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EJI. LIEAHOBA )
EKOHOMIYHA EQEKTUBHICTD IIANNPUEMCTB TOTEJIBHO-PECTOPAHHOI CIIPABU B
YKPAIHI

V cTarTi ZOCHiHKEHO AUHAMIKY 3MiH KUTBKOCTI Ta CKJIaJ Cy0’€KTiB TOCIOJapIOBAHHS, IO 3aMAIOThCS THMYACOBHM PO3MIILEHHSIM Ta OpraHi3alieio
xapdyBaHHS. Takox 3rpylnoBaHO MiANPHEMCTBA, IO 3aiMAOThCS TUMYAcOBUM PO3MIIIEHHSM W OpraHi3ali€lo XapdyBaHHsS, 32 PO3MIPOM Ta
MPOAHAII30BaHO 1X 0OCATH peanizoBaHOi MPOLyKLUii (TOBapiB, mociyr).Y cTaTTi 3MiHCHEHUI OIS Cy4acHHUX IIXOIB O TPAKTYBAHHS IOHSTTS
«rOTENbHO-PECTOPAHHUI Oi3HECH SIK BUI eKOHOMIYHOI AiSUTBHOCTI T4 CEKTOP €KOHOMIKH, OKPECIICHO BIIACHE OHATTS FOTEILHO-PECTOPAHHOTO Oi3HECY
SK Taly3eBOi TOCIOJApPChKOI CHCTeMH. BH3HaueHO NOMiHAHTHI O0COONMBOCTI (PyHKIIOHYBAaHHS IOTEILHO-PECTOPAHHOrO Oi3HECY Ta OCOOIMBOCTI
JIeP>KaBHOTO PETYJIFOBAHHS HOTr0 PO3BUTKY. Y BiAIOBIZHOCTI 10 NEPEBaXKAIOYNX IHCTPYMEHTIB Ta 3aC00IB JIep)KaBHOTO yIPaBIIiHHs BU3HA4YEHI FOJIOBHI
MEeXaHi3MH JepKaBHOTO PEryIIOBaHHs aHATi30BaHOI ramysi. Y cTaTti 6y10 po3risiHyTO 0COOIUBOCTI TOTEIBHO-PECTOPAHHOI rany3i B YKpaiHi K BUI
€KOHOMIYHOI JOCTI/DKEHHHS. Y cTarTi Oyno MOCHIMKEHO CYTHICTh IOHSTH «OpraHi3aliifHa CTPYKTypa TOTEIIO», «MEHEIKMEHT TOTEIbHOro
TOCIIOZIapCTBa», «EKOHOMiYHAa e(EKTUBHICTB» 1 «KPUTEpiil EKOHOMIUHOI edeKkTHBHOCTI». HajnaHo XapaKTepMCTHKY OCHOBHHX IIIXOAIB 10
OLIIHIOBAHHS €KOHOMIYHOT €pEKTUBHOCTI JIsITBHOCTI i AMPUEMCTB TOTEIbHO-PECTOPAHHOI CIIPaBH. 3aIPOMOHOBAHI HAIPSIMH BIOCKOHAICHHS OLIHKH
SKOCTI OOCITyroByBaHHS B TOTeJIIX B YKpaiHi. 3alpoIIOHOBaHI OCHOBHI IUISIXM BIOCKOHAIEHHS CTpaTerii i TaKTHKM YIpPaBIiHHS LiHAMH Ha
i npreMcTBax c)epu MOCIyr FTOCTHHHOCTI Ta PECTOPAHHOI CHIpaBH. Y cTaTTi OyJI0 1OCHiIKEHO ()OPMYBAHHS CYy4aCHOTO BITYU3HSIHOTO TYPUCTCHKOIO
PHHKY,IOrTHOICHHS crieniatizanii i koonepauii B poO0Ti TYPUCTCHKUX MiANPHEMCTB, 3a0€3IICUEHHS YMOB JULsl PO3BUTKY Pi3HUX BUAIB BHYTPIIIHEOTO
1 B’{3HOTO TypH3My, iHTerparis YKpaiHU 0 CHCTEMH CBITOBOTO TYPUCTHYHOTO PHHKY, PO3BUTOK MDKHAPOJHOTO CIIBPOOITHUNITBA B chepi TypH3M, a
TAaKOX BUPIIICHHS I[IJIOr0 KOMILIEKCY 3aBlaHb B c(epi KaJIpiB B rOTEIbHO-PECTOPAHHOI ramy3si. Po3riasHyTi npobieMn pUHKY rOTEIBHOI CIIPaBH.
Po3risHyTO Miclie TOTeIbHO-PECTOPAHHUX ITOCIYT B iHAYCTPIl TYpH3My Ta MiANPUEMCTBA FOTEILHOTO FOCIIOAAPCTBA, K BaXKIIUBA CKIIA0Ba iHAYCTPIl
TypHU3My.

Ku1i04oBi ci1oBa: HisUIbHICTB, TOTEIBHO-PECTOPAHHMI 3aKJIaf], MIOCIyra, KaTeropii 3aknany, epeKTUBHICTb, pe3yJIbTaTHBHICTb, pallioHAIbHE
BUKOPHUCTAHHS, yIPABIIiHHS, CKOHOMIYHI BIJTHOCHHH, PIlICHHS, IEPEBATH, CyTHICTb.

31 IIESHOBA )
AKOHOMHUYECKASA DO®O®EKTUBHOCTH MPEANPUATHIA TOCTUHUYHO-PECTOPAHHOI'O
JIEJIA B YKPAUHE

B crarbe uccneoBaHa JMHAMHKA M3MEHEHHH KOJIMYECTBA M COCTaB CYOBEKTOB XO3IICTBOBAHMS, 3aHMMAIOIIMXCS BPEMEHHBIM Pa3MEIICHHEM H
opranusanueil muTanus. Takke CrpyNIUPOBAHBI MPEANPHATHS, 3aHUMAIOIINECS BPEMECHHBIM Pa3MEILEHUEM U OpraHU3alMeil MUTaHus, 110 pasMepy
U IPOAHAIIM3UPOBAHBI UX 00BbEMBI PEATM30BaHHOM NPOAYKIMH (TOBAPOB, yciyr) .B craTtke ocyIiecTBieH 0030p COBPEMEHHBIX MOJX0/0B K TPAKTOBKE
MOHATHS «TOCTHHUYHO-PECTOPAHHBIA OH3HEC» KaK BHJ IKOHOMHYECKOHW EATENBHOCTH U CEKTOp IKOHOMHKH, ONpPEACNICHBI CaMO MOHATHE
TOCTHHHYHO-PECTOPAHHOTO OM3HECAa KaK OTPAClIeBOH XO3SHMCTBEHHOW cucteMbl. OmpeneieHbl JOMHHAHTHBIE OCOOCHHOCTH (YHKIIMOHHPOBAHHUS
TOCTHHHYHO-PECTOPAHHOT0 OHM3HECa M OCOOCHHOCTH TOCYIAapCTBEHHOTO DPETyJIMPOBAHHS €ro Pa3BHTHSA. B COOTBETCTBHH € HPEBOCXOMSIINX
HHCTPYMEHTOB U CPEJICTB FOCYJAPCTBEHHOTO YIIPABJICHUS OIPEIENICHBI INIaBHbIe MEXaHU3MBI TOCYIaPCTBEHHOTO PETYJIMPOBAHHS PACCMAaTPHBAEMOIT
oTpaciu. B craThe OB paccCMOTPEHBI OCOOEHHOCTH TOCTHHHYHO-PECTOPAHHOI OTpaciu B YKpanHe KaK BHJ 9KOHOMHYECKOrO HCCleoBaHH. B
cTaThe OBUTH HCCIICIOBAHBI IOHSTHS «OPraHH3allMOHHAs CTPYKTypa TOCTHHHIIBI», «MEHEDKMEHT TOCTHHHYHOTO XO3SIHCTBA», «IKOHOMHYECKas
9(p(EKTUBHOCTEY M «KPHTEPUH OKOHOMHYECKOH dd(pekTHBHOCTI».OXapaKTepH30BaHEl OCHOBHBIC IOAXONBI K OIEHKE DKOHOMHYECKOU
3 heKTHBHOCTH ACATENBHOCTH NPEAIPUSITHI TOCTHHUYHO-PECTOPAHHOTO eia. [1pe/yIoKEeHHBI HAalPaBICHHs COBEPIICHCTBOBAHHS OLICHKU Ka4ecTBa
o0CIy)KMBaHHS B TOCTHHHIAX B YKpawHe. IIpe/uloKeHbl OCHOBHBIC IyTH COBEPIICHCTBOBAHMS CTPATETMH W TAKTHKM YIPABJICHHS LEHAMH Ha
MPEANPUATHAX CHEphl YCIyr TOCTEIPUUMCTBA U PECTOPAHHOTO Jena.B craThe GbIT0 HccaenoBaHO GOPMUPOBAHHE COBPEMEHHOTO OTEYECTBEHHOTO
TYPHCTCKOTO PBIHKA, yriTyOJeHHE CICHHaIn3aldi U KOONEepaluyu B paboTe TYPUCTCKHX MPEANPHSATHIH, 0OCCHeYeHHEe YCIOBHIl JUIS Pa3BUTHUS
Pa3IUYHBIX BUOB BHYTPEHHETO M BBE3IHOTO TypU3Ma, HHTEIPalust YKPaHHbI B CHCTEMY MHPOBOT'O TYPUCTCKOTO PhIHKA, PA3BUTHE MEXIyHAPOIHOTO
COTpYAHMYECTBA B chepe TYpH3M, a TakxKe PELICHHUs LeJOoro KOMIUIEKca 3a/1a4 B cepe KaJpoB B TOCTUHHYHO-PECTOPAHHOI oTpaciu. PaccMOTpeHbI
po06JIeMbl PBIHKA TOCTHHHYHOTO Jiefa. PacCMOTPEHBI MECTO TOCTHHUYHO-PECTOPAHHBIX YCIYT B HHAYCTPUH TypH3Ma U MPEIIPUATUS TOCTUHUYHOTO
XO3SIHCTBA, KaK Ba)KHAas COCTABJISIONIAsT HHIYCTPHH TypU3Ma.
KuioueBble c10Ba: AeTEIbHOCTD, TOCTHHHYHO-PECTOPAHHOE 3aBEICHHE, YCIyra, KaTerOpHH 3aBeaeHus, 3()(HEeKTHBHOCTD,

PEe3yJIBETaTHBHOCTD, PAIIMOHAIBHOE HCIIOIb30BaHNUe, YIIPaBIeHHE, JKOHOMUYECKIE OTHOIICHHS, PEIICHHs, IPEUMYIIECTBa, CYIIHOCTD

E.D. SHEIANOVA
ECONOMIC EFFICIENCY OF COMPANIES OF HOTEL AND RESTAURANT BUSINESS IN
UKRAINE

The article examines the dynamics of changes in the number and composition of business entities engaged in temporary accommodation and catering.
Also, enterprises engaged in temporary accommodation and catering are grouped by size and their sales volumes (goods, services) are analyzed. The
article reviews modern approaches to interpreting the concept of "hotel and restaurant business" as a type of economic activity and economic sector;
the concept of the hotel and restaurant business as a sectoral economic system. Defined dominant features of the hotel and restaurant business and
features of state regulation of its development. In accordance with the superior tools and means of government, the main mechanisms of state regulation
of the industry in question are defined. The article examined the features of the hotel and restaurant industry in Ukraine as a type of economic research.
The article explored the concepts of "organizational structure of the hotel", "hotel management”, "economic efficiency" and "criterion of economic
efficiency." The main approaches to assessing the economic efficiency of the hotel and restaurant business have been characterized. The proposed
directions for improving the assessment of quality of service in hotels in Ukraine. The main ways of improving the strategy and tactics of price
management in hospitality and restaurant business enterprises are proposed. The article explored the formation of a modern domestic tourism market,
increased specialization and cooperation in tourism enterprises, providing conditions for the development of various types of domestic and inbound
tourism, Ukraine’s integration in the system of the world tourist market, the development of international cooperation in the field of tourism, as well
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as solving a whole range of tasks in the field of personnel in the hotel and restaurant industry. The problems of the hotel market are considered.
Considered the place of hotel and restaurant services in the tourism industry and the hotel industry, as an important component of the tourism industry.
Keywords: activity, hotel and restaurant establishment, service, category of the institution, efficiency, effectiveness, rational use, management,

relations, solutions, advantages, essence.

Introduction. The restaurant business in Ukraine is
represented now by public enterprises of different types,
classes, formats, concepts that offer consumers a restaurant
product with a wide range of value variations.

The market dictates the conditions, which is
implemented the main commandment of marketing - the
right product at the right time and in the right place.

An important direction in the development of modern
production and trading enterprises in the conditions of
consolidation of competition and constantly changing market
conditions is the formation and implementation of an
effective assortment policy.

For the sub-optimal structure of the range there is a
decline both potential and so the real level of profit, the loss
of competitive positions on promising consumers and
commodity markets. As a result, there is a drop in the
economic efficiency of the enterprise. Consequently, the
formation of the range, which contributes to the growth of
profits.

It is actual for restaurant enterprises, which aspire to be
competitive. [1]

The problem is presented in general terms and its
connection with important scientific or practical tasks.
Management of the assortment of productioncommercial
enterprises has always caused interest in researchers.

Formulation of the goals of the stat (statement task).
The purpose of the study is to study the nature of capturing
consumers certain types of products and process optimization
of assortment policy taking into account the main
management principles assortment of institutions catering.

Analysis of recent research. The economic activity of
the restaurant is prevailing in the market competitive strategy
struggle and specific tactics of the business entity.
Comprehensive they are directed to increase the
competitiveness of the restaurant product and improve its
conditions circulation through the mechanism of pricing,
advertising, innovation, investment, well-formed assortment
etc.

According to the marketing concept, attention to the
market of sales, its study, clarification the real needs of
customers are considered primary, and the production of
products - a secondary, aimed at meeting these needs.
Marketing tools are created conditions under which the
consumer can "vote" for the product he needs his money that
forcing the company to do what the buyer wants, as she
receives information about needs of buyers and adjusts its
production the program.

The experience of foreign firms shows that an
entrepreneur can successfully penetrate the market with a
new product than the already well-known, therefore the
condition of successful business activity is permanent
updating of goods and expanding assortment your product.

Assortment is a set of goods offered by the enterprise
on the market. It includes various types of goods, which, in
turn, are divided into assortment groups that are characterized
by functional features, price, quality. Each group consists of
assortment positions The assortment of the enterprise is
characterized by the breadth, that is, the quantity of

assortment groups, the depth-number of positions in each
assortment group and the connection between different
assortment groups.

A set of measures for the formation of an optimal
assortment structure in order to meet the needs of the market
provided it is secured the economic efficiency of the
enterprise is its assortment policy.

The range of products is influenced by scientific
developments in the industry, product updates range of firms-
competitors, changes in demand for products, development
of trade for social orders, purely productive needs (desire to
avoid unloading capacity, waste production).

In the process of assortment management, you need to
be guided by certain principles of it construction, one can
distinguish the main ones.

The principle of systemicity (complexity, synergy) - all
assortment management measures should be considered in a
relationship.

The principle of flexibility is the efficiency in
responding to the changing market conditions.

Principle of scientific knowledge - managerial
decisions regarding assortment should be based on objective,
complete and accurate information about the state and
prospects of the development of needs, on the one hand, and
possibilities for its satisfaction, on the other hand [2].

Moreover, the structure of the world hotel industry
adequately reflects the tourist flows and the regional
principle: the more domestic tourists and foreign visitors in a
particular region of the world, the more facilities available to
this region [3].

Presentation of the main research material. The
principle of the effectiveness of assortment formation is
based on the expected profitability and profit margin.

Formation of the range of goods sold by the trading
company, involves such stages of work.

Stage | Determine the list of main groups and subgroups
of goods sold on the go from the selected commodity
specialization of the enterprise and the needs of its potential
customers.

Stage I Distribution of individual groups and
subgroups goods between consumer complexes of
permanent and seasonal nature. When doing this work,
consider the size the trading floor area of enterprises, as well
as the specialization of competitor companies located in the
area of activity of this enterprise, especially highly
specialized.

Stage Il Determination of the number of types and
varieties of goods within individual consumers complexes,
that is, the depths of the product range. The basis for this work
is the size of the trade area and the state of supply of goods in
the regional consumer market.

Stage IV Development of a specific assortment of
products offered to the implementation of the contingent of
customers servicing the company.

You can optimize the assortment by spending analysis
of the contribution of a specific product or group in the final
result. It may be the amount of revenue or sales. Revenue is
available more indicative criterion. Some market



representatives believe that the main purpose of the
assortment strategy is to provide the greatest possible variety
restaurant product and provide the consumer the widest
choice [3].

However, it should only help consumer find a restaurant
product that best suits his taste. Consumers should be able to
maximize to meet their needs, as the restaurant business is not
only a means to meet the physiological needs of the consumer
in the diet, most likely he is also a powerful factor in meeting
the intellectual and social needs of the fashionable and an
obligatory attribute of everyday life life. Comprehensive
analysis of population needs has allowed to form a hierarchy
of needs of consumers of restaurant business, including such
needs:

- basic (physiological nutritional needs);

- needs for leisure activities;

- communicative;

- the need for education, the need for confirmation

consumer status.

The peculiarity of consumers in the market of a
restaurant product is that consumers do not always approve
of a great variety of them suggestions Some, meeting the
excess of a restaurant product, are experiencing a feeling
confusion and anxiety and at the same time difficult guided
during the selection. Ukrainian restaurateurs are doing now
bet on the national (Ukrainian), Italian kitchen, dishes on the
grill. According to the analysis conducted, out of 14 thousand
domestic restaurants almost 80% offer Ukrainian national
cuisine, about 73% have a menu Italian cuisine and another
45-50% - grill and dishes on the grill. Approximately 20%
offer the most popular Georgian cuisine in Ukraine. 16%
restaurants oriented to Japanese cuisine, 4% of institutions
are authored and the same offer exotic dishes for our country
- Cuban, Chinese, Asian, Americankitchen and vegetarian
menu. The crisis so far dictates the universality conditions for
restaurants and the presence of the most demanded items:
Ukrainian cuisine, as well as pasta, grill, pizza, which do not
require expensive ingredients.

The niche of exatic cuisine is narrow and complex. No
one does not know how much demand will last for similar
ones establishments, besides the specifics require higher
education costs than traditional cuisine. European and
Ukrainian dishes are familiar, which guarantees stable
demand, the restaurateur has an opportunity conduct a
flexible pricing policy using locally produced products, pick
up local chefs rather than hiring foreigners. At this most
restaurants also face with a problem of skilled labor.

It is hard to find a qualified waiter who would be able
to serve a foreigner, therefore, workers should be sent to the
internship or temporarily hiring a foreigner to teach cook
Ukrainian.

Actual, in our opinion, is the popularization of the
national cuisine and its division in the regions of the country
with elements of innovation and originality as in the
preparation. The orientation of restaurants will be good
Podilsk, Carpathian, Bessarabian cuisines with dishes for
original recipes, collected by the population (old-timers), by
local products. In Ukrainian restaurants foreign tourists (and
Ukrainian ones) must get local flavor and a stable one identity
(canonical Poltava dumplings, Hutsul banosh, Podilsky
dumplings) get to know the traditions and technology the
preparation of dishes, the features of the eating of the feast,

the attitude to food, while demonstrating its own authenticity
[4].

Hotels must have enough wheelchairs, a certain number
of special rooms with toilets, baths, equipped for disabled
tourists.

WTO recommendations put forward high standards for
drinking water quality in hotels. Tourists are not
recommended to use water from cranes, so hotels should
have special installations to ensure the quality of drinking
water. Ice in hotels and restaurants is made only of high-
quality drinking water, and we have, as a rule, ice agenerates.

Calculation of raw material costs

Classification of services is a rather serious problem
solved in a different way. For example, in OECD countries
and UNCTAD publications, services are divided into five
categories:

1) financial;

2) information (communication);

3) professional (production);

4) tourist;

5) social.

In practice, the classification of services offered by the
IMF is widely used today:

1) sea transportation;

2) other types of transport;

3) travel;

4) other private services;

5) other official services.

The market of services is an extensive system of highly
specialized markets, in particular the market of transport
services, communications, public utilities, catering, tourist
and recreational services.

Hotel business, advertising and consulting services,
insurance and financial services, agency and brokerage
services, law services, real estate services, franchising, trade
in licenses and patents, know-how, industrial designs and
utility models, engineering, leasing services, etc. form a
complex of services that are offered in the mentioned market
[5]. International statistics indicate that the services market is
one of the fastest growing sectors of the world market.

The value of the services market in recent decades has
grown - both in the domestic economy and in the world. The
service sector in developed countries has reached at least half
of the profits earned.

The total market of services in 2003 amounted to 2,10
trillion. USD equivalent to 25% of world exports.

Conclusions. The range of products made by
restaurants in the restaurant industry is very diverse; Various
types of raw materials are used for its preparation. The variety
of manufactured products makes it possible to more fully
satisfy the demand of consumers, however complicates the
organization of production: many types of raw materials
require special storage conditions, various premises for
mechanical and culinary processing.

Optimization of the range of the trading company is an
essential condition for its successful functioning. In a
changing macro environment timely adjustment of the range
may give the enterprise is able to keep a share on the market,
reduce costs and improve sales returns. Specialists note that
due to the large number of restaurants and low solvency the
customers between the market participants is extremely a
sharp struggle for visitors.



The main strategy of assortment policy is the
introduction of the menu of novelties and branded dishes and
drinks of own cooking in combination with classical dishes
and drinks and elements of national cuisine. Only such the
institution will be able to meet the needs and attract not only
interested tourists, but also feed a hungry local resident and
even create a base of regular guests.In the non-productive
sector, a promising and investment-attractive type of business
is the hotel business whose main purpose is to provide
accommodation for the servicing of tourists and visitors
traveling to meet the cognitive, recreational needs, solving
commercial and service affairs.

In order to successfully develop the hotel and restaurant
business of the region we offer a series of coordinated
activities, namely: the development of a concept for the
development of recreation and tourism in the territory of
accommodation; development of sectoral infrastructure,
including transport communications, and attracting investors
for this purpose; strengthening competitive advantages by
improving the quality of the tourism product; expanding the
range of services and using innovative technology to work
with individual clients; Further deepening marketing research
in the field hotel and restaurant activities; improvement of the
organizational structure management of hotel and restaurant
enterprises, development of corporate principles and forms of
management; intensification of investment policy in the hotel
industry; comprehensive information, advertising and
exhibition activity on the domestic and international market;
conservation and rational use of resources; preservation and
development of production potential; saving and increase of
personnel potential of hotel and restaurant business
specialists; development systems of training and retraining of
personnel in the sphere of hotel and restaurant business;
further capitalization of hotel and restaurant enterprises and
corporatization of their management, etc.

To sum up, we note that taking into account the
processes of decentralization, which takes place in Ukraine,
requires a holistic management system that meets the modern
and perspective requirements of dynamic development and
implemented at different levels - state, regional, individual
businesses and enterprises.

The development of tourism, industry, trade,
economics, as well as culture and sports, leads to increased
mobility for people to establish contacts, exchange
experiences, recreation and rest. The lack and poor material

base of hotels complicates all these processes, but the
development of the hotel industry leads to the development
of adjacent types of entrepreneurial activity and promotes the
revival of all socio-economic contacts, enhances the
economic potential of the state.

The proper level of development of the hotel industry
will help to enter our country to the leading tourist countries
of the world.
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