlimited opportunities for travelling
for Canadians (the Canadian passport allows visa-free entry
to 185 countries out of a possible 218 possible (Internatio-
nal Air Transport Association, 2019).

Almost 55 million departures of Canadian citizens were
registered in 2017, and the total travel expenditures amoun-
ted to USD 31.8 million (UNWTO, 2019). Although the num-
ber of Canadian tourists’ trips abroad decreased by almost
20% compared to 2013 (10.8 million trips) due to the de-
velopment of domestic tourism and the increase in domes-
tic travel, as well as the reduction of incomes, the Canadian
outbound tourist flow still remains quite attractive for many
countries of the world (Figure 1).

Regarding the number of Canadian citizens entering
Ukraine, the tourism flow remains consistently low and
does not match the potential, given the number of Cana-
dian Ukrainian Diaspora representatives and the positive at-
titude towards Ukraine in general. That is, the Canadian tou-
rist flow to Ukraine in 2017 was only 0.06% of the total out-
bound tourist flow (Figure 2). The untapped tourism potential
of Ukraine clearly shows the arrivals of Canadian tourists to
Poland, which is almost four times the number of arrivals to
Ukraine, reaching 116 thousand and 30.8 thousand arrivals
respectively (UNWTO, 2019).

Positive factors for increasing the inflow of tourist flow to
Ukraine from Canada:

1) large Ukrainian Diaspora;

2) positive attitude towards Ukraine among Canadians;

3) visa-free entry for citizens of Canada to Ukraine;

4) intensification of the diplomatic and trade relations (ratifica-
tion of the Canada-Ukraine Free Trade Agreement (Govern-
ment of Canada, 2016);

Fig. 2: The number of entries of Canadian citizens to Ukraine in 2012-2017
Source: Compiled by the author based on data by State Statistics Service of Ukraine (2017)

5) new direct flight «Kyiv-Toronto» (carried out by the Ukrainian
International Airlines (UIA) starting June 6, 2018) (UIA, 2017).
According to the Canadian Statistics Agency as of October
2017, approximately 1.4 million Canadians identify themselves
with Ukrainians (Ukrainian Canadian Congress, 2018). That is,
the number of ethnic Ukrainians is 3.68% of the total population
of the country, the tenth largest national minority in Canada. By
its size, the Ukrainian community of Canada is the second lar-
gest in the world (after the Ukrainian community in Russia).

The largest Diaspora population lives in the provinces of
Ontario (376,000 people or 3% of the province’s total popula-
tion) and Alberta (369,000 people, 10.1%), Manitoba (180,000
people, 14.7%), and Saskatchewan (143,000 people, 13.5%),
and respectively in the cities of Toronto, Ottawa and Edmon-
ton (Figure 3). As of December 2017, 50 people received cer-
tificates of a foreign Ukrainian in Canada (Embassy of Ukraine
to Canada, 2019).

However, only 10% of Canadian Ukrainians are Ukrainian,
and according to studies by the Ukrainian Hospitality Industry
Association, more than 40% of the Ukrainian Diaspora have
never been to Ukraine (an Internet poll was conducted in Feb-
ruary-April 2018 based on a sample of 600 respondents, with
a marginal error of the sample being 4%). Consequently, the
potential volume of the Canadian tourism market, a subject to
the development of tourism products for the Ukrainian Dias-
pora, may amount to about half a million additional tourists.
In addition, due to the research, it was possible to identify
the features of a tourist product for the representatives of the
Ukrainian Diaspora in Canada.

Features of a potential traveller from Canada who is a
representative of the Ukrainian Diaspora

A possible trip to Ukraine should be based on national pa-
triotic themes. Most representatives of the Canadian Dias-
pora associate with Ukraine the aspiration for national identity,
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Fig. 3: The number of Canadians who identify themselves as Ukrainians, by provinces
Source: Compiled by the author based on data by the Ukrainian Canadian Congress (2018)

sovereignty and independence. Therefore, the topics of the tours
should cover the significant historical places associated with the
struggle of Ukrainians for statehood (Kyivan Rus, places asso-
ciated with Khmelnitsky Uprising, Shevchenko places, Kruty,
Kholodny Yar, shelters of the Organization of Ukrainian Nationa-
lists (OUN) and the Ukrainian Insurgent Army, etc.). The Ukrai-
nian language and English language skills of the tourist guides
are important, while the use of the Russian language is not wel-
come because of the ideological ambiguity of perception.

The geography of travel to Ukraine should necessarily
include Kyiv as the capital of Ukraine and Western Ukraine.
Taking into account the fact that most representatives of the
Ukrainian Diaspora are from Western Ukraine (Lviv region,
Ivano-Frankivsk region, Bukovina and Ternopil region), it is ex-
pedient to include visits to these regions, using the Ukrainian
International Airlines (UIA) loyalty program combining flights
from Toronto to Kyiv - Lviv/Chernivtsi/lvano-Frankivsk.

The tourism product should be constructed based on a
sentimental type of tourism, covering the excursion program
associated with the national liberation movement. The best
thing is a tourist product for Canadian tourists - «Open the land
of your ancestors».

The resort and recreational types of tourism should not be
the basis of Ukrainian tourist products for the Canadians be-
cause of their non-competitiveness in comparison with Cana-
dian tourist products.

A trip to Ukraine will be more in demand if tourism pro-
ducts combine Ukrainian and European tourist products
(«Ukraine +»). This may be a joint tourism product with neigh-
bouring countries: Ukraine + Poland, Ukraine + Hungary,
Ukraine + Romania, Ukraine + Slovakia. When forming a com-
bined tourism product, it is necessary to take into account the
availability of convenient logistics (direct flights ideally) and
Canadian tourist traffic to the chosen European country/city.

Tourist products and their promotion should include re-
ferences to the most famous Ukrainians. The most famous
Ukrainians include Taras Shevchenko, Lesia Ukrainka, lvan
Franko, Volodymyr the Great, Princess Olha, Bohdan Khmel-
nitsky, lvan Mazepa, Hryhorii Skovoroda, Mykola Gogol, Olena
Teliga, Gnat Hotkevych, Stepan Bandera. The first three of the
most prominent Ukrainians for the Diaspora are represented by
the then President of Ukraine Petro Poroshenko, singer Ruslana
Lyzhychko and boxers Volodymyr and Vitalii Klitschko. Among
others, there are Andrii Shevchenko, Yulia Tymoshenko, Sviato-
slav Vakarchuk, Onuka, Milla Kunis and Milla Jovovich.
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Tourism products should encompass potentially attrac-
tive historical, architectural and museum attractions. The
research has revealed that the Independence Square, the
Khortytsia Island and the castles of the Lviv region are
considered to be the most interesting places to visit by the
representatives of the Ukrainian Diaspora. Among other in-
teresting destinations are St. Vladimir Cathedral, St. Sophia
Cathedral, the Golden Gate, Kyiv Pechersk Lavra, the Holo-
domor Museum, the Museum of Folk Architecture and Life
in Pirohovo, Kyivan Rus Park, the National Taras Shevchen-
ko Academic Theater of Opera and Ballet of Ukraine, the
Lviv National Solomiia Krushelnytska Academic Theatre of
Opera and Ballet, the Museum of Corruption (Mezhyhiria),
the village of Petrykivka, the National Dendrology Park
«Sofiyivka» and others.

The tourism product should rely on positive emotions, and
the amount of negative feedback from tragic pages of Ukrai-
nian history (national liberation movement, Bolshevik repres-
sions, Holodomor, The World War Il) should be eliminated by
positive travel moments so that the main impression and the
emotional background after the trip remain positive.

The popularisation of the tourism product should be car-
ried out by:
¢ the organisation of the Ukrainian community of Canada;
¢ the Ukrainian media in Canada;
¢ the main tourist exhibitions in Canada;

e fan trips and press tours for Canadian tour operators and
Canadian media;

e the Days of Ukraine in Canada in the main places where the
largest number of representatives of the Ukrainian Diaspora
(Toronto, Edmonton, Ottawa, Montreal, etc.) live.

Let us review the main channels through which the Ukrai-
nian tourism product can be popularised.

Ukrainian Canadian Community Organisations

Ukrainian Canadians have created and hold over 1,000
ethnic organisations, including public and religious associa-
tions, dance ensembles, Ukrainian choirs, amateur theaters,
financial institutions, sports clubs, etc.

Most Ukrainian political, social, cultural and religious or-
ganisations of the first three waves of migration are united
into a national coordination council, known as the Congress
of Ukrainian Canadians (CUC) headquartered in Winnipeg
(Manitoba Province). Currently, the CUC President is Paul
Grod, who was re-elected in September 2016 during the
third annual meeting of the Congress.



Due to the size and influence of the Ukrainian Diaspora,
Canada and the City of Toronto in particular take a seat of the
headquarters of the World Congress of Ukrainians (WCU),
which aims to coordinate the activities of the Ukrainian
Diaspora around the world.

Toronto is also the venue for the headquarters of the World
Federation of Ukrainian Women’s Organizations (WFUWO), which
brings together 23 non-profit organisations from 12 countries.
WFUWO supports cultural, educational, humanitarian and so-
cial programs. The Federation has a consultative status with the
UN Economic and Social Council and UNICEF.

All of the abovementioned organisations need to be in-
volved in order to create a specific tourism product for the
target audience, promote Ukrainian tourism products, collect
travel groups to Ukraine, organise Days of Ukraine in Canada,
and resolve urgent issues that arise during the preparation of
travel, lobby the opening of new direct flights from Canada to
Ukraine and so on.

Media resources

The Ukrainian Canadian community also has a number of
print media, as well as television and radio programs. Most
newspapers in the Ukrainian community are issued in two
languages: English and Ukrainian. National Canadian bilin-
gual newspapers include New Way (Toronto) and The Voice of
Ukraine (Toronto). The National Canadian TV channel OMNI-TV
produces two weekly half-hour Ukrainian-language programs
called «Contact» and «Worldview». On the Rogers-22 chan-
nel, which is distributed through a cable network, a half-hour
program «Ukrainian Profile» is issued every two weeks. There
are also Ukrainian radio programs on the territory of Cana-
da, the vast majority of which are in Toronto. It is advisable to
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start a series of programs on tourism opportunities of Ukraine
on these TV channels, as well as to involve representatives of
mass media in press tours to Ukraine.

Canada hosts two largest international tourist exhibitions
each year, featuring countries from around the world who are
interested in Canadian outbound tourism:

e «Eco Traveller. World of Taste» (each year in early April,
Toronto, Ontario) (Ecotraveller, 2018);

¢ |nternational Tourism & Travel Show (every year at the end
of October, Montreal, Quebec) (International Tourism and
Travel Show, 2018).

5. Conclusions

Taking into account the opportunities of potential tourists
from Canada and effective channels of communication, it is
recommended to develop a targeting Ukrainian tourism pro-
duct and form a strategy for its promotion.

It is important to test such a tourism product with regard
to the representatives of Canadian tour operators and travel
agencies through the organisation of the so-called fan-trips
to Ukraine with further surveys and personal interviews of
the tour participants concerning the level of their satisfaction
with the tourism products and the proposals regarding the im-
provement of the relevant products.

When creating and promoting tourism products, it is ne-
cessary to consider the interests of all stakeholders including
airline staff, Ukrainian tour operators, representatives of the
Diaspora, local authorities, owners of accommodation estab-
lishments and tourist facilities, etc.

In order to popularise tourist products, it is necessary to
create bilingual promo materials (both in English and Ukrai-
nian, yet not in Russian due to the specifics of the Diaspora.
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