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SUMMARY

Semko V.V. BRAND MANAGEMENT IN MODERN HOTEL AND RESTAURANT
INDUSTRY

Object of the research: the process of brand formation and implementation in the hotel
and restaurant sector.

Subject of the research: modern brand management tools and their impact on the
competitiveness of HoReCa enterprises.

Purpose of the research — to study the theoretical foundations of brand management in
the hotel and restaurant industry, to analyze international experience (particularly of
hotel chains Hilton and Ritz-Carlton), and to offer practical recommendations for
implementing an effective brand strategy in the Ukrainian context.

Findings and novelty: the scientific novelty lies in the combination of theoretical brand
management concepts with the analysis of successful international practices and the
development of practical recommendations adapted to the Ukrainian market.

The work presents a comparative analysis of brand strategies, a SWOT analysis, and a
systematization of key factors for creating a recognizable and value-oriented brand in
the hospitality industry.

Qualification paper: 62 pages, 3 tables, 4 figures, 20 sources.

Key words: brand, hotel, brand management, service strategy, Ritz-Carlton, Hilton,
emotional loyalty, brand recognition, service standards, hospitality industry.
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