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Abstract. The article is devoted to determining the set of external and 
internal prerequisites for the extending influx of Arab countries' tourists to 
Ukraine in 2021 under the COVID-19 pandemic restrictions introduced in 
most countries. Quantitative characteristics of the flow of tourists are 
outlined. The main characteristics and preferences of tourists from Arab 
countries who visited Ukraine are determined. It is established that in 
conditions of restrictions caused by COVID-19, they consider Ukraine as an 
alternative vocation location to traditional places in European countries. A 
generalized profile of these tourists has been compiled. It can serve as an 
information base for improving tourist products (services) and the system of 
service rendering. An assessment of prospects for developing the 
international tourism market segment in Ukraine focused on tourists from 
Arab countries has been made. The study results can be used to make 
effective management decisions in the field of international tourism at the 
state and regional levels, as well as at the level of individual tourism service 
providers in the context of the continuation of the COVID-19 pandemic and 
its completion. Keywords: international tourism, COVID-19 pandemic, 
Ukrainian tourist market, development prospects, Arab tourists. 
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The COVID-19 pandemic has negatively affected the entire world economy, especially the 
tourism industry. Over a hundred countries have imposed various travel restrictions. As a 
result, revenues from the tourism industry have decreased significantly. According to [1], the 
average share of tourism in the economy of foreign countries is about 10%, and it suffered 
significant losses. At the same time, the share of foreign tourists is up to 90% of the total 
industry in countries with a developed tourism sphere. Ukraine's tourism industry is less 
dependent on foreign tourists, accounting for about one-third of the total. However, the 
situation in Ukraine is somewhat paradoxical - the COVID-19 restrictions, introduced in most 
countries of the world, facilitated the influx of foreign tourists to Ukraine in 2021, primarily 
from Arab countries. According to the preliminary analysis results, tourists from Arab 
countries, who previously gave preferences to other European countries, began visiting 
Ukraine. These are tourists from Saudi Arabia, the United Arab Emirates, Kuwait, and other 
countries. According to tour operators' information, the majority of tourists are wealthy 
people making family vacation trips. This will significantly increase the income of the 
tourism industry. According to the "Join UP!" travel agency [2, 3], the tourism industry of 
Ukraine will make an additional UAH 1 billion from tourists from Saudi Arabia and Kuwait 
in 2021. Consequently, it is necessary to assess the prospects of consolidating the consumer 
preferences of existing groups of Arab tourists and encouraging their influx to Ukraine. This 
will purposefully form a system of activity to stimulate the development of the international 
tourism market in Ukraine both during the COVID-19 pandemic and after its overcoming. 

2 International tourism in a COVID-19 pandemic: literature review 
The impact of the COVID-19 pandemic on tourism has been studied in Abbas et al. [4]. Its 
authors note significant losses from the pandemic and state the need to restore tourism and 
traveling activity. In this context, an analysis of methods to restore the tourism industry has 
been produced. Recommendations on the development and implementation of activities to 
restore the tourism sector are offered to tourist organizations, public authorities, scientists, 
etc. 

Uğur, Akbıyık [5] investigated the reaction of travelers to the COVID-19 pandemic using 
text mining methods in online travel forums. The results of in-depth analysis of the texts 
revealed the impact of travel insurance on decision-making by travelers. The authors consider 
travel insurance as a method of reviving the tourism industry during a pandemic. It shows 
the negative impact of the pandemic on tourists themselves and the tourism industry as a 
whole. 

In Saha et al. [6], the impact of the COVID-19 pandemic on the tourism sector of regions 
and countries was studied. On this basis, a countries ranking was built, which considers the 
impact of tourism on their economies. The impact of the COVID-19 pandemic on tourism 
and the world economy has been assessed. 

Aronica et al. [7] performed a forecast of the future scenario of the tourism industry based 
on retrospective data. It provides a steady reduction in foreign tourists, with the most 
significant reductions expected in developing countries. The main macro-factors that will 
affect the consequences of the COVID-19 pandemic in different countries are outlined. 

Neumayer et al. [8] analyzed a sample of bilateral travel restrictions between 27 European 
countries for six months during the second wave of the pandemic. Based on the received data, 
three forecasts made according to epidemiological, economic, and political logic are checked. 
The results of the analysis show that economic and political logic strongly influences travel 
restriction. This confirms the need for European countries to pursue a coherent policy of 
restrictions. 

Gegung [9] analyzes the possibility of using virtual travel to traditional tourist locations 
during the COVID-19 pandemic and after it to maintain sustainable attendance. It also 
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restriction. This confirms the need for European countries to pursue a coherent policy of 
restrictions. 

Gegung [9] analyzes the possibility of using virtual travel to traditional tourist locations 
during the COVID-19 pandemic and after it to maintain sustainable attendance. It also 

contributes to the ecological, cultural, and economically sustainable development of tourist 
locations and reduces the risk of disease. 

Cretu et al. [10] investigated the tourists' attitude to traveling during the COVID-19 
pandemic. The study was conducted using the online survey of the active population of 
Romania. The survey period coincided with the third wave of the pandemic. The results 
showed that fear of infection and risk significantly affected the intention to travel. These 
intentions depend on the state of morbidity and protection conditions in the places of travel. 
However, the very intentions to travel for vacation or leisure have survived. 

Kitamura et al. [11] assessed changes in the tourism industry, carbon emissions, and 
employment in Japan due to the COVID-19 pandemic. They identified and analyzed four 
scenarios of these changes, and their assessment was performed. Recommendations for 
overcoming negative economic and social changes and maintaining positive environmental 
changes in the post-pandemic period were developed. 

Tsai [12] is exploring effective strategies for developing Taiwan's tourism industry, which 
focuses on the most promising consumers of tourism services. The main focus is on analyzing 
statistics characterizing tourists from China, Japan, and Southeast Asia visits to Taiwan. 
Treatment and/or vocation tourist directions are analyzed. Recommendations for the 
formation of strategies for sustainable development of tourism have been developed. 

Binh Do et al. [13] investigated the impact of the COVID-19 pandemic on Vietnamese 
tour operators and analyzed their activity to overcome the predicament. The research is based 
on the results of a survey initiated by the National Tourism Advisory Council and in-depth 
interviews with 32 heads of Vietnamese travel companies. Studies have shown a sharp 
deterioration of the tour operators' business. At the same time, they implement short-term 
and medium-term anti-crisis activities and practically do not contemplate long-term 
strategies. The paper emphasizes implementing long-term strategies for the tourism industry 
to emerge from the crisis caused by the pandemic. 

Rahman et al. [14] analyzed the impact of the COVID-19 pandemic on the travel risks of 
tourists and their perception by tourism business leaders. The initial data were collected 
through social networks; the sample includes 716 respondents. The obtained results are 
intended to increase the validity of tourism travel risk management caused by COVID-19. 

Hamid et al. [15] conducted a study of the impact of COVID-19 on the tourism industry 
and hotel services worldwide and in detail (including impact on economic contractors in the 
field of tourism) in Malaysia. The issue of social integration due to the pandemically 
accelerated introduction of new creative forms of tourism, which are focused on market 
niches, was studied. It was concluded that, unlike previous crises, a rapid economic and 
tourism recovery after the COVID-19 crisis is doubtful. Prokopenko, Omelyanenko [16], on 
the example of the Baltic region, studied issues of internationalization of clusters of cultural 
and creative industry, including tourism. 

Cheng, Zetina [17] investigated the effects of COVID-19 on the tourism sector in Belize. 
They showed that the pandemic caused a crisis in the tourism sector and the country's 
economy as a whole, and it takes time and significant funds to overcome it. 
Recommendations for overcoming the global crisis in the field of tourism caused by the 
COVID-19 pandemic were offered. 

Pashkus et al. [18] studied the impact of the COVID-19 pandemic on the tourist 
competitiveness of St. Petersburg (Russia). An approach to determining the competitive 
advantages of attractive areas for tourism in the post-pandemic period was proposed. 

Tomczewska ‐ Popowycz, Quirini ‐ Popławski [19] studied the impact of political 
instability in Ukraine in the last five years on tourist flows to large cities, identified short and 
long-term opportunities and threats to tourism development. They found that the impact of 
political instability on reducing tourist flows was most significant in the regions neighboring 
the aggressor country. These regions and cities were the objects of tourism for the inhabitants 
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of the aggressor country. Their flow reduced sharply. However, tourism development 
continues in distant conflict regions and cities with a developed tourist background. 

Iastremska, Kononova [20] investigated the short-term impact of the COVID-19 
pandemic in 2019-2020 on international tourism worldwide, including separate regions of 
the world in particular. The main tendencies of change of directions and quantitative 
parameters of tourist flows at different pandemic stages are revealed. Activities to restore the 
tourism industry are proposed, forecasts of recovery dates are made. The main features and 
problems of the tourist sphere of Ukraine are revealed. 

Summarizing the analysis results, we should note an in-depth study of the impact 
assessment of the COVID-19 pandemic on international tourism, forecasting scenarios for its 
future development, recommendations for overcoming the crisis, and recovery. However, the 
issues related to the analysis of the paradoxical increase in the influx of international tourists, 
mainly tourists from Arab countries to Ukraine during the COVID-19 pandemic, remained 
virtually unexplored. Their definition will allow us to assess the prospects for the restoration 
of international tourism in Ukraine and other countries in the future and purposefully manage 
these processes. 

3 Purpose, aims, and research methods 
The study aims to determine preconditions for increasing the tourists' influx from Arab 
countries to Ukraine in conditions of the COVID-19 pandemic, clarify their main preferences, 
and assess the prospects of formation and development of the international tourism market 
segment in Ukraine. 
Consequently, the following research objectives were identified: 

1) to determine preconditions for increasing the Arab tourists' influx to Ukraine during 
the COVID-19 pandemic, as well as the quantitative characteristics of the flow; 

2) to determine the main characteristics and preferences of tourists from Arab countries 
visiting Ukraine; 

3) to determine the prospects of formation and development of the international tourism 
market segment in Ukraine, which is focused on tourists from Arab countries during the 
pandemic COVID-19 and after its completion. 
Backgrounds for the increasing tourists' inflow from Arab countries to Ukraine in 2021 and 
its quantitative characteristics were determined based on the analysis of latest information 
characterizing economic, social, environmental problems of the state and tourism regions, 
including analytical data of public authorities; data from specialized analytical agencies; open 
data of travel agencies, as well as tourist infrastructure facilities; media publications, etc. 
According to the analysis results using the synthesis method, the profiles of typical 
consumers of tourist services - residents of Arab countries who visited Ukraine were also 
compiled. The SWOT-analysis method was used to assess the prospects for developing the 
international tourism market segment in Ukraine focused on tourists from Arab countries. 

4 Results of the study of the COVID-19 pandemic impact on the 
development of the international tourism market segment 
oriented to Arab tourists in Ukraine 

4.1 Backgrounds for the increasing Arab tourists' inflow to Ukraine during the 
COVID-19 pandemic 

According to travel agencies, the sharp increase in the flow of Arab tourists to Ukraine started 
with the Decree of the President of Ukraine of July 21, 2020, on establishing a visa-free 
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4.1 Backgrounds for the increasing Arab tourists' inflow to Ukraine during the 
COVID-19 pandemic 

According to travel agencies, the sharp increase in the flow of Arab tourists to Ukraine started 
with the Decree of the President of Ukraine of July 21, 2020, on establishing a visa-free 

regime for citizens of several Arab countries [21]. In January 2021, an agreement on air 
services between Ukraine and Saudi Arabia was signed. Currently, the number of flights is 
several dozen per week. The first flights took place to Kyiv. In July 2021, the Ukrainian 
"SkyUp" airline began charter flights from Saudi Arabia to Lviv and direct flights to Odesa. 
Flights to Kuwait (Jazeera Airways) were established, flights to Qatar were resumed. 

A significant role played in Saudi Arabia in May 2021 repealing the ban on departure of 
its vaccinated citizens and those who had contracted the disease. At the same time (in May 
2021), the 'Visit Ukraine' presentation (association of representatives of the tourist 
transformation of Ukraine) [22] with a group of Ukrainian tour operators took place at the 
Arabian Travel Market international exhibition in Dubai. Thus, tourists accustomed to 
travelling in Europe were presented with a new route. It was presented as an alternative to 
closed France, Switzerland, Spain, and other traditional Saudi Arabia tourists' vocation. 
Activities of state support to promote tourism in Ukraine for Arab countries' residents should 
also be mentioned. 

An example is the meeting held on July 29, 2021, between the Minister of Culture and 
Information Policy of Ukraine and heads of diplomatic missions of Qatar, Kuwait, and Saudi 
Arabia in Ukraine. Its main topic was the expansion of cooperation in the field of tourism 
and culture [23]. Well-known bloggers from Saudi Arabia, who visited Ukraine and shared 
their positive impressions, also contributed to popularizing tourism in Ukraine [2]. 

Ukraine is an accessible and attractive country primarily for family vacations of Arab 
tourists. This is facilitated by: 

- moderate and mild climate, which allows you to relax from the heat that is typical for 
this time of year in Arab countries, especially the Gulf countries; 

- picturesque nature (forests, rivers, lakes), not typical for hot climate; 
- large cities that tourists are accustomed to visiting in Western Europe, with exciting 

architecture, numerous parks, and attractions; 
- interesting excursion programs and visits to natural, historical, ethnographic objects; 
- significant potential for shopping, in particular, goods with a unique national flavour; 
- affordable prices; 
- delicious food, suitable for Muslim ethnic groups; 
- friendly attitude of the population in general and the tourist infrastructure staff in 

particular. 
These incentives, according to [24], caused an increase in the number of tourists from 

Saudi Arabia, UAE, Kuwait, Oman, Qatar, and Bahrain more than eight times in three months 
of 2021 (up to 35 thousand people) compared to 2019 (pre-crisis year). Moreover, in the first 
half of 2021, compared to the second half of 2020, the number of tourists from Saudi Arabia 
increased 40 times [25]. Tourists from Saudi Arabia, UAE, Oman are leaders of Ukraine 
among citizens of Arab countries (more than 85% of the total number of tourists). At the 
same time, one vacationer from the Persian Gulf countries, according to 'Visit Ukraine' [22, 
24], spends an average of USD 2.5 thousand a week. 

It should be noted that this is only a tiny proportion of Arab tourists who visited Europe 
in the pre-crisis period. According to the World Bank [26], in the pre-crisis years, the number 
of visits to Europe by tourists from only Saudi Arabia, respectively, was: 2015 - 21834000; 
2016 - 20887000; 2017 - 18607000; 2018 - 17570000; 2019 - 20292000. That means that the 
tourist potential of the "Arab" segment of the international tourism market in Ukraine is very 
significant. Of course, not all Arab tourists will prefer Ukraine after repealing restrictions of 
European countries where they are used to rest. However, a certain proportion of them, 
especially those who have visited Ukraine, may remain loyal and influence others. In this 
context, it is essential to identify the prominent locations in which the bulk of tourists are 
concentrated and establish the reasons for this. This should be further taken into account 
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when planning and stimulating the development of the segment of the international tourism 
market in Ukraine, focused on Arab tourists. 

Geographically, most Arab tourists are concentrated in Kyiv, Lviv, and the Carpathians 
(Bukovel), Odesa. The analysis shows that these locations include almost all the tourists as 
mentioned above' interests; in addition, there is a large mass of five-star hotels in great 
demand. From these positions, other regions of Ukraine tendering similar services and 
conditions are advised to consider in the future. These are Kharkiv and Kharkiv region, 
Dnipro and Dnipropetrovsk region, Zaporizhia and Zaporizhia region. etc., which have 4–5-
star hotels and facilities that may be attractive to Arab tourists. 

4.2 Main characteristics and interests of Arab countries tourists who visited 
Ukraine in 2021 

The generalization of the results of the analysis of information sources, mainly [2, 22, 3, 27, 
28, 29, 30, 31, 32], etc., made it possible to consolidate the profile of Arab tourists who 
visited Ukraine in 2021. The leading indicators that are highlighted and taken into account in 
determining the profile, as well as their characteristics, are given in Table 1. 

Table 1. Generalized profile of Arab tourists in Ukraine 

Indicator  Characteristics 

Type of tourism  Primarily family vocation: married couples; families involving children 
and often grandparents. Groups of friends meet 

Income level  Average and above average 
Duration of vocation  Mostly 7-14 days 

Specific features of 
tourists  

Religious people, whose behavior is determined by the requirements of 
the Muslim religion. In general, not conflicting 

Experience in the 
level of tourist 
service  

The vast majority have previously visited European countries and are well 
versed in the quality of tourist and related services 

Accommodation 
requirements  Mostly five- and four-star hotels 

Language of 
communication  Most speak English, but Arabic is also required. 

Requirements for the 
service level 

High: for the residence, food, transport, service level, taking into account 
the norms of their religion, etc. 

Specific 
requirements for 
tourists  

Large hotel rooms with several bedrooms; availability of certain types of 
equipment in bathrooms; large cars for family travel, etc. 

Main interests  

Entertainment (parks, attractions); natural landscapes, natural phenomena 
(including rain); shopping (interested in products of local flavour); 
excursions (monuments of nature, history, architecture, ethnography, 
etc.); gastronomic preferences (including local cuisine); travel to the 
regions of Ukraine, etc. 

 
As it follows from Table 1, Arab tourists who used to spend summer vacations in western 

Europe went to Ukraine in 2021. They are well versed in peculiarities of recreation in Europe, 
at the level of service and prices. Naturally, they require a similar service in Ukraine. Or a 
fair price/quality ratio for travel and related services. In general, they perceive the prices of 
tourist services in Ukraine as low. A detailed analysis of the interests of Arab tourists shows 
that most of them are attracted by nature, shopping with local flavour, gastronomy. Among 
the shortcomings, they note a relatively low level of service, lack of inscriptions in Arabic 
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As it follows from Table 1, Arab tourists who used to spend summer vacations in western 

Europe went to Ukraine in 2021. They are well versed in peculiarities of recreation in Europe, 
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and lack of Arabic-speaking staff, problems with food for Muslims (halal), bad roads etc. 
However, positive impressions from Ukraine prevail. They need to be consolidated so that 
this year's boom, caused by several favourable factors, is the beginning of long-term trends 
in the Ukrainian market of international tourist services. 

The information listed in Table 1 can be used to develop a set of activities to improve 
tourism services and their rendering systems, which are focused on Arab countries' 
consumers. It can also be used in assessing the prospects for attraction of Arab tourists to 
other regions of Ukraine, mentioned in the previous section (Zaporizhia, Dnipropetrovsk, 
Kharkiv regions, etc.). In this case, the Table 1 characteristics of the generalized Arab tourists' 
profile should be compared to characteristics of the components of the tourist potential of 
promising regions (mentioned above and others), in particular [33]: recreational, resort, 
historical, ethnographic, climatic, religious, ethnic, etc. 

4.3 Prospects for the development of the international tourism market segment 
focused on Arab tourists in Ukraine  

Prospects were evaluated by the SWOT-analysis method. Table 2 outlines Ukraine's tourism 
potential's strengths and weaknesses identified according to the consumer demand of Arab 
tourists (see Table 1). It should be noted that their definition was made for regions visited in 
2021 by the majority of Arab tourists. 
Table 2. Strengths and weaknesses of the tourist potential of the regions of Ukraine in the context of 

interests of Arab countries tourists 

Strengths Weaknesses  
Picturesque nature, attractive for tourists  Insufficient promotion of tourist services in 

cities and regions with high conditions for 
Arab tourists: Dnipro, Zaporizhia, Kharkiv, 
etc. 

Mild climate (coolness and humidity), natural 
phenomena that are not typical for Arab countries 
Cities with numerous architectural and historic 
sites, parks 

Four- and five-star hotels with friendly and 
communicable staff 

The low number of four- and five-star hotels, as 
well as suites in existing hotels, taking into 
account peculiarities of Arab tourists (see Table 
1) 

Visa-free entry to Ukraine The low number of suitable autos for Arab 
tourists travelling with large families 

Direct aircraft connections with Arab countries, as 
well as between central tourist regions of Ukraine Poor roads condition  

Low prices Attempts at price discrimination (overpricing) 

The friendly attitude of the population of Ukraine Insufficient English and Arabic speaking staff 
at hotels, restaurants, tourist facilities. 

Extensive opportunities for shopping (world 
brands, as well as goods with a national flavour) 

Lack of Arabic inscriptions in hotels, 
restaurants, tourist sites. 

Delicious food, including Ukrainian national 
cuisine, taking into account the peculiarities of 
Muslim tourists' demand 

Few food establishments with a halal 
certificate 

Many natural, historical, architectural, ethnographic, 
etc. objects (excursion or independent visit) Few Arabic speaking guides 
Numerous objects for entertainment 

As follows from Table 2, Ukraine has significant potential for developing the 
international tourism market segment focused on Arab tourists. Reducing weaknesses is 
mostly the incompetence of tourism service providers and business entities involved in this 
process (economic contractors of tourism service providers). However, the correction of 
some significant shortcomings is a responsibility of state and regional authorities, in 
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particular: roads and highways, regulation of the hotel certification system, the food 
certification system, and so on. 

However, the prospects for international tourism development in Ukraine are primarily 
determined by external factors. At present, they are favourable, but both short-term and long-
term perspectives should be analyzed. Table 3 presents the results of the analysis of external 
opportunities and threats in the context of developing the international tourism segment in 
Ukraine focused on Arab countries tourists. 

As it follows from Table 3, favourable opportunities are primarily caused by the current 
state of constituent subsystems of the external macro-environment. The threats are related 
mainly to possible adverse changes, studied from the standpoint of the analyzed segment of 
the international tourism market in Ukraine. 

Table 3. Opportunities and threats for the development of international tourism in Ukraine focused on 
Arab countries tourists. 

Opportunities Threats 
Visa entry to European countries Repealing or reduction of COVID restrictions 

in Europe  European COVID-restriction for foreigners. 
Repealing the ban on departure of its vaccinated 
citizens and those who had contracted the 
disease in Saudi Arabia 

Intensifying COVID-restrictions in Ukraine is 
possible 

Positive impressions of Arab tourists who 
visited Ukraine in 2021 combined with the 
habit of vacationing in Europe 

The threat of political and/or economic crisis in 
Ukraine 

Thus, the combination of external and internal factors indicates significant prospects for 
forming and developing the international tourism market segment in Ukraine focused on 
Arab countries tourists. 

5 Discussion 
Determining the external and internal backgrounds for the 2021 growth of Arab tourists' 
influx to Ukraine allowed us to outline the range of competitive advantages that are 
significant for this group of consumers of tourism services in a COVID-19 pandemic. It is 
shown that competitive advantages are formed on: Ukraine's government and tour operators' 
successful use of the situation in the field of international tourist services, concerning Arab 
tourists, which allowed Ukraine to position itself as an alternative to closed European 
countries; strong tourist potential in several regions of Ukraine, suitable for Arab tourists and 
conditions like in European countries - internal prerequisites. These preconditions marked 
the beginning of the formation and development of a promising segment of the international 
tourism market in Ukraine, focused on Arab tourists. This is evidenced by the quantitative 
characteristics of the flows of these groups of tourists. The possibility of extending or forming 
a segment of the international tourism market to other regions of Ukraine is shown. Thus, the 
possibility of formation and development of new segments of the international tourist 
services market in the conditions of the COVID-19 pandemic is substantiated, which is 
connected with the change of directions of tourist flows. 

The characteristics of the generalized profile of Arab tourists who visited Ukraine in 2021 
form the information background for developing an activity system aimed at improving 
tourism and related services and the system of their rendering. They can also be used to assess 
the prospects of attracting Arab tourists to other regions of Ukraine. Thus, the profile data of 
tourists from Arab countries provide relevant information for effective management 
decisions in the tourism sector both at the level of tourism service providers and regional and 
state authorities. A particular disadvantage is that the primary sources of secondary 
information that summarize the data of individual providers of tourism and related services 
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particular: roads and highways, regulation of the hotel certification system, the food 
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determined by external factors. At present, they are favourable, but both short-term and long-
term perspectives should be analyzed. Table 3 presents the results of the analysis of external 
opportunities and threats in the context of developing the international tourism segment in 
Ukraine focused on Arab countries tourists. 

As it follows from Table 3, favourable opportunities are primarily caused by the current 
state of constituent subsystems of the external macro-environment. The threats are related 
mainly to possible adverse changes, studied from the standpoint of the analyzed segment of 
the international tourism market in Ukraine. 

Table 3. Opportunities and threats for the development of international tourism in Ukraine focused on 
Arab countries tourists. 

Opportunities Threats 
Visa entry to European countries Repealing or reduction of COVID restrictions 

in Europe  European COVID-restriction for foreigners. 
Repealing the ban on departure of its vaccinated 
citizens and those who had contracted the 
disease in Saudi Arabia 

Intensifying COVID-restrictions in Ukraine is 
possible 

Positive impressions of Arab tourists who 
visited Ukraine in 2021 combined with the 
habit of vacationing in Europe 

The threat of political and/or economic crisis in 
Ukraine 

Thus, the combination of external and internal factors indicates significant prospects for 
forming and developing the international tourism market segment in Ukraine focused on 
Arab countries tourists. 

5 Discussion 
Determining the external and internal backgrounds for the 2021 growth of Arab tourists' 
influx to Ukraine allowed us to outline the range of competitive advantages that are 
significant for this group of consumers of tourism services in a COVID-19 pandemic. It is 
shown that competitive advantages are formed on: Ukraine's government and tour operators' 
successful use of the situation in the field of international tourist services, concerning Arab 
tourists, which allowed Ukraine to position itself as an alternative to closed European 
countries; strong tourist potential in several regions of Ukraine, suitable for Arab tourists and 
conditions like in European countries - internal prerequisites. These preconditions marked 
the beginning of the formation and development of a promising segment of the international 
tourism market in Ukraine, focused on Arab tourists. This is evidenced by the quantitative 
characteristics of the flows of these groups of tourists. The possibility of extending or forming 
a segment of the international tourism market to other regions of Ukraine is shown. Thus, the 
possibility of formation and development of new segments of the international tourist 
services market in the conditions of the COVID-19 pandemic is substantiated, which is 
connected with the change of directions of tourist flows. 

The characteristics of the generalized profile of Arab tourists who visited Ukraine in 2021 
form the information background for developing an activity system aimed at improving 
tourism and related services and the system of their rendering. They can also be used to assess 
the prospects of attracting Arab tourists to other regions of Ukraine. Thus, the profile data of 
tourists from Arab countries provide relevant information for effective management 
decisions in the tourism sector both at the level of tourism service providers and regional and 
state authorities. A particular disadvantage is that the primary sources of secondary 
information that summarize the data of individual providers of tourism and related services 

were used in compiling the profile. However, a specified profile gives a complete picture of 
tourists' preferences, allows to predict their behaviour in consumption and communication, 
which provides an opportunity to prepare tourist products, provide appropriate conditions for 
tourism services, train staff interacting directly with tourists, purposefully form customer 
loyalty. This will ensure Arab tourists' positive impression from a vocation in Ukraine, 
increase chances of their re-visits, and share positive impressions among potential consumers 
of tourist services. 

The assessment of the possibilities of formation and development of the international 
tourism market segment in Ukraine focused on Arab tourists, performed by the SWOT-
analysis method, testifies significant prospects. The COVID-19 pandemic provided a chance 
that was used successfully. According to the SWOT analysis results, Ukraine has a strong 
tourist potential and favourable external conditions (opportunities) for its implementation. In 
order to maintain the existing positive trends in the development of the international tourist 
market segment focused on Arab tourists in Ukraine, it is necessary to reduce and amend 
shortcomings identified by the analysis, which negatively affect the domestic opportunities 
of the country's tourism sector. However, it is necessary to anticipate the possible 
consequences of implementing identified external threats and develop activities to avoid or 
minimize them. 

6 Conclusions and prospects for further research 
The set of external and internal preconditions is determined and their impact on the 2021 
growth of the Arab tourist's flow to Ukraine in conditions of COVID-19 pandemic 
restrictions introduced in most countries. Quantitative characteristics of this growth are 
outlined, indicating the beginning of the formation and development of the international 
tourism market segment in Ukraine, focused on Arab tourists. They also testify to the 
significant economic prospects of Ukraine's tourism industry. The main characteristics and 
preferences of tourists from Arab countries who visited Ukraine are determined. A 
generalized profile of Arab tourists is compiled. It shows that tourists who used to spend 
vacations in other European countries treat Ukraine as an alternative to traditional summer 
trips. An assessment of the prospects for formation and development of the international 
tourism market segment in Ukraine, focused on Arab tourists, in the context of the COVID-
19 pandemic and after its completion was performed. 

The obtained results can be used for management decisions at the state and regional levels 
of tourism development management and the level of individual tourism service providers. 

Further research should be aimed at accumulating and analyzing information for 2022 
and subsequent years, which characterize trends of formation and development of the 
international tourism market, focused on Arab countries tourists. It is also necessary to 
analyze the impacts on the tourism sector caused by the COVID-19 pandemic. This will 
clarify existing trends and outline the chances for success in the formation and development 
of this segment of the international tourism market in the future, including the post-pandemic 
period. 
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