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Anmowrkosa H.A. Knienmoopicnmosanuii cepsic sk OOMIinyIOuUtl akmop Gopmyeanus JOSIbHOCMI CHOJNCUBAHIE HA
nionpuemcmeax pecmopanno2o eocnooapcmsa. Oznsidosa cmamms.

Oco0NHBICTIO Cy9acHOTO PECTOPAHHOTO PUHKY € BIIKPHTICTh B yMOBaX KOHKYPEHIii, [0 BUMArae BiJ{ MiAIPHEMCTB GOpMyBaHHS
0COONMMBHX KOHKYPEHTHHX IIepeBar cepell THX, XTO Mae OUIbII TPHBalMil TOCBiJ BEAEHHS €KOHOMIuHOI misutbHOCTI. CrarTs
HPHUCBSAYCHA JOCITIIKCHHIO MUTaHb (DOPMYBAaHHS JIOSJIBHOCTI CIIOKMBAa4iB Ha IIJNPHEMCTBAX PECTOPAHHOTO TOCIOAAPCTBA 3
MO3MIII «KJIIEHTOOPIEHTOBAHOTO cepBicy». BH3HaYeHO KIIOYOBI MiAXOMM [O MOJEIIOBAHHS PECTOPAHHOTO IPOIYKTY,
3aIIPOIIOHOBAHO BHM3HAYEHHS CKIAJOBUX JCTCPMIHAHTIB PECTOPAHHOIO NPOIYKTY 3 IOTJIAAY HOPMAaTHBHO — IIpaBoBoi 0asm.
Po3MexoBaHO MOHSTTS CEPBICY Ta «KIIEHTOOPIEHTOBAHOTO cepBicy». OOIpyHTOBAHO BHOKpEMIICHHS (DYHKIII pecTOpaHHOro
TOCIIOfApCTBA — OpTaHi3amiss OOCIYroByBaHHS, sK JOMIHYIOUOi y Cy4acHil CepBICHIf €KOHOMILI y KOHTEKCTi
«KIIIEHTOOPIEHTOBAHOTO  cepBicy».  JIOCHI/KEHO  B3a€EMO3B’S30K  CEpBICY Ta JIOSJIBHOCTI, IIPOAaHAII30BaHO  pOJb
KJTIEHTOOPIEHTOBAHOTO CEpBicy» ¥ (HOPMyBaHHI JIOSUIBHOCTI CIIOKMBAYiB Ha MiANPHEMCTBAX PECTOPAHHOTO TOCIIOAAPCTBA.
Kntouosi cnosa: «KiieHmMoopieHmosanuil cepsicy, pecmopanuti npoOykm, cepeic, CRoACUBaY, N0IbHICIb, PYHKYIL pecmopanHo2o
20Cn00apcmea, opeanizayis 06C1Y208y6aHHsL.

Antoshkova N.A4. Client-oriented service as a dominant factor for forming consumer loyalty at restaurants. Review article.

A feature of the modern restaurant market is openness in competitive conditions, which requires businesses to form special
competitive advantages among those who have a longer experience in conducting economic activities.The article is devoted to
the research of consumer loyalty questions formation of at the enterprises of restaurant industry from the point of view of
"customer oriented service". Key approaches to the modeling of a restaurant product are identified, the definition of the restaurant
product constituents a in terms of the regulatory framework is proposed. The concept of service and "customer-oriented service"
are differentiated. The separation of the function of the restaurant economy — the organization of service, as dominant in the
modern service economy, in the context of "customer-oriented service" is substantiated. The relationship of service and loyalty is
investigated; the role of "customer-oriented service" in the formation of loyalty in the restaurant industry is analyzed.

Keywords: customer-oriented service, restaurant product, service, consumer, loyalty, functions of restaurant management,
organization of service.

a CydyaCHOMY eTalli pPEeCTOpaHHE TOCIOAApPCTBO € OJHIE0 3 OMIHYIOUHX CKJIAJOBHUX I1HAYCTpil

TOCTHHHOCTI 1 O/IHI€I0 3 HAUNPUOYTKOBIIMX cep 3/iHCHEHHS €eKOHOMIYHOT IisUIbHOCTI y cBiTi. OHaK,

IIBHUJIKI 3MiHH COI[IAIbHO-€KOHOMIYHOTO CepeOBHUINa POOATh ii i HAHPU3UKOBAHIMIOW. YKPaiHCHKUH

pecTopaHHMH PUHOK HE BHUHSTOK, BiH JIOCHUTH JTUHAMIYHHWH, HaJ3BHUYAilHO YyTIMBUHA 10 €KOHOMIUHOI
CHUTYaIlii, COiaTbHO-TTOMITAYHIX YNHHHKIB.

®axiBIli MPOTHO30BAHO OIIHYIOTH OOCST pUHKY PECTOPAHHOTO rocroaapcTBa Ykpainu 3a 2019 pik 'y 38 mupx
TPUBEHB, a HalOUIbIIA YacTKa NMPHUIAAae Ha 32Ky THUITYy pecTopaHu Ta Kadpe — 48%, MeHIIe Ha 3akiuagu Fast
Food — 39 %, iHwi Tanu Gapwu, HiyHi KIyou — 19 %. 3a nanumu Jlep:kaBHOI CITy)KOHM CTaTUCTHKU Y KpaiHu Ha 1
gucromaga 2019 poky odimiiHO 3apeecTpOBaHO Ta AaKTHBHO [Mi0YMX 7535 MiANPHEMCTB THMYaCOBOIO
po3MimieHHs i oprasizamii xapuyBaHHA (0e3 (i3MYHMX 0Ci0- MANPHEMIIB), MO0 CTAaHOBUTH jume 2,7 % Bix
3araibHOI KiTBKOCTI T anpueTs [1].

OnHak, rajxy3b pECTOPaHHOTO TOCHOAAPCTBA MPOJOBXKYE PO3BUBATUCS MONPH HAasBHI KPH30BI SIBHUINA B
€KOHOMIIli, aJanTy€eThCS A0 3acaj] HOBOI €EKOHOMIKH BPaKEHb K CYJacHOTO eTaly CyCHIBHOTO BUPOOHUIITBA 1 €
JUSUTBHICTIO 3 BUCOKHUM piBHEM KOHKypeHIi. Bu3HadeHi aciekTn Bce Oifpllle aKTyalli3yIOTh 3aBJAHHS MOIIYKY
JIi€BUX THCTPYMEHTIB, c1I0c0o0iB, METOIIB I BUIICHH KOHKYPEHTHOCIPOMOJKHOCTI MiIpHeMcTBa. BpaxoByroun
cnenu(diky (QYHKIIOHYBaHHS pPECTOPAHHOTO Oi3HECY, MOXHAa BW3HAYWTH, IO 3HAHHS NP0 JIOSUIBHICTH
CIIO)KMBAUiB Ta YMHHUKK 11 (OpPMYBaHHS MalOThb CTpaTeriyHe 3HAUeHHS B CTaOUIBHOCTI Ta YCHIIIHOCTI
HiMPUEMCTBA PECTOPAHHOT'O TOCHOAAPCTRA.

AHaJi3 ocTaHHiX JocaiTxKeHb i mydJaikaniii

3BaXkalo4uM Ha Te, 1[0 3aCTOCYBaHHS «KIIIEHTOOPIEHTOBAHOTO CEPBICY» Yy B3a€EMOJIl 31 CHOXXHMBAueM CTae
BEy4OI0 MapaJurMoI0 BeJIeHHs Oi3Hecy, el TepMiH cTa€ Bce OiNbII MOMYJISIPHAM Y HAYKOBOMY CEPEIOBUIII.
CyTHICTh ITOHATTS «KJTIEHTOOPIEHTOBAHICTEY) aKTUBHO PO3TJINAETHCS BITYM3HIHUMH 1 3apyOKHUMH aBTOPAMHU.
Haii6inpmuit BHecok B mocmimkeHds 3poownu C. Bapro, P. Jlam [2], M. Iloprep, P. Jlorep6opn, B. Kpocc,
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X. xxeboep. Cepen Bitumsnsaux: C. KoBampuyk, I1. ITerpudenko, H. Ps6oxons, C. TlonoHCEKMIA, B mparisx
SIKAX BHCBITJICHI 3arajbHi 3acaiy KIIEHTOOPIEHTOBAHOCTI MiANPHUEMCTBA, a B mparsx O. YCThsiH po3pobieHo
KOHIENTYaJbHUH IMiIX11 O BIPOBAKEHHS KIIEHTOOPIEHTOOPIEHTOBAHOCTI Ha MiANMPUEMCTBA CepH po3Bar Ta
BignmounHKy [3].

IIpoGmemi HayKOBOTO BU3HAYEHHS MOHATTA «CEPBIiC» Ta « KIIEHTOOPIEHTOBAHHUIN CEPBIC» OCTAHHIM YacoM
TIPUCBATHIIN CBOI IyOuikamii Bimomi 3apyOixkHi aBTopm A. Baimmseiir, K. Jlosuok, .oy [5], a muranHs
JOSTTPHOCTI  CIIOKMBaYiB € TPEAMETOM JHUCKycid BueHmx, Takux sk @.Kormepa [6], B.)Kmanoma [7],
O. Marymescbkoi [8], C. Tkauosoi [9].

Memoto pobomu € TOCHIIUTH TIepelyMOBH OpTaHi3alii «KJIi€EHTOOPIEHTOBAHOTO CEPBiCY» Ha MiANPUEMCTBAX
PECTOPaHHOTO TOCIOAAPCTBA SIK HOBOTO TPEHAY HE EKOHOMIYHOro MeToxy (OpPMYBaHHS JIOSUIBHOCTI
CIIOXKMBayiB, 0OrpYHTYBATH 3HAYEHHS CEPBICHOI CKJIaJI0OBOI Y CTPYKTYp1 pECTOPaHHOTO MPOIYKTY.

Bukiag ocHOBHOro MaTepiaiy X0CTiTKeHHA

3 onHi€l CTOPOHM Tany3b PECTOPAHHOTO TOCIONAPCTBA € ICTOPUYHO NaBHS cdepa AISUTBHOCTI 3 YITKUMHU
3aKOHOMIPHOCTSIMH, 3 1HINOI — JOCTaTHRO 1HOBAIiiHA, SKilf MpUTaMaHi HOBI CTpaTerii Ta HANPSIMKH PO3BUTKY
cydacHHX Oi3Hec-cucteM. [lepemyMmoBaMu mosiBa i€l «KIIEHTOOPIEHTOBAHOTO CEPBICY» B TEOpil Ta mpakTHdi
pecTopaHHOTO Oi3HECY CTajo TparHeHHs IO CTBOPEHHS YHIKAIbHUX KOHKYPEHTHHX IIepeBar, sKi MOKHA
CTBOPHTHU JIMIIC 3 TO3HIIi «KII€HTOOPIEHTOBAHOTO MIiAXOIY», 332 SKOTO OCHOBHOIO IIUDIIO MiJIPHUEMCTBA €
3aIOBOJICHHS YCiX MOTped CIOKMBada i OTPUMaHHSA HOTO JNOsUTbHOCTI. [IpakTHYHWHA MOCBiA CBiAYMTH, IIO
CIOXXKMBaul BiIYyBalOTh JAOCHUTh PI3HUH CTYIHb 33/I0BOJICHHS Bijl CIIOKMBaHHS MPOIIOHOBAHOTO PECTOPAHHOTO
NPOJAYKTY, 1 TOMYy iXHS NPUXWIBHICTh 3aJE€KHTh BIJI TOro, HACKUIBKH MiANPUEMCTBO PECTOPAHHOTO
roCroJiapcTBa 37aTHe 3a0e3MEeYUTH CydacHi MPIOPUTETH — OTPUMAaHHS BpPaKEHb Ta TMO3UTHBHHX €MOLIH Bif
OTPUMaHUX TNOCIYT, II0 MAa€ BJIACTHBICTh CTBOPIOBATH EMOLHHY NpUBI3KY A0 3akiany. Sk pe3yibrar,
BIPOTIMHICTh BIZBIAYBaHHS 3aKjiagy BAPYre IICJIsS TOTO, sSK OYIKYBaHHS CIIOKMBadya BIPI3HSIIOTHCS BiJl
BIIACTHBOCTEH PECTOPAHHOTO MPOAYKTY, 3BOAUTHCS MPAKTUIHO IO HYJIA.

3 ypaxyBaHHSIM BHINEBUKJIAJACHOTO, IOMIHYIOUMM UYHMHHUKOM 3a0€3N€UeHHs IIOCTIHHOrO IONMUTy Ha
MPOIYKIII0 PECTOPAHHOTO TOCIIOAPCTBA € 33aJ0BOJICHI CIIOKUBAYi, iX JOSNBHICTE. 3a HocnikeHHsIMA YK 1aHOBa
B.B., He Bci KiTi€eHTH (OPMYIOTH OCHOBHUI NPHUOYTOK MiANIPHEMCTBA, KEPIBHUITBY JOCTaTHHO 3aBotoBaTH 20%
JIOSUTHHUX KIIIEHTIB, AKi 3a 3ak0HOM [laperTo 3a0e3neuars 80% npubyTky. [IpoTe, BaXIMBO WIHUTH yCiX TocTei,
320X0YyBAaTH, IIKyBaTH 3a JTOBipy [7].

3 ornsiay Ha 1ie, OCHOBOIO (hOPMYBaHHSI JIOSUIHOCTI CIIOKMBAUIB € PECTOPaHUI NPOJYKT, ITijl SKUM HAyKOBIIi,
(haxiBIli, EKCIEPTH PO3YMIIOTh PE3yNbTAT MISUIBHOCTI MiAMPHEMCTB PECTOPAHHOIO T'OCIOAAPCTBA — CYO’ €KTIB
pecropanHoro 6i3Hecy. I 10 cbOrosHi TpUBa€ HayKOBa AMCKYCisi HABKOJIO BH3HAYEHHS MOHATTS «PECTOPAHHUM
npoaykT». Tak, Martymescbka O.1°, BBaxkae, 110 32 CBOEIO MPUPOJIOI0 PECTOPAHHUN MPOAYKT € KOMILJIEKCHUM, 3
MarepialbHOK Ta HE MaTepiajlbHOK YaCTHHAMM — TaBap Ta IOCIYra, sKi (GOpMYIOTh €KOHOMIUYHI BiJHOCHHH
MK CIIOKHBAaYEM TOCTYT Ta BUPOOHHUKOM [8].

TxauoBa C.C., IanoBa T.II. BBaXKarTh, O PO3TIISAL PECTOPAHHOTO MPOAYKTY SAK CYKYIMHOCTI MPOAYKIII Ta
MOCTYTH HE Bif0oOpa)karoTh HOro KOMIDIEKCHOCTI, 0araTOpiBHEHOCTI Ta MYJIBTHATPHOYTHOCTI, i CXWIAIOTHCS 0
’situpiBaeBoi Mozenmi @. Kotnepa [6], mo ckimany sikoi BXOASTH KIIFOYOBA I[IHHICTH MPOJYKTY, OCHOBHHH,
OUIKYBaHHH, MOKPANICHAH Ta OTCHIIHHUH TPOAYKTH [9].

3a TpakTyBaHHAM JKmaHoBa B.B., pecropanmii mpoaykr Mmae ribpuaHy (opMmy, IO MICTHTh PEUOBHHY
(BimuyTHa) Ta cepBicHY (HEBiAUyTHA) CKJIAJIOBI, [II0 MAIOTh MOBHICTIO 3aI0BUIBHATH MOTPEOU CrioxkuBadviB [7].

OOrpyHTOBaHICTh HOHSTTSl «PECTOPAHHOTO MPOAYKTY» SIK CYKYHMHOCTI KUIBKOX CKJI3JOBUX BU3HAYMMO Ha
3aKOHO/IaBYOMY PiBHI.

3rigao JCTY 4281:2004 «3aknamu pecropanHoro rocrnonapersa. Knacudikamisy, ynanuii Big 01.07.2004
poKy, yHKTY 4, Knacudikaliisi 3akjiaiB peCTOPaHHOTO rOCIOAPCTBa 0a3y€eThCsl HA KOMIUIEKCI BUMOT JI0:

1. acopTHUMeHTYy NpOJIYKIil;
2. piBHA O0OCITyrOBYBaHHSA i HaJTAHHS MTOCIYT.

Bumorn 10 3axyiaziiB pecTOpaHHOTO TOCIIOJApCTBA PETJIAMEHTYIOTHCS IMYHKTOM 5 «3arajbHi BUMOTH JIO
3aKiaziB pectopaHHoro rocrojapcrsay JCTY 4281:2004 i BU3HA4aIOTh 10 TAKUX OCHOBHHUX XapaKTEPUCTHUK:
ACOPTHMEHT NPOJYKI] Ta BUMOTH /10 0pOpMIICHHSI MEHIO, IPEHCKYPaHTy 1 KapTH BUH;

Miclie po3LITallyBaHHs 3aKiIajly Ta CTaH HPUIIETIIOf TEpUTOPIT;
BUJI, THII Ta OCOOIUBOCTI Oy TiBIIi;
KOM(OPTHICTH, 30BHIIIHIHN Ta BHYTPILTHIA AW3aiH TPUMIIICHHS,;
piBEHb OCHAINEHHS 3aKJajiB yCTaTKyBaaHHSIM, MEOJIIMHU, TTOCY/Y, CTOJIOBUMHU MPUOOpaMH, CTOJIOBOIO
OLIU3HOIO;
6. mporec 00CIyroByBaHH,;
7. ocBiTHRO-KBaTi(hiKaI[iHHUI PiBEHb MIEPCOHAITY;
8. HOMeHKIarypa faoaaTkoBux mociayr [10]

Take ¢opMysTrOBaHHS Ja€ MOMIIMBICTh CTBEp/XKYBaTH, IIO PECTOPAHHMH MPOXYKT MOXHA IOJAaTH SK
CYKYIIHICTB:

1. nmponykuii pecTopaHHOTO rocroaapcTsa ( CTpaBH, KyJiHapHI BUpOOH, HAIO1, TOILO);
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3. MarepiaJbHO-TEXHIYHOI CKJIaI0BOI — MPEIMETH Ta 3aco0H, MmO 3a0e3MeUyIOTh CIIOKHBAHHS i€l
mpoayKii (mocyn, Meoi, 3ama);
4. cepsicy ( 06cayroByBaHHs, piBeHb NMPOGECIHHOCTI IEPCOHANY, HOJATKOBI MoCayru Tomo) (puc. 1).

TIpomyxist
PECTOPaHHOTO
TOCIOJapCTBa

MarepiaabpHo-

TEXHIYHA Cepgic
CKJIa[0Ba

Puc. 1. Mojens pecTopaHHOTO IPOIYKTY
Loicepeno: enacna pozpodoxa aemopa.

AHaI3yI0UYM CKJIJ0BI PECTOPAHHOTO MPOAYKTY, MOXXKHA 3POOUTH PO3IMOMIT HA €JIEMEHTH Ta JOCIIIUTH
BIUTHB KOXKHOTO Ha CrioxuBaya (puc. 2):
— MarepianbHi eJIeMEeHTH — IIPOAYKIIii PECTOPAHHOTO TOCMOAAPCTBA Ta MATEPiaIbHO-TEXHIYHA CKIIA/I0BA;
— HeMaTepiallbHi eIeMEeHTH — CEpBIC.

@ Pectopannuit npoaykT ?

TBepauit npoaykT M’ sxuii IpoayKT
MartepianbHi ereMeHTH HewmarepianbHi eneMeHTH
Crpasu, KyniHapHi BUpOOH, 3ama, IOCyL, Cepauc, cUXoJIOTigHa aTMocdepa,
U IPYXKeIOOHICTh, 1HINIaTHBA, CITiBIPAIs]

J

AbcTpakTHi, Cy0’ €KTHBHI, BIICYTHA
MOJKJIUBICTh TIONIEPENHBOT OIIIHKH,

J |

MaroTh KOPOTKOUYACHY JIiF0 Ha CIIO’KHUBAYa MaroTh ZOBrOTpHBAITY Jif0 HA CHOXKHUBAaYa

PeanbHi, 00’€KTHBHI, BUMIPIOBAJIBHI y
BIJTHOIIIEHH] «I[iHAa — AKICTH)»

Puc. 2. BrinmuB cK1aIoBUX peCTOPAHHOTO MPOIYKTY Ha CIIO)KHUBada
Locepeno: enacna pospobka aemopa

PuHKOBa MOJIENH PECTOPAHHOTO IMPOXYKTY Ma€ CKJIAAHIITY CTPYKTYpY, IO 00’€IHYy€e NeKiIbKa PiBHIB, IO
JI03BOJIsIE (POPMYBATH , PO3BUBATH, YZIOCKOHAIIOBATH 11 ITil BIUINBOM YWHHUKIB BHYTPIIIHBOT'O Ta 30BHIIIHHOTO
CepeoBUILA.

3 MEeTOI0 JOCIIDKEHHS 3HAYEHHS CEPBICY y CTPYKTYpi PECTOPaHHOTO MPOAYKTY, OyJl0o TpoaHalli30BaHO
HaWOLTBII PO3MOBCIOMKEH]I 3aKOPIOHHI OaraTopiBHEBI MoJeNi MOJAHHA XapaKTEPHCTHUK ToBapy (TOCIyTH)
T.JIeitrta, ®.Kotnepa, B.bnaroesa.

3a HamMM TEepeKOHAHHIM, HaHonTuManbHImoOK € Monens . Kotmepa, mo MiCTHUTh KIFOUOBY WiHHICTH
TPOAYKTY, OCHOBHHH, OYiKyBaHHH, TIOKpAIEHHI Ta MOTEHIIHHKI mpoaykT (puc. 3).

Posrnsgaroun mepmmid piBeHb, A0 SKOTO YMOBHO BITHOCSTBCSA IIHHICTH MPOAYKTY, OCHOBHHM HPOIYKT Ta
OYIKYBaHMH NPOAYKT, MOXKHAa CTBEPJUKYBATH, 110 Ha IAHOMY DIBHI pECTOpPaHUH MPOIYKT Ma€ 3aJI0BOJIHHUTH
MOTpeOU CIIOKMBaYa y XapuyBaHHI Ta 3a0€3MeYUTH HOro OYiKyBaHHS BiAMOBIJHO /10 HOPMAaTHBIB MiANPUEMCTBA.
Krnacnune moHATTS «cepBicy» 3HAXOANUTHCS SKpa3 Ha 1boMy piBHI. [Ipore, popMyBaHHS KOHKYPEHTHHX IIepeBar
3IIMCHIOETBCS Ha APYrOMY Ta TPETbOMY pIBHAX MOJENi 3a JONOMOIOI0 MOKPALIEHOro Ta IOTEHLIHHOTO
NPOJYKTIB, i3 OPraHi3ali€lo ye «KIIEHTOOPIEHTOBAHOTO CEPBICY».
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Bumesnxiiaziene 103BOJS€ BIAMITUTH OCOOIHMBOCTI PECTOPAHHOTO TPOAYKTY: 1) Mae KOMIUIEKCHUHA
XapakTep, BIAMOBiTae THUITy, Kiacy, GopMaTy Ta KOHHEMIii cy0’ekTa Oi3Hecy; 2) € pe3ynbTaToM e(eKTHBHOI
pearizanii Oi3Hec-TIporieciB cy0’€KTa, IO 3YMOBIIOE IMiABUIICHHS SKOCTI IiSUTBHOCTI Ta 3pOCTaHHS PHUHKOBOI
BapToCTi Oi3HeCy; 3) cIpsMOBaHHN Ha 3aJ0BOJICHHS IOTPeO CIIOKMBAUiB Ta e()eKTHBHE BUKOPHCTAHHS PECYpPCiB
cy0’exta; 4) mepenbavae ¢GopMyBaHHS Ta TIIOCTIHHE YOOCKOHAJCHHA MoJeli e(eKTHBHOI B3aeMomii 3i
CHOXWBAaYaMHM; 5) BIATIOBia€ KUTTEBOMY IMKIY Cy0’€KkTa; 6) BIANOBiZae BUMOTaM JAEP:KaBHUX HOPMAaTHBHUX
aKTIB Ta BHMOTaM pECTOPAaHHOTO pHHKY; 7) BIUIMBAaE Ha INO3UIII0 cy0’ekTa Ha PECTOPAHHOMY pPHHKY;
8) 3anexuts Big Gopmu QYHKIIOHYBaHHS Cy0’€KTa PECTOPAHHOrO Gi3HECY Ha PHHKY (HE3aJeKHHUH CYO’€KT,
Cy0’€KT BXOAMTH JI0 CKJIaJy PECTOpaHHOI Mepesxi abo rpymu); 9) HOCTIHHO alanTyeThes 0 BUMOT 30BHIIIHBOTO
cepenoBuina; 10) € HEHTpaJbHUM €JIEMEHTOM CHCTEMM YIpPaBIiHHS SKICTIO cy0’ekra Oi3Hecy; 11) Mae
CIPOMOXHICTb JI0 TIOCTIHHOTO yJOCKOHAJICHHS, PO3BUTKY LIJISIXOM YIIPOBaJKEHHs IHHOBaLil; 12) € KII0Y0BUM
€JIEMEHTOM TOPTOBEJIbHOT Mapkw, OpeHmy [9].

Puc. 3. PiBHi Mogmeni pectopanHoro npoaykry 3a @.Kotiaepom
Howcepeno: enacua pospobka agmopa

VYHIKaNbHICTIO QYHKIIOHYBaHHS IiAIPHUEMTCB PECTOPAHHOI'O TOCHOAAPCTBA € MOEAHAHHS TPHOX (BYHKIIH —
BUPOOHHUIITBA, peaii3allii, opradizamii CHOOXHBaHHA MPOAYyKIi. JloOHeZaBHA, OCHOBHHI eTall CepBiCy
3MIACHIOBABCS y 3aKJIIOYHIA (QYHKIIT - OpraHi3allisi CIIOXKHBaHHS, 1 I AKICHOTO OOCIYyrOBYBaHHS JOCTATHBHO
OyI10 npodeciiiHoro 06CIyroByrOUOro MepCcoHally, CBOEYaCHOI 110/1a4i CTPaB, KOPEKTHOCTI IIPH PO3PaXyHKY.

IIpore, croromHi crocTepiraeThCs MacmTaOHE 3POCTaHHSA CQEpPH IOCITYT, M0 € BAXKIUBAM AacIeKTOM
E€KOHOMIYHOTO PO3BUTKY CBITOBOI TOCHOJApCHKOI CHCTEMH Ta, B 3HAYHIH Mipi, MOB’sA3aHO i3 MpoIecamu
3pOCTaHHs HAIIOHAJIBHOTO AOOPOOYyTY, IHAMBIAYyaIbHUX JOXOMIB Ta €KOHOMIYHOI MonepHizanii. Taki mponecn
NPU3BOJATH 10 BUHUKHEHHS Ta CTAHOBJIEHHS HOBOT'O THILy Opraisallii rocHoAapchKoi CHCTEMH — CEepBiCHOL
€KOHOMIKHM, B SKii TIpoIlecH BHPOOHHMITBA MaTepiaIbHUX TOBApiB 3MIHIOIOTHCS IpolLecaMH BUPOOHMIITBA
HeMaTepiaJbHUX TOBapiB, mociyr. JlaHi mepeayMOBH, 3yMOBIIOIOTH CEPBICHY CKIAIOBY (YHKIII opraHizamis
CIIO)KMBAHHSI CTaTH OCHOBOIO KIIIEHTOOPIEHTOBAHOTO TiJIXOXy MiJNPUEMCTBA PECTOPAHHOIO TOCIOAAPCTBA, i
BUJIJIEHHsT 4eTBepTOl (DYHKIIT peCTOPaHHOTO TrOCIONApCTBA — OpraHi3allis 00CIyroByBaHHS CIIOXKHMBadiB, SKa
CIPOMOXKHA y TENepillHii yac TpaHC(HOPMYBaTH IOHATTS «CEPBICY» Y «KIIEHTOOPIEHTOBAHUI CEpBIC», L0
3a0e3MeUnTh CTIHKY KOHKYPSHTHY MepeBary cyo’ €KTa peCTOpaHHOTO Oi3Hecy.

JlocmimkeHHsT K 3apyODKHUX, TAaK 1 BITYM3HSHUX BYCHHUX IIIATBEPIHIN, 110 €(PEKTUBHICTH MisJIBHOCTI
HIANPUEMTCBA PECTOPAHHOTO TOCHOAAPCTBA 3HAXOAMTHCS B MpPsIMil 3ayiexHOCTI Bin cepsicy. Ti pecropanwu,
KEPIHUITBO SKUX PO3YMi€ 3HAUEHHS CEpBIiCY AJISl YTPUMAaHHs HAsSBHHUX KIIEHTIB, TaK 1 JUIA 3aJTy4eHHS HOBHX,
(opMyIOTH CTpaTerito poO3BUTKY camMe B 0OOJIaCTi CEpBICHOI MAiSUIBHOCTI CBOTO MIiJIIPHEMCTBA, JOCATAIOUH
IJILOBOI yCTaHOBKH — ()OPMYBaHHSI JIOSUILHOCTI CIIO’KUBAYiB.

[oHATTA «IOSUIBHICTE» BBIMIUIO B 0OOIr BHACIIJOK BHKOPHCTaHHs aHriidcekoro ciosa “loyalty”. Ixoxi
3aCTOCOBYETHCS HIMMH TepeKia] Ha yKpaiHChKY MOBY — «IIPUXWJIBHICTBY, IIPOTE CaMe TEPMIHY «IOSIBbHICTE)
OCTaHHIM 4acOM BiAZIa€ThCS IIepeBara pecTopaTopaMy Ta HNPaKTHKYIOUUMH MapKeTOJIOTaMH.

HaiinmommupeHinri TiayMadeHHs TepMiHy MpencTaBieHi y Tabm. 1.

BpaxoBytoun 0coOJMBOCTI (YHKI[IOHYBaHHSI c(epd PECTOPaHHOIO T'OCIIONAPCTBA, MOXKHA CPOpMyBaTH
HACTYIIHE BU3HAYECHHS TEPMiHY: JOSIIBHICTH CIIOXKHMBaya — I1¢ NO3UTUBHE BiJHOIIEHHS IOCTS [0 NOCTayalbHUKA
PECTOPAHHOTO MPOYKTY, MPHU IKOMY (HOPMYIOTHCS TOBrOTPUBAII 3B’ SI3KH. SIK pe3ynbTar, YCHilllHI pecTOpaTopu
y cBOiif poOOTi BUKOPHCTOBYIOTH Pi3HI MPOTPAMH JIOSITFHOCTI, B OCHOBI SKHX JIS)KUTh IPUHINT 3a0X04eHHs. Lle i
OOHyCH, 3HIKKH, CHCTEMa HAaKONMWYEHHsS TOIO. Y pecTopaHHOMY Oi3HECi NOCBiJ 3aCTOCYBaHHS ITOJIOHMX
nporpam MO3WTUBHUIL 1 po3po0IieHi TeBHI (HOpMH, 3aCHOBaHI Ha Ha crieludini MapkeTHHry mocnyr [11].

OpnHak it 6araTboX KEpiBHUKIB MiJIPHEMCTB PECTOPAHHOIO I'OCIIOAPCTBA € OYEBUAHUM TOH (hakT, mo iX
MOTEHIiaJl MPOTpaM JIOSJIBHOCTI, 3aCHOBAHMX BHHSATKOBO Ha E€KOHOMIYHIH BHMTOAI 1 CTUMYIIIOIOUMX aKIifX,
BUUEpNaHui. Y AaHii JisUTbHOCTI OIIBII BayKIIMBO HE NMPOCTO NMPHUBEPHYTH YBary KOPOTKOYAaCHUM 3a0XOUYECHHSIM,
a ¥ yTpuMarH rocts, 3poOUBIIH HOT0 MOCTIHHNM KilieHTOM. ToMmy /Uit (hOpMyBaHHS JIOSUIBHOCTI NEpIIOYEeproBe
3HAYCHHST Ha0yBaa€ SIKICTh 0OCITYrOBYBaHHS, yBara Ta mpodeciiHICTh IePCOHANY Ta IHAMBIAyadIbHUN MiAXIT 10
3aI0BOJICHHS TMOTPEO CHOXKKMBaYya, TOOTO KITIEHTOOPIEHTOBAHA CEPBICHA MOJIITHKA MignprueMcTna [12].
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ABTOp Busnauenus tepMiny
JlosipHICTE 10 OpeHOy — «cTiiika MOBEIIHKOBA pEakilis BiJHOCH NEBHOTO OpeHAy, IO BHHUKIA B
Xodpman A, pe3ynbTaTi MCUXOJIOTIYHOTO MPOIEC OLIHKK». |HIUMU cloBaMu, JOATIBHICTh — TEHACHIISI CIIOKHUBAY
Bytu P. BiJIB1IyBaTH BiIOMHI MepeXeBUil pecTopaH 3HOBY 1 3HOBY, TOMY IO CIIOKHBAY BiJa€ HOMY IepeBary
HaJl yciMa iHIIUMH.
. K JIOSUTBHICTD  PO3IIINAETECS K IIepeBara CIOKHBada, ska (GopMyeTbesl pe3ynbTaTi yocOOIeHHS
- nomep MOYYTTiB, EMOILH, TyMOK BiTHOCHO IiITPHEMCTB Ta ITOCIYT («eMOIiiHa IPHUB’I3Ka» 0 3aKIany).
JlostmbHUH cHOXKUBAY — II€ CTOXKUBAY, SIKUH POOUTH PEryisipHi MOKYNKH MPHYOMY KYIye HE TiTbKU
I'pidpdin NEBHUH NPOAYKT, aje H iHII NPOAYKTH T MOCIYyTHM ONeparopa, Mae IMEBHHH IMYHITET HpOTH
KOHKYPEHTIB PEKOMEHAY€E NPOIYKT iHIIUM JIOIIM
JlosipHICTh — 1€ TIHOOKa MPUXWIBHICTH CIIOKMBa4ya HaAaldl KymyBaT OOpaHMH HHM pPECTOpPaHHHMA
Oumisep NPOJYKT, HE3BAKAIOUH HA CHUTYyaliiiHI (akTopH, cepel SKUX — MapKeTHHTOBI KaMIIaHii, [0 HaJaloTh

HioMy rpoOyBaTH MPOIYKT iHIINX MiAMPHEMCTB PHHKY PECTOPAHHUX ITOCIYT.

JIOSUTBHICTD SIK BIIUIAHICTH BIACHOMY JDKepely LIHHOCTI. JIOSibHM IMOKynenp He 3MIHIOE JDKeperio
LiHHOCTEH, TOOTO pa3 y pa3 KyIye IPOAYKT, 1 peKOMEHAYE HOro CBOEMY OTOYEHHIO.

JIoATBHICTD «IK peryispHe (IOBTOPIOEThCSA) NMPHAOAHHA MPOAYKTY OaHO MapKH, 3aCHOBaHE Ha
TPUBAJIOMY 3 HEIO 3HAHOMCTBO i CIPHATIMBOMY 1 HEl CTaBICHHSY.

JIosUTBHICTB — TIepeBara OJHOTO PECTOpaHy IPH KOXKHIH MOKYIIi PEeCTOPaHHOTO IPOAYKTY.

BiH 3a3Havae, M0 «CIOKUBAY CIiTye MOJIEII IIOBTOPHOI MOKYIIKH, TOM IIIO caMe Iie PeCTOpPaH AOCUTb
no0pe 3aJ0BOJIBHSIE HOTO MOTpeOH abo TOMY IO y HBOTO (POPMYETHCS OCOOMCTa IPHXHIBHICTH IO
Hboro» KpiM 116010, HaHuil 3aknajx Hajae BCi OYIKyBaHI BUTOH, BIAIIOBiNA CTHIIIO JKUTTS CIIOXKMBAda
a00 Xk ioro xapakrep (00pa3) 30ira€TbCs XapaKTEPOM CIIOKHBAYAY.

JIOSIIBHICTD 1O BiJHOIIGHHIO JIO IIANPHEMCTBA PECTOPAHHOTO TOCIOAAPCTBA — 1€ «KOIHM TOBAp
puBaOIMBUI CIIOKHBAYAM MipOIO, JOCTATHBOIO IS 31iHCHEHH MMOBTOPHOI OKYITKI.

Lborcepeno: enacna pospobka asmopa

®. Paiixenbn

JIx. Poccutep 1
JI. Iepci

P. ®oxcon

V. Yemnc

3apyOixkHi  QaxiBii B obmacti cepmicy, 3okpema JI. Illoyn, TOB’SA3yI0Th  B3a€MO3BSI30K
«KIIIEHTOOPIEHTOBAHOTO CEPBICY» 3 JOsUIBHICTIO: «DYHKIIiSI KJIIEHTOOPIEHTOBAHOTO CEPBiCY — 30eperTH HasBHUX
CTIOXXMBAuiB, 3aJy4dTH HOBHUX 1 CTBOPDUTH Yy BCiX MOTpeOy MpPOAOBKYBaTH CHIBIPALlI0 3 BallUM
mignpuemMcTBOM [5].

3acTOCYBaHHS «KJIIEHTOOPIEHTOBAHOTOT CEPBICY» HE JIMIIE CTBOPIOE 1 MIITPUMYE JIOSUTBHICTD, @ i BiJIHOBIIOE
ii, sikicHe 0OCIyroBYBaHHS 3JaTHE NMOBEPHYTH IOBIpY, JOSIBHICTH IO OpeHAY i TOTOBHICTH IO IOBTOPHOTO
npuAOaHHS PECTOPAHHOTO IPONYKTY Y CIIOKHBAYiB, SKi 3IIITOBXHYIHCSA 3 TEBHHMHU IpoOIeMaMH Tix dYac
MPOLIECY CIIOKHUBAHHS.

3a TBepmkeHHaM J[xona Iloyma, g peanmizamii NEpIIOKIACHOTO SIKICHOTO «KIIIEHTOOPIEHTOBAHOTO
cepBicy» HEOOXiTHO CTBOPHUTH TaKi OpraHi3amiiHi CKIAJ0BI:
CEpPBICHUII TUTaH;
cTpareris;
Oe3rmocepeiHs y4acTh BUIIOTO KEPIBHHUIITBA;
BUCOKHH PiBEHbB IiATOTOBKH [IEOCOHAY, HOTO MOTHBAILIS,;
HasIBHICTb 1H(pacTpyKTypH;
SKICTh MPOJYKLIT Ta MOCIYT;
METOJH OILIHKH SKOCTi 00CITyTOBYBaHHS [5].

NogokrwbdpE

BucHoBku

BpaxoByroun BHKJIaJeHE, MOKHA 3 BIIEBHEHICTIO CTBEpKYBAaTH, IO YCIIIIHUA PO3BUTOK MiJNPHEMCTBA
3aJIOKUTh Bl PO3YMIHHA MOTHBIB IOTCHILIHHMX CIOXHMBAYiB, 3AaTHOCTI A0 MPOQeciiHOro aHalizy MHpoIecy
NPUHHATTS pillleHb CIIOKMBadyaMH PECTOPAHHHUX IPOJYKTY, yceOiuHEe BHUBUCHHS SIKOTO JJO3BOJIMJIO BH3HAUUTH
HOTo SIK KOMIUTIEKC IPOAYKIii, MaTepialbHO-TEXHIYHOT CKJIaI0BOI Ta CepBicy.

JlocmipkeHHST [TOBENo, SKIIO paHille CepBiC B OCHOBHOMY 30CEpeKyBaBCS y (QYHKII opraHizarmis
CHOXWBAHHS, sIKa Maja MaHiBHE 3Ha4CHHS Ha (POpPMYBaHHS JIOSUIBHOCTI CHOXHBaya, TO «KITi€HTOOPIEHTOBAHUIN
cepBic» Mae OYTH OpraHi3oBaHWH y KOXKHIN (YHKIIT pECTOPAHHOTO rOCOAapCTBA, OCKUILKHU CTAE TOMIHYIOUNM
YUHHUKOM (POpMyBaHHS JIOSUTBHOCTI CITO’KHUBAYiB.

OCKITBKH «KIIIEHTOOPIEHTOBAHUM cepBic» (OKycye yBary SK Ha 30BHIIIHBOMY, TaK 1 Ha BHYTPILITHbOMY
KJIiEHTaX, TO HOTO TOJIOBHUM 3aBJIaHHIM B PECTOpaHHIN chepi € MAKCHMAIBHO BiAITOBINATH OYiKyBaHHSIM TOCTS
Ta BUIEPEPKYBAaTH HOro Oa’kaHHS, IO CTAHOBUTH 0a3nC LIHHICHOI NMPOMO3MULIi IMiIPHEMCTBA PECTOPAHHOTO
rocroapcTBaa.

Abstract

Introduction. At the present days, the restaurant industry is one of the dominant components of hospitality
industry and one of the most profitable areas of economic activity in the world.




«KnaienmoopienmosaHuil cepgic» sk 0omiHyouull Gakmop GopmyeaHH N0AALHOCMI CNOKUBAHIB HA

AnTomkosa H.A. i
nionpuemcmeax pecmopaxHHo20 2ocnodapcmea

The restaurant industry continues to develop despite the current crisis in the economy, adapts to the new
impression economy as a modern stage of social production and is an activity with a high level of competition.
Certain aspects are increasingly actualizing the task of finding effective tools, methods for improving the
competitiveness of the enterprise.

The aim of this work is to investigate the prerequisites of "customer-oriented service" organization in the
restaurant industry as a new trend of non-economic method of forming customer loyalty, to justify the value of
the service component in the structure of the restaurant product.

Outline of the main research material. The prerequisite for the idea of "customer-oriented service" in the
theory and practice of the restaurant business was the desire to create unique competitive advantages that can be
created only from the position of "customer-oriented approach”, where the main purpose of the company is to
meet all the needs of the consumer and obtain his loyalty.

Practical experience shows that consumers experience a very different degree of satisfaction with the
consumption of the offered restaurant product, and therefore their commitment depends on the ability of the
restaurant business to provide modern priorities such as receiving impressions and positive emotions from the
services received which has the ability to create an emotional attachment institution.

Thus, the basis of consumer loyalty formation is the restaurant product, under which scientists, specialists
and experts understand the result of the restaurant industry activity which are the subjects of the restaurant
business. There is a scientific debate surrounding the definition of "restaurant product"” up to present days.

A restaurant product can be submitted as a set of:

— products of the restaurant industry (dishes, cuisine products, drinks, etc.);

— material and technical component - objects and means that ensure the consumption of these products
(tableware, furniture, hall);

— service (service, level of staff professionalism, additional services, etc).

The market model of the restaurant product has a more complex structure that combines several levels, which
allows to shape, develop, refine it under the influence of factors of internal and external environment.

We believe that the most optimal model is the one offered by F. Kotler, which contains the key product
value, core, expected, improved and potential products.

Considering the first level, where the value of the product, the main product and the expected product relate,
it can be argued that at this level the restaurant product must satisfy the consumer's nutritional needs and meet
his expectations in accordance with the standards of the enterprise. The classic concept of "service" is just at this
level. However, the competitive advantages are generated at the second and third levels of the model with the
help of advanced and potential products, with the organization of an already “customer-oriented service”.

The uniqueness of the enterprises functioning in the restaurant industry is a combination of three functions -
production, sale, organization of consumption of products. Until recently, the main stage of service was carried
out in the final function which is the consumption organization, and for the quality of service there were enough
of professional service staff, serving dishes in time, correctness in the calculation.

The prerequisites of the present cause the service component of the consumption organization to become the
basis of the customer-oriented approach of the restaurant business, and the selection of the fourth function of the
restaurant industry - the organization of customer service, which is able to transform the concept of “service”
into “customer service restaurant business”.

Studies of both foreign and domestic scientists have confirmed that the efficiency of the restaurant business
is directly dependent on the service. Those restaurants whose management understands the importance of service
to retain existing customers and to attract new ones, formulate a strategy of development precisely in the field of
the enterprise service activity, reaching the target setting that is the consumer loyalty formation.

Foreign service professionals, including D. Shawl, link the relationship of "customer-oriented service" with
the loyalty: "The function of customer-oriented service is to retain existing customers, attract new customers and
create a need for everyone to continue cooperation™.

The study proved that if the service was primarily focused on the organization of consumption, then
"customer-oriented service" should be organized in each function of the restaurant industry, as it becomes a
dominant factor in the formation of consumer loyalty.

As the "customer-oriented service" focuses attention on both external and internal customers, its main task in
the restaurant sphere is to meet the guest expectations and anticipate his/her desire, which is the basis of the
value proposition of the restaurant business.
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