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AHOTANIA

Turapenxo C.O. VIIPABJIIHHSI BPEHJIOM TOTEJILHOT'O/ PECTOPAHHOT'O
TOCITIOJJAPCTBA

Kpanidikamiitna po6oTa mpuCBSYE€HA IOCTIIHKEHHIO YIIPABIIHHSA OpEHIOM Y
chepl pecTOpaHHOrO Ta TOTEJIBHOrO ToCHoAapcTBa. Y poOOTI PO3TIISIAIOTHCS
KJIFOUOBI ACMEKTH Ta CTpaTerii OpeHIUHTY, K1 JOTIOMaraloTh peCTOpaHaM Ta TOTENsIM
3aJlydaTd KIII€HTIB, MiJBUIYBATHU JIOSUIBHICTh Ta PO3LIMPIOBATH PUHKOBY YacTKY.
Pobora BKIIIOYae aHa3 Cy4aCHUX TEHACHUIA B OpEHAMHIY, METOAM OLIHKH
e(eKTUBHOCTI OPEH/I-CTPATET1i, a TAKOXK PO3TJIAIA€ BIUTMB HIU(PPOBUX TEXHOJIOTINA Ha
YIPABIIHHS OPEHIOM Y 11 rays3i.

OcHoBHaA yBara MPUIUISETHCS po3poOil ehEeKTUBHUX OpeHII-CTpaTerii, 1o
BKJIIOYAIOTh BU3HAYEHHsS yHiKajabHOI Toprooi mpomnoswuiii (UTP), mo3uiionyBaHHs,
VOPABIIHHS CIOXKMUBAIBKAM JIOCBIJOM Ta BHUKOPWUCTAHHS COITIAIbHUX MeJia SK
THCTPYMEHTY ISl 3aJTy4eHHS Ta 3B'S3KY 3 KJII€HTaMU. TakoX aHaTI3yIOThCS BUKIUKU
Ta MOJIMBOCTI, 3 IKUMH CTUKAlOThCA PECTOPAHU MPU YNPAaBIIIHHI CBOIMH OpeHIaMH
B YMOBaX r100a1pHOT KOHKYPEHIII Ta 3MiH CIIOKUBAILKUX BIO00aHb.

[IpenmeToM [OCHIIKEHHS BUCTYNA€E TMPOLIEC YNPaBIIHHA OpeHIOM Yy
TOTEIbHOMY T'OCTIOIapPCTBI.

O6’ext pochiymkenHs — 3akinan «Pectopanis badeBchkux». Pectopan
CIIABUTHCS BUCOKOIO SIKICTIO OOCIYTOBYBaHHS, aBTCHTUYHOIO KYXHEIO Ta 0COOJIMBOIO
atMoceporo, 1o poOUTh HOro BUAATHUM MPHUKIAIOM YCIIIIHOTO YIPAaBIIHHS
Openmom. JlochmimKeHHs IbOTO KEWCy O3BOJIUTH Kpaile 3pO3YMIiTH, SKUM YHHOM
cTparerii OpeHUHTY peai3yloThCsl B PEATbHUX YMOBAaX Ta KWW BIUIMB BOHU MAalOTh
Ha TIPOLBITAHHS PECTOPAHY.

MeTtoro AoChIKEHHS € aHalli3 BIUIMBY OpeHy Ha €()EeKTHUBHICTh PECTOPAHHOT O
013HeCy Ta MPOIIEC YNPABIIHHS HUM.



SUMMARY

Tytarenko S.O0. BRAND MANAGEMENT OF THE RESTAURANT AND
HOTEL INDUSTRY

This thesis is devoted to the research of brand management in the field of
restaurant and hotel industry. The paper examines the key aspects and branding
strategies that help restaurants and hotels attract customers, increase loyalty and
expand market share. The work includes the analysis of modern trends in branding,
methods of evaluating the effectiveness of brand strategies, and also considers the
impact of digital technologies on brand management in this field.

Emphasis is placed on developing effective brand strategies that include
defining a Unique Selling Proposition (UTP), positioning, managing the consumer
experience and using social media as a tool to engage and connect with customers.
The challenges and opportunities faced by restaurants in managing their brands in the
face of global competition and changes in consumer preferences are also analyzed.

The subject of the study is the process of brand management in the hotel
industry.

The object of the study is the restaurant "Bachevsky Restaurant”. The
restaurant is famous for its high quality service, authentic cuisine and special
atmosphere, which makes it an outstanding example of successful brand
management. The study of this case will allow a better understanding of how
branding strategies are implemented in real conditions and what impact they have on
the restaurant's prosperity.

The purpose of the study is to analyze the influence of the brand on the
efficiency of the restaurant business and its management process.
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