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Topicality. In the current crisis conditions of unstable but still dynamic development of the
restaurant services market, the problem of strengthening the competitiveness of restaurant busi-
ness entities is becoming particularly relevant. The restaurant industry is one of the most sensi-
tive to changes in consumer sentiments, modern tendencies, economic fluctuations and techno-
logical innovations. Success in this market is determined by the ability of companies to quickly
respond and adapt to new challenges, offer a unique product and provide high-quality service.
In conditions of pandemic, military activity and further transformations of consumer behaviour,
it is competitiveness that becomes a key factor in the survival and development of restaurant
business entities. Special attention should be given to the study of strategies for increasing the
competitiveness of network operators of the restaurant market, that have significant resources
and potential for implementing innovations. At the same time, the scale of activity and the com-
plexity of business processes pose additional challenges in managing service quality and oper-
ational efficiency. As a result, the elaboration of scientifically sound approaches to forming and
implementing strategies to enhance competitiveness of restaurant business entities is an urgent
and ongoing task of modern economic science and management practice. The aim of the article
and research methods. The aim of the article is to study the essence of the issue, to ground
theoretical bases, to work out methodological approaches and practical recommendations for the
formation of the strategy for increasing the competitiveness of restaurant business enterprises.
The interpreted research topic requires the use of general economic, analytical and statistical
methods, which allow to determine theoretical approaches, to ground a hypothetical research
toolkit, to form an appropriate system of the strategy for strengthening the competitiveness of
the restaurant business entities. Results. The obtained results are analysed. They consist in the
development of theoretical foundations and in the elaboration of practical recommendations
concerning the formation of the strategy for increasing the competitiveness of restaurant busi-
ness enterprises. The definition of the concept of “competitiveness of a restaurant business enti-
ty” is studied and improved, taking into account the specifics of the industry and modern market
development trends. A methodological approach to the comprehensive assessment of the com-
petitiveness of a restaurant chain, based on the integral indicator, is offered. It takes into account
financial and non-financial aspects of the restaurant business entity’s activities. The feasibility
of using a digital transformation strategy as an optimal direction for strengthening the com-
petitiveness of a restaurant chain in modern conditions is substantiated. The perspectives for
further research are a thorough study of the methodology and testing the strategy for increasing
the competitiveness of the restaurant business entities, which can be supplemented by practical
modern insights into this sphere and external factors. Conclusions and discussion. The study
demonstrates the relevance of the offered measures in order to increase the competitiveness of
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the restaurant business entities, develops the strategy for the “!FEST” restaurant chain, and also
grounds the choice of the optimal strategic approach. The sources used in this study confirm the
importance of forming and implementing the strategy for increasing the competitiveness of the
restaurant business entities.

Keywords: restaurant, efficiency, competitiveness, restaurant business, strategy, quality
management, enterprise development.

Introduction

The problem formulation. Research on the competitiveness of enterprises is one of
the key tasks of modern economic science and opens new opportunities for business
development. Under market conditions and increasing competitive pressure, the abil-
ity of enterprises to compete effectively becomes a determining factor in their success
and dynamic growth. The issue of competitiveness is especially relevant for restaurant
business entities, which operate in highly competitive environments due to a large
number of market participants and relatively low barriers to entry into this industry.
Therefore, understanding the development and implementation of a strategy for in-
creasing the competitiveness of the restaurant business entities, along with theoretical
and methodological approaches is an important task for good grounding of the indus-
try, particularly, in improving its competitiveness and appeal to consumers.

State study of the problem. Theoretical and practical aspects of the competitiveness
of the restaurant business entities have been widely studied by a significant number of
domestic and foreign scientists. In particular, V. Ivaniuta (2008) defines the competitive-
ness of an enterprise as its ability to stand out among competitors through high efficiency
of economic activity and the ability to adapt to economic changes, satisfying needs with
its goods and services. L. Kryvenko (2018) notes that the competitiveness of an enterprise
is determined by its ability to satisfy consumer needs with goods and ensure production
efficiency, which differentiates it. The works of E. Tsybulska and V. Matsyhura (2018)
make significant contributions to theoretical approaches to the formation of a strategy
for increasing competitiveness. The competitiveness of an enterprise is one of the basic
categories of modern economic science, which attracts the attention of many research-
ers. Its importance grounds on the fact that in market conditions, it is competitiveness
that determines the viability of an enterprise, the results of its functioning and devel-
opment perspectives. The complexity and multifaceted nature of this concept has led to
the emergence of a significant number of scientific approaches to its interpretation, each
of which focuses on certain key characteristics of competitiveness. Practical insights are
devoted to the publications D. V. Naherniuk (2016), who presented the main factors that
shape the competitiveness of restaurant enterprises; P. A. Fisunenko (2020), who formed
approaches to determining the competitiveness of an enterprise, etc. In addition, strate-
gic aspects of competitiveness have been worked out by such scientists as Z. V. Yurynets
(2015), I. V. Smolin (2015), 1. Levytska et al. (2023). It should be noted that in spite of
numerous studies, today, there is no unified understanding regarding the formation and
implementation of a competitiveness strategy for the restaurant business entities and
the systematisation of this area in the practice of implementing the activities of a restau-
rant chain, as well as its tools and performance indicators, which once again proves the
relevance of conducting this study.
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Unresolved issues. The relevance of the study lies in substantiating the provisions
on the development of theoretical foundations and developing practical recommenda-
tions for the methodological formation of the strategy for increasing the competitive-
ness of the restaurant business enterprises.

Aim and methods

The aim of the article is to ground theoretical provisions, develop methodological
approaches and practical recommendations for forming the strategy for increasing the
competitiveness of the restaurant business enterprises using a restaurant chain as a
case study.

Research methods. The research methodology is based on the hypothesis of the ef-
fectiveness and feasibility of applying the digital transformation strategy as the opti-
mal direction for increasing the competitiveness of a restaurant chain in modern con-
ditions. To develop this approach, statistical data are analysed to assess the dynamics
and structure of the Ukrainian restaurant services market, identify the main trends
in its development, and systematise theoretical approaches that allow identifying the
relationships between competitiveness factors and building a conceptual model of its
increase. Thus, the methods of semantic analysis, synthesis and induction are used
to formulate theoretical approaches. The method of systems analysis and synthesis
is applied to assess the relationship between competitiveness factors and develop a
model for its increase. Also, in turn, the method of historical and logical approaches is
used to outline the tasks and study the evolution of scientific views and their influence
on the essence of competitiveness and the features of its formation in the sphere of
restaurant services. Additionally, the method of economic analysis helps in assessing
the efficiency of resource use for a restaurant business entity. The use of a complex of
these methods ensure the comprehensiveness and reliability of scientific results and
the validity of the developed practical recommendations.

The information base of the study is domestic and foreign scientific works on the
restaurant business; analytical reviews and reports of industry associations; publica-
tions of domestic and foreign scientists on the issues of competitiveness of enterprises
in the restaurant services field; information resources of the Internet; resources of so-
cial network analytics and own observations.

Research results

Research into the competitiveness of a restaurant business entity is one of the key
tasks of the modern economic system. In the aspect of market relations and increasing
competitive pressure on the markets, the ability of enterprises to compete effectively
becomes a determining factor in their successful functioning and dynamic develop-
ment. The issue of competitiveness is particularly relevant for the restaurant business,
where competition traditionally has a high level of intensity due to the significant
number of market participants and relatively low barriers to industry entry.

The argumentation of the key provisions of the considered approaches provides
grounds to characterise the competitiveness of an enterprise as a complex comparative
characteristic that reflects the level of superiority across a set of performance indica-
tors used to assess an enterprise’s capabilities. These capabilities determine its success
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in a certain market in relation to the set of indicators of competing enterprises. Based
on this definition, it is possible to distinguish the main components of the competitive-
ness of an enterprise (Fig. 1).

comparison
with
competitors

target time
direction dimension

multiplicity
of evalhation
evaliation criteria
objects

Fig. 1. The main components of an enterprise’s competitiveness
Source: compiled by I. H. Ansoff and E. ]. McDonnell (1990), M. E. Porter (1985),
I. V. Smolin (2015)

Thus, the success of restaurant business enterprises in the competitive struggle is
determined by their ability to offer consumers a unique combination of these parame-
ters, which will allow them to form sustainable competitive advantages and implement
the chosen market strategy.

An effective strategy for increasing the competitiveness of a restaurant business en-
tity must take into account all aspects of the influence of the external and internal envi-
ronment, as well as potential opportunities and threats. The goal of implementing such
a strategy is to strengthen the enterprise’s ability to successfully compete in the market
of this industry based on the effective use of available resources, adaptability to market
conditions and maximum satisfaction of consumer needs. The programme for increasing
the competitiveness of a restaurant should combine price and non-price methods, while
considering the specifics of the target segment. Particular attention should be paid to
analysing the state and trends of the development of the restaurant services market: de-
mand dynamics, competitor activity, the emergence of new formats and concepts.

The main criterion for the competitive success of a restaurant is a clear position-
ing in the market that meets the expectations of target consumers and distinctly dis-
tinguishes the establishment from competitors. The formation of a market behaviour
strategy involves making interrelated decisions regarding this aspect (Figure 2).

To identify the competitive opportunities of the restaurant business entity, we
conducted a comprehensive assessment of the competitiveness of the “!FEST” restau-
rant chain. Thus, according to the financial results report, the net income from the sale
of products of the “!FEST” restaurant chain in 2023 amounted to UAH 161.6 million,
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which is UAH 93.3 million or a 2.37 rise than in 2022. Such a rapid revenue growth is
due to the restoration of demand for restaurant services after the lifting of quarantine
restrictions, as well as the opening of new establishments, as indicated in Table 1.

Target segment selection

Development of a Creating a unique wvalue
marketing mix proposition

Fig. 2. Market behaviour strategy
Source: compiled by A. A. Motsa, S. M. Shevchuk and N. M. Sereda (2022)

Tabl. 1. Revenue dynamics of LLC “!FEST” for 2019-2023, thousand UAH

. Growth rate
Indicator 2019 2020 2021 2022 2023 2023/2022, %
Net income
from product | 97 534,0 | 36824,6 | 42190,1 | 68361,5 | 161636,9 136,3%
sales
Other oper- 105,8 197,6 112,4 87,9 478,3 444,3%
ating income
Other in-
472,6 188,4 104,5 573,2 34,7 -93,9%
come
Total income 98112,4 37 210,6 42 407,0 69 022,6 162 149,9 134,9%

Source: compiled by L. Stryhul, V. Aleksandrova and T. Zhadan (2022)

The dynamics of income also directly affected the formation of the company’s fi-
nancial results. As evidenced by the data of the report on the financial results of this
restaurant chain, in 2023 “!FEST” received a net profit of UAH 1242.4 thousand, which
is 33.5% lower than in the previous year. It is worth noting that the financial result be-
fore tax increased by 9.3% and amounted to UAH 2431.1 thousand. The decrease in net
profit is mainly due to the increase in expenses, in particular, increased cost of goods
sold, other operating and other expenses (Stryhul et al., 2022).

To assess the effectiveness of a company’s activities, it is advisable to analyse rela-
tive profitability indicators — return on sales and return on equity.
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Tabl. 2. Dynamics of profitability indicators of LLC “!FEST” for 2019-2023

Indicator 2019 2020 2021 2022 2023
Sales profitability, % 2,67% 0,08% 2,87% 2,73% 0,77%
Return 22,34% 0,22% 11,35% 15,43% 2,37%
on equity, %

Source: compiled by L. Stryhul, V. Aleksandrova and T. Zhadan (2022)

As can be seen from Table 2, in 2023 the company demonstrated rapid growth in
its activity. Net income from sales increased 2.37 times compared to the previous year
and reached UAH 161.6 million. Overall, revenues increased by 134.9% to UAH 162.1
million. At the same time, the growth rate of expenses turned out to be higher, which
led to a 33.5% decline in net profit, falling to UAH 1.2 million. However, profitability
indicators deteriorated. Return on sales decreased from 2.73% to 0.77%, and return on
equity from 15.43% to 2.37%. In addition, according to the results of its own study of fi-
nancial statements and liquidity analysis, it can be said that the company has solvency
problems. The values of coverage, quick and absolute liquidity ratios are lower than the
regulatory ones. Therefore, the company’s perspectives will largely depend on the abil-
ity of the company’s management to develop and implement an effective financial and
market strategy, taking into account the challenges of the competitive environment.

The conducted competitive analysis of the restaurant chain makes it possible to
identify the following key competitive advantages of the restaurant business entity
“IFEST”: the uniqueness of its restaurant concepts, a strong reputation for food and
service quality, a high level of customer service in line with international hospitality
standards, and an active marketing strategy focused on both attracting new customers
and retaining loyal ones. The company leverages modern communication channels,
such as social networks, blogs and messengers, implements loyalty programs and or-
ganizes various events; synergy from the effect of scale, which allows optimising costs
and business processes through centralised management, joint purchasing and pricing
policies, as well as cross-marketing between the establishments of the chain.

At the same time, the analysis of competitive positions also revealed certain weak-
nesses of the company that need improvement: insufficient level of digitalisation of
activities, high employee turnover, dependence on tourist flows, limited space of es-
tablishments, underrepresentation in regions outside Lviv, since most of the “!FEST”
establishments are concentrated in Lviv, and only a few are represented in other cities
of Western Ukraine. Given the ambitious plans for the development of the network, the
company should more actively enter new regional markets.

Thus, the analysis made it possible to identify and systematise key problem areas
in the activities of the company “!FEST”, which limit the realisation of its competitive
potential. On the operational level, shortcomings include underdeveloped digital com-
munication with guests, insufficient business process automation, and outdated equip-
ment and infrastructure. In terms of human resources, high staff turnover remains a
pressing issue.

Based on these findings, both theoretical generalisations and practical recommen-
dations are considered necessary.

In order to maintain competitive advantages and increase market share, the hold-
ing company “!FEST” needs to develop and implement a comprehensive strategy for
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increasing competitiveness, which will cover all key aspects of the company’s activ-
ities — organizational, personnel, production, marketing, financial, innovative, etc.
Based on the analysis of the company’s activities, its competitive positions and the
results of expert interviews, a number of strategic measures were proposed to increase
the competitiveness of “!FEST”.

Definitely, the company critically needs to catch up with competitors and industry
leaders in the digitalisation sphere. This requires the development and implementa-
tion of a company-wide digital strategy, including a phased transition to electronic
document management, automation of key processes and increased reliance on da-
ta-driven decision-making.

The primary task should be to create a unified omnichannel ecosystem for inter-
acting with guests. Another priority area of digitalisation should be the introduction of
modern front-office and back-office automation systems. This will speed up the service
process, minimise the human factor, optimise business processes and, as a result, in-
crease the operational efficiency of establishments. Table 3 identifies and groups the
expected effects of the digital transformation of the restaurant chain under study. Ac-
cording to industry experts, comprehensive digitalisation of a catering establishment
can increase revenue by 15-20% and reduce operating costs by 10—-15%.

Table 3. Expected effects of the digital transformation of the restaurant chain “!FEST”

Tool Expected results Potential
economic impact
Mobile application | Increase in the number of orders by Additional revenue
development 20-30%; Increase in the average check 15-25 million UAH
by 10-15%; Reaching new customer
segments
Website modern- 50-70% increase in traffic; 5-7% Additional revenue of UAH
ization increase in order conversion; Increased | 5-7 million
frequency of repeat visits
Front office auto- Acceleration of table turnover by 15— Additional revenue
mation 20%; Reduction of errors by 80-90%; 10-15 million UAH; Cost
Savings for self-employed waiters by savings 2—3 million UAH
30-40%
Back-office auto- Reduction of waste and losses by Cost savings of UAH
mation 10-15%; Reduction of warehouse 3-5 million; Release of
inventories by 20-25%; Optimisation of | working capital of UAH
staff work schedules 5-7 million

Source: compiled by the author

A promising niche may also be the provision of catering services on an outsourced
basis. Entering the B2B segment will allow not only to smooth out seasonal fluctua-
tions, but also to gain a reputation as a reliable partner in adjacent industries. At the
same time, it is necessary to develop a strategy for entering promising foreign markets.
Given the historical and mental ties, the first direction may be to expand the presence
in neighboring European countries: Poland, the Czech Republic, Slovakia, Hungary,
Romania.
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In the financial projection, the strategic goal of “!FEST” should be sustainable prof-
itable growth that will increase the company’s value for shareholders. for this goal may
include: 20-25% annual revenue growth, achieving an EBITDA margin of 20-22%, a
2-2.5 times increase in net profit by 2030; an increase in Return on Invested Capital
(ROIC) from 12% to 18%.

According to preliminary calculations, the total amount of capital investments for a
5-year perspective may amount to UAH 100-150 million, allocated to the digitalization
of business processes, upgrading of the material base of institutions, and marketing
activities. It is also important to ensure diversification of financing sources: along with
reinvesting profits, attract credit resources, private investments, and funds from bond
placement. Achieving these financial goals will require significant changes income and
expense management policies. The offered strategy for increasing competitiveness is
certainly ambitious and large-scale. Its implementation will require significant invest-
ment, management, and personnel resources from the company “!FEST”.

A separate focus should be on change and risk management. Transferring business
to “digital rails”, transforming business processes, restructuring corporate culture —
all these challenges established practices and competencies. To minimise the risks of
disruption of strategic initiatives, it is recommended to form a register of potential
threats for each project at the initial stage. These may include, in particular, a shortage
of investment resources, the outflow of key specialists, disruptions in supply chains,
conflicts with landlords, force majeure events, etc.

Thus, the developed strategy for increasing the competitiveness of the “!FEST”
restaurant chain covers all key aspects of the company’s activity. It combines ambi-
tious breakthroughs and long-term goals with clear metrics and a balanced system of
indicators. For each functional area, concrete actions have been identified to eliminate
bottlenecks, unlock internal potential, and leverage market opportunities. It is import-
ant that these measures are interconnected and complementary, so their synergistic
effect will ensure a comprehensive transformation of the company’s business model.

Conclusions and discussion of results

The operationalisation of the theoretical basis was carried out on the basis of se-
mantic approaches formulated in the scientific literature to the definition of the term
“enterprise competitiveness”. Thus, competitiveness is considered in the study as the
ability of a business entity to offer consumers services that are of greater value to them
than the services of competitors. In turn, the key positive point of the value approach
is the concentration of attention on the needs and demands of consumers as the main
guidelines for ensuring competitiveness, which corresponds to modern trends in the
development of competitive relations, characterised by the increasing importance of
non-price competition and growing demands for individualised offerings.

Basic problem spheres in the activity of the selected restaurant business entity
“IFEST” were identified and systematised, which limit the realisation of its competi-
tive potential. At the operational level, these include the underdevelopment of digital
channels of interaction with guests (lack of a mobile application and a fully functional
website), insufficient automation of business processes (menu management, invento-
ry, logistics, calculations), and the obsolescence of some equipment and infrastructure
of establishments.
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A holistic strategy was defined and formed to strengthen the competitive positions
of the “!FEST” restaurant chain in the national market for the period until 2030. Its cor-
nerstone was recognised as the digital transformation of key business processes based
on Industry 4.0 technologies.

Thus, the selection of the digital transformation strategy as the optimal approach
to increasing the competitiveness of the “!FEST” restaurant chain was grounded
through a weighted scoring method. This method enabled the comparison of alter-
native strategies (digitalisation, market development, product development) across
seven key criteria: compliance with goals, resource availability, risks, economic effect,
flexibility, synergy with current initiatives, and stakeholder acceptance. It was proven
that digital transformation best meets the strategic priorities of “!FEST” in terms of
innovative leadership, service personalisation, and operational efficiency. In spite of
the high initial investments, it can provide the most tangible and sustainable increase
in competitiveness and become the basis for the implementation of other strategic
initiatives of the company.

The scientific novelty lies in improving the concept of “competitiveness of a restau-
rant business enterprise” by studying the specific characteristics of the industry in
modern market conditions. Furthermore, a methodological approach was developed
for the comprehensive assessment of a restaurant chain’s competitiveness, based on
an integral indicator that incorporates both financial and non-financial performance
metrics.

Therefore, the issue of competitiveness of the restaurant business entities is quite
broad, in particular, the methodology and testing of reflectometry tools in the long-
term perspective of this business industry, especially in foreign markets, which will be
supplemented by practical insights from restaurant business entities, which is a prom-
ising direction for further scientific research, requires thorough and deep studying.
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®OPMYBAHHS TA PEAJI3AILIS CTPATETI NIIBULLEHHSA
KOHKYPEHTOCIIPOMOJXHOCTI CYB’EKTA PECTOPAHHOTO BI3HECY

AKTyanpHicTh. Y Cy4acHMX KPU30BMX YMOBAxX HeCTaOiIbHOTO, OMHAK AMHAMIYHOTO PO3-
BUTKY PUHKY PECTOPAHHUX MTOCTYT Po6ieMa MigBUIEeHHSI KOHKYPEHTOCIIPOMOXKHOCT Cy0’eKTiB
pecTopaHHOro 6i3Hecy HabyBae 0COGIMBOI aKTyaJlbHOCTI. PecTopaHHa raay3b € OfHi€lo 3 Haii-
61/bII UyTAMBUX O 3MiH CIIOKMBUMX HACTPOIB, CYYaCHMUX TeHMeHIIil, e(KOHOMIUHMX KOJMMBaHb
Ta TEXHOJIOTIYHMX iHHOBAIlii1. YCITiX Ha I[bOMY PMHKY BU3HAYAETHCS 3JaTHICTIO KOMITaHii CTpiM-
KO pearyBaTu Ta aJalTyBaTUCS OO HOBMX BUK/IMKIB, IPOMOHYBATU YHIKaIbHMIT MTPOAYKT i 3a-
6e3revyBaTy BUCOKY SIKiCTb OOCIYTOBYBaHHS. B yMoBax maHzemii, BOEHHUX [iii Ta MOZAIBIINX
TpaHcdopMalliif CrIOKMBUOI TTOBEiHKY caMe KOHKYPEHTOCIIPOMOXKHICTh CTa€ KIIOUOBUM (ak-
TOPOM BIDKMBAHHS Ta PO3BUTKY Cy0O’€KTiB pecTopaHHOTO 6i3Hecy. Ha ocobnmBy yBary 3aciyro-
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BY€ JOCTiIKEHHSI CTpaTeriii MmigBUIeHHSI KOHKYPEeHTOCITPOMOXKHOCTI MepeskeBUX OIepaTopiB
pPEecTOpaHHOI'O PUHKY, SIKi BOJIOAIIOTh 3HAYHMMM pecypcaMy Ta MOTeHIiaIoM JIJIsl BIIPOBaIsKeH-
Hs iHHOBaIIiit. BomHouac macuiTabu gisyIbHOCTI i CKIagHicTh 6i3Hec-MpoIieciB CTaBASITh Mepes
HMMM JI0IaTKOBI BUKIMKM B YIIPaBJIiHHI SKICTIO MOCTYT Ta eeKTUBHICTIO omnepalliii. Tomy po3-
pPO6JIeHHST HAYKOBO OGIPYHTOBAHMX IMiAXOMiB M0 GOpMyBaHHS Ta peasisallii crparerii migBu-
IIeHHST KOHKYPEHTOCITPOMOXKHOCTI Cy6’€KTiB pecTOpaHHOTO 6i3HeCY € aKTyaJlbHUM i 6e3repeps-
HMM 3aBJIJaHHSIM Cy4acHOi €eKOHOMIiYHOi HayKy Ta MPAKTUKU MeHemKMeHTy. Mera i meTomu.
MeTa CTaTTi MOMSITAE Y OCTIIKEHHI CYTHOCTI Ta OGIPYHTYBaHHI TEOPETUUHMX TOJIOKEHb, PO3-
pO6IeHHI MEeTOIMYHMX TiTXO/iB Ta MPAKTUUYHUX PEeKOMEeH/alliil momo GopMyBaHHS CcTpaTerii
ITiIBUIIIEHHSI KOHKYPEHTOCITIPOMOXKHOCTI ITiAIIPMEMCTB pecTopaHHOro 6isHecy. [HTepripeToBaHa
JUTST TOCTiIKeHHST HAayKOBa TeMaTuKa 06yMOBM/IA BUKOPUCTAHHS 3araibHOEKOHOMIUHMX, aHa-
JITUYHUX Ta CTATUCTUYHUX METO/IB, 10 TO3BOIWIM BUSHAUUTHU TEOPETUYHI MiIX01M i TOOYmy-
BaTU riMOTeTUYHNIT iIHCTpYMeHTapiit JoTimKeHHs, chopMyBaTH BiIIOBIgHY CUCTeMY CcTpaTerii
MiIBUIIEHHS KOHKYPEHTOCITPOMOXKHOCTI Cy0’eKTa pecTopaHHOTO 6i3Hecy. PesyabTraTn. [IpoaHa-
JIi30BaHO OTPUMaHi pe3yJIbTaTH, SIKi TOJISTAl0Th Y PO3BUTKY TEOPETUUHMX 3acajl Ta PO3pO6IeHH]
MPaKTUYHMUX peKOMeHZaliil 1moao GopMmyBaHHS cTpaTerii MiJBUIIeHHS KOHKYPEHTOCITPOMOK-
HOCTi TiATIPMEMCTB PECTOPAHHOrO 6i3Hecy. PO3IIISTHYTO Ta YIOCKOHAIEHO BU3HAUEHHS ITOHSITTS
«KOHKYPEHTOCIIPOMOYKHICTb Cy0’€KTa PECTOPAHHOTO 6i3Hecy» 3 ypaxyBaHHSIM criennudiky ramysi
i cyyacHMX TeHZEeHIIi/i pO3BUTKY PUHKY. 3aIIPOTIOHOBAHO METONMYHMIA MiXiJl 1O KOMIUIEKCHOI
OL[iHKM KOHKYPEHTOCIIPOMOXXHOCTi Mepeski pecTopaHiB Ha OCHOBi iHTerpajbHOTO NOKa3HMKA,
mo BpaxoBye (iHaHCOBI Ta HediHAHCOBI acmeKkTH HisSTbHOCTI cy6’ekTa pecTOpaHHOTO Gi3Hecy.
OGIPYHTOBAHO AOIIbHICTh 3aCTOCYBaHHS cTparterii nudpoBoi TpaHchopmariii Ik ONTUMaTb-
HOTO HaIpsiMy MiABUILEHHS] KOHKYPEHTOCIIPOMOKHOCTI MepeXi peCTOpaHiB y CyyaCHUX YMOBaX.
[TepcnieKTMBaMM MOLAJBIIMX JOCTIIKeHb € IPYHTOBHE OIpaljloBaHHS MeTOJ0JI0ri1 Ta arpobariis
cTparerii miaBUIEHHSI KOHKYPEHTOCIIPOMOKHOCTI Cy6’eKTa pecTopaHHOTO 6i3Hecy, sIKi JOMmoB-
HSITBCSI TPAKTUYHUMM Cy4aCHMMM iHcaiiTamu 1i€i chepu i 30BHiMHIMY akTOpamy. BUCHOBKU
Ta o6roBopeHHs. [IpoBeieHe MOCTiIKeHHST MTPOAEMOHCTPYBAIO aKTyaJIbHICTh 3aIPOTIOHOBA-
HUX 3aXO[IiB /IS TiIBUIIEHHSI KOHKYPEHTOCIIPOMOXKHOCTI Cy6’eKTa pecTopaHHOTro 6i3Hecy, po3-
pob6iieHo cTpareriio A Mepeki pecropaHiB «!FEST», a Takosk 06I'pYHTOBaHO BMOGip ONTHMMAaIb-
HOTO CTpaTeTivyHOro ITiaxomy. BukopuctaHi B OCTiIKeHH] qykepesia MiATBePIsKYIOTh BaXK/IMBICThb
dbopmyBaHHs Ta peamizanii cTpaTerii miABUIIEHHS KOHKYPEHTOCITPOMOXKHOCTI Cy6’€KTa pecTo-
paHHOro 6i3Hecy.

Knouoei cnosa: pecropaH, eeKTUBHICTb, KOHKYPEHTOCITPOMOXKHICTh, peCTOpaHHMIi 6i3-
Hec, CTpaTerist, yIpaBJliHHS SIKiCTI0, PO3BUTOK ITiIIIPUEMCTBA.
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