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1. ConiasibHO-KOMYHIKaliliHi TeXHOJIOTiI (POPMYBAHHS iMiIKy MiANPUEMCTB cepr TPOMALICBKOTO Xap4yyBaHHS B
YkpaiHi

2. Social and communication technologies of image formation of enterprises in the field of public catering of
Ukraine

Pedepar:

1. Y puceprauii npoaHanizoBaHO TEOPETUYHI MiIX0AU Ta pO3PO6IEHO NPAKTUYHI PEKOMEHAALl OA0 3aCTOCYBaHHS
coljiaslbHO-KOMYHIKaliliHUX TE€XHOJIOTi y nmpoueci GpopMyBaHHS iIMIZPKy MiIIPUEMCTBA IPOMaJICbKOI0 XapuyBaHHS
B YKpaiHi. PO3IJIsIHyTO 11 y3arajbHEHO TEOPETUKO-METO0JIOTIYHI 3acay JOCIiIKEeHHS iMiTpKy chepu
IPOMaJCbKOTO XapuyBaHH SIK CKJIAJIHOTO Ta 6araToacrekTHoro ¢peHoMeHy, CKOHCTPYHOBaHOTO 06pasy, 1o €
CYKYIIHICTIO XapaKT€PUCTHUK MiANPUEMCTBA, 4Ki BiITBOPIOIOTh PE€3YJIbTATU OTO COLiaIbHO-€KOHOMIYHOI AiSI/IbHOCTI.
BusBiieHo, olpalibOBaHO I CUCTEMATHU30BAHO IKEPEJIbHY 6a3y NOCIIiIKEeHHS; TPOaHaji30BaHO peKIaMHi KamnaHii

Ta MAapKeTHUHIOBiI KOMYHIKallii sIK 3aCi6 popMyBaHH iMiIKy y cpepi rpoMaziCbKOro XapuyyBaHHs B YKpaiHi;



PO3IJISIHYTO 0COOIMBOCTI (POPMYBAHHS iMIIKy 3aKJIafiB FPOMaICBKOTO XapuyBaHHS SIK Pi3HOBUAY NPUKIIATHUX
colliaslbHO-KOMYHIKaliTHMX TEeXHOJIOTiH (TapaMeTpy, CTparerii Ta TeHAeHL11ii); JoBeleHO, 0 peryTallis 3aKIany
IIPSIMO TIOB'SI3aHa 3 TUM, 5K BiITBOPIOETHCS Y CBIIOMOCTI CYCIiZIbHUX TPYII Liel 06pa3 (iMifK), KOTpUI BUHUKAE Mif,
BILJIMBOM CHMCTE€MMU LIIHHOCTe! iHguBigyyMa abo ayguTopii, conjianbHOro cepenosuiia. Kio4osi cioBa: npukiagHi
Co1lia/IbHO-KOMYHIKAaIifHi TeXHOJIOT], iMifIX, TpOMajiCbKe Xap4yyBaHHSI, O6peH]-KOMYHIKallis,

[IO3UTHUBHUI /HeraTUBHUM 00pa3, MApKeTUHIOBi KOMYyHiKallii, KomyHikaliliHi cTparerii, peksamHi KamnaHii.

2. The dissertation deepens the theoretical provisions and develops practical rec-ommendations regarding the use
of social and communication technologies in the process of forming the image of a public catering enterprise in
Ukraine. There are considered and summarized the theoretical and methodological principles of the im-age
research of the catering sector as a complex and multifaceted phenomenon, a constructed image, which
represents a set of company characteristics that reproduce the results of its socio-economic activity. The source
base of the research was defined, elaborated and systematized; ad-vertising campaigns and marketing
communications were analyzed as means of im-age formation in the field of public catering in Ukraine; the
peculiarities of image formation of catering establishments as a type of applied social communication tech-
nologies (parameters, strategies and trends) are considered,; it is proven that the repu-tation of the institution is
directly related to how this image is reproduced in the minds of social groups, which arises under the influence of
the value system of the individual or the audience, the social environment. It is proposed to implement a set of
activities aimed at forming a positive im-age (studying the needs of the target audience and offering consumers
goods and services that meet their needs and expectations; conveying information to the target audience through
all channels of marketing communications; holding events that emphasize the social and environmental
responsibility of the enterprise etc.), which confirmed the status of marketing communications and marketing
communication policy in the restaurant industry as a direction of applied social and communication technologies.
It is substantiated that the key role in creating an image model of a catering en-terprise in Ukraine is played by
brand communications as a complex of applied communication technologies using the Internet, advertising, PR
and marketing, aimed simultaneously at the formation of corporate style, trademark and company identification. It
is emphasized that these factors in the minds of consumers are transformed into a single image of the brand,
which affects the loyalty and commitment of visitors, as well as the competitiveness of the enterprise. At the same
time, it is especially emphasized that the basis of brand communi-cation as an applied socio-communicative
technology, aimed at forming a positive and favorable image of public catering enterprises, is the stimulation of
everyday life with the help of various tools (PR activities, communications at points of sale, direct marketing,
sponsorship, etc.), which imposes appropriate obligations on management, company operators and marketers
from the point of view of ensuring effective communication. Along with the creation of a client base and the
establishment of effective communication with clients and staff, a number of important recommendations on the
formation of communication strategies from the point of view of creating a positive image are offered.
Recommendations have been elaborated for the development and improvement of the quality of services of
restaurant enterprises, as author’s socio-communicative means of complex advertising, which can be guidelines in
practical activities for managers and operators of restaurant enterprises. In the Conclusions, the author proposed
the concept of using social and com-munication technologies in the process of implementing the image model of
Ukrainian restaurant enterprises, which is defined in the dissertation as a set of measures aimed at forming a
positive and favorable image of the specified enterprise based on brand communication as a set of applied
communication technologies using Internet, advertising, PR and marketing, aimed at forming a corporate style,
trademark and company identification. There is emphasized the need for taking the foreign experience for the
formation of image strategies of public catering enterprises in Ukraine, where marketing communications and
marketing communication policy of such enterprises play an important role as a direction of applied social and
communication technologies. Keywords: applied social and communication technologies, image, catering, brand
communications, positive /negative image, marketing communications, com-munication strategies, advertising
campaigns.
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