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The international experience shows that development of hospitality industry promotes increase in budget revenues
at all levels, creates new jobs and favorable tourist image of Ukraine. Branding of hotel business is a process of adding
cost to a hotel product due to its advertising, sale, promotion and positioning of clients. It also defines a hotel product,
the personality or the place, that should be improved in order to the buyer or the user feel the special, unique benefit
which best of all satisfies their requirements. Though for domestic hotels rather effectively to use brands of the known
hotel chains to increase the volume of sale of services and respectively to increase own profit, it is necessary to form
individual image among consumers for such hotels in the competitive environment. So the article is devoted to
specification of essence and justification of brand’s evaluation by the companies in the hospitality industry. It
investigates the correct and wrong properties of hotel brands. The comparative analysis of the brands in the luxary
market segment in Kyiv is executed. Calculation of the hotel brands’ market value is performed and their rank in the
rating is determined. The subject of article’s research is the branding in the hospitality industry in the regional market.
The purpose of the article is to investigate the peculiarities of hotel’'s branding and to evaluate the hotel brands as a tool
for improving hotel services in Kyiv market. General scientific methods are used, such as system analysis — to
determine the peculiarities of the brands, expert method — to calculate the BrandBeta index that characterizes brand
force, profit's advantage and BrandFinance methods — to evaluate the main hotel brands in the luxary market segment
in Kyiv. The following results were obtained: the hotel brands by the levels of their market value were ranked and the
advantages of branding were defined, such as generating additional income; facilitating the choice of the hotel product
by the consumer; promoting the launch of new products in adjacent markets; opening up the opportunities for investing
in the future and others. Conclusions: the results of the evaluating the hotel brand in Kyiv market can be used in the
hospitality industry as recommendations for justificating the strategy of sustainable development for tourism business.
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Problem statement.

The hotel sector in Ukraine becomes more and
more dynamic and prioritized direction of economic
activity in the conditions of deep social and economic
transformations. The international experience shows
that development of hospitality industry promotes
increase in budget revenues at all levels, creates new
jobs and favorable tourist image of Ukraine. That is
the effect lies both in economic and in the social
spheres.

Among the numerous factors affecting the
efficiency of the activity in the hospitality industry
problems, development and deployment of a hotel
brand strategy are essential. The brand warns the
consumer about a source of goods and protects both
the consumer and the producer from competitors who
try to provide goods that seem initially identical.

Formation and advance of the hotels' brands is a
part of the general marketing complex. For achieving
the maximum influence on the market and for the
advancement of a brand, it is necessary to combine

marketing tools correctly. Moreover, marketing
practices persistently certify that promotion and sale
of hotel services should be considered not as a single
action, but as an element of the thought-over long-
term strategy of the hotel complex branding.

That is why studying of modern scientific and
practical aspects of essence determination and the
mechanism of evaluation and promotion of the brand
in hospitality industry are the basics of the effective
development and functioning of this sector.

Analysis of recent research and publicasions.

Many domestic and foreign scientists have
devoted their works to study marketing tools in the
hospitality industry, such as Budnikevych I,
Krupenna I, Gavrysh I. [3], Khumarova N,
Mykhailiuk O. [10], Kvasniy O. [11], Matsekha D.,
Buryi S. [12], Mohylova A., Budashko V. [13],
Okhota V. [14], Oklander T. Osetyan O.,
Khidirov S. [15], Parvez Sh., Moyeenudin H., Arun S.,
Anandan R., Janahan S. [16], Talabi J. [18] and others.
The problems to studying the branding in the hotel
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business are investigated by Dev C.S., Withiam G. [4],
Dick, TJ. [5], Foroudi, P. [6], Gehrels, S.A,
LooijJ. [7], Ishaq, M.L, Hussain, N., Asim, A.L,
Cheema. L.J. [9], Sydoruk, S.V. [17] and others.
However, considering the relevance of this subject for
economic development and image of Ukraine as a
touristic country, it is possible to investigate the
prosess of brands' evaluation in the hospitality
industry.

The purpose of the article.

Article purpose is to investigate the peculiarities of
hotel's branding and to evaluate the hotel brands as a
tool for improving hotel services in Kyiv market.

Results.

Hotel business is a complex system that covers a
large number of its compound subsectors and has
complicated character, providing existence of various
type of attention identification to guests and a set of
ways to cope with various professional tasks and
difficult situations. Complexes consist of the different
functional purposes in the hospitality industry, for
example, clubs, hotels, boarding houses. Though they
have some general characteristics, they are unique
and wuse various ways of expression. While
investigating the hospitality industry, it should be
kept in mind that various spheres, sectors, and system
interconnections exist between hotel complexes and
other companies, in many respects similar to them [8].

The brand is a consecutive set of functional,
emotional promises to the target consumer. They are
unique and comprehended. Additionally, they form
and satisfy needs of consumers. The brand can be
described as a set of perception in imagination of the
consumer [2, 24].

The product of branding creates in consumers
imagination a set of unique associations for each
person who quite perhaps do not fit realities of the
hotel product. Everyone defines it in own way and
forms own representation of a hotel product.

Including the fact that clients can personalize
hotel business and brands, the relationships between
people and hotel products could be set up similarly to
the relations between people. Moreover, experts say
that the hotel product can have a position concerning
the customer (hotel business and brands of expensive
services are created with elements defined advantages
before the potential client - "try to buy me, [ am very
expensive, not for everyone", for example, - "Canary
holiday").

There are a number of problems facing a
trademark of hotels and restaurants, some of them are
major: its difference from others, achievements of
competitive advantages and a possibility of setting of
a higher price. All of that is possible when the buyer is
convinced of superiority for this hotel product. The
consumer is ready to pay high price for the best (real
or apprehended) quality.

Branding of hotel business is a process of adding
cost to a hotel product due to its advertising,
branding, sale, promotion and positioning of clients. It
also defines a hotel product, the personality or the
place, that should be improved in order to the buyer
or the user feel the special, unique benefit which best
of all satisfies their requirements. Necessary condition
of success of a hotel business brand is its ability to
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keep this added value in the conditions of the
competition [23].

This definition emphasizes the growing cost
which continuously increases when the consumer
buys a hotel economic brand, but not goods or
services of the general type. Fees can be connected
with confirmation of quality of a hotel economic
brand, or to be from area of the status (when the
image of a hotel economic brand passes to the
consumer), or from the sphere of conveniences
(simplification of behavior, connected with search of
a hotel product).

The analysis and practical experience demonstrate
what nowadays efficiency of hotel business has to
form the strategy of a hotel brand directed to
formation of devotion of the client. It is possible to
develop a hotel brand in any sphere, and not only the
hotel product becomes the part of the sphere, but also
actually the area, the state or the resort. Positioning,
concentrations, segmentation and promise create a
basis of the strategy of development hotel business for
an economic brand.

From a position allocate to semiotics four signal
types that are peculiar for hotels to become
brands [23]:

1) the utilitarian signal that it is connected with
applied aspects of a product and contains value
compliance to appointment, efficiency, reliability;

2) commercial signal which is connected with
exchange of value when forming a hotel product. For
example, transfer of knowledge about hospitality
level for the necessary money or compliance between
cost and service speeds;

3) the sociocultural signal connected with social
consequences acquisition (or not purchases) a hotel
product, with knowledge of membership in groups to
which the buyer seeks to belong, or that the hotel
product is suitable for the performance of the planned
purposes;

4) signal about the mythical values of a hotel
product. Myths are heroic stories about a hotel
product, such as monuments (myths about locks, the
Greek gods, etc.).

Let's carry out the comparative analysis of brands
formation of the companies of hotel business in Kyiv.
For example, we will analyze the best network hotel in
Kyiv, category of 5 stars, including: «Hayat Ridzhensi
Kyiv» hotel, «Hilton Kyiv hotel», «Premier Palace
Hotel», «InterContinental Hotels & Resorts» hotel.

Positioning of brands of the studied premium class
hotels in segments of hotel services are presented in
Table 1.

The analysis of the hotel services' world market
shows that leaders have strong brands that allow them
to keep their positions with little changes. Changes in
rating are connected with global financial crises.
Fluctuations of positions in the world market are
connected with the fact that the countries of the world
were attracted to the world hotel industry, being at
radically different stages of social and economic
development. It led to the fact that the countries take
part in tourist flows at the various levels and their size
of the consumer market according to ability of
national economies, quality of labor and other factors
defines.
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Positioning of brands premium hotels in Kyiv [19-22]

Table 1

Positioning of a brand

Logo of a brand

The Hayat Ridzhensi Kyiv premium hotel is almost located in the historic and business
center of Ukraine, in only several minutes from the main cultural and entertaining
institutions and luxurious boutiques. The walking distance to the main streets of the capital
does hotel by ideal option both for business people, and for those who arrived with the
purpose to visit tourist attractions. «Hayat Ridzhensi» has Kyiv 234 apartments, including
25 apartments of luxury range which are one of the most luxurious apartments in Kyiv.

HYATT
REGENCY

New luxurious «Hilton Kyiv» H-tower located in the building in Boulevard Shevchenko in
the center of Kyiv. Within the agreement on joint management with the company of the
article of a sofi Homes the hotel became the very first hotel Hilton in Ukraine. The Hilton
Kyiv hotel includes 262 apartments with a control system the Smart home, several
restaurants and bars, the fitness center and SPA with the indoor pool, the ballroom with a
capacity up to 400 people and also business center with 11 multipurpose conference rooms

Hilton

Premier Palace Hotel is the prestigious historical hotel.
It reflects the metropolitan essence and it is the best in Premier Hotels and Resorts network.
It is one of the leading hotels of Kyiv which visit needs to devote the time. The hotel is
located in the center of Kyiv from 150 meters to the main city street - Khreshchatyk.
Nowadays Premier Palace Hotel is one of the most beautiful hotels in the capital, with
faultless service that is chosen by the famous persons and businessmen, stars of sport and
show business. In hotel the international delegations often settle down. And all list of the
famous visitors includes more than 200 people.

PREMIER

PALACE HOTEL
e

The first-ever international brand of magnificent Inter Continental Hotels & Resorts is a
leader of world hospitality industry for 70 years. We are proud of the fact that we share the
profound knowledge of local cultural features with guests and we apply unique
technologies in approach to service. Our guests appreciate that they receive high level of

IHG

luxury and comfort in any of our hotels.

In the course of use in own activity of a brand by
hotels (this process in the world is called branding) it
is necessary to allocate the following positions [1]:
making decision on creation the own brand; using the
other brand, its development and support.

There are special relations between the largest
representatives of Kyiv hotel market, in particular,
such known brands as «Hyatt Regency», «Hiltony,
«Premier Palace», «Inter Continental». Feature of
such cooperation is the brands’ influence
(interference) to their participants in the hotel market.

Source to creating the advantages in profit to the
object of research is advance in price of a certain hotel
product and increase in sales of services. There were
no significant changes in the market during the
analyzing period. Definitions of advantage in profit is
based on comparison of the prices and volumes to sale
in 2017 (without branding) and 2019 (with branding
use).

Growth of sales confirms the ability to carry out a
main objective of activity in a year by «Hyatt
Regency», «Hilton», «Premier Palace» and «Inter
Continental» brands. For obtaining qualitative results
to evaluatation (definition of increase in the selling
price) we analysed the selling prices of similar hotel
services in the selected market segment. The lowest
price of similar services in the market is 7.7 thousand
UAH, and the highest rate - 15,2 thousand UAH.

According to methodology of evaluation, the
following main assumptions and restrictions of profit's
advantage method to the brands «Hyatt Regency»,
«Hilton», «Premier Palace», «Inter Continental» in the

selected market segment were made:

- hotels in this segment of the market have no
other intangible assets which provide advantages in
profit;

- hotel are capable to increase the planned volume
of realization of services;

- in condition of activity's continuation without
application of brands during the planning period
hotel have an opportunity to support the volume of
realization, the price and cost at the level of 2019.

Calculation by profit's advantage method of
discounting the cash flows was performed within five
years.

In the international practice (which is even more
often used in Ukraine) owners of the leading hotel
companies use the BrandFinance method to
calculating the discount rate (through BrandBeta
index). The main feature of the BrandFinance method
is that it considers to development of a brand in
dynamics.

For discounting the income flow we use the
discount rate [1]:

R=R, +BrandBetax(R, - R, ), (1)
where R, — the risk-free rate of return (discount rate);
R, — average market rate of return; BrandBeta —

index for characterizing the brand force.

According to the reference materials for Ukraine:
R;is 8%, R, on intellectual property is 15%.

To calculating the BrandBeta index we should
define the evaluating characteristics of the hotel
brands according to expert method (Table 2).

| 97




BicHuk XHY imeHni B.H. KapasiHa. Cepisa “MixHapopaHi BigHocuHu. EkoHomika. KpaiHo3HaBcTBO. Typuam”. Bun. 11, 2020

Table 2
Comparative expert estimationts of brands «Hyatt Regency», «Hilton», «Premier Palace», «Inter Continental»
Points for separate brands
Characteristics Points «Hyatt Hilt «Premier «Inter
Regency» «Hitton» Palace» Continental»
Sale level 0—10 5.0 6.0 4.0 3.0
Stay time in the market 0—10 4.0 5.0 3.0 3.0
Position in the market 0—10 4.0 4.0 3.0 3.0
Fate of the market 0—10 4.0 4.0 3.0 4.0
Price premium 0—10 7.0 6.0 5.0 4.0
Sale growth level 0—10 5.0 3.0 4.0 3.0
Price elasticity 0—10 5.0 6.0 3.0 4.0
Advertizing efficiency including on 0—10 6.0 70 5.0 4.0
the Internet
Marketing support 0—10 5.0 6.0 5.0 4.0
Brand force 0—10 7.0 7.0 7.0 7.0
Together 0—100 52.0 54.0 42.0 39.0

Source: own calculations based on the expert's data

The BrandBeta

following formula [1]:
BrandBeta =2 —0.02x,

where x — indicator assessment value of a brand.

So, BrandBeta index is 0.96 for «Hyatt Regency»
hotel (52 points of expert estimation); for «Hilton»
hotel — 0.92 (54 point); for «Premier Palace» — 1.16
(42 points); for «Inter Continental» — 1.22 (39 points).

Thus, according to BrandFinance method [1] and
formula 1 the discount rate is:

for Hyatt Regency

R =8+0.96-(15-8)=14.72%

index is determined by the

for Hilton R, =8+0.92-(15-8)=14.44%,
for Premier Palace

R, = 8+1.16-(15—8) =16.2%,
for Inter Continental
R, =8+1.22-(15—8) =16.54% .

By means of the fixed discount rate we can
calculate the cost of the Hyatt Regency brand, using
the profit's advantage method.

The value of the Hyatt Regency brand is given in
Table 3.

Table 3
Calculation of market value of «<Hyatt Regency» brand
. Units of the 1st the 2nd the 3rd the 4th the 5th
Indicators
measure year year year year year
With using brand «Hyatt Regency»
. thousand
Average cost of services UAH/ unit 11,70 11,70 11,70 11,70 11,70
Financial result before thousand
taxation UAH/ unit 4,80 4,80 4,30 4,30 3,90
Sale volume th%‘jj;lnd 280,80 | 292,50 339,30 362,70 409,50
Financial result before thousand
taxation the general UAH 115,20 120,00 124,70 133,30 136,50
Without using brand «Hyatt Regency»
Financial result before thousand
taxation UAH/ unit 3,00 3,00 3,00 3,00 3,00
Sale volume th%‘iﬁlnd 260,00 260,00 260,00 260,00 260,00
Financial result before thousand
taxation the general UAH 72,00 72,00 72,00 72,00 72,00
Advantage at financial result thousand
(profit) UAH 43,20 48,00 52,70 61,30 64,50
Discounting coefficient at the
rate of 14.729% - 0.87 0.76 0.66 0.58 0.50
The specified advantage cost thousand
in financial result (profit) UAH 37,60 36,48 34,78 35,95 32,25

Market value of a brand (thousand UAH) 176,66

Source: own calculations based on the researching data (for business secrecy the data are approximate, but it

reflects current trends)
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So, calculations of the market value of «Hyatt method. Determination of the cost of the «Hilton»
Regency» brand demonstrate the level 176,66 brand is presented in Table 4.
thousand UAH based on the profit's advantage
Table 4
Calculation of market value of «Hilton» brand
Indicators Units of the 1st the 2nd the 3rd the 4th the 5th
measure year year year year year
With using brand «Hilton»
. thousand
Average cost of services UAH/ unit 12,50 12,50 12,50 12,50 12,50
Financial result before thousand
taxation UAHY/ unit 4,50 450 4,20 4,20 4,20
Sale volume th%‘:‘glnd 325,00 350,00 375,00 387,50 412,50
Financial result before thousand
taxation the general UAH 117,00 126,00 126,00 130,20 138,60
Without using brand «Hilton»
Financial result before thousand
taxation UAH/ unit 3,00 3,00 3,00 3,00 3,00
Sale volume th%‘j:;nd 260,00 260,00 260,00 260,00 260,00
Financial result before thousand
taxation the general UAH 78,00 78,00 78,00 78,00 78,00
Advantage at financial result thousand
(profit) UAH 39,00 48,00 48,00 52,20 60,60
Discounting coefficient at the
rate of 14.449 - 0.87 0.76 0.66 0.58 0.51
The specified advantage cost thousand
in financial result (profit) UAH 33,93 36,48 31,68 30,34 30,91

Market value of a brand (thousand UAH) 163.34

Source: own calculations based on the reserching data (for business secrecy the data are approximate, but it

reflects current trends)

The market value of «Hilton» brand by profit's
advantage method is determined 163,34 thousand UAH.

Determination of cost of the «Premier Palace»

brand is presented in Table 5.

Table 5
Calculation of market value of «Premier Palace» brand
Indicators Units of the 1st the 2nd the 3rd the 4th the 5th
measure year year year year year
With using brand «Premier Palace»
. thousand
Average cost of services UAH/ unit 12,50 12,70 12,70 13,30 13,50
Financial result before thousand
taxation UAH/ unit 4,50 470 4,70 4,90 4,90
Sale volume th%‘:‘glnd 187,50 215,90 254,00 305,90 337,50
Financial result before thousand
taxation the general UAH 67,50 79,90 94,00 112,0 122,50
Without using brand «Premier Palace»
Financial result before thousand
taxation UAH/ unit 3,00 3,00 3,00 3,00 3,00
Sale volume th%‘ﬁlnd 165,00 165,00 165,00 165,00 165,00
Financial result before thousand
taxation the general UAH 45,00 45,00 45,00 45,00 45,00
Advantage at financial result thousand
(profit) UAH 22,50 34,90 49,00 67,70 77,50
Discounting coefficient at the
rate of 16.29 - 0.86 0.74 0.64 0.55 0.47
The specified advantage cost thousand
in financial result (profit) UAH 19,35 2585 31,36 31,23 36,42
Market value of a brand (thousand UAH) 150,21

Source: own calculations based on the researching data (for business secrecy the data are approximate, but it reflects

current trends)
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So, the market value of the «Premier Palace» brand
on the basis of a profit's advantage method is
determined 150,21 thousand UAH.

Determination of cost of the «Inter Continental»
brand it is presented in Table 6.

Tabauus 6
Calculation of market value of «Inter Continental» brand
Indicators Units of the 1st the 2nd the 3rd the 4th the 5th
measure year year year year year
With using brand «Inter Continental»
. thousand
Average cost of services UAH/ unit 12,00 12,50 12,70 12,70 12,70
Financial result before thousand
taxation UAHY/ unit 4,50 450 4,50 4,80 4,80
Sale volume thousand | 22800 | 237,50 292,10 292,10 342,90
Financial result before thousand
taxation the general UAH 85,50 85,50 103,50 110,40 129,60
Without using brand «Inter Continental»
Financial result before thousand
taxation UAH/ unit 3,00 3,00 3,00 3,00 3,00
Sale volume th%‘jj;nd 218,50 218,50 218,50 218,50 218,50
Financial result before thousand
taxation the general UAH 57,00 57,00 57,00 57,00 57,00
Advantage at financial result thousand
(profit) UAH 28,50 28,50 46,50 53,40 72,60
Discounting coefficient at the
rate of 16.549% - 0.86 0.73 0.63 0.54 0.47
The specified advantage cost thousand
in financial result (profit) UAH 24,51 20,81 29,30 28,84 34,12

Market value of a brand (thousand UAH) 137,58

Source: own calculations based on the researching data (for business secrecy the data are approximate, but it

reflects current trends)

Thus, the market value of «Inter Continental»
brand on the basis of the profit's advantage method is

137,58 thousand UAH.

The general rating estimation of brands' market
value in the luxary market segment is in Table 7.

Table 7

The place of the leading hotel brands in rating on brand force among the main competitors

Cost of a brand, The place in rating
Name of a hotel brand thousand UAH on brand force
«Hyatt Regency» 176,66 1
«Hilton» 163,34 2
«Premier Palace» 150,21 3
«Inter Continental» 137,58 4

Thus, the calculation results defined that the hotel
«Hyatt Regency» brand wins the first place among
other hotel brands, which is 176,66 thousand UAH.

Researches

numerous advantages to the hotel business:
1) allows to gain additional income;
2) make the process of the choice of a hotel

product easier;

showed that the brand provides

3) marks the hotel companies and its services

among products of competitors;

4) promotes the succeful launching the new
products on the adjacent markets;
5) opens a possibility of investment into the future.
Though for domestic hotels rather effectively to
use brands of the known hotel chains to increase the
volume of sale of services and respectively to increase
own profit, it is necessary to form individual image
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among consumers for such hotels in the competitive
environment.

Conclusion.

Therefore, the leading hotel chains in Kyiv have
powerful brands with strong positions in the market
and high loyalty of clients that gives to hotels
considerable advantages. In particular, it reduces risk
of the competition, improves brand's stability to the
possible economic or market crises, softens the
consumers' reaction to the price fluctuations, opens
opportunities for brand's expansion. At the same time
the market of hotel services is very crowded. New
players appear every year and it's very important to
improve managements of the brand constantly. In a
complex of the perspective directions of hotels brand
development in Kyiv it is necessary to allocate the
following: to wuse the integrated marketing
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communications actively; the advertising campaign
should be focused on remembering the brand by
consumers; to maintain the loyalty of the clients,
positive image of the company with sponsor's actions,
placement of post materials in outlets; to offer new
types of service as consumers become more exacting

provided under a certain brand taking into account
specific needs of separate groups of clients. This
specialization provides the creation of various
trademarks under one brand focused on the concrete
segments of the hotel market and should be the base
to the further studying.

in the choice of hotel; to improve technology and the
organization of placement, paying more attention to
each client and quickly answering any questions,
problems and shortcomings.

Thus, modern conditions of the competition
demand further differentiation of the hotel services

The publication contains the results of studies
conducted on the state budget research topic «The
development of a mechanism for commercialization
of innovative products» (0118U003572)
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MixHapopHuiA 4OCBi4 Nokasye, Lo PO3BUTOK roTernbHOI iHAYCTPIi cnpusie 36inbLUueHHI0 [OXOAIB BIoaXeTy Ha BCiX PIiBHSAX, CTBOPHOE
HOBi pobouyi Micusa Ta CNPUSITAMBUIA TYPUCTUYHUIA iMigX YkpaiHu. BpeHauHr roTenbHoro GisHecy — Lie npouec AofaBaHHs BapToCTi A0
roTenbHOro NPOAYKTY 3@ paxyHOK MOro peknamu, 6peHanHry, Npofaxy, NPoCyBaHHSA Ta NO3MLIOHYBaHHS KNIEHTIB. BiH TakoX Bu3Havae
roTenbHUA NPOAYKT, 0COBUCTICTL YU Micue, AKi Cnig BAOCKOHANMTKM, WO6 MOKynelb YW KOPUCTYBay Bigvynu OCOBMMBY, YHiKamnbHy
BUroAy, sika Havikpalle Bignosigae ixHiM Bumoram. Xova Ans BiTYM3HSIHUX roTeniB AOCUTb €dEKTUBHO BUKOPUCTOBYBATU GpeHam
BiJOMMWX rOTENbHUX Mepex Ans 36inblueHHs obcary npogaxy Nocnyr i BiAnoBigHO ANns 36inblieHHs BNacHoro npubyTky, HeobxigHo Bce
X dopmyBaTu iHAMBIAyanbHUIA iMiX cepef CMOXMBAaYiB TakUX rOTeNiB Yy KOHKYPEHTHOMY CepefdoBMLi. TakMuM YMHOM, CTaTTs
npucBsideHa KOHKpeTM3aUii CyTHOCTI Ta OO6rpyHTyBaHHK nigxody LWOAO OuiHBaHHSA OpeHay KOMMaHissiMu B rOTEMbHI ranysi.
LocnigxeHo npaBunbHi Ta XMOHI BNacTMBOCTI OpeHAaiB rotenis. 34iIMCHEHO NOPIBHANBHUIA aHani3 6peHAiB y CErMeHTi PO3KOLLY Ha PUHKY
KneBa. [MpoBeneHo po3paxyHOK PUHKOBOI BApTOCTi GpeHAiB rotenis Ta BU3HAYEHO X paHr y penTuHry. [peaMeTom AOChimpKeHHs cTaTTi
€ OpeHAMHr B roTenbHil iHQyCTpii Ha perioHanbHOMy puHKy. MeTa cTaTtTi — gocnignTy ocoGnmuBOCTi GPEeHAMHTY roTento Ta OLiHUTK
OGpeHaun roTenis sk iIHCTPYMEHTU A5t MOKPALLEHHS rOTENbHUX NOCHyr Ha puHKY Kuesa. BukopuctaHo 3ararnbHOHayKoBi MeToau, Taki sk
CMCTEMHUIA aHani3 — AnA BU3HaAYeHHs ocobnmsocTert OpeHAiB, ekcnepTHU MeTod — AnA po3paxyHKy iHaekcy BrandBeta, skun
xapaktepuaye cuny bpeHay, meTof nepesarv npubytky Ta BrandFinance meTop — Anst OuUiHKM OCHOBHUX GpeHAiB roteniB B CErMeHTI
po3KoLLy Ha pUHKY M. KniB. OTprMaHo Taki pe3ynbTaTu: npopaHxoBaHo 6peHan rotTenis 3a piBHSMU iX PUHKOBOT BApTOCTi Ta BU3HAYEHO
nepesary 6peHanHry, cepeq SKUX OTPUMaHHS AOAATKOBOrO AOX0AY; NOMereHHs BUOopy roTenbHOro NPOAYKTY CMoXMBaveM; CPUSHHSA
BUMYCKY HOBWX MOCIYr Ha CyMiKHI PUHKM; BIiOKPUTTS MOXIMBOCTEN ANS iHBeCcTUUin y ManbyTHe Towo. BucHoBku: pesynbratu
OLjiHOBaHHS GpeHpiB roTeniB Ha puHKy Kuesa MoxxHa BUMKOPUCTOBYBATW B rOTENbHIl iHOYCTPIl sk pekoMeHpauii Wwoao obrpyHTyBaHHs
cTparTerii CTanoro po3BUTKy TYpPUCTUYHOIO Bi3Hecy.

KnroyoBi cnoBa: rotenb, rotenbHa iHAYyCTpisi, rotenbHuin 6isHec, 6peHa, 6peHanHr, cuna 6peHay.

OLEHKA BPEHAOB FOCTUHUYHOW UHOYCTPUN B YCITIOBUAX PA3BUTUA 3KOHOMUKU U UMUIKA YKPAUHbI
KAK TYPUCTUYECKOIO rOCYOAPCTBA
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MexayHapoaHbIN ONbIT MNOKa3bIBAET, YTO PasBUTNE UHOYCTPUM FrOCTENPUMMCTBA CMOCOBCTBYET YBEMUYEHMIO 4OX0A0B OlomxeTa Ha
BCEX YPOBHsIX, CO34aeT HoBble paboyve MecTa 1 6naronpusaTHbIA TYPUCTUHECKUN UMUOX YKpauHbl. BpeHAnHr rocTuHnYHoro 6usHeca —
3TO MPOLECC YBENUYEHUS CTOMMOCTU FOCTVHMYHOTO NMPOAYyKTa 3a CYET ero peknambl, MPOAAXM, NMPOABWKEHUS U MO3NLUNOHNPOBAHUS
knueHToB. OH Takke onpeaenseT FOCTUHWYHBLIA NPOAYKT, WHAMBUAYaNbHOCTb UMM MECTO, KOTopble criedyeT ynyyluTb, YTOObI
nokynaTtenb U1 nonb3oBaTerb NoYyBCTBOBaNM 0CobYyI0, YHUKaNbHYO BbIrogy, KOTopasi Nyydlle BCero yAoBneTBopsieT ux TpeboBaHusaMm.
XoTsa Ans oTeYeCTBEHHbIX FOCTUHUL, AOCTaTOYHO 3(PPeKTUBHO NCNONb30BaTh OpeHAbl 3BECTHBIX TOCTUHUYHBIX CETel AN YBENMYeHUs
obbema npopax ycrnyr W, COOTBETCTBEHHO, AN YBenuyeHus cobcTBeHHOW npubbinv, Heobxogumo Bce xXe dopmupoBaThb
VHOMBUAYanbHbIA MMUOX cpegu noTpebutenent Ans TakMx OTenen B KOHKYpPeHTHOW cpefe. Takum obpasom, cTaTbsl NOCBsiLEHa
YTOYHEHMIO CYLLHOCTM 1 06OCHOBaHMIO NOAX0A4a MO OLeHke OpeHga KOMMaHWi rOCTUHWYHOW MHAYCTpuK. ccneqosaHbl npaBusbHbIe 1
NOXHble CBOWCTBA rOCTUHNYHBLIX OpeHaoB. [poBeaeH cpaBHUTENbHbBIN aHanm3 6peHaoB B cerMeHTe MoKe pbiHka B Knese. MNpousseneH
pacyeT PbIHOYHOM CTOMMOCTM TFOCTUHWYHBIX OpeHdoB M onpedeneHo WX MecTo B penTuHre. lNpeaMeToM uccrnefoBaHus cTaTby
ABnseTcs OpeHAuHr B FOCTHWYHOW WMHAYCTPUM Ha perMoHanbHOM pbiHKe. Llenbio ctatbu sBngeTcs nccrnegoBaHue ocobeHHocTen
OpeHavHra oTenert M oOUeHKa TOCTUHUYHbIX OpeHAOB Kak WHCTPYMEHTa YMyYLEHUs TFOCTMHWUYHBIX YCRyr Ha pbiHke T. Kues.
Mcnonb3oBaHbl 0bLeHayyYHble MeToAbl, TakMe Kak CUCTEMHbIV aHanmu3 — Ans onpeaeneHns ocobeHHocTel GpeHaoB, SKCNepTHBIN
mMeToA — AnA pacyeta uHaekca BrandBeta, koTopbii xapaktepusyeT cuny 6peHpa, meTof npeumyllectsa npubeinu n BrandFinance
MeTo — NS OLeHKN OCHOBHbIX FTOCTUHUYHBIX OPEeHA0B B CErMeHTe MIOKC Ha pbiHKe . KneB. Bbinv nonyyeHbl cnepyowme pesynbTaTbl:
NPOPaHXUPOBaHbl TOCTUHNYHBbIE BPeHApB! MO YPOBHAM MX PbIHOYHOW CTOMMOCTUW W OmnpefeneHbl npenMyLecTsa bperavHra, Takue kak
nony4eHne JOMOoSIHUTENbHOro AOX0Aa; obneryeHne Bbibopa NpoAyKTa oTensa noTpebutenem; COAecTBME BbIXOAY HOBbIX MPOAYKTOB Ha
CMEXHble PbIHKU; OTKPbITUE BO3MOXHOCTEW ANA MHBECTUPOBaHNs B byayliee v Ap. BeiBoabl: pe3ynbTaThl OLEeHKN rOCTUHUYHOTO BpeHaa
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Ha KWEBCKOM pblHKE MOryT ObiTb MCMOMb30BaHbl B FOCTUHUYHON WHAYCTPUM B KayecTBe pekomeHaauuin Ans obocHOBaHWA cTpateruu
YCTONYMBOroO pa3BUTKS TYpUCTUYECKOro GusHeca.
KnioueBble croBa: rocTuHULA, roCTUHUYHAsS MHAYCTPUS, TOCTUHUYHBIA BU3Hec, BpeHa, 6GperanHr, cuna bpeHaa.
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