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1. BpeH-MeHeI)KMEHT MEPEXX PECTOPAHHOI'O I'OCIIOIAPCTBA
2. The brand management of restaurant network business
Pedepar:

1. Y nuceprauiiiHiil pob0Ti PO3IJISIHYTO TEOPETUYHI 3acafid OPeHA-MEHEIKMEHTY MEPEX PECTOPaHHOTO

rOCIOJAPCTB; 3[iICHEHO aHaJi3 OCHOBHUX (PYHKL[IOHAJIbHUX CUCTEM OpEHJI-MEHEIPKMEHTY B MEPEXKax

pecTopaHHOro rocnogapcrsa M. Krea; 3aliporioHOBaHO HaIlpsSIMU BILOCKOHAJIEHHS! 6PeHT-MEHEI>)KMEHTY Mepex

PECTOPAaHHOTO IrOCIiogapCTBa. BuzHayeHO NOHATTA <<6peHII,—MeHeI[)KMeHT MEPEX PECTOPAHHOTO I'OCIIogapCcTBa».

BrokpemiieHO NMOKa3HUKU TOBAPHOI LiHOBOI ifeHTHdiKalii OpeHAiB MEpEX PECTOPAHHOTO FOCIONAPCTBA Ta OpeH -

Opi€HTOBaHiI MapKeTMHIOBi KOMYHIKalliliHi CTpaTeTil MEPEX PECTOPAHHOTO I'OCIIONAPCTBA. 3alIPOIIOHOBAHO MOJEb-

cxeMy «bap’epHuil aropuT™ €BOJIIOLINHOI cxeMU (POPMYyBaHHS YCIIIIIHOTO 6PEHYy B pECTOPAaHHOMY IOCIIOJAPCTBI»

Ta MMPOEKT <<BP€HIL—MCH€,E[>KM€HT MEPEXK «EJIEKTPOHHUX peCTOpaHiB»» i3 3aCTOCYBaHHAIM KOMIIJIEKCY CYy4aCHUX

TEXHOJIOTI! Ta iIHCTpyMEeHTiB. PO3p06s1eHO METOAMKY 6€ HUIMAPKIHIOBOi ITOPIiBHSIBHOI KOMITJIEKCHOI OLIiHKU

yCHiIIHOCTI OpeHay MifIIpUeEMCTBA PeCTOPAHHOTO rOCIIO1apCTBa.



2. The thesis regards the theoretical foundations of the restaurant network business brand management; deals
with the analysis of the main functional brand management systems in Kyiv's restaurant network industry; offers
directions for improvement of the restaurant network business brand management. The work reveals the meaning
of the «restaurant network business brand management», provides the indicators of the commodity price
identification of the restaurant network business brands and brand-oriented marketing communication strategies
of the restaurant business networks. Based on the primary survey of the menus of the 680 enterprises in 7 price
segments of the restaurant market in Kyiv, inter-segment and intra-segment figures were built to show the
quantitative characteristics of the commodity price identification of the restaurant networks. The research on the
relative pricing of the dishes and drinks in the restaurants of different price categories was done. Inter-segment
and intra-segment correlation-regression models of the levels of commodity and brand image identification of
restaurant business enterprises are constructed. As a brand commodity-image identifier of the restaurant business
enterprise, the food and drinks price level of the enterprise was chosen. This is applied as an integrated index of
ensuring profitability considering the company’s expenses for creating conditions for consumption of restaurant
products offered to customers in accordance with the price category of the enterprise. The results of the
statistical price analysis of restaurant products for the 6 drinks and 14 dishes of Ukrainian-European and foreign
cuisine, that are made by portions and can be standardized for various types of enterprises of restaurant facilities,
are presented. The statistical analysis of restaurant enterprises market allowed to reveal in every price segment of
the restaurant business market the enterprises that: use optimally the inter-segment pricing «market line» at the
optimum level of expense on marketing communications; have certain problems with attracting customers and use
the area of loss of profitability due to the relatively low prices for products for their additional involvement; have
no problems with attraction of the permanent segment of loyal paying customers and introduce a high level of
brand margin on restaurant products and the high level expense on the maintenance and growth of its own brand.
PEST-analysis of the influence of external factors of the macroeconomics of Ukraine on the dynamics of
development of restaurant enterprises in 2014-2017 was conducted. The technique of histogram analysis is
proposed to determine the «average check» of the consumer. It can be used as an effective tool for adjusting the
demand and the offer in the restaurant market. A model-scheme «Barrier algorithm for the evolutionary scheme of
the formation of a successful brand in the restaurant industry» is proposed to solve the problem. It was presented
in 5 blocks, which reproduce the common scheme of the stages of brand management («planning» -
«organization» - «leadership» — «control»). On the proposed model diagram the presence of the accumulation
processes and analysis of data on the negative results of information barrier-filter and solvency barrier-filter, in
contrast to existing models of brand management development, offers the opportunity to organize a system of
feedback control. It also is the driving mechanism for the self-development processes of brand building and
management of its evolutionary development from the stage of «product identity» to the stage of financial
«successful brand-leader». Taking into account the trend of marketing communication tools development in the
restaurant industry, the expediency and the basic ideas of the project «Electronic restaurant networks brand
management» with the use of complex modern technologies and tools - «e-menu», mobile apps, etc. was
suggested and explained. Unlike the already existing qualitative methods for evaluating the brand’s success, a
quantitative methodology of a comprehensive assessment of the brand’s success was proposed to evaluate the
current and future levels of brand success, based on the complex system of quantitative branding indicators
developed by the author. A method for benchmarking comparative complex evaluation of the brand’s success was
designed. That helps to reveal the influence of the main events of the restaurant business enterprise branding on
the indicator of «brand’s success». That gives a measuring tool for brand management of restaurant business

networks.
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