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ANNOTATION

The article proposes a comprehensive approach to the im-
plementation of strategic marketing in restaurants, the purpose of
which is to determine and select the optimal long-term strategies
for the business. Most entrepreneurs, working in the restaurant
business, focus mainly on operational marketing, which is aimed
at short-term solutions. At the same time, the use of particular stra-
tegic marketing tools in restaurants is mostly sporadic, which does
not have a significant impact on business processes. That is why,
speaking of strategic marketing, it is important to offer a systematic
approach to its implementation and combine existing tools into a
single mechanism, which will lead to a detailed analysis of both
internal and external environments of the restaurant and offer as a
result a number of options for further development.

Keywords: strategic marketing, restaurant business, market-
ing tools for restaurants, systematic approach to strategic market-
ing, restaurant business planning.

AHOTALIA

B ymoBax 3pocTarodoi KOHKYpeHLii Ha pUHKY pecTopaHHOro
rocrnogapcTBa BaXnMBY PoOfb Bifirpae BMIHHA BRACHWKIB Gi3He-
cy OyTu rHyYKMMU LLOAO MPOSIBIB 30BHILLHBOTO cepedoBuLia Ta
BYACHO NpuAMaTV ONTUManbHi ynpasniHCbKi pileHHs. CboroaHi
GinbLWiCTb NiZNPUEMLIB, O NpaLoTb Y pecTopaHHOMY Gi3Heci,
30CepedxyoTb yBary NepeBaXHO Ha onepauinHoOMy MapKeTUHrY,
AKUA CNPSIMOBAHWIA Ha KOPOTKOCTPOKOBI pilleHHs. BogHovac Bu-
KOPUCTaHHHA OKPEMMX IHCTPYMEHTIB CTpaTeriyHoro MapKeTUHry HO-
cUTb 30e6inbLIoro enisoanYHUN XapakTep, Lo NepPeBaXHO He Mae
CYTTEBOrO BMnuBYy Ha bisHec-npouecu. Came ToMy, roBopsiyM Npo
CTpaTeriYHnii MapKeTUHT, BaXXIIMBO AOTPUMYBaTUCA came CUCTEM-
HOrO MigxoQy A0 Voro peanisadii i NoegHyBaTH iCHYOYI IHCTPYMEH-
TV B €OMHUIA MeXaHi3M, Lo B pesynbTaTi cnpustumMe geTtanbHoOMY
aHani3y sik BHYTPILLUHbOrO, TaK i 30BHILLHBOrO cepefoBuLLa pecTo-
paHy Ta 4acTb 3MOry 3anpornoHyBaTV Ha OCHOBI OTPUMAaHWUX AaHUX
HM3KYy BapiaHTIB NModanbLlloro po3BWUTKY MignpuemcTea. Y cTaTTi
NPOMNOHYETLCA KOMMMEKCHUA MiAXia A0 BNPOBAMKEHHSA cTpaTeriy-
HOrO MapKeTUHry Y 3aknagax pecTopaHHoro rocnogapcTea, METO
AIKOTO € BU3HAYEHHs Ta BMBIp onTUMarnbHWX cTpaTerii Ans BeAeH-
Hs1 Bi3Hecy y [OBrOCTPOKOBOMY nepiodi. 3okpema, HagaHo nocni-
[OOBHVIN anropuTM peanisalii CTpaTeriyHoro MapkeTuHry y 3akna-
[ax pecTopaHHOro rocnogapcTea, WO BKMYAE AeKinbka etanis
Ta BUKOPWCTaHHS Pi3HWX iIHCTPYMEHTIB CTPaTEriYHOr0 MapKeTUHrY.
Tak, 3aCTOCOBYIOTbCA IHCTPYMEHTW aHani3y YMHHUKIB 30BHILLHBO-
ro cepegoBuLLa, WO BNAMBAOTb HA pecTopaHHuii BisHec, iHCTpy-
MEHTW NSt BU3HAYEHHS iICHYIOUMX Ta MOTEHLINHMX 3arpo3, aHania
NMOTOYHOI AiSNbHOCTI 3aknafiB pecTopaHHOro rocrnogapcrtea, 30-
Kpema edeKTMBHOCTI iX BHYTPILWHIX mpouecis, Towo. BogHovac
yBary npuaifieHo MOEAHAHHI0 3anporoHOBaHMX iHCTPYMEHTIB Yy
cucTeMy, NOCnifoOBHE OOTPUMAHHA siKOi 3abe3neyaTb BraCHUKIB
6i3Hecy 3Ha4HUM 0BCArOM JaHUX, HAa OCHOBI SIKUX MOXHa Mpuiima-

TN 0BrpyHTOBaHI pilleHHs. Y niacymKy opieHTauis opraHisauii Ha
CTpaTeriYHnin MapKeTUHT MOXe 3abe3neunTi in MoXnMBICTb BUOO-
py onNTUManbHUX HanpsMiB NOAANbLLOrO PO3BUTKY i, K pe3ynbrar,
OTPUMATV KOHKYPEHTHY NepeBary Ha PUHKY.

KntouoBi cnoBa: cTpaTeriyHmin MapKeTUHr, pecTopaHHuin 6i3-
Hec, MapKEeTUHIOBI iHCTPYMEHTW pecTopaHiB, CUCTEMHWUIA NiaXig 40
CTpaTeriYHoro MapKeTuHry, nnaHyBaHHS pecTopaHHoro BisHecy.

Problem statement. The market of restaurant
business is traditionally considered to be as one,
which has no significant barriers to entry and
does not involve significant investment. At the
same time, it can provide a quick return on in-
vestment and become a good option for start-ups.
However, along with the advantages of this busi-
ness, it is necessary to understand that this leads
to significant competition in the market that
many restaurant businesses can not stand and as
a result they close.

One of the reasons restaurant business may
not succeed is the lack of strategic management
and planning. Some managers still run their busi-
nesses assuming the consistency of external en-
vironment, forming their strategy based only on
an analysis of internal resources and capabilities
of an organization. As the result, it is possible to
calculate the production level and stock size but
there is no understanding of how the market will
react to the new products and services, whether
the consumer needs this offer, what are the com-
petitors etc.Another problem is that in companies
where strategic management does take place, only
a small circle of strategy developers is involved in
this process and most decisions are either sporad-
ic or remain only on paper. Thus, it is important
to develop a systematic approach to the imple-
mentation of strategic marketing in restaurants.

Research publications. The specific features of
implementation strategic marketing in the restau-
rant business are considered in a number of studies
of Ukrainian researches. Some works are devoted
to the methodological principles of choosing mar-
keting strategies for restaurant business and the
mechanism of their implementation (Krakhmalo-
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va, Kopachevska, 2017) [1]. In particular, the au-
thors emphasize that achieving high competitive
positions of product and technology should be
based on the development and implementation of
effective marketing enterprise strategy.

The usage of strategic marketing in terms of
achieving competitiveness in restaurant business
is presented in the article «Strategic marketing in
the system of restaurant competitiveness strategic
management» (Mikhailova, 2010) [2]. Also, there
is a number of studies, devoted to specific tools of
strategic marketing and there implementation in
restaurant business, such as market penetration
strategies (Shtal, 2011) [3] or analysis of restau-
rant business strategy through the use of SWOT
analysis (Lubis, Absah, 2019) [4]. Particular at-
tention should be paid to the case study «Strategic
marketing for restaurant business» (Gurhananda,
Wanderbori, 2014) [5], where authors describe the
ways of determining a current condition of the
restaurants and developing new strategies for the
company, as well as they give recommendations
for better performance of the company.

At the same time, the observation of practi-
cal activity in the restaurants shows a lack of
comprehensive understanding among managers
the strategic marketing principles. Furthermore,
the analysis of scientific studieshas shown that
researchers do not pay enough attention to the
features of systematic implementation of strate-
gic marketing tools in restaurant business, which
is the key idea of this paper.

The aim of the article. Given the low level of
implementation of strategic marketing principles
in restaurants on the one hand and its importance
for effective and long-term activities on the oth-
er hand, the aim of this article is to provide a
comprehensive approach to strategic marketing
in the restaurant business, which will formulate
a systematic vision of strategic analysis among
entrepreneurs.

The main material. The general situation on
the market shows that the number of goods and
services is increasing which leads to higher com-
petition and, as a result, the use of only tactical
marketing techniques is ineffective.Achieving
strong positions on the market demands the stra-
tegic vision from businesses, but this approach is
not traditionally widespread, especially in restau-
rant business.Another common problem is that
manybusinesspersons are aware of most popular
strategic marketing toolsbut their separate use
does not provide much sense unless it is system-
atically implemented.

By strategic marketing, which is sometimes
confused with marketing strategy, we under-
stand a long-term planning process, the purpose
of which is to develop marketing activities that
allow a company to achieve its business goals
by creating products with high consumer value.
Unlike operational marketing, in which all plans
are built for a short period of time (mostly for
1 year), the planning period in strategic market-

ing is 3-5 years or more, during which companies
follow an action program aimed at business goals
as planned.

Talking about comprehensive approach to the
implementation of strategic marketing in restau-
rant business, the process of developing a long-
term strategy should include several stages,
during which the manager responsible for mar-
keting in the organization receives and analyzes
data, on the basis of which management decisions
will be made in the future.

The first stage includes defining a general
business concept — the mission of the restaurant,
which reflects the reason for the existence of this
organization, its philosophy and corporate cul-
ture. In the future, based on the mission state-
ment, it will be possible to develop other market-
ing characteristics.Being the reason of why the
restaurant exists, the mission statement is as well
a core message that guides and influences market-
ing strategy. It reminds founders of the reason
they started business; integrates all the processes
in the restaurant into one overarching message;
communicates what is this business about and how
it differs from competitors; helps to attract tal-
ents to the business, etc. The examples of restau-
rants’ mission statements may be as follows: “We
prepare and serve high quality, simple food, at
a great value, in a home-like environment.”; “To
provide our guests with a comfortable, quality, and
satisfying dining experience using local, season-
al ingredients in classic dishes paired with select
wine.”; “To create an environment where absolute
guest satisfaction is our highest priority.”; “To
provide the highest quality product at the lowest
possible price, the best consumer experience in the
industry, and respect for our employees, business
partners, and community” and others [6]. There-
fore, mission statement becomes a background for
future strategic marketing of the restaurant, as
well as a vital element of restaurant’s brand and a
part of advertisement message.

The second stage of strategic marketing pro-
cess involves the audit of business marketing
state. The audit process examines both the inter-
nal environment of the company and the external
one. As a result, itprovides a clear, objective view
of the business state, its current and prospec-
tive customers, restaurant business trends, and
restaurant’s position in the marketplace.

First of all, it is advisable to conduct a PEST
analysis, which covers political, economic, so-
cio-cultural and technological factors which may
affect restaurant business. It is necessary to take
into account not only the actual state of these
factors, but also to predict their possible changes
for next several years. That is why it is import-
ant to attract industry experts or company staff
with great experienceto participate in the PEST
analysis. Possible factors for analysis are present-
ed in Table 1, but their number and nature will
vary for each individual restaurant depending on
various factors.

Bunyck 1(30) 2022



MprasoBCbKUM €KOHOMIYHMIM BICHUK

/1

Table 1

An example of PEST analysis for restaurant business

Political factors

Economic factors

1.Current legislation in the food service industry;
2. State support for small business;

3. Tax law;

4. Trading policies.

1. Increasing competition in the food service industry;
2. Financially reliable demand;

3. An increase of investment deposits in restaurant
business;

4.Exchange rate dynamics;

5. The existence of a regular customer;

6. Employment rates.

Socio-cultural factors

Technological factors

1. Lifestyle trends;

2. Lack of qualified specialists;

3. Consumer preferences;

4. Advertising and public relations;

5. Customer requirements for product quality and
service level.

. Information and communication;

. Access to technology, licensing, patents;

. Development of technologies in restaurant business.
. The emergence of new equipment and inventory.

DN =

Source: author's development

After determining the factors, it is expected
that experts will assess their significance and fur-
ther rank them, based on the results of which the
most influential ones for business will be select-
ed, and become the base for the strategy develop-
ment.

Another vital element of restaurant business
audit is the defining of competitors. At this point,
it is important for company to understand the
principles of Porter’s five forces method, which
shows the aspects that affect performance of a
company [7].

Talking about external factors influencing the
competitiveness of restaurant business, we can
distinguish:

—geographical location of the restaurant (the
territory on which it is located, which determines
the level of business activity of the population
and, consequently, the intensity of access to the
restaurant);

— material, technical and economic potential
(production base, level of applied technologies);

— the level of socio-economic development of
the territory;

— intellectual and scientific potential, existing
human resource, innovative activity, business cli-
mate, social and political stability, social well-be-
ing of society, quality and standard of living of
the population of the region;

— the level of development of market infra-
structure, the balance and dynamism of the struc-
ture of the economy, the rating and investment
attractiveness of the region, the quality and level
of partnership between government and business;

— development of the sanatorium-resort sphere,
cultural and leisure centers.

As for internal factors, Porter called them:
“barriers to entry, threat of substitutes, bargain-
ing power of buyers and sellers, and the rivalry
among existing competitors.The threat of sub-
stitute good for restaurant may arise because of
usually close location to each other with similar
services. Adding some new services or providing
new marketing campaigns may led to crisis for
the competitors. At the same time, as competi-

tors for restaurants we can consider convenience
stores, grocery stores and other institutions that
serve food.

Client oriented approach in the restaurants
leads to bargaining power of buyers. Customer
requirements to the quality of restaurant prod-
ucts and services have increased significantly,
which means they want achieve values for their
money. Providing additional values, for example
such as reduced price for online-purchases, may
provide some competitive ability, but still such
bargaining power of customers remains a threat
for restaurant business.

Rivalry among existing competitors arises
due to different factors: changes in customers’
behavior, increasing prices for products and ser-
vices, rising costs. Most of restaurants are distin-
guished by type of kitchen, menu, food quality,
variety of additional services, standards of enter-
prise as well as values aimed at corporate culture,
and created atmosphere, which affects the overall
customer experience. An online-presence is anoth-
er competitive tool for restaurants, which helps
customers to easily identify business at their lo-
cation as well as be acquainted with menu and
prices just using the internet. However, building
a competitive business demands a lot of efforts.
The main requirement for restaurants nowadays
is high-quality service and food, which may be
achieved only due to stuff skills and commitment.

Another factor by Michael Porter is a barrier
of entry. Here it is worth to mention the initial
cost of investments, which are needed for equip-
ment and intensive marketing. As well, restau-
rants are needed experience, especially at the
starting stage of business. Human resources are
important for providing values to customers, but
even if restaurants manage to find trained and
experienced staff, there is still a risk that em-
ployees will leave to work for a competitor.

The last force involves the bargaining power
of suppliers. The products of low availability or
the lack of suppliers may affect the rise of prices.
However, in big city it is possible to talk about
high competition between suppliers, so restau-
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rants may easily switch over other vendors, look-
ing for more advantageous conditions. The bar-
gaining power of suppliers may appear if there is
some specific product, which is difficult to find
on the market, or due the supplier’s brand which
may be used by restaurants in their marketing
campaigns for attracting customers.

In addition to the above-mentionedtools,
the process of business audit may also include
some other techniques, which may help to ana-
lyze the state of restaurant enterprise. Thus, an
ABC-analysis (Activity-Based Costing) may be
applied in restaurants for several reasons. First
of all — for establishing product prices, consid-
ering not only the price of used products adding
some mark-on percentage, but also taking into ac-
count operating expenses of restaurant. Second,
an ABC-analysis may be used for examining all
the Front of house and Back of house activities
of the restaurant, such as cleaning, cooking, ad-
ministrating, communicating, serving etc. in the
context of comparing their prices and values they
add to a business. Third, ABC-analysis may help
with optimizing menu, showing of how valuable a
particular dish is in terms of number of sales, the
proceeds and the marginal profit.

Another valuable tool for restaurant’s audit is
benchmarking which may be defined as a process
of evaluating a company’s products, services, pol-
icies, strategies, etc., against an industry stan-
dard. That means that restaurant can compare
its own performance indicators such as Food cost
percentage, Labor cost percentage, EBITDAR
percentage, Employee benefits, First-time visitor
return rate etc., against the average industry sta-
tistics.

It is important to note, that suggested tools
are not an exhausted list of techniques for pro-
viding business analysis but they may serve as a
basis of such. In general, it should be understood
that the second stage involves a comprehensive
analysis of both internal and external environ-
ment of the enterprise, including in particular
the analysis of customers, using existing tools of
strategic marketing.

Based on the collected data, the third stage
is possible, at which a situational analysis

(SWOT-analysis) is carried out.It helps to iden-
tify the restaurant’s resources and macro-envi-
ronment opportunities that can be used, as well
as identify weaknesses and threats. The analysis
takes into account both the presence/absence of a
key competency that can become a source of com-
petitive advantage for the company, and critical
success factors. A SWOT-analysis helps to ana-
lyze the restaurant’s position both at the moment
and in the likely future, as well as identify stra-
tegic gaps in business processes.

The results of the analysis obtained at the
previous stages should become the basis for the
brainstorming of SWOT-analysis elements, which
will ensure the validity of the decisions. An ex-
ample of SWOT-analysis is presented in Table 2.

In terms of suggested comprehensive approach
to strategic marketing implementation in restau-
rant business, SWOT analysis serves not as an
isolated tool, which is usually recommended man-
agers to be conducted with unclear purpose, but
as a summarizing element, which allows to com-
bine previously collected information, and on its
basis formulate a number of strategic marketing
decisions.

After evaluating each of the elements of the
SWOT-analysis table and matching them in dif-
ferent sequences there will be a possibility for
restaurant’s management to find strategic oppor-
tunities for the organization in the long term,
which will serve as an alternative to current strat-
egy and may be used in future business processes.
At this point such tools as Portfolio analysis and
McKinsey matrix, may be suggested, which pur-
pose is to help evaluate alternatives and choose
the best ones.

On the final stage the marketing strategy,
based on the results of the analysis and the cho-
sen alternative, formulates the main directions of
marketing activities: the choice of the target seg-
ment, company positioning and brand promotion.

Conclusion. Strategic marketing has tradition-
ally not been one of the priority areas of restau-
rant businesses, remaining at the level of using
separate tools as needed. The attention of entre-
preneurs is mainly focused on operational market-
ing, which is aimed at solving situational prob-

Table 2
An example of SWOT analysis for restaurant business

Strength Weaknesses
1. Highly enthusiastic team; 1. Confusing menu;
2. Good location/centre; 2. Expensive price with small portion;
3. Fresh food/tasty; 3. Loud and packed environment;
4. Well qualified cheff; 4. Long waiting duration;
5. Banquet 5. Low efficiency booking system.

Opportunities Threats

1. Suitable price for everyone; 1. Competitors offer delivery and takeaway;
2. Differentiation in food choice; 2. Competitors offer cheaper prices;
3. Opening hours; 3. No trust from customers;
4. Healthy food;
5. Loyal customers returning.

Source: author's development
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lems. However, the importance of implementing
strategic marketing in restaurants should not be
underestimated.

This paper focuses specifically on a compre-
hensive approach to the implementation of stra-
tegic marketing activities, offering a consistent
algorithm.There are several stages of strategic
marketing process, either of which is the basis
for the next stage, which in turn leads to the
achievement of strategic goals for the restaurant.
In particular, the integrated use of various stra-
tegic marketing tools will provide the restaurant
with a significant amount of relevant information
that will make possible to take informed manage-
ment decisions.

Thus, the proposed approach to the compre-
hensive implementation of strategic marketing
will allow restaurants to develop and implement
long-term strategies and choose the best direc-
tions for further development.
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