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INFLUENCE OF CROSS-CULTURAL RELATIONS ON IMAGE
AND COMPETITIVENESS OF HOSPITALITY ENTERPRISES

K. Kalienik, V. Skrynnik, A. Kudriashov

The article examines the influence of cross-cultural relations on the image
and competitiveness of hospitality enterprises; key aspects of this influence are
considered, in particular, interaction with representatives of different cultures,
understanding international etiquette standards and ways to improve the effectiveness
of communication with consumers of different cultures.
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industry, hotel and restaurant business enterprises.

BILJIUB KPOC-KYJIbTYPHUX OCOBJIMBOCTEM HA IMIJIK
TA KOHKYPEHTOCITPOMOXKHICTDb HNIAITPUEMCTB
COEPU TOCTHUHHOCTI

K.B. Kanenik, B.I. Ckpunnik, A.l. Kyapsaimos

ITionpuemcmea  cghepu  2cocmunnocmi, 6 npoyeci cgoci  OisLILHOCHII,
CIMUKQIOMbCAL 3 BUKTUKAMU WA MONCTUBOCHIAMU, WO CIMBOPIOIOMbCSA 8 YMOBAX KPOC-
KynemypHoi e3aemooii. Koukypenmocnpomooicnicms ma imiodc cmae Kiovo8um
YUHHUKOM ONIA YCRIWHO20 (OYHKYIOHY8AHHSA NIONpUEMCmE chepu 20CMUHHOCMI Y
makomy cepedoguui. Y cmammi 00CioHCYEMbCs 6NIUE KPOC-KYIbIMYPHUX BIOHOCUH
Ha IMIOX¥C MaA KOHKYDEHMOCHPOMOMNCHICMb NIONpUEMcme cchepu 20CMuHHOCMI,
PO321A0AI0MbCsL KNOYOBI  ACNEKMU  Yb020 6HIUBY, 30KpeMd, 63AEMO0is 3
npeocmasHUKamu PisHux Kyabmyp, pO3YMIHHs MiJCHAPOOHUX CIMAHOAPMIe emuKemy
ma cnocobu niosuweHHs eheKkmueHoCmi KOMYHIKayil 31 Cnojfcueauamu pisHUx
kynomyp.  Jocniodcenns — niOKpecioe — 3HAYEHHA — PO3GUMKY — KVIbMYPHOU
KOoMnemenmHocmi ma aoanmayii 00 pizHOMAHIMHUX KYIbMYPHUX KOHMEKCMIE OIS
SMiYHeHHA No3uyitl NIONPUEMCME chepu 20CMUHHOCTE Y 2I0DANILHOMY DUHKOBOMY
cepedosuwi. Takooc, y cmammi NPOAHANI308aHO KYIbMYPHI GUKIUKU MdA
MOJCIUGOCE, A came: KOMYHIKQUIUHI 6ap'epu, pisHuys 6 OYiKY8AHHIX ma
cmanoapmax 006Cny208Y8aHHA, peniciiini ma KyibmypHi obmedicenHs, cmpec md
KYIbMYPHULL WOK, NPUEMHE BDAJICEHHS Ma JOSANLHICMb, DOSUWUPEHHS PUHKOBUX
Modicnugocmetl, MIJCHAPOOHA penymayis ma iMiOdc, pPO36UMOK KYAbMYPHOL
adanmayii nepconany, AKi PEKOMEHOYEMbCA 8PAX08Y8aAMU  NIONPUEMCMEAM
2omenbHo-pecmopantozo 6isnecy y npoyeci c80€i OifnbHOCHI, GUHAYEHO 6HAUB
Kpoc-KyIbmypHux 0coonu8ocmelt Ha AKiCmy ma CApULIHAMM CROJICUBAHAMU NPOYECY
00C1Y208Y8aHHA; BUSHAYEHO YUHHUKU KPOC-KVILMYPHUX GIOHOCUH ma iX 6Nau8 Ha
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PO36UMOK chepu 20CMUHHOCIE 3 MEMOI0 NIOBUWEHHST KOHKYDEHMOCHPOMONCHOCTI
ma imioxcy nionpuemcme Ha puuky. Pesynomamu 0ocniodcenus moocymos Oymu
KOPUCHUMU OISl MEHeocepie Nionpuemcms cghepu 20CMUHHOCH, W0 NpazHyms
niosUWUMU  CBO0  KOHKYDEHMOCHPOMOJICHICMb Yy c8imi, Oe  KVIbIMypHA
PIBHOMAHIMHICTL CIAE CMAHOADMOM.

Knrouosi cuosa: KpOC-KYIbMYPHI 6IOHOCUHU, iMioonc,
KOHKYDEHMOCHPOMOIICHICIY,  chepa 20CMUHHOCMI, NIONPUEMCINGA  20METbHO-
pecmopanto2o OizHecy.

Statement of the problem. In the context of growing competition in
the hotel and restaurant business market, it is important to create a positive
image of the enterprise. Nowadays, the development of the hospitality sector
in Ukraine is facing the impact of various negative factors, such as military
aggression, economic and political instability in the country, declining
incomes, etc. The main tasks for hospitality business enterprises are to ensure
competitiveness, efficient operation, as well as to take into account the needs
and requirements of consumers, ensure stable profits and achieve success in
the long term.

The level of services provided by the enterprise, quality of service,
pricing policy, reputation, marketing strategies, innovation and other factors
may affect the image and level of competitiveness of the enterprise in the
hospitality sector. The hospitality industry welcomes guests from different
countries, cultures and traditions. Cross-cultural relations are becoming
increasingly important in today's globalized social and economic reality. The
influence of various cultural characteristics can be both positive and cause
certain difficulties in customer interaction. Cultural characteristics can affect
the perception of the quality of services provided by hospitality companies.
Some nationalities may be more demanding in terms of service, while others
may be less sensitive to certain aspects. Therefore, the identification of
factors of cross-cultural relations is relevant for maintaining the image and
development of hotel and restaurant business enterprises.

Review of the latest research and publications. The study of the
problems of cross-cultural relations is focused in the works of domestic
scholars, including: Blyzniuk T. P. [8], her monograph substantiates the
conceptual foundations of cross-cultural management, Kravchenko V. O.
[10], Burak O. S. [9], Baibakova O. O., Kozubovska I. V. [7], Shchetinina L.
V. [11] and others in their works consider the peculiarities of the development
of cross-cultural management in Ukraine, in order to create successful
communications, conditions for profitable business and fruitful work at the
intersection of different cultures.

In the scientific works of such foreign researchers as. Swanson, S.R.,
Huang, Y. & Wang, B. [5], Thomas D. C. [6], Sederberg A.-M. & Holden N.
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[4] examine the problems of developing cross-cultural relations in the
international context, Lee, J., & Yang, S. [3] in their study focuses on the
impact of cross-cultural training of staff on the service process directly at the
hotel and restaurant business enterprises, but it should be noted that research
on cross-cultural relations in the hospitality sector is quite limited. Most
studies are devoted to general issues of cross-cultural relations development.
Competitiveness in the hospitality sector includes an assessment of the ability
of an enterprise to provide high quality service and customer satisfaction.
Taking into account the factors that affect image and competitiveness in a
cross-cultural environment requires careful analysis and consideration of
cultural characteristics, so the study of this issue is relevant in the context of
expanding international cooperation in the hospitality sector.

The objective of the research. To study and identify the main factors
of cross-cultural relations that influence the improvement of the image and
competitiveness of hospitality business enterprises. The methodological basis
of the study is the theoretical and practical aspects of cross-cultural relations
in the hospitality sector and their impact on the activities of hotel and
restaurant business enterprises. In writing of the article, general scientific
methods of analysis, abstraction, generalization, and comparison were used.
The information base of the study is based on the scientific works of foreign
and scientific scholars on issues of cross-cultural relations, as well as
statistical data

Presentation of the vresearch material. The systematic
understanding of the process of managing the competitiveness of enterprises,
including the hospitality sector, is based on the coordination of internal
aspects of cooperation in the team through a qualitative and clearly defined
separation of functions that are organically combined in joint work.
Establishing effective business communication in a multicultural
environment contributes to the transformation of an enterprise into an active
participant in the market environment with strong competitive advantages.
Image and competitiveness are important components for hospitality business
enterprises, as they determine their ability to compete effectively in the
market and attract consumers.

The image of a hospitality business enterprise is a significant factor
that affects the consequences and productivity of its performance and, in
general, the degree of its competitiveness, has the ability to cause economic
impact, so it is slowly turning into a multicomponent management subject
that requires attention to its functional factors. It is these image factors that
determine enterprise’s capability to make a certain economic impact and
additional values that have a positive impact on the formation of competitive
advantages of hospitality business enterprises. A successful image of a
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hospitality business enterprise has its own values that affect both the
functioning of the institution as a whole and its competitiveness [2].

One of the key elements of creating a high image of a hospitality
business enterprise is the norms of employee behavior. These norms cover all
aspects of a person's external and internal culture, such as rules of etiquette
in communication, skills of adequate expression of thoughts and compliance
with language norms. Politeness reflects a person's cultural values and
indicates their attitude towards work and colleagues. For an employee of a
hospitality business enterprise, it is extremely important to maintain
discipline in dealing with customers and always remember to respect each
person.

The competitiveness of hospitality business enterprises depends on
several key factors that are taken into account both individually and in the
context of interaction with competitors and consumers. The main aspect of
competitiveness in the hospitality sector is the ability to meet the needs and
expectations of different categories of consumers. This means that the
company must be ready to adapt its products and services to the needs of
different cultures, nationalities, social groups, etc. The modern consumer
requires an individual approach, personalized services and high quality of
service, and therefore the competitiveness of hospitality business enterprises
requires constant improvement and innovation. An analysis of cultural
challenges and opportunities for hospitality business enterprises is presented
in Table 1.

The analysis of cultural challenges and opportunities allows us to
conclude that these components are an integral part of the activities of
hospitality companies. Cultural sensitivity and attentiveness to different
cultural characteristics help ensure successful interaction with customers and
create a positive impression of the enterprise. Proper management of cultural
challenges and the use of cultural opportunities help to attract new customers,
increase customer loyalty and expand market opportunities for hospitality
business enterprises.

Cross-cultural differences have a significant impact on the perception
of service quality. Different cultures have their own standards of service.
Some nationalities may be very demanding in terms of quality and level of
service, requiring an individualized approach and special attention. Other
cultures may be more tolerant and less strict about service details. The
enterprise staff should be prepared to adapt to different standards and
customer needs. Communication styles may differ across cultures. Some
customers may be open and emotional in their interactions, while others may
be more reserved and formal.
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Table 1 — Cultural challenges and opportunities for hospitality business

enterprises

Cultural challenges

Communication
barriers

Language barriers and differences in languages can make it
difficult to interact with foreign customers. Cultural differences
can also lead to misperceptions and misunderstandings. It is
important for staff to be prepared for intercultural
communication and to be able to find common ground with
guests from different cultures

Differences in
expectations

Different cultures have different standards of service and
expectations of the level of hospitality. For example, in some

culture shock

and service | cultures it may be customary not to tip, while in others it is

standards considered necessary. Staff should be aware of differences in
cultural practices and provide service that meets customer
expectations

Religious and | Some cultures may have limitations on food, alcohol

cultural consumption, use of certain services, etc. Hospitality business

limitations enterprises should be prepared to respect these limitations and
provide alternative options to meet the needs of guests

Stress and | Guests from foreign countries may experience stress or culture

shock due to unfamiliarity with local customs and traditions.
Staff should be sensitive to such situations and provide
assistance and support to guests to ensure their convenience and
comfort.

Cultural opportunities:

Good
impression and
loyalty

Guests appreciate enterprises that take an interest in their
culture and provide proper service. Knowledge and
attentiveness to cultural practices and traditions can create a
positive impression on guests and increase loyalty

Expansion  of
market
opportunities

Being culturally aware allows enterprises to attract guests from
different countries and cultures, which helps to expand their
market opportunities and increase their popularity among
different cultural groups

International
reputation and
image

Hotel and restaurant business enterprises that demonstrate
cultural sensitivity and successfully implement intercultural
communication strategies are able to gain an international
reputation and image and become popular among tourists from
all over the world

Development of
staff  cultural
adaptation

Handling guests from different cultures helps to develop
cultural adaptation and understanding of different cultures. It
expands the cultural knowledge and competencies of staff and
helps to provide guality service.

Source: compiled by the authors on the basis of [1,2,3,4,11]
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Effective cross-cultural communication requires understanding and
accommodating different communication styles and approaches. The use of
symbolism and understanding of cultural customs has a great impact on the
perception of services.For example, interior design, food on the table, music,
and other elements can be perceived differently by different cultures.
Hospitality business enterprises should be considerate of such details and
adapt to the cultural characteristics of their guests. Being culturally aware and
culturally sensitive helps hospitality business enterprises to provide a
pleasant and comfortable stay for guests from different cultures. Staff
familiarity with cultural traditions, etiquette, and guest preferences can make
a great difference in customer satisfaction and loyalty. Involving enterprise
staff in cross-cultural training and education helps to expand their knowledge
of different cultures and their skills in interacting with consumers from
different cultures. Culturally sensitive staff provides more opportunities to
build a positive image of the enterprise and customer satisfaction and loyalty.
Thus, we can identify key factors that have a direct impact on customer
perception of service quality. These include: service standards; interaction
and communication; symbols and cultural customs; cultural sensitivity; and
cross-cultural staff training.

Conclusion. Ensuring cultural adaptation and the development of
cross-cultural skills in hospitality business enterprises is an important
condition for successful operation in the business environment. Enterprises
that are culturally sensitive and work effectively with consumers create a
positive image and have a competitive advantage in the market.

Thus, the success of hospitality business enterprises in a cross-
cultural environment depends on their willingness to adapt to different
cultural characteristics and understanding the needs of their customers.
Studying different cultures, taking into account the factors that affect the
quality and perception of services, and developing intercultural skills are
essential components of a hospitality success strategy.
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AHAJII3 CYHYACHOTI'O CTAHY PUHKY PECTOPAHHUX
MOCJYT YKPATHM TA XAPKIBCbKOI'O PET'TOHY

0.0. CoxosioBcbka, A.E. Paguenko, A.O. I1amenko

YV emammi npoananizoeano mumiwmiti cman pumHKy pecmopaHHux nocuyz
Yxpainu ma Xapxiscekozeo peziony, sokpema m. Xapkosa. Pozensinymo npobnemu ma
nepcnekmugu  po3eumky pecmopannoi indycmpii. Byno odocnioiceno wupomy
acopmumenmy pecmopaHHux NOciye, AKi HA0alomvCa y 3aK1A0ax pecmopaHHo2o
eocnodapcmea Xapkosa. B pesynemami ananizy oanux Oyno 6usiéneHo 3pocmanHs
KIIbKOCMI 3aK1a0I8 PI3HO20 Ce2MeHmy ma NPpUmamaHHicns pecimopaHiomy CeKmopy
Micma nepcnekmus OUHAMIYHO20 PO3BUIIKY.

Knwouosi cnosa: inoycmpis  2ocmuHHOCME;  3aK1A0U  PECMOPAHHO2O
eocnodapcmea; 06 °eKmu 20Cno0aplo8anHs,; MmeHOeHYii po3eUmKy.

TRENDS IN THE DEVELOPMENT OF THE RESTAURANT
INDUSTRY IN KHARKIV

O. Sokolovska, A. Radchenko, A. Pashchenko

The article analyzes the current state of the restaurant services market in
Ukraine and Kharkiv. The key problems and prospects for the development of the
hospitality industry in the present are considered. It is emphasized that as a result of
the full-scale russian invasion of Ukraine, the hospitality industry has become one of
the most damaged sectors of the State's economy, and the conditions for the
functioning of restaurant business establishments have become much more
complicated. A significant differentiation in the impact of the war on the restaurant
business in different regions of Ukraine was found. In addition, it is determined that
the restaurant services market has undergone redistribution, and currently the largest
number of restaurant establishments is located in the western regions of Ukraine.
Having studied the restaurant sector of Kharkiv, it can be noted that, as of today, the
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