O0Js1ikoBa KapTKa aucepTaii

I. 3arasbHi BimOMOCTI

:lu.-.u-E

Jep>kaBHHH 00J1iKOBHI HOMep: 0421U103858

i

Oco06J1uBi TO3HAYKH: BinKkpura
IlaTa peecrpamii: 19-10-2021 ..E.‘E’E? .
Craryc: 3axumeHa

PexBi3utu Hakasy MOH / Haka3y 3aKjazy:

I1. BizomocrTi nipo 3700yBaya

Baacue IlpizBume Im'a Ilo-6aTbKOBI:
1. TannoneHko CaiTnana OnexkcangpiBHa

2. Haponenko Svitlana O.

KBasmigikamis:

InenTudikarop ORCHID ID: He sactocosyerbcs
Bup, pucepranii: kanguuaar Hayk

IIIudp HayKoOBOi CHeNniaJIbHOCTI: 08.00.04

Ha3zBa HayKoBOIi CIeniaJIbHOCTI: EkoHOMiKa Ta yrpaBJIiHHA MiANPUEMCTBAMY (32 BUIAMU EKOHOMIYHOI

TislIbHOCTI)

T'asy3p / rasysi 3HaHB: He 3aCTOCOBY€ETbCS

OcBiTHBO-HayKOBa Mporpama 3i creniaJbHOCTI: He 3acTocoByeTbcs

JaTa 3axHcTy: 30-09-2021

CrneniaJibHICTh 32 OCBITOIO: MeHeKMEHT

Micue p060TPl 3no6yBaqa: JHINIpOBCBHKUI HalliOHAJIbHUY YHiBepcUTET iMeHi Oznecs ['oH4yapa

Kopg 3a €IPIIOY: 02066747

MicueSHaXO,T.pKeHHﬂ: npocriekt 'arapina, 6yz. 72, M. Jlninpo, JIHinpoBcbKuil p-H., JJHiIponeTpoBchKa 06J1.,
49010, Ykpaina

dopma ByracHOCTI:
Cdepa ynpaBiriHHS: MiHicrepcTBo OCBiTH i HayKu YKpaiHu
InenTudikarop ROR: He zacrocosyerscs

CeKTop HayKH: He 3aCTOCOBYETHCS



I11. BizomMocTi mIpo aucepraiiiro
Iudp cnenianizoBaHoi BYU€HOI pagH (Pa30Boi Cleliaai30BaHOI BYEHOI pazu): [1 08.893.01
IloBHe HaliMeHYBaHHSI IOPHUAUYHOI 0COOH: VHiBepcUTET MUTHOI cripaBu Ta QiHaHCIB

Kopg 3a €IPIIOY: 39568620

Micue3HaxoaKeHHS: By/1. Bosogumupa BepHancbkoro, 6y, 2/4, M. JIHinpo, [IHinpoBchkuii p-H.,

JHinpomneTpoBchKa 0611, 49000, Vkpaina

dopma BaacHOCTI:

Cdepa ynpaBitiHHS: MinictepcTBo oCBiTH i HayKu YKpainu
InenTugikarop ROR: He zacrocosyerscs

CeKTop HayKH: He 3aCTOCOBYETHCS

IV. BizomocTi n1po nmiznpueMcTBO, yCTaHOBY, OpraHisalliio, B sIKii 0yJ10
BUKOHaHO JHUCEPTALil0
IloBHe HaliMeHYBaHHSI IOPHUAUYHOI 0COOH: VHiBepcUTeT MUTHOI cripaBu Ta QiHaHCiB

Kopg 3a €IPIIOY: 39568620

Micueanaxo;perHﬂ: ByJI. Bonopumupa Bepnancskoro, 6yg. 2 /4, M. JIHinpo, [JHINpoBCbKUE p-H.,
JHinpomneTpoBceKa 0611, 49000, Vkpaina

dopma BaacHOCTI:

Cdepa ynpaBitiHHS: MinictrepcTBo ocBiTH i HayKu YKpainu

InenTudgikarop ROR: He zacrocosyerscs

CeKTop HayKH: He 3aCTOCOBYETHCS

V. BimoMocTi npo gucepraniio
MoBga gucepraiiii:
Koau TemaTHYHHUX PYOpPHK:

Tema gucepranii:
1. MapKeTHHIOBi cTpaTerii NigIIpUeMCTB FOTEJILHOrO 6i3HeCYy.

2. Marketing strategies of hotels business enterprises.

Pedepar:

1. BusHayeHO CYTHICTb Ta 3HAYEHHS CTPATETII 11711 PO3BUTKY IiAIIPUEMCTBA, BUSABJIEHO MiCL}eé MapKETUHIOBOI
crparerii cepeq, iHUX QyHKIIOHANBHUX cTpaTeriit. OGIPyHTOBAaHO HOBUI HAaIPsIM CTPATEriYHOrO JIaHYyBaHHS Ta
BBEJIEHO EKOHOMIYHY KaTeropilo «rjobanisaliiiHa crparerisi». [JonoBHEHO KOHLeNii rio6anisalii HOBUM BEKTOPOM
- «ry106aMi3aliiftHIi MapKeTHUHT». PO3KPUTO CYTHICTb MTOHSATTS «TOTeJb». [JoBeIeHO, MO AisyIbHICTb TOTEJIB
IIOB's13aHa i3 po3BUTKOM iHAYyCTpii rocTrHHOCTI. CHOPMYIBOBAHO BU3HAYEHHSI [TIOHATTS «[OCTUHHICTb» Ta HOTO
OCHOBHi KOHLIENITyaJIbHi BEKTOPU (PECYPCHUH, YIIPaBJiHCbKUM, TPYLOBUIl, MaPKETUHIOBUH, (PiHAHCOBO-

€KOHOMIYHMI, Collia/lbHUN, MOPabHO-€TUYHUH, I7100ani3aniiiHuil). JJonoBHEHO KJIACUYHUN MapKETUHIOBUN



KoMmIekc «4 P» cknaposoo «1 G (Globalization)». BusHaueHo, 110 >KUTTEBUII LIUKJI PO3BUTKY TOTEJILHOTO Oi3HECY €
ry106aJIbHUM JIarOM, OOIPYHTOBAHO, 10 Y 2008 p. roTesipHUI 6i3HEC BUXOAUTh Ha HOBUM €Tall PO3BUTKY —
«biHapHUI caMOOyTHICTHO-TJI00aMi3aliiiHMIT». BUsiBI€HO, 1110 HA PUHKY FOTEJIbHUX I10CYT B YKpaiHi (PyHKLIOHYIOTh
TaKi OCHOBHI Oprasisauiifi TUIIY NiANPUEMCTB: Mi)KHApOHi TOTEJIbHI MEPEXKI, HalliOHAJIbHI TOTEJIbHI MEPEXKI,
cagu6u (konmbu), Wellness- ta SPA- KOMIIEKCH, He3aJI€KHi FOTei cepeHbOro cerMmeHTy. [IpoBeieHo IiarHOCTUKY
MapKeTUHTOBOTO CepeiOBUILA, BU3HAUEHO [1IepeBary Ta HeoJliki PO3BUTKY MIXKHAPOIHUX MEPeX IJ1sl Pi3HUX
creiikxosnepiB. Ha 0CHOBI aHKETHOTrO OIUTYBAHHS BUSBJIEHO CIIOXKMBYI IIPIOPUTETH ITPU BUOOPI rOTEJIB Ta

o6y 10BaHO BifoBinHI QYHKIII 17151 TOTEJiB, OpPieHTOBAaHMX Ha 6i3HEC-CEerMeHT Ta JJO3BiJIJI i BiTIOYMHOK. 3a
IIOTIOMOTOIO KJIACTEPHOI'0 aHasli3y cpopMOBaHO BiANOBITHI IPymy 3a perioHaJIbHUM MPUHIUIIOM Ta OGIPYHTOBAHO
MapKEeTHHTIOBI CTpaTerii 1151 MifIIpUeMCTB roTeJIbHOro 6i3HeCy pisHUX OpraHis3alifiHUX TUIiB. 3alIpOIIOHOBAHO
niaxin mopo no6ynoBy I100ai3aliliHOro CTpaTeriyHOro MapKETUHIOBOTO NPOPiIo MiATIPUEMCTB TOTEIBHOTO
6iznecy (YI'CMIIT'), akuil y noeIHaHHi i3 NOKa3HMKaMK MapKETHMHIOBOrO NoTeHLjiany perionis (MIIP) nossosse
nobyyBaTy MaTpulo «MapKkeTUHroBul npodisnp — noTeHuia€». BusHaueHo MoJI0KeHHs MifITPUEMCTB [OTEJILHOTO
6i3Hecy Ta cGOpMOBAHO BifOBiAHI cTpaTerii. OGIPYHTOBAHO CTpaTerii AupKuTanizalii 171 pisHUX TUIIIB TOTEJIbHUX
nignpremcTs. KyoyoBi c710Ba: MApKeTUHIOBa CTPATETIs, TOTEJb, FOTEIbHUI Oi3HEeC, Iy106ai3allisi, MapKeTUHTOBUA
npodinb, cTpaTeris aumKUTaIi3anii

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.

Jep>kaBHH peecTpaniiinuii Homep JiP:

IIpiopuTeTHHI HaNIpsIM PO3BUTKY HayKH i TEXHIKH:
CrpareriyHui NpiopUTETHUI HAIIPSIM iHHOBaLilHOI AiSJILHOCTI:
ITiZCcyMKH JOCTiI>KEeHHS:

Iyosikarrii:

HayKkoBa (HayKOBO-TE€XHiYHa) IPOAYKILis:
Conia;ibHO-€KOHOMIYHA CIIPSIMOBaHiCTh:

OxopoHHi gokymeHTH Ha OIIIB:

BrnpoBaakeHHS pe3yJIbTaTiB AHCepTalii:

3B'SI30K 3 HAYKOBHMH T€EMaMH:

VI. BizomocCTi Ipo HayKOBOr0 K€PiBHHKA /KEPiBHHUKIB (KOHCYJIbTAaHTA)

BaacHe IlpizBume Im's I10o-6aTbKOBI:
1. He6ab6a Hatanig OnekcanapiBHa

2. Nebaba Nataliia O

KBasigikamis: 08.00.08

InenTudirkarop ORCHID ID: He 3actocoyerbcs
JoparkoBa indpopmamnist:

IloBHe HaliMeHYBaHHSI IOPHUAHUYHOI OCOOH:
Kopg 3a €1PIIOY:

Micue3HaxoaKeHHS:

dopma By1acHoCTI:

Cdepa ynpasiriHHS:

InenTudikarop ROR: He zacrocosyerscs

CeKTop HayKH: He 3aCTOCOBYETHCS



VII. BigomocTi npo odinilfiHuX ONOHEHTIB Ta PELeH3€HTIB
OdiniiiHi OIOHEeHTH
Bsacue IlpizBuuie Im's I1o-6aThKOBI:

1. IlonnoB Onekcanap €BreHinoBuy

2. Popov Oleksandr Ye.

KBasigikamis: 08.00.04

InenTudikarop ORCHID ID: He 3actocoyerscs
JoparkoBa inpopmamnist:

IToBHe HaliMeHYBaHHS IOPHIHUYHOI 0COOH:
Kop 3a €IPIIOY:

Micue3HaxoaKeHHS:

dopma BaacHOCTI:

Cdepa ynpasiiHHS:

ImenTudikarop ROR: He zacrocoyerbcs

CeKTop HayKH: He 3aCTOCOBYETHCS

BaacHe IlpizBume Im's I1o-6aTbKOBI:
1. Camoinuk FOsig BacuiniBHa

2. Samoilyk Yuliia Vasylivna

KBasigikamis: 08.00.03

InenTudikarop ORCHID ID: He sactocoyerbcs
JoparkoBa iHdpopmamnist:

IloBHe Ha¥iMEeHYBaHHS IOPHIHYHOI 0COOH:
Kopg 3a €1PIIOY:

Micue3HaxoO KeHHSI:

dopma ByracHoCTI:

Cdepa ynpasiiHHS:

InenTudikarop ROR: He zacrocosyerscs

CeKTOop HayKH: He 3aCTOCOBYETHCS

PeuenseHTu

Bsacue IlpizBuuie Im's I1o-6aThKOBI:
1. Ilapepin IBan IMUTPOBUY

2. Paderin Ivan D.

KBasigikamis: 08.00.04



InenTudikarop ORCHID ID: He sactocosyerbcs
JoparkoBa iHdpopmamnist:

IloBHe HaliMEeHYBaHHS IOPHIHYHOI 0COOMH:
Kopg 3a €1PIIOY:

Micue3HaxoAKeHHSI:

dopma By1acHoCTI:

Cdepa ynpassriHHS:

InenTudikarop ROR: He zacrocosyerscs

CeKTop HayKH: He 3aCTOCOBY€ETHCS

Baacue IlpizBume Im'a Ilo-6aTbKOBI:
1. CepgrokoB KoctanTtuHn I'eopriiioBuy

2. Serdyukov Kostiantyn H.

KBasigikamis: 08.00.04

InenTudikarop ORCHID ID: He sactocosyerbcs
JoparkoBa iHdpopmamuist:

IloBHe HaHMEHYBaHHS IOPHIHYHOI 0COOH:
Kop 3a €IPIIOY:

Micue3Haxoa KEeHHSI:

dopma ByTacHOCTI:

Cdepa ynpassriHHS:

InenTudikarop ROR: He zacrocosyerscs

CeKTOop HayKH: He 3aCTOCOBYETHCS

Baacwue IlpizBumie Im's I1o-6aTbKOBI:
1. CrpwxuyeHko KocTssHTUH AHATOINOBUY

2. Strizhichenko Konstantin A.

Keasigikanis: 08.00.08

Inmentudikarop ORCHID ID: He zactocosyetbcs
JonaTkoBa iHdopmarist:

TloBHe HaliMEeHYBaHHS IOPHIHYHOI 0COOH:
Kop 3a €IPIIOY:

Micue3Haxoa KeHHS:

dopma ByracHOCTI:

Cdepa ynpasiriHHS:

InenTudikarop ROR: He zacrocosyerscs



CeKTop HayKH: He 3aCTOCOBYETHCS

VIII. 3ak1104YHi BiZOMOCTI
Biacue IlpisBume Im's ITo-6aThKOBI Binosy6enko Bosogumup CraHiciaBoBUY

TOJIOBH paju

BnacHe IlpizBume Im's I10o-6aTbKOBI Bapannuk Jlizist Bopucisua

TOJIOBYIOYOTO Ha 3acCiiaHHi

BignoBigasibHUI 3a HiATOTOBKY

00JIiIKOBHX JOKYMEHTIB

PeecTpaTtop

KepiBHuk Bigainy YKpIHTEI, mpo €
BiZINOBiZaJIbHUM 32 peecTpallilo HayKOBOi IOpuenko T.A.

OisSIIBHOCTI




