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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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143



50.

5l

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

®AKTOPH 30BHIIIHBOI'O CEPEJIOBUILA, 11O BINIMBAKOTH HA 130
IHBECTULIMHY AKTUBHICTb XAPYOBUX ITIAITPUEMCTB

Binomenko 1.0., k.e.H., gonent, 'opaienko JI.JI., kx.1.H., mortear, OHAXT
3HAYEHME JIOJIM TOCYAAPCTBEHHOI'O CEKTOPA 1JI51 PASBBUTHUS 133
S5KOHOMMUKHU YKPAMHBI

EropoBa-I'ynkora T.U., k.3.H., 1OLEHT Kadeapbl MapKeTHHTa U OM3HEC-
agmuuuctpupoBanus, IOauna E.B., marictpant, OHY um. U.1. MeunukoBa
OCOBJIMBOCTI CTAJIOI'O PO3BUTKY AI'POITPOAOBOJIBYHOI COEPU 135
[TPUYOPHOMOPCBKOI'O PEI'TOHY

Jlaronmienko B. B., n.e.H., npodecop, 3aBinyBau kadpeapu, OHAXT, m. Oneca

MOHITOPHUHI" KPAIH CBITY 3A PIBHAMM IHHOBALIIMHOI'O 137
PO3BUTKY

Areesa I. M., x.e.H., nouent kadbeapu, Tumuyk FO. M., marictpaat, OHAXT
PO3BUTOK ITEPCOHAJIY BITUU3HAHUX ITIAITPUEMCTB, AK 140

ITEPEAYMOBA EOEKTUBHOCTI IX JIAJIbBHOCTI

Kozak K. b., x.e.H., nouent kadpeapu, OHAXT, m. Oneca

PROMOTING ODESSA AS A TOURISTIC DESTINATION 141
Chmura Oleksandra, Human Resources Assistant Mittendrin Boutique Hotel

Berlin, Berlin, Germany

Sorokina Anasta51a Receptionist Cliff House Maine, Maine, The USA
OCOBJIMBOCTI 3ACTOCYBAHH}I TPAGIYHUX METOI[IB I[TPU 143
PO3POBII CTPATETTI

Bigomenko 1.0., k.e.H., gornent, Ocrpokons C.M., marictpant, OHAXT
OCOBJIUBICTD OPFAHISAL[H I METOI[I/IKI/I OBJIIKY BUPOBHUYNX 146
3AITACIB HA TIIIITPUEMCTBAX EHEBATOPHOI ITPOMUCIIOBOCTI
Omenkos O. I1., k.e.H, nornent, Jlakeesa C.O., marictpant, OHAXT
METOI[OJIOFI‘{HI HII[XOI[I/I 110 DdOPMYBAHH E®EKTHBHOI'O 148
®IHAHCOBOI'O MEXAHI3MY ITAIIPUEMCTB XAPUOBOI
ITPOMUCIIOBOCTI

Tapacosa O.B., k.e.H, gouent, OHAXT, m. Oneca

OPFAHIBAL[IH I METOI[I/IKA OBJIIKY TOTOBOI I[MPOAYKILII TA 11 151
PEAJIIBALII HA M'SICOIIEPEPOBHUX TIIAITPUEMCTBAX

OmenxkoB O. I1., x.e.H, gorent, 3abpascrka K.O., marictpant, OHAXT
BHYTPIIIHINA AYI[I/IT BIOJUKETHUX VCTAHOB VKPATHU 153
CracrokoBa K.B., crapumii Bukianay, ['onoauenko JI.M., Bukmnagay, OHAXT
CYYACHUU CTAH BHYTPIIIIHLOT O AV]IUTY TOBAPHUX OIIEPAILIIA 155
HA IIIITPUEMCTBAX PO3IPIEHOI TOPI'IBJII

€srymeBcbka O.0., k.e.H., noueHt, ®omiusoBa B.1., marictpant, OHAXT
ITOJATKOBE 3AKOHOI[ABCTBO TA CUCTEMA OINIOJAATKYBAHHSA B 157
YKPAIHI

Ckasp JI.b., k.e.H., nouent, Cxisip B.1O., aciipant, OHAXT, m. Oneca
OCOBJIMBOCTI IHOOPMAIIIMHOI'O 3ABE3ITEYEHH 160
AYJIUTOPCBKOI'O ITPOLECY BUPOBHHNYMX 3AIIACIB

€ptymescrka O.0., k.e.H., no1eHT, borocnosa B.1., maricrpant, OHAXT
EKCITIOPTHI HOTOKI/I AFPOHPOI[OBOJ'H)T{OI IMTPOJYKIII 3 YKPAIHU — 162
TEOT'PA®IUYHNI TA TOBAPHUU ACIIEKTH

Antonrok I1.O., K.€.H., CT. HayK. CIIBPOOITHHUK BIILTy PUHKOBMX MEXaHI3MIB 1
CTPYKTYP, IHCTHTyT npo6neM PUHKY Ta EKOHOMIKO-€KOJIOTT1YHUX JTOCTIHKEHb

HAH VYkpainn,

AnTtoniok O.I1., k.e.H., noueHT Kadeapu oo6mky i ayaury, OHAXT, m. Oneca
I[TEPCITEKTHUBU IMTOJITTIIEHHA KOHKYPEHTOCIIPOMOXHOCTI 164
IMIAIMPUEMCTB B CYUACHUX YMOBAX

Hikomox O.B., kx.e.H., noneHt, Jleuyk FO.C., ct. Buknanay, JJomuaceka O.0.,
3aBiqyBad taboparopii, OHAXT, m. Oneca

323



