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Restaurant brand management in wartime

M Abstract. Full-scale military operations taking place since 2022 in Ukraine have had a negative impact on all sectors
of the economy, including the restaurant business. An important factor that helps Ukrainian restaurants to work and
develop is the brand. Therefore, the issues of restaurant brand management taking into account wartime conditions
are gaining relevance. The purpose of the research is to determine the characteristic features of branding of restaurant
business entities in the context of military operations. The article used such scientific methods as: bibliographic
analysis, analysis and synthesis, grouping and comparison. Data from the State Statistics Service of Ukraine were used
to analyse the food and beverage sector. The data cover the period from late 2014 to early 2023. The Ukrainian food
and beverage sector has been analysed (including an assessment of changes in business situation, analysis of the level
of employment and fluctuations in demand in this sector) to determine the peculiarities of functioning and prospects
for the development of restaurant business. The problems faced by Ukrainian restaurant enterprises during 2022-2023
are outlined. It is substantiated that management of the restaurant brand is important to ensure its operation in the
conditions of military operations and further for post-war recovery. The features and functions of the restaurant brand are
determined, and the factors affecting the restaurant brand in crisis conditions are systematized. The implementation of
foreign experience in promoting the restaurant brand, including the promotion of services in social networks and other
online channels, has been proposed. The results of the research are of practical importance for Ukrainian restaurants as
they can use them to adjust their overall strategy of development and their brand promotion measures

M Keywords: catering establishments; food sector; crisis conditions; label functions; factors influencing the image of the
company

H INTRODUCTION

Due to the military operations on the territory of Ukraine, the difficult situation, the restaurant business is gradually
most industries faced a significant decline in consumer de-  recovering in Ukraine. This process is uneven, taking into
mand, an increase in operating costs, high risks, etc. The  account territorial characteristics (in the west of Ukraine
restaurant business appeared to be one of those areas that  and in Kyiv), and the type of activities: coffee shops, bak-
most of all felt the negative impact of war. However, despite  eries, restaurants of the luxury segment have recovered
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the fastest. Some establishments have reoriented their
work to prepare meals for the Armed Forces of Ukraine,
territorial defence and internally displaced persons. Ac-
cording to V. Danylenko-Kulchytska (2022), the Ukrainian
restaurant business, having not had time to recover from
the crisis caused by the COVID-19 pandemic, faced even
more serious problems as a result of the Russian invasion.
At the same time, the war crisis practically did not affect
the western regions of Ukraine, which, however, felt the
rise in prices, and there are also difficulties with logistics.
It should be noted that a significant part of the restaurant
business to one or another degree supports the Ukrainian
army. One of the means to solve the issues of restoring the
restaurant business is by implementing the experience of
those countries that also suffered from military operations.
I. Banyeva & O. Velychko (2022) also pay attention to the
uneven recovery of the restaurant business in Ukraine and
focus on the need to reorient it to provide budget services
in the context of post-war recovery.

The restaurant industry was significantly negatively
affected by the quarantine caused by COVID-19. As a re-
sult, there was a reduction in the number of restaurants.
H. Haponenko et al. (2021) note that the Ukrainian res-
taurant business quickly adapted to changing conditions
by introducing delivery services, offering new menu items
such as non-alcoholic wine, vegan food, craft meals and
drinks, seasonal product menus, mono-product orienta-
tion, introduction of dark kitchen format, etc. The global
pandemic has shifted the focus of research to the specifics
of restaurant operations in crisis conditions. For example,
B. Li et al. (2021) noticed that Chinese restaurants used
different innovation strategies during and after COVID-19.
A.Madeira et al. (2021) point out that COVID-19 has caused
many problems in restaurant business, such as the lack of
appropriate government measures to regulate this area and
the developed strategies of what to do, and difficulties in
forming working capital during the pandemic.

During the war, the hotel and restaurant business fac-
es much more threats than development opportunities.
M. Kulyk et al. (2022) noted that at the same time, in the
restaurant business, Ukrainians are attracted by flash mobs
and ideas aimed at supporting the Armed Forces of Ukraine,
and B. Polotaj & B. Gmur-Klumenko (2022) also noted the
growth of social responsibility of the Ukrainian restaurant
business. K. Protsak & M. Peredrii (2022) emphasize the
idea that, in a sense, the crisis is an impetus that opens
up new opportunities for development. V.H. Hranovska et
al. (2021) stress the importance of implementing innovative
approaches in the hotel and restaurant sector. The Ukrain-
ian restaurant business is characterized by such modern
trends as food delivery and takeaway, digitalization and
automation, menu reduction, creation of mono-menus, etc.

One of the tools to ensure restaurant activities in crisis
conditions is a brand management strategy. A restaurant
brand is a set of associations and perceptions associated
with it among customers and the general public. It can be
created due to various factors such as product and service
quality, interior design, advertising and many others. A res-
taurant brand is a combination of elements such as: name,
logo, slogan, colours, atmosphere, style of service and oth-
er elements that define the unique identity and style of the
restaurant. The problem of promoting one’s own brand is
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an urgent task for establishments in the restaurant busi-
ness. These questions were raised in the scientific works of
the world’s leading scientists. In their study, A.O. Dandis et
al. (2022) concluded that brand experience, the impact of
word-of-mouth advertising have a significant positive ef-
fect on the willingness of fast-food restaurant visitors to
pay more, and also increase repeat purchase intentions.
C.G. Onate et al. (2019) found that cultural emotions give
the best results when determining the effectiveness of an
advertising campaign. According to the observations of
N. Jin et al. (2016) restaurant customer satisfaction and
loyalty largely depend on brand prestige, and C. Wei et
al. (2022) concluded that brand trust has a positive effect
on customers’ willingness to visit a restaurant.

While there is plenty of research on restaurant brand-
ing, most of it is focused on working in a stable economy.
However, there are very few recommendations regarding
the organization of the restaurant industry during the
war, which confirms the relevance and timeliness of this
research. In this context, the purpose of the article is to de-
termine the peculiarities of restaurant brand management
in the conditions of military operations.

H MATERIALS AND METHODS

In order to achieve the defined goal and solve the tasks
in the research process, the authors used a differentiated
theoretical-methodical and practical-analytical scientific
toolkit, based on the use of the following scientific meth-
ods. Bibliographic and comparative analyses were used
to analyse research in the problem area by Ukrainian and
other scientists. General scientific methods of analysis and
synthesis, induction and deduction, comparison and gen-
eralization were used to define and formulate the func-
tions of the restaurant brand, to substantiate the peculiar-
ities of the factors that influence the Ukrainian restaurant
business in the conditions of military operations. Based
on a comparative analysis of literary sources of different
researchers, common features of restaurant brand func-
tions and factors influencing the restaurant business were
identified, then these selected features were summarized
and synthesized and presented in figures for more conven-
ient visual representation using visualization methods.
The statistical method of scientific research was used in
collecting analytical information on analysing trends in
the development of restaurant business enterprises and
assessing economic sentiment by enterprises in various
industries. Grouping and matching methods were used to
build analytical tables based on data obtained from open
sources. Dynamic changes in the business situation, the
number of employees and demand for services of food and
beverage service enterprises were analysed by the meth-
od of analytical assessment. The graphic method is aimed
at visual representation of trends in economic sentiment
by sectors of the economy, as well as the dynamics of the
influence of factors restraining activities in food and bev-
erage services. The systems method made it possible to
combine the research with a single approach and, based
on the obtained results, formulate proposals and recom-
mendations for the restaurant business establishments
in the conditions of war. The generalization method was
used in formulating the research results. With the help of
inductive and deductive methods, the conclusions of the
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research were summarized and proposals for further sci-
entific research were developed.

The research uses the following data: 1) State Statistics
Service of Ukraine (2023), namely: Indicator of economic
sentiment, calculated in accordance with the Methodology
for calculating business expectations indicators (2021); In-
dicator of employee employment expectations, calculated
in accordance with the Methodology for calculating busi-
ness expectations indicators, Expected changes in demand
for services (volume of sales of services) of enterprises in
the service sector in the next three months, Assessment

share its values.

traffic.

= A brand allows the restaurant to create its own unique image and style that will
and values. A strong brand can help a restaurant build a good reputation and attract customers who

O. Stryzhak and N. Pohuda

of changes in the business situation in the service sector
for the previous three months; 2) Internet portals HoReCa
(Where restaurateurs live well..., 2023) and Statista (Res-
taurant delivery — Worldwide, 2023).

M RESULTS AND DISCUSSION

A brand is a unique identifier that allows a restaurant to
differentiate itself from competitors and create a recogniz-
able image in the eyes of consumers, so it has a distinctive
ability. The importance of brand for the restaurant lies in
the following (Fig. 1).

= A brand helps the restaurant to become recognizable among customers, who can easily identify the
restaurant among a multitude of other offers on the market. Moreover, a strong brand can create
loyalty among customers who can recommend the restaurant to their friends and acquaintances.

=When a restaurant brand becomes well-known and recognizable, it can help establish trust with
consumers. People often prefer those they trust and know.

=In addition to attracting new customers, a restaurant brand can help retain existing customers. If the
restaurant has a unique and recognizable brand, customers will return again and again, which can
increase the frequency of their visits and the overall revenue of the restaurant.

= A brand allows the restaurant to stand out from the competition and create its own unique niche in the
market. Being unique can help attract new customers and retain existing ones.

= A brand allows the restaurant to define its target audience and attract it with the help of legal
marketing campaigns and advertising materials.

reflect its philosophy

= A restaurant brand can attract new customers because it can be associated with quality product and
service. Customers may prefer well-known and recognizable brands, which can increase restaurant

= A strong brand can increase the restaurant’s bottom line because customers may be willing to pay more
for products and services offered by the restaurant they trust.

Figure 1. Restaurant brand functions

Source: developed by the authors

A restaurant brand plays an important role in res-
taurant activities, helping to attract customers, dis-
tinguish itself from competitors and create its unique
image. The market in which Ukrainian restaurant enter-
prises operate belongs to the sector of food and bever-
age provision activities according to the State Statistics

Service of Ukraine (2023). It seems appropriate to an-
alyse in more detail the trends in the development of
this sector. The results of the assessment of changes in
business situation in food and beverage service provi-
sion on a quarterly basis for 2014-2022 are presented
in Table 1.

Table 1. Assessment of business situation in food and beverage service activities

G report:s ot . remained .
enterprises improved deteriorated no response balance
e unchanged

2014
October—December 3 41 56 0 -53

2015
January—-March 10 30 60 0 -50
April-June 13 40 46 1 -33
July—September 7 56 37 0 -30
October—December 11 63 25 1 -14

2016
January-March 5 61 33 1 -28
April-June 17 49 34 0 -17
July-September 6 54 40 0 -34
October-December 21 47 32 0 -11

23 -II
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Table 1. Continued

data reports of .
enterprises improved eilnet deteriorated no response balance
] unchanged
2017
January—-March 18 63 18 1 0
April-June 15 66 18 1 -3
July-September 21 53 26 0 -5
October—December 20 63 17 0 3
2018
January—March 78 20 2 -20
April-June 69 23 0 -15
July—September 10 72 18 0 -8
October—December 22 63 15 0 7
2019
January—March 18 58 23 1 -5
April-June 5 66 29 0 -24
July—September 13 66 21 0 -8
October—December 19 69 12 0 7
2020
January—-March 2 26 72 0 -70
April-June 5 15 80 0 -75
July-September 33 22 45 0 -12
October—December 22 27 51 0 -29
2021
January—-March 18 30 52 0 -34
April-June 19 49 32 0 -13
July-September 25 45 30 0 -5
October—December 17 59 24 0 -7
2022
January—March 11 83 0 -77
April-June 23 71 0 -65
July—September 11 33 56 0 -45
October—December 27 33 40 0 -13

Source: compiled by the authors based on the data from the State Statistics Service of Ukraine (2023)

According to the results of data comparison presented
in Table 1, it can be stated that the assessment of changes
in business situation in the provision of food and beverages
in Ukraine has been generally negative in recent years. The
hostilities of 2022-2023 have even worsened the economic

Table 2. Assessment of employment at food and beverage service enterprises

expectations of business entities. To some extent, the level
of employment reflects the state of affairs in the industry.
The results of the assessment of changes in the number of
employees at food and beverage service enterprises on a
quarterly basis for 2014-2022 are presented in Table 2.

data reports of remained
enterprises improved h d deteriorated no response balance
e unchange
2014
October-December 3 63 34 0 -31
2015
January-March 7 63 30 0 -23
April-June 0 60 40 0 -40
July-September 7 53 40 0 -33
October-December 8 74 17 1 -9
2016
January-March 3 80 17 0 -14
April-June 3 74 23 0 -20
July-September 62 29 0 -20

II- 24

Economics of Development. 2023. Vol. 22, No. 3



O. Stryzhak and N. Pohuda

Table 2. Continued

data reports of .
enterprises improved eI deteriorated no response balance
e unchanged
2016
October-December 13 63 24 0 -11
2017
January—March 15 66 18 1 -3
April-June 18 66 15 1 3
July—September 18 50 31 1 -13
October—December 20 68 12 0 8
2018
January-March 13 75 10 2 3
April-June 15 62 23 0 -8
July—September 28 57 15 0 13
October—December 34 51 14 1 20
2019
January—-March 21 58 21 0 0
April-June 16 34 50 0 -34
July-September 34 45 21 0 13
October—December 26 60 14 0 12
2020
January—March 13 62 25 0 -12
April-June 8 26 66 0 -58
July—September 25 35 40 0 -15
October—December 10 56 34 0 -24
2021
January-March 13 55 32 0 -19
April-June 7 51 42 0 -35
July—September 23 47 30 0 -7
October-December 19 55 26 0 -7
2022
January-March 44 50 0 -44
April-June 24 70 0 -64
July-September 5 17 78 0 -73
October—December 13 40 47 0 -34

Source: compiled by the authors based on the data from the Statistics Service of Ukraine (2023)

As can be seen from Table 2, the level of employment
in the provision of food and beverages also has a negative
trend, which has even intensified as a result of war. Due
to significant migration, the Ukrainian restaurant indus-
try will experience a shortage of qualified personnel in

Table 3. Expected changes in demand for services (of turnover) at food and beverage service enterprises

the coming years, which may negatively affect the pace
of its development. Expected changes in demand for ser-
vices (volumes of sales of services) of food and beverage
service enterprises on a quarterly basis for 2014-2023 are
presented in Table 3.

data reports of remained
enterprises improved h d deteriorated no response balance
e unchange
2015
January—March 6 44 50 0 -44
April-June 17 43 40 0 -23
July—September 7 43 50 0 -43
October—December 26 47 23 4 3
2016
January—March 11 43 45 1 -34
April-June 22 61 16 1 6
July-September 17 43 40 0 -23

Economics of Development. 2023. Vol. 22, No. 3
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Table 3. Continued

data reports of .
enterprises improved TG deteriorated no response balance
e unchanged
2016
October—December 23 54 23 0 0
2017
January—-March 11 57 32 0 -21
April-June 29 45 26 0 3
July—September 21 58 21 0 0
October—December 24 52 24 0 0
2018
January—March 15 52 33 0 -18
April-June 10 65 23 2 -13
July—September 12 58 30 0 -18
October—December 23 57 20 0 3
2019
January—-March 29 46 24 1 5
April-June 23 37 39 1 -16
July—September 23 37 39 1 -16
October—December 44 37 18 1 26
2020
January—-March 12 50 38 0 -26
April-June 8 18 74 0 -66
July-September 18 38 44 0 -26
October-December 18 45 37 0 -19
2021
January—March 15 41 44 0 -29
April-June 15 30 55 0 -40
July—September 17 46 37 0 -20
October—December 20 45 35 0 -15
2022
January-March 24 45 31 0 -7
April-June 6 39 55 0 -49
July—September 24 35 41 0 -17
October-December 17 39 44 0 -27
2023
January-March \ 13 \ 47 \ 40 \ 0 \ -27

Source: compiled by the authors based on the data from State Statistics Service of Ukraine (2023)

According to Table 3, it can be concluded that the larg-
est drop in consumer demand in this area occurred during
the pandemic caused by COVID-19, i.e., the worst expec-
tations were for demand in 2020. In 2023, despite the gen-
eral negative expectations, they are better than during the
quarantine period. The dynamics of the influence of factors
that restrain activities in food and beverage service provi-
sion, according to estimates formed on the basis of the data
of proactively submitted reports of enterprises, is present-
ed in Figure 2.

As can be seen from Figure 2, insufficient demand plays
a significant restrictive role in restraining business activi-
ties in the food and beverage services sector, but a group of
factors identified as “other factors” has been a key contain-
ment factor in recent years. At the same time, such factors as
“shortage of labour force”, “shortage of space, equipment”,
“financial constraints” do not play a decisive role in the im-
plementation of this type of activity. Since the beginning of

I.- 26

2023, the restaurant business in Ukraine, especially in the
territories located in close proximity to the places of hostil-
ities, has been facing the following problems. A significant
decrease in consumer demand, problems with logistics and
a corresponding increase in delivery prices, as well as prob-
lems with the delivery itself, as roads may be blocked or de-
stroyed; restriction of the work of restaurants in order to en-
sure the safety of the population; high risk of destruction or
damage to buildings and equipment as a result of hostilities;
economic volatility, including exchange rate fluctuations,
rising prices for fuel, products and services. The number of
visitors has decreased, there has been a decrease in the size
of the average receipt due to a decrease in the income of pop-
ulation. A decrease in the number of corporate events due to
the inability or unwillingness to celebrate events in restau-
rants; lack and difficulties in hiring qualified personnel, as
many specialists leave the regions in search of safer and more
stable conditions, reduction in the number of tourists, etc.

Economics of Development. 2023. Vol. 22, No. 3
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Figure 2. Factors limiting food and beverage service activities
Note: QI — 1 quarter; QII — 2 quarter; QIII — 3 quarter; QIV — 4 quarter
Source: built by the authors based on the data from the State Statistics Service of Ukraine (2023)

According to the HoReCa online portal (Where restau-
rateurs live well..., 2023), over the past year, attendance
at restaurant establishments has decreased significantly
in the frontline regions, as well as in Kyiv and the region
amid an increase in attendance in almost all regions of
Western and Central Ukraine. This is due to migration
processes in the country caused by military operations,
and it also shows that the demand for restaurant servic-
es does not disappear even in crisis conditions. Despite
the complication of operating conditions, the Ukrainian
restaurants are gradually resuming their work, adapting
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to the crisis caused by hostilities on the part of the Rus-
sian Federation. The ways of restaurant promotion are
changing, new dishes appear on the menu, adapted to
local products and increased prices, the concept of order
delivery and pricing policy is being revised, safe zones for
visitors are being arranged, etc. — these and other meas-
ures allow the Ukrainian restaurant business to ensure
its functioning in times of crisis conditions caused by the
war. Prospects for the development of restaurant business
are influenced in a certain way by the economic sentiment
that prevails in society (Fig. 3).
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Figure 3. Economic sentiment indicator, %
Note: QI — 1 quarter; QII — 2 quarter; QIII — 3 quarter; QIV — 4 quarter
Source: made by the authors based on research by State Statistics Service of Ukraine (2023)

As can be seen from Figure 3, industrial confidence,
retail confidence and consumer confidence of business en-
tities have not undergone significant changes over the past
year. The hostilities had the greatest impact on economic

Economics of Development. 2023. Vol. 22, No. 3

expectations in construction and service sector, where, as
can be seen from the graph, there was a significant drop in
indicators. However, after a sharp drop in early 2022, eco-
nomic sentiment is gradually returning to pre-war levels.
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Thisindicatessignificant adaptive capabilities of the Ukrain-
ian economy. But it should be noted that the promotion of

Awareness of social responsibility

=In the conditions of military operations, restaurants and other enterprises providing public catering services must be
aware of their social responsibility. Restaurants can encourage their customers by showing their support, participating
in local events and organizing their own socially responsible activities, such as organizing volunteer activities,
catering and delivering free and “suspended” lunches to the military, doctors, utilities, rescuers, firefighters, police,
energy and others categories of employees, especially those required by the conditions of military operations.

restaurant services during the war has its own peculiarities
and requires consideration of a number of factors (Fig. 4).

Cost cutting

through social media.

=In time of war, economic conditions can be unstable, so restaurants can cut their costs by using more effective
marketing methods, namely using social media to promote their services and also communicating with customers

Attracting loyal customers

=Customer loyalty may be more important than attracting new customers. Restaurants can use measures aimed at
retaining their customers, such as loyalty programs, special offers for regular customers and personal communication.

Adaptation to changes in tastes and preferences

=People can change their tastes and preferences, and restaurants must be ready to adapt to these changes. For example,
if people prefer more affordable dishes, restaurants can change their menus and provide more affordable prices. It is
advisable to focus on regional cuisine and count on delivering local products.

Adaptation to a changing situation

away food.

=In the conditions of war, the situation can change very quickly, so the restaurant must be ready to adapt to these
changes. For example, if restrictions on visiting places of public catering are introduced in the territory where the
restaurant is located, the restaurant must quickly establish work with food delivery or improve the quality of take-

Creating a safe and cozy atmosphere

can also be organized.

=In times of war, people can feel stressed and anxious, so a restaurant should create a safe and cozy atmosphere to
make customers feel comfortable. For example, a restaurant can use candles, soft lighting and soothing music to
create a relaxing atmosphere. “Unbreakable Points” with Internet, means of gadget charging, heating, and hot drinks

Focus on local customers

forums to promote its services.

=During times of hostilities, many people may limit their travel and stay closer to home, so the restaurant should focus
on attracting local customers through address delivery arrangements. A restaurant can use local communities and

Active use of Internet technology

ways of attracting customers online.

=During the war, many people may spend more time on the Internet, so the restaurant should actively use Internet
technology to promote its services. The restaurant can use social networks, Internet advertising, e-mails and other

Figure 4. Peculiarities of impact on restaurant brand during military operations

Source: developed by the authors

Despite all the difficulties caused by the war and relat-
ed factors, according to preliminary forecasts, the Ukraini-
an restaurant business has positive prospects. According to
the Internet portal Statista (Restaurant delivery — World-
wide, 2023), in Ukraine, revenue in the restaurant delivery
segment will reach 7.10 million USD at the end of 2023, and
in subsequent years will grow at an annual rate of 8.21%
until 2027 (with a global growth rate of 6.28% per annum).
The restaurant business should expect a post-war recovery
associated with the reconstruction of the country, a corre-

I.- 28

sponding increase in income and the presence of deferred
demand for restaurant services and products.

The problems of managing the restaurant brand and
other public catering establishments were considered
in the works of many scientists on examples of different
situations and countries. Taking the pandemic caused by
COVID-19 as an example, N. Messabia et al. (2022) prove
that the crisis can exert both negative and positive pressure
on the activities of restaurants. During the crisis, entrepre-
neurs explore new markets and acquire new skills, such

Economics of Development. 2023. Vol. 22, No. 3



as flexibility, innovation, and adaptability. M. Nowacki &
M. Nurkowska (2022) emphasize the idea that joint mar-
keting strategies, price reductions, and the introduction of
new services are the measures important for the restaurant
to survive in crisis. J.Y.-H. Lo (2018) discovered that brand
awareness has a positive effect on customer satisfaction of
Cantonese restaurants in cities in Fujian Province, China,
and further encourages repeat purchases. J. Xu et al. (2022)
found that ideal authenticity has a significant effect on the
brand image of time-tested restaurants in Beijing, while
authenticity has both direct and indirect effects on brand
loyalty. And this influence varies depending on the age of
visitors. The study by E. Sezgin & M.O. Gode (2017) shows
that both behavioural intentions and brand loyalty among
fast food restaurant customers largely depend on service
quality. H. Song et al. (2022) found that brand recognition
affects brand trust and, accordingly, customer intentions
of branded coffee shops and family restaurants. T.-]. Wu et
al. (2015) point out that not only delicious dishes that rep-
resent Taiwan’s national cuisine, but also the brand of ca-
tering establishments are essential to ensure the success
and promotion of establishments to the markets of China
and Southeast Asia. R. Odoom et al. (2017) emphasize the
idea that social benefit, research, and entertainment are
important for restaurant brand loyalty.

The Internet plays an important role in the recogni-
tion of restaurant brand and its promotion in modern con-
ditions. Restaurateurs are increasingly using social media
to advertise restaurant services. A positive consumer re-
sponse to social media advertising ultimately helps attract
customers, increase sales, and boost restaurant profitabil-
ity. M..S. Alnsour et al. (2021) emphasize the importance of
advertising on Facebook. Using the example of the restau-
rant sector in Jordan, scientists emphasize the importance
of social networks in communication between establish-
ments and customers. Based on the comparative analysis
of consumer behaviour of restaurant visitors from the USA
and Korea, J.-H. Kwon et al. (2020) found that social media
content, such as Facebook and Instagram, and advertising
have a significant positive effect on consumer engagement
and brand trust. Moreover, according to the analysis, the
attitude of consumers towards the brand of restaurants
in Korea and the USA does not differ. S. Fissi et al. (2022)
found a connection between brand communication on so-
cial media and the dynamics of engagement on Instagram
of Italian restaurants awarded 2-3 Michelin stars. Accord-
ing to the authors of the article, to overcome the effects
of the pandemic caused by COVID-19, restaurants have
changed their brand communication strategies towards in-
creased activity on social networks.

Modern ways of promotion on the Internet have a sig-
nificant impact on the formation of demand for restaurant
services. According to the results of the study by J. Baek
& Y. Choe (2020), customers most often make decisions
about visiting a restaurant based on the online reviews.
Restaurant attendance is influenced by their online ratings.
T. Dirsehan & E. Cankat (2021) noticed that restaurant
customers’ use of mobile applications to order food from a
restaurant saves time and effort, which ultimately increas-
es their satisfaction and brand loyalty. J. Raudeliuniene et
al. (2018) suggest that as the popularity of social networks
grows, more and more restaurants resort to using them as

O. Stryzhak and N. Pohuda

a means of advertising and as a channel of communication
with customers. Besides, the activity of the restaurant in
social networks has a positive effect on its value, as evi-
denced by S. Kim et al. (2015).

In the time of war, restaurant brand management be-
comes even more important, as wartime is associated with
economic hardship, danger, high risk, and uncertainty. In
such a situation, a strong brand can help a restaurant sur-
vive in the market and attract customers who are looking
for a reliable place to eat and relax. At the same time, it is
necessary to take into account the fact that the influence of
brand manifests itself differently across countries and re-
gions, as discussed in the work of O. Stryzhak et al. (2021).
It is also important to note that a restaurant brand may be
associated with a particular culture or national cuisine that
may be popular with diners during times of war. For ex-
ample, a restaurant specializing in local cuisine can use its
brand to attract customers who are looking for popular local
dishes in a limited food base. If a restaurant has already had
a recognizable brand and a good reputation before the war,
consumers may be more inclined to choose it, even if it is
located in a conflict zone. Additionally, customers may ex-
press brand loyalty based on association with national iden-
tity in the context of supporting a national manufacturer.

The war has had a significant negative impact on
the restaurant industry of Ukraine, but restaurant activi-
ty throughout the country is gradually recovering taking
into account an increase in volumes compared to pre-war
periods in the west of the country to some revival in the
south-eastern part. Restaurants and other catering estab-
lishments have demonstrated their viability and high ad-
aptability, through brand management, as well.

B CONCLUSIONS

In today’s increasingly competitive markets, brand man-
agement is important for all industries. But the use of
brands is especially noticeable in those areas where the
business result largely depends on trust in service provid-
ers. One of these industries is public catering. Restaurants
occupy a significant segment in this sector of the econo-
my, for them brand management is extremely important,
because it is brand loyalty that encourages consumers to
visit restaurants, and brand commitment that makes them
regular customers. In crisis conditions, in particular during
the war, when the overall demand for restaurant services
decreases, brand management is one of the most effective
measures that allow restaurants not to go bankrupt, to en-
sure their functioning and to form a certain development
potential. Determining the functions and peculiarities of
impact on the restaurant brand during military operations
will allow establishments to improve the quality of brand
management in difficult conditions.

Thus, a restaurant may need to change its marketing
and advertising strategy to maintain and develop its brand
in a wartime environment. In particular, a restaurant can
use social networks and other online channels to promote
its services and connect with customers. Also, a restau-
rant can set discounts and promotions for customers who
are limited in their financial capabilities. One of the main
tasks of a restaurant during the war is to keep custom-
ers and staff safe. Therefore, the restaurant brand can be
used to strengthen customers’ trust in the restaurant and
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guarantee the safety of their lives and health. Given the M ACKNOWLEDGEMENTS
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YnpaBniHHA 6peHAOM pecTopaHy B YMOBaX BiMHU

M AHoTtauis. IToBHOMacHITaOHi BO€HHi Aii, 1m0 BigmoyBaloTbest 3 2022 poKy B YKpaiHi, HeraTMBHO BIUIMBAIOTh Ha BCi
cdhepu eKOHOMiKM, BKITIOUHO 3i cepoio pecTopaHHOTO 6isHecy. BaXkIMBUM UMHHMKOM, III0 AOTIOMAarae MmpaiioBaTi Ta
PO3BUBATHUCS YKPATHCHKMM PECTOPAaHHMM 3akjiamaM € O6peHz. ToOMy akTyaJqbHOCTI HaOyBalOTh MUTAHHS YIIPABIiHHSI
OpEH[IOM PeCcTOpaHy 3 ypaxyBaHHSIM BOEHHMX YMOB. MeTa MOCTiAKeHHS] — BU3HAUEHHST XapaKTepPHUX PUC OPEHAVHTY
Cy0’€KTiB pecTOpaHHOI CIIpaBy B KOHTEKCTi BOEHHUX Iifi. Y cTaTTi 3aCTOCOBAHO TaKi HAYKOBi MeToaM, sIK: 6i6miorpadiunmii
aHaJTi3, aHaIi3 Ta CMHTE3, IPYIYBaHHS Ta MOPiBHSIHHS. [IJIs1 aHaTi3y CEKTOPY AisNIbHOCTI i3 3a6e3meyeHHs] CTpaBaMu Ta
HaIMosIMM Gy/I0 BUKOPUCTAHO NaHi JlepskaBHOI CIy>kOM CTaTUCTMKYU YKpaiHu. [JaHi OXOIUTIOIOTH mepion 3 Kinug 2014
nmo movatky 2023 poky. IIpoaHani3oBaHO YKpaiHCbKUII CEKTOP His/IbHOCTI i3 3a6e3MeueHHs] CTpaBaMM Ta HAIOSMU
(BKJTIOUHO 3 OIiHIOBAaHHSAM 3MiH 6Gi3Hec-cuTyallii, aHami3y piBHS 3aifHATOCTi Ta KOJMBaHb IOMUTY B Iiii chepi) mns
BU3HAUEeHHS 0CO0aMBOCTEN QYHKI[IOHYBAHHS Ta IIEPCIIEKTUB PO3BUTKY PeCcTOpaHHOro 6isHecy. OKpecieHo MpobaeMiu, 3
SIKMMU 3iIITOBXYIOThCSI yKpaiHChKi pecTopaHHi mignpuemctaa mpotsrom 2022-2023 pp. O6IpyHTOBAHO, IO YIIPABJIiHHS
OpeHIOM pecTopaHy BakauBe /i 3a6e3eueHHs i10ro OisyIbHOCTI B YMOBaX BOEHHMX [iit Ta Hagasti [Jis MiC/ITBOEHHOTO
BiTHOBJIeHHS. Bu3HaueHO 0co6MMBOCTI Ta GYHKIII 6peHay pecTopaHy, a TaKOX CUCTEMaTU30BaHO YMHHUKY BIUIUBY
Ha OpeH]l peCTOpaHy B KPM30BUX YMOBAX. 3aIIPOMIOHOBAHO iMIIEMEHTAITiI0 3aKOPAOHHOTO JOCBiAy 1010 TPOCYBAHHS
OpeHIy pecTOpaHy, 30KpeMa IMPOCYBAHHS IMOCAYT y COIaJIbHMX Mepekax Ta iHIIMX OHIAiiH-KaHajlax. Pe3ymbraTu
OOCTiIKeHHS] MAIOTh MPaKTUUHe 3HAYeHHS [JI1 YKpaiHChKMX PeCTOPaHHUX 3aKIaliB Ta MOXYTb OYTY BUKOPUCTaHI
HMMU 3 METOI0 KOpPeTyBaHHS SIK 3arajabHOi cTpaTerii po3BUTKY pecTopaHy, Tak i 3aX0/liB MPOCYBaHHS OpeHy

M KniouoBi cnoBa: 3ak/iaay rpoMaicbKOTo XapuyBaHHs ; chepa XapuyBaHHS ; KpU30Bi yMOBM ; PYHKIIii ei16/1a; UMHHUKA
BIUIMBY Ha iMiJI3K KOMMaHii
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