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In Ukraine, the totality of all catering establishments is united by the
concept of “restaurant business”. In a general sense, the restaurant
industry is a branch of the national economy, the basis of which are
enterprises characterized by the unity of forms, organization of
production and customer service, which differ in type and specialization.
It should be noted that the use of the above concept in our country
officially began in 2004, when it was replaced by the term “catering”
and in modern terminology the term “restaurant” means the type of
economic activity of economic entities to provide services to meeting
the needs of consumers in nutrition with or without leisure (Lee et al.,
2013, 2020; Lin et al., 2020) [1, 2, 3].

The restaurant market is one of the most dynamic markets in
Ukraine. He is extremely sensitive to the economic situation, exchange
rate fluctuations and social factors.
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In recent decades, the following trends have emerged in the
development of restaurants economy:

— formation of new directions of modern cooking;

— deepening the specialization of restaurants;

— creation of international restaurant chains;

— improvement of forms of labor and implementation of scientific
and technological progress.

According to rating of the World Bank, Ukraine at the beginning of
2020 was ranked 64th in terms of ease of doing business among 190
countries. It is more difficult than ours to do business, for example, in
Greece, Sudan, and Irag. Instead, our closest neighbors — Belarus,
Moldova and Poland — are 49, 48 and 40 steps respectively. Note that a
year ago Ukraine was in 71st place in this ranking.

Development of the restaurant industry (Kim, Jang, 2018) [4]:

— gives significant savings to social labor through more rational use
of equipment, raw materials, materials;

— provides workers and employees with hot food during the working
day, which increases their efficiency, maintains health;

— enables the organization of a balanced diet in children's and
educational institutions.

Ukraine is always gaining momentum in the restaurant industry.
New establishments open one after another, while former markets
become new.

Due to the development of the tourism business, much attention is
paid to the forms and methods of providing tourist services in
restaurants, hotels, cafes and bars. Knowledge of a foreign language is
now a prerequisite for working in a high or luxury institution.

The current realities of food and various sectors of the economy are
characterized by a difficult situation, as the spread of the threat of
COVID-19 has forced to change the activities of all enterprises (Mofijur
et al, 2020; Liao, 2016; Kim, Lee, 2020; Chopra, Arora, 2020; Drake et
al., 2020) [5-9]. This has changed the focus so much that some markets
(such as online trading) have made a significant leap, while others are
on the verge of survival (Sharma et al, 2020; Sheth, 2020; Nandi et al,
2020) [10-12].

According to program of Restaurant Automation named of Poster,
2500 Ukrainian institutions have shut down after two-week quarantine.
This is 63 % of all the company's customers in Ukraine. Thus, we can
assume that there are currently about 30000 institutions in the country.
Selling’s of catering establishments in Ukraine from March 23 to 29
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decreased by an average of 73 % compared to the same period before
quarantine. Selling’s fell sharply not only in the capital (by 78 %), but
also in all major regional centers. Thus, in Lviv the figure fell by an
average of 78 %, in Kharkiv — by 73 %, in the Dnieper — by 65 %, in
Odessa — by 60 %. More than 160000 people lost their jobs in the
restaurant business. Poster customers alone currently do not have 13000
employees.

Due to the coronavirus pandemic from March to May 2020, a large
number of Ukrainian cafes and restaurants were temporarily closed;
only some continued to work exclusively in the mode of delivery or
issuing orders with them.

On the one hand, this has led to an increase in food delivery (20-25
%), but at the same time, due to the declining solvency of Ukrainians,
instead of visiting restaurants, many began to prefer home—cooked
meals.

According to a survey by the Union of Ukrainian Entrepreneurs, as
of April 2020, almost 60 % of business owners continue to operate
during restrictions (mostly large and medium-sized businesses), another
29 % — have stopped working (typical of microbusiness). At the same
time, 51 % of enterprises are able to last only one month, and every
fourth business will withstand 2-3 months of work in quarantine
conditions and not go bankrupt; 6 % of entrepreneurs completely closed
their business, this category included mainly micro and small
businesses. Only 3 % of respondents indicate that their business will be
able to work for a long time under the necessary conditions (rental
vacation, remote access for employees, revision of the business model).
One third of business owners (mostly micro-) report a 90-100 % drop in
income since the start of quarantine. The same entrepreneurs have
already laid off up to 50 % of the staff. Small and medium-sized
businesses owners say that incomes have decreased by 25-50 %
compared to the period before quarantine and have already laid off 10 to
25 % of employees. Loss of profits of large enterprises is 10-25%, there
is a reduction in staff by 25 % by the end of restrictive measures
(Shtohrin, 2020) [13].

The survey was also conducted by the Ukrainian Restaurant
Association. It obtained the following results: in June 2020, 24 % of
institutions in Ukraine worked only on summer playgrounds. 18%
worked on the terrace and also delivered. 16 % of respondents said that
their establishment worked with delivery and received guests on the
terraces and in the hall, and 13 % - that fed guests on the summer
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terrace and in the halls, but did not deal with delivery. 4 % worked in
the hall and for delivery, 6 % only in the hall and 8 % only for delivery
and removal. 11 % of respondents said their businesses were completely
closed in June.

The developer of software for automation of cafes and restaurants
Poster provided data on the decline in sales in the field of catering in
Ukraine. In July 2020, sales fell by 54 % compared to the same month in
2019. At the same time, about half of market participants lost more than
30 %. The analysis was based on anonymous data on sales of 550 food
establishments in Ukraine (Figure 3.1).

July 2020 to July 2019
Increased by 10% or more
Increased by 30%
Increased by 20%
Increased by 10%
Has not changed
% fell by 10
Fell by 20%
Fell by 30%

Fell by 40% or more

Figure 3.1 Revenue in catering establishments

Thus, according to preliminary data, the pandemic has significantly
affected the development of the restaurant business (Mofijur et al., 2020;
Kim, Lee, 2020; Chopra, Arora, 2020; Drake et al., 2020; Sharma et al.,
2020; Crick, Crick, 2020; He, Harris, 2020; Hiscott et al., 2020) [5, 7-
10, 14-16].

Ukrainian entrepreneurs offer their recovery strategy and “survival”
tactics for small and medium-sized businesses, which include:

— total cost optimization in everything;
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— negotiations on withdrawal/reduction of rent, deferral of loans for
the quarantine period;

— retaining key employees/teams through business reorientation and
grants from one’s own pockets;

—only forced partial dismissal or salary reduction;

— reorientation/adaptation of business in new conditions (for
example, catering establishments for delivery and self-removal; event
industry — online events);

— transfer of business to online formats: management,
communication with clients, advertising.

It should be noted that any crisis is an opportunity for business
transformation and development. During the crisis, consumer
preferences and demand will change, new niches for business will
appear. It is important not to miss such opportunities for Ukrainian
entrepreneurs.

The capital is no exception. Catering establishments were forced to
adjust to the conditions of anti-epidemic measures in order not to
somehow stop economic and business activities. Some carried out
reorganizations, while others were not hindered by the new conditions
of operation of economic entities and built new facilities.

Thus, in Figure 3.2 we can observe the dynamics of development of
restaurant facilities in a pandemic in recent months in Kiev.

Competition forces business entities not to stop at the achieved level,
but to constantly move and self-improvement: to improve the production
and sales process, introduce new forms of production organization,
progressive wage systems, all this increases productivity and product
quality, and thus increases competitiveness.

Competitiveness of the restaurant business is an opportunity to form,
maintain and use competitive advantages under conditions of variability
of the external purpose to take leading positions in the market which
offer similar services.

The processes taking place in the modern world transform the
perception and behavior of customers of restaurant services: they
become more careful and demanding to the concept of the product, its
content, content, methods of consumption and service. Preference is
given to the restaurant that will be able to provide the desired level of
service at an affordable price. That is why the restaurant business,
wanting to consolidate market positions and ensure profitability, must
pay due attention to the development of a system of measures to
increase their competitiveness.
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November |20

October |35 |

September |45 |
August |50 |
July [25 |
June [30 |
May |22 |
April [31 |

March | 35 |

Figure 3.2 Dynamics of development of restaurant facilities in the
city of Kyiv in a pandemic according to the POSTEAT editorial
office

The level of competitiveness of restaurant business enterprises is
influenced by a large number of internal and external factors. It will be
more appropriate to focus on the factors that provide the company with
advantages over competitors. The presence of these advantages makes it
possible to form and ensure a sufficient level of competitiveness in the
market in the long run. Competitive advantages are a set of key success
factors that differ from rivals, which contribute to ensuring a stable
leading competitive position in the market for a certain period (Chiu,
Yang, 2018; Cronjé, Plessis, 2020) [17, 18]. The competitive advantage
of the enterprise is the result of more efficient than competitors
management of processes of formation and development of such
qualitative and quantitative properties of a product which are important
for the buyer (Saeidi et al, 2018; Rzepka, 2017) [19, 20].

Among the most important competitive advantages can be outlined:
the location of the institution; material and technical condition; pricing
policy; improving the quality of services; professional development and
competence of employees; creation of an effective system of motivation
and stimulation of staff work; introduction of loyalty programs taking
into account consumer expectations; optimization of acceptable pricing
policy; introduction of constant monitoring of the competitive state of
the market; application of innovative technologies that will provide the
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possibility of a unique service; effective organization of marketing
policy; development and implementation of additional services (Table
3.6).

Competitiveness can be ensured only with a comprehensive
approach to the formation of competitive advantages based on new
management methods, modern technologies, qualified staff and a high
level of service.

Thus, the competitiveness of restaurant enterprises is a heavy and
difficult struggle in the services market.

Hundreds of new restaurants are opened every year, from fast food to
themed and highly elite restaurants, therefore it is necessary to pay
considerable attention to features of development of the given sphere,
and especially the pace and dynamics of its development, to monitor
how consumers react to a particular type of restaurant business, to
consider in the context of their preferences so as not to suffer damage,
and at the same time as much and forced to close.

The main criterion for survival became flexibility and the ability to
quickly adapt to market conditions. Under the biggest kick are
establishments with a large area, with a long time of cooking without
delivery. However, an even more important criterion is belonging to one
or another restricted area.

The restaurant business market has become difficult to predict.
However, most of the current anti-crisis trends — for example, the active
development of delivery — will give new impetus to market players.
Restaurateurs will increasingly reduce costs, optimize business
processes, look for their ideal ratio of the cost of food and the price at
which it will be sold. Those who overcome the crisis will become much
more competitive and successful in the future.

In our opinion, the proposed measures for the formation and
development of competitive advantages of enterprises will be able to
help institutions stay in the restaurant market and have an advantage
over others.
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Table 3.6

Measures for the formation and development of competitive

advantages of the restaurant business

Functional
sphere of
activity of the
catering
establishment

Measures on formation and development of competitive
advantages

Operating

— improving the quality of table reservation services;

— expansion of additional services;

— increasing the uniqueness of services;

— maintaining the optimal technical level of the institution;
— compliance with standards and other regulations in the
activities of the institution;

Financial and
investment

— increasing efficiency and level of service;

— search and attraction of innovative sources of financing of
activity of public catering establishment;

— formation of the optimal price policy on the principle of
conformity of the price of quality of services;

Personnel

— improving the quality and culture of customer service;

— growth of quality staff;

— conducting trainings and staff training in order to improve
the skills of personnel;

Marketing

— the use of methods to stimulate the provision of services:
promotions, bonuses, etc.;

— formation of consumer loyalty;

— rebranding to attract more consumers;

— sommelier services;

— karaoke;

— smoking rooms;

— discounts for regular customers;

— use of external public relations: outdoor advertising, online
promotion, articles in editorial offices, etc.;

Innovative

— the use of high-tech innovations to automate the restaurant
business;

— application of a design and creative approach to the process
of providing restaurant services, design of summer terraces,
facades, etc.;

— use of “new products” (those not yet seen by the restaurant
business market) and new or combined cooking technologies;
— a new production process.
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