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I11. BimomMocTi mpo opranizariiio, e Big0OyBcsl 3aXHCT
Iudp cnenianizoBaHoi BYU€HOI pagH (Pa30Boi Cleliaai30BaHOI BYEHOI pazu): [1 08.893.01
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IV. BizomocTi nipo nmiznpueMcTBO, yCTaHOBY, OpraHisalliio, B sIKii 0yJ10
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V. BimomocTi npo gucepraniio
Moga guceprariii:
Koy TeMaTHYHUX PYOPHK:

Tema guceprauii:
1. MapkeTHHIoBi cTpaTerii MigIprueMCTB rOTEJILHOTO 6i3HecYy.

2. Marketing strategies of hotels business enterprises.

Pedepar:

1. BusHay€eHO CYyTHICTb Ta 3HaYEHHS CTPATETII 111 PO3BUTKY IIiANIPUEMCTBA, BUSBJIEHO MiCL}eé MapPKETUHIOBOI
crparerii cepep, iHIMX QyHKIiOHAIPHUX cTpaTeriil. OGIPYHTOBAaHO HOBUII HAINPSIM CTPATEriYHOrO IJIAHYyBAHHS Ta
BBEJIEHO EKOHOMIUHY KaTeropiio «ryobanisaliiiHa crparerisi». [JonoBHeHO KOHLeN1ii rio6anisalii HOBUM BEKTOPOM
- «ry100ai3aliiHuI MapKeTUHI». PO3KPUTO CYTHICTb MTOHSITTS «TOTEJIb». JJOBEJEHO, 10 AisJIbHICTh TOTEJIB
NOB’s13aHa i3 PO3BUTKOM iHAycTpii rocTUHHOCTI. CPOPMYIbOBAHO BU3HAUEHHS ITIOHSITTSI «TOCTUHHICTb» Ta 10r0
OCHOBHi KOHLIETITyaJIbHi BEKTOpY (PECYpCHUH, YIIPaBJiHCbKUM, TPYLOBUIl, MAaPKETUHIOBUH, (iHAHCOBO-
€KOHOMIYHUH, coljianlbHUI, MOPaIbHO-€TUYHMIA, I106ani3aliiiHuil). [JonoBHEHO KJIaCUYHUI MapKeTHHIOBUM
KOMILIEKC «4 P» cknaposoro «1 G (Globalization)». BusHaueHo, 0 )XUTTE€BUN LMKJI PO3BUTKY FOTEJILHOTO 6i3HECY €
r7106a/1bHAM JIarOM, OOI'PYHTOBAHO, 0 y 2008 p. roTesibHUI 6i3HEC BUXOAUTh HA HOBUII €Tall PO3BUTKY —

«biHapHUI caMOOYTHICTHO-TJI00aMi3aliiiHMITY. BrsBI€HO, 110 Ha PUHKY 'OTEJIbHUX I10CIYT B YKpaiHi PyHKLIOHYIOTh



TaKi OCHOBHI Oprasisauiifi TUIY NiANPUEMCTB: Mi’)KHapOHI TOTEJIbHI MEPEXKI, HalliOHAJIbHI FOTEJIbHI MEPEXI,
canu6u (konu6u), Wellness- Ta SPA- KoMIiekcy, He3aleskHi roTesli cepeiHboro cermeHTy. [IpoBeieHo [iarHOCTUKY
MapKeTHMHIOBOTO CE€PEJJOBUIIA, BUBHAYEHO IePEBaru Ta HeJOJIKM PO3BUTKY Mi’KHAPOJHUX MEPEX J1JIs Pi3HUX
creiikxosnepis. Ha OCHOBI aHKETHOTO OIUTYBAHHS BUSBJIEHO CIIOXXMBYI IIPIOPUTETH IIPU BUOOPI rOTEJIB Ta
no6yi0BaHO BifOBinHI QYHKIII 7151 TOTEJiB, OpiEHTOBAaHMX Ha 6i3HEC-CerMeHT Ta JJO3BiJIJIs i BiATIOYMHOK. 3a
IIOTIOMOTOI0 KJIACTEPHOI'0 aHasi3y cpopMOBaHO BiANOBigHI IPyNy 3a perioHaJIbHUM NPUHIUIIOM Ta OOIPYHTOBAHO
MapKETHHTIOBI CTpaTerii 111 NifIIPUeMCTB rOTeJIbHOro 6i3HeCy pi3sHUX OpraHisalifiHUX TUIiB. 3alIpOIIOHOBAHO
niaxin momo nobynoBy r106ai3ailiHOro CTpaTeriyHoro MapKETHHIOBOTO POdiiio miANpreEMCTB TOTEIbHOTO
6iznecy (YI'CMIIT'), akuil y NoeIHaHHi i3 MOKa3HMKaMK MapKETHMHIOBOrO NoTeHLiany perionis (MIIP) nossosse
no6yyBaT MaTPULII0 «MapKeTUHroBuii Npo@isb — NoTeHLiany. BusHau€HO M0JI0KEHHS MiJIPUEMCTB FOTEJIBHOTO
6i3Hecy Ta cOpPMOBAHO BifOBiAHI cTpaTerii. OGIPYHTOBAHO CTpATerii AuIpKUATaNi3alii 171 Pi3HUX TUIIIB TOTEJIbHUX
nipnpuemcts. Kimo4oBi cyi0Ba: MapKeTHHIOBa CTpATeris, roTeJb, FoTeIbHUN 6i3Hec, r106ai3alisi, MapKeTUHTOBUI
npodinb, cTpaTerist AumKUTATi3aL;|i

2. Classical and modern approaches to understanding the nature and importance of strategy for enterprise
development have been generalized. A new approach to understanding the essence and supplement of the
category «strategy» content has been suggested. The main accents in scientific concepts on the category
«strategy» have been considered: plan, action, process, model, means, tool, principle, position, perspective,
approach, reception, program, view, concept, template, standard, direction, course, decision. These accents have
been supplemented by the following: vector, landmark, path, leadership, pattern, mechanism, catalyst, means of
association, managerial influence, means of control, postulate, basis, basis, and determinant. The conceptual model
of enterprise strategy, which is the basis for marketing strategy, has been built. The new direction of strategic
planning has been substantiated. It has been proposed to introduce the category «globalization strategy». The
globalization is revealed in such areas as international integration, development of information and
communication systems, internationalization, the activities of TNCs and international organizations. It has been
substantiated that these areas need to be supplemented with a new vector of «globalization marketing». This is the
newest direction of marketing, and is based on the principles of consumers values unification formed in the world,
and involves the promotion of goods and services regardless of level (local, regional, national, international, global)
taking into account the unified globalized needs of consumers through marketing. It is substantiated that the hotel
is a commercial enterprise, which, on the one hand, is a subject of hotel business, and on the other hand, is an
element of socio-economic infrastructure of the city and state, and is designed primarily for temporary
accommodation in accordance with national and international standards, also providing additional services
(recreation, beauty, SPA, Wellness, sports, business and other events). The hotel acts as a carrier of the brand of
the city (state), cultural, informational, tourism and advertising center. The category «hospitality» definition and its
main conceptual vectors have been formulated. The expediency of supplementing the classic marketing complex
«4 P» with the component «1 G (Globalization)» has been justified. Trends in the development of the hotel business
have been studied. The number of hotels in 2020 was 728 units, which is 252 establishments, or 25.7 %, less than in
2016. The market of hotel services in Ukraine has the following main organizational types of enterprises:
international hotel chains, national hotel chains, estates (huts), Wellness and SPA complexes, independent hotels of
the middle segment. The diagnosis of the marketing environment has been carried out. It has been identified the
advantages and disadvantages of developing international chains for different stakeholders. On the basis of the
questionnaire, consumer priorities of choosing hotels have been identified. With the help of cluster analysis, the
relevant groups have been formed according to the regional principle and the marketing strategies for the hotel
business enterprises of different organizational types have been substantiated. It has been found that the star
classification of hotels is the most popular in Ukraine and in the world. However, the client’s choice of the
appropriate hotel is based on many criteria. It is advisable to divide the classification features of hotel enterprises
into two groups (organizational and economic, consumer and functional). This allowed forming a generalized
globalized strategic marketing profile of hotel business enterprises (GGSMPG) to identify and develop a marketing
strategy. The combination of methodological approaches to the creation of GGSMPG and the marketing potential



of the regions (MPR) allowed building a matrix «Marketing profile - potential». The position of hotel business
enterprises has been determined and appropriate strategies have been formed. The digitalization strategy of hotel
enterprises has been offered. For all types of hotels, a digital marketing strategy is appropriate. In addition, each
type of hotel business requires a unique direction of digital strategy, which will accentuate the uniqueness of the
enterprise and form the consumer’s value of receiving an exceptional hotel service. Keywords: marketing strategy,
hotel, hotel business, globalization, marketing profile, digitalization strategy.
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