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У матеріалах конференції знайшли відображення економічні та 
соціальні аспекти розвитку України на початку ХХІ століття. Були 
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багатьох сфер сучасного бізнесу та новітні управлінські технології в 
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In the modern market of commercial services, international tourism, as a major 
developing sector of the global economy, occupies a leading position, where an 
important element is the touristic destination. Due to the current economic and political 
situation, the question of the ways of its development is the most urgent, requiring 
creative solutions and a new view in connection with the rapidly changing trends in 
world tourism. 

This paper is aimed to begin the process of forming a gastronomic brand in order 
to increase the attractiveness of city. One of the big problems we were faced with was 
the lack of the information on the current topic and also the lack of interaction within 
the main parts. The interaction should involve both stakeholders and market 
participants. Moreover, any beneficial gastronomic brand strategy has not yet been 
invented. It is necessary to identify the main participants in the gastronomic life of the 
city, their role in shaping the brand and therefore, to develop a strategy for mutually 
beneficial development. 

Researchers [1-4] point out many links between gastronomy and tourism. Local 
cuisine is a powerful tool for fighting consumer in the market of tourist services, an 
essential resource of the territory, its competitive advantage, an important component of 
the brand of the city, region, country [5-8]. The gastronomic factor is a significant part 
of the tourist product. Researchers define gastronomy not only as an important 
component of a tourist trip, but as a key motive for travel. Local cuisine is a significant 
part of the brand territory not only for gourmets, but also for another, more numerous 
segment of tourists – the group that is interested in finding authenticity, recognizing the 
identity of the territory. 

Search for authenticity has become a popular motive for travel [9], and gastronomy 
is a significant source of identity formation, an important marker of tourist destination, 
and contributes to the creation of a "sense of place" [10]. After all, national food is a 
way of learning the culture of the territory, an interesting, interactive, gaming way to 
get acquainted with the destination. Gastronomy reflects the character and mentality of 
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the local population [11]: it absorbs myths, fairy tales, local history, traditions, religious 
peculiarities, relationships in families, etc. It is not surprising that gastronomy relates to 
intangible cultural heritage, for example, UNESCO included Mexican cuisine, 
Mediterranean diet, French cuisine in the list of intangible cultural heritage. The kitchen, 
as a cultural heritage, allows you to get a unique tourist experience [12].

Talking about research methods, it has been decided to apply qualitative research 
method. This choice is justified by the fact that a qualitative research is aimed at a few 
groups of respondents. This allows us to interview experts in the field of restaurant 
business, tourism and advertising, and thus get a more profound analysis of such a little-
researched topic. As part of the work, 35 experts were interviewed. It is important to 
note that most of the interviewers carry out their activities on the brink of two areas, and 
their experience is not limited only to their core activities. The interview-guide consisted 
of 12 questions of the main unit and one additional for each group of respondents. An 
additional question for representatives of travel agencies and restaurants was aimed to 
identify the particularities of the needs of tourists, and an additional issue for marketing 
and branding experts was aimed to obtain a recommendation on how to measure the 
effectiveness of the brand strategy. 

As a result of the research conducted, the conclusion about the large unrealized 
potential of the gastronomic brand of Odessa, both internationally and nationally, was 
drawn. Among all of the things, it has been found that restaurant business and 
gastronomic festivals, as sources of gastronomic culture, are extremely important 
elements in the formation of the gastronomic brand. The key problems related to 
mentioned above were identified. An idea about the creation of Odessa gastronomic 
card-guides has been brought to light (it would inform tourists and residents of the city 
about the gastronomic life of the region). These information systems will enable all 
market participants to interact effectively with each other, to intensify business 
development, as well as to form touristic clusters. The ways of forming a brand based 
on cultural and culinary traditions of the region were also offered. 

The practical value of the analysis carried out is that it can serve as the basis for 
further research and form an effective strategy for advancing Odessa as a tourist 
destination. 
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Одеська національна академія харчових технологій

Вступ. Для адаптації та розвитку підприємств в сучасних економічних 
умовах, які характеризуються мінливістю та складністю зовнішнього середовища, 
керівникам підприємств необхідно застосовувати інструментарій стратегічного 
управління. Найбільш розповсюдженими та простими у застосуванні на практиці 
стратегічними інструментами є графічні методи прийняття управлінських рішень, 
серед яких такі загальновідомі методи, як SWOT-аналіз, «дерево цілей», матриці 
BCG та McKinsey та ін. Слід зазначити, що дані методи мають свої переваги та 
недоліки і настільки часто використовуються, що входять до переліку 
мінімальних знань для фахівця в сфері управління. Досить часто вони 
застосовуються формально і не формують нестандартних креативних рішень, які 
б дозволили підприємству розвиватись. Саме тому, доцільно згадати про 
несправедливо забуті графічні методи, запропоновані японськими менеджерами 
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