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DIRECTIONS OF ANTI-CRISIS MANAGEMENT
OF RESTAURANT BUSINESS

Abstract. In this article, the authors emphasize that the pandemic and quarantine measures
have brought the normal functioning of the world economy and the activities of many enterprises.
The tourism business and the hotel and restaurant sector, which have recently developed greatly,
have suffered from extensive losses and bankruptcies, a large number of restaurants and cafes have
been closed, and many people have lost their jobs and their income. Even large chains of hotels and
restaurants have suffered as well as other businesses.

The hotel and restaurant business was the first one that has to adapt quickly to changes caused
by the pandemic, to stablish work in new conditions and develop new directions and measures
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that will take the restaurant business out of the crisis. Given the current need to apply security
rules, and the need to comply with quarantine measures, it is necessary to use computer and digital
technologies that will help managers to attract new customers and earn extra income.

The authors propose to use such tools of crisis management of the restaurant business as:
technologicalization, online marketing and influencer — marketing, unique content. These activities
are necessary in order to pay new attention to the dishes and services offered by cafes and restaurants.
To restart this business in a modern way and with new tendencies, and to adapt to changes in the
changing environment and to quarantine measures.

To develop additional promotions and offer «economy», «standard» and «luxury» class
menu. To organize the fast, high-quality delivery to cafes and restaurants in modern conditions,
preferably free, it has become a great necessity and convenience in pandemic conditions; it will
attract additional consumers to the restaurant business.

In the modern market concept of restaurants in a pandemic, it is necessary considering not only
the factors that existed for many years, but also new additional factors in the hotel business, without
which it is now impossible to operate this business in a pandemic, it would be safe to provide services,
awareness of the service or product, in the use of digital technology by an institution that wants to get
more income and occupy a larger segment in this market of hotel and restaurant business.

The authors insist that in modern conditions, it is essential to take into account the laws of
competition; because now the consumer chooses a quality product or service at a better price, other
goods or services do not attract consumers.

Keywords: hotel and restaurant business areas of crisis management, online marketing,
influencer — marketing, unique content, new factors of work

Introduction. Presently, the whole world is in standby mode or impose, or
not impose another lockdown, or quarantine measures. Whether or not businesses
will work properly or everyone will work in a special regimen, and finally, how
to get out of the crisis caused by the COVID-19 virus pandemic. But there is no
time to wait, as we live now, we need to work, but with the new requirements
of society and time. It is necessary to adapt to all changes in the environment.
The economic downturn caused by the pandemic crisis has removed all businesses
from normal operation, so it is necessary to develop areas of crisis management for
the restaurant sector.

Analysis of recent research and publications. Scientists were engaged
in anticrisis management of hotel and restaurant business: M. Malska, S. Belous
(Malskaya. & Belous, 2020), O. Kravets, I. Samarina (Kravets & Samarina, 2017),
H. Munin (2008). However, in the conditions of quarantine measures, it is necessary to
change the work of such business, to introduce new technologies and directions.

The purpose of our article is to develop areas of crisis management for
restaurant business in modern conditions of quarantine measures.

Formulation of the main material. Due to the virus spread, a large number
of enterprises were closed, some enterprises went bankrupt, especially in the field
of transport, services and tourism. Catering and restaurant businesses are suffering
from huge losses around the world, and a large number of restaurants have closed.

People need somewhere to eat, and there are those, who want not just to
eat but enjoy what they eat and where. Unfortunately, the quarantine regime has
changed the conditions of the restaurant business, imposing restrictive measures
and the need to restructure business processes. This business around the world is
forced to adapt faster than all other areas.

If we were asked: «What changes are we ready to accept for our own safety,
safety of our health, health of our loved ones and our lives?», we would answer:
«for the radical changes».

Therefore, what radical changes do we need for our life and leisure? The first
one is to reduce contact with other people, setting the right priorities for this need.
Second, to introduce measures that will improve the conditions of our life, work
and leisure. Third, to organize events that will make our life and rest better, brighter
and with an unforgettable experience.

Now information, computer and digital technologies have filled our space,
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without them the modern development is not possible, so the restaurant business
must also use these technologies, such as online marketing and influencer —
marketing, content and more.

The digital revolution has opened many new technological directions, transformations
are taking place in all spheres of life. The hotel and restaurant business is also undergoing
radical changes, for which factors such as mobility, comfort, creativity, environmental
friendliness, availability of additional services, health and safety are very important.

Digital marketing, e-marketing, and Internet marketing — in marketing
surveys based on electronic technologies. If the marketing is attracting and
retaining customers, the Internet marketing is attracting and retaining customers in
the Internet (E-marketing. Https://uk.wikipedia.org).

What do these technologies give us? Especially following quarantine measures,
most people go online, staying at home much more time they spend on phones, tablets,
computers and working remotely. Restaurateurs also need to pay more attention to
their websites, to advertise their establishment through social networks. It is possible
to conduct online presentations of new unique dishes (nano technologies), master
classes with famous chefs and confectioners, presentations and catering menus that
can be ordered at this establishment. With these measures it is possible to attract a large
number of new customers and earn extra income for the restaurant business.

Marketing impact (Eng. influencer marketing, influencer — marketing) — a way
to promote products or services through influencers. An influencer is a person, brand or
group of people who are able to influence the behavior and decisions of their audience.
The main principle of this type of marketing is native and unobtrusive communication
through recommendations (Marketing of influence. Https://uk.wikipedia.org).

However, restaurants, like any other business, are a complex system that is
influenced by many different factors, but their work is very much needed.

Restaurants play a very important role in human life. In addition to meeting
the physiological needs of nutrition, «going out» to the restaurant digs up an
important social function. A person needs not only to eat, but also to communicate.
Restaurants are one of the few places where all the senses work, which generate a
general sense of satisfaction (Tourism management. Restaurant business: basics of
functioning. Https://library.if.ua).

However, in today’s pandemic conditions, the market concept acquires new
additional factors in the functioning of the hotel business. Now for the successful
operation of an establishment the factors that created the philosophy of the restaurant
business, such as: the quality of food, menu, level of service, price, atmosphere,
management, location, are not enough.

Presently, they acquire special significance for the work of an establishment:
security of service provision, awareness of a service or a product, use of digital
technologies.

Nowadays, consumers who like to watch different Internet videos, more often
trust recommendations and opinion of leaders, famous athletes, actors, singers. If
your favorite singer has visited a particular establishment, and this establishment
has satisfied all his tastes, he will recommend this establishment to all his fans and
friends, and it will cause a large number of consumers. In addition, if a famous and
a favorite person held a wedding or birthday in this place, and a video of this event
has got into the Internet, on his page, then this restaurant is now in trend. In the near
future this restaurateur will be known for its events.

Since last year, the global market for influencer marketing has almost doubled.
The trust of consumers with the recommendations of opinion leaders reached
unprecedented figures: 92% more quickly believe blogger than in advertising
(Influencer marketing: how it works in Ukraine source: https://marketer.ua).

Currently, restaurateur and hoteliers began to produce more content in the
Internet, especially unique content. This is very important, because interesting
recipes, creative dishes, useful tips, as well as broadcasts from the city of the event,
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Figure 1 — Modern market concept of restaurants in a pandemic
Sources: (Tourism management. Restaurant business: basics of functioning.
URL : https://library.if.ua) with the work of T. Charkina)

must meet the current real expectations and needs of service users.

Unique content is material that contains a unique and useful content load and
does not occur in exactly this form in the Internet (Content. URL : https:/termin.in.ua/).

Imagine that you are very familiar well with organizing the beautiful outbound
catering on holidays and weddings. Using your experience you can write a useful
article, which suggest own concept and experience of catering, offer it in various
cities for the event, tips on exclusive menu, life hacking and make conclusions.
If you tell about your famous confectioner and his unique products, you will get
even more bonuses. This article, which is based on your experience and personal
knowledge of this case, will be unique, which is considered the most valuable. This
content, which has a useful semantic load, will give the impression to users of these
services and connect them to your establishment, which will help to generate more
income for the restaurant business.

At the present time, in modern quarantine conditions, the delivery is a very
important factor in restaurant sector establishments. High-quality, fast resignation
is a step towards gaining new consumers in the restaurant sector. This requires
special attention in modern quarantine conditions; it has become a great necessity
and convenience, even at night. Now it is very difficult to choose a place at night
that will offer and deliver quality food, so delivery must be fast, and the food must
be brought at the right temperature in the right form.

During this time of fierce competition, a large number of entrepreneurs,
SMEs, offer consumers the same products or services. Consumers choose the
establishment that offers the best quality of goods and services for the same price.
Law and competition dictate their rules and conditions, one of the laws according
to which the world is an objective process of improving the quality of products,
services and reducing the unit price of goods or services. Competition law leads to
the leaching of low-quality expensive products from the market.
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When the companies’ heads forget that competition is a constant process of
managing entity for its competitive advantage in a competitive market to obtain
victory or achieve other goals in the fight against competitors for the pleasure of
objective and subjective needs, and cease to develop their competitive advantages,
or lose them, they have a risk to lose their business. Therefore, those who want
to stay in the hotel and restaurant business need to introduce constantly new
services, produce innovative products, introduce digital technologies and quickly
adapt to changes.

Nevertheless, we must remember that not only the restaurant business
is in a difficult situation, but also a large number of consumers, given the
economic, political, social crisis and the pandemic crisis. Therefore, except of
preparing healthy, high-quality food, you have to offer a variety of services,
additional promotions, various events, so that the customer can order it in your
restaurant or cafe.

There is another law of competition, the law of increasing human needs
(Economic law of growth of needs), in accordance with this law, the continuous
development of needs is the driving force of economic and spiritual progress of
mankind, which, in turn, stimulates the emergence of new and new needs, and
exclusive goods and services are about twice as fast as goods and services for
people with low income.

This means that now, in addition to increasing the number of types of goods
and services, variety of dishes, sophistication of dishes, it is time to change the
structure of consumer goods and services. In a pandemic, quarantine, it is necessary
not just to visit restaurants to eat and socialize with friends, but also provide a
qualitatively new format of safe staying in restaurant, enjoying a tasty, healthy
product and an additional range of services at this place. And it is not possible
without a variety of activities, marketing and skillful management. And these
measures must be designed for all segments of the population.

Many restaurateurs understand that some people are now ready, while others
are not able to buy expensive and delicious meals for extra money.

Restaurateurs can offer sales for family breakfast, lunches or dinners and
develop creative menus of «Economy», «Standard» and «Luxury» class, in these
conditions it is essential to think about the different levels of service consumers.
These menus can be posted on the restaurant’s website, for everyone to think about
the PR-move, to create content for better acquaintance.

Under quarantine, delivery will be at the expense of the establishment, and for
example, lunches for more than 6 people, with a discount of 10-15%, depending on
the number of people and on Sundays. For example, each Monday all customers of
the restaurant get a dessert as a gift from the chef. Or when more than 10 people order
a family dinner, they get a cake as a gift. All these events will also attract additional
customers. People will always be where they are valued, waited for and given gifts
and discounts. The more satisfied consumers, the more they will use the services of
this establishment, and the more income its owners receive.

And most important in modern conditions («On prevention of the spreading
of the acute respiratory disease COVID-19, caused by the crowns virus SARS
—CoV-2, in the territory of Ukraine», of 11.03.2020 nomber 211), when one
quarantine can replace another, and it can last a long time, there is a need to
arrange areas for eating so that you were kept a distance between guests, in the
summer dominated by outdoor cities and special sites using zoning. Verandas,
areas on the roof of the restaurant, areas with a winter garden or open balconies
with air circulation, special booths.

Conclusions. To overcome the manifestations of the systemic crisis in
the restaurant business in the context of digital transformations, the leading
management needs to ensure the implementation of advanced tools for crisis
management to ensure the financial stability of enterprises, and to intensify
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innovative transformations. Among the priority areas for the implementation, it
is worthy to highlight such tools of crisis management for restaurant business as:
technologicalization, online marketing and influencer — marketing, unique content
and offer a menu of «economy», «standard» and «luxury» class.
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Oaexcanap IMminbko, Terssna Yapkina, Ogsena Iikyaina, Hannini bacicra

HATIPSIMA AHTUKPU30BOI IISIJIbHOCTI
nIANPUEMCTB PECTOPAHHOI'O BIBHECY

AHortanis. B naniif craTTi aBTOpM HaroJjoIIylOTh, 10 MaHJCMis Ta KapaHTHHHI 3aXOIH
BUBEIIM 3 HOPM&JIBHOIO (YHKIIOHYBaHHS €KOHOMIKY BCHOTO CBITY Ta JiSUIBHICTH Oararbox
nignpuemctB. TypuctiuyHuil 6i3HEC Ta rOTENBHO — PECTOPaHHE TOCIOAAPCTBO, SIKi B OCTAHHIH Jac
Iy’K€ PO3BHHYIH CBOIO IisUTBHICTH, 3a3HANH MacIITaOHUX 30MTKIB Ta OAHKPYTCTBA, 3aKPHIIACS
BEJIMKa KUTBKICTh PECTOPAHIB Ta KaB’ ApeHb, OaraTo Jroel BTpaTuiu pooodi micta Ta 1oxij. HasiTh
KPYIIHI MEpEeXi roTelliB Ta PeCTOpaHiB MOCTPAXKJAIH HE MEHIIE 1HIINX MiIIPHEMCTB.

OnmHUM 3 NepIIuX TOTEeNbHO-PECTOPAHHUN Oi3HEC 3MYIICHHMH IIBUJKO aJanTyBaTUCS 0
3MiH, BUKJIIMKaHHX MaHeMiero. BaxianBo HaarognTa poOOTy B HOBHX YMOBAX Ta pO3pOOHMTH HOBI
HAIpsSMKH Ta 3aXOIH, sKi BHUBEAYTh 3 KPH30BOIO CTAaHY IiJNPUEMCTBA PECTOPAHHOTO Oi3HEcy.
BpaxoByroun cydacHy moTpeOy B 3aCTOCYBaHHI IpaBHII O€3MEKH Ta HEOOXiAHICTh MOTPUMAaHHSI
KapaHTUHHHUX 3aXOAiB, HEOOXIAHO 3acCTOCyBaTW KOMII'IOTEpHiI Ta IM(POBI TexHOJOTril, Kl
JIOTIOMOXKYTh KePIBHUKAM 3aKJIa/iB 3aIyYUTH HOBHX KJII€HTIB Ta OTPUMATH JOAATKOBUI JTOXi.

ABTOPH ITPOTIOHYIOTh BUKOPUCTATH TaKi IHCTPYMEHTH aHTHKPHU30BOTO YIPABIIIHHS PECTOPAHHOTO
GizHecy, SIK: TEXHOJIOTi3allisl, OH-JIJaiH MapKETHHT Ta iHQIIIOCHCEP — MAPKETHHI, YHIKaIbHUI KOHTEeHT. L1i
3aXO/I{ MOTPIOHI JUIS TOro, 00 IT0-HOBOMY 3BEpPHYTH YBary Ha CTPaBHU Ta MOCIYTH, IO IPOMOHYIOTh
KaB’sipHI Ta pectopaHd. [lo-cydacHOMy Ta 3 HOBMMH TEHICHIIISIMH TIEpe3aIlyCTHTH Iiei Oi3Hec Ta
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aIaNTyBaTHCS JI0 3MIH MIHJIMBOTO CEPE/IOBHINA Ta JI0 KAPAHTUHHHX 3aXOJIB.

JlonaTkoBO po3pOOUTH aKIiifHI MPOMO3UIIii, Ta 3aIIPOIIOHYBATH MEHIO KJIACiB KEKOHOM),
«CTaHZAPT», «ITIOKC». OOOB’ I3KOBO KaB’ IPHIM Ta pECTOPaHAM B CYJaCHUX YMOBAaX OpPTaHi3yBaTH
IIBUIKY, IKICHY T0CTaBKY, 0a’kaHO Oe30IUIaTHY, 1€ CTaI0 BETUKOIO HEOOX1AHICTIO Ta 3pYUYHICTIO
B yMOBax MaHAeMIil, Ie I1e l'[pI/IBa6I/ITI) JTIOIaTKOBUX CIIOXKHBAYiB pecTopaHHoro Oi3HecCy.

A Takox B cyqacmn PUHKOBINM KOHIEMIIiT po6om peCTopamB B YMOBax MaHJeMmii,
BpaxyBaTH He TUIBKM Ti (AaKTOpH, IO Jisiau Oararo pokiB, aje i HOBI AOAATKOBI (akToOpH
(YHKLIOHYBaHHS TOTEIBHOTO Oi3Hecy, 0e3 sIKUX 3apa3 IPOCTO HEMOXIUBE (yHKIIOHYBaHHS
boro Oi3HEeCy B yMOBax maHzeMii: e 6e3meka HalaHHs IIOCIIYTH, iHPOPMOBaHICTh PO MOCIYTY
a0o ToBap, BUKOPHUCTAHHS ITU(PPOBUX TEXHOJIOTIH 3aKJIa0M, 1[0 X04€ OTPUMATH OiTBIIHHA OXiT
Ta 3aliMaTH OUTBIINN CETMEHT Ha JaHOMY PHHKY TOTEJIbHO-PECTOPAHHOTO Oi3HECY.

ABTOpI/I HAIONATAl0Th, 1O B CyYaCHUX YMOBaX BKpail HEOOXiJJHO BpaxyBaTu 3aKOHH
KOHKypeHHll TOMY IO 3apa3 CHOKUBa4 OOMpae SKiCHUH TOBap abo mociyry 3a OUIbII BUTIAHY
[iHy, HIII TOBAPU YM MOCIYTU HE MPUBAOIIOIOTH CIIOKUBAYIB.

Knrouosi cnosa: comenvho-pecmoparnnuii 6i3Hec, HANPAMU AHMUKPUZ0B8020 MEHEONCMEHNY,
OHNIAUIH MapKemuHe, iH@a0eHcep — MapKemune, VHIKAIbHUll KOHmeHnm, Hosi gakmopu pobomu
3aK1a0i8 pecmopanino2o izHecy
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