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YV yvomy Oocnioxcenni iidemvca npo me, wo KopnopamueHa Kyibmypd
2omenbHo20  nionpuemcmea  0e3nocepeoHbo  GNAUBAE  HA  KOHKYPEHMO-
cnpomodicnicms.  Kopnopamusna kynemypa — ye IHCMpYyMeHm — OOCACHEHH:
cmpameiunux yinei 2omenio, OPIEHMOBAHUX HA NEPCNEKMUsy, a KOPnopamusHuil
iMiOdiC — ye NpeOCmAGIeHHs 20MENbHO20 NIONPUEMCIEA 20CMAM, SKI 11020
8106i0yIOmMb.

Corporate culture is the ideas, views, core values, which are used in
the activity members of the organization. Corporate culture determines the
style, demeanor and communication personnel with clients as well as the
activity of employees.

Due to the corporate culture, the hotel enterprise is a success, it
becomes more competitive and efficient.

Any company committed to a positive image to attract new guests
and partners, improve market competitiveness, accelerating sales and
increasing their volume. The image is a kind of an instrument to achieve the
strategic goals and objectives of the hotel enterprise.

The staff in the hospitality industry is one of the most important
tools for the competitiveness of enterprises, so the quality of service
depends on the goodwill and skill employees. Unconditional fulfillment of
the desires and needs of the client is also a key to success. Proper
management of people is becoming a priority for the organization of
hospitality.
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