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Marepianmu XII BceykpaiHCbKOI HAaYKOBO-NIPAKTHYHOI KOHepeHuii,
«IHHOBaLiHHI TEXHOJIOTII B rOTeJIbHO-PECTOPAHHOMY Ta TYPUCTHYHOMY Oi3Hech»,
16-17 TpaBus 2023 p. — K.: HYXT, 2023 p. - 197 c.

Bunanus wmictute Matepianu  XII  BceeykpaiHcbkoi  HayKOBO-IPaKTUYHOL
KoH(epeHii «[HHOBaIii{H1 TEXHOJIOT1i B TOTEIbHO-PECTOPAHHOMY Ta TYPUCTUYHOMY
013HECI.

Po3paxoBano Ha (axiBIiB 1 JOCHIAHUKIB, SKI TOB’S3aHI 3 O3HAYCHUMU
npobJyieMaMu y rOTeILHO-PECTOPAHHOMY O13HEC.

OpranizaniiHni KOMiTeT KOH(pepPeHIIii:
l'onosa opekomimemy:

Ounexcanap pekTop HarioHanbHOTO yHIBEPCUTETY XapuOBUX TEXHOJOT1H
INEBYEHKO

3acmynnuku 2ono8u.:

Cepriii IPOPEKTOp 3 HAyKOBOi po6oTu HaiioHansHOTO yHIBEPCUTETY
TOKAPYYK XapYOBHX TEXHOJIOT1H

Bira nekaHa (QaxkyJjabTeTy rOTeJIbHO-PECTOPAHHOTO Ta TYPUCTUYHOTO

HUPYJBHIKOBA 6i3necy imeni mnpod. B.®D. [ouenka HamioHaasHOro
YHIBEPCUTETY XapUOBUX TEXHOJIOT1H
UYnenu opexomimemy:

Ounexcanapa 3aB. Kadeapu TEXHOJIOTHi PECTOPaHHOI 1 alOPBEIUYHOL
HEMIPIY nponaykuii  HarloHallbHOrO ~ yHIBEpCHUTETY  Xap4yOBHX
TEXHOJIOT1H
Jlapuca 3aB. KadeIpHu roTeIbHO-peCTOpaHHol cipaBu HarioHaibHOTO
IHAPAH YHIBEPCUTETY XapUOBUX TEXHOJIOT1i
Ipuna 3aB. KadeIpu TYPUCTUYHOTO Ta FOTEILHOTO O13HECY
MEJIBHUK HairioHaJIbHOTO YHIBEPCUTETY XapUOBUX TEXHOJIOT1M
I'aauna B.0. 3aB. Kadeapu 1HO3EMHUX MOB mpodeciiiHoro
JYK’AHEIb cupsiMyBaHHs ~ HaililoHanbHOTO  yHIBEPCUTETY  Xap4yOBHX
TEXHOJIOT1H
Cexpemap:
FOpiii JOIEHT KadeIpu TYPUCTHYHOTO Ta TOTEIBLHOTO Oi13HECY
COJIOT'YHB HairioHaJIbHOTO YHIBEPCUTETY XapUOBUX TEXHOJIOT1M
HVYXT, 2023
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Introduction. During the pandemic, efforts to attract consumers in the restaurant
business increase, because there is fierce competition in the market [1]. As the
number of restaurant establishments increases, the number of consumers decreases.

Actuality of theme. Modern marketing strategies, focused on the study of
consumer behavior and the ability to influence them, are becoming more and more
profitable. Therefore, with the help of innovative methods [1, 2, 3], it is possible to
effectively study consumer behavior and attract new customers.

Results and discussion. In particular, smell has a great ability to subconsciously
influence customers and, thus, maintain the profitability [1] of restaurants. Human
senses play an important role in influencing these preferences, and scent has the
greatest potential to subliminally influence customers and thus support product sales,
retain customers longer [2]. Aroma marketing means the use of aromas to create a
mood, promote products, or position a brand [1, 2]. Despite all the serious
responsibility of this issue, for its realization it is necessary to focus your efforts on
defining the target audience and the main group of consumers. In order for everything
to work out, it is necessary to get answers to the questions: who is the client, what are
his needs and how can these needs be met. This will help to clearly identify the
market segment with which you will have to work. Therefore, it is necessary to
correctly develop a «palette» of aromas for the concept of the restaurant business,
which consumers like, and which will distinguish the restaurant business from others.

Conclusions. Considering the obtained results, there is an obvious need for
research on aroma marketing in the restaurant business using the tools of consumer
neuroscience.
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