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STRATEGY OF DEVELOPMENT OF HOTEL AND RESTAURANT
ENTERPRISES IN THE CONDITIONS OF UNCERTAINTY OF MARKET
ENVIRONMENT CTPATEI'TA PO3BUTKY I'OTEJIBHUX 1
PECTOPAHHMUX ITIIAITPUEMTB B YMOBAX HEBU3HAYEHOCTI
PUHKOBOI'O CEPEJTOBHUIIA

Annomauia. B cyuachux peanisix 2omebHi RIONPUEMCINEA 30IUCHIOIOMb CEOI0

OISIbHICMb 8 YMOBAX HEBUHAYEHOCMI, KA NO08 A3aHA 13 WEUOKUMU 3MIHAMU
PUHK08020 cepedosuwa. /[ns mozo, abu nionpuemMcmea 20meibHo20 Oi3Hecy Maau
MOJNCIUBICMb  BUIICUMU WA Peanizosy8amu c80i Nociyeu 6 00820CMPOKOSIll
nepcnekmusi  HeoOXioHe egeKkmueHe 30IUCHEHHS Npoyecy CMmpameiuHo2o
ynpaeninna. Ilpasunbno obpana cmpamezis po36UmK)y 003601UMb 20METbHUM
NIONPUEMCINGAM BUHAYUMU NPIOPIMEMHICIb MUX YU IHWUX NOCTYe, AKi 0Y0ymb
Ha0aeamucs 3a NeGHUX KOHKPEMHUX CUmMyayiu.
Cmpameziunuil po36UMOK 20MeNbHUX | pPecmopaHHux NiONPUEMCME 8 YMOBAX
HEeBU3HAYEeHOCMI HAapa3i € aKMyaibHUM NUMAHHAM, aodce NONPU CXOHCICMb
3a2anbHUX Ni0X00i8 KOMCHe NIONPUEMCIBO CIMBOPIOE VHIKANbHI KOMOIHAYIT 6A308UX
ma QyHKYIOHANbHUX cmpamezill.

Bpaxoeyouu «puzosi ymoeu HayioHanbHOi €KOHOMIKU ma CYCHLIbHO-
RONIMUYHI npoOaeMU, AKI CKIAMUCS HA CbO20O0HT, HEOOXIOHO COPMYNIO8AMU BNACHY
cmpamezito po3sumky, AKa Oyoe 8paxo8ysamu 3aKOHOMIPHOCMI pO36UMKY PUHKOGOL
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E€KOHOMIKU, BNIUB 308HIUWHIX [ GHYMPIWHIX (PaKmMopie puHK0B8020 cepedosuua ma
eghekmusHo npayrogamume Ha 3MEHUEHHs PUSUKIB.

Punox comenvHo-pecmopannux nociye He € OOHOPIOHUM 1 OOCMAMHBLO
BUBUEHUM, NIOOAEMBCS 3MIHAM 8 KPU30BUX YMOBAX DO3GUMKY EKOHOMIKU, WO
AKmMyanizye BUKOPUCMAHHA THCMPYMEHMAapilo MapKemunzy OJisl OO0CACHEHHS.
epexmuenocmi OiaNbHOCMI BUPOOHUKIE 20MENbHO-PECMOPAHHUX NOCTY2 8 YMOBAX
HeCmiuKo20 PUHKOB020 cepeoosuyd. Buxionum momenmom y eusHauenui ma
BUKOPUCMAHHI CYUACHOT KOHYENYii MapKemuHey € ioes 1t00CbKux nompeob i nompeb
(@izuuni nompebu i nompebu 8 idxci, 00s3i, menii, besnexu, coyianvui nompeodu i
nompeou 6 3HaHHAxX i camosupadicenni). [lompeodu nroodetl 6e3medicHi, a ocb pecypcu
0151 ix 3a00801eHHs oomediceni. Tomy cnoxcusay O6yoe subupamu mi nociyeu, sKi
00Ccmassiomy UOMY HAUOLIbULE 3A0080JICHHS 8 PAMKAX 1020 MONCIUBOCMEll

Abstract. In modern realities, hotel enterprises operate in conditions of
uncertainty, which is associated with rapid changes in the market environment. In
order for the hotel business to be able to survive and implement their services in the
long run, it is necessary to effectively implement the process of strategic
management. Properly chosen development strategy will allow hotel companies to
determine the priority of certain services that will be provided in certain specific
situations.

The strategic development of hotel enterprises in conditions of uncertainty is
currently a topical issue, because despite the similarity of common approaches, each
company creates a unique combination of basic and functional strategies.

Given the crisis in the national economy and the current socio-political
problems, it is necessary to formulate its own development strategy, which will take
into account the patterns of market economy, the impact of external and internal
factors of the market environment and work effectively to reduce risks.

The market of hotel and restaurant services is not homogeneous and
sufficiently studied, is subject to changes in the crisis of economic development,
which actualizes the use of marketing tools to achieve efficiency of producers of
hotel and restaurant services in an unstable market environment. The starting point
in defining and using the modern concept of marketing is the idea of human needs
and wants (physical needs and needs for food, clothing, warmth, security; social
needs and needs for knowledge and self-expression). People's needs are limitless,
but resources to meet them are limited. Therefore, the consumer will choose the
services that give him the greatest satisfaction within his capabilities.

Keywords: Development strategy, hotel and restaurant enterprises,
conditions of uncertainty of the market environment.

Cmpameziss  po3sumky, 20melbHO-PeCmOopanti  NIONPUEMCEA, YMOBU
H@BMS‘HLI‘IBHOCmipIAHKOGOZO cepedoeuwa

Introduction. In today's restaurant business is faced with the
conditions, taking into account the guestion of ensuring rapid adaptation to
dynamic development of modern the external market environment.
restaurant business in Ukraine, the Factors such as accelerating the pace of
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life and raising the general cultural
level of the population lead to a high
level of competition in this market
segment.

The nature of market reforms
requires restaurants to ensure a high
level of competition, change
management practices, financial and
marketing policies, positioning the
institution and developing new ways to
meet consumer demands.

In such circumstances, special
attention should be paid to the
innovative  component  of  the
development of the restaurant industry:
the application in practice of the latest
forms and methods of service, the
formation and implementation of new
services and more.

The  effectiveness of  the
introduction of innovative approaches
to planning the activities of restaurants
is realized through the application of
innovation  development  strategy,
which allows to increase the
competitiveness of restaurants and
promote effective activities in the
implementation of services in tough
market conditions.

Formulation of research is to
study current innovation trends for the
formation of a strategy for the
development of hotel and restaurant
industry, aimed at increasing the level
of competitiveness in the services
market and ensuring the quality of
services.

Research methodology. In the
article we use the following research
methods: deduction, induction,
analysis, synthesis, explanation.

Analysis of research and
publications. Conditions for the
restaurant business are characterized by
a high level of competition, and the
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crisis of the national economy limits the
restaurant industry in the use of
financial resources. In order to maintain
its own competitive position, it is
necessary to respond quickly to the
uncertainty and variability of the
economic environment, which requires
the use of the world's leading
experience of effective restaurant
management [1-3].

Given that today the restaurant
business in Ukraine is represented by a
wide variety of types of restaurants,
each of them is differently affected by
changing environmental conditions,
there is a need to pay attention to such
aspects of business as attracting highly
gualified staff, finding potential
investment funds , focusing on the use
of modern innovative trends related to
the use of new types of equipment and
technical and technological methods of
work; new types of services and forms
of service; innovative cooking
technologies[4-6].

Both entrepreneurs-practitioners
and scientists have made a significant
contribution to solving the problem of
adaptation  of  public  catering
enterprises to functioning in conditions
of uncertainty, development of an
effective anti-crisis strategy, use of
creative approaches to providing new
quality services.

A. Kholodnytska believes that the
creative component is a key
requirement for the competitiveness of
any field of activity, including the
restaurant business. Using creative
approaches to doing business is the key
to maintaining its position in the
market, expanding the range of
potential customers, increasing revenue
and responding successfully to a
variety of economic, political, social,
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demographic and other challenges. In
this regard, according to N. Balatska,
M. Ryabenka social, psychological and
biological uniqueness, intellectual
abilities, as well as information base,
image and lifestyle of the consumer
should become the main values in
shaping the strategy of restaurant
business [7-10].

Given the situation of limiting the
functioning of catering establishments
in the conditions of lockdown, V.
Grosul and N. Balatska developed an
information and communication model
of the company's decision-making on
targeted delivery of restaurant dishes,
the use of which helps to keep the
business. Of scientific interest is the
model of the "consumer funnel”
proposed by the authors, due to which
it is possible to timely identify the main
directions of improving the efficiency
of marketing activities to promote
restaurant products [11].

Presentations of
results.

With the development of market
relations, the risk of uncertainty in
the activities of manufacturers of
hotel and restaurant services
increases, which is exacerbated by
the following factors:

- lack of quantitative data on

actual and potential consumers of

hotel and restaurant services;

- dynamics of development of the

market of these services;

- competitors who produce similar

the main

services;
- lack of information on consumer
preferences and consumer
solvency.

For the application and effective
development of marketing of hotel and
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restaurant  services requires the
existence of a number of conditions:

- deep saturation of the market
with hotel and restaurant services
(existence of consumer demand);

- fierce competition of producers
of hotel and restaurant services for
consumer preferences;

- sufficient and  reliable
information of consumers about other
available services;

- free market relations, ie the
ability to choose markets without
administrative restrictions, business
partners, set prices, conduct business,
etc .;

- free activity of the administration
within the hotel and restaurant to
determine the goals, strategies,
management structures, distribution of
funds by budget items.

The COVID-19 pandemic in 2020
and the war in 2022 made significant
adjustments to the course of events,
radically changing people's worldview
and way of life. At the same time,
attitudes toward the culture of food
consumption have changed
significantly. In order to keep their
business, the owners and staff of public
catering establishments had to make
every effort, as their sphere was hit the
hardest.

During 2020, the number of
restaurants and cafes in Ukraine
decreased by almost 4,000

establishments. At the beginning of
2021, there were 14,700 restaurants and
cafes compared to the beginning of
2020, when there were 18,600
establishments in Ukraine. The volume
of the restaurant market decreased by
almost 30% in 2020 and amounted to
UAH 14.1 billion in 2020.
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In 2020, the restaurant market lost
almost UAH 6 billion. This is the result
of several knockdowns, quarantine
restrictions on the restaurant business
and the absence of foreign tourists.

30000

The European Business
Association conducted a study of the
Impact of the pandemic on the activities
of small and micro enterprises in the
restaurant business, the results of which
are summarized in the table 1
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Fig. 1. Dynamics of the number of catering establishments for 2006-2021
Literature: formed according to the Analytical Center "Restaurants of
Ukraine" and the State Register of Capacities of Ukrainian Market Operators [12].

Table 1

The results of research on the impact of quarantine restrictions on the
activities of small and micro enterprises in the restaurant business

Impact of quarantine restrictions % of positive
on the results of the restaurant business answers

Loss of income 78
The amount of lost income 75
Reduce the number of orders 58
View business model 18
Optimization of the number of staff 10
Increase sales due to the opening of new markets 3
No impact of the pandemic on performance was noticed 14
Reduction of staff salaries 30

Literature: formed according to the results of research by the European
Business Association [13].
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The results of the study show that
due to the use of creative methods in
terms of revising the business model
(18%) and opening new markets (3%),
companies managed not to lose
business. Probably due to this, 14% of
companies did not notice the impact of
the pandemic on income. On the other
hand, 78% felt a loss of income, and
some of the respondents noted a 75%
loss of income. Most entrepreneurs
often consider the simplest ways to
keep their business to reduce staff and
reduce wages, but experience has
shown that such methods are
ineffective in conditions of uncertainty,
as more creative ways to solve
problems and respond to risks, because
otherwise not only a particular
entrepreneur but also the economy the
country as a whole suffers enormous
losses.

The genesis of creative ideas for
the transformation of the restaurant
business model is designed to help
maintain its market position. Under
such conditions, the use of social media
marketing (SMM) technologies as a set
of measures to use social media as a
channel to promote companies and
solve other Dbusiness problems is
important.

The majority of potential
customers are concentrated in social
networks, so the use of social media is
designed to interest the target audience,
provide feedback and identify methods
of promoting advertising content.

Restaurant establishments have
started to introduce outbound catering.
The peculiarity of this service is that
due to the mobility and professionalism
of staff, the client, in addition to typical
restaurant services, gets the opportunity
to order a plane, yacht, steamer,
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trolleybus or other unusual place,
unique style, decor or floristics,
creative serving and presentation, and
also the organization of security of the
event. Crowd technology is opening up
new marketing opportunities for
restaurants.

Through their own sites / pages or
popular  crowdsourcing platforms,
establishments can: organize new ideas
for menus, cooking technologies,
additional services, hold various online
competitions  that will  provide
interesting suggestions for improving
the work, filling the menu, naming
dishes and more.

Conclusion. In order to function
effectively in conditions of uncertainty
and to meet challenges, restaurant
business owners must reject the usual
formats of activity, instead of attracting
all possible reserves and forces to find
new creative approaches to doing
business.

With this in mind,
businesses should implement
innovations that will maximize the
safety of visitors, improve quality and
expand the range of dishes, increase

restaurant

additional services in the form of
modern  services of  delivery,
manufacture and sale of semi-finished
products, menu updates, social
responsibility, QR-codes for
abandoning  the  paper  menu,
minimizing waste, using

environmentally friendly packaging,
etc.

The key trends and prospects for
the restaurant business should be cost
optimization, effective service
management, streamlining business
processes, finding the perfect menu,
business conceptualization, as well as a
high degree of elasticity and flexibility,
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ability to adapt quickly to market

changes in global uncertainty.
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