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OBJECTIVES 

 

PROPOSED STRATEGY  

The Ukraine Cultural Journey by Train 

 

 
 

Building on existing infrastructure Due to the challenges faced by Ukraine in terms of its 

competitiveness, currently ranked 85/139 in the travel and tourism competitiveness ranking 

in 2011 (WEF, 2011), and its current lack of funds for the tourism sector (Euromonitor, 

2011), it is suggested that Ukraine adopts the most cost-effective strategy by leveraging its 

existing infrastructure. 

Enhancing the cultural offer Thanks to the hosting of Euro 2012 however, recent 

investments have been made into the development of transport and tourism infrastructure, 

namely for the renovation of the country’s railway system, with the introduction of new 

trains (Foundation for effective governance, 2012). To further leverage these investments 

and to build on the marketing investments and the international exposure that will be created 

thanks to the Euro 2012, it is suggested that Ukraine develops itself as an international 

tourism destination by enhancing the country’s core strength: its rich cultural heritage. 

Recognized as being a “patchwork nation”, due to both its Eastern and Western influences 

(Mukha, 2012), the country is divided into culturally and historically distinct regions. This 

rich cultural mix allows Ukraine to position itself as a destination offering a cultural tour 

that mirrors the voyage experienced along the Silk Road, where travelers can enjoy the 

discovery of a new cultural tradition at every step of their journey. This strategy is further 

supported by the head of Ukraine’s State Tourism and Health Resort Agency, Olena 

Shapovalova, who confirms that Ukraine’s asset lies in its diversity, specifically its cultural 

heritage, ancient history, national traditions and nature (Shapovalova, 2012).  

Leverage existing 
infrastructure 

Create Ukraine 
Cultural Journey 

Train pass 

Long Term: 
Become part of 

Eurail 

Position Ukraine within 

the Silk Road with a 

distinctive brand 

Build International 

Awareness of Ukraine as a 

tourism destination to 

increase arrivals 

Develop a sustainable 

tourism destination 
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While traveling along the Silk Road, Ukraine is one of the must-see countries – the meeting 

point between East and West and the uniqueness of its rich mix of cultures won’t fail to 

deliver the true discovery experience of the Silk Road. 
 

Cultural Journey Train Pass To offer visitors the opportunity to live and discover this 

cultural diversity, a cultural journey by train is proposed. This consists of a flexible tour that 

encompasses transport to five main cities in regions that are historically and culturally 

diverse, as well as discounts on accommodation, museums and cultural activities. The 

cultural tour will pass through the cities of Kiev, Lviv, Simferopol (near the Sudak, the city 

that used to be part of the Silk Road) Odessa and Kharkiv (Please refer to appendix: 1). 

Cultural Journey Logbook game To bring this Silk Road philosophy to life and to provide a 

support to travelers’ educational experience, an interactive game is proposed. Passengers 

will be put in the shoes of ancient explorers who traveled long distances across the Silk 

Road as a journey of culture and discovery. This fits with the current Gaming trend in the 

travel industry, which encourages travelers to engage in an interactive relationship with the 

travel providers, with the aim of gaining presence on social media and building brand 

loyalty (Euromonitor, 2011). The game will be in the form of a printed information booklet, 

their “personal logbook”, detailing the cultural specificities of each region, and an online 

quiz, giving travelers the opportunity to win price 

discounts on cultural activities. 

 

 

 

 

 

 

The long-term goal of the proposed strategy is to become part of the Eurail train network. 

Once this cultural tour is established, it will incur additional investments in rail 

infrastructure and attract a wider range of segments, allowing Ukraine to be in a position to 

tender for a position in the Eurail network. This would expose the country to a strong 

existing customer base and a well-known and trusted brand affiliation.   

Targeted market  

Generation Y Based on key factors, such as Ukraine's current tourism offer, infrastructure 

and current global travel trends, Generation Y travelers (Gen Y) from Western Europe were 

Benefits of Cultural game 

 Differentiation from other organized tours 

 Enhances Silk Road experience (educational) 

 Fits target market (Game, use of social media) 

 Straightforward implementation 
Figure 1 - Example of online game - where 
players get a stamp in a virtual passport 
upon arrival in each city 
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identified as being a strategic market to target. Born between 1980 and 2000, (Muirden, 

2012) these travelers seek authentic experiences, connect with local people and usually 

travel with a purpose (Queensland Tourism Industry Council, 2006). Typical trips include 

long bus or train journeys (Petrak, 2011).  

Attractiveness of market It is a growing segment, with the number of their trips in Europe 

and average spending per trip having risen by 7% and 13% respectively in 2011, despite the 

economic downturn (Travel weekly, 2011). Compared to other visitors, Gen Y usually "stay 

longer, are more socio-environmentally conscious and usually spend at a local versus 

international level" (Petrak, 2011), thereby fostering local businesses development and job 

creation, as well as reducing leakage rates (Hampton, 2011).  

Feeder countries The largest market for the Generation Y customer segment is Western 

Europeans, as they often take a gap year to travel and discover new places (Euromonitor, 

2011). The following countries have the highest growth forecast in terms of arrivals in 

Ukraine between 2010 and 2015: UK (+44.52%), the Netherlands (+37.13%), France 

(+27.8%) or Germany (+21.85%) on top of the list (Euromonitor, 2011). 

Match with tourism offer Gen Y would be an ideal target for Ukraine as the country's rich 

cultural history, unique scenic landscapes and the fact that it is not a popular destination yet, 

thereby coming across as an "undiscovered" destination, corresponds to this segment's 

expectations. Gen Y's basic needs in terms of infrastructure and accommodation, as well as 

their quest for authenticity and local products (Petrak, 2011), also mean that investments 

required to improve the current situation in Ukraine would be minimal. A flexible travel 

pass would be an ideal offer for this segment, as Gen Y travelers prefer to keep their 

flexibility in terms of time and itinerary and also expect to have as many personalization and 

customization features as possible to meet their demanding changing needs (Sweeney 2006). 

IMPACTS 

Financial  

Estimation of arrivals The potential number of annual customers was estimated firstly 

by finding the percentage that Gen Y represents within the population of each of the feeder 

Generation Y 
arrivals in Ukraine 

10 % Capture rate 
of Generation Y 

arrivals = 
captured demand 

10% of captured 
demand = 
incremental 

visitors 

Captured demand 
+ incremental 

visitors = Total 
demand 

Total 
demand*pass 

price = revenue 
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countries and applying it to their arrivals in Ukraine. This resulted in an approximate 

number of the total arrivals for Gen Y from Western European countries of 64'545 in 2013 
(Please refer to Appendix 4).  

Capture rate for Cultural Journey A 10% capture rate was then applied to this total 

number of Gen Y arrivals to estimate the number of travelers that would take part in the 

Ukraine Cultural Journey. This rate was benchmarked on the percentage of Eurail 

backpacker arrivals over total arrivals in France (Euromonitor, 2011). This captured demand 

is 6'454 arrivals in 2013 (Please refer to Appendix 4). 

Incremental demand  

 On top of that, the cultural pass in itself is expected to attract incremental arrivals, 

representing approximately 10% of the captured demand established previously. This 

percentage was benchmarked using the increase in train arrivals in Croatia and Bulgaria, 

following the introduction of the Eurail pass. (Euromonitor, 2011) (Passport, 2011) (ligne, 

2010) (Abel-Normandin, 2007). Both 

this incremental demand and the 

captured demand make up the total 

demand for the cultural pass, which is 

expected to continuously grow until 

2017 (Euromonitor, 2011), after which it stabilizes at 2% (to remain conservative) (Please refer 

to Appendix 4). 

Financial Results Both IRR and NPV calculations were done based on a COE discount 

factor of 20% (Bazarnyi, 2011) and growth rate of 2% for terminal value. IRR is positive 

and quite high at 26%, however one should keep in mind that the project uses existing 

infrastructure and therefore has minimum installment costs. In addition, IRR tends to favor 

small-scale projects, which is the case here. NPV is positive at 436'811 € and suggests that 

the project is profitable and should be undertaken (Please refer to Appendix 4). 

  

Example: Germany arrivals estimation 

Percentage Gen Y 
(USA data census) 

Arrivals in Ukraine 
(2013) 

Gen Y arrivals 10 % Capture rate 
10% Incremental 

visitors 

18% 173'900 31'302 3'130 313 

Total Demand 2013 2014 2015 2016 2017 

Captured demand 6'454 6'648 6'847 7'053 7'264 

Incremental demand 645 684 732 790 861 

TOTAL 7'099 7'332 7'579 7'843 8'126 
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Economic 

 

The economic impacts were calculated by only considering those generated by 

incremental visitors. A leakage rate of 30% - typically used for backpackers spending 

(Hampton, 2011) - was deemed appropriate due to the similar tendency of backpackers and 

Gen Y to spend in local businesses, and was deducted from visitors average spending 

(excluding train ticket) (Stynes, 1997). Revenues from train ticket sales were then added and a 

multiplier effect of 2.5 (Lederer & Schober, 2003) was applied to find the economic impact. 
 

 

 

Social 

Although Tourism is a general vehicle for economic growth and job creations in countries all 

over the world (World Bank, 2010), this strategy was established with the country’s specific 

needs in mind, in order to have a positive impact on some of the country’s millennium goals, 

such as poverty alleviation, promoting gender equality and reducing greenhouse emissions. 

Gender inequality: Gender inequality is a problem in Ukraine, where the employment of 

women with secondary education is lower than that of men (UNDP, 2010). This gender 

inequality problem can be reduced by investing in tourism sectors (World Bank, 2010), by 

setting specific hiring quotas of 50% female workers in this project (Please refer to appendix 3). 

Job creation: The implementation of this strategy has both a direct, and an indirect impact 

in job creation through the creation of 33 jobs respectively (please refer to appendix 3).  Reducing 

unemployment will help poverty alleviation. 

Environmental  

Greenhouse emission: The train is the greenest means of transport as it releases 3 times 

to 10 times less CO2 emissions than road and air transport (Euromonitor, 2010). This is 

particularly an advantage for Ukraine’s competitiveness as it currently ranked 11th largest 

industrial CO2 emitter in the world and is under pressure to maintain its commitments in 

lowering emissions (Euromonitor, 2010). This is also important to our target market, which 

is sensitive to sustainable tourism and make their purchasing decisions accordingly 

(Euromonitor 2011). 

Average spending per 
incremental visitor * 

number of  
incremental visitors 

- 30% Leakage rate 

Incremental visitors 
spending (train + 

average 
spending/day) 

2.5 Multiplier effect 

  2012 2013 2014 2015 2016 2017 

Economic impacts - 549'442 582'409 623'178 673'032 733'605 
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FEASIBILITY 

Strategy implementation 

Short term  
STEP STAKEHOLDERS WHAT IS NEEDED CHALLENGES 

1. 

Secure funding 
Ukraine government, Banks 2013: funds for 600'976 € 

Corruption, lack of funds for 

investements in Ukraine’s 

tourism 

2. 

Create 

cultural tour 

Employees for the tour, 

Government bodies, rail 

services, partner hostels and 

cultural sites, tourism offices 

in 5 cities 

Hire 22 educated and English 

speaking employees, create 

partnerships with hostels & train 

companies, establish tourist offices in 

Odessa and Simferopol 

Potential reluctance of the 

partners to participate, 

corruption 

3. 

Develop 

marketing 

Employees, review websites 

partners, government 

Website, smartphone application, 

video, partnership with review 

websites & government 

Unwillingness of the review 

websites to participate 

4. 

Launch tour 

mid-2013 

Employees, government, 

tourists, locals, train 

companies, hostels, 

neighboring countries 

Assist the bookings and tourists 

Difficult economic and political 

situation, competition, 

substitutes 

5. 

Measurement 

of success 

Employees, government, 

hostels, train companies 
Objectives, KPI’s Corruption 

 

Long Term strategy - to become part of Eurail In order to meet Eurail's standards, 

Ukraine should adopt the proposed strategy as a first step towards having the sufficient 

national train infrastructure and rail links with neighboring countries. It will then be able to 

apply for the Eurail pass, to become part of a large European rail network, and is exposed it 

to a wide international customer base (Eurail PR coordinator, 2012). 

Marketing 

 
Focus must first be put on raising awareness about Ukraine’s “undiscovered cultural 

treasures” and on encouraging Gen Y travelers to become the pioneers of traveling there. The 

recommended communication strategy for the target market is via social media, as they are 

significant e-travel users for research and travel bookings (Euromonitor 2011). A viral media 

video launch is proposed, which would feature young Ukrainian students from the different 

regions presenting their regional “must sees”. This would enable Gen Y to hear authentic 

Raise 
awareness: 
Viral media 

Create a buzz: 
Stimulate social 

media 

Gain 
recognition: 
Online travel 

reviews 

Target new 
segments 
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recommendations from a local’s perspective, as this segment tends to be wary of traditional 

marketing “spiels”, trusting first-hand testimonies from their peers instead (Euromonitor, 

2011). Once this online presence has gained momentum, it is essential that it is constantly 

stimulated through innovations and through the creation of an online community with the use 

of a website, Facebook page and Smartphone App, where travelers can share their 

experiences.  It is also recommended that recognition for this tour be sought on high-traffic 

online travel review websites such as the rankings of Lonely Planet, TripAdvisor and CNN 

travel, to name a few. 

After a couple of years of smooth operations of the tour and a stabilized positive online 

reputation, it will be possible to widen the breadth of the targeted segments, to include a 

wider age or country range, and develop new marketing initiatives.  

RECOMMENDATIONS 

Due to its positive NPV and beneficial impacts for the sustainable development of Ukraine as 

a destination, it is recommended that the Ukraine Cultural Journey be implemented.  

Furthermore, it is suggested that a similar model could be applied 

to the full Silk Road network, linking all the countries with a travel 

pass.  This strategic partnership would facilitate the creation of a 

brand, by building on the respective competencies of both the 

UNTWO, in terms of its international relations, and Eurail (or another rail company) in terms 

of its established brand. A mutual-benefit agreement could be sought, benefiting the Silk 

Road countries with Eurail’s strong customer base and allowing Eurail to expand their 

business into new markets, following their recent expansions in Eastern countries and their 

continuous efforts to develop new innovative passes (Eurail Group, n.d.)  

LIMITATIONS 

Due to the relatively early stage of the planning of the UNWTO’s “Silk Road” brand, there is 

a risk of a potential disconnect of this country-specific proposed project with the overall 

global Silk Road brand once it is established.  

An alignment of the proposed strategy with Ukraine’s current Destination Management 

strategy will be necessary, due to the difficulties of communication between the country and 

the team during this project.  
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Appendix 

Appendix 1: The Ukrainian Cultural Journey 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 

 
 

  

Ukraine Cultural Journey 5 day pass  

Kiev: located in the north central part of Ukraine, it is the capital and one of Eastern Europe oldest cities. 

Lviv: the Florence of the East, greatly influenced by Western culture, used to be part of the Habsburg Empire. 

Odessa: the famous Pearl of the Black Sea known for its beauty, the original color of its narrow streets and its 

unique architecture. 

Simferopol: in Crimean Tatar "The White mosque ", it is the capital of the Southern Autonomous Republic of 

Crimea, which used to be part of the ancient Silk Road and was conquered by not less than a dozen different 

populations, from the Huns to the Ottoman or the Goths. 

Kharkiv: Located in the northeastern part of Ukraine, it is one of the main cultural centers in Ukraine and used to be 

the capital of the Ukrainian Soviet Socialist Republic. 
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Appendix 2: Environmental analysis 

  

Environment 

Analysis 
Situation Facts Strategy 

Economy & 

Political 

Political 

instability 

 Very little development of infrastructures. 
 Negative perception of the country 

internationally. 
 No real tourism support. (Euromonitor, 

2011) 

 Attract Europeans to the 
country and show another 
image of the country.  

 Use the existing and renovated 
infrastructures. 

 Enhance local language skills. Skills shortage  Lack of language education. 
(Euromonitor, 2010) 

Euro 2012 
 Renovation of various things such as train 

and hostels. ("Will Euro 2012 will 
become Ukraine White Elephant?", 
2012). 

Environment & 

Geography 

Sustainability  Major efforts have been done to protect 
the country. (Itinéraire Conseiller, 2011). 

 Being sustainable in the 
strategy proposed by using the 
greenest mean of transport 
train. 
 Energy 

 Is Ukraine’s greatest challenge, most 
industries are very energy-inefficient. The 
United Nation has created a program to 
help the country to address those issues. 
(Energy and environment, 2012) 

Legal 

Corruption 

 Ukrainian legal system is corrupted. 
(Battle looming over new law on judiciary 
and judge status, 2010) 

 Only 10% of the population trusts the 
Nation’s system. (40 percent of Ukrainian 
Economy "Black Market", 2011). 

 This has a major impact o the tourism 
development, on the country’s perception 
internationally and on the foreign direct 
investment.  

 Corruption is a real challenge 
for Ukraine and its tourism 
industry. 

Ease of doing 

business 

 Entrepreneurship is eased, however it is 
still complicated to open its own business. 
(Toporov, 2012) 

 Very little foreign direct investment 
because of the political situation. 
(Toporov, 2012) 

 

 As foreign direct investment is 
decreasing drastically, the 
strategy is to use existing 
infrastructures in order to 
minimize the investment 
needed.  

 The tour is favoring the 
development of local 
businesses, as the target 
market is spending money in 
local business, therefore 
reducing the leakage rate. 

Visa  No visa is required for periods of up 90 
days out of 180. 

 This eases the attraction of 
tourists in the country.  

Culture and 

Religion 
Cultural heritage 

 Ukraine is known as a “patchwork 
Nation” thanks to its broad cultural 
heritage.  

 It draws on numerous historical 
influences. (Ukraine, 2012). 

 This significant cultural 
heritage is a significant driver 
of the Ukrainian Cultural 
Journey. The goal is for the 
tourists to immerge themselves 
in this cultural patchwork.  

Touristic offer Infrastructures 

 The museums instructions and the short-
description are usually in Ukrainian and 
not translated in English.  

 The accommodations are usually dirty 
and not modern. (Ukraine, 2012) 

 The transports are of good conditions and 
the network is well developed.  

 Thanks to Euro 2012, hostels 
have been renovated and are of 
better conditions than before. 

 By proposing a guide, tourists 
will be able to visit the 
museums and having an 
English description.  
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Appendix 3: Balance Scorecard 

 Objectives Value drivers Actions Impacts 

Financial 
Attract 

Generation Y 

7’100 customers in 2013 

(Appendix 4: Arrivals 

Gen Y) 

Promote Ukraine Cultural 

Journey through social 

media (authentic and green) 

Incremental economic impact of 549'442 

euros (appendix 3: Financial impact) 

Economic 
Create more 

jobs 

Unemployment rate of 7.9 

% in 2011 (Passport, 

2012) 

22 direct jobs will be 

created and 11 indirect 

(Lederer & Schober, 2003) 

Reduce the widespread emigrations of well-

educated young Ukrainians (Euromonitor, 

2010) 

Social 

Equality 

between 

genders 

Women employment rate 

having a secondary 

education is lower than 

men in Ukraine (UNDP, 

2010) 

Hire 50% women in the 

Ukraine Cultural Journey 

Involving more women in the economies 

has a better impact in the country 

development. It allows creating strong and 

stable economies and just societies (World 

Bank, 2010) 

Environmental 

Offer an 

environmental 

friendly mean 

of transport 

11th CO2 emitter in the 

world (Euromonitor, 

2011) 

Promote train 

transportation 

Tourists and locals will use the train instead 

of cars or planes, as train is the greenest 

means of transport. (Euromonitor, 2010) 

Promote the 

journey as a 

cultural trip 

4 properties inscribed on 

the World Heritage List 

(UNESCO, 2011) 

Communicate the cultural 

heritage in the marketing 

strategy 

Government takes more care of these 

attractions so culture heritage is better 

conserved and promoted (World Bank, 

2010). Increase cultural awareness. 
 

Appendix 4: Finance 

Arrivals Gen Y 

Total demand 
Total arrivals GEN Y 2013  64'545  

10% Capture Rate 2013  6'455  

Incremental Visitors 2013 (10%)  645  

TOTAL Visitors 2013  7'100  

 

Percentage of Generation Y (20-34 y.o.)   

Countries Percentage (USA data census), 

(United States Census, 2012) 

Arrivals in Ukraine (2013), 

(Euromonitor, 2011) 

Gen Y arrivals 

Austria 19%  18'800   3'478  

UK 20%  60'100   12'140  

France 19%  38'500   7'200  

Germany 18%  173'900   31'302  

Netherlands 18%  26'400   4'858  

Sweden 20%  11'200   2'195  

Spain 19%  8'500   1'607  

Belgium 19%  9'200   1'766  

  TOTAL  64'545  
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Pricing 
All prices are in Euro 

One country pass YOUTH (12-

25) (Eurail) 

5 Travel days (1st 

class) 

3 Travel days (first 

class) 

5 Travel days (2nd 

class) 

3 Travel days (2nd 

class) 

Romania (within 2 months) 113 75 - - 

Slovakia (within 1 month) 231 145 117 75 

Croatia (within 1 month) 170 113 95 66 

Bulgaria  (within 1 month) 160 98 100 65 

Hungary (5days-15 and 10days-1 

month) 

80 - 60 - 

Poland (within 1 month) 88 - 69 - 

Slovenia (within 1 month) 120 71 60 37 

Czech Republic (within 1 month) 180 117 90 59 

AVERAGE 142.75 103.16 84.42 60.4 
 

One country pass ADULT 

(26+) (Eurail) 

5 Travel days (1st 

class) 

3 Travel days (1st 

class) 

5 Travel days (2nd 

class) 

3 Travel days (2nd 

class) 

Romania (within 2 months) 140 85 - - 

Slovakia (within 1 month) 231 145 166 103 

Croatia (within 1 month) 170 113 150 90 

Bulgaria (within 1 month) 160 98 120 73 

Hungary (5days-15 and 10days-

1 month) 

80 - 69 - 

Poland (within 1 month) 97 - 125 - 

Slovenia (within 1 month) 120 71 90 54 

Czech Republic (within 1 

month) 

180 117 130 87 

AVERAGE 147.25 104.83 121.42 81.4 
 

EXPRESS TRAIN- FIRST 

CLASS (trave-2-ukraine) 

Kiev Lviv Odessa Simferopol Karkiv 

Kiev - 16 18 20 15 

Lviv 16 - 15 21 26 

Odesa 18 15 - 14 17 

Simferopol 20 21 14 - 15 

Karkiv 15 26 17 15 - 

AVERAGE 17.25 19.5 16 17.5 18.25 
 

Complete Tour (Kiev-Lviv-Odessa-Simferopol-Karkiv-Kiev) 75 
 

 5 days travel pass (1st class) 3 Travel days (1st class) 

Ukraine Cultural Journey Pass- (26 and less) 70 50 

Ukraine Cultural Journey Pass- (26+) 80 60 
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Financial impacts 
FINANCIAL IMPACT 2012 2013 2014 2015 2016 2017 

Ticket Sales 0           

Captured demand 0  458'272.34   472'021   486'181   500'767   515'790  

Incremental visitors 0  45'827.23   48'577   51'977   56'135   61'188  

TOTAL 0  504'099.57   520'597.38  538'158.37  556'901.99  576'977.17  

Infrastructure Costs             

Tourism offices (Numbeo, 2012)  7'840   7'840   7'840   7'840   7'840   7'840  

Equipment   16'000   3'200   3'200   3'200   3'200   3'200  

Country infrastructure  -     -     -     -     -     -    

Railway infrastructure  -     -     -     -     -     -    

TOTAL  23'840   11'040   11'040   11'040   11'040   11'040  

Marketing             

Website (Procab, 2012)  12'000   2'400   2'400   2'400   2'400   2'400  

Smart Phone App (Apuerlag, 2012)  12'560   2'512   2'512   2'512   2'512   2'512  

Video (Director of My Switzerland, 2012)  4'960   992   -     -     -     -    

Booklet (Diedruckerei, 2012)  24'000   24'000   24'000   24'000   24'000   24'000  

Campaign to feeder countries (Croatian 

Times, 2010) 

 500'000   350'000   350'000   350'000   350'000   350'000  

TOTAL  553'520   379'904   378'912   378'912   378'912   378'912  

Work forces (United Nations, 2011)            

Tour Coordinator: 1  2'112   2'112   2'112   2'112   2'112   2'112  

IT manager: 1  2'112   2'112   2'112   2'112   2'112   2'112  

Communication: 2  1'920   1'920   1'920   1'920   1'920   1'920  

Marketing: 1  2'112   2'112   2'112   2'112   2'112   2'112  

Support staff: 5  1'920   1'920   1'920   1'920   1'920   1'920  

Tourism office attendants: 13  1'632   1'632   1'632   1'632   1'632   1'632  

Tour Coordinator: 1  2'112   2'112   2'112   2'112   2'112   2'112  

IT manager:1  2'112   2'112   2'112   2'112   2'112   2'112  

Communication: 1  1'920   1'920   1'920   1'920   1'920   1'920  

Marketing: 1  2'112   2'112   2'112   2'112   2'112   2'112  

Support staff: 2  1'920   1'920   1'920   1'920   1'920   1'920  

Tourism office attendants: 13  1'632   1'632   1'632   1'632   1'632   1'632  

TOTAL  23'616   23'616   23'616   23'616   23'616   23'616  

TOTAL COSTS  600'976   414'560   413'568   413'568   413'568   413'568  

PROFIT (LOSS)  (600'976)  89'540   107'029   124'590   143'334   163'409  

Terminal Value            925'985  

Cash Flow  (600'976)  89'540   107'029   124'590   143'334   1'089'394  

IRR 26%           

NPV  436'811.55            

 
 2012 2013 2014 2015 2016 2017 

Incremental economic impact   549'442   582'409   623'178   673'032   733'605  



 
Strategy challenge management report – Ukraine : team 3 15 of 17 

 

 

Bibliography 

"Will Euro 2012 will become Ukraine White Elephant?". (2012). Retrieved 2012, from Foundation for 

effective governance: http://www.feg.org.ua/en/news/foundation_press/356.html 

40 percent of Ukrainian Economy "Black Market". (2011). Retrieved 2012, from kanal Pic: 

http://pik.tv/en/news/story/25423-40-percent-of-ukrainian-economy-black-market-pm-says 

Abel-Normandin. (2007, 12 13). Eurail renouvelle son image et rehausse son offre. Retrieved 05 26, 

2012, from Ontario Tourismplus: http://ontario.tourismeplus.com/html/article.php?idnouvelle=5119 

Apuerlag. (2012). Was kostet die App Entwicklung? Retrieved 2012, from Apuerlag: 

http://www.appverlag.com/app-verlag/app-welt/was-kostet-die-app-entwicklung/ 

Battle looming over new law on judiciary and judge status. (2010). Retrieved 2012, from Kyiv Post: 

http://www.kyivpost.com/news/politics/detail/72013/ 

Bazarnyi, D. (2011). Cost of Equity in the banking sector of Ukraine. Taras Shevchenko Kyiv National 

University, Faculty of Economics. 

Croatian Times. (2010). Greater interest in Croatia among Serbian tourists. Retrieved 2012, from 

Croatian Times: http://www.croatiantimes.com/news/Business/2010-06-

02/11373/Greater_interest_in_Croatia_among_Serbian_tourists_ 

Dance, Art, Holidays and Music Explored. (2012). Retrieved 2012, from Ukraine official website: 

http://www.ukraine.com/culture/ 

Diedruckerei. (2012). Broschüren, DIN-A6. Retrieved 2012, from Diedruckerei: 

http://www.diedruckerei.de/Brosch%fcre,-DIN-

A6.htm?websale8=diedruckerei&pi=PBRA644&ci=000608 

Director of My Switzerland, n. s. (2012). 

Energy and environment. (2012). Retrieved 2012, from United Nation Development Programme: 

http://www.undp.org.ua/en/energy-and-environment 

Eurail. (n.d.). Eurail One Country Pass. Retrieved 05 26, 2012, from Eurail: 

http://www.eurail.com/eurail-passes/one-country-pass 

Eurail Group. (n.d.). Eurail - About us. Retrieved May 30, 2012, from Eurail Group: 

http://www.eurailgroup.org/About%20Us.aspx 

(2012, 05 26). Eurail PR coordinator. (A. Tracey, Interviewer) 

Euromonitor. (2010). Business environment: Ukraine. Euromonitor International. 

Euromonitor. (2010). Global rail transportation - picking up speed. Euromonitor International. 

Euromonitor. (2011). Income and Expediture: Ukraine. Euromonitor International. 

Euromonitor. (2011). Risks and vunerabilities: Ukraine. Euromonitor International. 



 
Strategy challenge management report – Ukraine : team 3 16 of 17 

 

Euromonitor. (2011). Tourism flows inbound - Bulgaria. Euromonitor International: Country sector 

briefing. 

Euromonitor. (2011). Tourism flows inbound-France. Euromonitor International: Country sector briefing. 

Euromonitor. (2011). Travel and Tourism in Germany. Euromonitor. 

Euromonitor. (2011). Travel and Tourism Ukraine. Euromonitor. 

Euromonitor. (2011). Trends in hard and soft adventure holidays. Euromonitor International. 

Foundation for effective governance. (2012). "Will Euro 2012 will become Ukraine White Elephant?". 

Retrieved 2012, from Foundation for effective governance: 

http://www.feg.org.ua/en/news/foundation_press/356.html 

Generation Y: Soon-to-Be Your Next Best Customers. (2011). Retrieved 2012, from Adventure travel 

news: http://www.adventuretravelnews.com/generation-y-soon-to-be-your-next-best-customers 

Globalization: The Case of Ukraine. (2012). Retrieved 2012, from john smith memorial trust: 

http://www.johnsmithmemorialtrust.org/web/site/Articles&News/FellowsArticles/Mukha.asp 

Hampton, M. P. (2011, 08 20). Senior Lecturer in Tourism Management at Kent Business School. (R. 

Berney, Interviewer) 

Itinéraire Conseiller. (2011). Retrieved 2012, from Routard: 

http://www.routard.com/guide/ukraine/2472/itineraires_conseilles.htm 

Lederer, C., & Schober, R. (2003). Tourismus und ökologische Folgen.  

ligne, l. Q. (2010, 12 14). L'Eurail Global Pass va élargir son réseau en couvrant 22 pays. Retrieved 05 

26, 2012, from Le Quotidien du Peuple: http://french.peopledaily.com.cn/Tourisme/7230981.html 

Muirden, M. (2012). Vice President of Strategy Watg. Lausanne. 

Mukha, V. (2012). Globalization: The Case of Ukraine. Retrieved 2012, from john smith memorial trust: 

http://www.johnsmithmemorialtrust.org/web/site/Articles&News/FellowsArticles/Mukha.asp 

Numbeo. (2012). Cost of living. Retrieved 2012, from Numbeo: http://www.numbeo.com/cost-of-living/ 

Passport. (2011). Tourism flows inbound in Croatia. Euromonitor International. 

Petrak, N. (2011). Generation Y: Soon-to-Be Your Next Best Customers. Retrieved 2012, from Adventure 

travel news: http://www.adventuretravelnews.com/generation-y-soon-to-be-your-next-best-customers 

Procab. (2012). Website. Retrieved 2012, from Procab: http://www.procab.com/fr/webdesign.aspx 

Queensland Tourism Industry Council. (2006). Who is generation Y. Retrieved 2012 from Queensland 

Tourism Industry Council: 

http://www.qtic.com.au/index.php?option=com_content&task=view&id=538&Itemid=346 

Shapovalova, O. (2012). Euro will direct tourists to Ukraine. Retrieved 2012 from Ukraine 2012: 

http://ukraine2012.gov.ua/en/interviews/53419/ 

Stynes, D. J. (1997). Economic Impacts of Tourism. Retrieved 05 22, 2012, from Michigan State 

University: https://www.msu.edu/course/prr/840/econimpact/pdf/ecimpvol1.pdf 



 
Strategy challenge management report – Ukraine : team 3 17 of 17 

 

Toporov, V. (2012). ‘One-Stop-Shop’ Reforms in Ukraine: Do They Work? Retrieved 2012, from 

Development and Transition: http://www.developmentandtransition.net/Article.35+M5eafc481652.0.html 

trave-2-ukraine. (n.d.). Kiev, Ukraine Train Schedule. Retrieved 05 26, 2012, from trave-2-ukraine: 

http://travel-2-ukraine.com/transportation/train-schedule.php?id=7&city=Kiev 

Ukraine. (2012). Retrieved 2012, from Lonely Planet: http://www.lonelyplanet.com/ukraine 

Ukraine. (2012). Retrieved 2012, from WikiTravel : http://wikitravel.org/en/Ukraine 

UNDP. (2010). Millenium development goals Ukraine 2010. Kiev: UNDP. 

United Nations. (2011). ￼Salary scale for staff in General Service & related categories. Retrieved 2012, 

from United Nations: http://www.un.org/Depts/OHRM/salaries_allowances/salaries/ukraine.htm 

United States Census. (2012). Internatinal data Base. Retrieved 2012, from United State Census: 

http://www.census.gov/population/international/data/idb/sysmessage.php 

World Bank. (2010). Africa region tourism strategy: transformation through tourism. World Bank. 

 

 


