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Abstract. The article researches the theoretical aspects of brand- and PR-management of
enterprises in the hotel and restaurant industry as one of the tools for increasing the competitiveness of
tourist enterprises. The authors singled out such main characteristics of the brand as brand awareness,
brand identity, brand penetration, brand associations, brand loyalty, and others; determined the
theoretical aspects of the formation and functioning of branding, PR management and marketing
communications in the hotel and tourism business in general.

Research has shown that brand management and PR management are the most effective means of
market promotion of services that contribute to increasing the profitability and volume of sales of goods
or services, expanding the range and knowledge of consumers about their uniqueness and specialness. It
has been proven that the effectiveness of branding management includes the formation, adjustment,
strengthening and activation of the development of relationships between potential buyers of the product
and the brand due to the creation and actualization of its individual, functional, social and communicative
characteristics, as well as ensuring the recognition and identification of the trademark due to the
management of its constituent components (graphics, colors, sounds, logo, advertising slogan and name).

The concept of "brand" is identified as a system of combined elements that summarize the
opinions, positions and perceptions of consumers about a certain product or service, organization or
person. At the same time, the process of brand management is provided through the creation of a brand
concept, its formation and promotion to the market thanks to branding. Five main stages (phases) within
brand management are defined, the most important of which is the formation of a brand vision, because it
is this stage that combines the development of the name and advertising slogan or slogan of a service or
product, identification of the most basic means and tools of its promotion on the market, as well as the
formation of a brand portrait, which is reproduced through the creation and strengthening of a positive
image of the product in the perception of existing and potential customers and society in general.

The components of the brand were determined, the factors of branding formation were considered,
the "brand pyramid" was formed, and the brand management scheme was built. The task of PR is singled
out as one of the functions of management.

Keywords: brand-management, PR-management, brand pyramid, hotel and restaurant business,
branding, competitiveness.
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AHoTanis. Y CTaTTi 3AIMCHEHO MOCIIPKEHHS TCOPETUYHHMX acHeKTiB OpeH- 1 PR-MeHemkMeHTy
HiJIMPUEMCTB  TOTENBHO-PECTOPAHHOI  IHAYCTPIl K OJHOTO 13 IHCTPYMEHTIB i IBHIIICHHS
KOHKYPEHTOCIIPOMOXKHOCTI ~ TYPUCTHYHHMX  HIATNPHEMCTB. ABTOPH BHOKPEMWIM Taki OCHOBHI
XapaKkTepUCTUKU OpeHny, SK oOi3HaHICTh Npo OpeHA, iJEHTHUYHICTh OpeHAy, MPOHMKHEHHS OpeHmy,
acorianii OpeHy, JOsIBHICTh 10 OpeHay, MapOUHUI KariTan OpeHIy Ta IHIIE; BU3HAUYMIN TCOPETUYHI
aciektd (opmyBaHHS Ta (QYHKUIOHYBaHHS OpeHauHry, PR-MeHemkKMEeHTY Ta MapKEeTHHIOBHX
KOMYHIKaIi#l y TOTeTIbHO-TyPUCTUYHOMY Oi3Heci 3arajiom.

JocnimkeHHs 3acBiaumim, mo OpeHA-MeHeKMEHT 1 PR-MeHemkMeHT € Halie()eKTHBHILIUMHU
3aco0amu MPOCYBaHHs Ha PHHOK TIOCIIYT, SIKi CIIPUSIFOTH 30UIBIICHHIO TPUOYTKOBOCTI i 00CSTY MPOoAaxKiB
TOBApiB UM MOCIYT, PO3MHUPEHHS aCOPTUMEHTY Ta 3HAHb CIIOKUBAUiB IO iX YHIKANBHICTh 1 0COOIMBICTS.
JoBeneHo, 0o e(QEeKTUBHICTh YNPaBIiHHA OpPEHIMHIOM BKIIOYae (opMyBaHHS, HaJIAroHKEHHS,
MIOCWJICHHSI Ta aKTHBI3allil0 PO3BUTKY B32EMOBIIHOCHH MIX IMOTEHI[IHHUMH MOKYMISMH TPOJIYKTY Ta
OpeHZ0M 3aB/ISIKM CTBOPEHHIO Ta aKkTyaji3amii Horo iHIWBiMyanbHICHHX, (DYHKI[IOHATBHHUX, COIIATBHUX
Ta KOMYHIKaTUBHUX XapaKTePUCTHK, a TaKOX 3a0e3ledeHHs BITI3HABaHOCTI Ta ineHTH(]IKaIii ToproBoi
MapKd 3aBISKH YIPABNIHHIO 1 CKJIQIOBUMH KOMIIOHeHTamMH (Tpadikoio, KOIbOpaMH, 3BYKaMH,
JIOTOTHIIOM, PEKJIAMHUM TacjoM Ta iM’sM).

InenTudikoBaHO TOHATTS «OpeHIY» SK CHUCTeMH OO0’ €IHAHWUX EJIEMEHTIB, SKi MiJCYMOBYIOTh
OYMKH, TIO3WIIi Ta ySBICHHA CIIOKWBadiB MPO TEBHUA NPOAYKTH YH TIOCIYTYy, OpraHizaiilo 4Yu
ocobucticte. [lpn 1poMy mpoliec OpeHI-MEHEIKMEHTY 3a0e3NeuyeThCsl Yepe3 CTBOPEHHS KOHIICTIIIi
OpeHmy, Horo gopMyBaHHS Ta POCYBaHHS HAa PUHOK 3aBISKH OpeHIUHTY. BH3HaueHO IT’SITh TOJOBHHX
etamiB ((a3) y Mexax OpeHA-MEHEIXKMEHTY, HalBaXUIMBIMMUX 3 SKUX € (OpPMyBaHHS MapOYHOTO
OaueHHs, TOMY 1[0 caMe IS CTadist 00’ €Hy€e po3poOKy Ha3BU Ta PEKIAMHOI0 racia abo CIoraHy HOCIyTrH
YU TIPOAYKTY, 1IeHTH(IKaIlli HalO1IBII OCHOBHHX 3aC001 Ta IHCTPYMEHTIB HOTo MPOCYBaHHS Ha PHHKY, a
TakoX (OpMyBaHHS IMOPTpPETa TOProBOi MapKH, IO BiITBOPIOETHCS Yepe3 CTBOPEHHS Ta IOCHICHHS
MO3UTUBHOTO IMIDKYy TPOAYKTY y CHOPUHHATTI HasBHUX Ta MOTEHIIHHMX KIIEHTIB Ta CYyCIHiJIbCTBA B
3arajJbHOMY.

Busnaueno ckianoBi OpeHmy, po3risHyTO ¢(aktopu (opMmyBaHHS OpeHIWHTY, CcPOpPMOBaHO
«mipaMiny OpeHay», moOya0BaHO cXeMy yIpaBiliHHS OpeHaoM. Buokpemieno 3aBaanns PR sk opHiel i3
(yHKII MEHEIKMEHTY.

KurouoBi caoBa: OpeHa-meHemxMmeHT, PR-menemkment, mipamina OpeHmy, TOTEILHO-
pectopanHuii Oi3Hec, OpEHANHT, KOHKYPEHTOCITPOMOKHICTb.

Introduction. Modern conditions of the development of the tourist market require the
search for additional methods of increasing the competitiveness of tourist enterprises entering the
market or already working in the mastered segment. Among such reserves, the brand stands out
as an intangible asset, which is an important factor in ensuring the successful operation of a
tourist enterprise. The uniqueness and recognition of the brand are the competitive advantages of
the company that owns it. This determines the need for tourism enterprises to master, adapt and
apply advanced technologies and management methods, one of which is branding.
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In the modern conditions of the development of the world economy, one of the competitive
advantages of any country is the creation of such a commercial offer, the main components of
which can later become the basis for the formation of a brand. A brand is an elusive sum of a
product's properties: its name, packaging and price, its history, reputation and way of
advertising. A brand is also a combination of the impression it makes on consumers and the
result of their experience using the brand.

In the modern world, public relations, in turn, have become an integral part of management
activities and one of the key tasks of management today, aimed at building appropriate relations
and creating an atmosphere of trust and mutual understanding between the organization and its
public. The system of public relations (PR) provides solutions to the main economic problems,
and the role of public relations is to strengthen mutual understanding, to develop agreement and
to achieve mutual benefit.

Theoretical aspects of the formation and functioning of branding, PR management and
marketing communications in general in the hotel and tourism business are presented in the
works of many scientists. In particular, J. Jones, P. Doyle, V. Douglas [19], S. Davis, J.-N.
Kapfferer [22], K. Keller, M. McDonald, J. Trout [21], S. Davis [2] and other authors [15].
Foreign authors, including D. Aake, T. Ged, G. Armstrong and F. Kotler, P. Doyle and others,
devoted a significant number of works to research in the field of practical marketing and
branding [20]. Among domestic researchers, V. Borshch, V. Klymenko [1], L. Balabanova, S.
Budko, G. Pyatnytska [18], V. Pidgurska, N. Makovetska, E. Bortnikov [17], N. Pankiv [19], I.
Smirnov [20], O. Lyubitseva, and others studied the problems of brand formation and promotion.

Also worthy of attention are the studies of A. Golovashchenko [8] and K. Smirnov [21],
who considered the brand as a multifaceted phenomenon: as an identification system, as a risk
reduction tool, as a branded contract, as added value, as an image in the perception of the buyer,
and as a personified relations. According to scientists, the active "engine" of the transformation
of a product or service into a brand is the manufacturer's marketing policy through the marketing
communications system, and the "image" created in the consumer's imagination is mainly the
result of the effectiveness of the manufacturer's marketing policy and the adequacy of the
delivery of signals through the marketing communications system.

Domestic scientists [17] single out such main characteristics of a brand as brand
awareness, brand identity, brand penetration, brand associations, brand loyalty, brand equity, and
others.

Most researchers support a similar concept regarding the formation of significant
advantages in the competitive market thanks to a conceptually strong brand, namely [11; 16]:

— the loyalty of existing buyers and potential consumers to the brand contributes to the
growth of sales volume due to the increase in repeat purchases, which will lead to an increase in
the profitability of companies in the future;

— the price policy of the trademark enables obtaining higher profits;

— a strong brand will, to a certain extent, guarantee trust in new services and products that
are offered or may be put on the market in the future;

— a well-known brand is able to provide companies with well-formed and stable
characteristics of tourist products, which will distinguish them favorably among competitors.

Thus, the analysis of research work on brand management proved that a significant number
of researchers take into account the importance of highlighting and researching this direction in
the work of enterprises of the hotel and restaurant industry, however, brand and PR management
in this industry is a relatively new topic of scientific research and requires a more grounded and
comprehensive study.

Task statement. The sphere of the hotel and tourism industry is an important component
of the economic life of the country, the main distinguishing characteristic of which is that the
process of creating the final product is provided not only by tourism enterprises, but also by
other firms that are more or less connected with the activities of this sphere [3; 4]. The
development of tourism is based on the stimulation of the hotel, restaurant business, transport
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networks, objects of the entertainment sphere, cultural and leisure and other types of activities.
This process is caused by the fact that the result of the activities of the hotel and tourist business
enterprises — the tourist product created by them — combines the following components [12; 13;
23]:

— historical, cultural, architectural, natural monuments;

— objects of temporary accommodation and organization of food, excursion service
bureaus, shopping and entertainment establishments, museums and others;

— transport infrastructure;

— event tourism resources;

— superstructure of the hotel and tourism industry (banking and insurance institutions,
ATMs, hospitals and polyclinics, etc.) — a network of facilities providing additional services or a
certain set of services.

The most important role from the list of facilities for ensuring the functioning and
development of tourism is played by the trends in the development of the restaurant business and
the hotel business. Both each country and each of its individual regions [5; 23] must make
enormous efforts both for the development of the tourism industry and for stimulating the
expansion and improvement of the efficiency of the hotel and restaurant industry, which in the
long run will strengthen the competitive positions of individual tourism products, as well as the
enterprises themselves in the domestic tourism market and the fast-growing international market
of the hotel and tourism business. The final link in this system is the country's national marketing
policy, related to regional and national levels of development, which will be aimed at ensuring
the formation of a positive image of the region and its branding, as well as promoting the
developed tourism brand.

The purpose of the article is to study the theoretical aspects of brand and PR management
of enterprises in the hotel and restaurant industry.

The following methods were used to solve the tasks: analysis, synthesis, generalization,
induction, analogy, and systematic approach.

Results. Brand management and PR management are the most effective means of
promoting services to the market, which contribute to increasing profitability and the volume of
sales of goods or services, expanding the range and knowledge of consumers about their
uniqueness and special features [7]. It is believed that the concept of brand management was
born in 1972, when Al Rice and Jack Trout published a series of articles under the general title
"The Era of Positioning” in the specialized edition of Advertising Age. The main idea of the
authors was that in the conditions of a saturated market and significant marketing activity of
competing companies, the consumer has to constantly process a huge flow of advertising
messages, so the supplier should find and occupy a unique niche in the minds of potential buyers
by offering them an unusual advertising product that emphasizes one main the advantage of the
product, which is able to satisfy the specific needs of the consumer. For the first time, the authors
emphasized that the uniqueness of the product offering is determined not so much by the
physical properties of the product, but by consumer perception based on the ability to satisfy the
uniqgue needs of the buyer [17]. In accordance with this, the effectiveness of branding
management includes the formation, adjustment, strengthening and activation of the
development of relationships between potential buyers of the product and the brand due to the
creation and actualization of its individual, functional, social and communicative characteristics,
as well as ensuring the recognition and identification of the trademark due to the management of
its components components (graphics, colors, sounds, logo, advertising slogan and name).

Thus, a brand is a system of combined elements that summarize the opinions, positions and
perceptions of consumers about a certain product or service, organization or person (Fig. 1). In
turn, brand management is the concept of practical use of marketing tools in relation to certain
products, their lines or brands in order to strengthen their importance in the mind of the
consumer, his perception of information about a certain product, its value, identification of
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competitive advantages that will favorably distinguish this product among other similar ones,
increasing the value of the brand in the eyes of potential customers.

The process of brand management is provided through the creation of a brand concept, its
formation and promotion to the market thanks to branding (Fig. 2). It is customary to distinguish
five main stages (phases) within brand management:

— formation of a brand vision;

— creation of a brand portrait;

— positioning of the brand on the market and in the minds of consumers;

— development of a strategy for managing its assets;

— formation of an organizational culture that supports strategic management [2].

The most important of the defined stages is the formation of a brand vision, because it is
this stage that combines the development of the name and advertising slogan or slogan of a
service or product, identification of the most basic means and tools of its promotion on the
market, as well as the formation of a portrait of a trademark, which is reproduced through
creation and strengthening of a positive image of a service or product in the perception of
existing and potential customers and society in general.

Users
Attributes Values
Brand
H k——
Benefits Culture
Individuality

Source: Prepared by the authors based on [7; 8; 19]
Fig. 1. Brand components

Thus, the management of the processes of formation and promotion of the brand on the
market of hotel, restaurant and tourist services is quite complex and multifaceted. Therefore, the
head of the management department faces the need to solve a wide range of tasks, for example,
the development of branding management strategies and their implementation; identification of
factors that cause negative changes in the branding process of companies (Fig. 3), leveling of
their influence or limiting their effect up to their complete elimination; ensuring the functioning
of constant monitoring of brands in the market of hotel and restaurant services; monitoring the
work of personnel who directly participate in the implementation of marketing communications
and the development of their tools for brand promotion.

Advertising and PR (Public Relations) are considered the most important of the mentioned
tools of marketing communications. Thus, advertising is one of the most important tools of
applied social communications in the tourism industry and the hotel and restaurant business,
which provides an opportunity to spread information about a product or service, create its
visualization (form an adequate image of the product or service), improve the image of the
enterprise, and also establish the connection between him and the consumer. Public Relations, in
turn, contributes to strengthening the positive image of organizations of the hotel, tourism and
restaurant industry, using certain forms of public relations:

— oral messages (press conferences, etc.);
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— publicity (contacts with the press, radio and TV);

— writing reports, press releases, advertising articles, etc.;

— participation in fairs, performances, workshops;

— presentations of new products or services of the tourist and hotel-restaurant business;

— rumors (this PR technology plays a special role in the field of promoting a product or
service, since the impressions and stories of consumers who have visited a particular resort, in a
tourist complex, play a very important role in forming a positive image of the enterprise) [17].

1. Identification of

branding goals: 6. Promotion

- strate
building loyalty (Pull and ?Dyush)

7. Justification of
integrated
marketing

communications

tools

2. Analysis of the
market environment

3. Positioning map 8. Development of

tactics

(competitors)

5. Development of a branding
strategy (brand book)

. ST TEEo 9. Implementation of

the branding
(positioning) strategy

v

12. Brand control and 11. Analysis of the 10. Evaluation of
—  valuation (market <«  effectiveness of the < results
value) branding strategy

Source: Prepared by the authors based on [2; 8; 17]
Fig. 2. Brand management process

The relationship between PR and marketing lies in their mutual dependence. If marketing
is responsible for promoting the company's goods or services to the market, then the function of
the PR sphere is to create a favorable reputation that will affect the perception of the company's
products. Plus, PR managers stabilize the social sphere, which guarantees the success of
marketing communications.

In general, both marketing campaigns and PR moves have a single goal — successful sales
and good revenue, and this can only be achieved with joint conscientious work.

PR activity can be generally presented in the form of two directions: studying the opinion
of the public and informing the management of the organization about it; creation and
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distribution of information that allows the public to understand the policy and activities of this
organization.

Today, PR becomes a clearly planned and scientifically based activity of organizations and
ceases to be only a reaction to sudden upheavals and shocks.

Psychological factors

Religious factors

Cultural factors

Demographic factors Brand identity Political factors
Individual factors Social factors

Source: Prepared by the authors based on [1; 8; 17]

Economic factors

Fig. 3. Factors of branding formation

The most effective principles include the principles used in one of the most promising and
successful companies in the USA (IBM) [6]:

1. Deep confidence in shared ethical values (which leads to setting goals that correspond to
the approach to the case).

2. Policy of full employment (lifetime employment).

3. Gradual combination of several works.

4. Personal incentives to work.

5. Non-specialized career. The idea of engaging an employee in one or more different
activities throughout their career.

6. Personal participation of the employee in decision-making.

7. Unclear control (based on quantitative indicators).

8. Development of culture.

9. Meeting all the needs of employees.

10. Strong (officially declared) belief in individualism (respect for man).

11. Personnel policy that allows you to own the beliefs and principles adopted by the
company.

12. A single status for all employees (and the status of the employee is not at all related to
his status on the career ladder).

13. Recruitment of highly qualified specialists.

14. Advanced training, especially of senior management.

15. Maximum delegation of authority to employees.

16. Special difficulties regarding the activities of line managers.
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17. Encouraging disagreements.

18. Development of horizontal connections.

19. Institutionalization of change: Reorganizations do not allow developing bureaucratic
structures to become firmly established.

The PR manager's task is to correctly and in detail formulate in his own reports what was
done, what methods were planned, and most importantly, what are your results. During the
preparation of this kind of report to the management, there are always many difficulties for the
PR specialist. To minimize them, the following steps should be taken [7]:

1. Pre-discuss performance criteria (actively participate in the selection of criteria, as no
one but you knows the specifics of public relations).

2. Compile a list of documents that will be in your report.

The PR manager is offered:

1. Analysis of the situation, statistical information.

2. Strategy and plan for its implementation for the n-th time period. There are three main
types of strategies: short-term (several days, weeks, months), current (annual), long-term (for
several years).

3. List of key groups and communities and PR actions related to them: those that are
expected and those that have already been carried out (with the reasons if the actions have not
been carried out).

Thus, the formation of the brand of companies (Fig. 4) that work in the hotel, restaurant
and tourism spheres will contribute to the attraction of a wider range of consumers by
emphasizing and strengthening the unique properties of their services or products, and with the
help of skillful and thoughtful use of marketing communication tools , the most important of
which are advertising and PR, — increasing sales promotion and increasing sales volumes.

Thus, PR as a management function covers solving a number of tasks:

— prediction, analysis and interpretation of public opinion, relations and issues that may
affect the activities and plans of the organization;

— research, organization of implementation and evaluation of the results of implementation
of communication action programs to achieve informational public understanding necessary to
achieve the goals of the organization;

— planning and implementation of organizational efforts to strengthen the influence on
public opinion and its direction for the benefit of society.
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A

Brand essence

[ Brand value ) [ Brand identity )

The main insights of the audience
Consumption situation

Target audience
Market

Source: Prepared by the authors based on [1; 5; 7; 18]

Benefits:
Rational, Emotional

Fig. 4. The brand pyramid

Conclusions. According to the results of the research, it can be argued that the use of
marketing communication tools will contribute to the intensification of the development of
enterprises in the hotel, tourism and restaurant industry, and will also help existing and potential
consumers navigate the wide variety of services and products in this area, will allow the client to
speed up the process of making a purchase decision and will simplify the procedure of choosing
one or another service.

If the brand management and PR management tools created and implemented in the
activity of the institution have a positive impact on its activities, for example, provide image
management thanks to branding management, allow to form and strengthen competitive
positions in the market, contribute to strengthening competitiveness and achieving stability of
development in a rapidly growing market restaurant and hotel-tourist services. Brand promotion
is one of the most important components of marketing communication with existing and
potential customers, as this process contributes to the formation in the minds of consumers of
certain memories or associations that will ensure the possibility of repeated purchases of services
or products and their consumption.

Further research may in the future include the analysis of specific features of the formation
and creation of the concept of regional brands as one of the means of increasing the tourist
attractiveness of territories and regions.
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AHoTauisg. Meta cTaTTi noiirae y 10CiipKeHHI 0COOIMBOCTEN TypHUCTUYHO-PEKpealliiftHol
chepu B €KOHOMIII TepUTOPIAIbHUX TpoMal JIBBIBIIMHMA B YMOBaxX BOEHHOTO CTaHy B YKpaiHi. B
JaHii cTaTTi AOCTiKeHO JIbBIBIIMHY SK OJUH 3 HAMOIIBII MPUBAOIUBHUX PETIOHIB TS TYPUIMY
B YkpaiHi. OGrpyHTOBaHO IIHHICTh ICTOPUKO-KYJIBTYPHUX TYPUCTHYHUX pecypciB JIbBIBIIMHU,
Kl TPUBEPTAIOTh yBary BiJBiAyBauiB. 3AIHCHEHO TPYNYBaHHS TYPUCTUYHO-pEKpeariiHoi
IisbHOCTI Ha JIBBIBIIMHI 32 OCHOBHMMH KaTETOPisIMH, IO HAMAIOTh IMHUPOKHHA CHEKTP
MOXJIMBOCTEH ansi TypucTiB y JIbBIBCHKIH 00macTi, HE3aJeKHO BiJ IXHIX IHTEpeciB Ta
Broj00anb. J{ocmimkeHo i onucano iHGpacTpyKTypy rpoman JIbBIBIIUHY, SKa BIAITpae BAKIUBY
pPOJb Y PO3BUTKY TYPUCTHYHO-PEKPEAIIHOTO MOTEHIIaTy pPerioHy, CTBOPIOIOYM KOM(OPTHI
YMOBH JJISI TYPUCTIB 1 PEKPEaHTIB Ta CIPHUSAIOTH 3POCTAHHIO iX MOTOKY. BHOKpeMieHO OCHOBHI
CKJIaJI0B1 1HPPACTPYKTYpPH, SKi BIUIMBAIOTH HA TYPUCTUYHO-pEKpeauiiHuil cektop JIbBiBIIMHM.
AKIIeHTOBaHa yBara Ha HasBHOCTI Ha JIbBIBITMHI pO3BUHEHOI 1HOPACTPYKTYPH TEPUTOPIAIBHUX
rpoMaj, 10 € KIIYOBUM (aKTOPOM, SIKUH CHpPUSE 3pOCTAHHIO TYPUCTHYHOTO PyXy B PETiOHI,
CTBOPIOIOYM KOM(DOPTHI YMOBH JIJIsl BIJBITYBAYiB 1 CIIPUSIOYH PO3BUTKY TYPUCTHYHOI 1HIYCTPIi.
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