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Abstract: Crimea is a very attractive tourist destination with a high rank of tourist values, being
natural and cultural heritage, with high recognition on the international tourist market. Since 2014,
the tourism economy has been in a protracted crisis, caused by both internal and external reasons.
The annexation of Crimea by the Russian Federation in March 2014 significantly exacerbated the
problems of the functioning of the tourism economy, preventing its sustainable development. The
Russian authorities are taking political as well as socioeconomic measures to rebuild the tourism
economy of Crimea, by taking steps to increase tourist traffic in Crimea, especially within the coun-
try, i.e., from other regions of Russia. One of the directions of actions to overcome the crisis is infor-
mation support by the Russian media, the analysis of which is presented in this article. The aim of
the study is therefore an attempt to evaluate the effectiveness of information support by the Russian
media for the tourist destination of Crimea in 2014-2019. Media activities are part of the Russian
government’s tourism policy in this area. The article deals with the following theoretical issues:
tourism policy, sustainable tourism development, heritage as the subject of tourism policy impact,
information management, crisis management, the role of information in crisis management. The
empirical part presents: the genesis and development of the crisis in the tourist destination of Cri-
mea, the activity of the Russian authorities in terms of impact on the crisis, an analysis of the use of
information by the Russian media in overcoming the crisis in the Crimean tourism economy.

Keywords: crises management; information management; tourism policy; tourist destination; infor-
mation in tourism; Crimea

1. Introduction
1.1. Preliminary Issues

The collapse of the communist system at the end of the 20th century led to the emer-
gence of new independent states on the political map of the world. Liberalization of the
economies of the former participants of the Council for Mutual Economic Assistance
(Comecon) significantly affected their tourism industries [1] (p. 227). At the same time,
along with new economic opportunities, new problems appeared [2]. In a number of post-
communist countries (such as Poland, Hungary, Czech Republic, the Baltic countries)
tourism has become one of the important components of their economies, and largely re-
flects the existing global trends and structural changes [3]. However, the complex pro-
cesses of the transition period in the tourism industry are not completely finished in most
of the other post-communist countries [4]. The well-known sensitivity of tourist destina-
tions to many external factors and crisis situations has a significant impact on these pro-
cesses [5-8].

In this context, the study of the tourist destination of Crimea is of particular interest,
which is determined by several factors. On the one hand, before the events of 2014 “the
peninsula was actually considered a hidden gem of a tourist spot” [9] and was even
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included by the magazine National Geographic in the list “Best Trips 2013” [10]. On the
other hand, the occupation of the peninsula by Russia in 2014 had a strong impact not
only on the entire tourism industry of Crimea, but also significantly changed the quality
of life for most of the population on the peninsula [11] (p. 1706). As a result, the tourism
industry, which is usually not a strategic sector of the economy that requires special pro-
tection or support from the state [12], has become one of the important elements of the
socioeconomic policy of modern Russia. This is confirmed by a large number of publica-
tions about tourism in Crimea in the Russian media in 2014-2019 [13] (p. 37), who in-
formed Russian citizens about the government’s successes in the development of tourism
infrastructure, and, as a result, the constant growth of tourist flows. However, the objec-
tivity and reliability of these news reports were constantly questioned and criticized by
some researchers [14] (p. 304), [15] (p. 15). Based on this, the aim of the article is to assess
the success of information support from the Russian media for the tourist destination of
Crimea in 2014-2019, taking into account its real state. Based on this, the aim of the article
is to assess the effectiveness of information support by Russian media for the tourist des-
tination of Crimea in 2014-2019. Media activities are part of the tourism policy of the Rus-
sian authorities in this area and result from the deepening crisis in the tourism economy,
obtained from the limited interest in inbound tourism to Crimea, primarily foreign, but
also from other regions of the Russian Federation. The article has theoretical and analytical
framework. Methods of critical analysis of the literature on the subject and source mate-
rial, logical operations, methods of quantitative research to present the state of functioning
of the tourism economy in Crimea and issues related to media support, as well as quali-
tative research to present the activities of Russian public entities in order to support Cri-
mea as a tourist destination were used.

The following research questions were defined: (1) how and with what force does the
political crisis affect the functioning of the tourism economy in Crimea? (2) how is the
media participating in the information management system to mitigate the effects of the
Crimean tourism destination crisis? (3) which sociopolitical events constitute the content
of the media’s information message in order to improve the functioning of the tourism
economy in Crimea? (4) what are the determinants of improving the crisis situation in
Crimea’s tourism economy?

In the course of the research, the following research steps were carried out regarding
the role of the media in the management of a tourist destination in crisis conditions: (1)
formulation of a research problem, (2) development of theoretical and empirical research
concepts, (3) analysis of theoretical literature sources, (4) synthetic analysis of the main
elements of the tourist attractiveness of Crimea as a tourist destination, with a rich natural
and cultural heritage, (5) recognition of the reasons of the crisis in the tourist destination
of Crimea, (6) analysis of source materials concerning the functioning of the tourism econ-
omy of Crimea, government documents and actions taken by public entities of the Russian
Federation in relation to Crimea as a tourist destination, (7) an analysis of the activity of
the Russian media in terms of activating inbound tourism to Crimea, especially via elec-
tronic media, (8) an attempt to evaluate the tourism policy implemented by the Russian
authorities towards Crimea on the basis of the presented analysis of information manage-
ment in the conditions of the crisis of the tourist destination of Crimea, (9) formulation of
conclusions regarding the determinants of restoring Crimea to the status of a supra-re-
gional, national and international tourist destination with a positive image among poten-
tial tourists and high inbound tourist traffic managed in accordance with the principles of
sustainable development.

The main sources of data used for the purposes of the analyses were official statistics
of the Russian Federation, statistical publications, reports on monitoring, and analysis of
social media.
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1.2. Introduction to Tourism Policy

The functioning of the modern economy is based on the economic order, resulting
from the adaptation of institutions, mechanisms and behaviors of economic entities to
changing economic factors and external circumstances to the existing economic system.
This order is a consequence of the regulatory actions of the state, consisting in preventing
negative phenomena on the market [16]. Regulation should be treated as a form of eco-
nomic activity control by means of specific instruments [17]. The set of actions undertaken
by public authorities in order to influence the economic order and the goals related to it is
defined as a socioeconomic policy that can be conducted comprehensively or sectorally
(with regard to individual sectors of the economy). One of the sectoral policies is tourism
policy, which enables the state to directly influence the tourism economy [18], but also
manifests itself in other profiled sectoral policies, including international and regional
ones. Tourism policy should be treated as a process of tourism economy management,
which is a state activity, which consists in defining economic and social goals regarding
tourism, through the selection of appropriate instruments necessary for their implemen-
tation, leading to an impact on the functioning of the tourism market [6]. The state’s ac-
tivities in the field of tourism policy primarily are related to constant issues connected
with the implementation of economic and social goals, such as protection of consumer
rights, protection of the competitive market, fiscalism, labor market, price shaping, sup-
porting tourism consumption [19], and effect on the tourist supply. The impact of public
authorities on tourism market entities may also relate to ad hoc situations mainly linked
with crisis situations. In such situation, the task of tourism policy authorities is to take
measures to support the market, both on the supply and demand side. Such activities can
be carried out thanks to direct intervention, e.g., financial support instruments for enter-
prises and tourist destinations, creating and cofinancing tourist consumption or through
indirect promotional and informational activities. Indirect actions may be taken by public
authorities themselves, but greater effectiveness can be achieved through cooperation
with the media.

1.3. Sustainable Development of Tourism

Nowadays, socioeconomic policy, including tourism, is determined in a wider con-
text, taking into account sustainable development (society, economy, environment). This
approach is promoted in almost all European countries, although in practice it is treated
in a very different way [20,21]. The essence of sustainable development is to shape such
development, which should enable meeting the needs of today without limiting this pos-
sibility for future generations [22].

The place of sustainable development in the activities of public institutions also di-
rectly relates to the tourism economy. These activities have a special role in areas with rich
natural and cultural heritage. The concept of sustainable tourism emerged from research
into the relationship between tourism, the environment and development. The basis of
the concept of sustainable tourism is to achieve harmony between the needs of tourists,
the natural environment and local communities. Sustainable tourism concerns the broadly
understood concept of tourism development that is friendly to the natural and cultural
environment in tourist destinations [23]. Responsible and ethical tourism is about organ-
izing tourist trips in a way that ensures taking full responsibility for changes caused in the
lives of other people, in their social, cultural and natural environment. It also means
providing tourists with a better experience and more opportunities for tourism enter-
prises to develop [24].

The concept of sustainable tourism development refers primarily to the determina-
tion of an acceptable increase in the size of tourist traffic that would not cause negative
changes in the environment, which is decisive for the quality of life in the future. It should
be emphasized that sustainable tourism is a method of functioning, organization and
management of the regional and local tourism economy [25]. This means that from the
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tourism destination point of view, such competences are vested in public entities of terri-
torial authority with all cooperating institutions and economic entities that mainly sup-
port inbound traffic and deal with the creation and provision of tourism offer, including
in the field of natural and cultural heritage. The behavior and activity of entities operating
in a tourist destination should create harmonious relations between the broadly under-
stood environment, including both the natural and anthropogenic system, and the devel-
opment of tourism. On this basis, it can be concluded that sustainable tourism refers to a
situation in which the negative consequences of tourism activities are not irreversible for
the environment, while bringing positive effects to tourists, communities of reception ar-
eas, and entities providing tourism services.

The use of the concept of sustainable tourism in a tourist destination applies to all
entities involved in the tourism development process, thanks to which it is implemented
by tourists, residents, tourism enterprises, and the destination itself [26]. Exploitation of
the environment along with the heritage available for the needs of tourist traffic should
take into account the standards of tourist use [27]. The standards for the natural environ-
ment take the form of indicators of tourism capacity and absorptivity [28].

In the conditions of the crisis of tourist destination, which includes the limitation of
inbound tourism, the raised issues, take on particular importance. On the one hand, the
reduced level of tourist traffic affects the degradation of the elements of natural and cul-
tural heritage to a lesser extent, but on the other hand, it has a very negative impact on the
functioning of the tourism economy. Thus, it determines the imbalance between the ele-
ments of sustainable tourism (society, tourism economy, and environment). The negative
effects of the crisis in a destination with a developed tourist function are observed both in
the state of functioning of the tourism economy, but also in the society, mainly among
those employed in entities dealing directly or indirectly with tourist traffic service. The
long-term state of imbalance may lead to a deep degradation of the tourist destination,
and then also affect the condition of the elements determining the tourist attractiveness of
the area, including those related to the natural and cultural heritage. The task of public
entities is to reduce the negative effects of the imbalance resulting from the crisis situation
through the use of policy instruments, including informational ones.

1.4. Heritage as a Subject of Influence of Tourism Policy

The tourist product is the main category influencing the supply in a tourist destina-
tion. It is a structurally complex, spatial and multifaceted category. The tourism product
is created by spatial units, and above all by tourism regions, metropolitan and peripheral
areas, and in particular by economic entities (tourism enterprises) with the support of
public entities and tourism organizations. A tourism product understood in this way con-
sists of two groups of elements, i.e., tourism goods and devices and tourist services [29].
Significant elements of the tourist product are tourist values, defined as a set of elements
of the natural environment and non-natural elements that are subject of interest to tourists
[30]. Tourist values are the part of tourist resources (i.e., all existing attributes of the nat-
ural and cultural environment) which attracted tourists. A broader concept than a tourist
value, but often equated with it, is a tourist attraction (e.g., an event). The most important
aspect that distinguishes the tourist value in relation to the tourist attraction is the dura-
bility of the first component of the area tourist product.

From the point of view of the discussed considerations, it is primarily the values and
tourist attractions (natural and anthropogenic) that make them treated as the basic ele-
ments determining the heritage of a place/area from the point of view of tourism traffic.
Heritage consists of both tangible and intangible elements, as well as natural and cultural
elements that are subject to protection by public entities (local, regional, national) and in-
ternational institutions (e.g., UNESCO). These entities, as part of their socioeconomic pol-
icy, including tourism policy, undertake two groups of activities, i.e., in the field of:
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e  accessibility (i.e.,, making available) of heritage elements for the needs of tourist traf-
fic,

e  protection of heritage elements against excessive anthropopressure,

e crisis phenomena, e.g., climatic, natural, social and political disasters [31], which thus
determine the lack of restrictions in creating a tourist offer, are factors that hinder
access to tourist values, which constitute the natural and cultural heritage of a tourist
destination.

1.5. Introduction to Information Management

Information is a concept of a primary and elementary nature, most often considered
in three aspects [32]:

e  syntactic (concerns the amount of information that can potentially be contained in a
given message),

e semantic (meaning and content of the message),

e  pragmatic (the usefulness of the information, i.e., the value of the information con-
tained in the message in terms of the goal pursued by the recipient).

There are therefore many approaches to the interpretation of the concept of “infor-
mation”. In terms of the market, F. Knight [33] understands information as “messages that
reduce recipient uncertainty.” According to his concept, uncertainty is related to the time
difference between a decision and its implementation, being the opposite of uncertainty
and being inversely proportional to risk. This means that information is what makes it
possible to assume that an event is certain, risk is incomplete information, and the more
complete it is, the lower the risk. In economic sciences, including management sciences,
information is a special factor of production [34], being of key importance not only for
economists, but also for politicians [35]. Information in the economy not only shows the
state and direction of its development, but also reveals the mechanism of relations be-
tween its components. Information management controls the course of information pro-
cesses in order to optimize them [36], it is a field of an organization’s activity aimed at
providing information to users with specific needs [37].

When addressing the issue of the role of information in management, attention
should be paid to its dependence on the adopted management style. Information plays a
different role in a directive style than in a democratic one. When making decisions, man-
agers use different types of information, i.e., scientific, technical, economic, and social.
This information is a form of communication between who manages and who is managed.
Moreover, the place of information in management should be considered, which [38]:

e  isaspecial form of interconnection and interaction of elements of an organization, as
well as its relationship with the environment,

e supports all management levels and functions—from preparing and making deci-
sions to evaluating the results of their implementation,

e  isthe direct reason for selecting the appropriate solution option that ensures achieve-
ment of the set goal.

Information management is aimed at acquiring, processing and diffusing data nec-
essary for the current functioning of the organization through information on activities
(informing) and information on cooperation (communication) [39], it also applies to long-
term processes of the organization’s functioning. The second are important in the activi-
ties of public entities within the framework of the conducted policy, including in the field
of eliminating the effects of crisis situations.

1.6. Crisis Management

Management processes are determined by the occurrence of threats and various crisis
situations. A crisis is a natural stage in the normal development of any system capable of
evolution [40,41]. W. Coombs [42] defines a crisis as the perception of an unforeseen event
that threatens the basic expectations of stakeholders and may affect the perception of the
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organization, as well as cause negative consequences. According to K. Fearn-Banks [43],
a crisis is a serious event that can potentially have a negative impact on an organization
or industry, as well as on its products or reputation. Initially, crisis management was con-
sidered as one of the aspects of public relations [44]. That is why the interpretation of the
crisis emphasizes its communication and psychological aspects and related processes. M.
Seymour [45] believes that communication is a central function of crisis management. The
interest in communication when dealing with crises is logical and determined by the sig-
nificant influence of the media on their intensity and duration [7] (p. 11). Taking measures
under crisis management may be preventive or immediate (direct) [8] (p. 91). Preventive
crisis management aims to prevent crises. The purpose of ad hoc crisis management is to
take measures to overcome the already existing crisis situation.

1.7. Information in Crisis Management

In crisis situations, the processes of collecting, sending and processing all information
necessary to make and implement the relevant decisions are carried out within one infor-
mation space at a strictly defined time. The information itself does not play a dominant
role in the information space. Complete and accurate information is still crucial in making
effective decisions. However, in the information confrontation, tools and methods that
multiply the impact of information and ensure the achievement of goals in short periods
and over a large space come to the fore [46]. In crisis situations, the information space
plays a special, decisive role [47]. In most cases, this is due to the fact that a crisis of con-
fidence is an integral part of any crisis. As a result, there is an urgent need to restore this
trust by creating a profitable flow of information. It is usually a key element of a protection
and rehabilitation strategy in most crisis situations [48]. Thus, full consideration of the
role of information in crisis management determines the need for analysis and its infor-
mation and communication aspects, namely crisis communication [45].

Crisis communication is an activity aimed at creating information interactions (be-
fore, during and after a crisis) in order to maintain a positive reputation and minimize
risk [48]. The main means of crisis communication are public relations. In this case, all
communication processes, including information, related not only to the crisis itself, but
also to the reaction to its occurrence and overcoming [49] are taken into account (Table 1).

Table 1. Types and features of the main means of communication. Source: [50].

e . Own .
Traditional Media Internet (Controlled) Media Social Groups/Events
Form Newspapers, magazines, Official websites, internet Brochures, booklets, Exhibitions, confer-
radio, television publications, forums newsletters ences, seminars
Motivati
. . Informing. Promotion. . ,O tva lflg
Objective Informing . . . Repairing the installa-
Answers to questions Full information tion
Directivity Impersonal Impersonal Impersonal Quasi-personal
D f par-
e.gr.e N 0, par Low High Medium Medium
ticipation
Net cost Very low Low Medium Medium
Difficulties Competition Competition Distribution Frequency

Practice shows that among all means of communication, the media most significantly
influences the intensity and duration of a crisis [7] (p. 11). It results from their ability to
provide information quickly, accessibility, wide range of recipients, versatility, and social
orientation [51] (p. 152). In fact, in the modern world, the media has a huge impact on a
person’s life, largely determining culture, mindset and worldview. In most cases, a person
perceives reality through its reflection in the media. However, in some countries, mainly
with underdeveloped democratic systems, cases of unfair use of the media to conceal
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unwanted information and distortion of real events are not uncommon. In this case, the
media can use a fairly wide variety of methods. The most effective and common of these
is the transformation of the communicative side of information and the emotional impact,
by distorting, hiding, and manipulating time and place. In addition, research results indi-
cate that in most cases in crisis situations people form opinions and make decisions based
on their feelings and interpreting ideas about the problems that caused them (Table 2).

Table 2. Methods of transforming the communicative side of information.
Source: own studies based on [51], [52] (p.558).

Method Characteristic

A distortion of reality, in which false facts

Distortion become part of reality. “A brazen lie is bet-
(direct lie) ter, because it excludes any possibility of di-

alogue”.
Hiding parts of unwanted information.

Hiding To distract attention from important infor-
(selective reception) mation, can be used other, more recent in-

formation, sensation.
The information transfer procedure, time

Manipulating and place of its publication have a direct im-
time and place pact on the evaluation and assimilation of
information.

However, effective use of information in crisis management is impossible without
knowledge of the system and its features. In line with the research problem undertaken,
it is necessary to take into account issues related to the management of regional and local
tourism economy in crisis conditions. The tourism economy and its entities, like other
components of the economy, are not immune to crisis situations. Crisis situations may be
short-term or long-term. Short-term situations may occur in the preseason, during the
tourist season and after the season. The full catalogue of crisis situations in the tourism
economy is quite extensive [53], therefore, taking into account the scope of the analyses
undertaken, we should limit ourselves to the following groups of determinants:

e  military—sudden aggression, outbreak of hostilities, terrorism;

e  political —destabilization of the political situation, especially in international rela-
tions;

e  social —destabilization of the internal situation in the country, e.g., mass protests,
strikes;

e  economic, resulting from the existence of military, political and social conditions,
having a direct impact on the weakening of the economy, up to a deep economic
crisis.

In crisis situations in the tourism economy, the need for information is much greater
as there is an immediate risk of significant losses, strict time limits and high levels of stress.
It should be noted that the incurred losses concern not only the tourism economy, but also
other components of the interdependent economy and the labor market.

2. Materials and Methods

When undertaking research on the state of functioning of the tourism economy in the
period 2014-2019 selected for the analysis, it turned out that the statistical material pre-
sented by the governmental institutions of Russia, i.e., the Ministry of Health Resorts and
Tourism of the Republic of Crimea (MRT) (website mtur.rk.gov.ru) ad State Statistical Ser-
vice of the Republic of Crimea (SSS) (website crimea.gks.ru), are largely contradictory (Ta-
ble 3), and therefore questionable and of little use for further analysis. This is also con-
firmed by the research of Ivanov [54] (p. 163). These data indicate the application of the
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information manipulation policy and confirm the crisis situation of the analyzed tourist
destination.

Table 3. Contradictory official statistics about tourism in Crimea. Source: [55-61].

Year of Tourists According

The Number

SSS data

Percentage of Tourists Who Did Not Use
Hotel Room Occu- the Services

Number

of Tourists Accommo-

to MRT Data pancy Rate of Accommodation Facilities
dated
2014 647,270 489,456 0.16 24%
2015 4,598,000 911,515 0.26 80%
2016 5,573,500 1,700,414 0.25 69%
2017 5,395,100 1,591,251 0.22 71%
2018 6,800,000 2,083,441 0.24 69%
2019 7,430,000 n/a n/a n/a

Thus, the analysis of the data in Table 3 shows a large imbalance between the total
number of tourists who visited Crimea and the number of tourists who did not use the
services of accommodation facilities (from 24% in 2014 to 69% in 2018), with a constantly
low value of the hotel room occupancy rate. The unreliability of the official statistics on
tourism in Crimea is also confirmed by the findings in a special analytical report of the
EU external service, “Disinformation Review” for 2018, which indicates, that “falsification
of tourism statistics is carried out specifically by the Russian government and testifies to
its desire to restore the reputation of a previously popular resort” [62].

Therefore, in the work research data of Russian Public Opinion Research Center
(VCIOM) was used. VCIOM was founded in 1987 and regularly conducts various surveys
in 130 cities of Russia, polling 1600 people. The sample represents the population aged 18
and over by sex, age, education, and type of settlement. The sample is multistaged, with
a stage-by-stage selection of households and using quotas at the final stage of selection.
The maximum sampling error with a 95% probability does not exceed 3.5% [63].

In the course of the study of information support of the Crimean tourism industry
from the Russian media, the social media monitoring and analysis system Medialogia
(Russia) was used. Since 2003, Medialogia has been providing round-the-clock data pro-
cessing of 2413 newspapers, 512 magazines, 10 state TV channels, 57 radio stations, 533
news agencies, 45,577 online publications and 900 million social media accounts. More
than 500,000 different media messages and about 90 million SMM messages are processed
daily [64]. At the same time, the object-oriented search of the system in the media includes
a linguistic analysis of messages (taking into account their positive or negative sentiment),
an assessment of the main or episodic role of the message, and an assessment of the influ-
ence of the media, which is evaluated by the so called Medialndex PR(Figure 1).
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Medialndex PR
(Performance Index)
scale: from —1000 to 1000 points

The influence of the media

—number of citations of publi-
cations in other media

- social evaluation of the pub-
lication (likes, shares of the

publication)

Positive/negative

— tonality and nature of facts

- main or episodic role of the
news

—headers

— direct speech

Visibility of the message

—strip number

—-message size

Figure 1. Medialndex PR performance indicator Source: own study based on data provided by Medialogia.

The use of precisely Russian data from sociological studies and surveys together with
the Russian system of monitoring and analysis of the media, according to the authors,
should have helped in a more objective examination of the issues of the work.

3. Results
3.1. The Genesis and the Development of Crisis in the Tourist Destination of Crimea

The tourist destination of Crimea was one of the most attractive holiday sites for the
citizens of the former Soviet Union. However, in recent years, the tourism industry of the
peninsula has been in a state of protracted crisis, which is caused by many, both internal
and external reasons. Russia’s actions in March 2014 significantly exacerbated existing
problems and led to new ones. The Crimean peninsula is a unique region that has a com-
bination of natural, climatic, historical, and cultural attractions. The possibilities for the
successful development of tourism on the peninsula are determined by:

e advantageous geographical location;

e  varied landscape;

e  mild climate;

e natural resources of the Black and Azov seas;

e  the presence of mineral waters and therapeutic mud;
e rich historical and cultural heritage.

In the Soviet Union and in the first years of Ukraine’s independence, Crimea retained
its sanatorium and resort specialization. Most guesthouses and sanatoriums remained the
property of the ministries and large industrial enterprises of Ukraine, which used them
for recreation and treatment of their employees [15]. However, the privatization of the
economy, the change of ownership, as well as the economic crises of 1993 and 1998, led to
the development of a shadow tourism economy [65], [11] (p. 1706). At the same time, there
was a natural aging and deterioration of the tourist infrastructure of the peninsula, which
was accompanied by a lack of investment from the state and business [65], [66] (p. 90). As
a result, the shadow sector took the lead, which was not controlled by the state, tax au-
thorities or by official institutions that assess the quality of tourism services. Therefore,
according to estimates in 2016, there were about 4.5 thousand private households and 14
thousand apartments on the peninsula, which provided accommodation services for more
than 80% of tourists without licenses and without paying taxes [15,65], [67] (p. 13). Thus,
the main specialization of Crimea as a health resort recreation on the peninsula was com-
pletely replaced by unorganized beach tourism, which was distinguished by an extremely
low standard of quality of basic and additional tourist services. In fact, Crimea has become
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a destination for vacationers from the countries of the former Soviet Union with little fi-
nancial resources and tourist needs [15].

However, the main reasons for the crisis in the tourist destination of Crimea were the
events of 16 March 2014, when a referendum on the annexation of Crimea by Russia was
held in violation of the Ukrainian constitution. As a result of this referendum on 17 March
2014, the “independent Republic of Crimea” was unilaterally proclaimed, and on 18
March 2014, an agreement was signed with Russia on its inclusion in it.

The events that followed led to the political and economic isolation of Crimea and
became disastrous not only for the tourism industry, but for the entire economy of the
peninsula:

27 March 2014 The UN General Assembly did not recognize the results of the Cri-
mean referendum [68].

2 April 2014 European Organization for the Safety of Air Navigation banned inter-
national flights to Crimea [69] (p. 51).

7 May 2014 the water supply through the Ukrainian North-Crimean water channel
was stopped, which provided more than 90% of the peninsula’s water needs [70].

19 December 2014 international payment systems Visa and MasterCard stopped
working in Crimea [71] (p. 465).

26 December 2014 Ukrainian railways stopped transporting goods and passengers to
Crimea, transportation by road was also stopped [72] (p. 51).

31 December 2015 the supply of electricity to the peninsula from Ukraine was
stopped [73].

Thus, the annexation of Crimea was not only a serious political event, but also had
catastrophic economic consequences [74] (p. 57; 65).

All this has led to a sharp decline in tourist flows since 2014. Most tourists both in
Russia and in Ukraine, who previously traditionally rested in Crimea, began to prefer
other domestic resorts (the territory of Odessa and Krasnodar) or choose foreign holidays
in Turkey, Egypt, Bulgaria, Montenegro, and Greece [73].

High service prices in Crimea also contributed to the decrease in tourist flows. Thus,
the tourism business tried to compensate its costs as much as possible [75] (p. 826), [54]
(p- 164), [74] (p. 66). However, the short-term (4 months), seasonal employment of the
Crimean population did not provide their average annual living wage [65] (p. 166). As a
result, the cost of a budget vacation in Crimea significantly exceeded the cost of a vacation
in Egypt and Turkey, with a large difference in the quality level of services and comfort.

Thus, the main features of the crisis of Crimea’s tourist destination in 2014 were
shadow economy, high prices, low quality of services, transport isolation, interruptions
in the supply of electricity and water, a decrease in tourist flows, and a complete absence
of state control of the industry.

3.2. Actions of the Russian Government in the Context of the Crisis of the Tourist Destination of
Crimea

Taking into account the importance of the tourism industry in the peninsula’s econ-
omy, the Cabinet of Ministers of Crimea in 2016 approved a “State program for the devel-
opment of resorts and tourism in the Republic of Crimea for 2005-2017” [76]. The main
elements of this program were the creation of elements of tourism development, which
were aimed at the service of recreational, health and qualified tourism, but also in the field
of cultural heritage:

e  National Center for Family Rehabilitation (Evpatoria);

e mud therapy center (Saki);

e health-improving balneological complex (Chokrak lake);

e  year-round tourist ski complex;

e center for extreme and archaeological tourism (Olenevka village);
e  center of active types of tourism (Koktebel).
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However, none of these facilities were put into operation. The analysis of government
documents in Russia indicates a constant postponement of the completion dates for these
facilities. Initially, they were transferred to the program “Social and economic develop-
ment of the Republic of Crimea and the city of Sevastopol until 2020”, the implementation
of which was later also extended until 2022 [77] (p. 1). Additionally, the state program for
the development of resorts and tourism in Crimea by the decision of the Cabinet of Min-
isters of the Crimea on 21 January 2019 does not have specific dates for its implementation
at all [78].

In 2019, the newspaper Rossiyskaya Gazeta reported that more than 60% of the funds
allocated to finance the tourism industry were not used [79]. At the same time, according
to the official website of the Ministry of Economic Development of the Russian Federation,
at the beginning of 2020, only 35% of all planned work was completed. At the same time,
the work that was completed mainly concerned the reconstruction of outdated water sup-
ply and sewerage networks, the repair of roads and beaches in the resort towns of Crimea
[80].

The main reasons for ignoring the problems of the tourism industry was the need for
Russia to solve more vital problems that arose after the occupation of the peninsula. The
main problems were the creation of a transport system connecting the peninsula with
Russia, provision of Crimea with electricity and drinking water. This undoubtedly re-
quired significant efforts and financial costs on the part of Russia. As part of the solution
to the transport isolation of the peninsula, Russia completed [81] (pp. 120-121):

¢  modernization of the Sultan Amet Khan international airport in Simferopol with the
ability to receive 7 million passengers per year in 2018;

e  construction of the Kerch bridge with road and rail transport in 2019;

e  construction of a new four-lane highway “Tavrida” with a total length of 250 km in
2020.

e  To provide Crimea with electricity [82,83]:

. in 2015, a network of expensive mobile gas turbine stations was launched;

e  in 2016, the peninsula was connected by a submarine cable to the power system of
southern Russia;

e in March 2019, new power units of the Balaklavskaya and Tavricheskaya thermal
power systems were commissioned.

However, the most acute and still unresolved problem of the peninsula is the lack of
drinking water. Currently, the main source of water in Crimea is groundwater [84]. How-
ever, the amount of water obtained from underground wells is not enough for the needs
of agriculture and industry in Crimea, or for its population [85] (p. 90), [86] (p. 162), [87]
(p. 58). In addition, the water in most underground sources does not meet sanitary stand-
ards and has high salinity and pollution [88,89]. According to Russian media reports, in
October 2020, in order to provide Crimea with water until 2024, the government decided
to allocate RUB 48 billion (i.e., over EUR 500 million) by redistributing funding for other
Crimea programs and postponing them to a later date [90].

Of course, the implementation of these expensive, but necessary projects overshad-
owed the way out of the crisis in the tourism industry of the peninsula. At the same time,
the Russian government implemented an information strategy that Coombs W.T. classi-
fies as “strategy of denial” [91] (p. 247) of the existence of any crisis in tourism in Crimea.
It is possible that the choice of such a strategy was influenced by the importance of Crimea
in matters of Russian foreign policy. At the same time, it was important to restore the
image of the tourist brand of the peninsula, which in most cases determines the attractive-
ness of the destination for tourists [92,93].
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3.3. Using Information in Overcoming the Crisis Situation in Crimea

As already mentioned in the theoretical part, the most common way of using media
to hide or distort information is to transform the communicative side of information and
shape its emotional impact on recipients.

An example of this practice is the large number of reports by the Russian media re-
garding Crimea before the events of 16 March 2014. Most of them contained clearly dis-
torted information and were aimed at reducing the competitiveness of tourism in the
Ukrainian Crimea. Therefore, in 2004, among the messages of the Russian news agency
“New Region” one could find the following headlines: “Season of thefts in the summer in
Yalta”, “In Sevastopol, in broad daylight, a tourist was killed because of a video camera”,
“In the summer, children in Crimea are at risk of contracting listeriosis” and such [94]. At
the same time, the transition to a new topic of information messages was made directly
by the President of Russia on 17 April 2014: “Many recreation centers and sanatoriums (in
Crimea), according to sanitary and epidemic standards, cannot be used to accommodate
people. How did people rest there? (...) We must change the approach to organizing the
holidays of Russians”.

According to Russian experts, the media is an important instrument of influence and
an element of the implementation of public administration activities in the system of social
relations of modern society [95] (p. 53), [96] (pp. 26-27), [97]. This position is noted in
numerous programs and legislative acts of Russia. In addition, since 2000, many of the
world’s specialized public relations (PR) companies (Kissinger Associates, Ketchum;
GPlus Europe or EuroSCG) are working to promote the image of Russia, as well as the
interests of Russian economic corporations and political leaders. The following news
agencies were established for the same purposes: an international “Valdai Discussion
Club”, news agencies “Russia Today”, “Sputnik News” and “Russia beyond the Head-
lines” [98] (p. 134).

However, the factor of trust is an important condition for the implementation of any
information concept. Considering trust to the media as a source of information, two sides
can be distinguished: who trusts and whom. For this purpose, when conducting this re-
search, data of Russian Public Opinion Research Center (VCIOM) was used. The results
of the VCIOM study on the trust of Russian citizens to the media in 2012 and 2016-2018
are presented in Figure 2. Table 4 presents detailed data on the sources of information
used by Russian citizens in terms of age and gender. Due to limited availability, the data
is only for 2018.
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Figure 2. Information sources of Russian citizens in 2012 and 2016-2018 (in %). Source: [99] (p. 4).

Table 4. Information sources of Russian citizens in 2018 (in %). Source: own studies based on [99] (p. 4).

18-24 25-34 3544 45-59 60+ Men Women

Central television 28 48 53 69 83 57 67
Regional and local TV 21 29 26 41 54 32 42
Central press 9 18 16 23 27 21 20

Regional and local press 9 21 17 28 35 22 27
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Internet: official news, analytics sites 59 58 49 40 25 49 37
Internet: social networks and blogs 79 64 51 43 23 47 46
Central radio 12 16 16 18 24 22 16
Regional, local radio 10 17 13 21 24 21 16
Foreign media 23 14 12 13 11 14 12

Analysis of the data shows that the level of trust of Russian citizens towards televi-
sion in 2012 and 2016-2018 was steadily declining. For central television this figure is mi-
nus 15%, and for local and regional television—minus 14%. Russian trust in the central
and regional (local) press did not change significantly over the same period and ranged
from minus 1% for the regional press to minus 6% for the central press.

At the same time, trust in news, analytical and official sites remained quite high: 43%
in 2018 and 40% in 2016 (data for 2012 were not included in the study). The largest increase
in trust is characteristic for social networks and blogs on the Internet: 46% in 2018 and 37%
in 2016, respectively.

The main sources of information for Russian citizens in 2018 were central television,
social networks and blogs, as well as online news and analytical sites. At the same time
source of information for Russians aged 18-34 is the Internet, while this age group is more
focused on obtaining information from social networks and blogs. With an increase in the
age category, the use of central and regional (local) television as the main source of infor-
mation increases.

In the course of the study of information support of the Crimean tourism industry
from the Russian media, the social media monitoring and analysis system Medialogia
(Russia) was used. To obtain data in the Medialogia PR system, the following search pa-
rameters were set:

e  object: “Republic of Crimea”,

. context: “rest”, “tourism”, “travel”, “resort”, “treatment”,

e media categories: newspapers, magazines, Internet, news agencies, radio, Russian
television,

e  period: 1 January 2014 — 31 December 2019.

The data obtained in this way (Figures 3 and 4) shows what the maximum number
of information messages of the Russian media was in 2014. This is explained by the great
attention to the Crimean referendum in 2014. However, we can see that since 2015 the
information messages of the Russian media have changed their tonality to a more positive
one, which is also reflected in the increase in annual PR-indicators of Medialndex since
2017 (Figure 4). The largest share of positive and negative messages was reached in 2018.
At the same time, the increase in the number of negative news messages in 2014-2019 is
mainly associated with a wider coverage of topics:

— the consequences of EU sanctions for the tourism industry in Crimea,
—  the crisis state of historical buildings, health resorts and sanatoriums of Crimea,
—  high property prices.
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100,965
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Figure 3. The number of information messages in the Russian media in the context of the tourist destination of Crimea in
2014-2019. Source: own study based on Mediologia PR data.
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PR=297,177.19 PR=229,528.7 PR=206,771.16 PR=763,556.5 PR=692,741.7 PR=758,737.8

mNegative Neutral  mPositive

Figure 4. The impact of news releases in the Russian media in the context of the tourist destination of Crimea in 2014—
2019. Source: own study based on Mediologia PR data.

The most important events that determined the most frequent information messages
of the Russian media in the context of the tourist destination of Crimea and their estimated
PR Medialndex values are presented in Table 5.

Table 5. The main events that defined the most frequent information messages of the Russian media in the context of the
tourist destination of Crimea in 2014-2019. Source: own studies based on Mediologia PR data.

Event of the Informational Number Visibility .
I PR
Message of Posts of the Event Medialndex
2014
Russian Prime Minister
Medvedev visits Artek 574 125,02 1707.94

and discusses the future of
the children’s center
Single ticket for train, bus
and ferry may come 253 62.99 891.63
in summer
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The authorities want domes-
tic flights to be cheaper than
international flights

The State Duma of the Rus-
sian Federation believes that
the gambling zone will stim-
ulate the development of Cri-
mea

Crimea expects to receive 4.5
million tourists next year
Ruslan Baysarov will deal
with healing the activities

of the resorts of Crimea

In 2014, the tourist economy
of Crimea exceeded

the tax collection plan 1.5
times

Crimea and Tatarstan signed
a cooperation agreement
Putin signed a law to create a
free economic zone

in Crimea

The Cabinet of Ministers dis-
tributes Crimean sanatori-
ums between the depart-
ments of Russia

2015

The new minister of tourism
of Crimea has been given the
difficult task of improving
the quality

of the activities of Crimean
resorts, high expectations are
ahead of him

Putin will discuss the devel-
opment of tourism with

the Presidium of the State
Council in Crimea

A source in the EU structures
denied reports that Russian
tourists visiting Crimea may
have their Schengen visas
canceled

Flights to 15 new destina-
tions will connect Crimea
with Russian regions
Aksenov recommended to
develop an alternative

to trips to Egypt in the Cri-
mea

250

177

171

163

167

146

129

117

315

344

321

265

262

69.57

88.08

45.81

47.52

32.36

53.3

42.68

34.14

126.77

95.34

89.69

65.86

66.26

231.8

2449.7

675.19

1135.51

489.28

1908.72

616.02

356.61

2037.38

1566.43

1296.67

1148.95

1108.82
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Head of the Federal Tourism
Agency:

Russian resorts need an ‘all
inclusive’ system

The minister of resorts and
tourism of Crimea

has denied all the allegations
Medvedev recommended
that appropriate institutions
work to improve the quality
of services in hotels

in Crimea

Crimea Minister of Tourism:
the republic does not want to
replace Turkey and Egypt,
“we are better”

Putin was surprised by the
prohibition issued by doctors
to consume wine in sanatori-
ums: “They will go out the
gates and will continue to
drink!” Why forbid?

2016

Tourists reviewed opinions
about Crimea

The influx of tourists de-
pends on the prices offered
by holiday centers, hotels
and sanatoriums

The government increased
the number

of subsidized flights to the
Crimea

The number of tourists vaca-
tioning in Crimea

has reached the level of 2015
Zakharova called a paradox
the statements of Western
media about the failure of
the Crimean season

Poll: most tourists are ready
to come to Crimea again

The number of tourists arriv-
ing

in Crimea is increasing every
week

Crimea will attract many
tourists from China
Aksenov expects the influx
of tourists to Crimea in 2016
to be huge

222

172

176

204

64

552

405

407

197

169

165

156

130

121

66.56

50.13

69.15

49.27

53.1

163.29

111.97

99.41

34.13

47.27

61.42

45.27

39.29

33.79

1114.83

709.77

1020.13

927.15

1043.97

-1194.34

267.21

1634.68

625.1

579.21

992.15

868.59

705.94

288.43
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Aksenov: there will be no
power cuts

during the season in Crimea
2017

The proposal to eliminate the
tourist tax

“Consistency was not
enough”: ministers are
changed in Crimea at the
peak of the holiday season
The tourist blockade of Cri-
mea will fall

“on the shoulders and pock-
ets” of Ukrainians

They want to earn RUB 16
billion

on an experiment with a
tourist tax in Crimea
Experts opposed the post-
ponement

of the introduction of the
tourist tax in Crimea

Putin signs a law to imple-
ment a tourist tax

Tourist tax: where you have
to pay the most

Aksenov: Crimea will deter-
mine

the amount of tourist tax in
September

Increase in prices for sum-
mer holidays

in the current season

The liner “Prince Vladimir”
went on a cruise

from Sochi to the Crimea for
the first time

2018

“Let’s go”: Putin opened traf-
fic on the Crimean Bridge
“It is not the limit”: Crimea
has set a record

for the number of tourists in
the post-Soviet period
There will be no tourist tax:
Crimea is losing to Turkey
The Crimean authorities
asked Booking.com

for clarification regarding the
hotel situation

62

737

596

430

416

361

345

332

290

263

252

335

268

256

244

36.74

120

122.52

83.84

72.19

62.11

58.4

63.23

40.59

23.95

36.64

110.89

42.6

51.53

37.22

405.88

6923.4

5732

4361

4711

4115.1

3246

4039.1

1835.1

1531

2386

6534

2765

2916

2671
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Crimean resorts will reduce
holiday prices

Crimea and Kuban signed
an agreement on cooperation
in the field of tourism
Rosturism: Crimea can break
a 30-year record in the num-
ber of tourists

Daria Skippari-Smirnowa:
many Finns want to see Cri-
mea

A record number of tourists
will visit Crimea

by the end of the year
Crimea has set a historical
record

for the number of foreigners
from different countries
2019

Simferopol —Moscow. How
was the first day of selling
tickets for the “Tavria” trains
Given the names of the for-
eign resorts

where you can rest cheaper
than in the Crimea

The abolition of the tourist
tax will be

a good advertisement for
Crimea

In Crimea, they understood
why tourists preferred

the resorts of southern Rus-
sia to Turkey

Aksenov talks about the in-
crease

in the influx of tourists to the
Crimea
Poklonskaya wishes courage
to Kiev

in resuming of the transport
to the Crimea

Since the beginning of the
year, Crimea has been visited
by over one hundred thou-
sand foreign tourists
Rosturism determined

the minimum cost of rest in
the Crimea

231

216

157

149

127

110

374

343

195

165

156

132

128

124

29.64

28.18

34.2

41.65

16.32

21.02

111.9

53.34

46.85

19.76

27.69

26.1

19.41

24.19

1967

2284

2855

1778

1099

1625

7268

3541.1

844

1509

1411

1855

1390

1518
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“Record number for all post-

Soviet years”:

in 2018, 6.8 million people
visited the Crimea

Crimean authorities invited
tourists

to come to the peninsula in-
stead of Georgia

124 21.4 1544

66 10.01 436

In 2014, the most significant news message was “Russian Prime Minister Medvedev
visits Artek and discusses the future of the children’s centre”. This message was used in
various Russian media 574 times, had the most positive assessment (taking into account
the tonality and the facts used) and visibility (page number, message volume, as well as
circulation, attendance) —Medialndex PR = 1707.94. This is due to the fact that for the ma-
jority of Russian citizens, Crimea was associated with the international children’s pioneer
camp Artek. The attention of the Russian government to its restoration was a kind of pos-
itive signal of the recovery of the tourism industry in Crimea. In 2015, the most significant
informational message was “The new minister of tourism of Crimea has been given the
difficult task of improving the quality of the activities of Crimean resorts; high expecta-
tions are ahead of him”. Despite the fact that this message has been used in various Rus-
sian media 315 times and had positive assessment and visibility, Medialndex PR was
2037.38.

However, despite the overall positive dynamics of news reports in 2014-2015, in
2016, along with news messages of a positive tone about the rest in Crimea, there are also
negative ones, for example, the message: “Tourists reviewed opinions about Crimea” (Me-
dialndex PR =-1194.34). However, this message is also successfully compensated by other
informational messages of a positive tone. The same approach is typical for news mes-
sages 2017-2019. The analysis carried out using the Mediologia PR data system (Table 5)
shows that the main informational messages of the Russian media, which concerned Cri-
mea in 2014-2019, were aimed at providing Russians with information about the constant
increase in tourist flows to Crimea, improving transport links and accessibility, the state’s
concern for the quality of services and interest in Crimea from foreign tourists. This was
undoubtedly a serious informational support for the tourist destination of Crimea in over-
coming the crisis and confirms the mercantilist approach of the Russian Federation, with
government stepping in to encourage tourist flows to the area [54] (p. 166).

How effective was this information support? As was shown earlier (Table 3) official
statistics of the Ministry of Resorts and Tourism of the Republic of Crimea and the State
Statistical Service of the Republic of Crimea are largely contradictory and questionable.
Some Russian researchers also draw attention to this circumstance. Therefore, A.N. Ko-
shelev and LF.-O. Mirzoev believe that the reason for the “different figures is poor
knowledge of the issues” [15] (p. 15).

Unfortunately, the results of research of the Russian Public Opinion Research Center
(VCIOM) show that the total number of Russians vacationing in Crimea, decreased from
9% in 2015 [100] to 4% in 2019 [101]. At the same time, according to a survey in 2019, 40%
of Russians saw no obstacles for themselves to rest in Crimea, and 24% believe that prices
on vacation are high (Table 6).
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Table 6. Factors limiting the interest in tourist trips to the Crimea in 2019. Source: own studies
based on [100].

Criteria of Criteria of the unattractiveness of a tourist trip %
High prices 24

Income/low salary 9

Low level of service and support 7

The distance of the location of the resting places 5

8

7

Proximity to Ukraine/terrorism
Safety concerns
Nothing disturbs the rest 40

According to the estimates of many Russian experts, the main problems of the tour-
ism industry in Crimea remain unresolved. The main ones among them are [75,102,103]:

. international isolation,
e  high seasonality,
e noncompetitiveness (high prices, low level of services).

The international isolation of the peninsula makes it impossible to attract foreign in-
vestment and the development of Crimea within the framework of the international tour-
ism industry. Accordingly, at present, the main possible form of tourism development in
Crimea is focusing on domestic tourism of Russian citizens and relying solely on their
own resources [104] (p. 434-435).

The problem of the seasonality of the tourism industry in Crimea determines the high
level of prices during the tourist season, with the help of which market participants try to
ensure the profitability of their activities. Attracting a large number of seasonal workers
during this period, as a rule, without appropriate qualifications and training, in turn, de-
termines a low level of services. As a result, most of the objects of the Crimean tourism
industry are not competitive not only with Turkey and Egypt, but also with the nearest
Russian resorts in the Krasnodar Territory (Sochi, Anapa, Russia).

4. Discussion and Conclusions
4.1. Comments to the Research Part

Crimea is a tourist destination with a high level of recognition on the international
tourism market. The peninsula is an area of high natural and cultural heritage. Due to its
location and climate, it is predisposed to the development of the tourist function. In the
past decades, tourism has been an important part of the region’s economy. The develop-
ment of the tourism economy was interrupted by the political crisis that threatens the de-
velopment of sustainable tourism in the Crimea area. The aim of this study is to assess the
effectiveness of information support by Russian media for the tourist destination of Cri-
mea in 2014-2019. On the basis of available, but not fully reliable sources, it can be stated
that the information activities of the media, which are part of the tourism policy of the
Russian authorities in this area, do not limit the crisis situations in the tourism economy.
An indirect way to evaluate the media message addressed to potential tourists who are
interested in coming to Crimea is to analyze the media messages. In the analyzed years,
an increase in the positive ratings of the media influence indicator on the interest in Cri-
mea as a tourist destination was observed from 7% in 2014 to 18% in 2018, while the neg-
ative ratings also increased and amounted to 2% and 8%, respectively. The research con-
cerns only the Russian market. There are no data on incoming foreign tourism. However,
it can certainly be said that Crimea is not a destination that foreign tourists are interested
in after the annexation of Crimea by Russia. On this basis, it should be stated that despite
the fact that many initiatives have been carried out, the effectiveness of the media’s infor-
mation support and the overall tourism policy implemented by the Russian authorities in
the face of the crisis in Crimea’s tourism economy is low. The continued political, social
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and military crisis has a decisive influence on the functioning of the tourism economy in
Crimea.

Despite the solutions to multiple issues on the peninsula, the tourism industry of
Crimea continues to remain in a state of crisis. In the conditions of purely external causes
of the crisis, the subjects of the tourism industry cannot independently solve the tasks they
face and are completely dependent on the actions of the authorities. At the same time, the
information support of the industry by the Russian media shows weak efficiency, since it
does not always reflect the real state of affairs.

On the basis of the conducted analyses, it is possible to answer the research questions
posed. (1) The available empirical data does not make it possible to clearly state the
strength of the impact of the political crisis on the functioning of the tourism economy in
Crimea. However, the observations carried out indicate a significant reduction in inbound
tourism both from the territory of the Russian Federation and especially from Ukraine,
along with the inhibition of inbound foreign tourism. (2) The media is used as an instru-
ment of the policy pursued by the Russian public authorities to stimulate tourist inbound
traffic to Crimea from the territory of the Russian Federation. The purpose of the infor-
mation is an attempt to present Crimea as an area that allows you to take advantage of the
tourist offer. (3) Table 4 presents the list of events from 2014-2019, which were presented
in the media, along with an assessment of their impact on the functioning of the Crimea
tourist destination. (4) Improving the crisis situation in the functioning of the Crimean
tourism economy is not possible through the implementation of a media policy only, but
through specific measures aimed at preserving the natural and cultural heritage, main-
taining and developing tourism infrastructure, creating a tourism offer with attention to
its quality and ensuring appropriate conditions for the safety of tourists’ stay.

The problem raised in the study has not been the subject of scientific research so far.
Along with the potentially changing political and socioeconomic situation, the issues
raised in the study should be covered by in-depth research. The high level of tourist at-
tractiveness of Crimea and, at the same time, the high share of the tourism economy in the
macroeconomic effects determine the need to take measures in the field of tourism policy
towards sustainable tourism development, in order to shape positive relations between
the natural and cultural heritage of Crimea, society and the tourism economy in this area.

Activities aimed at the development of sustainable tourism should include accessi-
bility of the tourist offer for domestic and foreign tourists, activities for the protection of
natural and cultural heritage, maintenance and development of tourist infrastructure
along with limiting the degradation of the already existing elements of the transport, ac-
commodation and catering base, sports and recreational facilities and other elements of
the accompanying and para-tourism base, influencing the safety of both entities of the
tourism economy and, above all, tourists. The issue of security is particularly important
as it results from the very unstable political and social situation in the neighboring regions
of Ukraine, which are affected by the military crisis. Responsibility for the scope of activ-
ities related to the sustainable development of the Crimean tourism economy should be
taken both by the central authorities of the Russian Federation in cooperation with public
institutions at the regional and local level.

4.2. Final Conclusions

The main issue of the conducted research is the role of the media in supporting the
functioning of the Crimea tourist destination. The most important problem resulting from
the conducted observations is the limitation to activities related to the Russian market.
Although it is a market that has a decisive influence on incoming traffic to Crimea during
the research period, it should be born in mind that before the crisis, Crimea was an inter-
national destination. Therefore, when a satisfactory level of security is achieved, measures
should be taken to create the image of Crimea as a tourist destination on foreign markets.
To this end, the international media should be used to ensure a sufficient level of credibil-
ity and trust by the international public. Social media should also be an important support
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tool. The media message should provide real and credible information, while supporting
the tourist destination, and thus access to its heritage, tourist infrastructure, and the tour-
ist offer.

The studies performed concern the period preceding the COVID-19 pandemic. This
is another crisis phenomenon with a global dimension, which additionally exacerbates the
crisis of the Crimean tourism economy. As long as travel restrictions in internal and inter-
national relations persist, the possibilities of counteracting the crisis are very limited. The
time of the pandemic, however, may become a certain period of preparation for public
institutions in order to be able to ensure the possibility of returning tourists to the Crimea
in the near future. This will be possible thanks to the creation of cooperation with entities
of the tourism economy, including travel agencies and carriers, and with the support of
national and international medjia.

4.3. Inference Limitations

The conducted research concerns information support of the media for a selected
tourist destination operating in crisis conditions. The results of the research and the con-
clusions presented concern only the reality of one specific destination, subject to a politi-
cal, social and military crisis, and from 2020, as well as other destinations, also epidemic.
The presented analyses can be the basis for comparative research in other tourist areas
affected by crises.
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