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Tourism as a Tool of Recovery
of Ukrainian Communities:
Economic and Mental Healing

Abstract: [ntroduction. The full-scale Russian invasion of Ukraine in
2022 has resulted in devastating damage to infrastructure, the economy, and
human capital. Alongside these visible effects, the war has inflicted profound
psychological trauma, including heightened anxiety, chronic stress, and post-
traumatic stress disorder (PTSD), which are expected to have long-term
consequences for Ukraine’s recovery. In this context, tourism is examined as
a tool for dual recovery — economic revitalisation and mental health restoration.
Objective and Methods. The purpose of the paper is to investigate how the
tourism sector can contribute to the recovery of Ukrainian communities during
and after the war. The methodological foundation is based on Growth Pole
Theory and the Tourism-Led Growth Hypothesis (TLGH). The study employs
a mixed-methods approach, including analysis of global post-conflict tourism
case studies, comparative tourism investment assessments, and content analysis
of Ukrainian policies on community recovery. Results. The findings demonstrate
that tourism development contributes to economic regeneration through
infrastructure enhancement, job creation, and support for local entrepreneurship.
Simultaneously, tourism plays a vital role in supporting the psychological well-
being of war-affected populations by enhancing resilience and reducing PTSD
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symptoms, anxiety, depression, sleep disorders, and aggressive behaviour.
Developed Complex Model of the Impact of Tourism on Community Recovery
after Traumatic Events illustrates the integration of economic and mental health
benefits leveraged by tourism and impacting human capital development. The
paper presents a comprehensive conceptual model of tourism’s impact on
community recovery. Conclusions. Tourism can serve as a strategic instrument
for Ukraine’s integrated recovery. Tourism simultaneously fosters economic
development and mental resilience and offers immediate and long-term benefits.
The paper recommends targeted initiatives to develop therapeutic, nature-based,
and memorial tourism programs as part of Ukraine’s reconstruction strategy.

Keywords: tourism, mental health, economic recovery, resilience, PTSD, Ukraine,
veteran tours.

Introduction

The problem formulation. The military conflict in Ukraine, which began in
2014 with the annexation of Crimea and the outbreak of hostilities in the Donetsk
and Luhansk regions, escalated into a full-scale war affecting the entire territory
of the country in February 2022. Over a decade of continuous and intensifying
conflict has resulted in catastrophic losses to Ukraine’s infrastructure, economy,
and human capital. According to an official statement from the Prime Minister
of Ukraine, the cultural and tourism sectors alone have suffered an estimated
$19.6 billion in damages and lost revenue (Ukrinform, 2024). These material loss-
es, while staggering, are only part of the broader devastation the war has wrought.

Perhaps more insidious is the long-term psychological trauma experienced
by the Ukrainian population. Prolonged exposure to war, displacement, and insta-
bility has deeply impacted national mental health. Surveys conducted by Gradus
Research in 2022, 2023, and 2024 reveal a disturbing trend: the proportion of
Ukrainians experiencing high levels of stress, anxiety, and emotional exhaustion
has increased from 71% in 2022 to 78% in 2024 (Gradus Research Company,
2024). These invisible injuries are expected to have lasting effects on national
productivity, social cohesion, and the overall trajectory of post-war recovery.

In light of this multidimensional crisis, it becomes increasingly urgent to
identify strategies that can simultaneously support economic revitalisation and
psychosocial recovery. The hospitality and tourism industry — often underestimat-
ed in post-war planning — may provide a dual benefit. Prior research has shown
that tourism can stimulate local economies, generate employment, and preserve
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cultural identity (Backer, 2018; Elbrekht, 2017). Additionally, emerging evidence
suggests that travel and recreational activities can contribute to individual and
communal healing by enhancing psychological well-being, fostering social con-
nections, and promoting a sense of normalcy and hope in post-conflict societies.

State study of the problem. The role of tourism in post-conflict recovery and
societal well-being has been extensively examined in both economic and psy-
chosocial domains. From an economic perspective, the Tourism-Led Growth
Hypothesis (TLGH) has gained empirical validation across diverse contexts. R.
Nunkoo et al. (2020) conducted a meta-regression analysis confirming the pos-
itive impact of tourism on long-term economic growth. S. Shahzad et al. (2017)
corroborated these findings by demonstrating robust tourism-led development
effects in top global destinations. Within the hospitality industry, hotel invest-
ment has been shown to be a significant driver of job creation and income gener-
ation (Dogru et al., 2020), with earnings growth notably higher in regions where
the sector occupies a larger share of economic activity (Dogru et al., 2019).

Beyond macroeconomic gains, tourism also plays a critical role in sup-
porting populations' mental health and resilience. Nature-based tourism and
recreational therapy are increasingly recognised as mechanisms for psycho-
logical recovery. N. Lackey et al. (2021) highlighted substantial improvements
in emotional well-being, cognitive function, and reductions in depression and
anxiety symptoms through engagement with outdoor recreation. Comple-
menting this, C. Picton et al. (2020) demonstrated the efficacy of nature-based
therapeutic recreation programs in enhancing self-esteem and reducing men-
tal illness symptoms. A. Littman et al. (2021) found that urban and nature hik-
ing interventions both improved psychological outcomes among U.S. military
veterans with PTSD, with nature-based programs yielding powerful effects.
M. Wheeler et al. (2020) similarly confirmed that structured outdoor recre-
ational activities significantly decreased stress, anxiety, and PTSD symptoms
among veterans. C. Moore and K. Van Vliet (2022), along with K. Jensen and
S. Rostosky (2021), provided qualitative evidence supporting equine-assisted
therapy and outdoor interventions as powerful tools for healing trauma among
sexual assault survivors.

In a broader urban sustainability context, N. Fagerholm et al. (2022) illus-
trated how green infrastructure and recreational spaces enhanced community
resilience in post-pandemic Nordic cities. These insights support the integration
of tourism into public health and urban planning frameworks.
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Community-based tourism also contributes to both cultural preservation
and rural economic development. In Vietnam, P. Linh et al. (2023) showed that
tourism revitalised traditional rice paper production, sustaining cultural identity
and creating local employment. Marine tourism in South Asia has shown sim-
ilar synergies between environmental conservation and financial growth (Li et
al., 2022). At a policy level, H. Bhammar et al. (2021) proposed a sustainable
recovery framework for tourism in protected areas, emphasising local engage-
ment, biodiversity protection, and economic resilience.

Finally, the positive effects of recreational therapy are supported in educa-
tional settings as well. E. Obray et al. (2024) documented that rock climbing
programs significantly improved resilience and self-efficacy among college stu-
dents, highlighting the potential transferability of these interventions to post-
war youth populations.

This body of research underscores tourism’s dual potential to generate eco-
nomic recovery and foster mental healing, making it a promising avenue for
rebuilding post-war Ukraine.

Unresolved issues. Despite increased attention to Ukraine’s recovery and
mental health crisis, several critical gaps in research and practice remain:

1. Integrated Recovery Models: Economic and infrastructural recovery are
often treated independently from mental and psychosocial rehabilitation. This
separation complicates the search for interventions that simultaneously address
both dimensions.

2. Underexplored Therapeutic Potential of Tourism: While tourism is wide-
ly recognised as a driver of economic growth, its potential to facilitate trauma
recovery for individuals and communities remains under-researched, particu-
larly in contexts of prolonged armed conflict.

3. Lack of Precedents in Large-Scale War Contexts: The ongoing war in
Ukraine is among the most destructive conflicts of the 21st century. Conse-
quently, there is a scarcity of contemporary, relevant scholarship on how tour-
ism can aid in the restoration of regions and populations experiencing such
unprecedented levels of devastation and psychological trauma.

2. Purpose and methods

The purpose and research tasks. The purpose of the paper is to determine
how the development of the tourism industry can contribute to the economic,
social and mental recovery of Ukrainian communities during and after the full-
scale war.
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Research tasks:

— study the world experience in the use of travel and tourism activities to
restore destinations and traumatised individuals and to heal communities, in
accordance with the units of the third section of the article;

— analyse modern Ukrainian trends in the use of tourism and travel as an
element of economic and mental well-being recovery, by the units of the third
section of the article;

— provide recommendations to Ukrainian communities on applying the
tourism and hospitality industry for social, economic and mental recovery, by
the units of the third section of the article.

Methodology and methods. Methodological basis of the study — the research
is grounded in Growth Pole Theory and the Tourism-Led Growth Hypothesis
(TLGH), providing a dual theoretical framework that examines tourism’s poten-
tial for economic revitalisation and psychosocial recovery in post-war contexts.

— Growth Pole Theory (GPT), which posits that targeted investment in stra-
tegic industries can stimulate regional and national development via localised
economic acceleration.

— Tourism-Led Growth Hypothesis (TLGH), which argues that tourism gen-
erates long-term economic benefits through multiplier effects, job creation, and
sectoral spillovers.

Methods: A mixed-methods approach was employed, including:

— qualitative analysis of global post-conflict tourism case studies;

— comparative analysis of regional tourism investment data;

— expert interviews on the implementation of mental health tourism pro-
grams in Ukraine.

Information base. The empirical and theoretical foundation of this research
includes reports from:

— international institutions (UNWTO, UNESCO) (UNESCO, 2024);

— national tourism and cultural policy documents;

— academic studies;

— datasets from Gradus Research;

— Armed Conflict Location & Event Data (ACLED) data on the intensity of
hostilities by regions of Ukraine;

— the State Agency of Ukraine on Exclusion Zone Management data;

— the State Agency on Tourism Development of Ukraine data;

— study on the mental health impact of travel and tourism activities on the
mental health of Ukrainian military veterans (March—April, 2025)
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3. Results and discussion

The hospitality and tourism industry can benefit individuals, companies,
and communities. The nation and people of Ukraine may enjoy these benefits
immediately and, in the future, once peace is achieved.

3.1. Explore world experience in the use of travel
and tourism activities to heal communities

This study is unique in that it covers not only one component of the recov-
ery of Ukrainian communities through the development of tourism, but consid-
ers the impact of the travel and hospitality industry as a multifactorial model
that affects both the material areas of development of a particular destination
(e.g., economy, infrastructure, transport) and the development of human capital,
in terms of supporting the well-being of local communities that have suffered
(or are suffering) traumatised during the war.

Therefore, let us consider the significant impact of tourism development on
two main areas of the destination's functioning — material (economy, infrastruc-
ture, transport, etc.) and human capital development in the context of recovering
and maintaining the mental health of the population affected by armed conflicts.

Positive impact of travel and tourism on mental health

One such benefit is the ability of certain touristic activities to increase re-
siliency in people and communities, as stated by Lackey et al. (2021), ...posi-
tive association between nature-based recreation and mental health, including
improvements in affect, cognition, restoration, and well-being, and decreases in
anxiety and depression symptoms.

Therefore, something as simple as creating opportunities for engagement in out-
door recreation can help people become more resilient. The effect seems markedly
stable throughout various activities, with evidence that rock-climbing programs for
US college students increased resilience scores and self-efficacy (Obray et al., 2024).

Urban Nordic communities with access to green recreational spaces had
more resilient outcomes post-pandemic lockdowns (Fagerholm et al., 2022). Fi-
nally, people with mental illnesses reported greater self-esteem and enhanced
identity after therapeutic outdoor recreation interventions (Picton et al., 2020).

Beyond improving resiliency, outdoor recreation can also assist in recovery,
like with war veterans who are experiencing PTSD (Post-Traumatic Stress Disor-
der). Two weeks after group-based outdoor recreation activities, American soldiers
diagnosed with PTSD saw reductions in PTSD symptoms, depression, anxiety, and
general stress and reported an increase in social functioning (Wheeler et al., 2020).
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In another study with United States veterans, one group was given a 12-
week urban hiking program and another a 12-week nature-based hiking pro-
gram. Both groups reported a reduction in their median PTSD symptoms
12 weeks after the program was concluded, but the group that was assigned to
the nature-based program enjoyed greater benefits. Recent evidence suggests
that outdoor recreation can help recovery from other acute traumas as well, like
helping survivors of sexual assault (Littman et al., 2021).

A narrative analysis of Canadian sexual assault survivors showed that
outdoor recreation led to themes discussing increases in spiritual connections,
emotional regulation, and acceptance, while also decreasing feelings of rumina-
tion and dissociation (Moore & Van Vliet, 2022). Equine therapy has also been
shown to be successful at reducing trauma-related symptoms of women who are
sexual assault survivors (Jensen & Rostosky, 2021).

Economic benefits of travel and tourism to communities

Beyond positive mental health outcomes for individuals, the hospitality and
tourism industry can benefit communities economically. The Tourism Led Growth
Hypothesis (TLGH) was recently supported in a meta-analysis, which reported
a ‘large’ effect size for tourism’s impact on general economic growth (Nunkoo et
al., 2020). The reported effects stemming from TLGH are that short-term effects
are weaker than long-term effects, meaning the economic benefits of the indus-
try compound over time rather than immediately present themselves. The TLGH
also seems to explain larger effects when tourism industries are in their nascent
stage of development or when the industry plays an outsized role in an economy
(Shahzad et al., 2017), suggesting a U-shaped effect of small but quickly growing
and large robust tourism sectors deliver the most pronounced economic outcomes.

More specifically, different types of investment and development of the
tourism industry led to different economic results, for example, regarding job
creation (Dogru et al., 2020), which was found to be highest for upscale ho-
tels, over luxury, mid-scale, and economy properties. Wage growth was highest
when the hospitality industry played a larger economic role (Dogru et al., 2019).

Hospitality and tourism can also provide economic incentives to help pre-
serve special elements of culture and nature. In two community-based examples
a village in Vietnam was able to create markets for a culturally significant rice
paper that otherwise would have not been economic viable without tourism
(Linh et al., 2023) this model was also highlighted in the documentary The Last
Tourist (2021) in an Andean community in Peru to teach and preserve traditional
textiles and dying techniques.

10
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These two examples of community-based hospitality-focused entrepreneurship
were used to learn and pass down a culturally rich practice from one generation to
the next while improving a community’s economic outcomes based on tourist spend.

Also, economic activity and the importance of hospitality businesses have
helped protect natural areas. Marine tourism provides economic benefits for South
Asian countries and helps to provide resources to protect the marine ecosystem (L1
et al., 2022). Furthermore, tourism can help areas recover economically by sup-
porting biodiversity, conservation and socio-economic development, preserving an
asset that helps draw more tourist income into the area (Bhammar et al., 2021).

Furthermore, a growing trend in the United States is to convert ruins and
abandoned places into parkland, that become not only community cornerstones
for recreation but also draw the attention of tourist (New York City’s famed
Highline Park; Minneapolis’ Mill Ruins Park; Houston’s Buffalo Bayou Park;
Minuteman Missile in South Dakota, etc.).

All these studies and positive examples allow us to build a comprehensive
model of the impact of the tourism industry on community recovery after trau-
matic events (Figure 1).

P TOURISM .
e (traveling, leisure, outdoor el
© Affected activities) Affected T,
Desrma{cm/ \Pomfarion
ECONOMIC »] MENTAL HEALTH ‘
" RECOVERY RECOVERY A
L
PTSD
Const- Reduction .
T - ruction | Anxiety
ranlspor — X Reduction
tation Aggression |—
Reduction
—  Sleep
Infra- Depression || Disorders | |
— structure Reduction Reduction | /
Rising
Resilience
HUMAN CAPITAL
DEVELOPMENT | _

Figure 1. Complex Model of the Impact of Tourism
on Community Recovery after Traumatic Events
Source: own development
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3.2. Modern Ukrainian trends in the use of tourism and travel
as an element of mental and economic recovery

Given the challenges that Ukraine has experienced in recent decades, the
tourism industry has also been forced to develop and adapt to crisis conditions
of uncertainty, turbulence and adverse events, such as the Chernobyl disaster,
which created a negative tourist image of the Ukrainian destination, banditry
and violence of the 90s of the 20th century, revolutions and protests, the annex-
ation of Crimea (2014), the beginning of the military conflict in Donbas (2014),
and finally a full-scale war in 2022.

One of the successful examples of the economic recovery of territories
through inbound tourism is the emergence and development of the Chernobyl
tourism phenomenon.

Case Study of Chornobyl Tourism

Ukraine already has a successful example of how an area that survived a disas-
ter in the past can first be turned into a geographical ‘pole’ and attraction for foreign
tourists, and then leverage the increased tourist demand for the economic develop-
ment of the destination and restore the mental health of local communities. Chor-
nobyl tourism — travel to the exclusion zone, which was formed after the disaster
at the Chornobyl nuclear power plant in 1986, the largest man-made disaster of the
20th century. In the last five years before the COVID-19 pandemic and then the full-
scale invasion, in 2015-2019, thanks to the creation of safe conditions for tourists,
targeted travel packages and promotion to targeted foreign consumer audiences, the
number of tourists from all over the world increased in the Chornobyl Exclusion
Zone (ChZ) on 663%, reaching 125,000 tourists in 2019 (Figure 2).

140 000 m Total number of tourists Foreign tourists
120 000 125000

100 000

72163

80 000 49758

60 000 36781

40 000 17757 16386 1%

9127 14132
8404 69%
20 000 70%

-

2011 2012 2013 2014 2015 2016 2017 2018 2019

Figure 2. Dynamics of visiting the Chernobyl Zone (2011-2019)

Source: Calculated by the author using data presented by the State Agency
of Ukraine on Exclusion Zone Management (n.d.)
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According to a study conducted by Anna Romanova in 2019, after inter-
viewing 1,000 visitors to ChZ, a significant 81% of foreign visitors to Ukraine
were first-time travellers, with the majority (55%) citing a visit to ChZ as their
primary reason for coming (Romanova, 2020).

Accordingly, the exclusivity and innovation of tours to the zone of conflict
and disaster, which mainly attract millennials ("Millennials", 2017), as the pri-
mary consumers of the ‘experience economy’, can become a kind of ‘magnet’
for the first visit to a country/region, and with the appropriate strategy, they can
be turned into potential visitors to other destinations within the country/region
and/or consumers of other authentic tourism products other than initial tourism
products attracted visitors.

The phenomenon of Chornobyl tourism confirms the theory of GPT, be-
cause ChZ has caused not only the economic recovery of the surrounding com-
munities, the growth of employment and the filling of the budget with taxes
from tourists, but also the improvement of the mental health of residents. As
noted in its article by the owner of the largest tour operator ‘Chernobyl Tour’,
which actually launched tours to ChZ, Yaroslav Yemeliyanenko: Tourism, oddly
enough, is a tool for overcoming information and psychological trauma. When
people began to travel to the exclusion zone, their attitude to Chernobyl began
to change rapidly. In addition, the firefighters of the accident and the residents
who conducted these excursions overcame their mental trauma due to commu-
nication with tourists. From the psychology of the victim to the psychology of
the winner. (Kuznietsova, 2021).

One of the other modern Ukrainian trends in the use of tourist activities for
the economic and psychological recovery of communities is the emergence of
the so-called ‘veteran tours’, namely, trips to other destinations and/or outdoor
activities for rehabilitation purposes.

While veteran tours in Ukraine have not yet become a mass phenomenon,
since the war is still ongoing at the time of preparing this paper, it is obvious
that in the future, the tourism industry should be prepared for the mass holding
of this type of activity in order to rebuild communities.

Another activity actively gaining popularity in Ukraine is memorial tour-
ism, which involves trips to places of tragic events. Now, the target audience of
this type of tourism is mainly representatives of the Ukrainian authorities and
foreign diplomatic missions. The development of this type of tourism can also
help Ukraine maintain a loyal attitude on the part of international partners.

13
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3.3. Recommendations to Ukrainian communities on the application of the

tourism and hospitality industry for social, economic and mental recovery

Developing the hospitality and tourism industry to benefit Ukraine maximally
can be an important component of how the country recovers after peace. As mental
health services are provided to the population, community centres that use art ther-
apy to develop civilian skills to benefit the economy can also create tourist markets.

In this study, we have attempted to involve successful practices and the-
oretical basis for tourism development, described in the previous sections, for
possible use in Ukraine (7able 1).

Rural and agrarian communities may also be aided by hospitality and tour-
ism. Given these areas' bucolic nature, they may be well suited for outdoor rec-
reation, making them prime locations to develop and preserve national assets
that can enhance the quality of life for Ukrainians and draw international tour-
ists. Nature-based trails for activities like hiking, kayaking, horseback riding,
and biking can be created, and the use of augmented reality applications can
enhance the experience for people. Augmented reality can link back to mental
health services for recovery purposes.

As assets develop in rural areas that bring people to those communities, the
hospitality value chain can become vertically integrated in those communities
to maximise the benefits. An example of this would include local food produc-
tion that seeks to produce local produce unique to the area. This model already
exists in Ukraine, with the creation of products using the Chornobyl Exclusion
Zone or minefields to create a finished agricultural product to sell to tourists
(Atomik Vodka, Minefields Honey).

Table 1. Possible Implications of Positive Tourism Impacts in Ukraine

Success Example Possible Ukrainian Ukrainian Ukrainian
of Positive Tourism Implications Target Destinations
Impact Audience

Nature-based recreation | Create national outdoor Military Carpathian

improves mental health | recreation programs veterans, Mountains,

and reduces anxiety and | for military veterans, traumatised Central

depression (Lackey et traumatised civilians and civilians, Ukraine forests

al., 2021) displaced persons displaced and Lake
persons shores (Shatsky

Lakes)

14
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self-esteem in people
with mental illness
(Picton et al., 2020)

activities (walking clubs,
nature therapy)

mental issues

Rock climbing programs | Establish climbing Youth, Western
improved resilience in programs near mountainous | university, Ukraine (e.g.,
US college students or hilly terrain college and high | Ivano-Frankivsk,
(Obrey et al., 2024) school students | Zakarpattia)
Urban green spaces Revitalise urban parks and | Urban Kyiv,
increased post- green infrastructure to aid populations Kharkiv,
pandemic resilience community cohesion that suffer from | Dnipro,

in Nordic cities night air attacks | Zaporizhya
(Fagerholm et al., 2022)

Therapeutic recreation | Launch community- People with All regions,
programs improved based therapeutic outdoor PTSD or other | especially

war-affected
towns

urban hiking

Outdoor recreation Develop veteran-focused Military Carpathian
reduced PTSD group hiking, kayaking, and | veterans Mountains,
symptoms in US outdoor sports programs Polissya,
veterans (Wheeler et al., Podillya

2020)

Nature-based hiking Prioritise natural setting Military Rural nature

is more effective for programs for healing and veterans, trauma | preserves
trauma recovery than mental recovery Survivors across Ukraine

Outdoor recreation
helped Canadian sexual
assault survivors with
emotional regulation
(Moore & Van Vliet,
2022)

Design gender-sensitive
outdoor trauma recovery
camps

Sexual trauma
survivors

Destinations
with trauma
centres (resorts)
or shelters

Equine therapy
supported trauma
healing for sexual
assault survivors
(Jensen & Rostosky,
2021)

Create equine therapy
centres for veterans and
survivors of gender-based
violence

Sexual trauma
survivors

Rural areas
with equestrian
infrastructure
(e.g., Vinnytsia,
Poltava)

Source: own development

The Impact of Travel and Tourism Activities on the Mental Health of
Ukrainian Veterans

In order to better understand the needs for tourist activity of Ukrainian vet-
erans who had returned from the front and have participated in travel and tour-
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ism outdoor activities, the authors conducted a study among veterans with the
information support of the Association of the Hospitality Industry of Ukraine
and the VIKAR-Travel company.

The survey was conducted among 56 Ukrainian military veterans between
April and May 2025. A mixed-method design was used, combining structured
questionnaires and in-depth interviews. Participants included combatants from
the Anti-Terrorist Operation (ATO) and full-scale invasion periods. The survey
captured quantitative self-assessments of psychological indicators (anxiety, ag-
gression, sleep quality) before and after travel and qualitative reflections on the
personal meaning of travel experiences.

This study explored how travel and tourism activities affect the mental well-be-
ing of Ukrainian military veterans. Combining quantitative survey responses with
qualitative interviews, the findings underscore a positive correlation between partic-
ipation in touristic experiences and improvements in psychological health.

Key Descriptive Insight

Demographics: Most respondents were male (94,6%), aged 36 — 45
(46,4%), and had various combat experiences. Around 20% self-identified as
having a disability.

Trip Destinations: Popular domestic destinations included the Carpathians and
Podillia; international trips ranged from Italy and Spain to Egypt and Germany.

Duration: Most trips lasted from 7 to 14 days.

Activities: Veterans engaged in hiking, nature walks, excursions, swimming,
sound therapy, and spa treatments. The most valued features were unstructured
time in nature, autonomy, and physical wellness treatments.

Reduction in Anxiety and Stress

Veterans reported noticeable reductions in anxiety levels after travelling. Prior
to the trip, the average anxiety rating was 2.8 out of 5 (where 5 is the highest scale),
with numerous respondents indicating moderate to high levels of stress. Post-travel
responses showed a significant decline, with most ratings dropping to 1 or 0, reflect-
ing a state of relaxation and emotional relief. This pattern supports the hypothesis
that travel is a temporary buffer against chronic psychological tension.

Improvement in Sleep Quality

Among those reporting pre-trip sleep disturbances (insomnia, nightmares, or
hypersomnia), 85% indicated improvements post-trip. The sleep quality index no-
tably improved from a baseline average of 3.2 (pre-trip) to 1.1 (post-trip). Par-
ticipants particularly highlighted the calming influence of nature-based settings and
spa-like treatments (e.g., saunas, sound therapy) in promoting restorative sleep.
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Decreased Aggression

Levels of aggressive behaviour, a common expression of unresolved trauma,
showed substantial improvement. Respondents who initially rated their aggression
levels between 3 and 5 (on a 5-point scale) largely reported 0 — 1 post-travel levels.

While the study did not involve a formal PTSD diagnosis, veterans who
participated in therapeutic and nature-based travel activities (such as hiking, ex-
cursions, and equine-assisted relaxation) reported feeling ‘more in control’ and
‘less reactive’ after returning.

Enhancement of Resilience and Mood

76.8% of respondents agreed with the statement that ‘Travelling dis-
tracts from negative thoughts, reduces stress levels, improves overall physical
condition and mood’ (Figure 3).

Do you agree with the statement that
Traveling distracis from negative thoughts, reduces siress
.ill'-.'1.'|'-.'.il.'|'I .'.H‘Ilf.l?'n')'l.'i-.'.\: rn':-:ruﬁ Ir.lj:'_'r.\'."&'{.l.ll ;'r,l_l':l.:.ilj..".l.e'.l_lil .‘.'.'.l:'ﬂn'l F:':ll'.l-e'.llililI
Partionaly
Apree;
19,60%

—

Disagree:
3.60%

Figure 3. The impact of tourism and travel on the mental health of military veterans

Source: own development

Narratives collected through open-ended interview questions revealed
a strong emotional response to the autonomy, movement, and sensory stimula-
tion offered by travel. Veterans emphasised feelings of ‘freedom,’ ‘escape from
routine,” and ‘restoration of inner peace.’ Activities like hiking, swimming,
sightseeing, and cultural interactions were particularly valued. The desire to
continue travelling and explore new locations — within Ukraine (e.g., Carpath-
ians, Podillia) and abroad (e.g., Italy, Germany) — was frequently expressed,
signalling emotional engagement and psychological openness.
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Preferred Travel Features and Recommendations:

Most veterans preferred unstructured, nature-based environments over
formal itineraries. Desired features included opportunities for spontaneous ex-
ploration, social interaction, and gentle physical activities. Several participants
noted a need for gender-sensitive programming, mental health-linked rec-
reational options, and opportunities for veterans to connect with each other
and local communities. Commonly cited therapeutic elements included: ther-
mal baths, walking tours, sound healing, and moderate physical exercise.

Preferred Additions: Respondents requested more peer interaction, cultural
immersion, and personalised therapeutic components (e.g., guided reflection,
trauma-informed facilitators).

Qualitative Themes from Veterans’ Comments:

— ‘Freedom to move and feel alive again’

— ‘I reconnected with my body and my breath’

— ‘I want other veterans to feel this relief and lightness’

— ‘Sleeping well again was the biggest gift of the trip’

In conclusion, the study confirms that properly designed travel experiences
can offer tangible mental health benefits to veterans. The effects include re-
duced anxiety and aggression, improved sleep quality, enhanced resilience,
and a shift toward more positive psychological states. These findings support
policy recommendations advocating for therapeutic tourism as a component of
veterans' rehabilitation programs in post-war Ukraine.

The tourism industry can thus be an integral part of Ukraine now and in the
future. The industry offers multiple unique benefits to residents and internation-
al guests. The industry has the potential to help with mental health outcomes,
physical health outcomes, economic development, preservation of cultural sites,
and the conservation of nature.

4. Conclusions

The full-scale war in Ukraine has had far-reaching impacts not only on
infrastructure and the economy but also on the psychological well-being of its
people. In this context, the tourism industry, often overlooked in conventional
recovery strategies, emerges as a unique dual-purpose instrument—capable of
simultaneously promoting economic revitalisation and contributing to the men-
tal health recovery of communities. This paper has explored this dual impact
through international case studies and empirical data gathered from Ukrainian
veterans who participated in therapeutic travel activities.
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Tourism development can significantly contribute to rebuilding post-war
Ukraine in both material and psychosocial dimensions. Tourism acts as a growth
pole on the economic front, stimulating employment, investment, infrastructure,
and local entrepreneurship (Dogru et al., 2020; Dogru et al., 2019; Shahzad et
al., 2017). In parallel, nature-based and therapeutic tourism activities enhance
mental well-being by reducing symptoms of PTSD, anxiety, aggression, and
sleep disorders, and by building personal resilience (Lackey et al., 2021; Pic-
ton et al., 2020; Wheeler et al., 2020). Ukrainian-specific examples—such as
Chornobyl tourism and emerging veteran tours—illustrate how tourism can be
strategically harnessed to aid individual healing and community recovery (Ro-
manova, 2020; State Agency of Ukraine on Exclusion Zone Management, n.d.).

The survey of 56 Ukrainian military veterans demonstrated that structured
travel experiences improved psychological indicators post-trip, including anxiety
reduction, improved sleep quality, and enhanced mood and resilience. These out-
comes underscore tourism's capacity to function as a non-clinical, yet effective men-
tal health intervention (Lackey et al., 2021; Picton et al., 2020; Littman et al., 2021).

From the policy perspective, the findings advocate for the formal integration
of tourism into Ukraine’s national recovery framework. National and region-
al planning documents should prioritise community-based tourism programs,
therapeutic recreation, and memorial and veteran tours. These efforts should be
inclusive, trauma-informed, and gender-sensitive to serve diverse populations
impacted by the war.

The scientific novelty. This study is one of the first to conceptually and em-
pirically link tourism development to economic and mental recovery in the con-
text of the Ukrainian conflict. It advances a comprehensive model — the Com-
plex Model of the Impact of Tourism on Community Recovery after Traumatic
Events — that illustrates how tourism can catalyse human capital development
through parallel contributions to infrastructure and psychosocial healing.

The significance of the study. Theoretically, this research integrates Growth
Pole Theory and the Tourism-Led Growth Hypothesis with trauma recovery lit-
erature, creating a new interdisciplinary lens for post-war rehabilitation. Practi-
cally, it provides evidence-based recommendations for Ukrainian policymakers,
local communities, and tourism stakeholders on leveraging tourism as a strate-
gic sector for recovery.

Prospects for further research. Future studies should expand the empirical
base by involving a broader and more diverse set of participants across different
regions of Ukraine, including internally displaced persons, civilians from heav-
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ily bombed areas, and female survivors of violence. Longitudinal studies are
also needed to measure therapeutic tourism's sustained psychological and eco-
nomic impacts. Additionally, further investigation is warranted into how digital
technologies (e.g., augmented reality in nature trails) can enhance tourism's re-
habilitative effects in post-conflict settings.
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Abstract: Introduction. In modern conditions, quality management systems
are actively used as an effective economic management tool. It complies with the
requirements and recommendations in the ISO 9000 series of international standards
and serves as a cross-cutting structural element of the overall enterprise management
system. It is based on a process approach, which is implemented through planning,
provision, control and continuous improvement of quality in order to achieve
strategic objectives. Purpose and methods. The purpose of the study is to analyse
methodological approaches to the quality management system, study the current state
of its implementation and regulatory and legal support based on the ISO 9000 series
of standards in Ukraine, focusing on quality management of service and production
activities of restaurant businesses. The research process used methods of logical
generalisation, a systematic approach, and systemic-structural and functional analysis.
Results. The article investigates methodological approaches to quality management of
products and services in the restaurant business based on the international standards
ISO 9000 series. Based on the research results, a thorough analysis of the current
regulatory framework for quality management systems in accordance with international
standards ISO 9000 series in Ukraine was conducted, which became the methodological
basis for the research. The theoretical foundations and practical aspects of the
formation of quality management and the patterns of development of key concepts,
particularly TQM, which, combined with the requirements of ISO 9000, contributed to
the formation of integrated quality management systems, were analysed. The quality
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management system as an economic tool for ensuring the efficiency of enterprises was
analysed, and the process aspect of its implementation was revealed. The main reasons
for implementing a quality management system in restaurant businesses are identified.
Conclusions. The ISO 9000 series of international standards form a coherent system
focused on effective quality management based on key management principles. The
basis for the quality management system's functioning is implementing preventive
measures to prevent non-conformities in restaurant businesses' service and production
processes. Compliance with ISO 9000 requirements allows companies to demonstrate
their ability to provide products and services that meet consumer expectations and
mandatory regulatory requirements.

Keywords: quality, management, quality management system, product quality,
service quality, international ISO 9000 standards, methodological approach.

1. Introduction

The problem formulation. Today, Ukrainian society is undergoing profound
transformational changes, which are giving rise to new challenges for the na-
tional economy. One of the key tasks is to ensure the adaptation of domestic en-
terprises, particularly in the restaurant business, to dynamic changes in various
spheres of public life. This requires the continuous improvement of products
and services in line with current requirements, which are constantly changing
under the influence of socio-economic processes. In today's world, competitive
advantages in the global market are gained by ensuring high product and service
quality. Therefore, there is an urgent need to implement effective quality man-
agement systems to ensure the compliance of restaurant business products and
services with modern consumer requirements and adaptation to socio-economic
changes. Ensuring the competitiveness of domestic enterprises in this area is
impossible without a systematic approach to quality control of products and
services, technological processes, service improvement and constant monitor-
ing of consumer expectations. Given this, quality management in the restaurant
industry is seen not only as a tool for improving efficiency, but also as a strategic
factor for the successful development of enterprises in the context of globalisa-
tion and integration into the European space.

The ISO 9000 series of international standards has formed a unified ap-
proach to developing and evaluating quality management systems, which is rec-
ognised by most countries worldwide. They have also established clear product
and service interaction rules between producers and consumers. In this context,
the strategic development direction for Ukrainian economic entities operating
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in the goods and services market is to achieve European quality standards in
the organisation of service and production processes. Implementing a quality
management system based on the international standards of the ISO 9000 series
is an important mechanism for quality management in producing food products
and providing services. The implementation of a product and service quality
management system in Ukraine, based on compliance with the requirements
and guidelines of the ISO 9000 series of international standards, is an effective
economic tool for the implementation of service and production activities at an
enterprise for the creation of high-quality food products and services.

It is becoming clear that the primary goal of all stakeholders in the produc-
tion and sale of food products is to ensure a high level of quality, taking into ac-
count external and internal influences on service and production activities and
the logistics processes of product delivery to consumers. In this regard, a pro-
cess approach and risk-oriented thinking are considered scientifically sound
means of solving problems in quality management.

State study of the problem. Scientific developments by foreign experts in
the field of quality management have significantly influenced both the theo-
retical foundations and practical aspects of building quality management sys-
tems. The models they developed became the basis for the formation of modern
management concepts, which, in turn, contributed to the creation of integrated
systems based on the combination and adaptation of different approaches and
models of quality management. Fundamental ideas about the essence of quality,
the specifics and problems of quality management of products and services,
the basics of approaches to understanding quality and its management, as well
as the principles for creating and implementing effective quality management
systems were formed in the scientific works of leading foreign scientists, in par-
ticular E. Deming, A. Feigenbaum, F. Crosby and others, whose contributions
have significantly influenced the development of this scientific field. F. Crosby
defines quality as conformity to requirements, emphasising its close connection
with specified standards and expectations. According to E. Deming, quality is
achieving excellence that meets market demands (Rusavska & Taran, 2021).
In turn, A. Feigenbaum (1999) considers quality to be the totality of market,
technical, production and operational characteristics of products or services
that ensure compliance with consumer expectations during use. The theoreti-
cal approaches proposed by these scientists have become the classic founda-
tion for further developing modern quality management concepts. These issues
are fragmentarily covered in the works of Ukrainian scientists O. Davydova
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(2018), S. Melnychuk, O. Borovykov and L. Bal-Prylypko (Melnychuk et al.,
2012), V. Rusavska (2018b; Rusavska et al., 2021), V. Rusavska and S. Neilen-
ko (2022). The issue of quality management is the subject of research by several
Ukrainian scientists, S. Bondarenko (2022), O. Davydova and I. Pysarevskyi
(2012), K. Demchenko (2023), V. Zavalniuk (2013), I. Markina, I. Potapiuk and
D. Moshenets (Markina et al. 2018), V. Postova (2022).

Unresolved issues. Despite significant scientific achievements by both for-
eign and Ukrainian scientists in the field of quality management, it should be
noted that the problem of ensuring high quality of products and services in
restaurant establishments through the introduction of modern quality manage-
ment systems, taking into account the specifics of the functioning of market
participants, remains insufficiently studied. This necessitates further theoretical
justification, methodological improvement and practical research in this area.

2. Purpose and methods

The purpose and research tasks. The study aims to conduct a comprehen-
sive theoretical and methodological analysis of the quality management system
based on the ISO 9000 series of international standards requirements. Particular
attention is paid to the study of methodological approaches to quality manage-
ment, the assessment of the modern concept of its implementation by the princi-
ples of ISO 9000, as well as the determination of the effectiveness of this system
as a tool for ensuring effective management of service and production activities
of market participants in the production and services. To achieve this goal, the
research aims to accomplish the following tasks: to identify the reasons that de-
termine the need to implement a quality management system at enterprises; to
investigate key concepts, reveal the essence, purpose, requirements and recom-
mendations of the quality management system under the international standards
of the ISO 9000 series in the conditions of the Ukrainian economy; to determine
promising directions for the development of quality management in the context
of modern transformational challenges.

Methodology and methods. The methodological basis of the research is
formed by scientific concepts of leading foreign scientists who have developed
theoretical and applied approaches to quality management, as well as significant
theoretical developments of Ukrainian scientists devoted to implementing qual-
ity management systems in domestic conditions. The research pays particular
attention to the regulatory and legal aspects of quality management systems,
particularly in the context of adaptation and implementation of the ISO 9000
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series of international standards requirements. This methodological basis has
made it possible to form a comprehensive approach to the analysis of modern
challenges and prospects for developing a quality management system in the
restaurant industry of Ukraine. The following methods were used in the re-
search: logical generalisation method — to determine the essence of the quality
management system and clarify key concepts in the field of quality; system
approach and system-structural analysis — to systematise concepts for the de-
velopment of a quality management system, as well as to analyse its functioning
in the field of products and services by the requirements of the ISO 9000 series
of international standards; functional analysis — when adapting the implemen-
tation of a quality management system in restaurant businesses in the changing
conditions of the modern market.

Information base. The research's information base consists of foreign scien-
tists' scientific works, which highlight the theoretical foundations and practical
aspects of quality management, as well as the experience of Ukrainian scientists
regarding implementing quality management systems in the national economy.
A special place is occupied by regulatory and legal documents that regulate
the functioning of quality management systems by the international standards
ISO 9000 series requirements. Such an information base ensured the depth and
comprehensiveness of the research, allowing for the analysis of existing ap-
proaches and the identification of priority areas for improving the quality man-
agement system in the restaurant business.

3. Results and discussion

3.1. Formation of an effective quality management system. In today's global
market for products and services, there is a steady trend towards integration into
global, particularly European, economic structures. This necessitates market
operators to introduce innovative technologies in food production and service
organisation, ensure high service quality, and improve service and production
activities. Achieving these goals is possible thanks to implementing effective
quality management systems built under the requirements of the ISO 9000 se-
ries of international standards.

The decisive factor in this process is the focus on maximum customer satis-
faction, which is currently the key criterion for setting high standards for prod-
uct and service quality at the international level. Therefore, to ensure the com-
petitiveness of restaurant establishments in Ukraine, it is necessary to introduce
quality management systems adapted to international standards. The practice
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of leading countries shows that businesses that integrate modern quality man-
agement models gain significant competitive advantages in the global market.
In modern conditions, a quality management system is seen as an effective tool
for improving the efficiency of service and production processes, based on the
principles and requirements defined by the ISO 9000 series of international
standards. International experience shows that the effectiveness of such systems
depends mainly on the existence of an appropriate regulatory framework that
regulates product and service quality requirements at the state level (Parkho-
menko, 2010, p. 344).

Therefore, an objective is needed to develop, justify and implement meth-
odological approaches to strategic quality management that consider economic,
social and environmental aspects and include several management measures to
determine further directions for quality improvement (Bondarenko, 2022). Such
an integrated approach allows for forming a comprehensive management system
focused on meeting current consumer needs and the enterprise's long-term de-
velopment, considering the principles of sustainability. Effective strategic quality
management requires a systematic assessment of the enterprise's internal poten-
tial, analysis of the external environment, forecasting changes in consumer ex-
pectations, and using risk management tools. Implementing such approaches in
the restaurant business creates conditions for ensuring the competitiveness of the
enterprise, which will be able to quickly adapt to market challenges and ensure
stable quality of products and services under international standards.

The formation of effective strategic quality management requires a com-
prehensive analysis of international experience in quality improvement pro-
grammes, as well as a detailed study of the current regulatory framework and
the specifics of state regulation in the field of quality management in Ukraine
(Rusavska, 2018b, pp. 119—-120). This approach allows for the adaptation of
best international practices to domestic conditions. It creates the conditions for
forming and implementing an effective quality management system that will
meet the modern requirements of the global market and promote Ukraine's inte-
gration into the international economic space. In such conditions, the effective
functioning of restaurant businesses requires the availability of appropriate re-
sources and clearly defined processes and well-established mechanisms for their
interaction, emphasising the importance of creating a modern integrated quality
management system (Batchenko et al., 2020, p. 15). Building such a system en-
sures the consistency of management actions, optimises production and service
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processes, and improves the enterprise's ability to respond quickly to changes
in the external environment and consumer needs.

3.2. Theoretical foundations and practical aspects of quality management.
The theory and practice of quality management in its historical development
have undergone several stages, each characterised by specific features and for-
mation patterns. The main objectives set by well-known quality management
concepts were to improve the quality of products and services, ensure a rapid
response to changes in the market environment, achieve optimal economic re-
sults, and solve the problem of increasing the competitiveness of enterprises
where quality plays a key role (Rusavska & Taran, 2021). These tasks remain
relevant today, while expanding with new requirements related to integrating
global standards, introducing innovative technologies, and growing consumer
demands. In the 1960s, American quality control expert A. Feigenbaum de-
veloped the concept of total quality management (TQM) (Feigenbaum, 1999),
which quickly gained widespread worldwide recognition. The concept of TQM
(Total Quality Management) became a new philosophy of quality management
in enterprises, based on a comprehensive and systematic approach to controlling
and improving the quality of products and services. It involves all departments
and levels of the enterprise in continuously improving processes, focusing on
consumer needs and integrating quality into all aspects of the enterprise's activ-
ities. The key provision of the TQM concept is the idea of quality management
covering all stages of production and all levels of the enterprise's management
hierarchy, including technical, economic, organisational and social aspects of
its activities. As O. Davydova (2018, p. 151) notes, ‘Total quality management
is a management style that establishes a new management culture.” The TQM
concept aims to achieve sustainable long-term success through continuous
quality improvement, which is implemented through systematic analysis of per-
formance results and appropriate process adjustments. It is focused on striving
for zero defects, optimising non-production costs, increasing competitiveness
and gaining the trust of all stakeholders. With this in mind, it is becoming in-
creasingly important for management bodies to adhere to TQM (Total Quality
Management) principles, which form the basis of the ISO series of interna-
tional standards (Melnichuk & Borovikov, 2012, p. 210). Implementing these
principles allows for forming a systematic and integrated approach to quality
assurance that meets modern market requirements and promotes the sustainable
development of enterprises.
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Implementing quality assurance systems under international ISO standards
began in the late 1980s. It confirmed the transition to a new quality management
methodology based on standardised principles of effectiveness and efficiency of
management processes. The ISO 9000 series of standards has become a univer-
sal benchmark for companies in various industries, as it contains clearly defined
requirements for quality management systems that promote trust in products
and services at the international level (Davydova & Pysarevskyi, 2012, p. 125).
These standards guarantee that processes within an enterprise are transparent,
controllable and aimed at continuous improvement. They have become critical
in the restaurant business, where the quality of products and services is a critical
component of customer satisfaction and the formation of a company's reputa-
tion. Therefore, implementing ISO 9000 series standards allows for the optimi-
sation of internal processes and increased competitiveness of establishments.

At the beginning of the 21st century, there is a clear trend towards devel-
oping integrated quality management systems due to the need to coordinate the
functioning of all elements of an enterprise within a single management model.
This approach combines the quality management system with other function-
al subsystems — environmental, financial, human resources, information and
production management — to achieve comprehensive efficiency (Rusavska &
Taran, 2021). The development of integrated systems demonstrates the desire
of enterprises, particularly in the restaurant industry, not only to comply with
international standards but also to form an internal culture of quality focused
on long-term development. Integrating the quality management system into the
overall enterprise management system allows for more efficient use of resourc-
es, reduces duplication of processes, increases the transparency of management
decisions and strengthens competitive positions in the market. This develop-
ment direction is becoming an important condition for forming a modern quality
management system capable of quickly adapting to dynamic changes in the
market environment.

3.3 Regulatory aspect. The modern product and service quality manage-
ment system cannot function effectively without proper regulatory support. The
regulatory framework is the foundation for forming, implementing and main-
taining quality management systems at all levels of economic activity. It defines
mandatory requirements for the quality of products and services and the respon-
sibility of economic entities for non-compliance with established standards. In
Ukraine, quality management systems are regulated nationally and internation-
ally by harmonising domestic legislation with European Union and ISO 9000
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international standards. Improving the quality of enterprise operations in line
with the requirements of the ISO 9000 series of international standards is car-
ried out, taking into account industry specifics. It is based on systematically
generalising theoretical provisions and practical experience in quality manage-
ment (Rusavska, 2018b, pp. 117-118).

Improving quality management systems requires internal optimisation of pro-
cesses and strict compliance with current legislation. In particular, in Ukraine, the
regulatory framework in the quality field is governed by several legislative and
regulatory acts, among which the adapted national and international ISO 9000
series standards play a key role. The ISO 9000 series of international standards
has become the basis for forming a unified approach to developing, operating
and evaluating quality management systems, ensuring uniform rules for interac-
tion between producers and consumers of products and services (Postova, 2022).
They clearly defined the general principles and requirements that enterprises must
comply with to ensure quality at all stages of their activities. Despite the constant
growth of quality requirements at the international level, the methodological ap-
proaches in the ISO 9000 series of standards have proven their ability to adapt
to change while remaining an effective management tool. Their versatility, flex-
ibility and process orientation have made these standards popular among enter-
prises in various industries and convenient for independent assessment of quality
management systems by other interested parties (Davydova & Pysarevskyi, 2012,
p. 200). This has contributed to the spread of ISO standards at both the global and
national levels, including the restaurant industry, which is increasingly integrating
international requirements into its practices.

Thus, the ISO 9000 series of international standards, adapted to the national
legislation of Ukraine, constitutes a reliable regulatory and methodological basis
for the formation and effective functioning of quality management systems in
restaurant establishments. Their integration into production and service processes
ensures compliance with established quality requirements and fosters a culture of
quality based on transparency, responsibility and customer focus. Quality assur-
ance by international standards helps to strengthen trust in restaurant businesses,
increase their competitiveness in domestic and foreign markets, and create a basis
for the further implementation of standards, particularly in food safety.

Currently, food product and service quality management systems are im-
plemented based on international standards that have been adapted and ap-
proved as national regulatory documents in Ukraine. These include DSTU
ISO 9000:2015 ‘Quality management systems. Fundamentals and vocabulary’,
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DSTU ISO 9001:2015, ‘Quality management systems. Requirements’, and
DSTU ISO 9004:2001 ‘Quality management systems. Guidelines for perfor-
mance improvements’ (Ukrainian Scientific Research and Training Center for
Standardization, Certification and Quality Problems, 2016a, 2016b; Derzhstan-
dart Ukrainy, 2001). These standards form the basis for building effective qual-
ity management systems that ensure the compliance of products and services
with modern international requirements.

For a deeper understanding of the essence of the quality management sys-
tem, it is important to familiarise yourself with the basic terminology used in
this field. The Ukrainian State Standard DSTU ISO 9000:2015 ‘Quality man-
agement systems. Fundamentals and vocabulary’ (Ukrainian Scientific Re-
search and Training Center for Standardization, Certification and Quality Prob-
lems, 2016a) defines the key concepts underlying quality management systems:
‘Quality management’ means management focused on quality; ‘management
system’ means a set of interrelated or interacting elements that form policies, set
objectives and determine processes to achieve these objectives; ‘quality man-
agement system’ means the part of a management system that deals with quali-
ty; ‘quality’ means the degree to which to which the totality of characteristics of
an object satisfies established requirements; grade — a category or rank assigned
to different requirements for an object that have the same functional purpose.’

The introductory provisions of the quality management system, as well as
the terminology and identification of key concepts in the field of quality, are set
out in DSTU ISO 9000:2015, form the fundamental basis for a correct under-
standing of the structure and functioning of quality management systems, where
a structured quality management system is proposed, combining fundamental
concepts, principles and processes aimed at the effective achievement of or-
ganisational objectives. This approach is universal and can be applied to any
enterprise regardless of its size, type of activity or business model, making it
particularly relevant for enterprises in various industries, including the restau-
rant business (Ukrainian Scientific Research and Training Center for Standard-
ization, Certification and Quality Problems, 2016a). This standard is the basis
for the entire ISO 9000 series and covers aspects such as quality management
principles, key processes and necessary resources.

Therefore, a basic understanding of the key terms, principles and processes
set out in DSTU ISO 9000:2015 is a prerequisite for the successful implemen-
tation of a quality management system and provides a common methodological
platform that allows enterprises of various forms and sizes to effectively organ-
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ise their activities, focusing on achieving high quality standards and satisfying
customer needs.

3.4. Scientific discourse. In modern scientific discourse and practical activi-
ties, there are a variety of approaches to interpreting the concept of ‘quality’. In
general, quality is defined as the degree of conformity of a set of characteristics
of products or services to established requirements, which include predefined
consumer needs and expectations that are formalised and mandatory (Zavalni-
uk, 2013). At the same time, quality is not limited to a set of specific properties
that distinguish a product or service from similar ones on the market. However,
it is considered a set of characteristics that can best satisfy the needs and ex-
pectations of consumers (Rusavska, 2018b, p. 118). It is a multifaceted concept
that can be viewed from philosophical, social, technical, legal and economic
aspects. Accordingly, quality is a complex category encompassing many impor-
tant characteristics and parameters for producers and consumers (Davydova &
Pysarevskyi, 2012, p. 9). Such a multifaceted approach to understanding qual-
ity forms the basis for further research and practical implementation of quality
management systems aimed at improving the efficiency of enterprises in vari-
ous industries, particularly in the restaurant business.

In the context of the functioning of restaurant establishments, a clear dis-
tinction between the concepts of ‘products’ and ‘services’ is of particular impor-
tance, as they are key elements in the quality management system. According to
DSTU ISO 9000:2015 (Ukrainian Scientific Research and Training Center for
Standardization, Certification and Quality Problems, 2016a), a product results
from an enterprise's activity that can be created without mandatory business
interaction between the manufacturer and the customer. The dominant feature
of a product is its material nature. In contrast, a service, according to DSTU
ISO 9000:2015 (Ukrainian Scientific Research and Training Center for Stand-
ardization, Certification and Quality Problems, 2016a), is interpreted as a result
that necessarily involves the performance of a specific type of activity between
an enterprise and a customer. Services are usually intangible, and the consum-
er's experience and feelings during the interaction are the primary criterion for
their perception. In the restaurant business, these two concepts are closely in-
terrelated: the consumer receives a tangible component in the form of a finished
culinary dish (product) and an intangible component in the form of service,
atmosphere, and service interaction (service). This combination requires a com-
prehensive approach to quality assurance that considers the characteristics of
both the tangible and intangible results of the establishment's activities. In this
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regard, an important aspect of the quality management system in restaurant
businesses is taking into account the consumer's perception of quality, which
is formed not only based on the physical characteristics of the product, such as
taste, appearance, and serving temperature, but also depends to a large extent
on intangible components of the service, which include the level of service,
professionalism of staff, comfort and atmosphere in the establishment, speed of
response to orders, emotional support, etc.

Thus, quality becomes integrated, involving objective (technical and tech-
nological) indicators and subjective (emotional) consumer perceptions. This
requires the restaurant to clearly define all internal processes and continuously
improve and meet consumer expectations, which corresponds to the modern
requirements of the ISO 9000 standards.

3.5. Quality management systems. Quality management systems are an impor-
tant tool for an enterprise's strategic management, ensuring stable product and ser-
vice quality, meeting consumer expectations and achieving competitive advantages.
In international practice, a quality management system is seen as a set of interrelated
management elements that work within a company to shape quality policy, set goals,
and manage processes and resources to achieve them. In the restaurant business,
implementing such a system allows for the formalisation of internal processes, en-
sures quality control at all stages from raw material supply to customer service, and
achieves a consistent level of service that meets international standards.

The basis of an effective quality management system is implementing a set
of preventive measures to prevent non-conformities in the service and pro-
duction processes of restaurant businesses, both in the current time and in the
long term. This approach minimises the risks of quality loss, reduced customer
satisfaction and damage to the company's reputation. Within the terminology
of DSTU ISO 9000:2015 (Ukrainian Scientific Research and Training Center
for Standardization, Certification and Quality Problems, 2016a), the concept
of ‘conformity’ is defined as the fulfilment of a specified requirement, while
‘nonconformity’ is interpreted as the failure to fulfil a requirement, in particular
one related to the intended or actual use of a product or service. Applying these
definitions in the restaurant business allows enterprises to systematically identi-
fy, analyse and eliminate deviations from standards established by internal pro-
cedures and regulatory documents. It is the systematic control of the conformity
of processes and results of activities that ensures constant quality stability and
timely adaptation to changes in the external environment or consumer require-
ments. The preventive component of quality management is implemented by
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introducing tools such as audits, critical point monitoring, risk management,
customer satisfaction assessment, non-conformity analysis and corrective ac-
tions that form a continuous improvement process.

By the provisions of DSTU ISO 9000: 2015, a quality management system
is understood as a set of actions by which an organisation determines its objec-
tives, identifies the processes and resources necessary to achieve the desired re-
sults, and manages their interaction in order to create value for interested parties
(Ukrainian Scientific Research and Training Center for Standardization, Certifica-
tion and Quality Problems, 2016a). This understanding of a quality management
system requires a precise formulation of quality policy and the establishment of
appropriate objectives, the implementation of a process approach, and consist-
ent planning, provision, monitoring and continuous improvement of quality at all
stages of the enterprise's operations (Ukrainian Scientific Research and Training
Center for Standardization, Certification and Quality Problems, 2016a). Given
this, a product and service quality management system based on the ISO 9000 se-
ries of international standards should be based on an integrated approach that
includes: organisational structures that define the hierarchy of responsibilities and
authorities; standardised procedures that ensure consistency and control of oper-
ations; processes implemented at all stages: from the production, storage and sale
of food products to the provision of services; resources, including material and
technical resources, human resources and financial resources necessary for the
stable functioning of the system. Thus, the quality management system emerges
as a comprehensive, adaptive mechanism that allows restaurant businesses to en-
sure compliance with international requirements and improve the overall perfor-
mance of their activities.

The next stage in developing quality management systems is the implemen-
tation of DSTU ISO 9001:2015 ‘Quality management systems. Requirements’
(Ukrainian Scientific Research and Training Center for Standardization, Certi-
fication and Quality Problems, 2016b), which specifies specific requirements
for companies engaged in the manufacture, sale and provision of services, to
demonstrate their ability to consistently provide quality that meets customer
needs and mandatory regulatory requirements. This standard is focused not
only on formal compliance with requirements, but above all on improving the
quality management system's effectiveness in customer satisfaction, continu-
ous improvement and increased competitiveness. For catering establishments,
ISO 9001:2015 opens up opportunities to systematically evaluate and improve
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processes: from raw material procurement, food preparation and service to cus-
tomer satisfaction analysis and strategic planning.

A key feature of this standard (Ukrainian Scientific Research and Train-
ing Center for Standardization, Certification and Quality Problems, 2016b)
is the application of a process approach that integrates: the PDCA (Plan-Do-
Check-Act) cycle as a basic management model that involves planning ac-
tions, implementation, control of results and corrective measures; risk-orient-
ed thinking. Risk-based thinking is a fundamental principle of modern quality
management systems, the essence of which lies in the systematic identifica-
tion, analysis, evaluation and response to risks that may affect the quality of
products, services and the ability of an organisation to achieve its objectives.
Risk-oriented thinking helps restaurant establishments not only to anticipate
and minimise threats, but also to improve process stability, customer satis-
faction and overall operational efficiency. This thinking is integrated into all
levels of management, from strategic planning to staff operational activities.
This approach not only prevents non-compliance but also leverages opportu-
nities for improvement.

The DSTU ISO 9001:2015 (Ukrainian Scientific Research and Training
Center for Standardization, Certification and Quality Problems, 2016b) stand-
ard coordinates and integrates the terminology set out in DSTU ISO 9000: 2015
(Ukrainian Scientific Research and Training Center for Standardization, Certi-
fication and Quality Problems, 2016a), providing a comprehensive view of the
quality management system as a consistent interaction of planning, assurance,
control and improvement of quality. In this context, the key concept is quali-
ty planning, a component of quality management that involves setting clearly
defined quality objectives and determining the operational processes and re-
sources necessary to achieve them. In the restaurant business, this may include
standardising recipes, assigning staff responsibilities and defining criteria for
evaluating service quality. Quality assurance is aimed at creating confidence
that established requirements will be met. This may include monitoring com-
pliance with technological charts, hygiene requirements and sanitary standards,
or implementing internal service quality audits in restaurants. Quality improve-
ment refers to the continuous improvement of processes and the ability to meet
requirements. This is achieved through innovation, staff training, customer
feedback, complaint analysis and equipment upgrades. Corrective action is im-
plemented in response to identified non-conformities to eliminate their causes
and prevent recurrence. For example, identifying a problem with delays in serv-
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ing meals may lead to changes in the logistics of the production process or the
reorganisation of staff shifts.

Thus, the DSTU ISO 9001:2015 (Ukrainian Scientific Research and Train-
ing Center for Standardization, Certification and Quality Problems, 2016b)
standard forms a systematic approach encompassing a strategic vision of quali-
ty and operational activities to achieve stable business performance. In the res-
taurant business, this allows quality to become a key tool for successful compe-
tition, ensuring consumer confidence and long-term market stability.

The primary purpose of implementing a quality management system in ac-
cordance with international standards in the restaurant business is to identify
deviations from established quality indicators, which are considered normative
in the production and service process. An important tool in this context is pro-
cess modelling, which involves building a logical diagram of the relationships
between all key stages of service delivery: from the supply of raw materials and
food preparation to customer service. This approach makes it possible to visual-
ise workflows, identify critical control points, assess potential risks and develop
effective measures to improve quality. Process modelling is the basis for mak-
ing management decisions to eliminate identified non-conformities. This allows
the company to respond quickly to changes in market conditions, maintain the
stability of technological processes and ensure that the results of its activities
meet consumer expectations (Huts et al., 2019).

The awareness of restaurant businesses of the need for continuous improve-
ment in the quality of products and services is primarily determined by external
factors such as market saturation, rising living standards and growing consumer
demands and expectations. In today's environment, consumers are becoming in-
creasingly discerning, informed, and demanding regarding product and service
quality, value, and safety (Markina et al., 2018, p. 192). In this regard, restau-
rant establishments that implement modern approaches to quality management
form a strategic orientation towards customer satisfaction as their primary goal.
This approach involves a systematic analysis of customer requirements and ex-
pectations, identification of key processes that affect the quality of products
and services, and effective management of these processes, particularly at the
supply, storage, preparation, serving, and service stages. The implementation
of an effective quality management system in the restaurant business contrib-
utes to the overall efficiency of the enterprise, improves the quality of products
and services, and optimises business processes that directly affect the level of
competitiveness and the formation of a positive image of market operators in

37



Socio-Cultural Management Journal.
Volume 8 (2025), Number 1, pp. 23-45
p-ISSN 2709-846X; e-ISSN 2709-9571

the minds of consumers. The higher the efficiency of the quality management
system, the stronger the enterprise's market position, and the quality of products
and services becomes a key strategic resource.

In modern economic conditions, quality management systems are increas-
ingly used as an effective economic tool to ensure that a company's activities
comply with international requirements set out in the ISO 9000 series of stand-
ards. According to the latter, a quality management system is based on an in-
tegrated structure that includes fundamental concepts, principles, processes
and resources necessary to achieve a stable product and service quality level.
A quality management system built on this basis is a cross-cutting element of
the enterprise management system. It permeates all levels of management activ-
ity, ensures consistency of actions and allows for the effective implementation
of modern quality management principles that underlie the latest concepts of
strategic enterprise development (Rusavska & Neilenko, 2022, p. 156).

The effectiveness of an enterprise's activities, as the ratio between the
results achieved and the resources used, is intended to quantitatively and qual-
itatively assess economic processes and the achievement of high-quality indi-
cators relative to competing enterprises (Demchenko, 2023). Methodological
recommendations for achieving higher efficiency and effectiveness of quality
management systems are set out in the state standard DSTU ISO 9004:2001
Quality management systems. Guidelines for performance improvements’
(Derzhstandart Ukrainy, 2001). These provisions are addressed to enterpris-
es whose management is focused on strategic development, continuous im-
provement of activities and transformation of business processes to increase
competitiveness. The ISO 9001 and ISO 9004 standards, which regulate re-
quirements and guidelines in the quality field, are conceptually consistent,
structurally compatible and can be applied separately or in combination to
form integrated quality management systems.

The standards analysed form a coherent series focused on effective quality
management based on fundamental principles of quality management. These
principles — customer focus, leadership, employee involvement, process ap-
proach, continuous improvement, fact-based decision making, and relation-
ship management — form the methodological basis of the ISO 9000 series of
standards. Their consistent implementation in business activities contributes to
achieving competitive advantages and sustainable development. The introduc-
tion of quality management principles enables organisations to respond effec-
tively to the challenges of today's dynamic environment, which has undergone

3
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significant transformations under the influence of globalisation, technological
changes and a rethinking of knowledge as a key resource for development. As
stated in DSTU ISO 9000:2015 (Ukrainian Scientific Research and Training
Center for Standardization, Certification and Quality Problems, 2016a): ‘Suc-
cess can be achieved through the implementation and updating of a quality
management system aimed at continuous improvement of the effectiveness and
efficiency of quality management along with other aspects of management.’

Quality management systems based on the fundamental concepts, princi-
ples, processes and resources defined by the ISO 9000 international standards
are among the most effective. They enable organisations to achieve their strate-
gic objectives regardless of size, industry or business model. Global practice in
improving the quality of products and services is based on a balanced combina-
tion of all components of the enterprise management system.

The ISO 9000 series of standards is universal and widely used in all man-
ufacturing and service industries as a modern concept of quality management.
The quality management system integrates all management functions that affect
quality assurance and improvement into a single coherent structure. Its imple-
mentation facilitates the coordination of all processes related to analytical re-
search, the development and implementation of new technologies, the provision
of a high level of service and the improvement of production efficiency.

Methodological approaches to quality management based on the implemen-
tation of international standards ISO 9000 series ensure effective management
of service and production activities of market participants in the production
and service sectors. In the context of service and production activities, particu-
larly in restaurants, such approaches make it possible to structure management
processes by recognised international standards, ensure transparency and re-
producibility of operations, establish a feedback system, and identify and elim-
inate deviations early. The application of ISO methodology also allows for the
introduction of monitoring of key quality indicators, effective risk management
through identifying potential quality threats at an early stage, analysis of their
impact and the development of preventive measures, and ensuring continuous
improvement in all aspects of operations. Applying these approaches in the res-
taurant business contributes to improving the quality of products and services,
which, in turn, is one of the key areas of strategic development for companies
in this industry and increases their competitiveness. At the same time, imple-
menting the principle of continuous improvement, which is fundamental to ISO,
enables companies to develop a management system based on data, experience
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and feedback. This contributes to improving the quality of products or servic-
es and overall operational efficiency, cost optimisation, staff development, and
forming a long-term reputational advantage in the market.

In addition, methodological approaches based on ISO 9000, as a systematic
approach to quality management embedded in the ISO 9000 series of standards,
ensure the integration of training, motivation and professional development
processes for personnel as an important resource for ensuring stable quality.
Employee participation in decision-making, performance evaluation and the
formulation of suggestions for improvement stimulates team responsibility for
results and increases staff commitment. This approach contributes to creating
a quality-oriented internal organisational culture where all participants in the
process are aware of their role in achieving strategic goals. As a result, the
company receives not only short-term benefits in the form of resource opti-
misation and product improvement, but also long-term benefits in the form of
strengthening its competitive position and expanding its market presence. In
today's unstable business environment, such advantages are crucial for ensuring
the sustainable development of a company in the face of global challenges.

In the modern concept of quality management, considerable attention is
paid to the social aspect, which involves mobilising staff to achieve common
goals and implement the restaurant's development strategy. This is achieved by
forming a unified direction of action consistent with the vision and mission of
the enterprise. One of the key factors in forming competitive advantages in a dy-
namic market is the ability of an enterprise to implement innovations and adapt
to changes quickly. The desire for continuous development, updating of knowl-
edge and its practical application allows restaurant businesses to meet market
requirements, combine practical experience with theoretical developments and
ensure systematic improvement of the quality of products and services (Rusavs-
ka, 2018a, p. 74).

At the same time, the methodological tools of the product and service qual-
ity management system in the restaurant business in Ukraine are at the stage
of active development and gradual improvement. Domestic service enterprises
are increasingly focusing on the requirements and guidelines of international
standards in the field of quality assurance, which form a closed management cy-
cle. This cycle includes identifying consumer needs, satisfying them effectively,
continuously improving the quality of products and services, and increasing the
competitiveness of enterprises in a dynamic market environment.
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4. Conclusions

The research conducted by the set purpose allows us to draw the following
conclusions:

1. A quality management system is an effective economic tool that provides
a structured and consistent approach to controlling and improving the quality
of products and services. It is based on a conceptual framework that includes
key concepts, principles, processes, and resources related to quality, and at the
same time, it is integrated into the overall enterprise management system as its
cross-cutting structural element. This systematic approach enables the enter-
prise to ensure operational stability, improve customer satisfaction and enhance
its competitiveness.

2. The application of a methodological approach to quality management
based on the ISO 9000 series of international standards requirements, particu-
larly in restaurant businesses, contributes to forming an effective quality man-
agement system that meets the modern challenges of a dynamic and globalised
market environment. This approach not only supports the sustainability of oper-
ational activities but is also identified as one of the key strategic vectors for the
development of market operators.

3. Modern concepts of quality management are formed considering current
trends in the development of the services market, the high dynamics of changes
in consumer expectations and growing demands on the efficiency of manage-
ment processes. Their methodological basis is the ISO 9000 series of interna-
tional standards, which, thanks to their versatility and structural flexibility, have
found wide application in both manufacturing and service industries.

4. In modern conditions, ensuring effective quality management at enter-
prises by complying with the requirements of the ISO 9000 series of interna-
tional standards, which cover a wide range of methodological approaches to
the organisation of management processes aimed at improving the quality of
products and services, minimising risks and ensuring a sustainable competitive
position, is becoming a priority. Using these standards is the most widespread
and appropriate practice among domestic enterprises seeking to meet interna-
tional requirements and market expectations.

5. Given global market trends and the current level of product quality assur-
ance by Ukrainian operators, it can be argued that enterprises are increasingly
aware of the importance of implementing effective quality management systems.

There is a growing focus on service and production activities based on the
principles and requirements of the ISO 9000 international standards. This indi-
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cates a gradual integration into the global quality space and a desire to increase
competitiveness in domestic and foreign markets.

Scientific novelty. The research substantiates the relevance of the meth-
odological approach to quality management based on the requirements of the
ISO 9000 series of international standards. The proposed approach is consid-
ered an effective economic management tool that meets the modern conditions
of restaurant businesses and satisfies the need for improving quality manage-
ment systems.

Significance of the study. The practical significance of the results obtained
lies in the possibility of using the proposed theoretical provisions as a basis for
developing, adapting and implementing quality management systems in restau-
rant businesses. This will strengthen internal control, optimise processes and
improve the quality of products and services.

Prospects for further research. Further research should be focused on
a comprehensive analysis of problems arising in implementing and operating
quality management systems based on the international standards ISO 9000 se-
ries in combination with food safety management systems in accordance with
the requirements of DSTU ISO 22000:2019. Such integration is essential for
restaurant businesses, where quality assurance is closely linked to compliance
with sanitary and hygiene requirements and risk management.
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Introduction. In the modern scientific discourse, there is a growing scientific
interest in the conceptualisation of cultural practices, and the importance of researching
the phenomenon of established (traditional) and innovative cultural practices in various
spheres of public life is emphasised. This article aims to study cultural practices as
cultural phenomena of people’s socio-cultural existence and key factors in managing
socio-cultural activities. Purpose and methods. The purpose of the article is to provide
the general scientific methods of formal logic (deduction, induction, analogy, synthesis),
the method of analysing the opinions of scientists from different countries on several
aspects of the problem under discussion, as well as the socio-cultural method to define
cultural practices as a socio-cultural phenomenon.

Results. Itis noted that the concept of “cultural practices’ is a theoretical reflection of
the foundation of the socio-cultural existence of humankind. The author’s definition of
‘cultural practices’ is proposed as an integral system of interactions and communications
between individual and collective social actors, a specific field of cultural events that
reproduce and produce social (cultural) reality in the private and public spheres. The
article analyses some features of cultural practices of Ukrainian citizens based on the
data of sociological studies conducted by the Institute of Sociology of the National
Academy of Sciences of Ukraine in 1992-2024 and a comprehensive sociological study
on the topic: ‘Cultural Practices of the Ukrainian Population in the Context of War’,
conducted with the financial support of the Ukrainian Cultural Foundation in 2023.
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The scientific novelty of the article lies in its identification of the specific features
of cultural practices in the dimension of cultural and leisure practices and cultural
consumption practices in the context of the management of socio-cultural activities. The
authors emphasise the need for further development of conceptual and methodological
approaches to studying cultural practices in the dimension of cultural and leisure
practices and cultural consumption practices in traditional and innovative (immersive)
forms in the context of management of socio-cultural activities.

Keywords: culture, cultural practices, individualisation, virtualisation,
management of socio-cultural activities.

1. Introduction

In the context of the socio-cultural transformation of modern society, cul-
tural practices related to spiritual culture, mentality, and national identity are be-
coming more important. Based on cultural practices in the dimension of leisure
and cultural consumption, individuals self-identify, form a personal lifestyle,
and express themselves in private and public spaces of public life. The need
to study modern trends in managing socio-cultural activities related to imple-
menting cultural practices and innovative forms of socio-cultural activities is
becoming more relevant.

In the modern scientific discourse, there is a growing scientific interest in
the conceptualisation of cultural practices, and the importance of researching
the phenomenon of established (traditional) and innovative cultural practices in
various spheres of public life is emphasised.

State study of the problem. In recent decades, domestic scholars have
been conducting quite effective research on the socio-cultural transformations
of Ukrainian society, including cultural practices. Among the scientific works
that contain conceptual proposals and empirical data on understanding the dy-
namics of cultural change, socio-cultural phenomena, and cultural practices are
such works as ‘Culture Variability: Sociological Projections’, (Kostenko, 2015),
‘Participation in Culture: People, Communities, States’ (Kostenko, 2018), ‘Cul-
tural Practices in Modern Society: Theoretical Approaches and Empirical Meas-
urements’ (Skokova, 2018), etc.

Among Ukrainian scholars, the issues of cultural practices are covered in
the works of O. Kopiievska (2019), L. Chuprii et al. (2023), L. Skokova (2018),
V. Sudakova (2021), and others.

The study of cultural practices in the Cultural Studies paradigm is the sub-
ject of O. Kopiievska’s work ‘Cultural Practices in the Discourse of Cultural
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Studies’ (Kopiievska, 2019). The scholar notes that at the present stage, theo-
retical research of domestic cultural practices and further implementation of the
results in cultural management should be a priority for scholars.

A Cultural Thought suggests using the concept of cultural omnivorousness
and the concept of a cultural omnivorous individual when studying cultural
practices. According to the scientist, the concept of ‘cultural omnivorousness’
reflects the process of destruction of the traditional classical disposition — high
culture and low culture, hybridising culture and may mean ‘rejection of snob-
bery, exclusivity of tastes in favour of their ‘inclusiveness’, inclusion, and there-
fore democracy, cultural openness, tolerance’ (Skokova, 2018).

Based on an analysis of the results of national and cross-cultural projects
of recent decades, L. Skokova (2018) emphasises that the use of the concept of
omnivorousness in studies of the dynamics of cultural practices and tastes in
the space of cultural consumption, creates an interesting comparative context
that allows us to understand better the dynamics of cultural practices and its
relationship to the system of social stratification (p. 96).

The study of the specifics of cultural practices as phenomena of the cultural
space of modern society, the identification of their role in the processes of mod-
ernisation of everyday practices is devoted to the work of V. Sudakova ‘Cul-
tural Practices and Problems of Their Modernisation in the Cultural Space of
Contemporary Societies’ (Sudakova, 2020). The scientist notes that in the real
cultural space, cultural practices change by historical, economic, and socio-cul-
tural changes and, at the same time, retain their basic essential properties, that is,
they have a transcultural nature and semantic predictive projections (Sudakova,
2020, p. 168).

Studies of cultural practices are widely represented in the scientific works
of foreign researchers. For example, Ch. Beresniova examines the concept of
a ‘cultural curriculum’ in the context of formal community history education.
She concludes that teachers now feel responsible for the challenges of ancient
cultural practices (Beresniova, 2019). Sujeong Kim’s research on interpreting
transnational cultural practices in the social discourse of Japan, Hong Kong
and China is of interest (Kim, 2009). G. Buchenrieder et al. (2017) analyses
the influence of cultural practices on the participatory governance process in
local administrative structures, particularly Thai communities; considers cul-
tural dimensions (collectivism, uncertainty avoidance, power distance) through
the ‘cultural understanding’ model in the context of community development
meetings. The study is based on qualitative observation and structured inter-
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views. The results show that dominant cultural practices can limit transparency
and openness of discussions, contributing to a paternalistic style of governance.
However, there is a gradual shift towards a more open and engaged public par-
ticipation model (Buchenrieder et al., 2017).

S. Scherger's work examines the impact of age on cultural practices, pointing
out that social sciences usually focus on class, gender, and ethnicity. In contrast,
age is often considered a secondary factor. Using the Taking Part survey data in
England, the authors analyse how age differences affect cultural consumption. It
was found that cultural activity is influenced by factors such as health, life cycle
and socio-economic status of different generations (Scherger, 2009).

Cultural practices are also analysed to shape the ‘normal’ way of life in the
community and set standards of behaviour for its members, such as the impact
of these practices on teenage motherhood in one of the regions of Ghana. The
study found that certain traditions and beliefs promote early motherhood among
adolescent girls. Using an exploratory approach, four key factors in cultural
practices of early motherhood were identified: fear of curse through abortion,
co-sleeping patterns, the role of funeral rituals, and cohabitation practices. The
article emphasises the need to develop programmes and policies considering
adolescents' cultural characteristics and needs. To effectively prevent early
motherhood, the authors suggest paying attention to the influence of family,
personal factors, community, institutions, and national and international factors
(Tampah-Naah et al., 2024).

An outstanding representative of the contemporary trend in study into cul-
tural practices is F. Coulangeon, whose work Sociology of Cultural Practices:
Discoveries is based on data from the French National Institute of Statistics
and Economic Studies on the frequency with which people attend certain cul-
tural events in France (Coulangeon, 2005). The researcher found a tendency
to increase spending on cultural leisure in France and Europe as a whole and
believes that profound social changes are taking place in people’s lifestyles and
the general model of self-identification of the European population.

Another researchers of cultural practices, T. Chan and J. Goldthorpe, notes
that despite high incomes, financial capabilities and free time, people do not
engage in cultural consumption practices, having monotonous leisure and the
same type of entertainment (Chan & Goldthorpe, 2007).

According to P. Bourdieu, cultural practices, cultural consumption on the
scale of ‘high/inhabitant/low’ by institutional legitimation, play a significant
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role in the reproduction of cultural reproduction, social and cultural stratifica-
tion of modern society (Bourdieu, 1993).

The purpose of the article is to study the concept of cultural practices as
cultural phenomena of people’s socio-cultural existence and key factors in the
management of socio-cultural activities.

2. Purpose and methods

The purpose of the article is to study the concept of cultural practices as
cultural phenomena of people’s socio-cultural existence and key factors in the
management of socio-cultural activities.

The realisation of this purpose involves solving the following tasks:

— to investigate cultural practices as a cultural phenomenon on the method-
ological basis of the socio-cultural approach;

— to clarify the features of cultural practices in the dimension of cultural and
leisure practices and practices of cultural consumption;

— to investigate the impact of virtualisation and individualisation on the de-
velopment of cultural practices in modern society.

Methodology and methods. Throughout this study, the authors applied the-
oretical methods such as analysis, synthesis, comparison, and the generalisa-
tion of scholarly perspectives from various countries on different aspects of the
problem in question. The aim and objectives of this article have necessitated the
use of a socio-cultural method. It facilitates an understanding of the distinctive
features of cultural practices as a cultural phenomenon and an innovative form
of management of socio-cultural activities.

The research methodology is based on scientific principles of systematisa-
tion and generalisation, which have enabled an investigation of cultural practic-
es within the methodological framework of cultural theory. It is noted that the
concept of ‘cultural practices’ is a theoretical reflection of the foundation of the
socio-cultural existence of humankind. The author’s definition of the concept
of ‘cultural practices’ within the methodological framework of cultural theory
is proposed as an integral system of interactions and communications between
individual and collective social actors, a specific field of cultural events that
reproduce and produce social (cultural) reality in the private and public spheres.

The author’s analyses the main types of cultural practices and the factors
that provide/do not provide opportunities for participation in the cultural life of
the population of Ukraine based on the data of monitoring studies conducted
by the Institute of Sociology of the National Academy of Sciences of Ukraine
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‘Ukrainian Society’ in 1994-2024 (Vorona & Shulha, 2021). The database accu-
mulated as a result of this monitoring allows us to track the content of cultural
and leisure practices of Ukrainian citizens for three decades, as well as shifts
in the structure of these cultural practices that occur as a result of global and
regional social changes.

The article analyses some features of cultural practices of the Ukrainian
population in the context of war based on the data of a comprehensive socio-
logical study, the topic: ‘Cultural Practices of the Ukrainian Population in the
Context of War’, conducted with the financial support of the Ukrainian Cultural
Foundation in 2023 (Holovakha & Makeiev, 2023).

3. Results and discussion

‘Cultural practice’ or ‘cultural practices’ have recently been widely used
in scientific discourse. In the theory and practice of management of socio-cul-
tural activities, the study of cultural practices is a key area of research. This is
because the concept of cultural practices, as a theoretical reflection of the so-
cio-cultural existence of people, is defined as an important category of cultural
management, cultural studies, sociology, and other sciences.

Despite scientific research on various aspects of cultural practices, this con-
cept remains insufficiently defined and needs to be clarified. Ukrainian research-
er V. Sudakova (2020) offers an understanding of cultural practice as informa-
tion-filled interaction, i.e. a space of changing, mobile and at the same time
reproducible ‘rules’ of relations, sustainable interaction based on a historically
established behavioural code in the conditions of social (collective) life (p. 168).

O. Kopiievska defines the concept of ‘cultural practice’ as the subjective
and practical activity of a person/people related to the creation, distribution or
consumption of cultural products (Kopiievska, 2019).

In her work ‘Cultural Practices in Modern Society: Theoretical Approaches
and Empirical Dimensions’, L. Skokova focuses on the fact that there is an end-
less list of different types of cultural practices. The researcher notes that cultural
practices can be considered holding meetings, performances, charity, the prac-
tices of invitation, hospitality, greetings and farewells, the etiquette of friendship,
indifference, conflict, enmity, and even swearing and fighting... (Skokova, 2018).

We believe that the concept of ‘cultural practices’ is a theoretical reflection
of the foundation of the socio-cultural existence of humanity. We can propose
the following definition of ‘cultural practices’ as an integral system of inter-
actions and communications between individual and collective social actors,
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a specific field of real cultural events that reproduce and produce social (cultur-
al) reality in the private and public spheres.

We agree with V. Sudakova (2020), who notes that the importance of per-
sonalised cultural practices and their impact on developing social, cultural, and
artistic creativity is growing. Therefore, cultural practices are interactions that
are always reproduced as a resource for the prospective transformation of cul-
tural space, as a resource for modernising public life (p. 168).

In managing socio-cultural activities, we will consider cultural practices in
the dimensions of cultural and leisure practices and cultural consumption prac-
tices. We believe that cultural and leisure practices and practices of cultural con-
sumption have a single, common recreational function: they reproduce those al-
gorithms of actions that switch, transfer, and distract human consciousness from
the working, switched-on, tense mode to a calm, balanced rhythm. By changing
the focus of attention, a person undergoes a psychological reboot, immersing
themselves in another world, another reality, and distancing themselves from
their problems and affairs. Sometimes, such a reboot allows a person to find the
right way to solve their problems and helps them to resolve them quickly. More-
over, the final impact on a person is the difference between cultural and leisure
practices and cultural consumption practices.

According to scholars (K. Nastoichna, L. Chupriy, etc.), cultural practic-
es in the dimension of cultural consumption are leisure practices of a special
type, because they are focused on the self-improvement of the spiritual nature of
a person, on his or her self-development, self-awareness, and reflection (Chuprii
et al., 2023). Thus, it is worth discussing the role and importance of art and its
educational mission in human cultural development. However, people choose
how to spend their free time, through entertainment or art.

In today’s post-information society, a fundamentally different socio-cultural
environment is being formed, leading to innovative cultural and leisure practices
and cultural consumption practices. The cultural and leisure sphere's main empha-
ses include activism, creativity, attention to emotions, freedom of expression, etc.

Virtualisation and individualisation have influenced the formation of new
cultural practices in which consumers today seek primarily personal experience,
unforgettable impressions and emotions. Virtual reality, which allows deep im-
mersion of a subject in an artistic/historical topic, contributes to gaining new
practical experience through immersion, changing human behaviour or thinking
based on rethinking, and experiencing unique and unforgettable emotions.
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According to O. Boyko, traditional cultural and leisure practices are no
longer popular and widespread (art and folk crafts). In contrast, others are trans-
formed in terms of content (reading, theatre, etc.) (Boiko, 2011). Moreover,
most importantly, completely new cultural practices and types of recreation that
did not exist before in leisure (online games, graffiti, shopping, etc.) are emerg-
ing. According to O. Boyko, this can be explained by a change in the value of
the leisure space itself, the goals of activities implemented in the leisure sphere,
and, thirdly, the means used, i.e. leisure practices, and the emergence of new
lifestyles. A wide range of new leisure practices aimed at meeting various needs
is evidence of the growing importance of leisure space for an individual and the
increasing influence of individualisation (Boiko, 2011).

Speaking about innovative forms of cultural and leisure practices in the
twenty-first century, one cannot help but consider the growing overall impact
of virtualisation and individualisation trends. The dominance of the individual-
isation trend is associated with the emergence and spread of the popularisation
of all kinds of hybrid extreme leisure activities (Boiko, 2011). These trends
also initiate specific processes that transform traditional cultural and leisure
practices and cultural consumption practices. We are talking about McDonald’s,
gaming, commercialisation, gamification, and consumerisation, which, in turn,
are already shaping the phenomena of omnivorousness, excessive choice in cul-
tural and leisure practices, cultural consumption, etc.

One more leading trend in cultural and leisure practices is worth pointing
out: consumerisation. It can be traced when cultural and leisure practices are
openly consumerist. Consumerisation also contributes to a change in the tradi-
tional understanding of leisure. It is used to actualise artfully imposed needs re-
alised in the consumption field. The expansion and commercialisation of leisure
space manifest themselves in various forms, primarily through the expansion
of leisure services and the recreation and entertainment industry. The hybridi-
sation of leisure forms caused by commercialisation manifests in various spec-
tacular leisure practices, theatricalisation, and the combination of previously
incompatible services and goods.

Contemporary cultural practices aim at interactivity, inclusiveness, and ac-
quiring new sensory experiences. Therefore, they can be seen as steps towards
forming a qualitatively new level of citizens’ participation in cultural life —
a culture of participation. The topic of participatory culture is currently being
actively discussed at European conferences. It is emphasised that participatory
culture is the free, practical, and conscious participation of people in cultural
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and social processes and the opportunity to be' consumers' and contribute to
creating cultural events. Therefore, the development of active involvement of
the Ukrainian population in cultural practices and the formation of a participa-
tory culture is important and promising, including in the context of managing
socio-cultural activities.

To find out the main types of cultural practices and the factors that provide/
do not provide opportunities for participation in the cultural life of the popu-
lation of Ukraine, we can refer to the results of monitoring studies conducted
by the Institute of Sociology of the National Academy of Sciences of Ukraine
‘Ukrainian Society’ in 1994-2024 (Vorona & Shulha, 2021). These data relate to
aspects of cultural practices such as cultural and leisure preferences, preferenc-
es of the population regarding genres of literature, music, art, media products,
etc., obstacles to the desired forms of leisure / participation in culture, etc. Ac-
cording to these surveys, there is an increase in the ratio of private and public
cultural and leisure practices in favour of the dominance of private/home-based
practices, which is, in fact, a common trend in modern societies. The domesti-
cation and mediatisation of leisure is complemented by the popularity of indi-
vidualised cultural practices within the framework of networked digital culture,
a characteristic of socio-cultural processes in recent decades. According to re-
search, about 22% of the population of Ukraine participates in public cultural
consumption practices that require the availability of appropriate infrastructure,
such as attending theatres, concerts, museums, art exhibitions, libraries, etc.

It should be noted that the population is quite active in using the possibil-
ities of the Internet to engage with culture, reading fiction books in their elec-
tronic libraries (over 11%), listening to music they like, watching feature films
(over 32%), etc. Mediatised private/household leisure is taking up an increasing
share of people’s free time and engagement, while new media and the Internet
are blurring the boundaries between private and public spaces.

According to various sociological studies, since 2014, and especially since
the beginning of the full-scale invasion of Ukraine by the Russian Federation,
there have been significant shifts in cultural practices in public and private spac-
es. Among the scientific works that contain the results of a study of cultural
practices during the war, we should first mention the work by Chuprii L., Nas-
toiasha K., Marutian R. ‘Cultural Practices of the Population of Ukraine during
the War’ (Chuprii et al., 2023).

According to the results of a comprehensive sociological study of the cul-
tural practices of the population of Ukraine during the war, which was imple-
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mented with the financial support of the Ukrainian Cultural Foundation in 2023,
during the period of hostilities there was a significant decline in such forms of
cultural and leisure practices as visiting cinemas, theatres, concerts, and es-
pecially excursions to their own and other cities. Instead, there has been an
increase in the popularity of such forms of leisure as watching films at home,
social media pages, and listening to music; overall activity in the public sector
has also increased, and personal creativity is developing. According to the sur-
vey, reading was ranked first among cultural leisure practices (however, this
applies not so much to books as to news feeds and social media pages). People
who previously avoided immersing themselves in the information flow now
say they have been in it constantly since the beginning of the war. According to
psychologists, this hyper-attention of Ukrainians to the news is an attempt by
the psyche to control the situation, which in times of war requires more effort
and provokes anxiety. The popularity of other cultural leisure practices is even
lower, which is influenced by wartime conditions.

According to the survey results, a total of 93% of respondents stated that
they had either completely stopped or significantly reduced their consumption
of Russian-language content, switching to Ukrainian instead (Chuprii et al.,
2023, p. 94). The primary trend in cultural practices during the war has been
the transition to Ukrainian content in cultural and leisure practices, as well as in
cultural consumption among the population of Ukraine.

4. Conclusions

The study of cultural practices in contemporary society is of particular impor-
tance, as they serve as the foundation for individuals’ self-identification, expres-
sions of their lifestyle, and the creation of both traditional and innovative forms
of sociocultural activity in private and public spaces of social life. The concept of
cultural practices’ is a theoretical reflection of the foundation of the socio-cultural
existence of humankind. The author’s definition of ‘cultural practices’ is proposed
as an integral system of interactions and communications between individual and
collective social actors, a specific field of cultural events that reproduce and pro-
duce social (cultural) reality in the private and public spheres.

Contemporary cultural management should consider the specifics of new
cultural practices, their significance for different social groups, and the econom-
ic, political and social contexts in which these practices exist. The challenges
managers face in the socio-cultural activities include insufficient funding for
implementing socio-cultural projects for cultural and leisure activities, a lack of

3
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effective communication between stakeholders, and insufficient public aware-
ness of the opportunities offered by cultural practices. To overcome these chal-
lenges, it is necessary to introduce innovative solutions based on the best inter-
national practices, particularly in developing participation and communication
strategies in the cultural sector. Moreover, the question now concerns cultural
practices and the population’s access to culture through cultural consumption
and participation in cultural creation.

In the context of sociocultural changes driven by the increasing influence
of virtualisation and individualisation trends, cultural practices related to leisure
and cultural consumption, both in traditional and innovative (immersive) forms,
gain special significance. Virtual platforms and digital technologies open new
opportunities for engaging various population segments in cultural practices.
Managers of sociocultural activities should focus on addressing these and oth-
er issues related to transforming traditional approaches to organising cultural
events and audience engagement.
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Abstract. [ntroduction. The article explores the sociocultural contradictions
accompanying the development of the consumer market of regional restaurant services
in Ukraine. The purpose of the research is to identify the specific features shaping the
consumption market of restaurant services across Ukrainian regions and to outline
the key social and cultural contradictions that influence the formation of the typical
consumer. The study employed general scientific methods of cognition: analysis,
synthesis, generalisation, comparison, observation and a systems approach. The results
demonstrate that conflicting interactions between rising consumer expectations, limited
economic capabilities of businesses, and the realities of the cultural environment mark
the development of the regional restaurant market. Emphasis is placed on the fact
that the modern consumer seeks high-quality gastronomy and emotionally engaging
cultural leisure that includes service, atmosphere, and personalised communication. In
response to these shifts, there is an increasing demand for highly skilled staft capable
of delivering the expected level of interaction. However, there is a noted shortage
of trained professionals who can effectively operate under the communicative and
psychological pressures of the restaurant industry. One of the critical sociocultural
contradictions is the conflict between the drive to fully satisfy the customer and the need
to maintain decent working conditions for staff. Excessive customer orientation, which
often borders on indulging toxic behaviour, leads to a deterioration of the moral and
psychological climate in teams, increased employee burnout, and disruptions in internal
communication ethics. The study also examines the impact of the commercialisation
of consumer relations on the expectations for individualised services, particularly in
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the context of dietary restrictions, ethical stances, and healthy lifestyles, which are not
always compatible with the capabilities of a typical restaurant operation. Conclusions.
Restaurateurs are forced to strike a balance between economic feasibility, cultural
relevance, and the expectations of a new type of consumer — one who is informed,
emotionally engaged, but often financially constrained. The practical value of the study
lies in identifying problematic areas of sociocultural interaction within the restaurant
industry, which may serve as a foundation for developing more effective management
strategies in the hospitality sector.
Keywords: restaurant services, consumer, contradictions, culture, region

1. Introduction

The problem formulation. In the third year of a full-scale war, the Ukrainian
regional restaurant services market is unstable. The initial sharp decline in activity
in 2022, caused by security risks, disruption of supply chains, evacuation of the
population and reduced purchasing power, was gradually replaced by a phase of
partial recovery in 2023-2024. Despite these positive developments, the overall
level of household income remains insufficient for the restaurant segment to grow
actively, leading to cautious consumption and the prevalence of frugal behaviour.
At the same time, the market is witnessing new qualitative trends, including the
intensification of national restaurateurs focused on local products, creative for-
mats, cultural authenticity and highly specialised gastronomic offer. The nature of
demand is also changing: modern consumers are increasingly seeking not only to
satisfy their basic nutritional needs, but also to gain aesthetic, social and symbolic
experience. This indicates the formation of a new model of gastronomic interac-
tion that combines economic adaptability with cultural enrichment.

Analysis of the state of the art of the problem. The issue of socio-cultural
contradictions in developing the consumer market for regional restaurant services
in Ukraine is not sufficiently covered in the scientific literature, as the vast major-
ity of sources are online analytical or journalistic publications. There is a lack of
academic research on this topic in the Ukrainian scientific discourse. At the same
time, the topic is partially covered in a foreign scientific article by L.C. Ueltschy,
M. Laroche, A. Eggert and U. Bindl (Ueltschy et al., 2007), which analyses the
relationship between service quality, customer satisfaction and price in the field
of professional services. At the same time, some authors provide important em-
pirical information on changes in consumer behaviour in their publications. In
particular, Pro-Consulting (2024a) highlights the dynamics of the average cheque
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growth in the context of changed purchasing power. T. Antoniuk (2025) records
a decrease in attendance against the background of revenue growth, which indi-
cates an adaptive market strategy. O. Zviahintseva (2025) emphasises the crisis
points of the restaurant industry in Ukraine in 2025, suggesting areas of adapta-
tion. V. Polishchuk raises the issue of the price balance between cost and con-
sumer perception (Centre for Economic Strategy, 2025). In a non-academic, but
practically oriented format, blog materials (Tkachenko, 2017) help to understand
customers' motivational aspects in the food field.

The study also used expert literature — publications in modern online me-
dia, particularly pro-consulting.ua, forbes.ua, hub.kyivstar.ua, joinposter.com,
feedbackhunter.net, etc. These sources made it possible to recreate the current
state of the restaurant business in Ukraine, including regional peculiarities and
consumer sentiment.

Unresolved issues. Despite the availability of an information base, there
is a lack of a systematic scientific approach to analysing socio-cultural contra-
dictions in regional restaurant services. That is why, using various methods of
scientific knowledge, the information was analysed, aggregated, systematised
and presented in the light of the research topic.

2. Purpose and methods

The purpose and research tasks. The purpose of the article is to highlight
the peculiarities of the formation of the consumer market for regional restaurant
services and to identify key social and cultural contradictions in the formation
of a typical consumer. To achieve this goal, the following tasks are envisaged:

— to characterise the current state of the regional restaurant services market
in the context of a full-scale war in Ukraine;

— to identify changes in the structure of demand, consumer typology and
motivational behaviour patterns;

— to analyse the socio-cultural expectations of consumers and identify ten-
sion points between consumer demand and market opportunities;

— to systematise the main contradictions in the interaction between the con-
sumer, staff and restaurateur in the context of changes in gastronomic culture.

Methodology and methods. The theoretical and methodological basis of
the study is an interdisciplinary approach that combines sociological, cultural,
economic and analytical approaches to the study of gastronomic consumption
as a social phenomenon. The methodology is based on the concepts of social
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constructionism, the theory of everyday practices and cultural identity, which
allows us to consider a restaurant as a service sector and a space of social inter-
action and symbolic capital.

A number of complementary methods have been used to achieve the set
objectives. In particular, the method of system analysis was used to describe
market dynamics comprehensively; content analysis was used to interpret me-
dia and social messages about gastronomic behaviour; comparative historical
method was used to analyse changes in consumer typology in the pre-war and
war periods; and elements of socio-cultural modelling were used to reconstruct
the image of a typical consumer in a regional urban environment.

Information base. The research was informed by official analytical reports
of the Centre for Economic Strategy (2025), statistics on the dynamics of rev-
enue, attendance and consumer traffic in the Ukrainian catering industry in
2021-2024 (Pro-Consulting, 2024a; Antoniuk, 2025), the results of marketing
research by FeedbackHunter (Chomu kliienty, n.d.), as well as relevant publica-
tions in professional industry media and analytical platforms.

3. Results and discussion

Summary of the main material. Visiting restaurant business establishments
plays a multifunctional socio-cultural role beyond basic nutritional needs. Among
the leading consumer motivations are: the desire for physiological satiety, social-
isation, establishing interpersonal relationships (in particular in the context of ro-
mantic encounters), recreation and entertainment, aesthetic and cultural pleasure,
as well as self-presentation and raising social status (Tkachenko, 2017).

In 2024, the food service market in Ukraine showed a general trend towards
a moderate decline, which is reflected, in particular, in the decline in attendance
rates for most types of establishments.

The most significant drop in traffic was recorded in pizzerias, fast food, and
restaurants, at 8% and 7% respectively, which may indicate both an increase in
consumer price sensitivity and a change in their priorities for leisure formats. Traf-
fic in coffee-to-go outlets remained unchanged, which may indicate that this for-
mat is highly adaptable to the current conditions of a mobile urban lifestyle. The
decline in visits to food outlets in 2024 was primarily driven by a decline in the
population's purchasing power, which resulted from inflationary pressures and
the general economic slowdown. With limited resources, consumers increasingly
prioritise basic needs and reduce out-of-home meal spending (Antoniuk, 2025).
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Figure 1. The number of visitors to restaurant establishments is expected
to be a million people in 2021-2024. Source: systematised based on (Pro-Consulting, 2024a)

The structure of the Ukrainian restaurant business in 2023 showed uneven
revenue growth depending on the type of establishment. The highest growth
rates were demonstrated by sushi restaurants, with revenue up 16%, indicating
a steady increase in demand for Asian cuisine and the compliance of this format
with modern consumer expectations. Coffee shops took the second position in
terms of revenue dynamics: the average revenue growth in this segment was
14%. In comparison, the average check increased by 15%, which may indicate
an increase in the value of coffee shops as a space for socialising and leisure.
Moderate revenue growth of 10% was also seen in bakeries, general restaurants,
pizzerias and bars. The smallest increase was recorded in the fast-food segment:
revenue grew by only 4%, although the average check increased by 13%, which
is likely to be a result of the inflationary factor rather than a real increase in
consumer demand (HoReCaMaster Hub 2025, 2025).

According to the Centre for Economic Strategy (2025), the volume of the res-
taurant services market in Ukraine was UAH 31.6 billion in 2023. It is important
to emphasise that this is the officially declared part of the market, the so-called
‘white’ segment, as it is the one that is taken into account in the GDP calculation.

An analysis of the revenue structure shows a high concentration of the
market: almost half (49%) of the total net revenue of the industry is generated
by only two transnational chains — McDonald's and KFC (represented through
several franchises). McDonald's stands out, with net revenues of around UAH
13 billion, which is significantly higher than those of other market players. The
most widespread other fast-food chains are Lviv Croissants, Fest!, Gastrofami-
ly, etc. (Fig. 2)
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Figure 2. The largest restaurant chains by number of restaurants in 2023
Source: systematised based on the source (Tkachenko, 2017)

Despite being positioned as a restaurant, McDonald's essentially operates
as a ‘food factory’, where the main task is to mass-produce a high-calorie prod-
uct with minimal time spent by the consumer. The economic structure, financial
model, and types of services provided in such establishments differ from the
classical hospitality paradigm, where the primary focus is on an individual ap-
proach, service, and cultural component of food consumption.

These dynamics shape a specific image of the domestic consumer of restau-
rant services: the demand for fast, affordable and energy-dense food combined
with a positive emotional experience dominates. Thus, despite the variety of
offers on the market, most consumers are focused on the fast-food format, sig-
nificantly affecting the industry's further development and its participants' strat-
egies (Centre for Economic Strategy, 2025).

It should be noted that in recent years, the Ukrainian regional restaurant
market has seen a distinct trend towards forming a new segmentation, particu-
larly the emergence and active development of so-called ‘city cafes’. This for-
mat of establishments is characterised by higher price positioning, focus on
young, creative and quality-conscious audiences, and the provision of services
that combine gastronomic innovations and modern cultural consumption codes.
This segment includes the so-called ‘hipster’ coffee shops, the author's restau-
rants, and establishments with conceptual menus that tend to be experimental.
Typical characteristics of such establishments are creativity in serving dishes,
reference to exotic culinary traditions (in particular, Asian, Latin American,
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etc.), as well as the reconceptualisation of Ukrainian cuisine — a departure from
its traditional presentation in favour of new approaches, interpretations and fu-
sion solutions (Centre for Economic Strategy, 2025).

The development of this segment was particularly intense in 2019, particular-
ly in Lviv, which became an epicentre of the experimental restaurant movement.
During this period, most of the city's restaurant establishments actively reoriented
their services to an audience interested in intellectual, aesthetic, and culturally
oriented gastronomic experiences (Centre for Economic Strategy, 2025).

In 2023-2025, a qualitative change in the demand structure was observed.
In large cities, including Lviv and Kyiv, and several regional centres, such as
Khmelnytskyi, Ivano-Frankivsk, and others, there was a massive opening of
new food outlets with medium and above-average price positioning. According
to preliminary estimates, hundreds of new facilities are in this segment. These
trends indicate a gradual recovery of the solvent middle class, ready to invest in
a higher quality and more sophisticated gastronomic offer.

A new image of the consumer is emerging: people with relatively stable in-
comes who cannot only satisfy their basic need for food, but also consider a restau-
rant as an element of their everyday or festive leisure. Within this model, restaurant
spending often takes on a priority status in the consumer hierarchy, outstripping
other entertainment or cultural activities (Centre for Economic Strategy, 2025).

One of the key trends in recent years is the spatial decentralisation of the
restaurant business. Given the changing patterns of consumer mobility and the
growing demand for accessibility, more and more restaurateurs are locating their
establishments in the residential areas of large cities, i.e. in close proximity to
the places where potential customers live. This process contributes not only to
the diversification of supply but also to the increase in the gastronomic density
of the urban environment, enhancing its internal cultural mobility (Centre for
Economic Strategy, 2025).

Statistics also confirm the importance of this sector of the restaurant
business. Analysing the current economic trends in the restaurant business in
Ukraine, it should be noted that in 2024, the average bill increased by 18%. This
figure indicates a significant shift in the consumer behaviour of Ukrainians in
relation to catering services. On the one hand, this growth directly results from
systemic inflationary processes under martial law, disrupted supply chains, and
rising energy and raw material costs. However, on the other hand, the increase
in the average check cannot be interpreted solely as an inflationary phenome-
non. The market pattern of cost growth is also important, reflecting the growing
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demand for traditional restaurant services. The modern consumer demonstrates
a higher willingness to spend money on out-of-home dining, which is associat-
ed with lifestyle changes and a reorientation of the leisure structure (Pro-Con-
sulting, 2024a).

Expert research based on surveys of restaurateurs allows us to identify key
consumer market features and define typical restaurant industry consumers.

Table 1 — Socio-cultural aspects of the formation of the consumer market
of regional restaurant services in Ukraine

Type of customer Characteristics Behavioural attributes

Interesting Focused on trends, Visit fashionable establishments,
novelty, ‘Instagram effect’ | ordering special menus, and not

being loyal.

Gourmets Highly gastronomically Ask questions, are interested in
educated, appreciate details, and can write a review
authenticity and quality

Bored Visits are not for food, but | Passive, indifferent to the
for convenience or habit concept, need entertainment

Those who ‘just want to eat’ | Oriented to simple, clear, Choose soup, cutlet, ‘offer of
fast food the day’, and do not accept

innovations

Note: systematised based on the source (Tkachenko, 2017)

According to the study of Loshakova N., the current features of consumer
development in the regional restaurant business are increased emotional sensi-
tivity, expectations of a high level of service regardless of the format of the es-
tablishment, as well as a shift in emphasis from the gastronomic function to the
function of social experience. Visitors come to establishments not only to eat,
but also for the atmosphere, comfort, communication, and positive impressions
(Loshakova, 2023). Against this backdrop, key socio-cultural contradictions in
developing the consumer market are revealed.

— First, there is an imbalance between the growing expectations of guests
and the professional training of staff, especially in the context of emotional or
aggressive consumption.

— Secondly, the expanding perception of the customer as ‘always right’ con-
flicts with the need for staff protection and decent working conditions.
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— Thirdly, the commercialisation of customer focus creates the risk of toler-
ating toxic behaviour to maintain loyalty, undermining the internal integrity of
communications in the institution. This requires professional skills and clearly
structured behavioural algorithms that reduce tension and promote stability in
the service sector (Loshakova, 2023).

Based on a study by FeedbackHunter (Chomu kliienty, n.d.), it was found that
the main reasons why customers do not return to restaurant establishments are poor
service, mismatch of expectations regarding food, overpriced food, inconvenient
location or uncomfortable atmosphere, as well as lack of menu updates, feedback
and personalised communication. According to research (Pro-Consulting, 2024b),
the largest share of dissatisfied customers is in Kyiv and Dnipro (Fig. 3).

25,00%

22,50%
20,00%
17,20%
15,70% 15,50%
15,00%
10,00%
6,50% i
- I I
0,00%
Kyiv Dnipro Lviv Odesa Kharkiv others

Figure 3. Share of customers dissatisfied with the quality of service
in Ukrainian restaurants as of 2023

Source: systematised based on the source (Pro-Consulting, 2024b)

The socio-cultural characteristics of the modern consumer include a de-
mand for transparency, authenticity and healthy eating. Customers are increas-
ingly expecting open interaction with the kitchen, honest information about
the origin of products, and menus that take into account dietary restrictions.
Thus, the restaurant business is increasingly functioning as an element of the
city's cultural infrastructure, combining gastronomic experience, digital servic-
es and the values of a new urban consumer ethic (Zviahintseva, 2025).

In terms of future trends in the consumer market, in 2025, this market will
undergo qualitative changes under the influence of digitalisation, personalisation
of services and growing cultural expectations of customers. Key trends include the
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active use of artificial intelligence technologies, cloud services, Big Data analytics
and geo-analytics, which allow for efficient management of operational processes,
creation of targeted offers and selection of optimal locations for business develop-
ment. Delivery formats, cloud kitchens, and conceptually narrow establishments
with local or mono-product menus are growing in popularity (Zviahintseva, 2025).

4. Conclusions

Conclusions. The development of the consumer market of regional restau-
rant services in Ukraine is accompanied by several socio-cultural contradictions
that reflect the complex dynamics of interaction between consumer expectations,
economic reality and business opportunities. One of the key contradictions is the
imbalance between the growing demand for emotionally rich gastronomic expe-
riences and limited resources on the part of both consumers and establishments.
Consumers are increasingly treating restaurant visits as an element of cultural
leisure, expecting not only quality food but also service, atmosphere, communi-
cation and a personalised approach. In response, a growing need for highly qual-
ified staff capable of working with emotionally sensitive and demanding guests.
However, the human resources are often insufficiently prepared to work under
increasing pressure and complex communication challenges.

Another contradiction lies in the opposition between the perception of the
customer as ‘always right’ and the need to protect the labour rights of staff.
Excessive customer focus, which has become the norm in the service sector,
sometimes transforms into tolerance of destructive consumer behaviour, lead-
ing to the erosion of the internal communication culture of the institution and
employee burnout. In addition, commercialising consumer relations creates ex-
pectations of flexible individualisation, particularly in the context of dietary
restrictions, ethical preferences and healthy lifestyles, which often contradict
the capabilities of mass restaurant production. This creates a complex field of
socio-cultural interactions, within which restaurateurs must balance economic
expediency, cultural relevance, and the expectations of a new type of consum-
er — one who is informed, emotionally engaged, and economically constrained.

The scientific novelty. The scientific novelty of the study lies in the sys-
tematic analysis of socio-cultural contradictions formed at the intersection of
new models of gastronomic consumption and the structural constraints of the
wartime period in Ukraine.

The significance of the study. The study's practical significance lies in the
possibility of using the findings in developing strategies for adapting and de-
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veloping the local restaurant business in the context of economic instability and
changing demand structure.

Prospects for further research. In future research, it is advisable to deep-
en the analysis of the impact of military experience on the transformation of
gastronomic culture, including the mechanisms of psychological adaptation of
consumers through food practices. A promising area is the study of regional
differentiation of consumer patterns in different regions of Ukraine, particularly
in the frontline areas, as well as the analysis of the role of digital services and
personalised communication algorithms in building brand loyalty.
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Abstract: Introduction. The article explores the specifics of integrating augmented
reality elements into hotel management and their sociocultural influence on the
customer experience. Purpose and methods. The aim of the study is to analyse how
the use of augmented reality technologies is transforming management practices in the
hospitality industry by improving the quality of customer service and promoting service
personalisation. The study employed general scientific methods of cognition: analysis
and synthesis, induction and deduction, systematisation, comparison, generalisation,
forecasting and modelling methods. Results. The findings show that augmented reality
(AR) is developing rapidly in the context of digitalisation, significantly reshaping
the customer experience. As of 2025, the global AR market has surpassed 50 billion
USD, with around 31 billion USD attributed to the hospitality sector. In hotels, AR
technology is actively used to enhance navigation, provide information on tourist
attractions, offer virtual room tours, translate menus, and implement interactive 3D
interfaces. It has been concluded that these innovations contribute to a higher level
of service personalisation, increased customer satisfaction, and engagement, creating
a new type of customer-centric environment. Conclusions. The scientific novelty of
the study lies in the systematic justification of how hotel management is adapting to
the introduction of AR technologies by transforming management models, functions,
and processes. At the same time, the research identifies challenges management faces,
including the need to consider privacy issues, technical accessibility of services, and
the ethics of marketing strategies. The practical significance of the study is reflected
in identifying strategic approaches for adapting hotel management to the conditions of
digital transformation through the use of AR technologies.
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1. Introduction

Problem statement. In today's globalised environment, the tourism industry is
undergoing profound transformations caused by the rapid development of digital
technologies. One of the most promising tools in innovative services is augment-
ed reality (AR), which is increasingly being integrated into hotel management
practices. The use of AR technologies allows for a significant expansion of the
boundaries of traditional services, changing the paradigm of interaction between
the customer and the hotel, deepening the level of immersion in the cultural and
social environment, and forming new standards of customer experience.

AR is one of the most effective means of attracting and retaining customer
attention in the tourism industry. Positive cases demonstrate not only the high
practical effectiveness of AR but also its significant socio-cultural potential,
particularly in the context of intercultural communication, inclusiveness and
cultural adaptation of services (Barvinok et al., 2025). In general, accumulating
positive experience in implementing augmented reality elements in the hotel
sector creates a basis for further scientific research to improve hotel manage-
ment systems. The relevance of studying this phenomenon is determined by the
need to systematise existing practices, analyse their socio-cultural impact and
identify effective models for integrating AR into hotel management strategies.

Analysis of recent scientific research and publications. The issue of inte-
grating augmented reality elements into hotel management and its socio-cultur-
al impact on customer experience is well covered in foreign scientific literature,
as confirmed by the overwhelming number of English-language sources in the
list provided. In the domestic scientific tradition, the topic is only beginning to
take shape, and existing publications are mainly analytical and review in nature
or focus on general industry trends.

Significant contributions to the study of the topic have been made by re-
searchers such as R. Lodhi, C. Del Gesso, M. Asif, and C. Cobanoglu (2024),
who conducted a bibliometric analysis, outlining the areas in which the use
of VR and AR is developing in the hospitality industry. They found a surge
of interest in the topic since 2018 and proposed a framework for further inter-
disciplinary research. A significant contribution was also made by M. C. tom
Dieck et al. (2024), in collaboration with other researchers, providing practical
recommendations for integrating AR into the management of hotels and tourist
facilities. In their work, they consider the specifics of AR marketing and empha-
sise its effectiveness in improving the customer experience.
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At the conceptual level, the issue of AR marketing is explored in the re-
search by P. A. Rauschnabel et al. (2022), who identify the complexity of this
tool and outline its future potential for branding and audience engagement. Sep-
arately, it is worth mentioning the review article by R. Yung and C. Khoo-Latti-
more (2019), which summarises the state of AR/VR research in tourism, includ-
ing its socio-cultural impact on consumer behaviour.

Among Ukrainian authors, it is worth noting V. Ratynskyi, R. Sherstiuk,
and O. Maliarskyi (2024), who emphasise the potential of AR for the develop-
ment of service enterprises in Ukraine, particularly in the context of post-war
tourism recovery. Their work includes examples of AR use in domestic hotels,
which is valuable for the local context. The research also drew on expert lit-
erature, including publications from kompanions.com, shms.com, and revfine.
com, which highlights current practices in the application of AR in the hotel
business and reveals the prospects for developing this technology, taking into
account customer expectations.

Unresolved issues. Despite the growing interest in implementing augmented
reality in hotel management, several aspects remain under-researched. In particu-
lar, the issue of empirical measurement of the impact of AR on guests' behav-
ioural responses, as well as their loyalty and willingness to reuse technologies
in the service environment, is relevant. Management mechanisms for integrating
AR into internal hotel business processes, namely HR practices, service logistics,
quality control systems and strategic planning, have also been insufficiently stud-
ied. In addition, there are no clear models for evaluating the effectiveness of AR
implementations that consider the socio-cultural context of consumption, which
complicates the formation of universal management decisions.

2. Purpose and methods

The purpose of this article is to analyse the socio-cultural impact of aug-
mented reality elements on customer experience in hotel management, as well
as to identify areas for improvement in management practices through the im-
plementation of digital technologies.

Tasks. Within the scope of the objective, the functions of the article are
to analyse the current state of augmented reality (AR) technologies and the
specifics of their application in the hotel sector, to research the socio-cultural
impact of AR on customer experience, to study transformations in the hotel
management system under the influence of digital innovations, as well as to
outline prospects for development and directions for improving management
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practices, taking into account the future integration of AR in combination with
other technologies.

Methodology and methods. The methodological basis of the research is a
systematic approach to analysing the interrelationships between augmented re-
ality technologies and management practices in the hospitality industry. The
work uses general scientific methods: analysis and synthesis — to study scien-
tific sources and practical cases of AR use in hotel management; comparative
method — to compare traditional and innovative management models; generali-
sation — to formulate conclusions about changes in the management system; and
structural-functional method — to determine the role of AR in the transformation
of management functions and processes.

Information base. The research is based on scientific publications by lead-
ing foreign and domestic authors covering aspects of AR implementation in
tourism and hotel management, analytical research and bibliometric reviews,
and case studies from the practice of hotel brands using augmented reality. In
addition, materials from industry platforms, specialised portals (kompanions.
com, shms.com, revfine.com), official reports of international research organ-
isations and empirical data published in professional forums and conferences
were used. Combining these sources ensures the comprehensiveness and relia-
bility of the analytical justification of the studied phenomenon.

3. Results and discussion

In the 21st century, augmented reality (AR) plays an important role in the
digital transformation of the tourism industry, particularly in hotel management.
By merging the physical and virtual environments, AR technologies can signifi-
cantly change the customer experience, expanding the traditional boundaries of
tourism services (Marasco et al., 2018).

The global AR market is showing impressive growth: in 2025, its value is
estimated at over $50 billion, which indicates the rapid introduction of this tech-
nology in various sectors of the economy, particularly in the hotel and restaurant
business (Gupta, 2024). In the hospitality sector, the AR market has already
reached $31 billion, which is evidence of significant interest in implementing
virtualised solutions in traditional management forms. For comparison, the to-
tal value of the hotel industry is estimated at over $570 billion, which creates
a strong foundation for further digitisation of services (Gupta, 2024).

From a technical point of view, the development of AR technologies is
driven by both mobile platforms, such as Apple's ARKit and Google's ARCore,
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and specialised devices, including smart glasses and AR headsets, which al-
low users to immerse themselves in a virtual environment without losing their
physical orientation. WebAR solutions have also become widespread, allowing
users to interact with augmented reality without installing additional software,
an important factor in tourism, where users prefer quick access to information.
These technologies enable hoteliers to offer various innovative services: virtual
hotel tours, interactive information panels, digital guides, in-hotel navigation
solutions, and AR menus in restaurants and spa areas.

Customer experience in the context of augmented reality (AR) in the hotel busi-
ness is becoming increasingly important today, both in practical and research terms.
AR technologies effectively increase customer satisfaction, personalise service and
stimulate engagement with new forms of interaction with the hotel space and its
surroundings (Guttentag, 2010). Hotel operators actively support the integration
of AR into their services, seeing it not only as a marketing tool but also as a means
of building long-term customer loyalty. Although the level of AR implementation
is not yet widespread, the most innovative hotel brands are already demonstrating
successful practices in its use, indicating a trend towards the gradual standardisation
of such solutions in the hospitality industry (Lodhi et al., 2024).

Successful examples of AR technology implementation in the hotel busi-
ness allow us to assess its potential for enriching the customer experience. For
example, the Hub Hotels by Premier Inn chain has introduced interactive rooms
where guests can use special cards with AR tags to view local tourist attractions
directly on their smartphone screens. This innovation improves orientation in
the city and stimulates guests' tourist activity, enriching their experience. An-
other example is the Best Western hotel group, which, in collaboration with Dis-
ney, has created a unique emotional context for children: AR technology allows
them to ‘move into’ rooms with their favourite animated characters. This ap-
proach significantly increases guest engagement and helps form positive brand
associations (Gupta, 2024; Han et al., 2014; Tussyadiah et al., 2018).

A unique example of a high-quality AR experience is The Mansion, which
uses AR brochures that allow visitors to familiarise themselves with the ho-
tel's infrastructure before they arrive. This preliminary visual contact allows
customers to navigate the space better, form realistic expectations, and reduce
the risk of disappointment, increasing booking conversion rates. Amadeus, in
turn, has proposed using VR glasses at the booking stage, allowing guests to
take a virtual tour of the rooms and the overall interior of the establishment,
again increasing confidence in the decision made (Gupta, 2024).
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Some brands have gone a step further — for example, Starwood Hotels has
introduced ‘virtual keys’ that allow guests to open their room doors via mo-
bile devices (Ivanov et al., 2017). Other chains have integrated beacon tech-
nology, which allows useful information about the location of hotel services
or cultural events nearby to be sent in real time, contributing to a dynamic,
flexible and personalised experience (Swiss Education Group, n.d.). These
examples illustrate the high level of technological maturity of the implement-
ed solutions and the desire to create a unique consumer experience beyond

traditional hotel services.

Summarising the applied models of AR implementation in the hotel busi-
ness, we can identify several key areas of application for this technology and
the corresponding benefits for both guests and hoteliers, as shown in Table 1.

Table 1. Scope of application of technology with hotel guests

Scope of application

Examples of AR
implementation

Benefits for guests
and hotels

Choice of room

Virtual tours using
smartphones or VR glasses
before booking

Increased transparency,
informed choices, and
higher booking conversion
rates

Increased transparency,
informed choices, growing

AR applications with routes
around the hotel grounds

Reduced workload for staff,
improved comfort and
orientation for guests

Hotel navigation

AR interface that displays
information about
landmarks, events and
infrastructure facilities

Increased engagement
with the local environment,
support for local tourism

Getting to know the area

AR translators for menus,
information booklets and
signs

Elimination of language
barriers, increased
accessibility of services

Language translation

Interactive AR menu with
3D visualisation of dishes

Enhanced gastronomic
experience, easier decision-
making

Food and beverage menu

AR preview of rooms for
events, conferences or
weddings

Improved planning, reduced
risk of misunderstandings,
increased sales of event
services

Note: systematised by the author based on (Lodhi et al., 2024; Yung & Khoo-lattimore,
2019; Jung & tom Dieck, 2017; Buhalis & Karatay, 2022)
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Thus, AR technologies in the hotel sector play a role in transforming the cus-
tomer experience by increasing emotional engagement, informativeness, comfort
and inclusiveness of service (Rita et al., 2025). The scientific literature emphasis-
es the need for further research in this area, particularly through empirical studies
of guests' behavioural responses, expectations, and propensity to reuse AR servic-
es. The need for in-depth analysis is particularly relevant given that most existing
research focuses on tourist attractions, while the hotel segment is still actively
exploring the potential of augmented reality (Lodhi et al., 2024).

Integrating augmented reality (AR) technologies into hotel management
is transforming the customer experience and fundamental approaches to the
organisation of management processes in the hospitality industry. In the digital
economy, the very logic of management is changing: from hierarchical models
to flexible, customer-centric systems in which data, technology and user inter-
action play a decisive role. AR is becoming a catalyst for this transformation,
as it requires rethinking key management functions — planning, organisation,
motivation and control — to consider the new parameters of digital interaction.

The 4C model — Consumer, Content, Context, and Computing Device — can
serve as a conceptual basis for analysing the impact of AR on hotel manage-
ment systems. This model offers a holistic view of decision-making processes
in management, considering both technological and behavioural aspects.

The first component, the consumer, focuses on management decisions in-
creasingly based on analysing guest behaviour patterns rather than their de-
mographic profile. Modern hotel CRM systems, supplemented with AR tools,
allow customers to be segmented according to their travel motivation, commu-
nication style and level of digital competence. Accordingly, a flexible service
personalisation strategy is being developed: interactive itineraries for adventur-
ous travellers and basic navigation and service information without excessive
visual effects for guests who value peace (tom Dieck et al., 2024).

The second element of the model — content — becomes an object of strategic
management. Content broadcast via AR must be technically high-quality and
relevant to the cultural, linguistic and situational context. This means that hotel
management must control not only the content of visualisations, but also the
adaptation of content to a specific location, time of day, and customer interests
and requests. High-quality content becomes a tool for informing and forming
emotional attachment to the brand, which is especially important in the compet-
itive environment of the hotel market (tom Dieck et al., 2024).
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The context of AR functioning — the third component of the model — chang-
es the perception of the spatial and temporal organisation of services. Managers
are forced to rethink the logistics of the hotel environment, orienting it towards
flexible interaction scenarios in which AR can ‘bring space to life’ depending
on the customer's location. For example, when guests point their smartphone
at a door number, they can receive information about the services provided
or the room's history. At the same time, an AR menu appears automatically in
the restaurant area. This requires perfect synchronisation between the physical
environment and the digital layer and involves collaboration between the IT
department, marketing and the hotel's operational structures.

The last component — the computing device — highlights the dependence
of AR environment effectiveness on the type and power of the device used by
the guest. Smartphones remain the primary tool for accessing AR, but with the
spread of smart glasses, wearable gadgets, and voice interfaces, there is a grow-
ing need for multi-platform content support. Management strategies should pro-
vide technical support for AR integration, dynamic infrastructure updates, and
staff training to support new service formats (tom Dieck et al., 2024).

At the same time, using AR poses several critical challenges for management.
First and foremost is the issue of privacy: since AR technologies collect and pro-
cess sensitive data about the user's movements, actions and preferences, it is nec-
essary to ensure a transparent policy on the processing of personal data, as well as
compliance with legal regulations in the field of privacy protection. The second
important aspect is technical accessibility: the AR experience can be limited by
the quality of the internet connection, outdated equipment or the lack of adequate
infrastructure, which imposes restrictions on the scalability of solutions. Finally,
marketing ethics need to be reviewed: an excessive number of AR messages or
irrelevant content can make the customer feel intrusive, reducing loyalty and the
impression of the service. Effective management requires balancing personalisa-
tion and minimising the information load on the guest (Ratynskyi et al., 2024).

Thus, the introduction of AR in hotel management causes technological shifts
and structural changes in the management system: from strategic planning to op-
erational support. The 4C model allows us to systematically understand these
changes, focusing on the interrelationships between consumer behaviour, content
quality, contextual conditions and the technical environment. Therefore, manage-
ment in the context of AR technologies requires new competencies, interdisci-
plinary interaction and adaptive organisational structures, which are critical to
ensuring the sustainable development of the hotel business in the digital age.
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The prospects for using augmented reality (AR) in hotel management point to
radical transformations in guest service's technological and conceptual dimensions.
The future of this technology is linked not so much to its autonomous development
but to its integration into a broader digital ecosystem landscape that includes arti-
ficial intelligence (Al), the Internet of Things (IoT), wearable devices, and cloud
services. The synergistic combination of these technologies opens up a new level of
personalised service, where AR acts as an interface between the physical environ-
ment of the hotel and its virtual services (Swiss Education Group, n.d.).

One of the key vectors for future development is the emergence of so-called
‘smart rooms’, in which AR interfaces will provide intuitive interaction with
internal systems: lighting, climate control, multimedia (Kyrychenko, 2022).
Thanks to integration with Al, such interfaces will adapt the space to the prefer-
ences of a particular guest, both based on previous data and in real time. For ex-
ample, guests can use voice or gestures to adjust the temperature or select their
preferred music, and the system will suggest content based on the user's cultural
or emotional state (Swiss Education Group, n.d.).

The proliferation of wearable devices, such as brilliant glasses, will also
influence changes in hotel service practices. Moving away from smartphones
as the sole means of accessing AR will enable freer and more organic ways
of communicating with the digital environment (Zhu et al., 2024). Guests will
receive navigation instructions, information prompts or personalised messages
in the context of their movements within the hotel without the need for manual
intervention. Combined with Al this will enable context-dependent services.
For example, if a guest approaches a restaurant, the system can display an AR
menu based on their dietary preferences or previous orders.

Special attention will be paid to sustainability aspects in the future. AR
technologies will be important in raising customer awareness of environmental
issues and the transparency of hotel ecosystems. With real-time visualisations,
hotels will be able to inform guests about their resource conservation initiatives:
water and electricity savings, waste sorting, and the use of biodegradable mate-
rials. This approach will not only increase brand trust but also promote ethical
behaviour among consumers, including more informed service choices, loyalty
to environmentally responsible operators, and the spread of sustainable con-
sumption practices (Ak¢ayir & Akcayir, 2017).

In general, the future of augmented reality in the hotel business goes be-
yond technological tools. It is about forming a new model of hospitality — one
that is intelligent, context-sensitive, interactive, and sustainable. It involves
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deep personalisation of service, seamless integration of the digital and physi-
cal environments, increased emotional engagement and, simultaneously, a high
degree of responsibility — both in terms of guest privacy and the environmental
footprint of hotel operations (Barten, 2024). In this context, AR is becoming an
innovation and a marker of the transition to a new paradigm of management and
consumption in the hospitality industry (Swiss Education Group, n.d.).

Conclusions. In today's environment, augmented reality (AR) is rapidly de-
veloping in hotel management, helping to transform the customer experience. In
2025, the global AR market will exceed $50 billion, of which $31 billion will come
from the hospitality sector. AR is actively used for hotel navigation, exploring local
attractions, viewing virtual rooms, translating menus, creating interactive 3D inter-
faces, and increasing personalisation, satisfaction, and customer engagement.

The integration of AR technologies has changed the traditional manage-
ment system: the 4C model (consumer, content, context, device) has become
a conceptual benchmark for forming a new management paradigm. Hotel op-
erators are moving towards customer-centric solutions based on behavioural
analysis, dynamic content management and the adaptation of services to the
spatial and temporal context. Management must also consider confidentiality,
technical accessibility and ethical marketing practices.

The prospects for AR in the hotel business are linked to deep integration
with innovative technologies, Al, IoT and wearable devices. This will ensure
full automation and contextual personalisation of services, promoting sustain-
able development and the formation of a new model of digital hospitality.

Scientific novelty. The scientific novelty of the research lies in the system-
atic justification of how hotel management adapts to the introduction of aug-
mented reality (AR) technologies through transforming management models,
functions and processes.

Significance of the research. The conducted research has practical and theoret-
ical value, as it allows for comprehending the role of augmented reality as a tool of
sociocultural influence in the hotel environment and identifying transformational
processes in management practices under the influence of digital technologies. The
analysis results can be used as a basis for developing strategies for digitalising ho-
tel services, forming customer-oriented services, and updating hotel management
training programmes in line with the modern challenges of the hospitality industry.

Prospects for further research. Further research should focus on the em-
pirical evaluation of the effectiveness of AR solutions in hotels, the analysis of
the impact of AR on consumer behaviour in different cultural contexts, and the
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study of the integration of augmented reality into the personnel management
system, operational processes and marketing strategies of hotel enterprises in
the context of digital transformation.
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Abstract: Introduction. At the present stage, the issue of updating marketing
concepts to promote cultural heritage is considered relevant and of practical importance.
Strategies for developing tourist regions currently require innovative upgrades in
line with the demands of modern society. Purpose and methods. The article aims to
analyse universal patterns of promoting intangible cultural heritage in the marketing
strategies system for tourist regions. The research methodology comprises analytical
and synthetic methods, systematisation, generalisation and abstraction. Results.
The research examines key forms of intangible cultural heritage: norms and values,
cultural traditions and beliefs, and traditional activities endowed with significant
meaning and essence. It is argued that current practices in managing the promotion
of cultural and spiritual heritage require a rethinking of approaches to implementing
marketing strategies. The study identifies the characteristics of modern methods for
developing tourist regions based on corporate social responsibility, digital innovations,
and information and communication technologies. Conclusions and discussion. The
article substantiates the need to optimise marketing in the context of the sustainable
development of cultural regions. Universal patterns of promoting intangible cultural
heritage within promotion strategies are identified. The importance of implementing
public-private partnership projects and encouraging public involvement in managing
the tourism potential of destinations is substantiated. Effective marketing solutions
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for developing tourist regions based on the promotion of the cultural heritage of past
generations, with potential practical significance, are proposed.

Keywords: intangible cultural heritage, tourism, sustainable development,
management strategy, marketing strategy, development patterns, creative space,
entrepreneurship.

1. Introduction

The problem formulation. Intangible cultural heritage is positioned as a set of
fundamental cultural and spiritual achievements of a particular nation, accumulat-
ed over a long period and occupying an essential place in the collective memory.
In general, intangible cultural assets preserved from previous generations include
various rituals and traditions of peoples, represented in diverse folk art.

Knowledge and skills passed down from generation to generation, and ex-
pressing elements of intangible culture, are of great value and influence the
quality of life in society. At the current stage of social development, which is
characterised by social polarisation, the levelling of moral and ethical values
and several other destructive phenomena, the problem of actualising the influ-
ence of intangible heritage is becoming particularly relevant. Tourism is the
most effective tool for realising such intentions.

Using innovative marketing technologies makes it possible to expand the
customer audience, develop a positive image of destinations, and increase loy-
alty and trust among travellers. Promoting concepts of cultural and spiritual her-
itage to shape national identity within marketing strategies will make it possible
to upgrade their value in the public eye, increase their influence on the younger
generation, and intensify the development of national identity and a patriotic
worldview in the social environment.

State study of the problem. The issue has been reflected in the work of contem-
porary scholars. Among the scholars whose publications are devoted to strategies
for promoting intangible cultural heritage within the concepts of tourism region
development are B. Hysa et al. (2021), A. Thommandru et al. (2023), A. Rosario
& J. Dias (2023), W. Achmad & Y. Yulianah (2022) and several other researchers.

Aspects of destination development management methodology and fea-
tures of state regulation in regional tourism are among the research interests of
S. Mahsyar & U. Surapati (2020). The authors explore tourism service quality
management concepts and determine the place and role of intangible cultur-
al heritage in destination development strategies. Povorozniuk’s publications
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(Povorozniuk, 2023) are devoted to the specifics of the development of tourist
regions in times of crisis and instability.

Continuing this line of thought, H. Dhoundiyal & P. Mohanty (2022) focus
on the institutional support of tourism entities and highlight the digital trans-
formation of the industry, which provides new opportunities to expand the au-
dience of fans of local tourist destinations. Rather’s research (Rather, 2025)
is devoted to digitalising and automating marketing processes and consumer
behaviour analysis, which allows for a quick response to changes in the target
audience’s requests. J. Rosak-Szyrocka et al. (2023) continue this work, high-
lighting the potential of artificial intelligence and mobile applications in mar-
keting systems to develop tourist regions.

Publications by individual researchers (Cho et al., 2024; Ivars-Baidal et al.,
2023) are devoted to identifying the specifics of activities in the field of reli-
gious and cultural tourism, taking into account the dynamics of socio-economic
and social transformations during periods of geopolitical crises and the decline
in the overall moral and spiritual level of social development. The results of
research by V. Bayev et al. (2022) suggest a significant overhaul of the support-
ing infrastructure and marketing approaches to boost regional tourism. At the
same time, A. Khan et al. (2020) look at how intangible cultural heritage can be
effectively promoted with the proper institutional support.

J. Lipschultz (2023) describes the importance of economic incentives for
developing tourist destinations, which involves attracting investment, subsidies
and tax breaks.

Also, according to the author, developing local transport and communica-
tion infrastructure, ensuring citizen involvement in tourism infrastructure de-
velopment projects based on transparency, and stimulating the development of
entrepreneurial initiatives and start-ups in the tourism sector will contribute
to promoting regional tourism. R. Chenavaz et al. (2022) highlight the role
of cooperation between projects promoting intangible cultural assets and other
areas of tourism and the hotel and restaurant business. The researchers propose
expanding the specialisation of tourism entities by incorporating elements of
traditions and customs, as well as religious and cultural tourism.

Unresolved issues. Analysis of previous scientific research indicates
a transformation of key approaches to developing tourist destinations in the
modern social environment. The concept of promoting intangible cultural her-
itage is becoming increasingly relevant. At the same time, the possibilities of
marketing strategies in this area require expanded analysis.
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2. Purpose and methods

The purpose and research tasks. This article aims to analyse universal pat-
terns of promoting intangible cultural heritage in the marketing strategies sys-
tem for tourist regions.

The research primarily involved analysing primary sources from publica-
tions indexed in leading databases (Scopus, Web of Science). The works taken
into account mainly were published between 2020 and 2025. The following
keywords were used for the search: ‘intangible cultural heritage, tourism, sus-
tainable development, management strategy, marketing strategy, development
patterns, creative space, entrepreneurship.’

Methodology and methods. The research methodology comprises several
general scientific methods, including analysis and synthesis, comparison, system-
atisation, and generalisation. Various types of analysis were used to identify the
factors influencing the development of the object under study, its key function-
al elements and transformation potential concerning contemporary management
strategies. The generalisation method was used to identify priority areas for mar-
keting strategies to promote intangible cultural heritage. The chosen methodology
allowed us to determine the most effective ways and tools for implementing mar-
keting strategies for tourist regions, considering stakeholders’ interests.

Information base. The limitations of the research are due to the complexity
of experimental verification of theoretical conclusions.

3. Results and discussion

Intangible cultural heritage belongs to the paradigm of cultural achievements
created by humans and maintained by them in the form of norms, traditions, val-
ues, knowledge, beliefs, and various activities that are of significant importance
and often determine the essence of human life. Preserving intangible assets is
essential for cultural and national identity, cultural diversity and folk art.

Currently, many complex factors determine the constant dynamics of the
tourism sector and the issue of preserving cultural heritage in its many manifes-
tations and forms for the practical advancement of humanity. Representing the
differentiation of views, behaviour, beliefs, and cultural assets shapes the identity
of a nation, which demonstrates the mood of entire communities within a country.

Intangible cultural heritage is a tangible form of culture. Preserving histori-
cal, religious and artistic monuments is essential in itself. Still, the proper func-
tionality of these monuments can only be achieved by ensuring their relevance
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through festivals, music, dance, processions, and other rituals. The phenome-
non under study involves several positive and productive elements invaluable
for global social development.

Marketing strategies for developing regional tourism are formulated con-
sidering the needs of stakeholders and beneficiaries. Digital marketing strat-
egies should ensure cost minimisation, the search for non-standard solutions,
a network approach, the integration of Search Engine Optimisation (SEO) and
artificial intelligence (Al) tools, personalisation of the user experience and big
data analysis.

Digital information channels are becoming essential for continuous com-
munication with the customer audience while developing tourism strategies.
These include:

— targeting advertising messages on social platforms;

— engaging influencers;

— personalising advertising based on behavioural pattern analysis;

— Google Analytics tools;

— integration of QR codes;

— improvement of online booking systems in the hospitality industry.

Social networks currently play a special role. Tourist locations are allowed
to customise messages in real time.

UNIQODE statistics (Ektha S, 2025) show that about 40% of tourists
search on Instagram for leisure and tourism locations. The key opportunities for
digitalisation in promoting local tourist destinations are listed below (Table 1).

Table 1. Digitalisation of marketing in local tourism

Direction Priority objectives Essential characteristics
Mass advertising Expanding the audience of Engaging traditional media
potential visitors; resources and digital tools

Ensuring the recognition of
the tourist location

SEO optimisation Expanding the potential Search engine optimisation
audience of attracted and
potential visitors to the
destination’s electronic
resources
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Engaging influencers

Ensuring the recognisability
of tourist locations

Involvement of celebrities
and bloggers in shaping
the necessary consumer
preferences of the
destination’s potential
audience

Targeted advertising

Assimilation of target
audience segments that show
maximum interest in the
destination and tourism in
general

Targeted advertising focused
on a cluster of potential
customers based on analysis
of their personalised
behavioural trends

Social networks

Engaging young audiences
in local tourism

Promoting destinations
through social media

RRS strategy

Attracting traffic to the
website

Paid advertising on search
platforms and social media,
the effectiveness of which is
determined by the number of
clicks made by users.

Email marketing

Building loyalty among
existing and potential
customers

Sending marketing offers to
the target audience via email

Retargeting advertising

Development of the
audience of regular visitors
to the destination

Targeted advertising for
tourists who have already
visited the destination

Cross-promotion

Intensive expansion of the
potential customer audience

Cooperation with other
companies for mutual
marketing support

Domestic tourism during the war in Ukraine has formed the basis for de-

veloping the tourism industry. Every entity involved in tourism should strive to
implement an effective system for promoting intangible cultural assets. At the
same time, state support should focus on developing local tourism to stimulate
the country’s economic progress.

Despite the critical role of intangible cultural assets in social integration, the
industry faces serious challenges. Rapid modernisation is destroying cultural and
historical intangible heritage in certain parts of the world. This process is exac-
erbated by rapid integration, globalisation and the influence of subcultural trends.

With the active practical support of UNESCO, the Ukrainian government
has initiated several programmes to preserve intangible heritage. In addition,
the need to protect cultural assets for national unity has been recognised.
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The State Agency for Tourism Development (DART) analysed tax revenues
from the tourism industry in Ukraine’s regions for 2024. Compared to 2023,
growth was observed in 22 areas of Ukraine and Kyiv. At the same time, com-
pared to 2021, growth was observed in 20 regions (Fig. 1).
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Figure 1. Tax revenues from regional tourism in Ukraine, 2021-2024.

Source: summarised by the author based on
(The State Agency for Tourism Development of Ukraine, n.d.-b)

Each of these regions is characterised by its well-known pilgrimage centres,
religious sites of national and regional significance, and hubs of cultural and ar-
tistic heritage. Tours can be targeted or exploratory. Tourists can also visit sites
of intangible cultural heritage during combined trips.

When developing a regional tourist route, several factors must be taken into
account:

— rationality;

— the presence of the main purpose of the route and current goals;

— studying the potential of the tourist market and the availability of related
infrastructure;
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— detailing the route;

— inventory of assets.

Ukraine is experiencing an intense revival of pilgrimage traditions, facili-
tated by the wartime crisis. In search of moral and spiritual support, religious
tourists are discovering new destinations and sacred places for the general pub-
lic. Special pilgrimage services are emerging, particularly at monasteries and
temples. The main obstacles to the development of holy tourism are a lack of in-
formation about religious routes, a shortage of qualified guides, and a low level
of interaction between the authorities, spiritual centres and tourist organisations.
In particular, Pochaiv is a crucial Orthodox pilgrimage centre (Figure 2).

POCHAIV
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Figure 2. Number of religious tourists in Pochaiv, 2018-2023.

Source: (The State Agency for Tourism Development of Ukraine, n.d.-a)

In 2020, there was a 70% drop in visitor numbers due to the pandemic. In
2021, visitor numbers almost returned to pre-pandemic levels in 2019. Howev-
er, the situation remains quite tricky due to the country’s war.

It should be noted that cultural and religious tourism is moving beyond
‘niche tourism’ and becoming more independent and dynamic, which creates
special competitive advantages. History shows that regional tourism can sur-
vive and develop even under challenging circumstances.

Modern marketing development concepts incorporate several key areas:

— innovative media and integrated communications;

— targeting and personalisation;
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— visual communication and digital content;

— audience engagement and crowdsourcing;

— crisis communication;

— actualisation of trust and ethics.

The growing popularity of digital media is a determining factor in shaping
public opinion. Modern media allow information to be disseminated quickly
and successfully, creating the conditions for personalisation, interaction and
rapid response. At the same time, an integrated approach involves using various
media channels to form a single message.

Accordingly, their potential should be actively used to promote cultural
heritage. Media players create the most relevant messages using targeting algo-
rithms, which allows them to expand their audience and increase the effective-
ness of communication strategies.

Visual content enables effective communication, and digital content adapt-
ed to different platforms and devices is also becoming important (Achmad &
Yulianah, 2022).

Expanding the audience to include crowdsourced content allows media
companies to consider audience ideas when building their communication pro-
cess. At the same time, it is necessary to have an effective crisis communication
plan to minimise the impact of adverse events.

The use of digital tools significantly impacts the success of communication
strategies. This is achieved through big data, artificial intelligence and machine
learning, which allow you to specify your target audience. Programmatic adver-
tising automates real-time targeting, while online networks open new ways of
interacting with your audience.

Digital analytics tools enable real-time monitoring of the effectiveness of
communication tools. In particular, Google Analytics allows you to measure
specific parameters and select the most appropriate content to improve com-
munication strategies. At the same time, visualisation and gamification help to
increase audience interest. Among other things, digital platforms provide access
to crowdsourcing, ensuring the communication process’s authenticity (Cho et
al., 2024; Ivars-Baidal et al., 2023).

New Al-based tools enable companies to predict customer needs, adjust
marketing strategies, and improve human resource management. They also help
tailor product offerings to user preferences, streamline operations, and increase
the competitiveness of tourism businesses.

Artificial intelligence and blockchain help improve communication trans-
parency, allowing relationships with audiences to be built on trust and ethical
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principles. This is particularly important in the context of advertising and cyber-
security. New elements help media companies effectively achieve their commu-
nication goals, providing them with adaptability and resilience.

Active participation in the development of the information society and in-
teraction with information flows requires the development of media literacy as a
component of information culture. The active development of digital media re-
sources and social networks intensifies this process, significantly transforming
the thinking processes of society. Society is losing the foundations of its cultural
identity in the flow of social networks.

At the same time, this requires increased attention to cybersecurity, person-
al data protection, and the ability to recognise fake news and disinformation. At
the same time, among the fundamental theoretical development directions, the
cognitive direction is distinguished — the development of analytical skills and
the sociocultural direction — a means of socialisation and prevention of manip-
ulation and disinformation (Rosak-Szyrocka et al., 2023).

To become active members of the information society, interact with infor-
mation flows and protect themselves from actions related to disinformation and
manipulation, it is necessary to possess media literacy and critical thinking as
components of information culture. The active development of digital media re-
sources and social networks intensifies this process, significantly transforming
the thinking processes of society (Dhoundiyal & Mohanty, 2022).

Key factors for the sustainable development of a nation’s intangible heri-
tage in regional and global trends are integration with local communities, inno-
vative services, global adaptation, staff quality improvement and infrastructure
development. The digitisation of processes includes the integration of booking
and data analysis platforms, improving operational efficiency and personali-
sation of services. Integration with local communities helps to support local
producers and promote regional culture, while innovative services such as con-
tactless booking and robotised servers respond to contemporary global chal-
lenges. Global adaptation, such as multi-currency payments and developing
an inclusive environment, enables us to attract international customers. At the
same time, investments in staff training and incentive programmes help to im-
prove service quality. Infrastructure development through the modernisation of
buildings and transport logistics meets contemporary standards of comfort and
environmental friendliness. These factors are the basis for the long-term de-
velopment and competitiveness of the tourism business and the promotion of
intangible cultural heritage in the marketing strategies of tourist regions.
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There are various conceptual visions of management strategies in promot-
ing cultural and spiritual heritage in the scientific field. In particular, B. Hysa
et al. (2021) highlight the need for an integrated approach to digital upgrading,
including the potential of blockchain and artificial intelligence and the develop-
ment of appropriate digital inclusion. As the researchers continue, such a strate-
gy should align with social development’s main trends and demands.

Currently, the tourism environment is constantly evolving with the help
of digital technologies, which requires the development of more effective and
adaptive communication models. A. Thommandru et al. (2023) determine new
media’s influence on public opinion formation, especially during global crises.
The researchers consider the use of visual materials and crowdsourcing to be an
important issue. K. Adams & D. Sandarupa (2024) demonstrate the importance
of innovative media in managing marketing strategies and using communica-
tion methods to develop relationships with the audience.

A. Rosario & J. Dias (2023) analyse the potential of artificial intelligence
and blockchain in developing audience engagement in security, reliability, max-
imum personalisation of user experience, and preventing intrusions into confi-
dential information arrays. Researchers are improving the model of media com-
munication development, emphasising the need for critical thinking and media
literacy skills in society.

The impact of digital innovations on social communication is a subject of
active debate in the contemporary scientific field. Yu. Dashchuk (2023) analy-
ses the possibilities of improving the security of the internal information field of
tourism companies through algorithmisation and automation to guarantee data
confidentiality.

W. Achmad & Y. Yulianah (2022) confirm the relevance of comprehensive,
person-oriented strategies for developing the intangible cultural sphere. The
modern concept provides for specific components, including identifying po-
tential threats and bottlenecks in the communication process; effective security
policy; improving the digital skills of society; ensuring the security of confiden-
tial resources; and an effective analytics and evaluation system.

The development of intangible cultural heritage in the tourism industry,
methodologies for managing destination development, and the possibilities for
state regulation in the field of tourism are among the research interests of S. Ra-
soolimanesh et al. (2023). The researchers investigate practical aspects of man-
aging the quality of tourism services and infrastructure development.

94



lhor Komarnitskyi, Roman Beshleha, Yurii Bilokon
Promoting intangible cultural heritage through
universal marketing strategies for tourist regions

N. Samala et al. (2022) define regional tourism as an activity aimed at recreation
and the cultural development of society. Researchers argue that its modern form is
more closely related to tourism than to practical spiritual or cultural activities.

The publications by D. Streimikiene et al. (2021) are devoted to the pecu-
liarities of regional tourism development in times of crisis and instability. The
authors propose upgrading the organisational and management mechanisms of
the industry to promote the development of domestic and inbound tourism. The
researchers emphasise that military operations and the coronavirus have signifi-
cantly affected the number of pilgrims to holy sites and cultural tourists.

Continuing this theme, N. Enke & N. Borchers (2021) focus on the institutional
support of tourism entities and emphasise the digital transformation of the industry,
which provides new opportunities to expand the audience of religious tourism des-
tinations. The researchers analyse the current possibilities for automating marketing
processes, consumer behaviour analytics, and targeting, making it possible to ex-
pand the target audience and respond quickly to changes in its needs.

F. Roxas et al. (2020) highlight the potential of mobile applications for de-
veloping marketing support for regional tourism, where the promotion strategy
should focus on the impact of digital innovations. X. Font et al. (2023) anal-
yse the possibilities for improving the information field of tourism companies
through algorithmisation and automation.

Thus, the patterns of popularisation of intangible cultural assets in the sys-
tem of marketing strategies for tourist regions, using new management solu-
tions, create a basis for:

1) enhancing regional economic development by attracting investment;

2) increasing the competitiveness of tourism enterprises, hubs and destina-
tions in domestic and international markets;

3) ensuring the sustainable development of industries through environmen-
tal and technological solutions (Jiménez-Partearroyo et al., 2024).

Therefore, introducing innovations in managing marketing strategies in the
tourism industry is important for increasing economic efficiency and contribut-
ing to economic development. In today’s world, digital tech, including artificial
intelligence, is a big deal in driving change in the sector, like making business
processes more efficient, giving customers excellent experiences, and finding
competitive advantages in a challenging market.

Contemporary scientific developments indicate an upgrade in approaches
to developing intangible cultural heritage destinations in the modern social en-
vironment. At the same time, the opportunities and role of state support in this
area require further analysis.
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4. Conclusions

The research examines the prospects for synergies between the potential of
digitalisation and strategic management in promoting intangible cultural herit-
age. The industry under study is an effective source of economic development,
as it ensures the inflow of foreign tourists and satisfies domestic demand, while
also creating competitive advantages.

The key forms of the phenomenon under study are norms and values, cul-
tural traditions and beliefs, and traditional activities endowed with important
meaning and essence. At the current stage of development of society, which is
characterised by social polarisation, the levelling of moral and ethical values
and several other destructive phenomena, the problem of actualising the influ-
ence of intangible cultural heritage is becoming particularly relevant.

There is a need to resolve several methodological prerequisites for deter-
mining promising areas for further development of the cultural and religious
tourism industry, where a special role should be given to modern digital solu-
tions in information and communication technologies. The key areas of devel-
opment are consumer orientation, continuous optimisation, a systematic man-
agement concept, and mutually beneficial productive communication. The need
to preserve intangible cultural heritage is significant for cultural and national
identity, as well as the preservation of cultural diversity and folk art.

Digital information channels are becoming essential for continuous com-
munication with the customer audience in developing tourism strategies. These
include: targeting advertising messages on social platforms; engaging influ-
encers; personalising advertising based on behavioural pattern analysis; using
Google Analytics tools; integrating QR codes; and improving online booking
systems in the hospitality industry.

Social media currently plays a special role. Tourist locations can custom-
ise messages in real time, measure their success and optimise their advertising
budget. The main principles of synergy between strategic management and cre-
ative spaces in regional tourism development include sustainable development,
inclusiveness, innovation, continuous improvement, and accessibility. Particu-
lar attention should be paid to the opportunities for public-private partnerships,
digital marketing solutions, stimulating the investment process and integrating
cross-sectoral development strategies.

The integration of digital technologies not only optimises operational pro-
cesses but also significantly improves the customer experience in the tourism
marketing industry. Meeting customer needs, including through personalised
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service and innovative marketing strategies, is important in ensuring loyalty
and attracting new visitors. Introducing such technologies allows the creation
of unique offers that consider the specific nature of customer aspirations and
preferences and increase the competitiveness of tourism companies.

The research proposes upgrading approaches to promoting intangible cul-
tural heritage in the modern social environment. At the same time, the possibil-
ities and role of state support in this area require further analysis, which shapes
the directions for promising research. The results emphasise the importance of
integrating innovation into the tourism industry, opening up prospects for fur-
ther expansion of the research base and introducing new practices in the field of
promoting intangible cultural heritage.

Scientific novelty. The article substantiates the need to optimise marketing in
the context of the sustainable development of cultural regions. It substantiates the
importance of implementing public-private partnership projects and stimulating
public involvement in the management of the tourism potential of destinations. Uni-
versal patterns of promoting intangible cultural heritage within promotion strategies
are identified. Effective marketing solutions for developing tourist regions that pro-
mote intangible cultural heritage with potential practical significance are proposed.

The significance of the study. Using innovative marketing technologies
makes it possible to expand the customer audience, develop a positive image of
destinations, and increase loyalty and trust among travellers. Promoting intangi-
ble cultural heritage concepts within marketing strategies will make it possible
to upgrade their value in the public eye, increase their influence on the younger
generation, and intensify the development of national identity and a patriotic
worldview in the social environment.

Prospects for further research.

Prospects for further research are seen in the analysis of the potential of
state support and public-private partnership projects to promote intangible cul-
tural heritage in the marketing strategies system for tourist regions.
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Abstract: /ntroduction. The armed conflict in Ukraine calls into question the
achievements in sustainable development, environmental safety and international
cooperation of European countries. Educational institutions are responsible for
promoting sustainable development in all areas of their activities and society. Given
Ukraine’s aspirations to integrate European standards of quality of life and implement
the principles of sustainable development, it is of particular importance to study the
long-term and successful experience of the European Union with its further adaptation
to the national economic context. The purpose of the article is to identify sustainable
development marketing initiatives in higher education institutions of Ukraine. The
methodological basis of the study is the analytical and empirical principles, which
involve synthesis, modelling, historical and logical analysis methods. The methodology
is based on an empirical review of scientific developments on marketing issues and
cultural initiatives for sustainable development. The results of the study confirm
the hypothesis that marketing of an educational institution has a positive impact on
sustainable development in the country. The scientific novelty of the research results is
that this study contributes to the growth of the sustainability discourse in the academic
community and provides practical recommendations for educational institutions
seeking to improve their marketing strategies in line with environmental and social
responsibility goals. This article contributes to the literature by expanding the
understanding of sustainability marketing in higher education and providing practical
recommendations for Ukrainian higher education institutions seeking to improve their
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marketing strategies in line with sustainability principles. The study highlights the link
between sustainable marketing, student perceptions and the performance of higher
education institutions. It aims to promote positive changes towards a more sustainable
future in public higher education institutions.

Keywords: sustainable development marketing, ecology, stakeholder,
management, EU, international support, higher education institutions, students.

1. Introduction

The problem formulation. The military conflict in Ukraine, triggered by the
full-scale invasion of the Russian Federation in 2022, is not only a regional
catastrophe but also a global challenge with far-reaching consequences. The
loss of human lives, destruction of infrastructure and economic destabilisation
are apparent. Still, the long-term environmental and systemic risks that extend
beyond the war zone remain much less visible but no less critical.

The armed aggression against Ukraine has a significant destructive impact
not only on the economy and the environment, but also on the education sec-
tor, which is one of the key elements of sustainable development. According
to the Ministry of Education and Science of Ukraine (2022), more than 1,200
educational institutions were damaged or completely destroyed as a result of
hostilities. Given the challenges of the times, the educational process is car-
ried out mainly remotely, but not all higher education students have the prop-
er conditions to receive educational services: some are in dangerous regions,
others are deprived of technical means or stable Internet connection. This is
compounded by regular air raids and power cuts, which make it impossible
to continue the educational process. Thus, the war negatively impacts the im-
plementation of the Sustainable Development Goals, particularly in terms of
ensuring quality and accessible education for all. Given the above, the rele-
vance of sustainability marketing in Ukrainian educational institutions is unde-
niable. At the same time, military circumstances highlight the need to rethink
approaches to ensuring the sustainability of systems in the context of conflict
threats. As a result, there is a danger of a new era of global instability, which
requires in-depth scientific analysis. Implementing sustainability standards in
education by universities complicates partnerships: European universities con-
sistently integrate sustainability into their curricula. At the same time, double
degree programmes create opportunities to share best practices in implement-
ing education for sustainable development. Quality assurance policies and pro-
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cedures should be adjusted to ensure such cooperation occurs and meets the
partner’s requirements. The question of how the implementation of interna-
tional partnerships between HEIs, particularly within the framework of double
degree programmes, contributes to the dissemination of sustainable curricula
and relevant approaches to quality assurance in higher education remains poor-
ly understood. For Ukrainian universities, this issue is complicated by the con-
ditions of war. The question arises to what extent domestic universities retain
the potential for cooperation and development, as the implementation of dou-
ble degree programmes requires significant efforts to harmonise approaches to
learning, teaching and assessment, as well as to revise international policies
and procedures.

State study of the problem. Domestic scientific developments raise the
issue of sustainable development marketing in all spheres of human activity.
In particular, O. Khanova and S. Skibina (2017), M. Ruda and M. Mazuryk
(2021), O. Kalantaievska (2021), Yu. Dovhan and L. Serednytska (2023) study
the long-term and practical experience of the EU in implementing the concept
of sustainable development marketing. Dovhan and Serednytska (2023) point
out that sustainability marketing is not only useful for environmental protection
and social justice, but also profitable. According to them, by implementing this
marketing format, institutions have the opportunity to create a mutually bene-
ficial relationship between their own business, consumer needs, the interests of
society and environmental preservation (Dovhan & Serednytska, 2023).

N. Ushenko and A. Tupika (2025) analyse the adaptability and competi-
tiveness of Ukrainian cities, particularly Kyiv, in the context of war. They fo-
cus on the trajectory of resilient development, which implies high resilience
to risks and threats (Ushenko & Tupika, 2025, pp. 354-363). H. Kapinos and
K. Larionova (2023) examines the problems of managing Ukraine’s sustainable
development through the prism of war conditions. The authors analyses differ-
ent approaches to defining the concept of sustainable development and notes
that they all contain a common idea of meeting the current generation’s needs
while considering future generations’ interests (Kapinos & Larionova, 2023, pp.
93-103). S. Ulanova in her article ‘Sustainable Development Against the Back-
drop of the War in Ukraine’ (Ulanova, 2023, pp. 250-252) and H. Myskiv and
I. Pasinovych in their article ‘Sustainable Development and Social Responsibil-
ity under war conditions in Ukraine’ (Myskiv & Pasinovych, 2023, pp. 21-36)
outlined the impact of the war on the goals of sustainable development and con-
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sidered the position of social responsibility actors in responding to the military
aggression against Ukraine.

Important theoretical aspects of sustainable development in education are
the basis of research by many scholars (Casarejos et al., 2017; Aleixo et al.,
2018; Fuchs et al., 2020; Zhou et al., 2020; Budihardjo et al., 2021). In par-
ticular, Latvian scientists 1. Degtjarjova, 1. Lapina and D. Freidenfelds see the
effectiveness and improvement of the quality of education in project marketing,
taking into account the challenges of time and addressing sustainable develop-
ment (Degtjarjova et al., 2018; Arbula Blecich, 2024).

The theoretical basis for students as the main direct users of services in
higher education institutions is based on the stakeholder theory presented in the
research of M. Sandmaung and D. Ba Khang (2013). Students are seen as the
main stakeholders and direct users of services in higher education institutions,
and their needs and preferences should be taken into account when developing
and implementing sustainable initiatives and programmes (Pedro et al., 2020).

Particular attention should be paid to the experience of cooperation between
Ukrainian and British universities in wartime, considered in the publication by
I. Skliar, M. Kostel, O. Melnyk and K. Bliumska-Danko (2025), as well as the
transformation of the work of internally displaced higher education institutions,
covered in the publication (pp. 86-99).

Having analysed the historiography of the studied issues, it is worth noting
that the issue of marketing sustainable development in Ukraine’s educational
sector (considering current challenges and realities) has not yet received proper
theoretical analysis. Since sustainability is an important issue worldwide, the
integration of sustainability principles into the marketing strategies of educa-
tional institutions is becoming an urgent need.

Unresolved issues. Despite the growing importance of sustainability mar-
keting in various sectors, there is a notable gap in the research literature on ap-
plying sustainability marketing practices in public higher education institutions.
It has been found that the existing scientific literature contains only a mini-
mal number of studies on the application of sustainability marketing in public
higher education institutions, despite its recognised importance. As a result, in
the modern field of domestic socio-cultural research, the issue of sustainable
development marketing in the educational sphere has not had a full-fledged
theoretical articulation. Accordingly, there is a need to improve the existing sci-
entific and methodological approaches to conceptualising and defining the main
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modern tasks of sustainable development marketing in Ukrainian educational
institutions. This study aims to help fill this gap.

2. Purpose and methods

The purpose and objectives of the study. The purpose of the article is to
identify sustainability marketing initiatives in higher education institutions of
Ukraine. By studying this research problem, the study aims to fill a gap in the
literature and provide empirical evidence of the positive impact of sustaina-
bility marketing on the activities of higher education institutions in terms of
service quality.

In order to achieve this goal, the study aims to solve the following main tasks:

1. To analyse the current theoretical and methodological approaches to
sustainable development in the educational sphere.

2. To study the experience of cooperation between Ukraine and the Euro-
pean Union in implementing the principles of sustainable development in the
activities of economic entities in Ukraine.

3. To assess the impact of the war in Ukraine on the national system of
sustainable development and environmental safety.

4. Consider the post-conflict reality to identify potential areas for adapting
European practices to Ukrainian conditions.

5. To develop recommendations for integrating the principles of sustaina-
ble development into the strategy of Ukraine’s educational trajectory.

Methodology and research methods. The methodological basis of the study
is, first of all, a comprehensive principle that includes methods of analysis and
empiricism, modelling, historical and logical methods, and statistical analysis.

Research information base. The study is based on theoretical and empir-
ical information obtained from reliable sources. The results of previous studies
conducted by the most famous scientists in marketing, political science, man-
agement and global governance were used as theoretical data. The materials of
the documents of the UNECE Steering Committee on Education for Sustainable
Development (ESD) in Geneva (Switzerland), ‘Strengthening the Youth Educa-
tion Platform for Sustainable Development’, the development and implemen-
tation of educational programmes and trainings on the SDGs, sub-grant pro-
grammes for youth initiatives, the National Youth Forum, etc. were used. The
empirical data on the subject of the study are based on the authors’ observations
and expert opinions of specialists in this field. The chronological boundaries of
the study cover the last decade, with a small forecast for the next one.
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3. Results and discussion

3.1. Marketing of sustainable development in higher education

Education for sustainable development aims to acquire knowledge and
skills that contribute to forming a new environmentally conscious society,
forming new worldviews, attitudes, values, and promoting socially desirable,
economically viable and environmentally balanced development (Osvita, n.d.).

Sustainability marketing in higher education is a strategic approach to pro-
moting sustainability principles and practices in academic institutions to con-
tribute to a more environmentally conscious, socially responsible and econom-
ically sustainable future for all stakeholders (Fuchs et al., 2020; Budihardjo et
al., 2021; Mestrovi¢ et al., 2021).

Sustainability marketing in higher education encompasses a wide range of
activities aimed at promoting sustainability principles, practices and initiatives
in academic institutions. This approach recognises the unique position of higher
education institutions as catalysts for social change and innovation that can
influence their operations and wider societal attitudes and behaviours towards
sustainable development. Sustainability marketing in higher education recog-
nises the central role of students as key stakeholders in promoting sustainability
initiatives. As a business and management function, marketing should improve
organisations’ management processes by aligning products and services with
the needs of target markets, future generations and society.

Educational institutions are crucial in promoting sustainable development
and equipping students with the knowledge and skills to address social, envi-
ronmental and economic challenges (Hiibscher et al., 2022). Higher education
institutions use different strategies to engage stakeholders and demonstrate their
commitment to sustainable development (Shawe et al., 2019).

These include integrating sustainability into academic programmes across
all disciplines, promoting interdisciplinary research collaboration on sustaina-
bility-related topics and sustainability issues (Annan-Diab & Molinari, 2017).

3.2. Corporate social responsibility of students as a component

of sustainable development in higher education

The focus of this study is to investigate the relationship between sustain-
ability marketing and HEI performance through service quality from the per-
spective of students as direct users of services. Students represent an impor-
tant stakeholder group whose perceptions and attitudes towards sustainability
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marketing initiatives can provide valuable insights into the effectiveness and
impact on the overall success of higher education institutions. Therefore, further
research raises the issue of students’ social responsibility as an important group
of stakeholders in the educational process.

Higher education institutions must put students’ interests first and design
their programmes, services and policies to meet their diverse needs and expec-
tations (Jongbloed et al., 2008). Increasingly, higher education institutions are
integrating sustainability considerations into their strategic plans, governance
structures and operations to address environmental challenges and meet stake-
holder expectations (Aleixo et al., 2018).

The introduction of sustainable marketing practices in higher education re-
flects a broader trend towards corporate social responsibility (Arena et al., 2018).
Students play an important role in shaping institutional policies, practices and
culture. As consumers of educational services, they influence enrolment decisions,
tuition fee revenues, and the institution’s reputation. Consequently, educational
institutions should adopt a customer-centric approach and focus on providing
high-quality services that meet or exceed student expectations (Sirola & Mihal-
jevi¢, 2016). When evaluating higher education institutions, they attach great
importance to environmental responsibility, social justice, and ethical leadership.
Thus, students’ perceptions, attitudes and behaviours towards sustainable devel-
opment significantly impact institutional decision-making and strategic planning.

3.3. Marketing cases for Ukrainian higher education students

On 29-31 May 2024, the 19th meeting of the UNECE Steering Committee
on Education for Sustainable Development (ESD) took place in Geneva, Swit-
zerland. The agenda addressed the challenges and achievements in implement-
ing sustainable development marketing at the national level. The participating
countries reported on the results of implementing sustainable development.
They discussed strategies for educational activities in 2025 and action plans for
the next period, developed an action plan to strengthen cooperation with other
organisations and processes at the regional level, and discussed other issues.

Particular attention was paid to the military conflict in Ukraine as a tool
for destroying national sustainable development. V. Kyrychenko, member of
the UNECE Youth Platform on ESD, presented Ukraine’s achievements in im-
plementing education for sustainable development in 2023-2024, focusing on
national priorities regarding the importance of sustainable development in the
country. She noted the importance of international technical assistance pro-
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grammes and projects to implement sustainable development and other related
areas. Several best practices were presented in the following areas:

— Sustainable recovery, security and ESD;

— Non-formal education, youth leadership and EDC;

— WASH and EDC;

— Mental health and EDC.

Among the best practices, some initiatives coordinated by the Partnership
Network ‘Education for Sustainable Development in Ukraine’ and its member
organisations were noted (/9-te zasidannia, n.d.).

According to the concept of sustainable development of Ukraine, strategies
have been identified to ensure safety standards (availability of shelters and other
important premises, restoration of buildings), flexibility of the educational pro-
cess and reform of the educational system following EU requirements, support
for the integration of internally displaced persons (IDPs), refugees, and other
vulnerable groups (Progress in implementing, 2024, p. 5).

Curricula and educational resources related to strategic planning and financ-
ing the Sustainable Development Goals in Ukraine are constantly reviewed. An
important component of the sustainable development trajectory is foreign train-
ing courses in strategic planning and financing for achieving the SDGs (Pro-
gress in implementing, 2024). Trainings for educators covering mental health
and ESD are regularly held (Progress in implementing, 2024, p. 5).

Of the 32 educational components of the Ukrainian-language curricula re-
viewed, the majority (69%) were non-systemic, i.e., conducted on a one-time
basis. The remaining 31 per cent of programmes are available on an ongoing basis
on various online platforms (United Nations Development Programme, 2022).

Finally, the youth educational platform for sustainable development is be-
ing strengthened through the co-organisation of the National Youth Forum.

The project aims to promote the implementation of the UGP Youth Initi-
atives in Ukraine, supporting the activities of the Youth Advisory Group and
disseminating best practices at the international level, including participation
in the UNECE Sustainable Development Process. The project’s main objective
is to develop the potential of young people, empower them and engage them
in climate change action through training and implementation of their environ-
mental initiatives in the field of education for sustainable development.

The project includes: a capacity building training campaign and a competi-
tion for youth environmental initiatives; support for several youth initiatives in
local communities on climate change, sustainable urban solutions, sustainable
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development, education for sustainable development; joint youth leader com-
munication events; and international exchange of experience in education for
sustainable development (United Nations Development Programme, 2022).
Sustainable marketing in higher education is becoming increasingly im-
portant in response to global environmental challenges and changing societal
expectations. As institutions that educate and influence society, higher educa-
tion institutions have a unique opportunity and responsibility to promote the
principles of sustainable development (Casarejos et al., 2017; Zhou et al., 2020).

3.4. Double degree programme as a component of sustainable development

Given the challenges of the times, domestic universities have been forced
to reconsider their strategic goals, particularly internationalisation and the for-
mation of sustainable development goals. As a result, international support from
European universities has increased. Under these conditions, the initiatives have
become an act of solidarity and compensating for lost potential.

This study is contextualised within the framework of the Twinning initia-
tive, which, in partnership with British universities, has supported Ukrainian
universities in various forms. The Business Administration in Organisational
Transformation programme was implemented as part of the cooperation be-
tween Abertay University and Semen Kuznets Kharkiv National University of
Economics. The Information Technologies for Sustainable Energy Engineering
programme was implemented through the efforts of the University of London
South Bank and Ivano-Frankivsk National Technical University of Oil and Gas.
The programme ‘Marine Engineering of River and Sea Transport’ was imple-
mented within the framework of cooperation between the University of Plym-
outh and Kherson Maritime Academy, ‘Psychological Wellbeing and Mental
Health’ — within the framework of cooperation between the University of Not-
tingham Trent and Lviv Polytechnic National University, ‘Sustainable Agricul-
ture and Food Security’ — within the framework of cooperation between the
Royal Agricultural University and Sumy National Agrarian University.

Starting 1 September 2023, the UK and Ukrainian partners are implement-
ing six double degree programmes (Dlouha et al., 2018, pp. 4263-4276). The
main objective of these programmes is to contribute to the debate on the interna-
tionalisation of the higher education sector and the implementation of education
for sustainable development and the Sustainable Development Goals in higher
education establishments (HEESs).
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It was found that, despite some differences between the procedures, the
principles underpinning internal quality assurance in Ukrainian universities are
consistent with those of their UK counterparts. 1. Skliar, M. Kostel, O. Melnyk
and K. Bliumska-Danko (2025) noted that the double degree programme is
characterised by interdisciplinarity, one of the challenges that must be consid-
ered in the educational process.

An important result of the study was the analysis of how participants assess
the needs for continuing professional development related to the successful im-
plementation of double degree programmes.

These needs were identified through an assessment of education for sustain-
able development and the implementation of student-centred approaches.

Further research could study the impact of double degree programmes on
sustainable development in the country. In addition, comparative studies of dif-
ferent educational systems and cultural contexts could provide a deeper under-
standing of the global applicability of the findings.

Conclusions.

The results of the study confirm the hypothesis that marketing of an educa-
tional institution has a positive impact on sustainable development in the coun-
try. Sustainable development marketing is a function of sustainable economic
development, essentially a management tool. The empirical study has short-
comings and limitations related to the research approach and the processing
and analysis of the collected data related to applying the quantitative approach.
The study has limitations related to its implementation in only one state univer-
sity and the inability to compare it with relevant previous studies, as it focuses
mainly on the commercial sector and primarily covers only one of the three
dimensions of sustainable development.

An important finding of the study was the analysis of how participants as-
sessed the needs for continuing professional development related to the success-
ful implementation of double degree programmes. Despite some differences be-
tween the procedures, the principles underpinning internal quality assurance in
Ukrainian universities are consistent with those of their British partners. Skliar
L., Kostel M., Melnyk O. and Bliumska-Danko K. (2025) noted that the double
degree programme is characterised by interdisciplinarity, which is defined as
one of the challenges that must be taken into account in the educational process.
Since the results of research on the double degree programme are not consid-
ered in a time perspective, but only in the context of a given situation, and sus-
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tainable marketing necessarily involves a long-term perspective, it is necessary
to consider it in the future and to study the impact of sustainability marketing on
the activities of higher education institutions over specific periods (longitudinal
study). These needs are identified as assessment of education for sustainable
development and implementation of student-centred approaches.

This article highlights the importance of sustainability marketing in higher
education, focusing on students as key stakeholders. Further research could fo-
cus on the impact of the double degree programme on sustainable development
in a country. In addition, comparative studies of different educational systems
and cultural contexts could provide a deeper understanding of the global appli-
cability of the findings.

By highlighting the importance of sustainable marketing in public higher
education institutions, this study contributes to the growth of the sustainability
discourse in the academic community. It provides practical recommendations
for educational institutions seeking to improve their marketing strategies in line
with environmental and social responsibility goals.
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Abstract: Introduction.The article examines the challenges and specifics of
forming a marketing strategy for promoting fashion brands in the modern business
environment. The focus is on strategic marketing tools and digital communications
that shape brand positioning within creative industries. The purpose of the study is
to examine the peculiarities of forming and implementing a fashion brand promotion
strategy using the example of the activities of EYE COMMS LLC. The research
methodology is based on a combination of theoretical analysis, case studies and
content analysis of marketing campaigns. As a result, it was found that Ukrainian
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and narratives with elements of national identity to adapt to crisis conditions and global
trends. Based on the practices of EYE COMMS LLC, practical approaches to branding,
cultural integration and interaction with the target audience have been identified. The
conclusions indicate that strategic flexibility, combining cultural code and innovative
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applied model for sustainable fashion brand development.
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1. Introduction

Formulation of the problem. In the context of intensifying competition glob-
ally and nationally, fashion brands are forced to quickly transform their marketing
strategies in line with changes in consumer preferences, the active development of
digital technologies and the growing influence of social media as the primary com-
munication channel. Effective brand positioning in the fashion industry requires
creative solutions and a well-structured marketing strategy that considers the target
audience’s characteristics, market trends and the specifics of the information space.
Consumers’ successful perception of a brand is primarily determined by its position-
ing accuracy, which shapes the audience’s level of trust and emotional engagement.

EYE COMMS, a company specialising in developing marketing strategies in
the fashion segment, is a relevant example of the practical implementation of mod-
ern communication approaches. Its activities include a number of applied solutions
that deserve detailed study in order to identify practical tools for promoting fashion
brands. At the same time, it should be noted that there is no established model for
the strategic promotion of fashion brands adapted to the specifics of the Ukrainian
market, which highlights the need for systematic research on this issue. In particular,
there is concern about the relevance of the selected marketing tools to the real ex-
pectations of target audiences in a rapidly changing digital environment.

In this context, research into the peculiarities of the formation and practical
implementation of a marketing strategy for promoting a fashion brand using
the example of the activities of YEY COMMS LLS is particularly relevant. It
combines theoretical understanding of key approaches to brand communication
with the analysis of applied solutions that can be adapted to modern Ukrainian
fashion market conditions. The expected result is the identification of effec-
tive promotion models capable of increasing the competitiveness of domestic
brands in the creative economy.

The state of scientific development of marketing strategies for promoting
fashion brands is determined by the high dynamics of their scientific study in the
context of global transformations in creative industries. Contemporary research
increasingly focuses on the specific features of strategic marketing in the fashion
industry, where branding, the formation of emotional interaction with consumers
and adaptation to changing market demands are of key importance. Considerable
attention is paid to innovative practices in marketing, primarily the use of digital
communication tools and social platforms as means of effective brand promotion.

Thus, the works of N. Kuzmynchuk, H. Pysarevska and V. Liashenko
(2023), V. Butenko and A. Toiunda (2022) examine the concepts of strategic
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marketing in conditions of economic turbulence, emphasising the need to com-
bine a creative approach and digital technologies in the communication activi-
ties of enterprises. The authors emphasise that the effectiveness of a marketing
strategy directly depends on the organisation’s flexibility in implementing dig-
ital solutions and adapting to new formats of interaction with target segments.

A separate layer of research is devoted to studying Ukrainian fashion brands
in the context of economic transformation and changes in the competitive environ-
ment at the national and international levels. In this context, the key research areas
remain brand image building, increasing brand recognition, and ensuring stable and
effective communication with the audience. In particular, L. Pronka and K. Tokar
(2022) and N. Pavlishyna and H. Riasna (2017) systematise methods for building
enterprises’ competitiveness through strategically oriented marketing models.

In this context, the experience of EYE COMMS LLC is a valuable example for
analysing the practical application of marketing strategies in the fashion industry.
Research into the company’s activities highlights the modern promotion tools used
in the Ukrainian context. It traces the evolution of the strategic approach to brand
communications, considering innovative and culturally determined practices.

Unresolved issues. Despite the growing volume of scientific research de-
voted to the problems of strategic marketing, the issue of adapting marketing
strategies to the specifics of the fashion industry has not yet received adequate
theoretical and practical consideration. In particular, the mechanism of brand
identity formation in a digital environment, where visual images, communica-
tion through influencers, and socially marked brand messages play a significant
role, remains insufficiently studied.

The modern digital landscape requires new image-building approaches, as
consumers increasingly interact with brands in a visual-media format domi-
nated by aesthetic, emotional and cultural factors. In this context, balancing
achieving the brand’s commercial goals and preserving its aesthetic integrity is
particularly challenging, a defining characteristic in the fashion industry.

Thus, further research is needed to understand better the strategic combi-
nation of fashion brand aesthetic codes with digital communication tools. This
will allow for forming a sustainable and relevant brand presence in the modern
information space.

In addition, in the Ukrainian context, there is still a lack of practical models
for building an effective marketing strategy that would cover traditional pro-
motion tools and the latest digital technologies, such as social media targeting,
collaboration with opinion leaders, virtual fashion shows, etc. The relationship
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between brand positioning, visual identity and consumer behaviour in the fash-
ion industry must also be clarified. The long-term effectiveness of marketing
strategies in the fashion segment remains unresolved.

Companies often choose short-term campaigns focused on quick results,
but do not form lasting mechanisms of brand loyalty, which is extremely impor-
tant in the context of rapidly changing trends, when a brand’s ability to maintain
its competitive position depends on the flexibility and creativity of its promotion
strategy. Thus, there is a need for a thorough analysis of approaches that can en-
sure the sustainability of brand recognition and attractiveness in today’s market.

2. Purpose and methods

Purpose and objectives of the research. This research aims to determine
the specifics of forming and implementing a marketing strategy for promoting
a fashion brand in the modern information environment. The analysis focuses
on the activities of EYE COMMS LLC, an example of a creative company that
implements innovative digital marketing tools, visual communication, and stra-
tegic positioning to create a recognisable and competitive brand in the fashion
industry. Particular attention is paid to practical aspects that can be used by oth-
er representatives of the Ukrainian fashion segment as a model for adaptation to
modern communication challenges.

The research objectives are as follows:

— to analyse the main theoretical approaches to the formation of a marketing
strategy in the system of entrepreneurial activity;

— to systematise key strategies for promoting Ukrainian fashion brands in
the context of market transformation,;

— to investigate the practice of implementing marketing strategies in the
activities of EYE COMMS LLC as an example of the applied implementation
of brand communication concepts in the fashion industry.

Research methodology and methods. The methodological basis of the
research is an integrated approach to the study of marketing processes in the
fashion industry, combining the provisions of strategic marketing, brand man-
agement principles and digital communication tools. This approach allows for
a comprehensive analysis of the interrelationships between strategic planning,
brand positioning and the selection of relevant communication channels in to-
day’s information environment.

The research process involved using general scientific methods of analysis
and synthesis, a systematic approach, comparative analysis methods, empiri-
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cal data and content analysis of marketing campaigns implemented by EYE
COMMS LLC. The selected methods ensured that the research met the set goals
and objectives and allowed for theoretical and applied generalisation of the
company’s experience.

Research information base. The empirical basis of the research was provid-
ed by analytical materials, reports and presentation documents on the activities
of EYE COMMS LLC, which reflect the peculiarities of marketing strategy
implementation in the fashion communications segment. In addition, scientific
publications by Ukrainian and foreign authors on developing strategic market-
ing, branding and digital promotion tools were used. Particular attention was
paid to sources highlighting current brand positioning and communication
trends in the context of creative industries.

3. Results and discussion

3.1. Theoretical foundations of marketing strategy

In the context of economic transformation and growing competition, the
importance of the marketing concept as a key tool for enterprise management
is significantly increasing. The effective functioning of organisations requires
targeted management of marketing activities, which, in turn, ensures stable mar-
ket positioning, growth in sales volumes and increased profitability. However,
in the Ukrainian market, enterprises often fail to fully use the entire range of
marketing management tools, complicating their adaptation to a dynamic exter-
nal environment and market volatility. The transition to market conditions has
highlighted a number of systemic problems, including increased competition,
ineffective management models, a shortage of qualified marketing specialists,
and an unstable institutional environment (Kuzmynchuk et al., 2023).

Marketing management at the enterprise level is designed to create conditions
for the effective promotion of goods and services, forming the basis for profita-
bility growth and maintaining competitive advantages. In this context, developing
a marketing strategy, which is a tool for implementing the overall development
strategy of the enterprise, is of key importance. Strategic marketing allows a com-
pany to focus its management activities on meeting the consumer market’s current
needs, identifying the target audience’s priority segments, and ensuring synergy
between marketing, production, financial, and human resource processes.

Strategic marketing is critical in manufacturing sectors where consumer
demand constantly changes. In response to these challenges, managers increas-
ingly adopt strategically oriented management approaches, particularly by de-

120



Liudmyla Dykhnych, Viktor Sionskyi,
Specific Features of Marketing Strategy Implementation
in Fashion Brand Promotion: The Ukrainian Case of Eye Comms LLC

veloping flexible marketing strategies. This approach is extremely relevant in
a highly uncertain market environment, where companies face numerous risks,
including rapid changes in market trends, product range overload without clear
differentiation, and the growing influence of external factors on business activ-
ities (Butenko & Toiunda, 2022, p. 63).

The modern global economy requires companies to implement innovative ap-
proaches to strategic management. Growing competition in the global market neces-
sitates actively using marketing tools and developing effective marketing strategies.

In today’s environment, competitive advantages can be gained by optimising
costs, increasing productivity and integrating marketing solutions into the enter-
prise’s activities. The primary focus is on creating a competitive marketing strate-
gy that allows for the improvement of the efficiency of the enterprise by focusing
on satisfying consumer needs. Since the consumer is the source of profit, the stra-
tegic concentration of resources should be directed towards forming marketing
strategies to ensure high competitiveness (Pronko & Tokar, 2022).

Strategic planning is a set of actions and management decisions to develop
strategies that help a company achieve its goals. This process is an effective
decision-making tool that promotes change and innovation in a company’s ac-
tivities. A properly chosen strategy allows you to make the most effective use
of available resources, attract new ones and successfully promote products or
services on the market.

In conditions of increased competition and growing consumer influence on the
market situation, companies are forced to rethink their management approaches,
which requires the active implementation of strategic marketing and management
tools, the key of which is the formation of a marketing strategy focused on long-
term success in a competitive environment (Pavlishyna & Riasna, 2017, p. 127).

In scientific literature, marketing strategy is seen as a coordinated plan of
action aimed at achieving clearly defined marketing goals of a company. For
example, F. Kotler (2022) sees marketing strategy as a systematic set of actions
within a company’s marketing activities that should ensure the implementation
of strategic objectives.

In turn, J.-J. Lamben approaches the concept of marketing strategy as a con-
tinuous and structured process of analysing the needs of target segments, which
involves the development of competitive products or services. This approach
focuses on the ability of an enterprise to respond effectively to market demands,
stay ahead of competitors in terms of consumer satisfaction and consider the
audience’s purchasing power (Kovalchuk, 2018, p. 158).
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According to S. Voitovich, the most comprehensive definition of marketing
strategy encompasses it as a long-term tool for achieving strategic marketing
goals, based on the results of in-depth analytical research. Such a strategy is in-
tegrated into the overall strategic management system of the company, focusing
on its key competitive advantages and based on a logically structured, consist-
ent and cyclical management process (Voitovych & Potapiuk, 2011, p. 78).

In general, marketing strategy is interpreted as a strategic direction for the de-
velopment of an enterprise, embodied in a long-term marketing plan, a defined set
of actions aimed at achieving the set goals. In scientific discourse, the emphasis
of different researchers varies, but what remains common is the understanding of
marketing strategy as a component of strategic management that combines target
planning with practical marketing policy tools (Struk & Kapral, 2023).

The content of a marketing strategy consists of identifying priority areas
for the development of an enterprise, selecting target products or services, and
developing mechanisms for their effective promotion and implementation (Mel-
nyk, 2009, p. 215).

Marketing strategy is an integral part of the overall corporate strategy of
a business system. Its formation is determined by several global market fac-
tors, among which the level of competitive pressure, industry characteristics,
market potential, the company’s competitiveness and the chosen market niche
are fundamental. Within the globalised business environment, strategic market-
ing planning involves not only the development of key elements of marketing
policy but also ongoing analytical support and flexible response to changes in
market conditions. Adjustments to the marketing strategy become necessary if
the planned performance results are not achieved, competition in external mar-
kets changes, new priority segments emerge, external conditions transform or
consumer preferences change (Parkhomenko, 2022, p. 63).

In such conditions, marketing strategies must be adaptive, providing for
various actions at different stages of strategic management. Consistency and
coherence in selecting marketing decisions in a global context require synchro-
nising goals, tools and control mechanisms, considering the level of interna-
tionalisation of management processes. This, in turn, creates the conditions for
strengthening the position of business systems, ensuring their competitive ad-
vantages and strengthening stability in conditions of increased turbulence in the
global economy. The success of strategic choices is primarily determined by the
level of soundness of management decisions, their compliance with national
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economic interests and their ability to strengthen economic security in the face
of international competition (Korzh & Chub, 2017, p. 22).

Developing a marketing strategy involves a thorough analysis of its key
components, including marketing objectives (sales growth, profitability, market
share), as well as external factors (economic, political, socio-cultural, demo-
graphic, environmental) and internal parameters of the enterprise, including its
resource potential, marketing competencies and level of competitiveness.

A marketing strategy has a number of defining components:

— the strategy is directly related to the main objective of the company or
brand;

— forecasting and developing measures to achieve long-term results;

— it contributes to the formation of sustainable competitive positions in the
market, relying on the internal resources and potential of the enterprise;

— it is primarily focused on satisfying consumer needs;

— its tools allow for a quick response to changes in the market environment;

— plays a leading role among functional strategies, as it ensures effective
interaction between the enterprise and all market participants;

— serves as a basis for developing other functional strategies of the enter-
prise (Balanovska & Havrysh, 2013, p. 47).

The main objectives of the enterprise’s marketing activities are:

— ensuring the practical application of marketing strategy in a highly com-
petitive market, taking into account inflationary processes by involving the for-
mation of a SWOT matrix based on a comprehensive SWOT analysis, as well
as identifying promising areas of SMART specialisation within the Regional
Development Strategy until 2027 and state programmes to stimulate the produc-
tion of goods and services, which are implemented through budget financing.

— the ability to quickly adapt to changing economic conditions, both exter-
nal and internal, by constantly searching for consumers of products, selecting
optimal market niches and effective segments, as well as identifying factors for
reducing the cost of manufactured products, actively developing commercial
activities, in particular leasing property and trading in goods from other manu-
facturers (Bahorka & Ustik, 2022).

An effective marketing strategy for innovative development of an enter-
prise ensures the establishment of close ties between the manufacturer and the
consumer at the stage of innovation development, takes into account the current
needs of the target audience, which contributes to successful market entry with
a high-quality product and an appropriate level of service for which there is
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already or may be demand. The process of developing and evaluating a market-
ing strategy involves an in-depth analysis of the socio-economic environment
in which the enterprise operates, as well as taking into account the social, eco-
nomic, internal and external factors that influence the formation of innovative
markets (Korniienko, 2023).

3.2. Key strategies for promoting Ukrainian fashion brands

Strategies for promoting Ukrainian fashion brands are becoming particu-
larly important in today’s competitive market, where innovation, sustainability
and cultural identity are at the forefront. In the context of globalisation, Ukrain-
ian brands can make a name for themselves by effectively using digital plat-
forms and social networks and creating unique images that combine tradition
and modern trends. Promoting such brands requires a comprehensive approach
that includes adapting to international requirements and attracting loyal con-
sumers through emotional connection and high product quality.

The fashion industry is a promising component of the creative economy,
which is rapidly developing thanks to the use of intellectual property. Fash-
ion contributes to the formation of creative human capital both globally and
in Ukraine. The creative economy is an important feature of modern society,
manifested in ‘economic relations that arise in the process of exchange and con-
sumption of intellectual products based on intellectual property’ (Davymuka
& Fedulova, 2017, p. 57). The growth of creative industries and professions in
the information society is becoming a key element in the formation of creative
human resources. ‘The experience of leading economically developed countries
shows that creative human capital is becoming a determining factor in produc-
tion and socio-economic development, gradually pushing other factors of pro-
duction into the background’ (Unknown, 2014).

Developing creative industries, one of the most important components of
the intellectual economy in modern society, contributes to the introduction of
technologies and innovations in various fields. A research study prepared by the
Trade+ Foreign Trade Analytics Centre in 2019 states that "creative industries
are key drivers of economic and social innovation. They support innovation in
other sectors, provide creative ideas for new products, goods and services used
in production processes, and contribute to the marketing support of innovative
products. Thus, creative industries contribute to introducing new ideas and
technologies in other areas, increasing their productivity and competitiveness"
(Nikolaieva et al., 2021).
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The fashion industry is important in stimulating innovative development
in various economic sectors. The creative fashion industry, like other creative
industries, ... contributes to innovation in numerous sectors (in particular in-
dustrial innovation) by providing creative ideas for new products (innovative
content), goods and services used in production processes (e.g. software), as
well as through marketing support for innovative products (innovative design,
etc.). They also contribute to developing flexible, mobile and multidiscipli-
nary networks, a project-based approach to the organisation of work process-
es, and the development of human capital and creative abilities (creative prob-
lem-solving skills).

Thus, creative industries contribute to introducing new ideas and technolo-
gies in other areas, increasing their productivity and competitiveness’ (Babenko
& Harashchenko, 2022, p. 155).

The fashion industry is constantly transforming under the influence of
changing consumer preferences, dynamic trends and market fluctuations, which
complicates the process of effective brand positioning. A lack of deep under-
standing of the needs and motivations of the target audience can lead to a loss of
competitive position, reduced demand and mistakes in product portfolio devel-
opment. In this context, target audience analysis is a strategically important tool
for brand development in the fashion industry.

Market segmentation allows you to identify key consumer groups based
on age, lifestyle, income level, and cultural references. For example, brands
targeting a young audience focus on design relevance and affordability, while
premium brands emphasise aesthetics, sophistication and status positioning.

Studying consumer motivational factors helps to understand the reasons
behind their choice of specific brands, particularly regarding priorities such as
environmental friendliness or exclusive design. Analysing attitudes towards the
clothing selection process allows us to determine whether it is appropriate to
integrate innovative solutions or stick with classic models.

Such approaches significantly increase the competitiveness of brands in the
ever-changing fashion market (Kass & Pashkevych, 2024, p. 115).

The consumer market segmentation for fashion clothing is based on various
criteria, each of which has its own characteristics and is applied according to the
goals and objectives of the manufacturer or distributor of the fashion product.
In marketing practice, a single criterion or a combination of criteria can ensure
more accurate product positioning.
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The main segmentation criteria include:

1. Geographical criterion — involves dividing the consumer market ac-
cording to territorial characteristics: regions, cities, population density and other
spatial characteristics.

2. Demographic criteria have a decisive influence on the perception
of fashionable goods and include parameters such as age, level of education,
religious affiliation, family life cycle stage, income, etc.

3. Attitude towards the product — focuses on assessing consumer behav-
iour in interaction with the product, particularly the level of consumption inten-
sity, brand loyalty and willingness to make a purchase.

4. Consumer style — covers individual habits and purchasing behaviour
patterns, allowing the perception of new fashion products among the target au-
dience to be predicted.

5. Psychographic criteria — based on the study of value orientations, per-
sonal interests, social roles and lifestyle of consumers that form a specific be-
havioural model.

6. Individual-personal criterion — considers individual consumers’ unique
psychological and behavioural characteristics, which may constitute separate
micro-segments of the market. This approach is particularly relevant in the case
of customised production or the development of individual collections in the
haute couture format (Chuprina, 2015, p. 75).

The fashion industry has changed its approach to advertising, moving away
from simply beautiful photoshoots to taking responsibility for what it offers the
world. Brands no longer inform their target audience but bear social responsibility.
Fashion has come under fire for polluting the environment and promoting a limit-
ed view of beauty that only depicts thin, young, white women. As a result, society
has begun to demand more diversity and social responsibility from brands.

Many brands are now actively developing sustainable practices. For ex-
ample, Adidas and Stella McCartney produce collections made from recycled
materials, and Patagonia teaches consumers to buy less and donate old clothes
for recycling. At the same time, some fast-fashion brands, such as H&M, de-
spite claiming to be socially responsible, have faced criticism for their working
conditions and exploitation.

There is still great potential for change in the fashion industry, especially
regarding diversity on the catwalk. Brands that create clothing for transgender
men and collections for plus-size models are examples of how fashion can be-
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come more inclusive, but big brands still have significant room for change (Yak
svit mody, 2019).

In crisis market conditions, fashion brand promotion strategies are adapted
to external and internal factors of the marketing environment, such as rising
prices, falling demand and reduced advertising budgets. The transition to less
costly promotion channels, such as internet marketing, CRM marketing, refer-
ral marketing and cross-marketing, allows brands to reduce costs and interact
more effectively with their target audience (Chaban et al., 2024, p. 193).

The Ukrainian fashion business is experiencing difficult times due to the
crisis, declining demand, logistical problems and product shortages. Brands
adapt to the new conditions, changing their product ranges and strategies. For
example, due to inflation and rising logistics costs, brands are using more af-
fordable materials and shifting focus to comfortable clothing for everyday wear.
Changes in the lifestyle of Ukrainians, particularly freelance work and power
cuts, contribute to increased demand for comfortable clothing.

Some brands, such as Marsala and Once, have repurposed their facilities
to manufacture products for the military, allowing them to find new market
niches. Others, such as Kachorovska, have adapted to military themes and then
returned to their regular product range. At the same time, The COAT and Nadya
Dzyak are actively developing international markets through collaborations and
pop-up stores in Europe.

For Ukrainian brands targeting the global market, using marketplaces such
as Etsy and a white label strategy that allows them to work with internation-
al companies is important. The Guzema Fine Jewelry brand has successful-
ly adapted to changes, maintained its presence in international markets, and
actively supported charitable initiatives. The Ukrainian fashion business con-
tinues to develop, seek new opportunities and partnerships, and demonstrate
resilience in the face of war (Doroshevska, 2023).

TTSWTRS is a Ukrainian brand that has gained popularity thanks to its
innovative design and collaboration with well-known influencers and celebri-
ties. The brand has attracted a global audience, particularly in the United States,
Ukraine, and Asia, through participation in international fashion shows and ac-
tive use of social media. The basis of its success is its original design, particular-
ly bodysuits with tattoos on fabric, which attract the attention of fashion lovers
and critics. In addition, the brand collaborates with the media and journalists,
which helps to create the desired image and increase popularity.
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Brand founder Anna Osmekhina, who began her styling and costume de-
sign career, created TTSWTRS in response to the need for comfortable and
stylish clothing. The brand has become well-known on the global fashion scene
thanks to successful PR, expanded production, and collaborations with interna-
tional concept stores (Yevladenko, 2023).

With the onset of the war and economic difficulties, many Ukrainian brands,
such as VOVK, Must Have, and Arber, have demonstrated their ability to adapt
and expand their business domestically and abroad quickly. For example, Ar-
ber opened its first store in Georgia in November 2022, and VOVK continues
actively expanding its network. In addition, the growing demand for Ukrainian
goods in countries such as Poland provides new opportunities for domestic pro-
ducers seeking to make a name for themselves internationally.

Platforms, in particular Vsi.Svoi, are focusing on physical multi-brand
stores, which provide an opportunity to promote Ukrainian brands. Despite the
financial difficulties associated with the pandemic and the war, Vsi.Svoi could
resume its activities and continue working in Kyiv, attracting new consumers.
Their concept was so successful that many Ukrainian brands could fill the niche
left by foreign retailers who left the market due to difficult conditions.

Ukrainian brands such as Must Have and Giulia are adapting to the new
conditions, quickly changing their strategies and responding to market needs.
Companies have reduced the scale of their collections and focused on more
compact but relevant models. For example, Must Have switched to producing
tactical clothing for the military and expanded its range with patriotic goods,
allowing it to maintain its market share and attract new consumers even in the
most difficult times (Symonenko, 2023).

The low effectiveness of branding by domestic fashion manufacturers is due
to the fact that companies often fail to take important factors into account. In
today’s market, creating a brand that covers the entire segment is virtually impos-
sible, so it is important to focus on a specific target audience. The brand concept
should be based on a precise and unique positioning that is important to consum-
ers, understandable and possible to defend strategically. Brand development takes
at least six months, and maintaining it requires significant ongoing investment,
a high level of technological culture within the company, and a culture of quality.

The success of a fashion brand on the market depends on a well-formed
portfolio of brands, whose functioning must be well thought out and consistent
with the overall strategy. To do this, it is important to have a successful team
capable of developing a conceptual idea for the brand and determining ways to
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promote and popularise it. In addition, it is important to adapt global experience
in brand creation to ensure competitiveness in the market. Aggressive brand
growth, improved visualisation, a creative approach to communications, and
the attraction of loyal consumers contribute to successful branding develop-
ment in the Ukrainian fashion market (Frolov, 2021, p. 362).

3.3. EYE COMS LLC’s experience creating visual identities
for Glovo Ukraine and DTEK Group of Companies

EYE COMS LLC’s practice in shaping the visual identity for Glovo Ukraine
and DTEK Group is an excellent example of successfully adapting corporate
missions and visions through unique design that shows oft each brand’s values.
The company used innovative approaches, combining creativity and strategic
vision to create images that harmoniously blend with both brands’ marketing
goals and target audiences. Let us start by looking at the specifics of creating
a creative project for the DTEK group of companies.

The DTEK Group is implementing the Energy Ornament project to strength-
en the link between the company’s corporate culture and Ukrainian national
traditions. Through a series of initiatives — a flash mob, a virtual exhibition of
embroidered shirts, the creation of a unique ornament, educational events and
collaboration with Ukrainian designers — the company demonstrates its open-
ness to culture, innovation and social values. This project supports national
identity and shows that DTEK is a modern energy leader who cares about its
environment and values its team.

The initiative’s primary goal is strengthening the company’s internal unity,
building trust among employees and stakeholders, and promoting DTEK’s val-
ues as an innovative and socially responsible organisation. The project contrib-
utes to increasing employee loyalty and motivation and a deeper understanding
of the company’s mission, which combines Ukraine’s cultural heritage with
a vision of a sustainable energy future.

Cultural code is fundamental to a nation’s self-awareness, ensuring con-
tinuity between generations. It encompasses the knowledge, traditions, values
and beliefs that shape a society’s identity. Its role becomes crucial when people
seek support in history and heritage during times of change and instability. Like
a ‘patterned hard drive, the cultural code stores the most valuable information
about the past and passes it on to the future. Through culture, we gain a deep un-
derstanding of our origins and develop the ability to move forward. The ‘Energy
Ornament’ concept, which combines elements of traditional Ukrainian culture
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with the current corporate identity of DTEK, serves as a symbolic link between
historical heritage and the vision for future development. The main element is
the Tree of Life, which symbolises the connection between generations, the
development of the brand and its mission as a generator of energy and change.
The ornament visualises the key stages of DTEK’s history, weaving them into
the national cultural code through symbols from nature, folklore and region-
al heraldry. The pixel style adds a contemporary feel to the design, reflecting
the company’s technological expertise and strategic focus on innovation and
sustainability. Thus, the ornament becomes a unique visual code emphasising
DTEK’s values and deep connection to Ukrainian culture.

In Ukrainian culture, the tree of life symbolises vitality, fertility, the con-
nection between generations and harmony with nature. For DTEK, this image
embodies the ideas of joint development, mutual support, environmental re-
sponsibility and devotion to the Ukrainian land. The tree’s symbolism conveys
the unity and cohesion of the company’s team and its commitment to sustain-
able growth through innovation and the preservation of cultural heritage. The
spiritual dimension of this image reflects respect for traditions, the experience
of predecessors and the desire to build a better future.

The Energy Ornament project covers a wide range of work to create a com-
prehensive cultural and communication product for DTEK. The main element
was the development of a visual Energy Ornament, considering the concept,
storytelling, design and symbolic elements. Production work played an impor-
tant role: a video presentation for the company’s anniversary was created, which
included script development, storyboarding, animation and final editing. At the
same time, educational sessions with an ethnographer curator, lectures for em-
ployees, streams and dialogues were held to reinforce the value dimension of
the project. The copywriting part was also implemented: writing texts for an-
nouncements, press releases and the ‘Ornament of Energy’ itself. The final stage
was creating a concept for a web store with unique merchandise, site architec-
ture and visual design.

The Energy Ornament is a unique project that combines the depth of Ukrain-
ian cultural tradition with the innovative essence of DTEK. The central element
of the composition is the Tree of Life, a symbol of unity between generations,
fertility, strength and development, which also embodies the company’s DNA.
During the creation of the ornament, authentic elements were developed to sym-
bolise deep roots, a connection with nature and national heritage, and techno-
logical motifs representing DTEK’s modern movement towards innovation and
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sustainable development. The project was implemented with the participation
of folklorist Yaryna Syzyk, who gave it depth and authenticity.

As part of the Energy Ornament project, copyrights were developed to em-
phasise the depth and meaning of the symbols in DTEK’s cultural code. A press
release on Embroidery Day marked the official launch of the initiative, in which
the ornament appears as a visual embodiment of the company’s values, mission
and history. Announcements of educational sessions with ethnographer Yaryna
Sizyk aim to involve employees in creating the ornament through the interac-
tion of knowledge and collective creativity. Informative texts were also devel-
oped to explain the meaning of each element of the Energy Ornament about
DTEK’s activities. Each copyright strengthens the link between Ukrainian cul-
tural heritage and the company’s modern identity.

As part of the project, a comprehensive course of educational lectures was
created and implemented in collaboration with curator and ethnographic herit-
age researcher Yaryna Syzyk. The course covered aspects of cultural code, the
symbolism of Ukrainian ornamentation and how it can be interpreted in the
context of DTEK’s modern corporate identity.

Live streams and open dialogues with representatives of business units
ensured the active involvement of over 200 employees, including HR special-
ists. The educational cycle became a platform for exchanging ideas, generating
creative solutions and jointly forming the concept of Energy Ornament.

As part of the video production for the Energy Ornament project, we de-
veloped a concept, script and storyboard that visualise the key ideas behind the
project. The team also created animated elements, selected background music
and conducted test graphics generation. The final video is currently being edited.
The video presentation will be important to DTEK’s cultural code communica-
tion before the company’s anniversary. Educational activities continue in par-
allel, with dialogues involving more than 200 employees and HR professionals.

The DTEK online store is a space where employees can find branded prod-
ucts that reflect the company’s values, mission and cultural code. The project
is designed to meet the need for high-quality merchandise and unite the team
around the idea: ‘Light starts with you.” This is a step towards creating an in-
ternal movement of self-identification, where every item in the store embodies
the energy of action, the heritage of Ukrainian traditions and DTEK’s modern
approach to social responsibility.

The store operates according to a convenient and transparent algorithm:
from browsing the catalogue to placing an order using a special form. After
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confirming the order, the customer receives payment details sent in a conven-
ient format. Part of the proceeds from each purchase is automatically donat-
ed to charity, allowing employees to contribute to an important social mission
through their purchases.

The product catalogue is divided into convenient everyday use and gifts
categories: ‘For Work’, ‘For Children’, ‘Style’, ‘Gifts’, and ‘Trinkets’. The on-
line store is more than just a platform for sales; it is a symbol of unity, inspira-
tion, and a means of strengthening the DTEK brand among internal and, subse-
quently, external audiences.

Two possible technical solutions were considered for creating the DTEK on-
line store, each with its characteristics and limitations. The WIX platform is suit-
able for quick implementation in the first stage, as it has easy-to-use templates,
a user-friendly interface and minimal functionality for a small store. However,
its limitations include the inability to keep inventory and accounting records and
the lack of payment functionality directly on the website. The second option is to
use SharePoint Online, which allows you to create a product catalogue and place
orders for DTEK employees. However, this platform does not support online pay-
ment, which makes it less convenient for a fully functional online store.

As part of its cooperation with Ukrainian manufacturers, the store can offer
diverse products, such as goods from brands that actively support social initia-
tives. For example, Dodo Socks manufactures socks and underwear, focuses on
Ukrainian identity and support for the army, and donates part of its profits to the
Ukrainian Armed Forces. Creative Depo, a Ukrainian brand from Kyiv, com-
bines streetwear with classic elements in its collections and actively supports
the military. 4TEAM CLOTHING from Kharkiv produces high-quality cloth-
ing, with part of the profits from sales going to social projects and military aid.
All these brands can become part of the online store’s assortment, emphasising
social responsibility and support for national producers.

The DTEK store website is where company employees can find exclusive
merchandise that reflects the corporate values and mission of ‘light.” It offers
a stylish range of everyday items and gifts that emphasise the brand’s innova-
tive spirit and Ukrainian identity. Each product has its own story and symbolises
a contribution to a common goal.

The development of a visual ornament for Glovo Ukraine aimed to create
a unique and easily recognisable graphic element that combines current trends
in modern design with Ukrainian ethno-cultural traditions. The proposed orna-
ment represents the dynamics and efficiency of the delivery service, which are
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characteristic features of the company, while emphasising its integration into
the national cultural context. Using motifs associated with movement and trans-
formation helps create emotional engagement with customers and strengthen
their associative connection with the brand. Each element of the ornamental
composition has been carefully thought out to support Glovo’s positive image
as an innovative and socially responsible company in the Ukrainian market.

The pattern for branded embroidered shirts was created considering the
aesthetic principles of Ukrainian tradition, but in the context of modern style.
Cream-coloured stretch linen was produced, ensuring high ergonomics, com-
fort and visual elegance. The ornamental composition is realised in delicate
graphics, emphasising natural and national-cultural symbols, forming a harmo-
nious synthesis of authenticity and modernity. Separately designed versions of
women’s and men’s embroidered shirts with different ornamentation emphasise
the wearer’s individuality. These products are versatile: they are appropriate for
formal and everyday contexts.

The ornamental solutions for embroidered shirts are based on the principles of
symbolic design, in which traditional imagery is reinterpreted through the prism
of contemporary graphic thinking. Every detail of the embroidery has a seman-
tic meaning, emphasising the connection with natural images and the spiritual
heritage of Ukrainian culture. Premium packaging complements the brand con-
cept, emphasising the uniqueness of the product and its high quality. At the same
time, environmentally friendly materials that meet current sustainable production
standards are used. The packaging design retains its aesthetic appeal and serves
as an emotional enhancer of the brand’s image, becoming a full-fledged gift item
for those who appreciate Ukrainian style and cultural identity.

4. Conclusions

In the course of studying the topic ‘Features of the marketing strategy for
promoting a fashion brand (based on the example of EYE COMMS LLC), the
following conclusions were formulated:

1. It has been established that marketing strategy plays a decisive role in
ensuring the sustainable development of an enterprise, as it allows resources to
be systematically focused on achieving strategic goals and maintaining growth
dynamics. A comprehensive marketing strategy covers the entire spectrum of
a company’s activities: from identifying target market segments to develop-
ing operational measures to attract consumers and strengthen competitiveness.
The flexibility and adaptability of the strategy to changes in the external envi-
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ronment are critical conditions for the effective functioning of an enterprise in
a competitive market. Regular updates, analytical support and adjustments to
marketing activities ensure a timely response to changing market trends and
allow for a more complete response to the current needs of the target audience.

2. Research has shown that the promotion strategies of Ukrainian fashion
brands should be based on a combination of national identity, innovative meth-
ods and practical marketing tools. The active use of digital platforms, cooper-
ation with international influencers and participation in global fashion events
are key to increasing brand awareness. In addition, implementing sustainability
and ethical principles is an important direction that helps strengthen consumer
loyalty. For successful promotion, it is necessary to clearly define the target
audience and adapt the product accordingly through personalisation. Given the
great potential of Ukrainian fashion on the international market, it is important
to use local cultural elements as a competitive advantage.

EYE COMMS has demonstrated high creative expertise and professional
competence in developing a comprehensive corporate visual identity for Glovo
Ukraine and the DTEK Group of Companies. In the case of Glovo, a visual iden-
tity was created that effectively represents the brand’s innovation and dynamic
nature, helping to increase its market recognition and form a strong emotional
connection with consumers. An identity solution was developed for DTEK that
emphasises such value characteristics as stability, reliability, and attractiveness
to investors, harmoniously integrating them into the overall corporate strategy
and reflecting the key principles of the brand. In addition to logos, significant
attention was paid to visual attributes — colour palettes, typography and graphic
elements — that complement the identity concept. The relevance of their de-
sign approaches distinguishes both cases, their compliance with modern visual
trends, and their adaptability to a multi-platform environment, which ensures
the brands’ consistent visual integrity and flexibility in the communication space.

Scientific novelty. For the first time, using the example of the Ukrainian
creative agency EYE COMMS LLC, practical approaches to forming a market-
ing strategy for promoting a fashion brand have been systematised, taking into
account the national cultural code, digital technologies and crisis conditions of
business operation. The work combines the theoretical foundations of strategic
marketing with practical cases, creating an adaptive branding model for compa-
nies in the fashion industry in Ukraine.

Significance of the research. The research results can be used as a meth-
odological basis for specialists in marketing, brand management and fashion
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communications. They contribute to understanding the mechanisms of fashion
brand promotion in economic transformation, war and digitalisation. They can
be adapted by small and medium-sized businesses to increase brand awareness,
audience loyalty and sustainability in a competitive market.

Prospects for further research. Promising areas for further research in mar-
keting strategies for brand promotion in the fashion industry include an in-depth
analysis of the effectiveness of digital tools, particularly social media marketing
(SMM) and search engine optimisation (SEO), as key factors in attracting new
target audiences. Special attention should be paid to ethical standards and sus-
tainable development principles in shaping consumer loyalty and strengthening
brand positioning in international markets. The scientific discussion should also
focus on the personalisation of marketing communications based on consumer
data analysis to increase the relevance of campaigns and maintain the competi-
tiveness of brands in a dynamic market environment.
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AHHa PomaHoBa, LLUoH MakriHni
«Typu3m fIK iHCTPYMEHT BifHOBIEHHS YKPaAiHCbKMX rpoMaj: eKOHOMiYHe
Ta MeHTallbHe 0340POBNEHHsA»

AHoTtauia: Bcmyn. TloBHoMacmTabHe BroprHeHHS Pocii B Ykpainy y 2022 porri
CIPUYMHIIIO PYWHIBHI HACTINKA 71 iHQPACTPYKTYPH, CKOHOMIKH Ta JFOICHKOTO KaIliTay.
OxpiM BHIUMHX 30WMTKIB, BiffHa 3aBmajia ITMOOKOI TICHIXOJIOTTYHOI TPaBMH, BKITFOUAIOUH
MABHINICHY TPHUBOXHICTh, XPOHIYHHA CTpeC Ta TIOCTTPAaBMATHUHHWHA CTPECOBHI
posnan (IITCP), mo, SK OYiKye€ThCS, MaTUMyTh JOBTOTPHBAJ HACTIIKH JUIS TIPOIECY
BITHOBJICHHSI YKpaiHW. Y TIIbOMY KOHTEKCTI TypH3M PpO3IISNAETHCS SIK IHCTPYMEHT
TTOZBIHOTO BiHOBJICHHS — €KOHOMIYHOTO TIO)KBABJICHHS Ta MEHTAJILHOTO O3JOPOBJICHHSI.
Mema i memoou. MeToro TIi€i CTaTTi € MOCTIIPKSHHS TOTO, SIK TyPHCTHYHA TaTy3h MOXKE
CIIPUSTH BiTHOBIICHHIO YKPAiHCHKMX TpOMAJ ITiJ] YaC BIMHH Ta B TICISIBOEHHHI TTCPIO.
MeTonoIoriuHy OCHOBY CTaHOBIIITH Teopist moirociB 3poctanHs (Growth Pole Theory)
1 rimore3a TypmsMopieaToBaHoro 3poctanas (Tourism-Led Growth Hypothesis, TLGH).
Y mochimkeHHI 3aCTOCOBAHO 3MITIAHHH TTiIX1; aHai3 CBITOBHX KEHCIB PO3BUTKY TYPH3MY
Y TOCTKOH(TIKTHUX 30HaX, MOPIBHSUIGHA OIIHKA TYPHUCTUYHHX IHBECTHII Ta KOHTEHT-
aHaJi3 YKpaiHCHKMX TIONITHK IIOMO BITHOBICHHS Tpomai. Pezyiemamu. Pe3ynsratu
JOCHIDKEHHST CBiUarTh, IO PO3BHTOK TYPHU3MY CIpHSIE EKOHOMIYHOMY BiTHOBIICHHIO
gepe3 TOKpaIeHHsI iHhPacTPyKTypH, CTBOPEHHS POOOIHMX MICITh Ta MIATPUMKY MICIIEBOTO
miapreMHUITBA. OMHOYACHO TYPHU3M BIIITpae BKIMBY POJb Y JOMOMO31 IICHXITHOMY
3IIOPOB 10 HACEIICHHS, SIKE TIOCTPAYKAAJIO BiJl BITHM, IIIJITXOM ITiBHIICHHS CTPECOCTIHKOCTI
Ta 3MermeHHs cumntoMiB [ITCP, TpuBOskHOCTI, Jerpecii, MOpyIIeHs CHy W arpecuBHOI
roBemiHKH. Po3poonena KomriiekcHa MOIEITs BIUTUBY TYpH3MY Ha BiTHOBJICHHS TPOMAT ITICTIS
TPaBMAaTUYHUX TTOIH UTIOCTPYE, SIK TYPH3M TIOETHYE SKOHOMIYHI Ta MEHTAJIBHI TIepeBaru
1 Cripusie pO3BUTKY JIFONCHKOTO KaIliTary. ¥ CTarTi MPEICTABICHO MiTiCHY KOHICITYaTbHY
MOJieTb BIUTHBY TYpH3MY Ha BIHOBICHHS TpoMaj. Buchoexu. Typusm MoXe CTaTH
CTpaTerivHUM IHCTPYMEHTOM iHTETPOBAHOTO BiTHOBIICHHS YKpaiHW. 3aBISIKA ONXHOYACHIN
MIATPAMIT €KOHOMITHOTO PO3BUTKY Ta MEHTAJILHOTO O370POBJIICHHS TYpH3M 3a0e3redye
SIK KOPOTKOCTPOKOBI, TaK 1 TOBTOCTPOKOBI TIepeBary. ¥ CTATTi HATaHO PEKOMEHAITIT 010
BITPOBAKEHHS CTIEITiaTi30BaHUX IPOTPaM TePATIEBTHYHOTO, TPUPOTHOTO Ta MEMOPIATTHHOTO
TypH3MY y MEKaX CTpaTerii TOBOEHHOI BiOYIOBH YKpaiHH.

KnroyoBi cnoBa: Typu3m, MEHTAIBHE 3I0POB’sI, EKOHOMITHE BiTHOBIICHHS, CTIHKICTB,
IITCP, Yxpaina, BeTepaHChKi TYpH.
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BaneHTnHa PycaBcbka, OneHa 3aBaguHcbka, Jlinia NoH4ap, IpuHa Nony6eub
«YnpaBniHHS sIKICTIO B 3aKfaax pecTopaHHoro 6isHecy: TeopeTUdHi 3acagum
Ta cyyacHi meTogonoridHi nigxoam»

AHoTauifa: Bcmyn. Y cydacHHX yMOBax CHCTeMa YMPaBIiHHS SIKICTIO aKTUBHO
3aCTOCOBYETBCS SIK €KOHOMIYHMM 1HCTPYMEHT MiJBHIICHHS €(EeKTHBHOCTI MisUTBHOCTI
minpueMcTBa. BoHa BiMOBiiae BUMOTaM 1 peKOMEH IAIlisIM, BU3HAYEHUM Y MIXKHAPOIHUX
craggaprax ISO cepii 9000, i BUKOHYe (DYHKIIIO HACKPI3HOI'O CTPYKTYpPHOTO €IEeMEHTa
3araJbHOI CHCTEMHU YNPaBJIiHHSA MiANPUEMCTBOM. i OCHOBOIO € TIPOLECHHH MijXiM, 110
peanizyeTbesl uepe3 IUIaHyBaHHS, 3a0e3MeUeHHs, KOHTPOJb 1 MOCTiHHE BIOCKOHAJICHHS
SIKOCTI 3 METOIO JIOCSATHEHHS CTpaTeriyHuX 1ineid. Mema i memoou. MeToro OCTiKEeHHS
€ aHaJIi3 METOMOJIOTIYHHX ITiIXOIIB 0 CHCTEMH YIIPABIIHHS SKICTIO, BABYCHHS CYy9IaCcHOTO
CTaHy ii BIPOBaPKEHHS Ta HOPMATUBHO-TIPABOBOTO 3a0€3MEUCHHST Ha OCHOBI CTaHIAPTIB
ISO cepii 9000 B YkpaiHi y KOHTEKCT] yIIpaBTiHHS SKICTIO CEPBICHO-BUPOOHIYOT TisITHHOCTI
HIIMPUEMCTB  pecTOpaHHOro Oi3Hecy. B mporieci MoCiiKeHHS 3aCTOCOBAaHO METOIM
JIOTIYHOTO y3arajJbHEeHHs, CHCTeMHHH ITiJIXi/I, CHCTEMHO-CTPYKTYPHHH 1 ()YyHKIIIOHATEHHI
aHai3. Pezyromamu. Y cTarTi NOCHHKEHO METOMOIOTIUHI MTiIXOIH JI0 YIIPABIiHHS SKICTIO
MPOJIYKILi Ta MOCIYr Y pEeCTOpaHHOMY Oi3HeCi Ha OCHOBI MIKHApPOJHUX CTaHIAPTIB
ISO cepii 9000. IlpoBeneHO IPYHTOBHHII aHaNi3 YHHHOIO HOPMATHBHO-IIPABOBOIO
3a0e3IeYCHHSI CHCTEMH YIIPABITIHHS SKICTIO BiJIIIOBITHO JI0 MiXXKHApOJIHUX cTaHnaptis [ISO
cepii 9000 B YkpaiHi, 1110 CTaJI0 METOIOIOTIYHOK OCHOBOKO JIOCIiKeHH . [[poaHaiizoBaHO
TEOPETUYHI 3acajJy Ta MPAaKTUYHI ACTIEKTH CTAHOBJICHHS CHCTEMH YIPABIiHHS SIKICTIO,
a TAKO)K 3aKOHOMIPHOCTI PO3BUTKY KJIFOUOBUX KOHLIEMLIIH, 30kpemMa TQM, siki B moeqHaHH1
3 Bumoramu ISO 9000 crpusn GopMyBaHHIO IHTEIPOBAHHMX MOJENCH MEHEIKMEHTY.
Po3misiHyTO CcHcTeMy YIpaBIiHHS SIKICTIO SIK €KOHOMIUHHMK IHCTPYMEHT 3a0e3IeueHHs
e(eKTUBHOCTI MiSUTHHOCTI TiIPHEMCTB, PO3KPUTO TPOIIECHUH aCHeKT ii BIPOBAKESHHS.
BuznageHO OCHOBHI YMHHHMKH, IO 3yMOBITIOIOTH HEOOXiTHICTh BIPOBAHKEHHSI CHCTEMHU
VOpaBIiHHS SKICTIO Ha TANPHEMCTBAX PECTOPAHHOTO TOCTONApCTBA.  BucHosku.
Mixaapomui crangapta ISO cepii 9000 dhopMyroTh y3romkeHy CHCTEMY HOPMATHRBIB,
OpieHTOBaHy Ha e(eKTHBHE YIPABIIHHSA SKICTIO, IO TPYHTYETHCS Ha KIFOYOBHX
YIpaBIiHCHKUX TpHHIMNAX. OCHOBOIO (DYHKIIIOHYBAaHHS CHCTEMH YIIPABIIHHS SIKICTIO
MOCTAE BIPOBAPKEHHSI KOMIUICKCY MTPEBEHTUBHUX 3aXOJIiB, CIIPSIMOBAHHUX Ha 3aIto0iraHHs
HEBIATIOBITHOCTSIM Y CEPBICHO-BUPOOHUUMX TPOIIECaX IMiANPHEMCTB PECTOPAHHOTO
Oiznecy. Jlorpumanns Bumor ISO 9000 nmae 3Mmory mimnpueMcTBaM JEMOHCTPYBATH
3JIaTHICTH 3a0e3IeuyBaTy SKICTh MPOMYKIIT Ta MOCIYT, [0 BIANOBIJAE SIK O4iKyBaHHSIM
CIOXKMBA4iB, TaK 1 000B’SI3KOBUM HOPMAaTHBHUM BUMOTaM.

KntouoBi cnoBa: sKiCTb, YIPaBIIiHHS SKICTIO, CHCTEMa YIPaBIiHHS SKICTIO, SKICTh
MPOAYKIIT, SKICTh MOCIYT, MibkHapoaHi cranaaptu ISO 9000, meTogonoriaHuii miaxis.
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Olena Liseienko, Oksana Petinova, Tetiana Poplavska, Halyna Wright
“Concept of Cultural Practices in the Context of Social
and Cultural Activities Management”
pp. 46-58

OneHa liceeHko, OkcaHa lNMeTiHoBa, TetAHa MonnaBcbka, ManuHa Bpant
«KoHUenT KynbTYpHUX NPaKTUK Y KOHTEKCTi MeHeA)KMEHTY COLiOKYNbTYPHOI AiANbHOCTI»

AHoTauif: Bcmyn. Y cy4acHOMY HayKOBOMY JIMCKYpCi 3pOCTae iHTEpec Jio
KOHLENTyani3amii KyJIbTypHUX MPAaKTUK SIK (PEHOMEHY COLIOKYJIBTYpHOI MiHCHOCTI.
Oco0nuBy yBary MNpHIUIEHO BHMBYCHHIO SIK yCTaleHUX (TPaAMUidHMX), TaK
1 iHHOBaWiMHUX (OPM KyJBTYPHUX IMPAKTUK y PI3HUX cdepax CyCHiJIbHOTO KHUTTS.
Came dyepe3 KyJIBTYPHI MpaKTHUKH, 30KpemMa y cdepl J03BUUIS Ta CIIOKHUBaHHS
KyJIBTYPHOTO TPOAYKTY, BiIOyBaeTbcsi camoineHTH(iIKalisl iHAMBINIB, (GopMyBaHHS
0COOMCTOrO CTHJIIO XKHTTS Ta CHOCO0IB CAMOBHPaKCHHS Y MPHUBATHUX 1 MyOIiYHUX
npoctopax. Mema i memoou. Meta cTaTTi — JOCTIIUTH KOHIENT KyJAbTYPHUX MPAKTHK
sk (DEHOMEHY COIIOKYJIBTYPHOTO OyTTSI JIFOIEH, OKPECIUTH KIFOUYOBI UYMHHUKH
MEHEPKMEHTY COLIOKYJIBTYPHOT IisUIbHOCTI. MeTOn0I0Tis AOCHiPKEHHS Tiepenoavae
BUKOPHCTaHHS 3arajbHOHAyKOBUX METOJIB (hOpManibHOI JIOTIKM (AeAyKuii, 1HAYKIii,
aHaJorii, CHHTE3y), aHalli3y HayKOBHMX IiJXOMAIB JOCIIJHUKIB 3 PI3HUX KpaiH 1100
HU3KU AacleKTiB OOroBOpIOBaHOI MpOOJEeMH, a TaKOXK COLIOKYJIBTYPHOTO METOIY
JUIE BU3HAYCHHS KYJIBTYpHHX MPAKTUK SK OCOOJIMBOTO THITy COLIajJbHOTO SIBUILA.
Pezynomamu. KoHuent KynbTypHHX MPaKTUK € TEOPETUYHUM BiJOOpakeHHIM
OCHOB COILIOKYJITYPHOTO OyTTsl JIIOICTBA. 3ampOIIOHOBAHO ABTOPCHKE BHU3HAYCHHS
KOHIENTY KyJAbTYPHHUX MPAaKTUK K 1HTETpajibHOI CHCTEMH B3a€MOAIN 1 KOMYHIKaIii
MK 1HIUBIIyaJlbHUMU Ta KOJCKTUBHHUMH COLIaJbHUMH CYO €KTaMH, CHEIU(IYHOTO
MOJsl peajbHUX KYyIbTYPHUX TOJiH, SIKi BiATBOPIOIOTH 1 MPOAYKYIOTH COLiaJbHY
(KyJIBTYpHY) peajbHICTh Y NMPHUBATHINA Ta cycnuibHiN chepax. Bucrosku. Ha ocHoBi
JaHUX COLIOJOTiYHMX JociikeHb lHctuTyTy comionorii HAH Vkpainum 1992-
2024 pp. i KOMILIEKCHOT aHATITHYHOT poO0TH «KyIbTypHI IPaKTUKHU HACENICHHS YKpaiHH
B YMOBax BilfHW», MPOBEAEHOI 3a (hiHAHCOBOT MIATPUMKH YKPAITHCHKOTO KyJIBTYPHOTO
¢doumy y 2023 porii, nmpoaHaai3oBaHO OCOOIUBOCTI KYJbTYPHUX MPAKTHK HACCIICHHS
VYkpainu. HarosnomeHo Ha HEOOXiTHOCTI MOJANIBLIIOTO PO3POOICHHS METOIOIOTTYHUX
1 METOAMYHHMX MiAXO/IB 10 BUBYCHHSI KyJIBTYPHUX NPAKTHK Y KOHTEKCTI MCHEIKMEHTY
COLIOKYJIBTYPHOT JisUIBHOCTi, 30KpeMa B acleKTax JO3BULIA Ta KyJIbTypHOIO
CHOXKMBAHHA y TPAAMLIHHKUX Ta IHHOBaLIHHUX (IMEPCUBHHX) (hOpMaXx.

KntoyoBi cnoBa: KyjbTypa, KyJAbTYpHI IPaKTHKH, IHAMBITyai3alis, BipTyasi3alis,
MEHEPKMEHT COLIOKYJIBTYPHOT JTiSUTBHOCTI.
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Olha Danylenko, Maryna Bratitsel, Valerii Osiievskyi
"Socio-Cultural Contradictions in the Development of the Regional Restaurant
Services Consumer Market in Ukraine”
pp. 59-70

Onbra AaHuneHko, MapuHa Bpartiuen, Banepin OcieBcbkum
«CouioKynbTypHi YAHHMKA PO3BUTKY CMOXUBYOrO PUHKY
perioHanbHUX pecTopaHHUX nocnyr B YKpaiHi»

AHoTauifa: Bcmyn. PO3BUTOK perioHaJbHOTO PUHKY PECTOPaHHHX MOCIYT
B YKpaiHi BinOyBa€eTbCsl B yMOBaX CKIIAHOI B3a€EMOJiT Mi’K OUiKyBaHHSIMH CIIOKUBAYiB,
00OMEKEeHHMH EKOHOMIYHMMH MOKJIMBOCTSAMHU Oi3HECYy Ta peanisiMH KyJIbTYpPHOTO
cepefoBHIIA. 3 OISy Ha e aKTyaJIbHUM € JOCHIKEHHSI COLIOKYJIBTYPHHX YNHHUKIB,
SIK1 BIUIMBAIOTh Ha POpMYBaHHs 1 TpaHC(HOPMALiI0 CIOKUBYOTO PUHKY PETiOHAIBHUX
pEeCTOpaHHUX MOCHYTr B YKpaiHi. Mema i memoou. Mera HOCHIDKESHHSI — BUSBUTH
cneungiky GpopMyBaHHs pUHKY CIIOKUBAHHS PECTOPaHHUX MOCIYT y perioHax YKpainu,
OKPECJIUTH OCHOBHI COLiaJIbHi Ta KyJAbTYPHI aCIIEKTH, 110 BIJIMBAIOTh HA CTAHOBJICHHS
CroXkuBaya. Y JOCHI[PKEHHI BHUKOPHUCTAHO 3arajJbHOHAyKOBI METOOW IMi3HAHHS:
aHaji3, CUHTE3, y3araJbHEHHS, MOPIBHSHHS, CIIOCTEPEIKEHHS Ta CUCTEMHHUH MiAXis.
Pezynomamu. BuznaueHo, 1110 cyuyacHUH CIIOKHWBaY parHe He JINIIE SKiCHOT racCTpOHOMIl,
a i eMOILIfHO HAaCMYEHOTo KYJIBTYpHOTO JO3BULIS, IO OXOIUTIOE CepBic, arMocdepy,
nepcoHigikoBaHy KOMYHIKaIlir0. BiZloBiIHO, 3p0OCTaE MOMUT Ha BUCOKOKBai(hikOBaHU I
MepCoHa, 3AaTHUH 3a0e3MeunTH OUiKyBaHH piBeHb B3aeMoii. BonHouac 3adikcoBano
HecTaudy (axiBLiB, Ki MOXYTh €(EKTUBHO MpAIIOBATH B YMOBAaX KOMYHIKaTHBHHX
1 MICUXOJIOTIYHUX BUKJIMKIB pecTopanHoi cdepu. [lokazano, 1110 HasgsBHI CynepedHOCTI
MK Opi€HTali€l0 Ha BceOiuHe 3aJ0BOJICHHS KII€HTa Ta MOTpeOoro y 30epexkeHHi
riIHUX YMOB mpani nepconaity. HaaMipHa Ki1i€HTOOPIEHTOBaHICTH, SIKa YaCTO MEXKYE
3 MOTYpaHHSM TOKCHYHIM MOBEMIHLI, NPHU3BOAWUTH 10 TMOTIPIICHHS MOPaJIbHO-
MICUXOJIOTIYHOTO KIIIMaTy B KOJIEKTHBAX, MPO(QECiiHOr0 BUTOpaHHS Ta MOPYLICHHS
BHYTPIITHBOI KOMYHIKaliHHOT €THKU. TakoK IOCHIHPKEHO BILIMB KOMEpIliatizaiii
CHOKMBYMX BITHOCUH Ha OYiKyBaHHS 1HIUBIAyai30BaHUX MOCIYT, 30KpEMa B KOHTEKCT1
XapyoBUX OOMEKEeHb, €ETUYHUX MO3MLIHN 1 30POBOrO CIIOCOOY KUTTSI, SIKi HE 3aBKIH
CYMICHI 3 MOKJIMBOCTSIMH PECTOPaHHOTO BHPOOHMUTBA. Buchosxu. Bussneno, mo
pecTtoparop 3MylIeHi OajJaHCyBaTH MiX €KOHOMIYHOIO JOLIIBHICTIO, KYJIBTYPHOIO
aKTyaJbHICTIO Ta OYiKyBaHHSIMHM HOBOTO THITy CIIOKMBa4a — MOiH(QOPMOBAHOTO,
EMOIIIHO BKJIFOUEHOTO, aje 31e0UIbIIOro EKOHOMIYHO oOMexeHoro. l[Ipakruune
3HAUEHHS JOCTIJDKCHHS TOJISATa€ y BHSBJICHHI NMPOOJEMHUX 30H COLIOKYJIBTYPHOI
B3a€EMOJIii B pecTOpaHHiil cdepi, 0 MOXKE CTaTH OCHOBOIO Il PO3POOKU €(heKTUBHUX
YIPaBIiHCHKHUX CTPATETil y raiy3i rOCTHHHOCTI.

KntovoBi crnoBa: pecTopaHHi MOCIYTH, CIIOXHBad, CYNEPEYHOCTi, KYJIbTYypa,
perioH.
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Oksana Oliinyk
“Integration of Augmented Reality Elements
in Hotel Management: Customer Experience”
pp- 71-83

OkcaHa OninHukK
«lHTerpauis enemeHTiB 4ONOBHEHOI peanbHOCTI
B rotTefibHOMY MeHeXKMEHTI: KNiEHTCbLKUA JoCBia»

AHoTauif: Bcmyn. CrarTs NpHCBSYEHA BUBYCHHIO OCOOJIMBOCTEH iHTerparlii
€JIEMEHTIB JIONIOBHEHOI peasbHOCTI (AR) B roTeinbHOMY MEHEIKMEHTI Ta iXHBOTO
COIIIOKY/IBTYPHOTO BIUIMBY Ha KJIIEHTCHKHI NOCBiA. Mema i memoou. Merta crarti —
MpoaHaji3yBaTl BIUIMB TEXHOJIOTIH JOMOBHEHOI peasbHOCTI Ha TpaHchopMaiiio
yIpaBIiHCHKHUX MIPAKTUK Y cpepi roTenbHOro Oi3HeCY, MiABUILEHHS SIKOCT1 KJIIEHTCHKOTO
00CIyroByBaHHS Ta MEPCOHANI3AIII TOCAYr. Y JOCIHIPKEHHI 3aCTOCOBAaHO TaKi
3arajbHOHAYKOBI METOMW IIi3HAHHA, SIK aHaji3 1 CUHTE3, IHAYKIS 1 JeAyKIIid,
CHCTEMAaTHu3allis, TMOPIBHSHHSA, y3arajdbHEHHs, a TaKOK METOAU IPOTHO3YBaHHS
1 MoemroBaHHs. Pe3yibmamu AOCTIHKEHHS CBigUaTh, IO B yMOBax LU(poBi3amii
rOTEIBHOTO Oi3HECY JOMOBHEHA PEaIbHICTh IEMOHCTPYE CTPIMKUN PO3BUTOK 1 CYyTTEBO
BIUIMBA€ Ha 3MiHY KJIi€HTChKOTO HocBigy. CtanoM Ha 2025 pik cBiToBHi puHOK AR
nepeuiuB $ 50 mupn, 3 sikux onu3bko $ 31 mupa npunangae Ha cepy TOCTHHHOCTI.
VY rorensix TexHomnorist AR akTHBHO BHKOPHCTOBYETHCS AJISI MOKpAIICHHs HaBirarmii,
O03HAWOMJICHHSI 3 TYPUCTHMYHHMMH aTpakLisIMH, BIpTyaJbHOTO MEPErIsigy HOMEpIB,
nepexiagy MEHI0O Ta 3acTOCyBaHHS 1HTepakTHBHUX 3D-iHTepdeiiciB. Buchosxu.
BrpoBajkeHHS! TEXHOJOTiH JOMOBHEHOI pPeajbHOCTI CHpUSE MiABUIICHHIO PIiBHS
nepcoHamizauii cepsicy, 3a0BOJICHOCT Ta 3ay4eHOCTI KII€HTIB, HOpMYIOUM HOBHUI
TUN KJIIEHTOLEHTPUYHOIO cepenoBuiia. HaykoBa HOBH3HA JOCHTIKEHHS MOJATae
B CHCTEMHOMY OOIDYHTYBaHHI aJanTaiii roTeIbHOrO MEHEPKMEHTY 0 BUKOPHCTAHHS
TEXHOJIOT1H JOMTOBHEHOI PeajibHOCTI uepe3 TpaHchopMaliito ynpaBliHCHbKHX MOAECIEH,
¢yHKIii 1 mporeciB. BomHoyac BU3HAYCHO KIIFOUOBI BUKJIMKH, 30KpeMa: HEOOX1IHICTh
BpaxyBaHHs MUTaHb KOH(DIJEHLIHHOCTI, TEXHIYHOT JOCTYITHOCTI CEpPBICiB Ta ETHYHOCTI
MapKeTHHTOBHX cTpareriil. [I[pakTuuHe 3HaueHHS AOCHIPKEHHS NONATae y BU3HaYeHH1
CTpaTeriyHuX MiAXOMiB O ajanTamii roTelbHOr0 MEHEIKMEHTY 1O YMOB LU(POBOT
Tpanchopmalii 3a 1onoMoroto AR-TexHonorii.

KntouyoBi cnoBa: JI0NoBHEHA PeabHICTh, FOTSILHUN MEHEPKMEHT, KITIEHTChKUN
JOCBiJ, HU(PPOBI TEXHONIOTI, MepCOHATI3allisl.
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lhor Komarnitskyi, Roman Beshleha, Yurii Bilokon
“Promoting Intangible Cultural Heritage Through Universal
Marketing Strategies for Tourist Regions”
pp- 84-100

Irop KomapHiubkuin, Poman Bewnera, FOpin BinokoHb
«YHiBepcanbHi 3aKkoHOMipHOCTI nonynspu3sadii HeMaTepianbHOI KyNbTYPHOI CNaALWMUHN
B CUCTEMi MapKeTUHIOBUX CTpaTerii TYPUMCTUYHUX PErioHiB»

AHoTauia: Bemyn. Ha cyyacHoMy erami MHMTaHHS OHOBJICHHS MapKETHHIOBUX
KOHUEMLIN MOMysipr3alii KyJIbTypHOi CIIaJIINHA BOAYA€ThCS aKTyaJIbHUM Ta BOJIOJIE
MPaKTUYHOIO 3HadymlicTio. Crparterii pPo3BUTKY TYPHCTHYHHX PETiOHIB CHOTOIHI
noTpeOyIoTh IHHOBAaLIHHOTO anrpelay BiAMOBiJHO 10 3aIUTiB Cy4aCHOTO CYCHIBLCTBA.
Mema ma memoou. MeToro CTaTTi € aHajii3 YyHIBEPCAJIbHHX 3aKOHOMipHOCTEH
nomyispu3anii HemaTepialbHOI KyJIBTYPHOI CHAaAlIMHU B CHCTEMI MapKEeTHHTOBHX
CTpaTerii TYPUCTUYHHUX PETiOHIB. METOMOJIOTIsI JOCIiIKEHHS CKIIaJieHa aHATITHYHO-
CUHTETHYHMMH METOJaMH{, CHCTEeMaTH3ali€lo, y3arajJbHEHHSIM, aOCTpaKLielo.
Pezynomamu. Y mOCHiIKeHHI PO3IISIHYTO KJIIOYOBI (QOpMH KyJIBTYpHOI CHaALIMHU
HemarepialbHOro (hopmary: HOpPMH 1 LIHHOCTI, KyJABTYPHI Tpaauuii Ta BipyBaHHS,
TpaJULidHI BUAM ASUTBHOCTI, SKi HAJAUICHI BaXXJIMBHM 3HAYEHHSM 1 CYTHICTIO.
OOrpyHTOBaHO, IO aKTyallbHa MPAaKTUKA YMPABIiHHS MOMYJISIPHU3ALIEI0 KyIbTYPHOTO
Ta JIyXOBHOTO HaJI0aHHA MOTpeOye TEPEOCMHCICHHS TIAXOMIB JI0 peaizallii
MapKeTHHTOBHX cTparerid. BusBieHO 0COOIMBOCTI Cy4acHUX CTparerii po3BHTKY
TYpPUCTHUYHUX PETriOHIB HAa OCHOBI KOPIIOPATHUBHOI COIiaJbHOI BiAMOBIAAIBLHOCTI,
uupoBuX iHHOBaUid, iHQOPMaLiIHHO-KOMYHIKAIMHUX TEXHONOTIH. Buchosku.
VY crarTi 00IpyHTOBaHO HEOOXiTHICTH ONTUMI3alii MApKETHHTY B KOHTEKCTI CTajoro
PO3BHUTKY KYJABTYPHHX pETiOHIB. BuokpemiieHO yHiBepcaibHI 3aKOHOMIpHOCTI
MomyIsgpHu3anii HemaTepialbHOI KyIbTYpHOI CHaIIIMHHI B MEXaX CTpaTeriii MpocyBaHHI.
JloBeneHO BaXKJIMBICTh BIPOBAKEHHS MPOEKTIB AEP>KaBHO-IIPUBATHOTO MapTHEPCTBA,
CTHMYJIIOBaHHS 3aTy4€HOCTI TPOMAJICHKOCTI B YIPABIiHHS TYPUCTHYHUM MTOTEHI1aJIOM
JecThHalid. 3amporoHOBaHO e(EeKTUBHI MapKETHHIOBI PILICHHS 3 PO3BUTKY
TYPUCTUYHUX PETiOHIB Ha OCHOBI MPOCYBaHHS KYJIBTYPHOTO AaKTUBY CHAaALIMHU
MUHYJIHUX TOKOJIiHB, 10 BOJOAIIOTH MOTEHIIHHOIO MPAKTHYHOIO 3HAYYIIICTIO.

KnioyoBi cnoBa: HemarepianbHa KyJdbTypHa CHAIIIMHA, TYpPHU3M, CTajaui
PO3BHUTOK, YIpPaBIiHChKA CTpaTeris, MapKEeTHHIOBa CTpaTeris, 3aKOHOMIpHOCTI
PO3BHUTKY, KpeaTHBHUH MPOCTIp, MiAIPUEMHHULTBO.
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Nataliia Mohylevska, Lesia Malooka, Kseniia Prykhodko
“Marketing of Sustainable Development in Educational Institutions
of Ukraine in the Context of Cooperation with the EU
(against the background of military circumstances)”
pp- 101-115

Haranis MoruneBcbka, Jlecsa Manooka, KceHisi NMpuxoabko
«MapKeTHHI cTanoro po3BUTKY B 3aKiiagax ocBiTU YKpaiHu:
cnisnpaus 3 €C B yMoBax BOEHHOrO CTaHy»

AHoTauifa: Bcmyn. 30poiiHuid KOH(NIKT B VYKpaiHi CTaBUTh MWix 3arpo3y
JOCATHEHHSI B Tajy3i CTallorO PO3BHUTKY, CKOJOIIYHOi Oe3MeKkh Ta MiKHApOIHOT
CHIBIIpaIll €BPONCHCHKUX KpaiH. Y TakWx yMOBax 3aKJiay OCBITH BIJIIrparTh
KIIFOUOBY POJIb Y MPOCYBaHHI 1JIeH CTAJOr0 PO3BUTKY Y BCiX cdepax CyCHiIBHOTO
XKUTTS. BpaxoByloun mparHeHHs YKpaiHu O iHTerpaiii €éBpONeHChKHX CTaHAapTiB
SIKOCTI YKHTTSI Ta BIPOBAPKEHHS IPUHIIMITIB CTAJIOT0 PO3BHUTKY, OCOOIMBOTO 3HAYCHHS
HaOyBae BHBYCHHS JOBIOTPHBAJIOrO i YCHIIIHOTO MOCBiAy €Bporeiicbkoro Coro3y
3 TIONANBLIOI HOTO aJanTaliclo A0 BITYM3HSIHOTO EKOHOMIYHOTO KOHTEKCTY. Mema
i memoou. Meta cTaTTi — BH3HAUUTH IHII[IaTUBHM MapKETHUHTY CTAJIOTO PO3BUTKY
B 3aKJiaJjaXx BHUIIOi OCBITH YKpaiHu. MeTOJ0JIOTIYHOK OCHOBO JIOCIIPKEHHS
€ aHATITUYHHIA Ta eMITIPUYHUAN MPUHIIMITN, [0 MePe10aYa0Th 3aCTOCYBaHHS METOIIB
CHHTE3y, MOJICIIOBAHHS, ICTOPUKO-JIOTIYHOTO aHamidy. Meromomnorisi 0a3yeTbCcsi Ha
EeMITIPUYHOMY OIS/l HAYKOBHX PO3POOOK 3 MApKETHMHIOBUX MHUTaHb 1 KYIBTYPHHUX
IHIIaTHB CTAJIOTO PO3BHUTKY. Pezyivmamu 00CaiodicenHs MATBEPIKYIOTh TIlOTE3y
Mpo Te, IO MAapKETUHT 3aKJaJy OCBITH MO3UTHBHO BIUIMBA€ HA CTAIUH PO3BUTOK
B KpaiHi. HaykoBa HOBHM3Ha TONsirae B PO3IIMPEHHI JHUCKYPCY CTAIOTO PO3BUTKY
B aKa/IEMi4Hi{ CMIJIBHOTI Ta POPMYITIOBaHHI MPAKTUYHUX PEKOMEHIAIIIH JUIs 3aKiIa/IiB
OCBITH, sIKI MparHyTh BIOCKOHAJIUTH CBOI MAapKETUHTOBI CTparerii BIAMOBIIHO JIO
LJIeH €KOJIOTIYHOI Ta COLIaIbHOI BiANOBIAANLHOCTI. Bucrnosku. Y ¢TarTi OCMHUCIEHO
PO3YyMIiHHSI MapKeTHHTY CTajoro PpO3BHTKY Y BHIIIH OCBITI Ta chOpMyIbOBaHO
MPaKTUYHI PEKOMEHalii 3aKiaiaM BHUIOi OCBITH YKpaiHH, sIKi IParHyTh MOKPAIIUTH
CBOT MapKETUHIOBI CTpaTerii BiJIIOBIIHO JIO IPUHITUIIIB CTAJIOTO PO3BUTKY. BUCBITICHO
B3a€MO3B 130K MK CTAJIMM MAapKETUHIOM, CIIPUAHSTTSAM CTYACHTIB Ta e(eKTUBHICTIO
JUSUTBHOCTI 3aKJIaJIiB OCBITH, IO CIPHSE MO3UTUBHUM 3MiHAM HA ILISXY IO CTAJIOrO
MaiOyTHBOTO B CHCTEMI BUIIOT OCBITH YKpaiHH.

KniouoBi cnoBa: MapKeTHHI CTajOro PO3BHUTKY, EKOJIOTis, CTEUKXOJJIED,
ynpasninas, €C, MKHApOAHA MiATPUMKA, 3aKIa 11 BUIIOT OCBITH, CTYACHTH.
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Liudmyla Dykhnych, Viktor Sionskyi
“Specific Features of Marketing Strategy Implementation
in Fashion Brand Promotion: The Ukrainian Case of Eye Comms LLC”
pp. 116-138

Mrogmuna OuxHuy, Biktop CioHCbKUM
«OcobnuBocTi peanisauii MapkeTMHroBoi cTpaTerii y npocyBaHHi fashion-6peHay
(ykpaiHcbkuii keiic komnaHii «<AX KOMMC»)»

AHoTauif: Bemyn. Y crarTi JOCHIIKEHO BUKIMKU Ta crenudiky (GopMyBaHHS
MapKeTHHTOBOi cTparerii mnpocysanHs fashion-OpeHniB y cydacHomy Oi3Hec-
cepeloBHI. AKIEHT 3pO0JIEHO Ha CTpATeriYHUX IHCTPYMEHTAaX MapKeTHHTY Ta
IU(PPOBUX KOMYHIKaLiX, K1 POPMYIOTh TO3UIL[IOHYBaHHS OpEHy B MEKaX KPEaTUBHUX
iHaycTpit. Mema i memoou. MeTor JOCHIDKEHHS € BUBYCHHS OCOOJIMBOCTEH
¢opmyBaHHs Ta peamizauii cTpaTerii mpocyBaHHS MOAHOTO OpeHAy Ha MPUKIAIi
mismeHOCTI TOB «AM KOMMC». Merozonorisi IpyHTyeTbCS HA IIO€IHAHHI
TEOPETUYHOTO aHajli3y, Kelc-cTall Ta KOHTEHT-aHalli3y MapKeTHHIOBUX KaMIIaHiH.
Pezynomamu. Y pe3ynbrati BCTaHOBJIEHO, 1110 YKpaiHchki fashion-Openaun Bce yacrime
BUKOPHCTOBYIOTh KOMYHIKallilo, 3aCHOBaHy Ha LIHHOCTSX, OU(POBI miathopMu Ta
HapaTWBU 3 eJEMEHTAaMH HAaL[iOHANBbHOI 1AEHTHYHOCTI AJS ajanTauii 10 KPU30BHX
yMOB i ro6anerux Tpenais. Ha ocuoBi npaktuk TOB « A KOMMC» BHOKpeMIeHO
e(eKTHBHI MiAX0Au OO0 OpEHIUHTY, KYJIbTYpHOI iHTerpamii Ta B3aeMomii i3 LiIbOBOIO
ayautopiero. Bucmosku. Y BUCHOBKax 3a3Ha4eHO, IO CTpareriyHa THYYKICTh,
MO€AHAHHS KYJBTYPHOTO KOAY Ta IHHOBAI[IMHUX IHCTPYMEHTIB CYTT€BO MiJBHILYIOTh
BITi3HABaHICTh OPEHIly Ta piBEHb JIOAJIBHOCTI CIOKMBaviB. HaykoBa HOBH3HA moJsirae
y CHHTE31 TEOPEeTHYHHMX MiIXOAIB 1 MPAKTHMYHOTO JOCBiAY YKpaiHCBKOI KpeaTHBHOI
areHiii, mo i€ B yMOBax BiifHHM, 3 mojanbluM (OpMYBaHHIM TNPHUKIATHOT MOAETI
cTanoro po3BUTKy fashion-Openny.

KntovoBi cnoBa: crTpaTeriuyHuii MapKeTWHI, MOAHUH OpeHn, (opMyBaHHS
OpeHIy, KOMyHiKaliliHe NpOCyBaHHS, IHAYCTpii KPEaTHBHOTO CEKTOpY, KOMIIaHis
«A KOMMC», 1i1HTaN-MapKETHHT.
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