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Jucepraitiss Ha 3700yTTs HAyKOBOTO CTyMeHs AoKTopa ¢inocodii 3 ramysi
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OCBITH 1 Hayku Ykpainu, Xapkis, 2020.

JlucepTallisi npUCBsiY€HA BUPIIIEHHIO KOMIUIEKCHOTO 3aBJIaHHs, 10 TOJIsArae
B OOIPYHTYBaHHI TEOPETHYHHMX 3acaJ Ta po3poOIl HAYKOBO-NPAKTUYHHUX
pEeKOMeHAaIli MI0JI0 YIPABIIHHS KIE€HT-OPIEHTOBAHICTIO MIAMPUEMCTB TOTEIBHO-
pecTtopaHHOro 0i3HECy.

B yMoBax cy4acHUX BUKIIMKIB aKTYyaJIbHUM € MEPEX1] 10 IUTICHOTO MIAXOILY
710 YIpaBJIiHHS KII1EHT-OPIEHTOBAHICTIO CEPBICY B FOTEJILHO-PECTOPAHHIN 1HAYCTpIi
3a]71s1 IUIECTIPSIMOBAHOTO (DOPMYBaHHSI KIIEHTCHKOTO JOCBIAY, SIKHWA CTAaHOBUTH
NIAIPYHTS KOHKYPEHTHUX MepeBar MminprueMCTBA.

OcMmucnenHsi Teopii CEpBICHOI E€KOHOMIKH, XapakTEpHOi i TOTEIbHO-
pecTtopaHHoro 0i3Hecy, ocoOmuBocTel (OpPMYBaHHS CEpPBICHOTO MPOAYKTY
JIO3BOJIUJIO  OOTPYHTYBAaTU  KOHIENTyajdbHI  3acaad  YIpPaBIIHHS  KIIIEHT-
OpIEHTOBAHICTIO CEPBICY TOTENI0. Y POOOTI KIIEHT-OPIEHTOBAHICTH MIAMPHUEMCTB
TOTEIBHO-PECTOPAHHOTO Oi13HECY PO3MIIAJAETHCS 3 TO3MINM: CTpaTerii BeIeHHS
O13HECYy; CEpBICHOI CKJIaJ0BOI TOTEIbHOrO OIl3HECY; KIIEHTCHKOTO JIOCBIAY.
YpaxoByrouu JBOICTICTH PO3YMIHHS KJIII€HTA, BUAUICHO BHYTPIIIHIO Ta 30BHIITHIO
KJIIEHT-OP1€EHTOBAHICTb. Buoxpemiieno IIPOSIBU KJIIEHT-OP1EHTOBAHOCTI
Ha MIDKOCOOHMCTICHOMY Ta OpraHi3alliiHOMY piBHSIX.

3MO/IeIbOBAHO CEPBICHUMA TMPOAYKT TOTEN0 SK KOMIUIEKCHY TOCHYTY,
[0 BKJIIOYA€ YOTHPHU HEBIJ €MHI Ta B3a€EMOIOB’S3aHI CKJIAJO0Bl: MaTepiajibHO-
TeXHIYHa 0a3a; mepcoHa; MPoIleC; IHCTUTYTH TOCTUHHOCTI. [HTEerparis ckiagoBux

bopMmye KIIEHTCHKY I[IHHICTh 3aKJally TOTEJIBbHOro rocmnogapcTBa. Buxopsuu



13 BUOKPEMJICHUX CKJIQJOBHUX CEPBICHOTO MPOIYKTY, CUCTEMATH30BaHO (PaKTopH,
aTpuOyTH Ta IHIUKATOPU OLIIHKU CTYIEHS KIIEHT-OPIEHTOBAHOCTI CEpPBICY TOTEITIO.

Po3BUHYTO TOHATIMHO-KAaTEeropiaibHUM  amapar Teopili MEHEIKMEHTY
B YaCTUHI YTOYHEHHA 3MICTY TIOHSTTA YIOPAaBIIHHSA KII€HT-OPIEHTOBAHICTIO
CEpBICY TIJMPUEMCTB TOTEIBLHO-PECTOPAHHOTO Oi3HECY SK IJIECCIPSIMOBAHOTO
YIOPABIIHCHKOTO BIUIUBY Ha (OPMYBaHHSA IMO3UTHUBHOTO KIIEHTCHKOTO JOCBiAY
yepe3 MexaHi3MH  (QOpMYyBaHHS  BHYTPIIIHBOI Ta  30BHINIHBOI  KJIEHT-
OpPIEHTOBAHOCTI CEpBICY TOTENI0, aJEKBAaTHOTO IEPMAHEHTHUM JAUHAMIYHUM
3MiHaM MOro CKJIaJ0BUX.

3anponoHOBAHO KOHUEIMLIID YIPaBIiHHSA KIIE€HT-OPIEHTOBAHICTIO CEPBICY
roTeio, sfKa Ha BIAMIHY BIJ ICHYIOYMX 3aCHOBaHa Ha MDKIUCHUIUIIHAPHOMY
NIOXO/1, [0 CIHPAETHCA HA TEOPETHUUHMIA Oazuc: 1HCTUTYLINHOI Teopil (ipmu;
TeOpii TUHAMIYHUX MOXJIMBOCTEH; XOJICTUYHOI TEOpii MapKETUHTY 1 Mapagurmy
CEpPBICHOTO MEHEI)KMEHTY Ta CIpHUS€ JOCATHEHHIO Oi3Hec-Iiiel uepe3 BHUCOKI
3HAYEHHS KIIOYOBHMX TOBEIIHKOBUX ITOKa3HHUKIB (3a0BOJICHOCTI, JOSILHOCTI,
aJBOKAIlil; HaIMHOCTI KJIi€HTIB). Peamizallis maHoi KOHIEMIIIT 311IMCHEeHA ITXOM
KOMOIHaIli MPOIECHOr0, I[IHHICHOTO 1 MOBEAIHKOBOrO TiAXO0Mdy, CIpsSMOBaHa
Ha (OPMYBaHHS TO3UTHBHOTO KIIEHTCHKOTO JOCBIy Ta KIIIEHT-OPIEHTOBAHOI
KOPIOPATUBHOI KYJIBTYpPH MIAIMPUEMCTB TOTEILHO-PECTOPAHHOTO Oi3HECY.

BusHaueHo eMmipuyHi NEepeyMOBH YIPAaBIIHHA KIIIEHT-OPIEHTOBAHICTIO
B TOTEJIHHO-PECTOPAHHIN 1HIYCTPii, MPOaHAII30BAaHO CTAH Ta TEHICHIIT PO3BUTKY
PUHKY TOTEJIbHO-PECTOpPaHHUX NOCAyr B YKpaini. CHCTeMAaTH30BaHO 30BHIIIHI
YMHHUKHA BIUIMBY Ha JWHAMIKY PHHKY, 3 SIKHX BHOKPEMJICHO KIIFOUOBI: IMPOIICCH
rnobamizaiii, mudpoBa PEBONIONISA, CHOXKWBYI TPEHAM, NPHHIUIHN CTaJOTO
PO3BUTKY, HACHIAKM TOLIMPEHHS Ta OOpOTHOM 3 MaHAEMIEI0 KOPOHABIPYCY
COVID-109.

Habyna nonansioro po3BUTKY MOJIEIb YIPABIIHHS KII1€HT-OPIEHTOBAHICTIO
HIJIPUEMCTB ~ TOTEJIBHO-PECTOPAHHOTO  OI3HECY, SKa  BKJIIOYAE  CHCTEMY
TJIaHyBaHHS, OpraHi3allli, MOTHUBAIlll Ta KOHTPOJIO 3a MOKAa3HUKAMU: 30BHIIIHBOT

KJIIEHT-OPIEHTOBAHOCTI (guest experience) Ta BHYTPIIIHLOT KIE€HT-OPIEHTOBAHOCTI



nepcoranry (employee experience). 3ampornoOHOBAHO CHUCTEMY J1arHOCTUKH
Ta MOHITOPUHTY KIII€HT-OPIEHTOBAHOCTI, IO Mependavae MOCTiiHY Ta MEPIOAUYHY
KOMIIOHEHTY BIJICTE)KCHHSI B3a€MO3B’SI3Ky OdYikyBaHOi (expected) MiHHOCTI;
KIIEHTCHKOTO JOCBiAY; CHpUMaHOi MLIHHOCTI (€X post) HaZaHOTO TOTeleM
CEPBICHOTO MIPOAYKTY. EMIIpHUyHi TOCTIHKEHHS IPOBOIUINCH Y (hOPM1 aHKETHOTO
OMUTYBAaHHS TOCTEH Ta MepCOHAITy TOTEMIB.

3anmponoHOBAaHO CHCTEMY OIIIHIOBAaHHS pIBHSA 3a0€3MeuUeHHs KIIIEHT-
OpPIEHTOBAHOCTI MIANMPUEMCTB TOTEILHO-PECTOPAHHOTO Ol13HECY, SKa BKJIIOYAE
IHTErpajgbHl MOKa3HUKU (PYHKI[IOHAIBHOI IKOCTI CEPBICHOTO MPOAYKTY; MIATPUMKH
CEpPBICHOTO MPOJYKTY Ta MIJCUCTEMY pO3yMIHHS KJle€HTa (customer insight)
Ha JIBOX DIBHAX: 30BHINIHHOMY Ta BHYTPIIIHHOMY, IO JO3BOJSE 3I1ACHIOBATH
MONIYK 1HHOBAI[IMHUX pIlIEHb Ui MOTHUBAIlll Ta CTUMYJIIOBAaHHS MEPCOHAITY
MOCTIIHO MiJIBUIIYBATH KJI1€EHT-OPIEHTOBAHICTb.

Y 10CKOHAJIEHO HAayKOBO-METOJWYHUN TMIAX1A [0 YHOPABIIHHS KIEHT-
OpPIEHTOBAHICTIO HAa OCHOBHI IPOLECHOTIO MIAXOAY 0 YIPABIIHHSA KIIE€HTCHKUM
JIOCBIZIOM B 3aKkjiaJax TOTeIbHO-PECTOPAHHOTO TOCIOAApCTBA, 3aCHOBAHUMN
Ha TOCIIJOBHOCTI KOMIUIEKCY IOCHIJIHHUIIBKUX, AHAIITUYHUX Ta YHOPaBIIHCHKHUX
3axo/AiB. BiAMIHHICTH 3aMpOMOHOBAHOTO MIAXOAY Tmojsrac y ¢GopMyBaHHI
cnenuiYHUX OpraHi3alifHUX KOMIIETEHTHOCTEH I0JI0 3HAHHS Ta PO3YMIHHS
KJIIEHTA, 3aCTOCYBaHHS IHCTPYMEHTIB BHYTPIIIHHOTO MApKETUHTY, a TAKOX KapTh
KJIIEHT-OPIEHTOBAHOCTI, SKa BIJAMOBIAA€ CTaHAApTaM OPTraHi3alliiHOl KYJIbTypHU
TOTEJIIO.

P03BUHYTO HAyKOBO-METOJUYHUIN THCTPYMEHTAPIN yNPaBIIHHS KIIEHTCHKUM
JIOCBIZIOM, IO TPYHTYEThCS Ha B3a€MO3B’S3Ky chep (opmyBaHHS CEpBICHOTO
MPOAYKTY 1 Pe3yJbTaTiB MOHITOPUHTY KJIIEHTCHKOTO JIOCBIAY 3a METOJOM TOYOK
koHTakty 3 rocteM (GEJ — Guest Experience Journey) Ta maTpuill KIIEHTCHKOT
IIHHOCTI, fKa JEMOHCTpPY€ Tipamiay KII€HTCHKOTO J0CBiAy (O4iKyBaHUH,
CTATUYHUN, TUHAMIYHUM, cripuitManuii). Lle mo3BoJise 3a1iCHIOBaTH KOHBEPTAIIIIO

NOBEIIHKOBUX (DaKTOpIB ycHiXy MiANpUEMCTBA y Oi3HEC-pe3yabTaTH ILISXOM



CTBOpPEHHSI HE3a0yTHIX BpaXeHb, MO3UTHBHOTO JOCBiy Ha BCHOMY MLUIIXY
B3a€MO/I1 3 KITIEHTOM.

VYpaxoByloun KIIOUOBY pOJib MEpPCOHATYy y 3a0e3MeueHHi KIIEHT-
OpPIEHTOBAHOCTI  MIANPHEMCTB TOTEIHLHO-PECTOPAHHOTO  Oi3HECY, JTOBEICHO
B3a€MO3B’SI30K BHYTPINIHBOI KJIIEHT-OPIEHTOBAHOCTI, 3aJI0BOJICHOCTI IEpPCOHANTY,
3a]ly4€HOCTI TEPCOHANY, 30BHIIIHBOT KIIEHT-OPIEHTOBAHOCTI. 3apONOHOBAHO
HAyKOBO-TIPAKTUYHUNA TiAXiT 10 MIarHOCTUKHU KIIIEHT-OPIEHTOBAHOCTI MEPCOHAITY,
SKWW Ha BIIMIHY BiJ ICHYIOUHX, niependavae BU3HAYEHHS BIAMOBITHUX YaCTKOBHUX
1HJIEKCIB Ta IHTETPAJIbLHOIO MOKa3HUKA KIIIEHT-OPIEHTOBAHOCTI MEPCOHAITY.

HaOyB mopanpmioro po3BUTKY METOAUYHUN MIAXiA [0 IMIIEMEHTAIlll
3alpONOHOBAHOI MOJIENI CEPBICHOTO MPOJYKTY B CHUCTEMY YIPaBJIiHHS KII€HT-
OpPIEHTOBAHICTIO  TOTENI0, SKUH 3aCHOBaHUM HA  CIEHAPHOMY  MIAXO[l
JI0 OpraHi3allifHO-YIPaBIIHCHKUX 3MIH 1 mepeadavyae BUOIp CTUIIIO YIPaBIiHHA
(mpoakTuBHe a00 pEaKTUBHE), AJbTEPHATUB YIPABIMHCHKUX PIIIEHb MI0JI0
3aCTOCYBaHHSA 1HCTPYMEHTIB (TpaauiiiiHi, 1u(poBl) ¢(opMyBaHHS aTpuUOyTIB
CEPBICHOTO TPOJIYKTY 3aJICKHO BIJ CTYIHEHS SKOCTI HAOYTOro KJIIE€HTCHKOTO
JIOCBIJTY.

HaykoBi pesynpTaTé anpoOoBaHi B ISTIBHOCTI MIAIPHEMCTB TOTEIHHO-
GbopMyBaHHSIM TO3UTUBHOTO KIIIEHTCHKOTO JOCBITY, HAJaro/KEHHS B3aeMOAIl
3 TIEPCOHAJIOM JIJIsi CHUIBHOTO TBOPEHHS I[IHHOCTI CEPBICHOTO MPOJYKTY TOTEIIO
1 3a0e3MeyeHHs HOTo KII1EHT-OPIEHTOBAHOCTI.

Kntouosi  cnosea: KI€eHT-OPIEHTOBAHICTh, CEPBICHUN MPOJYKT TOTEIIO,

yIpaBIiHHS, KIIEHTCHKUAN JOCBI, TOTEIBHO-PECTOPAaHHA THAYCTPIS.



ANNOTATION

Jgutashvili N.M. Customer-oriented management of hotel and
restaurant business enterprises. — Qualifying scientific work on the rights of the
manuscript.

Thesis for the degree of Philosophy Doctor in the field of knowledge
of 07 Management and Administration in the specialty 073 — Management. —
Kharkiv State University of Food Technology and Trade, Kharkiv, 2020.

The thesis is devoted to the complex task solution, which consists
of theoretical bases substantiation and scientific and practical recommendations
development for customer-oriented management of hotel and restaurant business
enterprises.

Under today’s challenges, it is important to switch over to holistic approach
to customer-oriented management in the hotel and restaurant industry for the
customer experience purposeful formation, which is the basis of enterprise’s
competitive advantages.

Service economy theory understanding, which is characteristic of the hotel
and restaurant business, and service product formation peculiarities allow
substantiating the conceptual principles of hotel service customer-oriented
management. In the work the customer-orientation of hotel and restaurant business
enterprises is considered from the following positions: business strategies; service
component of the hotel business; customer experience. The internal and external
customer-orientations are marked out with taking into account the customer
understanding duality. Customer-orientation display is identified at the
interpersonal and organizational levels.

The hotel service product is modeled as a complex service, which includes
four integral and interconnected components: material and technical base;
personnel; process; hospitality institutions. The components integration forms the

customer value of the hotel industry. Factors, attributes and indicators of hotel



service customer-orientation assessing degree are systematized on the base of the
service product selected components.

The conceptual and categorical apparatus of the management theory
is developed in terms of clarifying the concept content of customer-orientation
management of hotel and restaurant business enterprises service as a purposeful
managerial effect on the positive customer experience formation through
mechanisms of internal and external customer-orientation hotel service which
IS adequate to the permanent dynamic changes of its components.

The concept of customer-oriented hotel service management is proposed,
which, in contrast to the existing ones, is based on interdisciplinary approach that
is based on theoretical basis: firm institutional theory; dynamic possibilities theory;
holistic marketing theory and service management paradigm and provides
the achievement of business goals through high values of key behavioral indices
(satisfaction, loyalty, advocacy; customer reliability). This concept implementation
is carried out through combination of process, value and behavioral approach,
aimed at forming of positive customer experience and customer-oriented corporate
culture of the hotel and restaurant business.

Empirical prerequisites of customer-oriented management in the hotel and
restaurant industry are determined, the state and tendencies of the hotel and
restaurant services market development in Ukraine are analyzed. The external
influencing factors on the market dynamics are systematized, from which the key
ones are singled out: globalization processes; digital revolution; consumer trends;
sustainable development principles; spreading and combating the COVID-19
coronavirus pandemic consequences.

The model of customer-orientation management of hotel and restaurant
business enterprises is further developed; it includes the system of planning,
organization, motivation and control over indices of external customer-orientation
(guest experience) and internal personnel customer-orientation (employee
experience). The customer-orientation diagnostics and monitoring system is

proposed, which provides constant and periodic component of tracking the



relationship of expected value; customer experience; accepted value of the
provided by the hotel service product. Empirical research was conducted in the
form of guests and hotel personnel questionnaire survey.

The assessment system of hotel and restaurant business enterprises
customer-orientation level providing is proposed, which includes integral indices
of service product functional quality; service product supporting and customer
insight subsystem at two levels: external and internal, which allows searching for
innovative solutions for motivation and personnel encourage to constantly
customer-orientation improving.

The scientific and methodological approach to customer-oriented
management is improved on the base of the process approach to customer
experience management in hotel and restaurant business enterprises that is based
on the set sequence of research, analytical and management activities. The
difference of the proposed approach is formation of specific organizational
competencies for customer understanding, the use of internal marketing tools, as
well as customer orientation map, which meets the standards of the hotel
organizational culture,

Scientific and methodological toolkit of customer experience management is
developed, which is based on the relationship of service product and monitoring
results of customer experience formation areas by Guest Experience Journey
method and the customer value matrix, which demonstrates the customer
experience pyramid (expected, static, dynamic, accepted). It allows converting the
behavioral factors of enterprise success into business results by unforgettable
impressions and positive experience creating throughout the interaction with the
customer.

The relationship between internal customer-orientation, personnel
satisfaction, personnel involvement, external customer-orientation is proved with
taking into account the personnel key role in hotel and restaurant business
enterprises customer-orientation providing. The scientific and practical approach

to the diagnosis of customer-oriented personnel is proposed, which, in contrast



to the existing ones, involves the determination of the relevant partial indices and
the integrated indicator of customer-oriented personnel.

The methodical approach to the service product proposed model
implementation into the hotel customer-orientation management system has further
development; it is based on the scenario approach to organizational and managerial
changes and provides management style choice (proactive or reactive), alternatives
to management decisions in terms of tools (traditional, digital) of service product
attributes formation depending on the quality degree of the acquired customer
experience.

Scientific results are implemented into the hotel and restaurant industry
enterprises activity, their practical value lies in the possibility to manage
the positive customer experience formation, interaction with personnel for the
hotel service product value joint creating and its customer orientation providing.

Keywords: customer-orientation, hotel service product, management,

customer experience, hotel and restaurant industry.
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