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AHOTALIA
BacwibeBa C.B. COLIAJIBHI MEPEXI SK MAPKETHMHI'OBA CTPATEITA
[TIPOCYBAHHA HA PHUHKY T'OTEJIBHUX/PECTOPAHHUX IIOCJIVI
OG’eKT IOCHIDKEHHS: MapKETHMHIOBa MiSUIbHICTh TOTEIBHOTO MiANPHUEMCTBA Y
COLIIAJIBHUX MepexKax.
[IpeameT moCHiKEHHS: BUKOPUCTAHHS COIIAJIBHUX MEPEX SK IHCTPYMEHTY
MapKETHHTOBOi CTpaTerii MpOCYBaHHS TOTEIBHUX MOCIYr Ha MPUKIAAI TOTEII0
«Ferency» y micti JIbBiB.
Merta pob6oTu: npoaHaaizyBaTu €()eKTUBHICTh 3aCTOCYBAHHS COITIaIbHUX MEPEX Y
MapKETUHIOBIN A1SUIBHOCTI FTOTEILHOTO MIAIPUEMCTBA Ta pO3pOOUTH PEKOMEHAAITIT
1010 YIOCKOHAJICHHSI IIU(PPOBOI CTpaTeTii MpOoCyBaHHS.
OpneprxkaHi BUCHOBKHM Ta iX HOBH3HA: BU3HAYEHO Cy4YaCHI TEHJCHIT BUKOPUCTAHHS
COIllaJIbHUX MEpEeX y TOTelbHOMY Oi3Heci, mpoaHamnizoBaHo digital-akTUBHICTB
rorento «Ferenc», BHUSABIECHO CHJIBHI Ta ciaOKi CTOPOHM HOTO MPUCYTHOCTI B
OHJIAWH-TIPOCTOPil. YTOUHEHO pOJib COLIAIBHUX MEpeX y (OpPMYyBaHHI IMIJIKY Ta
MiBUIIEHHI KOHKYPEHTOCIIPOMOXKHOCTI TOTENI0. 3alpOTNOHOBAHO KOMIUIEKC
3axoAiB 3 mokpamieHHs: SMM-crparerii, 30kpemMa MO0 Bi3yaJIbHOTO KOHTEHTY,
B3a€MO/IIi 3 LIJIbOBOIO ayJAUTOPIEID T4 BUKOPUCTAHHS PEKIAMHHX 1HCTPYMEHTIB.
Pesynbrati gocnmipkeHHST MOXYTh OyTH BUKOPUCTaHI MEHEDKepaMHU TOTENiB
MaJjoro Ta cepenHboro 013Hecy ais GopMyBaHHS epeKTUBHOI HU(PPOBOI cTparTerii
IPOCYBaHHS Ha PUHKY TYPUCTUIHUX MTOCITYT.
Kgamidikariiitna po6ora: 72 c., 5 puc., 11 tabmn., 42 mxepena.
KurouoBi cjioBa: couianbHi Mepexi, MApKETHHIOBa CTPATEris, TOTEIbHUMN Oi3HEC,
npocyBaHHs Tociyr, SMM, nudpoBuii MapKeTUHT, TYPUCTHYHUA PUHOK, TOTEIh

«Ferency.



SUMMARY

Vasylieva S. V SOCIAL MEDIA AS A MARKETING TOOLS FOR
PROMOTING HOTELS AND RESTAURANTS

The research object is the marketing activity of hotel enterprises in social media.
The research subject is the use of social media as a marketing tool for promoting
hotel services, based on the case of the “Ferenc” hotel in Lviv.
The research paper aims at analysing the effectiveness of social media in the
marketing activities of hotel businesses and developing recommendations for
enhancing their digital promotion strategies.

The scientific novelty of the study: The study identifies current trends in the
application of social media within the hotel industry, highlights the digital activity
of the “Ferenc” hotel, and determines its strengths and weaknesses in the online
environment. It clarifies the role of social networks in shaping a hotel’s image and
increasing its competitiveness. Based on the analysis, a comprehensive set of
recommendations has been proposed to improve the hotel's SMM strategy, including
visual content enhancement, audience engagement, and the use of targeted
advertising tools.

The results of the research can be applied by managers of small and medium-sized
hotel businesses to improve their presence in digital platforms and to create more
efficient marketing strategies in the tourism sector.

The research perspective is the further development of targeted, adaptive and cost-
effective digital marketing tools in the hotel industry.

The degree paper amounts 72 pages. It includes 5 figures, 11 tables;
42 references are used.
Keywords: social media, marketing strategy, hotel, hospitality industry, service

promotion, SMM, digital marketing, tourism market, “Ferenc’ hotel.
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