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O0ecvKa HayioHanbHA GKAOEMIA XAPUOBUX MmeXHONO2Il
ApaBWIBHLIM IIATOM SRISETCH COINAHME CETH KO(eeH MM KOHJMTEPCKHMX. 310 0BYyCIOBICHO

TEXHONOTHYECKAMH NMPWIHHAMH (FOpa3fo BHITOAHEE CO3NABaTh COOCTBeHHRI HexX A paGoThi Ha
HECKOJIGKO 3aBefeHMH) M MapKeTHHroBHMM (IoTpeGuTEN: OLICTPO NPMBBIKACT K OMpENENeHHON
TOPrOBOM Mapke M TpPoRyKIpH). Taloke MONL3YIOTCA TNOMYISPHOCTHIO CEPBHCHI IO JOCTABKE
rOTOBOM €ibl Ha JAOM — MMEHHO OHM OKa3aiuch OAHHM H3 HanboOnee YCTOMMMBBIX K KPH3UCY
CETMEHTOB PeCTOPAHHOrO PHIHKA, JTIOIN peke XOAWIH B PECTOPAHE!, a BOT ITHLILY CTAH 3aKa3biBaTh
Ha 34 % qauie. COXPaHAT CBOIO aKTyalbHOCTE TEMATHHECKUE PECTOPaHb U apT-Kadie, C KpacuBbIM
u3aliHoM, ucropdeif. B TakoM 3aBefleHMM MOXHO TIPOBOAHTL NPE3eHTAUMH, BHICTABKH, MOKa3hI
$WILMOB, KOHLEPTH M BEYEPHHKH. ITO BBITOIXHO ¥ coBpeMeHHO [2]. TTo nanHmnIM anamisa paszsutue
phifka 0yneT HampaBAEHO B CTOPOHY Gonee y3koro HO3MITMOHHPOBAHMA M CO3MAHHA CHIIBHEIX
cereBbix OpenaoB. YuHTHIBax MoOKa3areNd [O TOBAPOOGOPOTY B OTPHUATEIBHYIO CTOPOHY,
o6ycioBNeHHble KPH3UCHOW cuTyauueli B VYkpauHe, pecTopaHHbli OusHec ocTaerca
HEPCTIEKTHBHEIM HalpaBlIEHHEM JUIS WHBECTOpPOB, KOTOpbie MOTYT BIOXHTL CBOM IEHEXHbIE
cpelcTBa B HaHGoNIee BOCTPeGOBAHHbIE NPEMNIPHATHA PECTOPAHHOrO X034MCTBA: 3aBE/ICHHS OTHOTO
OpPOAYKTa WIM HANNTKa, 3aBeJICHHs MPH Mara3uHax, 3aBEJICHUA apT HANPABICHHOCTH, 3aBEICHHUS
Pa3sHBIX TUIIOB, Haxosuecs Bo ¢paHyaii3NHIOBOI ¢cCTH, OPHEHTHPOBAHKBIE HA CpeHMH LeHOBOI

cerMenr [4].
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Puc. 1 — lunamika pasBUTUA peCTOPAHHOIO PLIHKa M M3MEHCHUE
PEAIBHBIX TOXOAOB HACCIECHHA
Ha MHPOBOM DBIHKE HAaCTYNAET BPEMS HOPOIUX, HO Ka9CCTBCHHRBIX pemcmrﬁ. Hpn yenosuM
obecnieuenns XOpOILLUETO CepBHCA OTEYECTBEHHBIN NIPOH3BOIUTEC/IL UMCET BCC LMIAHCHI 3aHATH OOHY
U3 THIMPYHOLHX MO3MIMHA Ha PBIHKE OTEIBHO-PECTOPAHHOTO 6uszHeca.
Jlureparypa
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BRANDING AS AN INSTRUMENT OF ATRACCTING TOURISTS IN UKRAINE
The purpose of the current paperwas initiated by the need of keeping up in the worldwide
contention for tourists, reputation and foreign investments. In Ukraine, it is strategically essential to
climinate the gap in the area of leisure and open an existing tourism potential. Therefore,brand
reputation is very important.

" The word "brand" and the concept of "branding" came about 15 years ago from the
west.Due to the fact that brand is a foreign word, each author interprets it in his own way. That is
why it is difficult to figure out where is the truth and what does this word means. According to the
authors, the most complete and integrated system defines branding as the brand management
process (Lucarelli&Berg,2011).A sort of a symbol, a product or service that is easily recognized and
legally protected (Medway et al., 2015).Successful brands always develop in the same scenario
which begins from the creation of distinctive ways to increasing of awareness and respect for the
brand, based on this image. A strong city brand is not just advertising and communications, but a

part of a larger strategic plan.
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The brand tells the story of the city through a coordinated system of bright and positive

characters, ideas and associations that best convey the meaning, competitive advantages and
uniqueness of the city. There are many vibrant brands cities,such as Rome, Paris, Jerusalem,
Istanbul etc. Nevertheless, their brands were not the result of special branding campaigns, but
formed by natural means (Kavaratzis& Ashworth, 2006). Symbolic capital and the uniqueness of
each of these cities today is indeed very "strong", stable and manifested in a huge number of bright
historical and iconic images. Sa "strong", that is almost completely determine the image of the city,
not allowing him to "deviate" in one or another direction.

On the leading countries experience it can be seen different ways of creating and
maintaining the brand image. It has to be mentioned the example of “the first person”. More
specifically, Iraq and Saddam Hussein, which fundamentally changed the attitude of the world to
Iraq as a country of extreme military totalitarianism. Little-known state in the desert, which in 1960
was seen as the one that inherited the territory of Persia, became in 1990 the militant giant machine
with large reserves of oil and leader who sought to destroy the unipolar model of international
relations and Americanism politics. Saddam Hussein pursued a policy of deliberately presentation
of the country through its persona. Generally known “four-days-wars”, financial support of terrorist
organizations in the world, the lack of dialogue with the United States and the leading countries of
Western Europe were the main components of the Saddam Hussein and Iraq image in XX and XXI
centuries (Woods et al., 2016).Another example would be the Queen of the UK. No significant
event in the country takes place outside of the Queen's presence. Citizens are treated in the Royal
Hospital, suing in royal courts, using royal mail, watching performances at the Royal Theater and
moving around the country by rail of Her Majesty. Every Englishman feels pride and respect for the
royal house, because it is a brand feature of the country's traditional model, the continuity of
generations and stability (Higgins, 2014).Nevertheless, brand can be presented as a model of
reliability (Switzerland), its national production (Brazil coffee) and at the same time, asa promise of
scientific technology and defense industry (The USA and Japan). Eventually, leveraging*‘the brand
is the country of tourism” strategy, Austria, Turkey, Egypt, Thailand actively positioning themselves
asa comjfortable country tourism, which combines comfort, service, historical heritage, cultural
exoticism and accessibility (Ukraine tourism report, 2016). Overall, it can be noted that “the brand
is the country of tourism "would be the most appropriate strategy while speaking about Ukraine.

The image of Ukraine is multifaceted and it is difficult to identify the basis of positioning,
which would attract target audience and, after all, the investments. In 2010, Zakharchenko and
Osipov (2010) stated that the packet cultural resources ensures the competitiveness of the tourism

industry. However, there is no place in the positioning of these monuments to the solvent target
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groups. Ukraine needs to have an actualized image that combines traditional, historical and new

symbols, which meet modern requirements.

Earlier, Hontarzhevska (2008) pointed that the problem is that both visitors and residents do
not have a holistic perception of the city and therefore, it is crucial to create and actively develop
the brand of the city. Then, Brovkova (2010) mentioned one more reason of the low efficiency and
reduce of the competitiveness in the industry, which is thelack of training in the majority of
cntrepreneurs and managers of the tourism industry, together with the shortage of skilled personnel.
Following up, Ukraine needs to create the legal framework and financial conditions for the
expansion of the training in higher educational institutions of the city experts in the resort business
and tourism activities.

According to the number of publication, Ukraine has its own brand. Talking about its
impact, some of the researchers stated that the main goal of branding is to report the essence of offer
drawn up under the name of the brand and create a positive attitude towards it to the target
audience, while anothergroup of researchers pointed that it might function not only in a positive, but
also negative way. When analyzing the role of branding, it was discovered its important part in
attracting tourists to Ukraine, explaining that without its existence no one will have an opportunity
to know something about it. On the contrary, Russian researchers Pashkus and Bulina (2014) stated
that the decision to visit the city might come not from its branding, but the websites where the
potential visitor can check any information concerning the country. Nevertheless, Liptuga (2014)
insisted that website is one of the branding tools, which according to Lucarelli and Brorstrém
(2013) helps the potential tourist to understand the reason of choosing the one place among another
for his vacation. Additionally, in 2016, it was mentioned that only country with a strong brand
might become a popular destination.

From the above-mentioned perceptions about the role of branding in relation of attracting
tourists into Ukraine, it can be understood that it is very vital, due to the fact that the higher the
level of the awareness about the country in a potential customers’ mind, the higher is the probability
of him to choose the city as a future touristic destination.
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THE LATEST TRENDS IN RESTAURANT TECHNOLOGY THAT BLOSSOMED
IN THE RESTAURANT BUSINESS

The aim of the research was to study, analyze and find out the latest tendencies and
technologies of restaurant business. To attract attention and give some ideas to our restaurant
industry. Innovations could be implemented in so many fields. It could be a new digital program, a
booking platform, a CRM system via social media, an unexpected partnership, a groundbreaking
architecture, and so on. Doing this research 1 analyzed web sources related to this topic such as:
«trycake.com” and online magazines about the restaurant industry: (entrepreneur.com;
restaurantbusinessonline.com; gsrmagazine.com). Also my research is based on articles and books
of restaurateurs: “Setting the Table: The Transforming Power of Hospitality in Business” by Danny
Meyer; “Customer Preferences for Restaurant Technology Innovations” by Michael Dixon Sheryl
E. Kimes Ph.D; ““S Technologies Changing the Restaurant Industry” by John Patrick Pullen.

As a result of studying of all recourses mentioned above, I got some data about trends in
restaurant industry. The ideas of innovations that will be mention, is the leading power in terms of
nowadays restaurant market. In an age when, one in three people owns a tablet and most adults use
the Internet on their mobile phones, it’s no surprise that businesses of all shapes and sizes are
bringing in technology to increase sales. '

Mobile app. With such a large percentage of adults with Smartphone and online access
24/7, restaurants will be ahead if they implement a comprehensive and easy-to- use app.
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Mobile Payments. One of the big trends for restaurant apps is mobile payment. In 2016,

34 % of Smartphone users made a mobile payment, the majority of which used a mobile app to do
s0. A standout brand in terms of mobile payment adoption is Starbucks — nearly 19 % of customers
pay with their phones, and 67 % use their phone to collect loyalty benefits.

Wait Lists. Another trend for mobile is restaurant wait list management. Mobile apps have
started to replace restaurant pagers. Guests no longer have to crowd around an entryway; they
simply join the mobile queue and arrive at the restaurant when their table is ready.

Online Voice Ordering. Right now, only a third of restaurants have smartphone apps. And
already now 40% of customers prefer to order online, but don't have this opportunity in every place.
“Customers are no longer tied down by distance, convenience or ambiance,” and competition is
fierce. Restaurants will have to rely on superior reviews and awesome food to put up a fight.
Another way restaurants can stand out is with voice ordering. The Domino’s app has introduced
“Dom,” a voice recognition pizza expert that lets customers order without lifting a finger.
‘Technology like this will demand innovation from similar quick-service restaurants in the coming
year.

Loyalty Programs. A loyalty program is a great tool to boost customer retention.
Restaurants with POS systems that continually collect customer data can use this information to
personalize rewards. With access to unique customer preferences, restaurants are able to target
individuals in a way that will improve their experience and keep them coming back. In order to
create a flawless dining experience for customers, restaurants should also consider integrating their
loyalty program into a mobile app.

Models of dishes. One of the innovations in the restaurant business to attract visitors is to
show your menu to the people right in the window of the restaurant. Photos of dishes, even the best
ones, can not cope with this task. The only way that can attract - are the models of dishes. Due to
the high quality of the materials used, the models look like real ones, their size and volume can be
seen. You can also put the price and specify the ingredients that are included in the dish. This make
casier for visitors to choose the restaurant and dishes.

What is the next thing in restaurant tech? Voice recognition will change standard
operating procedures for both front- and back-of- house teams. Already, for people is common to
order food online, including groceries. But imagine if managers and kitchen staff don&#39;t have to
fill out those spreadsheets, and rather could just say what they need and have it automatically added
to the request form and ordered, with it being charged seamlessly to a preset account. .

QR code. QR code is a marketing innovation that works well in the organization of a

restaurant business. In a small square of a two-dimensional barcode, you can put information about

L
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