
 

 Вісник Чернівецького торговельно-економічного інституту. 2024. Вип. ІІ (94)   

170 

Yurii Chaplinskyі, Candidate of Economic Sciences, 

Associate Professor, 

https://orcid.org/0000-0002-1912-4447 

Olena Bozulenko, Candidate of Economic Sciences, 

Associate Professor, 

https://orcid.org/0000-0002-1825-4936 

Chernivtsi Institute of Trade and Economics of SUTE, Chernivtsi 

 

STRATEGIC MARKETING COMMUNICATION TOOLS FOR 

RESTAURANT BUSINESS ENTERPRISES 

 

Summary 
 

The modern marketing environment is characterized by high levels of 

competition in the restaurant industry, which requires companies to develop and 

implement effective marketing strategies and use marketing communications to 

attract and retain consumers. At the same time, the growing influence of digital 

technologies and social networks in advertising, public relations, sales promotion, 

and branding requires restaurant businesses to actively use the latest marketing 

communication tools to operate successfully in the market. Changes in consumer 

preferences and the emergence of new trends in the restaurant business require 

constant analysis and adaptation of marketing strategies. Therefore, the study of 

strategic tools for marketing communications in the restaurant business is of great 

importance for understanding current market trends and improving practical 

approaches to managing companies in this industry. The study concludes that the 

implementation of management measures aimed at the creation of strategic 

marketing communications will allow restaurant business enterprises to maintain and 

improve their position in the competitive struggle in the long term. The main ones 

are: active influence on the target audience using the maximum number of 

communication channels, development and maintenance of a strong brand, 

maximum use of online channels for transmitting communication messages, 

implementation of sales promotion measures, ensuring feedback from consumers, 

establishing communication with current and potential partners, strategic analysis of 

the effectiveness of marketing communication. The implementation of these tools in 

practice will allow restaurant business enterprises to increase the efficiency of long-

term management in the field of marketing communication, which in the future will 

make it possible to bring the management of the company in general and marketing 

activities in particular to a new qualitative level. 
 

Keywords: strategy, strategic marketing, marketing communications, target 

audience, brand, strategic analysis. 

Number of sources – 16. 

 
 

https://orcid.org/0000-0002-1912-4447


 

МЕНЕДЖМЕНТ І МАРКЕТИНГ У СФЕРІ ГОСТИННОСТІ  

                                                                  171 

References: 
1. Vdovichen, A. A. (2018). Methods of strategic management in times of crisis Nauka, 

osvita, suspil'stvo: instrumenty i mekhanizmy suchasnoho innovatsijnoho rozvytku [Science, 

education, society: tools and mechanisms of modern innovation development]. Proceedings of 

the IV International Scientific and Practical Conference. Kyiv, Ukraine, pp. 140-146 (in Ukr.). 

2. Vdovichena, O.H., Diuhovanets', O.M., Chernova, I.V. (2022). Digital marketing as a 

tool for efficiency and competitiveness of modern business: features and prospects for 

implementation in Ukraine. Investytsii: praktyka ta dosvid [Investments: practice and 

experience], vol. 2, pp. 81-87 (in Ukr.). 

3. Vovchans'ka, O., Ivanova, L. (2022). Peculiarities of implementing marketing tools 

under martial law. Ekonomika ta suspil'stvo [Economy and society], vol. 38. DOI: 

https://doi.org/10.32782/2524-0072/2022-38-32 (Accesed 21 Mar 2024) (in Ukr.). 

4. Hryn'ko, T. V., Hviniashvili, T. Z., Kyrychenko, A. S. (2021). Strategic approaches to 

managing marketing communications at the enterprise. URL: 

http://www.economy.nayka.com.ua/pdf/12_2021/6.pdf (Accesed 21 Mar 2024) (in Ukr.). 

5. Ivanenko, I. Marketing Communications of Restaurant Enterprises in the Context of War 

in Ukraine. URL: https://ir.kneu.edu.ua/server/api/core/bitstreams/c2d97bf6-9cb7-49a6-b968-

d9f8b4466ad7/content (Accesed 21 Mar 2024) (in Ukr.). 

6. Losheniuk, I.R., Losheniuk, O.V. (2023). Digital marketing as a form of implementation 

of marketing activities in the context of digitalization. Visnyk Chernivetsʹkoho torhovelʹno-

ekonomichnoho instytutu [Bulletin of the Chernivtsi Trade and Economic Institute], vol. III 

(91), pp. 10-22 (in Ukr.). 

7. Marketing in a time of war - an interview with the Digital Marketing Smart Tender team. 

URL: https://smarttender.biz/blog/view/marketing-v-umovah-viyni-interv-yu-z-komandoyu-

digital-marketing-smarttender/ (Accesed 21 Mar 2024) (in Ukr.). 

8. Restaurant market in 2023 - changes and results. URL: https://horeca-ukraine.com/ 

restorannij-rinok-u-2023-roci-zmini-ta-pidsumki/ (Accesed 21 Mar 2024) (in Ukr.). 

9. Sokolova, Yu.O., Kysel'ova, K.O. (2019). Peculiarities of the marketing communications 

strategy of an enterprise on the Internet. Derzhava ta rehiony. Seriia : Ekonomika ta 

pidpryiemnytstvo [State and Regions. Series: Economics and entrepreneurship], vol. 6, pp. 96-

100 (in Ukr.). 

10. Trends in the management of marketing communications during the war: the state of 

affairs and the future of Ukrainian advertising companies. URL: https://vrk.org.ua/news-

events/2022/advertisers-research-2022.html (Accesed 21 Mar 2024) (in Ukr.). 

11. Vdovichen, A.A. and other (2023). Formuvannia ta upravlinnia brendynhovymy 

tekhnolohiiamy pidpryiemstv rehionu v umovakh ievrointehratsii [Formation and management 

of branding technologies of regional enterprises in the context of European integration]. 

Chernivtsi, 108 p. (in Ukr.). 

12. Chaplinskyi, Yu.B., Bozulenko, O.Ya. (2022). PR tools for implementing an enterprise 

brand loyalty program. Visnyk Chernivets'koho torhovel'no-ekonomichnoho instytutu [Bulletin 

of the Chernivtsi Trade and Economic Institute], vol. IV (88), pp. 55-65 (in Ukr.). 

13. Chaplinskyi, Yu.B., Bozulenko, O.Ya. (2022). Advertising support for the implementation 

of the loyalty program. Visnyk Chernivets'koho torhovel'no-ekonomichnoho instytutu [Bulletin 

of the Chernivtsi Trade and Economic Institute], vol. II(86), pp. 79-95 (in Ukr.). 

14. Chaplinskyi, Yu.B. (2011). A model for managing the marketing activities of a tourism 

enterprise. Visnyk Chernivetsʹkoho torhovelʹno-ekonomichnoho instytutu [Bulletin of the 

Chernivtsi Trade and Economic Institute], vol. I (44), pp. 245-250 (in Ukr.). 

15. How revenue, average check, and attendance have changed. Results of 2023 from 

Poster. URL: https://joinposter.com/ua/blog/management/pidsumky-2023-roku-vid-poster 

https://doi.org/10.32782/2524-0072/2022-38-32
http://www.economy.nayka.com.ua/pdf/12_2021/6.pdf
https://ir.kneu.edu.ua/server/api/core/bitstreams/c2d97bf6-9cb7-49a6-b968-d9f8b4466ad7/content
https://ir.kneu.edu.ua/server/api/core/bitstreams/c2d97bf6-9cb7-49a6-b968-d9f8b4466ad7/content
https://smarttender.biz/blog/view/marketing-v-umovah-viyni-interv-yu-z-komandoyu-digital-marketing-smarttender/
https://smarttender.biz/blog/view/marketing-v-umovah-viyni-interv-yu-z-komandoyu-digital-marketing-smarttender/
https://horeca-ukraine.com/restorannij-rinok-u-2023-roci-zmini-ta-pidsumki/
https://horeca-ukraine.com/restorannij-rinok-u-2023-roci-zmini-ta-pidsumki/
https://vrk.org.ua/news-events/2022/advertisers-research-2022.html
https://vrk.org.ua/news-events/2022/advertisers-research-2022.html
https://joinposter.com/ua/blog/management/pidsumky-2023-roku-vid-poster


 

 Вісник Чернівецького торговельно-економічного інституту. 2024. Вип. ІІ (94)   

172 

(Accesed 21 Mar 2024) (in Ukr.). 

16. Yaloveha, N.I. (2023). Marketing communications in times of war: challenges and ways 

to promote goods. Naukovi zapysky L'vivs'koho universytetu biznesu ta prava. Seriia 

ekonomichna. Seriia iurydychna [Scientific Notes of Lviv University of Business and Law. 

Economic series. Legal series], vol. 37, pp. 373-379 (in Ukr.). 

 

 


