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BPEH/IUHI' Y COEPI I'OTEJIBHOI'O BIBHECY

Po3ruisinyTo ocodmBoCTi OpeHaMHry y cdepi roreibHOro 0isHecy YkpaiHu Ta po3-
BUHeHUX KpaiH. [IpoanasizoBaHo mixoau 10 po3yMiHHS MOHSATTA OpeHIy Ta OpPeHIUHTY 3
BH3HAYEHHSIM CYTHOCTI OpeHIMHIY B rore/ibHii cdepi. Buokpemieno gyHkuii roreJbHuX
OpeHziB, siki 3a0e3Me4yl0Th NepeBaru AJisi cnokuBaviB. OuiHeHO MO3UILIT TesIKMX CBITO-
BHX TOTeJIbHUX OpeHiB Ta 0XapaKTepH30BAHO CTAH TrOTeJIbHOr0 Oi3Hecy B YKpaiHi.
OOrpyHTOBAHO LLISIXH PO3BUTKY roTeIbHOI chepy HA NMEPCHEKTUBY, 3BAKAI0YH HA MOT-
pedy nMoKpanieHHs1 TEXHOJIOTiiH OpeHIMHTY.

KirouoBi ciioBa: Opena; OpeHIMHI; roTeibHA cepa; roreibHUI 0i3HeC; MOCTYIH;
cTparerii; po3BHTOK.

IlocranoBka nmpo6aemu. HemaTepianbHi akTUBHM 3a Cy4yaCHUX YMOB IIOpa3
aKTUBHIIIE YKPIIUTIOIOThH MO3UIIIT MIAMPUEMCTB Ha PUHKY Ta TApaHTYIOTh OTPUMaHHS
TPOIIOBUX JOXOMIB JJIsl Cy0'€KTiB TOCTIOaproBaHHs. | came OpeH/] € OJTHUM 13 TaKUX
HeMaTeplalbHUX aKTHBIB, KU Ja€ 3MOTY MiANPUEMCTBY BIEBHEHO MO3UIIIOHYBATU
ce0e Ha PUHKY, OCKIJIbKHM BIH BOJIOJIE€ BUIIMM CTYIIEHEM CBO€I YHIKAJILHOCTI MOPIB-
HSHO 13 MaTepialbHUMU aKTHBAMH.

Ha ocHoBi Openay BUALISIOTh TaKUi BaJIMBUH SIKICHUH 1HCTPYMEHT, SIK
OpeHIUHT, SIKUI 32 Cy4YaCHUX YMOB Ha0yBa€ HOBOTO 3MICTY Ta LI0pa3 OUIBINOI 3alli-
KaBJICHOCTI Cy0'e€KTiB O13HECY Y PI3HUX Tally3sX €KOHOMIKH. 30Kpema, cdepa roTelib-
HOTO Oi3HECy, sKa JMHAMIYHO PO3BUBAETHCS, MOCTIMHO MOTpeOye yHI(PIKOBAHUX 3a-
co0iB 1 CTHUMYJIB i1 CBOro (DyHKITIOHYBaHHS, 1 caMe SKICHMM OpeHIWHT IIif-
MPUEMCTBA € TUM KIIFOUYOBHM HAIPSIMOM, Ha OCHOBI SIKOTO BOHO MOXE JIATH 3
HaMKpaIluM pe3yJIbTaTOM.

AHaJi3 OCTaHHIX AocailkeHb i myOjikanii. [ToxomkeHHs Ta maAXoau 10
TpakTyBaHHS MOHATTS "OpeHna' IikaBwiIM Oaratbox 3apyOikHUX (axiBHIB y cdepi
MapKEeTHHTY, K1 pO3IIJalid HOro sIKk MapKy TOBapy, 3BaKarOuu Ha JOCIIBHUU Iie-
peknan cinoBa "brand" sk cuMBoON, 3HaK, Mapka. OCHOBOMOJOKHUKAMU TaKOTO
TpakTyBaHHs MOxkHa BBaxaTH . Aakepa [1] ra @. Kotnepa [2].

Ha cporoani icHye HU3Ka MIAXO/IB O PO3YMIHHS CYTHOCTI TepMiHiB "OpeHn"
Ta "OpeHauHr". 3arajaom mif OpEeHAWHTOM PO3YyMIIOTh CYKYIHICTh JIii 100 MPOCY-
BaHHS OpeH/Ty, KU MMOKIMKAHUHN 3a0€3MeYnTH yCITX Ha PUHKY JUII TIEBHOTO TOBA-
py. Came B TaKkOMy KOHTEKCTI PO3TJISAAOTh 1€ MOHATTS Taki AOCHiAHUKH, sK: JI. ba-
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nabanoBa, . [Ipuxomuenko [3], O. Kenmtoxos, K. Arensceka, [1. daiiBimenko [4],
O. Mopos [5], H. Hopinmna [6], I. Ctpytunceka [7], O. Teneros [8] Ta iH.

[TpoTe nociimKeHHs 3a3HaUYE€HUX HAYKOBIIIB BUPI3HSIOTHCS 3arajlbHUM Xapak-
TEpOM 1 BIJMIOBIHO HE OXOILTIOIOTH CTICHU(IKU OPSHIUHTY B OKPEMUX Traly3six (yH-
KL10HYBaHHS MIANPUEMCTB. 3 OISy Ha MOTpeOy BUBUEHHS CYTHOCTI Ta OCOOIUBOC-
Teil OpeHAMHTY B cepi TOTENBHOTrO Oi3HECY IIe MUTaHHS MoTpedye TIMOOKOro Ha-
YKOBOTO aHali3y Ta pO3yMiHHS HOBUX IMIAXOJIB 0 HOrO BUBYEHHS 3 OISy HA PUH-
KOB1 YMOBH, SIK1 € HaJI3BUYAIHO MIHJIIUBUMH B YMOBax TpaHchopmariii, 1o BigoyBa-
IOTHCS B CyYaCHOMY CYCHUIBCTBI.

BuokpeM/ieHHSI HeBUPIllIEHUX pPaHillle YACTHH 3arajbHoOi npoodJjemu. Me-
TOIO0 poOOTH CTaJI0 BUOKPEMJICHHS OCOOIMBOCTEH peanizamii OpeHauHry B cdepi ro-
TEIBHOTO Ol3HECY Ta MOMAAJBIIMX HUIAXIB HOTO 3aCTOCYBAaHHS BIAMOBIAHO 10 TIOTpE-
01 e(heKTUBHOTO PO3BUTKY raiys3i.

Bukiaa ocHoBHOro marepiajy. Y cdepi roTenbsHOro 6i3Hecy OpeHIUHT 3a
Cy4aCHMX YMOB HaOyBa€ 0COOJMBOTO 3HAYCHHS, 3 OISy Ha WOTO IMO3UITIOHYBaHHS
SK TIOTYKHOTO 3ac00y MOKpAIIeHHsI Pe3yJbTaTiB JisUIbHOCTI CY0'€KTIB roCIoiapro-
BaHHA. Tak, OpeHauHT y cdepl roTeapHOro O13HeCy MOTPIOHO PO3IIIAIaTH K BH3HA-
YeHy TEXHOJIOTiI0, CTIPSIMOBaHy Ha (JOPMyBaHHS Ta MPOCYBaHHS (PipMOBHUX TypHC-
TUYHUX TOCIIYT, sl K01 XapaKTepHI TaKi O3HAKH:

* T[IOCWJICHHWH BIUIMB PI3HOMAHITHUX 3acO0IB CTHMYJIIOBaHHS 30yTy, pPEKIaMH,

Jii TOBapHOI MapKH YX TOBAPHOTO 3HAKY Ha CITOKUBAYiB;

e (opMyBaHHS YHIKJILHOCTI IIPOIO3UII IOTENIHLHOI HOCIYTH, CTBOPEHHS i 00-

3aCTOCYBaHHS;
e BUPIIICHHS 3aBAaHHS (DOPMYBaHHS Ta 3aKPIIUICHHS Y CIOKHBAYiB ITO3UTHB-

HUX acollialliid, TOB'I3aHUX 13 TOPTOBEIBHOIO MAPKOIO.

L{s TexHOMOrIS MOXE CIPSMOBYBATHCS Ha pealizallifo He TUIbKUA TOTEIbHHUX
MOCIYT — MiJ] TOTEIbHUM OpPEHJIOM JIOBOJII YaCTO PO3YMIIOTh HAaBITh OKpPEMY Miclie-
BICTh, KYpOPT 4M LTy KpaiHy 3arajoM. SIk mpuKIaj, MOKHA 3rajaT Bigomuii "By-
koBesip" y Kapnartax um "3onoti micku" abo "Consunuii 6eper” y bosnrapii. Jlume
3rajika mpo Il Ha3BU BiApazy ¢GopMye B YsBI MOTSHINIHOTO CIOKMBava HabIp THX
XapakTepHUX 0COOIMBOCTEH, K1 TPUTAMaHHI caMe MM OpeH/1aMm.

Bapro 3ragaTu Taki 3arajJbHOBIZIOMI CBITOBI TOTENIbHI OpeHIH, SKi 3aCBITUMIH
YCHIIIHICTh 0aratopivyHoi peanizaliii TeXHOJIOTIi MPOCYBaHHsS CBOiX IMPOIYKTIB Ha
PUHKY TOTEJIBHUX TOCTyT. 30kpeMa, 1ie Accor Group, Hotels Resorts, Hilton Hotels
Starwood, Marriott International, Intercontinental Hotel Group. V mmanax Accor
Group € Hazmai MPOJOBKYBATH TTI00ATBHY €KCIAHCIF0 TaKUX CBOIX OpeHmiB sik For-
mula 1, Motel 6, Etap, Ibis, All Seasons, Suite Hotel, Merkure, Sofitel, Pullman, No-
votel.

JIOCSTHEHHIO CBITOBOTO BHM3HAHHS IOCIYT 3a3HAYEHHMX TOTEIBHUX MEpex
CHpUSB IPaAMOTHUI OpPEHIMHT, SIKUI peai3yeThesi BIPOJOBXK 0ararboxX pOKIB LUIA-
XOM (hopMyBaHHS YHIKQJIbHOI MPOIO3UIIT JJIs1 KIIEHTIB, PO3POOJICHHS PI3HOMAHIT-
HUX 3aC001B MMPOCYBaHHS Ta CTUMYJIIOBaHHS 30yTy CBOiX MPOJIYKTIB, a TAKOX rapaH-
Tii BUCOKOTO PiBHS 0OCITyrOBYBAHHS 1 HAJJAaHHS SIKICHUX MOCTYT.

SIKiCHI TOCTYTM TOTEIB TICHO TOB'S3aHI 13 MOHSATTSAM CUJIBHOTO OpeHmy
(puc. 1), Ha KWW BIJIMBAa€ HU3Ka YMHHUKIB, 30KpeMa, rioOami3alliiiHi Ta iHTerpa-
LifiHI MPOLECH Yy CBITI, MAaKPOCEPEAOBHUIIE Ta 30BHIIIHBOCKOHOMIYHA MAISJIBHICTH
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KpaiH{, a TaKO’K YMHHUKU ME30CEepPEIOBHILA, TaKl SIK PUHKOBA KOH'TOHKTYpa Ta KOH-
KypeHTHe cepenoBuiie. CuabHUN OpeH]| 3AaTHUN BIUIMBATH HAa CTAHAAPTH SKOCTI Yy
TOTENBHIN cdepi, TOMy HIO CMOYKUBAUl, 3BAYKAIOUX Ha SIKICHI TIOCITYTH (BUCOKI CTaH-
TapTH) B OJTHOMY TOTEll, OUIKYIOTh aHAJIOTIYHUX Y BCIX 1HIIIHUX TOTESIX.

30BHIIIHE CEPEOBHINE TIATBHOCTI MiANPHEMCTBA
roTeNLHOro Hi3Hecy
| IeHTHYHICTE Knientu ta
Openy y CIIOMKHBAYi
CBLIOMOCTI
Buympiwuns CuibHHi <:’ Soeniwms
cuia Gpendy ::> Openn cuna bpendy
T 1T
CEO Ta IMiK TA
repeoHal pernyTaris
TOTEN TOTENH
Makpo-, Me30- Ta MiKpOpiBeHb

Puc. 1. ®opmyBaHHs CHIBHOTO OpeHAY B roTeJbHOMY Oi3Heci

IDicepeno: cknadeno na ocHosi [9].

CTBOpeHHS CHJIBHOTO OpeHIy MiAMPUEMCTB FOTEILHOTO O13HECY Ha ChOTOJIHI
notpedye 0coONMBOT yBaru, OCKIJIBKM YacH, KOJM TpoIec OpEHIMHTY BiIOyBaBCS
CIIOHTAHHO, 3AIMIIUIUCSA B MUHYJIOMY. Jlo TOro K, MO/1i OCTaHHIX POKIB, MOB'A3aH1
13 MaH/IEMi€10, CUIIBHO BIUTUHYJIM HA BapTICTh MPOBITHUX CBITOBUX FOTEIbHUX OpEH-
B, sika 3HU3MIAacs Maibke Ha 23 mapna goi. CIIA.

30Kkpema, 3arajbHa BapTicTh 50 HAHAOPOXKUYMX TOTEIbHUX OpPEH[IB CBITY 3HU-
3unacs Ha 33 % 3a pik (22,8 mapn pon. CIIA — Bix 70,2 mapa noa. CIHA y 2020 p.
1o 47,4 mupn gon. CILIA y 2021 p.). BapTicTs HaliIop0o>X40ro roTesIbHOro OpeHay B
ceiti Hilton 3a gac mannxemii 3an3munacs Ha 30 % — mo 7,6 mupa mon. CHIA. Bapricts
Opennia Marriott, konkypenrta Hilton, 3au3unacs y 2020 poui Ha 60 % — 1o 2,4 mipa
non. CIIA, a rmobanpHa 3aiHATICTH Yy HOTr0 TOTENBHIN MepeXi CTaHOBUJIA BCHOTO
36 % 3a pik [10].

[Tannemiuni HacTpoi HEe OMUHYNIM ¥ YKpaiHy, roTenbHMIA Oi3HEC SIKOi 1 Tak
BIJICTAaBaB Ha JIeKUIbKa POKIB BiJ TOKa3HHWKIB PO3BUHEHUX KpaiH. Tak, BIITKY
2020 poky cepeAHili MOKa3HUK 3aBAaHTAXEHOCTI TOTEIIB MO0 YKpaiHi HE MepeBUILy-
BaB 10 %, 0co01MBO BTpaTHIIM TOTENI BUILIOTO LIHOBOTO cerMeHTa. byno 3amopoxe-
HO 3HAYHY KUIbKICTh IHBECTHLIIHHUX MPOEKTIB Y TOTENBHIH cdepi.

A omuTyBaHHS CyO0'€KTIB TOTENBHOTO Oi3Hecy 3acBimuye, mo: 93 % pecrion-
neHtiB y 2020 poui miATBEpAWIN 3arajibHUM criaj piBHS BUPYUYKU CBOTO TOTENIO, Y
21 % roreniB BajoBa BUpydKa ckopotuiacs Ha 25-40 %, y Tpetunu roteniB — Ha 40-
60 %, y 30 % roteniB Taki ckopoueHHs csrHynu noHana 60 %, Tinbku 4 % rotenis
MOKa3aJii 3pOCTaHHs PIYHOI BUPYUKH, a Y 3 % BOHA 3alMIIMIACh Ha TOMY K pIB-
Hi [11].

CporojHi BITUM3HSHA TOTENbHA Taly3b XapaKTepU3yeThCS HEPIBHOMIPHUM
po3BuTkoM. Tak, Ha pUHKY BUILISIOTHCS Taki Jiokaiii, ik Kuis, JIbBiB, Oneca Ta 1ie
5-6 mo3wulliil, e TpuBae CTaOUIBHUN MOMHUT Ta BIAMOBITHA MPOMO3UIIIS TOTEIBHUX
nocayr. B iHmmx mictax YKpaiHu crioctepiraetbesi APIUT SIKICHUX FOTEIbHUX HO-
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MEpiB 3a aJEKBATHOIO IIIHOIO Ta TOTEJIB CEPEHHOTO ILIHOBOTO CETMEHTA, SKHH €
HANOUTBI 3aTpeOyBaHUM SIK Y BITYM3HSHOTO, TaK 1 3aKOPAOHHOTO TypHUCTA.

OxkpeMo BapTO 3BEpHYTH yBary Ha pUHOK CTOJIMI, TIPOBIJIHI TOTEJIbHI MEPEXK1
SIKOTO BOJIOJIIIOTH MOTYKHUMH OpeHJIaMH 13 CUJILHUMU TO3UIISIMU. 30KpeMa, 1€ TO-
temi "Hyatt Regency Kyiv", "Hilton Kyiv", "Premier Palace Hotel" Ta "InterConti-
nental Hotels & Resorts". L1i Haii0i1b11 peICTaBHUKN TOTEIBHOTO pUHKY KueBa B
0COOJMBHI CIIOCIO B3a€EMOIIOTE MK CO0O0I0, 3IIMCHIOIOYM B3a€EMHMI BIUIMB CBOIX
OpeH/TiB MiXK COOOI0.

[{ixaBUMHU BUIaIOTHCSI HAYKOB1 JOCIIPKEHHS BIUIUBY OpPEHIUHTY Ha MPUOYTOK
nux roreniB. Tak, pe3ynabTaTH pO3paxyHKIB 3aCBIAUMIIM, IO ToTeabHul Opena Hyatt
Regency nocinae nepiie Miciie cepes] HIMX BIIOMUX TOTEIbHUX OPEHAIB y PEUTHH-
Ty cuin OpeHay, sikuil ctaHoBUTH 176,66 Tuc. rpH (Tabmuus 1) [12].

Taoauus 1

Micue npoBigHMX roTeJLHUX OPeHIiB y peliTUHIY 32 CHJI010 OpeHy cepe/l FOJIOBHHUX
KOHKYpeHTiB M. Knuepa

Ha3spa rotensHoro openmy Bapricth OpeHfy, THC. TPH Micuie B pefTiHry 5a cuior
Openmy
"Hyatt Regency" 176,66 1
"Hilton" 163,34 2
"Premier Palace" 150,21 3
"Inter Continental" 137,58 4

Po3paxyHku, pe3ynbTaTu SIKMX MOJAHO B TaOJUIN, BUKOHYBAJIM Ha OCHOBI Me-
TOJly MOpIBHSAHHSA, Oepyun 1o yBaru 2017 pik (0e3 Openaunry) ta 2019 pik (3 Buko-
puctanHsaM OpeHnuHry). Bukopucranns 6penay "Hyatt Regency" nano 3mory Bnac-
HUKaM HapOCTUTU NpHOYTOK y po3Mipi 176,88 Tuc. rpH 3a pik, openy "Hilton" npu-
HiC piuyHui 10Xix y po3mipi 163,34 tuc. rpH, "Premier Palace" — 150, 21 Tuc. rpH, a
"Inter Continental" — 137,58 Tuc. rpa BianosigHo. OTxe, AaHi TaOiulll 3aCBITIYIOTH,
IO 3aBASKH BIUIMBY OpeHIy YKpaiHCHbKMM TOTENISIM BJAJOCS JIOCATTH 1CTOTHOTO
3pOCTaHHs NPUOYTKIB.

Orxe, 111 JaHl CBIYATh MPO 3HAYHI MEpPEBaru, siki Hajgae OpeH]l TOTEeILHOMY
rOCIOJIaPCTBY — OTPUMAaHHS JA0JATKOBOIO JOXOJY, COPHUSIHHSA BHXOJy Ha HOBI PUH-
KU, MIJBUIICHHS KOHKYPEHTOCIPOMOKHOCTI TOTeNto Toiio. BogHouac, He3Baxaouu
Ha e()eKT BUKOPUCTAHHS BIIOMUX OpPEH/IIB, BITYU3HSIHUM TOTEISIM OTPiOHO dhopMy-
BaTH 1HAMBIAYaJdbHUN IMIDK Cepesl CIOKHMBAYiB, a TAKOXK PO3LIMPIOBATU CIIEKTP
MDKHApOAHUX OpeH/IIB, 3 IKUMH BapTO MPAIIOBATH.

3a manumu YKpaiHcbkoi acomiamii roremiB i KypoptiB (UHRA), ynpomosxk
HACTYITHUX JIBOX POKIB B YKpaiHl IUIaHYIOTh BIAKPUTU IIOHAHOUIbIIE ECATh TOTe-
JIiB, IO TIPEACTABIIAIOTH MIXKHAPOIHI MEepexi. AJ)Ke Ha ChOTOJIHI il MIKHAPOTHUMHU
OpeHnamu B YKpaidi QyHKIIOHYIOTh Jiniiie 17 roTesis, Mo € HaATO MI3EpHUM IOKa3-
HUKOM MOPIBHSIHO 3 IHIIMMHU KpaiHaMH.

30Kkpema, WAeThCs Mpo Taki roTenbHi Opennau, sk Radisson Hotel City Center
Odesa (90 momepiB), Best Western Plus Lviv Market Square (70), Ibis & Adagio
Kyiv (combo, 265). V 2022-2023 pp. 1wianyioTh po3nodatu poborty Ibis Lviv
(100 nomepis), Radisson Hotel Pechersk Park Kyiv (167), Sheraton Kyiv Troitska
Square (208), Tpoxu 3rogom — Novotel Lviv (125) 1 Hampton by Hampton Lviv air-
port (138) [13].
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OTtxe, mi1st roTenbHOT cepr YKpaiHU XapaKTepHE NepeBakaHHS HalllOHAJb-
HUX MepeX MOPIBHIHO 13 3aKOPJAOHHUMU OpeHJaMH, 1110 MOSICHIOIOTh TAKUMH IPUYH-
HaMMU:

e Hee)eKTUBHUI COIIaTbHO-eKOHOMIYHNI Po3BUTOK (po3mip BBII Ha gymry Ha-
CEJICHHSI € HAaWHMKYMM B €BpoITi);

e HecTallIbHA CUTYAIlisl BHACITIOK BOEHHUX i HA CX0Jll YKpaiHu Ta pOCIfCh-
KOI arpeci;

® HU3bKI JOXOJM HACEJIEHHS, BHACHIJIOK YOr0 TOTeJbHI MOCIYTH € HEIOCTYITHH-
MU JIJIs1 3HAYHOT YaCTHHU IPOMAJISIH KpaiHH.

e HecTablIbHAa HOPMATHUBHO-TIPaBOBa 0a3a Ta MOJATKOBA MOITUKA ACPHKABH, 110
BIJIIITOBXY€E Oa)kKaHHS BITOMUX OpPEH/IIB 3aX0IUTH Ha YKPAIHCHKUI PUHOK.
Oxkpim TOrO, crierudika yKpaiHChKOI TOTENBbHOI chepH Moysirac B TOMY, IO

BJIaCHA TeopeTHyHa 0a3a nepedyBae Ha HEHAJIEKHOMY PiBHI, a 37100yTKH HAYKOBLIB 1
MPaKTUKIB PO3BUHEHUX KpaiH MOTPIOHO ICTOTHO aJanTOBYBAaTH IO BITYM3HSHUX pe-
aJliid, BpaXxOBYIOYH OCOOJMBOCTI pUHKY YKpaiHu. 30KpeMa, 1€ CTOCYEThCSI OpeHNH-
Ty — JIOBOJI1 4acTo Te, [0 MapKETOJIOTH PO3LIHIOIOTH SIK OpEH]I, 32 XapaKTepUCTUKA-
MU TIPOBIJTHUX CIIEIIATICTIB CBITY OpEHIOM HE BBaXaroTh. Ake hopMyBaHHs OpeH-
Iy € JTOBrOTPUBAIMM IPOIIECOM, HOTO IITICHICTh MEPEBIPAIOTh K MIHIMYM IT'SITH-
a00 MIECTUPIYHUM TIEPIOJIOM, TOJII SIK OLIBIIICTh TOTEILHUX OPEHIIB € TOBOJI MOJIO-
JIMMH 1 HE BiAMOBITAIOThH 3a3HAYCHUM YaCOBUM TTapaMeTpaM.

Jliia Toro, 106 BTpUMAaTH MO3HIIIi CHIIBHOTO OpeHly Ha PUHKY, BITYU3HSIHUM
cyO'exTam rotenpHOro 6i3HeCy HE0OX1/IHO 3BEPHYTH yBary Ha Te, HACKUTbKU CIIOXKHU-
Bayl Oy1yTh JOSJIBHUMHU JO THX YU IHIIUX MOCITYT, SIKI BOHU MPOIOHYIOTh, a TAKOK
Ha Te, HACKUIbKH e(EeKTHBHOIO OyJe KOMYHIKalis 13 KIl€HTaMH. 3BaKalo4yH Ha Te,
10 YKPaiHChKUN PUHOK TOTEIBHUX TMOCITYT Ma€ 3HAYHWM MOTEHINA Ta HU3KY He3a-
MOBHEHMX HIlll, MO’KHA CTBEP/KYBaTH MPO MOro akTUBHUN PO3BUTOK Ta BIPOBa-
JOKCHHS TEXHOJIOT1M OpeHAMHTY BIAMOBIIHO J0 3alUTIB CIIOKUBAYIB.

[Ipuknangom eheKTUBHOIO HAJATOKEHHSI KOMYHIKAI] 13 KIIIEHTaMU € JisTb-
HicTh Ribas Hotels Group. Ilicis 3HSTTS 0OMeXeHb Ha aBia-TepesbOTH JJI TYPHUCTIB
3 apaOchkux kpaiH y rorensix Ribas, po3ramoBanux y bykoseni, JIbBoBl Ta Opeci,
3pociia 3aBaHTaxkeHicTh Ha 40-50 % came 3aBasiku TakuM KilieHTaM. BinmoimaHo, To-
TeJIl MBUAKO aIanTyBaJIMCS IO HOBUX CIOXKHMBAYiB, 3/11IHCHUBIIN Taki Jii:

* BIJKOPUTYBAJIM MEHIO 13 BpaxyBaHHSM 3BMYOK 1 cMakiB rocreit 31 Cxony;
*  yJIOCKOHAJWJIN HABITAIlilO B TOTEISIX;
e 3MIHCHWIM NepeKiiaj] JOKyMeHTallll Ta [HTepHeT-pecypciB Ha apaOCbKy MOBY;
e cepTU(]IKyBalIM TOTeNi BIAMOBIIHO J0 PETIrifHUX BUMOT JKUTEIIB apaOChKUX
KpaiH [14].
Takuii HOCBiA BapTO BpaxyBaTH W 1HIIUM CyO'€KTaM TOTEIBHOrO Oi3Hecy,
nam'siTarouu mpo notpedy GokycyBaHHS Ha IHTEpecax 1 BIO100aHHSX CIIOXKHUBAYiB.
3Bakar0uM Ha MOTPeOy MiABUIIEHHS €()eKTUBHOTO PO3BUTKY TOTEIBHOTO 0i3-
Hecy YKpaiHu, JOLUUIbHUM € BUKOPUCTAHHS MO3UTUBHOIO JOCBITy PO3BUHEHUX Kpa-
iH, cy0'exTH SKUX (PYHKIIIOHYIOTH HA OCHOBI TaKUX 0a30BHX CTPATETIM:
1) BpoBaKeHHS HOBOBBEICHb Ta €KOHOMIiSl KOINTIB HA OCHOBI CTBOPEHHS yYMOB ISt
CTIKOTO CTaHOBHINA HA PUHKY Ta OPEHIMHTY TOTEIBHOTO MPOLYKTY B MEXaX CTpareril
KOPIIOPaTHBHOI MapKu;
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2) netalbHa CETMEHTAIlisl TOTEILHOTO PUHKY BIAMOBIIHO 10 BUMOT T'PYI IUIbOBUX aYIH-

TOPIii BIAMOBITHO /IO CTpaTerii IHAWBITyaIbHOI MapKu. 30KpeMa, L0 CTPATETi0 3aCTo-
COBY€E MDKHAPOJHHUI roTelIbHUI onieparop Marriott International (puc. 2).

Marriott International

L N

Toreni knacy| __|l'oreni tpusanoro| —|Komdoprabenbhi loteni cepeanboro
WIHOKC» nepedyBaHHA roTeni Kiacy
Sheraton Holidaylnn Courtyard Moxy Hotels
The Ritz- Four Points

Carlton

Puc. 2. Ctpareria inguBigyanbHoi mapku Marriott International

IDicepeno: [15].
3) moeaHaHHS 1HAMBIAYaTBLHOT Ta KOPIOPATUBHOT MapOK BHJIMBAETHCS Y TaK 3BaHy 'mapa-
COJIBKOBY'" MapouHy CTpaTerito, e "mapacoibkoro" 31e01IbII0oro BUCTYIAE Ha3Ba To-

TenbHOI KoMITaHii (puc. 3).

Hyatt Hotels Corporation

Hyatt Residence

Hyatt Regency
Hyatt Centric
Hyatt House
Park Hyatt
Hyatt Vacation
Club
Grand Hyatt
Hyatt Ziva
Hyatt Hotels

Puc. 3. "ITapacoabkoBa' mapouna crparerisi Hyatt Hotels Corporation

IDicepeno: [16].
3Bakarouy Ha OCOOJIMBOCTI YKPaiHCBKOTO PUHKY, OpEHIMHI BITYU3HSAHUX TO-
TEJIB, Ha HAIll TIOTJIS, BApTO 3/1MCHIOBATH HA YMOBAX:
e OpieHTalli CIOXMBAaYiB Ha MOCIYI'M OKPEMHX TOTEJB y MeXax MPOBEACHHS
TI€T UM THIIOT pEeKJIaMHOI KaMIIaHii;
dbopMyBaHHSI JIOSUTPHOCTI KITIEHTIB Ta MO3UTHBHOTO IMI/DKY TOTEIIB ILITXOM
PI3HOMAHITHUX aKI[iif, CIIOHCOPCHKUX i, MOBIIOMJIEHb Yy TOPrOBUX TOYKaX

TOIIIO;
POSUIMPEHHs CTIEKTPA TOTENLHUX TMOCIYT Ta BIPOBALKCHHS HOBHX crerjanmi-
30BaHUX MAKETIB 1 MpeMiaTbHUX MPOAYKTIB JIJIsl KII€HTIB, TOTOBUX IJIATUTH 32

SKICTh 0OCITyTOBYBaHHS;
* IEPCOHAII30BAHOI0 MIAXOAY 0 KJII€HTa IUIIXOM MOKPAILEHHS TEXHOJIOTH

00CTyroByBaHHS, LIBUAKOTO YCYHEHHS MPoOJIeM 1 HeAOMIKIB;
* pEeKJaMH, OPIEHTOBAHOI HA 3araM'siTOBYBaHHSA TOTEIBHOTO OPEHAY CHOXKHBA-

YaMu;
® AKTMBHOTO BUKOPHUCTaHHS IHTETPOBAHUX MAPKETUHTOBUX KOMYHIKAITIH.

OTxe, TpaMOTHUH Ta aJICKBAaTHUN OPEHAMHT TOTEITLHUX MOCTYT, SIKHI BiJIO-
BiJIa€ 3aMMTaM Cy4acCHOI'O CIOKMBaya, MOBUHEH BPaXOBYBATH PHUHKOBY KOH'FOHKTY-
pY, MaKpOCepeI0BHILE Ta 30BHIIIHI BIUIMBHU TJ00a1i30BaHOTO CBITY, SIKI IIOpa3 Oiib-
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1le 3/1aTHI 3MIHIOBAaTH CUTYallll0 BCEpEAMHI KpaiHU 1 TpaHC(HOPMYBaTH IiSUIbHICTh
Cy0'€KTIB TOCTIOTaPIOBAHH.

BucHOBKH i mepcnekTHBH MOJAJBIIMX PO3BiAOK. bpeHaunr y cdepi ro-
TEIBLHOTO OI3HECY ChOT'OJIHI BUXOJUTH 3a MEXI TPAAUIIAHOTO PO3YMIHHS TOPTOBOI
Mapku Ta iaeHTudIKalli cy0'ekTa TOTeIbHUX MOCAYr Ha pUHKY. Lle € cykymHicTh
MpaBWII, JAid, 3ac00iB, MEXaHI3MIB Ta 1HCTPYMEHTIB, 37JaTHUX C(HOPMYBATH CTAIINi
o0pa3 y roTenbHii cdepi Ta 3a0e3meunTH CTiiKI O3UIIIT Cy0'eKTa Ha PUHKY.

CyuacHi peauii moTpeOyrOTh TOCTIHHOI Ta MIBUIKOI peakilii cy0'€KTiB TOTEIb-
HOro 0i3Hecy Ha Ti TpaHcdopmarlii, sIKi BiIOyBalOTbCS Y KpaiHi Ta y CBITI 3arajoM.
AJpKe TIONUT CHOXKHUBAaUYiB FOTEIbHUX MOCITYT HANPSMY 3aJIeKUTh Bl Makpocepeio-
BHUIIIA, SIKE ICTOTHO BIUIMBA€E HA MO3MIIIl TOTEILHOTO OpeHy Ha puHKY. KOHKypeHTHI1
YMOBH, B SIKUX (PYHKIIOHYIOTh TOTEJ, TOTPEOYIOTh AUQEpeHIliaiii roTeIbHUX MOoC-
JYT TOTO YM 1HIIOTO OPEeH Ty, 3BaYKAIOUM Ha 3alUTH Ti€l UM 1HIIOI rpynu KiieHTiB. Lle
MPUBOJUTH 10 CTBOPEHHS PI3HUX TOPTOBUX MAapoOK, sIKi 00'€JHYIOTBHCS M| OAHUM
OpeH/I0M, MTOKIMKAHOTO 00CITyTOBYBAaTH KOHKPETHI CETMEHTH PUHKY.

VYrpaBiaiHHS CTPATETIYHUM PO3BUTKOM MIIMPHEMCTB TOTEIBHOTO O13HECY MOT-
pedye KOHIENTyalbHO HOBUX IIJIXO/IIB, 3Ba)KAlOUM Ha TIOCUJICHHS KOHKYPEHIIli, Ha-
CHUYEHHSI TOTEJIBHOIO TOCMOJAPCTBA PI3HOMAHITHUMH TOCIYramMH, 3arajJbHOEKOHO-
MIYHY CHUTYaIlll0 y KpaiHi Ta y CBiTi, @ TAKOXX Ha TMEPCIEKTUBU PO3BUTKY CYO'€KTIB
rOCTIOAAPIOBAaHH y JOCTIKyBaHii chepi. | came epexTruBHNN OPEHIUHT CIPUSITUME
aKTUBHOMY PO3BUTKY TOTENBHOI cpepr Ha IHHOBAIIMHUX 3aca/Iax.

[lepcrieKTHBOIO MOAATBIINX HAYKOBUX JOCHIDKEHb y IbOMY HampsiMi €
OOTPYHTYBaHHSI CTPATETIYHUX IUISIXIB PO3BUTKY TOTEIBHOTO O13HECY B HOBUX TpaH-
chopmariiitHux yMoBax.
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BRANDING IN THE FIELD OF HOTEL BUSINESS

Problem setting. The brand is one of the intangible assets, which allows the company to
confidently position itself on the market because it has a higher degree of uniqueness compared
to tangible assets. Based on the brand, such an important quality tool as branding stands out,
which in modern conditions acquires a new meaning and the growing interest of business entiti-
es in various sectors of the economy. In particular, the dynamically developing hotel business fi-
eld is constantly in need of unified tools and incentives for its operation, and high-quality bran-
ding of the company is the key area on which it can operate with the best results.

Recent research and publications analysis. Today there is a variety of approaches to
understanding the terms "brand" and "branding". In general, branding is understood as a set of
actions to promote a brand that is designed to ensure success on the market for a particular pro-
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duct. It is in this context that researchers such as L. Balabanova, Ya. Prykhodchenko, O. Kendi-
ukhov, K. Yahelcka, D. Faivishenko, O. Moroz, N. Noritsyna, 1. Strutynska, O. Tielietov et al.
However, the research of these scientists is general and, accordingly, does not cover the speci-
fics of branding in certain areas of enterprise operation.

Highlighting previously unsettled parts of the general problem. The purpose of the
article is to highlight the features of branding development in the field of the hotel business and
further ways of its application in accordance with the need of effective development of the in-
dustry.

Paper main body. Branding in the field of hotel business should be considered as a spe-
cific technology aimed at the formation and promotion of branded travel services, which is cha-
racterized by the following features: increased impact of various means of sales promotion, ad-
vertising, the effect of branding or trademark on consumers; formation of the uniqueness of the
offer of hotel service, creation of its image, its allocation among competitors and representation
of the different idea of its application; solving the problem of forming and consolidating among
the consumers of positive associations attached to the brand.

Quality hotel services are tightly linked to the concept of a consolidated brand, which is
influenced by a number of factors, including globalization and integration processes in the
world, macro-environment and outer economic activity, as well as environmental factors such as
market conditions and competitive environment. A strong brand is able to influence the quality
standards in the hotel service field, because consumers, due to quality services (high standards)
in one hotel, expect all other hotels to be at the same level.

The development of a strong brand for the hotel business field today requires special at-
tention because the times when the branding process took place spontaneously are long gone. In
addition, the events of recent years related to the pandemic have significantly affected the value
of the world's leading hotel brands. Pandemic sentiments did not escape Ukraine, whose hotel
business was already several years behind the performance of the same field in developed co-
untries.

At the current moment, the domestic hotel industry is characterized by uneven develop-
ment. Thus, there are cities that stand out on market, such as Kyiv, Lviv, Odesa and other 5-
6 positions, where there is a stable demand and supply of hotel services. In other cities of Ukra-
ine, there is a shortage of hotel rooms with the expected quality and an adequate price and hotels
in the middle price segment, which is the most in-demand.

Taking into account the peculiarities of the Ukrainian market, branding of domestic ho-
tels should be carried out on the following conditions: consumer orientation to the services of in-
dividual hotels in the framework of a particular advertising campaign; formation of customer lo-
yalty and positive image of hotels through various promotions, sponsorships, messages in retail
outlets, etc.; expanding the range of hotel services and introducing new specialized offers and
premium products for customers willing to pay for the quality of service; personalized approach
to the client by improving service technologies, quick elimination of problems and shortco-
mings; advertising aimed at remembering the hotel brand by consumers; use of integrated mar-
keting communications.

Competent and adequate branding of hotel services, which meets the demands of modern
consumers, must take into account market conditions, macro-environment and external influen-
ces of the globalized world, which are increasingly able to change the situation inside the co-
untry and transform the activities of economic entities.

Conclusions of the research and prospects for further studies. Competent and adeq-
uate branding of hotel services, which meets the demands of modern consumers, must take into
account market conditions, macro-environment and external influences of the globalized world,
which are increasingly able to change the situation inside the country. and tools that can form a
sustainable image in the hotel industry and ensure a stable position of the entity in the market.
Modern realities require a constant and rapid response of hotel business entities to the changes
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taking place in the country and in the world as a whole. Competitive conditions in which hotels
operate require the differentiation of hotel services of a particular brand, taking into account the
demands of a particular group of customers. This leads to the creation of different brands, which
are united under one brand, designed to serve specific market segments to form the activity of
economic entities.

Branding in the field of hotel business is a set of rules, actions, mechanisms and tools
that can form a sustainable image in the hotel industry and ensure a stable position of the entity
on the market. Modern realities require a constant and rapid response of hotel business entities to
the changes taking place in the country and in the world as a whole. Competitive conditions in
which hotels operate require the differentiation of hotel services of a particular brand, taking into
account the demands of a particular group of customers. This leads to the creation of different
brand marks, which are united under one brand, designed to serve specific market segments.

Managing the strategic development of the hotel business requires conceptually new
approaches, taking into account the increased competition, saturation of the hotel industry with
various services, the general economic situation in the country and in the world, as well as the
prospects for business development in the studied area.

Key words: brand; branding; field of hotel business; hotel service; service; strategies;
development.
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