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AHOTAIS

Pubaaxko B.M. VYIIPABJIHHA BPEHJIOM CYYACHOI'O TOTEJIBHO-
PECTOPAHHOI'O I AITPUEMCTBA

OO0’€KT  JOCTiIKeHHSI: YIPABIiHHS  OpEeHJAOM  CY4acHOTO  TOTEIIbHO-PECTOPAHHOTO
nignpuemcTBa Ha npukiaai TOB «Onrtima Xoten MenemxmenT» / Optima Hotels & Resorts B ymoBax
KOHKYPEHTHOTO PHHKY TOTEIbHO-PECTOPAHHUX MOCIYT.

Ipeaver DOCHITKEHHSI: TCOPETUKO-METOAOIOTIYHI Ta MPaKTH4YHI acrnekTd (OpMyBaHHS,
IPOCYBaHHSI, OIIHIOBAHHS 1 YIOCKOHAJICHHS OPEH Ty TOTEIbHO-PECTOPAHHOTO ITiIIPUEMCTBA.

Meta po6OTH: JOCIITUTA TEOPETHYHI 3acajy YNpPaBIiHHSI OPEHJOM TOTEIHLHO-PECTOPAHHOTO
HiAPUEMCTBA, TMpoaHalizyBaTH cydacHuii crtaH Openny TOB «Omnrima Xorten MeHETKMEHT» Ta
pPO3pOOUTH TPAKTUYHI PEKOMEHMAIlil 100 IMOCHJICHHS OpeHay MiJIPUEMCTBA 3 YypaxXyBaHHSIM
(iHAHCOBO-€KOHOMIUYHMX TOKAa3HHKIB, KIIEHTCHKOTO JOCBimy, pemyranii, digital-komyHikamii i
IpOTpaM JIOSUTBHOCTI.

OcHOBHi BUCHOBKM Ta IX HOBH3HA: Y poOOTi BCTAaHOBJICHO, 0 OPEH/] TOTEILHO-PECTOPAHHOTO
HIiMPUEMCTBA € HE JIMIIE €JIEMEHTOM Bi3yajbHOI IICHTUYHOCTI a00 MapKETHHTOBOTO MPOCYBAaHHS, a
KOMIUIEKCHIUM HEeMaTepialbHUM aKTUBOM, SKHH OXOIUIIOE peMyTalilo, CepBic, CTaHIapTH
00CIIyroByBaHHS, KII€EHTCHKHHA JOCBiJ, HU(POBY MPUCYTHICTH 1 JOAIBHICTH CIIOKKMBauiB. Ha ocHOBI
anamizy nismbHOCTI TOB «OmntiMa Xoten MeHemKMEHT» BH3HAYEHO, IO MiANMPHEMCTBO MAa€
chopMoBaHy cUCTEMYy OpEeHA-MEHEIKMEHTY, pO3TalyXeHy OpEHIOBY apXiTEeKTypy, IEHTpalli30oBaHi
Npojaxi Ta MapKETWHT, CTaHJApTH CEpBiCYy H omepauiifHOro ympaBiiHHS. BogHo4ac BHSBIEHO
npoOJjeMu, TOB’sI3aHI 3 HEJIOCTATHHOK EKOHOMIYHOKO Bimjadeto OpeHIy, PU3UKOM PO3MHUTTS
NO3HIIIOHYBaHHS CyOOpeH[iB, NOTpe0O0 B TIOCHWJIEHHI KOHTPOJIO SKOCTI CEpBICY, PO3BUTKY
nepcoHanmizopanux digital-koMmyHikaIiid, pemyTamifHOr0O MEHEIKMEHTY Ta IporpaMm JIOSIBHOCTI.
3anponoHOBaHO KOMILUIEKC 3ax0fiB moa0 nocuieHHs Openny TOB «Omnrima Xoten MeHemKMeHT»,
30KpeMa yTOYHEHHS MO3UIlIOHYBaHHs CyOOpEH/IiB, BIPOBA/PKEHHSI MOHITOPUHTY KJIIIEHTCHKOTO JOCBIAY,
OHOBJICHHS KOHTEHTHOI CTpaTterii, pO3BHUTOK MpOTrpaM JIOSJIBHOCTI Ta 3aJydeHHsS MEPCOHATY IO
pO3BUTKY OpeHnmy. ExoHOMiuHE OOTpyHTYBaHHS ITOKa3ajo JOIIBHICTh peaiizailii 3ampOonoHOBaHUX
3aX0JliB, OCKUIbKH OYIKyBaHWUH IOJATKOBUH I0OXin Moxke craHoBuTH 36 421,2 THC. TpH, a YUCTHIA
eKoHOMIuHUH edekT - 3 755,7 Tuc. rpH.

Pe3yabTaT J10CTiAKEHHA MOXKYTh OYyTH BHKOPHUCTAHI B IPAKTUYHINA JISUTBHOCTI TOTEIBHO-
pECTOpaHHHUX MiANMPUEMCTB JUIS IiJBUINCHHS BII3HABAHOCTI OpEHNIy, YAOCKOHAJCHHS CHUCTEMH
YIOpaBIiHHSA KII€HTCHKHM JIOCBiIOM, TIOKpamleHHs pemyTamii, po3BuTky digital-koMyHikarii,
MBUIIEHHS JIOSJILHOCTI KJTIEHTIB 1 3a0€3nedeHHs OUThII0T €eKOHOMIYHOT €(peKTUBHOCTI OPEHIMHTOBOT
JUSIIBHOCTI.

Ksamigikariiitna podboTa MiCTUTH 78 CTOpPIHOK, 3 pucyHKa, 6 Tabnuiib, 31 mxeperno.

KurouoBi ciioBa: Openn, ynpasiiHHS OpeHIOM, TOTEIbHO-PECTOPAHHE HiAPUEMCTBO, OpeH/I-
menemxmMeHT, Optima Hotels & Resorts, TOB «OntimMa XoTten MeHeHKMEHT», KIIIEHTCHKUN JTOCBI,
penyTais, digital-komyHikarii, mporpaMa JIOsUIbHOCT], KOHKYPEHTOCIPOMOXKHICTb.



SUMMARY

Rybalko V.M. BRAND MANAGEMENT OF A MODERN HOTEL AND RESTAURANT
ENTERPRISE

The research object is brand management of a modern hotel and restaurant enterprise based on
the case of LLC “Optima Hotel Management” / Optima Hotels & Resorts under the conditions of a
competitive hospitality market.

The research subject is the theoretical, methodological and practical aspects of formation,
promotion, evaluation and improvement of the brand of a hotel and restaurant enterprise.

The purpose of the qualification paper is to study the theoretical foundations of brand
management in the hotel and restaurant business, analyze the current state of the brand of LLC “Optima
Hotel Management”, and develop practical recommendations for strengthening the enterprise’s brand,
taking into account financial and economic indicators, customer experience, reputation, digital
communications and loyalty programs.

The main conclusions and novelty of the research: the paper establishes that the brand of a
hotel and restaurant enterprise is not only an element of visual identity or marketing promotion, but also
a complex intangible asset that includes reputation, service quality, service standards, customer
experience, digital presence and consumer loyalty. Based on the analysis of LLC “Optima Hotel
Management”, it was determined that the enterprise has a developed brand management system, a
branched brand architecture, centralized sales and marketing, service standards and operational
management. At the same time, several problematic aspects were identified, including insufficient
economic return from branding activities, the risk of blurred sub-brand positioning, the need to
strengthen service quality control, personalized digital communications, reputation management and
loyalty programs. A set of measures aimed at strengthening the brand of LLC “Optima Hotel
Management” was proposed, including clarification of sub-brand positioning, implementation of
customer experience monitoring, renewal of the content strategy, development of loyalty programs and
involvement of personnel in brand development. The economic justification confirmed the feasibility of
implementing the proposed measures, as the expected additional revenue may amount to UAH 36,421.2
thousand, while the net economic effect may reach UAH 3,755.7 thousand.

The research results can be used in the practical activities of hotel and restaurant enterprises
to increase brand awareness, improve customer experience management, strengthen reputation, develop
digital communications, increase customer loyalty and ensure higher economic efficiency of branding
activities.

The qualification paper contains 78 pages, 3 figures, 6 tables, 31 references.

Keywords: brand, brand management, hotel and restaurant enterprise, branding, Optima Hotels
& Resorts, LLC “Optima Hotel Management”, customer experience, reputation, digital communications,
loyalty program, competitiveness.
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