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Pedepar:

1. Incepranifina po60Ta IPUCBIYE€HA PO3BUTKY TEOPETUYHUX Ta METOJOJIOTIYHUX 3acal, PO3pO0Li METOIUYHUX Ta
[IPAaKTUYHUX PEKOMEHIALIN MOA0 (POPMYBaHHSI MAPKETVHIOBMX KOMYHIKaTUBHUX CTPATErill HA PUHKY FOTEJIbHAX
IoCJIyT. JJOCiIpKeHO HAayKOBi MifX0oU 00 BUBHAYEHHS [TOHSTTS «MapKETUHIOBI KOMYHiKallii» Ta «MapKETUHIOBa
KOMYHIKaTUBHA cTpareria». OLiHEeHO POJib MAPKETUHIOBOI KOMYHIKaTUBHOI CTPATETii y CUCTEMI CTPaTEriYyHOro
IIJIaHYBaHHS MigIIPUEMCTBA. BusiBieHo crienndivyHi 0co61MBOCTI POPMyBaHHS MAPKETUHIOBUX KOMYHIKATUBHUX
CTpaTeriil MiANIPUEMCTB Ha PUHKY HiANPUEMCTB I'OTEJILHOTO FOCIIOAAPCTBA. JOCiIKeHI HAyKOBO-TEOPETUYHI
3acaZiy MapKeTHUHIOBOi KOMYHIKaTHMBHOI cTparerii. [TpoBefeHo aHai3 BIJIMBY (PaKTOPiB 30BHIIIHBOTO CEPELOBUIIA
Ha MaKpOPiBHi HAa PO3BUTOK BiTYM3HSIHOT'O FOTEJILHOTO FOCIIOAAPCTBA. [IpoaHani3oBaHO MPUKIIALHI ACIIEKTH
(¢opMyBaHHS Ta peasidallii MApKETUHIOBOI KOMYHIKaTUBHOI CTpaTerii BITYUM3HSIHUMMU MiAIIPUEMCTBAMU FOTEJILHOTO

rocriogapctBa. OBGrpyHTOBAaHO OCHOBHI €Tamu Ta iHCTpyMeHTH GOPMYyBaHHS MapKeTHHIOBOi KOMYHIKaTHBHOI



cTparerii 17151 NiAIPUEMCTB TOTEJIbHOIO rocnogapcTsa. [IpoaHanizoBaHo BIIMB MAPKETUHIOBUX KOMYHIKaTUBHUAX
CTpaTeriil MiANpreMCTB IrOTEJIbHOTO rOCIOapCcTBa Ha GOpMYBaHHS OpeH/iB. Y X0l IpoBeieHOro aHaji3y BUsBIIeHi
pe3epBU ifBUllleHHs e(PeKTUBHOCTI (PYHKLIOHYBaHHS Ta KOHKYPEHTOCIIPOMOXHOCTI ranysi. Cepen LUx pe3epBiB —
30i/IbIIEHHS KOMYHIKaTUBHOI MApPKETUHTOBOI aKTUBHOCTI F'OTEJIbHUX MiIIPUEMCTB. Lle HajlacTh MOKJIMBICTh
MiIBUIMINATY IOKa3HUKYU iHTEHCUBHOCTI BUKopucTanHsg mepexi [1I'T, a 3 Humu - piHaHCOBI pe3ynbTaTy IisiIbHOCTI
Bciei iHmycTpii rocTUHHOCTI YKpainu. Pe3ysibTaTu IpoBeieHOro aHaslizy J03BOIUIAN CHOPMYJIIOBATH CUCTEMY
OCHOBHUX IIPMHIIMIIIB, HA SIKUX Mae 6a3yBaTUCsl PO3poOKa Ta peaslizallisi MapKeTUHIOBOI KOMYHIKaTMBHOI cTpaTerii
HiANPUEMCTB TOTEIBHOrO rocnogapcersa. CpopMmoBaHi pekoMenaalii mono GopMyBaHHS 6PEHI-OPi€HTOBAaHUX
MapKEeTHMHTOBUX KOMYHIKAaTUBHUX CTpaTeriil ¥ poboTi 3a1poroHOBaHi METOANYHI peKOMeHIaLlil 11010 I0eTalHoro

(opMyBaHHSI MAPKETUHIOBOI KOMYHIKaTUBHOI CTpaTerii Ha KOHKPETHOMY MiZITIPUEMCTBI TOTEJIbHOTO FOCIIOAPCTBA.

2. The dissertation is devoted to the development of theoretical and methodological foundations, the development
of methodological and practical recommendations for the formation of marketing communication strategies in the
market of hotel services. The scientific approaches to the definition of "marketing communications" and
"marketing communication strategy" are investigated. The role of marketing communicative strategy in the system
of strategic planning of the enterprise is assessed. The specific features of the formation of marketing
communication strategies of enterprises on the market of enterprises of the hotel industry are revealed. The
scientific and theoretical foundations of forms of marketing communication strategy are investigated. According
to research results, the theoretical approach to determining the priorities among the main factors determining the
list of means of marketing communications ("marketing mix") in the framework of forming a communicative
marketing strategy for hotel industry enterprises was improved. This approach allows, in each specific case, taking
into account the specific characteristics of the hotel company, to form a marketing communication strategy that
will be most effective for this enterprise of the hotel industry. The analysis of the considered approaches allowed
to determine the brand-oriented marketing communications management system of hotel industry enterprises, as
a management system for a hotel enterprise, whose purpose is to form and support a strong brand of hotel
industry enterprises with the help of all elements of the marketing complex, including marketing communication
tools. Brand-oriented marketing communications management hotel industry enterprises involves the formation
of a communication strategy for the brand, aimed at informing consumers, forming certain associations with the
brand PGG, consolidating brand values and building loyalty from the hotel guests. The analysis of the influence of
factors of the environment on the macro level on the dynamics of hotel industry development is carried out. The
applied aspects of the formation and implementation of the marketing communication strategy by the domestic
enterprises of the hotel economy are analyzed. The communication tools of the subjects of the hotel market used
in their practical activity in relation to the formation and implementation of marketing communication strategies
are explored. The influence of marketing communication strategies of hotel industry enterprises on the formation
of brands is analyzed. In the course of the analysis, reserves have been identified for increasing the efficiency of
the operation and competitiveness of the industry. Among these reserves is an increase in the communicative
marketing activity of hotel enterprises. This will enable an increase in the intensity of the use of the hotel industry
enterprises network, and with them - the financial performance of the entire hospitality industry in Ukraine. One
of the important problems of the study was to find out the main factors that influence the choice of a particular
hotel by a potential client. Among the factors that characterize the product marketing policy of hotel companies
are: the range of services provided by the hotel, the comfort and cleanliness of hotel rooms, the level of work of
the staff and the level of service in the restaurant facilities located in hotels. In this work, an analysis of the use of
certain types of means of marketing communications directly by enterprises of the hospitality industry. Hotel
industry enterprises selected in the sample represent such clusters of hotels by the level of services provided. The
results of the analysis allowed to formulate a system of basic principles, which should be based on the
development and implementation of marketing communication strategy of hotel enterprises. In the course of the
research, the main factors of the formation of marketing communication strategies in the hotel industry were
determined. The most important of them are as follows: taking into account the goals of the communicator
enterprise; specificity of the market (consumer) of a particular hotel company; the stage of the hotel product life



cycle, where the service is located; the availability and volume of financial resources of the communicator
enterprise. The analysis allowed to develop recommendations for the formation of brand-oriented marketing
communication strategies taking into account the specifics of the hotel industry and provide suggestions for
improving the innovative elements and processes of marketing communication strategies of hotel industry
enterprises. According to research results were developed proposes methodological recommendations for the
phased formation of a marketing communication strategy at a specific enterprise of the hotel economy.
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