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Abstract. It was determined that in modern economic conditions the market of restaurant services 

is characterized by dynamic development. At the same time, it should be noted that restaurant business 

enterprises operate under conditions of monopolistic competition, the main features of which are a large 

number of establishments differentiated due to non-price influencing factors. It is under such conditions 

that there is a need to develop and implement modern theoretical and methodological approaches to 

managing the competitiveness of restaurant business establishments, especially coffee shops. 

Despite such a large number of scientific works, the study of the problems of managing the 

competitiveness of restaurant business enterprises needs clarification and improvement of its 

methodological aspects, taking into account their type, performed functions and peculiarities of 

functioning in the market of restaurant services as a whole. It was established that the evaluation of 

the competitiveness of the coffee shop can be carried out according to various indicators. These 

indicators can be divided into several groups, among which special attention should be paid to coffee 

quality indicators, service and competitiveness indicators: competitive advantage, market positioning, 

customer satisfaction indicators, customer evaluation, customer loyalty. The choice of certain 

indicators of competitiveness to evaluate the activity of a coffee shop depends on specific goals. It is 

also important to use a comprehensive approach to the assessment of coffee shop activity.  

This means that it is necessary to consider not only one or several indicators, but all indicators 

that are important for evaluation. This will help to get a more complete picture of the activity of the 

coffee shop and to develop effective measures for its improvement. The implementation of all the 

proposed measures will allow the coffee shop to strengthen its competitive position on the market 

and achieve success in business. 

Keywords: restaurant business, profitability, coffee shop, consumer, consumer loyalty, 

performance evaluation, strategic management. 
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Introduction. In recent years, there has been a significant increase in the number 

of coffee shops in Ukraine. According to the State Statistics Service of Ukraine, in 

2022 there were more than 30,000 coffee shops in Ukraine. This means that this type 

of business is one of the attractive sectors of the Ukrainian economy. The increase in 

the number of coffee shops has led to increased competition in the market. This means 

that coffee shops need to constantly improve their operations in order to remain 

competitive. In addition, the development of coffee shops as establishments in the 

restaurant business is influenced by such external factors as: the socio-economic 

situation in the country, legislative changes, changes in consumer tastes, etc. Studying 

these factors allows coffee shops to develop effective development strategies. It is 

important to note that studies of the competitiveness of restaurants in Ukraine are 

conducted both at the national level and at the level of individual regions. So, for 

example, in 2022, the State Tourism Development Agency of Ukraine conducted a 

study of the competitiveness of restaurants in Ukraine. In this study, the state of the 

restaurant industry in Ukraine was analyzed, the factors affecting its competitiveness 

were determined, and recommendations were developed to increase the 

competitiveness of the restaurant industry. 

Ukrainian scientists who studied the issue of competitiveness of restaurant 

establishments can be divided into several groups. Thus, a group of economists 

examines the competitiveness of restaurants from an economic point of view. They 

study the factors affecting the competitiveness of institutions, develop methods for its 

assessment and improvement. Among the Ukrainian scientists-economists who studied 

the issue of the competitiveness of the restaurant industry, the following can be named: 

O. I. Havryliuk, who developed a methodology for assessing the competitiveness of 

the restaurant industry; V. G. Kizima, who studied factors influencing the 

competitiveness of restaurant establishments; V. M. Mazaraki, who developed a model 

for assessing the competitiveness of restaurants.  

Among the Ukrainian marketing scientists who studied the issue of the 

competitiveness of restaurant establishments, the following can be named: O. V. 

Bondarenko, who studied the marketing aspects of the competitiveness of restaurant 

establishments; TS Boyko, who developed a marketing strategy to increase the 

competitiveness of restaurant establishments; V.V. Kravchenko, who studied the 

influence of marketing factors on the competitiveness of restaurant establishments. 

From the point of view of management, the competitiveness of restaurant 

establishments is studied from a managerial point of view. In particular, this group of 

scientists studies the management processes of restaurant establishments, develops 

methods of increasing the efficiency of their activities.  

Thus, V. V. Boyko developed a system for managing the competitiveness of 

restaurant establishments, V. G. Kizima studied the factors affecting the effectiveness 

of managing the competitiveness of restaurant establishments, T. A. Voroniuk 

developed a mechanism for managing the competitiveness of restaurant 

establishments. The purpose of this research is to define, theoretically substantiate and 

develop practical recommendations for improving methodological aspects of the 

competitiveness of restaurant establishments in modern business conditions. 
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1. Methodical tools for assessing the competitiveness of restaurant 

establishments. 

In the modern period, the approach proposed by M. Porter is methodically developed 

for quantitative assessment. When studying its features, one should pay attention to three 

main problems that will be faced by the analyst, given that their solution is foreseen more 

in the theoretical aspect than in the applied one (Kovtun V., 2019): 

1) selection of an indicator for assessing the level of resource utilization efficiency; 

2) selection of basic objects for comparison; 

3) availability of reliable and comprehensive information about the state of 

competition in the higher order economic organization. 

The assessment of the enterprise's competitiveness is a complex multifactorial 

task, which boils down to the interpretation and assessment of a set of indicators 

characterizing various aspects of the enterprise's activity that shape its competitiveness 

(Postova V., Klymchuk A., Moskvichova O., Hryhoruk I., 2021). The multi-level nature 

of the competitive interaction of enterprises determines a wide range of approaches to 

assessing their competitiveness (Table 1). 

Table 1 – Scientific approaches to the classification of methods for assessing the 

competitiveness of an enterprise 

Author/Source Classification group and methods 

Sharko V. V. Depending on the indicators and variables used in the analysis: 

– methods characterizing the market position of the enterprise (BKG model, 

M. Porter model, McKinsey method, Shell/DRM model, RIMS method, 

Hofer/Schendel model); 

– methods characterizing the level of enterprise management (LOTS method, 

GAP method, situational analysis, expert evaluation method, strategic group 

mapping method); 

– methods characterizing the financial and economic activity of the 

enterprise (financial and economic method, method of marginal analysis) 

Chorna M. V., 

Ovcharenko 

Yu. A. 

– Methods based on the theory of equilibrium of firms and industry; 

– matrix methods; 

– methods based on the theory of effective competition; 

– methods of assessing the competitiveness of the enterprise based on 

functional models; 

- methods of assessing competitiveness based on the analysis of the 

company's potential; 

– integral methods of KSP assessment 

Bryzhan I. A., 

Chevganova V. 

Ya. 

According to the direction of formation of the information base: 

– criterion (use of absolute (natural or value) values of indicators); 

– expert (use of expert assessments). 

According to the method of displaying the final results: 

- graphic; 

- logistic; 

- mathematical. 

On the possibility of developing management solutions: 

- single-moment; 

- strategic 
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Levytska A. O. – Matrix (BKG matrix, I. Ansoff matrix, McKinsey matrix, M. Porter's 

matrix of competitive strategies, ADL model, SWOT analysis, SPACE 

analysis, STEP analysis, STEPV analysis); 

– graphic (CS polygon, CS radar, «profiles» method, map of strategic 

groups, semantic differential method, Zh-Zh. Lamben's method of 

competitive strategies, method of building a competitive space); 

– indexical (the method based on the analysis of the competitive advantages 

of competing enterprises, the method based on the theory of effective 

competition, integral methods, self-assessment methods, the European 

model of business excellence); 

– analytical (four-syllable concentration index CR4, Herfindahl-Hirschman 

index, Rosenbluth index, method of differences, method of ranks, method 

of points); 

– complex (taxonomic method, radar method, benchmarking method, 

method of combined action of determinants of the «national rhombus» and 

strategic potential of the enterprise) 
 

Currently, generally accepted methodological approaches to assessing the 

competitiveness of enterprises have not been formed, and the foreign experience that 

we find in the scientific literature is not adapted for domestic enterprises. 

This is due to the fact that the analyzed indicators are a quantitative expression of 

various aspects of the company's activity (Vorobyov K.S., Gurzhii N.M., 2022). Each 

enterprise evaluates its competitive position according to its own methodology, and 

does not advertise the essence, effectiveness and results of its application (Voronyuk 

T.A., Zybareva O.V., 2018). 

There is a wide variety of calculation and calculation-graphic methodical 

approaches in the publications that highlight the assessment of the company's 

competitiveness. 

Each of them has its own characteristics, the researchers justify the effectiveness 

of the proposed approaches for assessing competitiveness, the need to take into account 

specific factors and use individual indicators. 

The following classification features are mainly used to organize the methods of 

assessing the competitiveness of enterprises (Voronyuk T.A., Zybareva O.V., 2018):  

- the level of management decisions, analytical capabilities, theoretical 

foundations, method of assessment, method of presentation of the result;  

- by the direction of formation of the information base, by the way of displaying 

the final results (matrix (matrix of the «Boston Consulting Group», I. Ansoff matrix, 

McKinsey matrix, Shell matrix, M. Porter's matrix of competitive strategies, A. 

Thompson – A. J. Strickland matrix, the Hofer-Shandler matrix), indexical (based on 

the definition of product competitiveness, based on the theory of effective competition, 

based on the definition of the power of reactive position, based on the theory of 

equilibrium of the firm and the industry, integral evaluation, benchmarking method), 

graphic (polygon of competitiveness, radar of competitiveness, the method of 

«profiles»);  

- by the method of assessment (qualitative, quantitative); 

- by the possibility of developing management solutions (special, complex); 



 

International collective monograph on the topic:  

"SCIENCE AND EDUCATION IN THE THIRD MILLENNIUM: Information Technology, Education, Law, Psychology, Social Sphere, Management" 

565 

- by the possibility of making strategic decisions (current, strategic);  

- criterion, expert);  

- depending on the object of assessment (industry, enterprise, product);  

- depending on the purpose of the assessment (positioning in the group, 

determining the dynamics of positions in the group, determining competitive 

advantages). 

Qualitative evaluation methods mostly have a low degree of mathematical 

formalization, they are characterized by laboriousness of implementation and discrete 

evaluation. They should not be used individually to assess the company's 

competitiveness when determining priority directions for strengthening competitive 

positions in the market. Quantitative methods make it possible to assess the real 

chances of an enterprise in the competitive struggle for attractive strategic business 

areas and to make well-balanced management decisions from a tactical and strategic 

point of view (Voronyuk T.A., Zybareva O.V., 2018).  

Special assessment methods are methods that allow to assess the competitiveness 

of an enterprise in certain aspects of its activity – production, innovation, marketing, 

finance, etc. Complex methods are based on a comprehensive approach to assessing 

the competitiveness of an enterprise (Postova V.V., 2022). 

It is interesting that the vast majority of methods are based on identifying a non-

exhaustive list of indicators that determine the competitiveness of an enterprise. They 

envisage the use of imprecise indicators, «expert methods», which are characterized by 

subjectivity and convention, to assess the impact of factors on competitiveness. In the 

proposed methods, it is possible to trace the combination of technical and economic 

indicators, which are different in nature, into a single integral indicator of the 

competitiveness of the enterprise, which cannot be considered appropriate. 

A number of methods for assessing the competitiveness of enterprises are based 

on very complex constructions that have assumptions, are idealized, new definitions 

and indicators for economic science are introduced, various matrices and new 

coordinate systems are built. There is no doubt about the logical validity of the 

proposed methodological approaches in the theoretical plane, but in the specific 

economic conditions of the operation of the enterprise, these methodological 

approaches seem too abstract. 

Modern methods of assessing the competitiveness of an enterprise are 

characterized by the following shortcomings: mainly, the assessment of the enterprise's 

competitiveness on their basis only states its current state, but in modern conditions it 

must project a forecast for the strategic perspective in order to obtain better results or 

avoid losses.  

They do not take into account the level of customer orientation, value, competence 

and innovativeness of the enterprise. When choosing a method of assessing the 

competitiveness of an enterprise, it is advisable to take into account the possibility of 

obtaining complete and reliable information in a short time and with the least costs, 

which will allow to objectively, quantitatively and qualitatively assess the formation 

and management of the enterprise's competitive advantages and its competitive 

potential with minimal error. 
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Scientists call complex methods the most thorough methodical approaches to 

assessing the competitiveness of an enterprise, since they are focused on taking into 

account a wide range of the most important parameters of the enterprise's functioning. 

The advantage of such approaches is considered to be obtaining reliable and most 

accurate information about the competitiveness of the enterprise, its advantages and 

«bottlenecks». Thus, the assessment of the enterprise's competitiveness should be 

based on a comprehensive, multidimensional approach and take into account both the 

internal and external environment (Vorobyov K.S., Gurzhii N.M., 2022) and at the same 

time take into account the levels of customer orientation, value, competence and 

innovativeness of the enterprise. 

In order to improve the practical tools of enterprises in order to increase their 

competitiveness, it is advisable to use a unified effective methodical approach to 

determine prospects and directions of development based on a set of benchmarks, 

indicators and indicators that shape their competitiveness and take into account the 

levels of customer orientation, value, competence and innovativeness of the enterprise. 

The assessment of the competitiveness of the enterprise should be carried out 

according to the principles of: systematicity, complexity, objectivity, optimality, 

scientificity, dynamism, continuity, comparability, effectiveness of research, 

information support. Adherence to the specified principles in a complex will allow to 

achieve the set goal and obtain the most accurate assessment of the competitiveness of 

the enterprise (Voronyuk T.A., Zybareva O.V., 2018). 

The scientific methodology for the formation of methodical approaches to the 

assessment of the competitiveness of enterprises involves the systematization of 

benchmarks for its assessment, these are: the availability of resources (human, raw 

materials, financial resources), innovativeness of development, the ratio of supply and 

demand for products, customer orientation, compliance with priorities in production 

and economic activity, development value-competence approach, prediction of force 

majeure circumstances and factors of change in the market environment, safety of 

functioning.  

The generalization of the most common methodological approaches to assessing 

the competitiveness of enterprises convinces that, traditionally, typical indicators are 

used for this: the efficiency of the production activity of the enterprise, the financial 

condition of the enterprise, the efficiency of the organization of sales and promotion of 

goods, the competitiveness of the product, the competitive potential of the enterprise, 

environmental friendliness of production, indicators of social efficiency, image 

enterprises. To this list, it is advisable to add indicators of: business activity, customer 

loyalty, innovative activity, efficiency of investment activities of the enterprise, 

economic security. 

2. Improvement of the loyalty system of coffee shop consumers. 

A customer loyalty system is an important tool for a restaurant business that wants 

to increase its attendance. For coffee shops, a loyalty system can be particularly 

effective, as it allows you to encourage consumers to visit regularly. 

We will provide recommendations for improving the customer loyalty system in 

coffee shops. 
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To begin with, it is necessary to make the system simple and understandable. 

Users should easily understand how this system works and how they can get rewards 

from using this loyalty program. 

It is worth developing various rewards for the coffee shop, which should be 

attractive to consumers, as well as motivate them to repeat purchases. This system must 

be accessible so that users can easily register in the system and receive rewards. 

Here are some concrete ideas for improving the coffee shop's loyalty system: 

1. Offer discounts on drinks and meals for visitors. This is the most common type 

of reward in loyalty systems. 

2. Offer visitors free additional products or services. It could be an extra dessert, 

a cup of coffee or free delivery. 

3. Offer visitors special activities or events that will be available to members of 

the loyalty program. It can be a tasting of new drinks or dishes, raffle prizes or 

discounts on special events. 

When choosing rewards for the loyalty system, it is important to consider the 

target audience of the coffee shop. For example, if one of the coffee shops is aimed at 

a young audience, then the rewards can be more creative and unusual. 

In addition, it is important to conduct regular research to understand what 

consumers like and value. This will help adapt the loyalty system to their needs and 

increase its effectiveness. 

The scheme for improving the loyalty system of coffee shop consumers is shown 

in fig. 1. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1 – Scheme of improving the loyalty system of coffee shop consumers 
 

So, analyzing this figure, in order to improve the loyalty system of coffee shop 

consumers, it is necessary to go through 5 stages. 

Scheme for improving the loyalty system of coffee shop consumers 

Stage 1 

Analysis of the existing system 

Stage 2 

Defining the goals of the loyalty system 

Stage 3 

Development of new measures to improve the loyalty system 

Stage 4 

Implementation of new measures 

Stage 5 

Evaluation of efficiency 
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Stage 1: Analysis of the existing system. 

At the first stage, it is necessary to conduct an analysis of the existing loyalty 

system of this institution. This will help the coffee shop owner understand what is 

working well and what can be improved. 

As part of this analysis, it is necessary to consider the following questions: 

1. What types of rewards are offered? 

2. How does the system work? 

3. What are the goals of the system? 

4. What is the target audience of the system? 

Stage 2: Defining the goals of the coffee shop. 

At the second stage, it is necessary to define the goals of the loyalty system. This 

will help the coffee shop owner to develop effective measures to achieve them. 

Loyalty system objectives may include: 

- increase in sales; 

- encouraging repeat purchases; 

- collection of information about consumers; 

- improvement of consumer loyalty. 

Stage 3: Development of new coffee shop activities. 

At the third stage, it is necessary to develop new measures to improve the coffee 

shop's loyalty system. When developing measures, it is important to consider the goals 

of the system, the target audience, and the results of the analysis of the existing system. 

Stage 4: Implementation of new measures for the coffee shop. 

At the fourth stage, it is necessary to introduce new measures into the loyalty system. 

This includes preparing a marketing campaign to inform consumers about the changes. 

Stage 5: Performance evaluation. 

At the fifth stage, it is necessary to evaluate the effectiveness of new measures. 

This will help the owner of the coffee shop to determine whether the establishment has 

achieved its goals. 

Performance evaluation may include the following indicators: 

- increase in sales; 

- increase in the number of repeat purchases; 

- increasing the amount of collected data about consumers; 

- improvement of consumer loyalty. 

A mobile application should be implemented for this institution. The goal of 

implementing a mobile application for a coffee shop is to increase sales, attract new 

customers and increase the loyalty of existing customers. 

The target audience of the mobile application is young people aged 18 to 35 who 

live or work in the city. This audience is active in social networks and uses mobile 

applications to order goods and services. 

A mobile application for a coffee shop is software that will allow visitors to order 

and pay for products and services via a smartphone or tablet. The application may 

include such functions as: 

1. Menu: view the cafe's menu, including prices, description of goods and services. 

The menu of the coffee shop mobile application should be well structured and 

easy to use. Consumers should easily find the drinks and desserts they are looking for. 
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The menu can be organized by the following categories: 

- coffee and drinks: coffee, tea, juices, cocktails, smoothies, etc.; 

- sweets: cakes, pastries, muffins, croissants, etc.; 

- dishes: sandwiches, salads, burgers, pizza, etc.; 

- other: decaffeinated drinks, snacks, gifts, etc. 

In addition, the menu may contain the following items: 

1) photos: photos of goods and services will help the guests of the establishment 

to better understand what they are ordering; 

2) description: description of goods and services will help visitors make a choice; 

3) prices: prices for goods and services must be clearly indicated; 

An example of the menu of the coffee shop mobile application: 

I. Coffee and drinks: 

- coffee: espresso, Americano, latte, cappuccino, mocha, etc.; 

- tea: black tea, green tea, herbal tea, etc.; 

- juices: fruit juices, vegetable juices, etc.; 

- cocktails: coffee cocktails, alcoholic cocktails, non-alcoholic cocktails, etc.; 

- smoothies: fruit smoothies, vegetable smoothies, protein smoothies, etc. 

II. Sweets: 

- cakes: chocolate cake, lemon cake, fruit cake, etc.; 

- cakes: vanilla cake, chocolate cake, fruit cake, etc.; 

- cupcakes: chocolate cupcakes, vanilla cupcakes, fruit cupcakes, etc.; 

- croissants: chocolate croissants, vanilla croissants, fruit croissants, etc. 

III. Dishes: 

- sandwiches: with chicken, with fish, with cheese, etc.; 

- salads: salad with chicken, salad with fish, salad with cheese, etc.; 

- burgers: with chicken, with fish, with cheese, etc.; 

- pizza: with chicken, with fish, with cheese, etc.; 

IV. Other: 

- drinks without caffeine: tea, juices, water, etc.; 

- snacks: chips, popcorn, snacks, etc.; 

- gifts: certificates, coffee sets, gift boxes, etc. 

2. Order: placing an order from the menu, choosing a delivery method or self-delivery. 

3. Payment: payment of the order by bank card or other methods. 

4. Order Status: Track order status, including delivery or pickup time. 

5. Bonus program: accumulation and exchange of bonuses. 

The main functions of the mobile application for the coffee shop are: 

1) menu: the application menu should be well structured and easy to use. Visitors 

should easily find the goods and services they are looking for; 

2) ordering: the ordering process in the application should be simple and intuitive. 

Visitors should be able to place an order quickly and easily; 

3) payment: the application should offer different payment methods so that 

visitors to the institution can choose the most convenient option for them; 

4) order status: visitors should be able to track the status of their order to know 

when it will be ready for pickup or delivery; 

5) Bonus Program: A bonus program is a good way to encourage repeat purchases. 
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The application may offer different types of bonuses, such as the accumulation of 

bonus points or discounts for subsequent visits to the establishment. 

In addition to the main functions, a mobile application for a coffee shop can also 

include the following additional functions: 

1. Hours of Operation: Visitors should be able to view the coffee shop's hours of 

operation to find out when it is open. 

2. Contact Information: Visitors should be able to easily find the coffee shop's 

contact information in order to contact them. 

3. News and events: the application can provide visitors with information about 

news and events that are happening in the coffee shop. 

4. Contests and Promotions: The App may offer visitors to participate in contests 

and promotions to win prizes. 

Developing a mobile application for a coffee shop can be a difficult task, so it is 

important to contact an experienced developer. The following factors must be taken 

into account when developing an application: 

1) target audience: the application must be developed taking into account the 

needs of the target audience. For example, if a coffee shop is aimed at a young 

audience, the application should be simple and intuitive. 

2) functionality: the application must include all the necessary functions to meet 

the needs of visitors; 

3) design: the application should have a pleasant and modern design; 

4) security: the application must be protected from viruses and other malicious 

programs. 

After developing the application, it must be released in the App Store or Google 

Play. To do this, you need to create a developer account in one of these stores. It may 

take several days for the application to be released to the App Store or Google Play. 

After the release of the application, it is necessary to conduct a marketing 

campaign to inform the visitors of the institution about its availability. A marketing 

campaign may include the following measures: 

1. Dissemination of information in social networks. 

2. Advertising in local mass media. 

3. Sending e-mails to consumers. 

So, a mobile application for a coffee shop is an effective way to increase sales and 

loyalty of guests of the establishment. The application allows visitors to quickly and 

easily order drinks or desserts, track the status of their orders and receive bonuses. 

The conducted research showed that it occupies a leading competitive position 

according to such criteria as the quality of dishes, assortment, interior, location and 

mode of operation. Such important indicators of competitiveness give a number of 

advantages to the company in the market of restaurant services. 

At the same time, a comparative competitive analysis showed that the level of 

service (staff work), the price policy of the restaurant and additional services are also 

at a high level, but they are inferior in these criteria to the main leader of the restaurant 

services market – the «Aroma Kava» coffee shop. Summarizing the results of the 

analysis of the influence of external and internal factors, it is necessary to identify a 

number of strategic directions aimed at intensifying competitive development, among 
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them: 

1. Search for opportunities to reduce costs, in particular, due to more favorable 

conditions for the supply of raw materials. 

2. Formation of a competitive price policy. 

3. Improving the quality of staff work by improving the organizational and 

motivational policy. 

4. Search for opportunities to reduce costs. 

All this is presented in fig. 2. 

In order to reduce production costs, it is necessary to adjust the system of planning 

and analysis of production costs. In this regard, it is recommended to implement a 

planning system and cost analysis in the field of the budgeting system. 

For budgeting purposes, it is necessary to allocate centers of responsibility in the 

structure of the enterprise. The budgets of the divisions must be interconnected. 

Internal company budgeting is not so much a planning tool as a management 

technology, the presence of budgeting is considered as an indicator of the quality of 

management at the enterprise. 

For effective budgeting, it is extremely important that the entire budgeting process 

and its management at the enterprise level should be concentrated in one hand, in one 

functional structural unit. In restaurants, the executive director and the accounting 

department must be connected to the budgeting process. 

 

Figure 2 – Directions for activation of competitive development of restaurant 

establishments 
 

Search for favorable conditions for the supply of raw materials. 

Effective purchasing activity of the coffee shop directly depends on the results of 

activities related to tracking the situation in the supplier market, identifying potential 

suppliers and comparative analysis with real suppliers. 
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The performance of this work should not be one-time, but permanent, since the 

costs associated with the production of restaurant products tend to increase, and new 

companies appear on the market that can offer more favorable conditions for the supply 

of raw materials. The generalization of approaches to the comparative analysis of 

suppliers by their selection allows to highlight the main criteria, in which it is 

recommended to build a supplier selection system in the institution: 

1. Product quality. Refers to the supplier's ability to provide goods and services in 

accordance with specifications and customer requirements, regardless of whether the 

product meets the specification. 

2. Reliability of the supplier (honesty, responsiveness, commitment, interest in 

doing business with this company, financial stability, reputation in its field, compliance 

with previously established supply volumes and delivery terms, etc.). 

3. Price. The price must take into account all costs for the purchase of a specific 

material resource, i.e. transportation, administrative costs, the risk of currency 

exchange rates, customs duties, etc. 

4. Quality of service. It is necessary to observe the opinion about the quality of 

technical assistance, the attitude of the supplier to the speed of reaction to changing 

requirements and conditions of supply, to requests for technical assistance, 

qualifications of service personnel, etc. 

5. Terms of payment and the possibility of unscheduled deliveries. Suppliers who 

offer favorable payment terms (for example, with the possibility of receiving a deferral, 

credit) and guarantee the possibility of receiving unscheduled deliveries allow you to 

avoid many supply problems. 

Several suppliers may be responsible for this system of established criteria. In this 

case, there is a need to rank them based on the influence of direct contacts with 

representatives of suppliers. The final choice of the supplier is made by the decision-

maker in the logistics (purchasing) department. 

With the help of reducing production costs during the implementation of the 

system of planning and cost analysis, as well as concluding contracts with more 

profitable suppliers, it is planned to reduce costs for the cost price of finished products 

of the restaurant industry in the amount of 3%. 

2. Formation of a competitive price policy. The purposeful pricing policy of the 

restaurant business enterprise is as follows: the formation of prices for services is aimed 

at capturing a certain share of the market and obtaining the desired amount of profit, 

taking into account the changing market situation. 

The main factors influencing the formation of prices are: 

- expenses of the enterprise; 

- prices of direct competitors. 

At the same time, a restaurant establishment can use the method of sales 

promotion: the use of various stimulating means that promote purchase. 

The following tools can be used in a restaurant: 

- discounts on the occasion of the coffee shop's birthday, national or traditional 

holidays; 

- menu optimization (certain sequence of dishes); 

- thematic bonuses and gifts, timed to holiday dates; 
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- guaranteed refund in case of poor food quality and inappropriate service; 

- bonus program for each purchase. 

The main factor affecting the formation of the price of dishes on the menu is their 

cost price. The difference between the cost price and the price is the income with which 

the coffee shop operates. 

The customer's finances and ability to pay, desired income and competitor prices 

are also important factors that determine the price of meals in an establishment. 

For a more flexible and competitive price policy of a restaurant establishment, it 

is necessary to consider and use the following pricing models: 

1. Model of an acceptable price. This model is focused on the expectations of the 

guest. With this model, it is important not only to maximize the price, but also to ensure 

that the coffee shop has no write-offs, and the turnover allows ordering a certain 

amount of raw materials. At the same time, it is necessary to understand who exactly 

is a guest of the coffee shop, because everyone's expectations are different, and the 

most important thing for the coffee shop is that the price matches these expectations. 

2. Quantity discounts. This model is used during promotions. In addition, 

discounts can be provided from the order amount. 

3. The «coffee of the day» model. Periodically, coffee shops need to stimulate sales 

by setting a lower price for products that have the lowest demand (Voroniuk T. A., 2019). 

4. Model of psychological prices. In order to attract the largest number of 

customers, the coffee shop can periodically (during seasons of reduced demand) create 

the impression that the price is set at a discount. 

With the help of forming a more competitive pricing model, the institution is able 

to increase turnover by 8%. 

3. Improving the quality of staff work by improving the organizational and 

motivational policy. 

As part of improving the professional development of staff and improving the quality 

of their work in the restaurant industry, the following measures can be proposed: 

1. Contribute to the consolidation of young specialists through the «three degrees» 

program. 

2. To ensure the connection of professional training and professional 

implementation with the help of high motivation of employees to increase personal 

efficiency and achieve team results with the help of programs «Corporate training», 

«Competitions of professional skills», «Corporate culture». 

Next, we will develop a complete procedure for increasing the competitiveness of 

a restaurant establishment (Table 2). 

Table 2 – Planned measures to increase the competitiveness of the restaurant 

industry in 2024 

Planned events Conducting time 

Development of cost reduction measures 01.02.24-08.02.24 

Development of measures aimed at forming a competitive price 

policy 

09.02.24-16.02.24 

Development of measures to improve the quality of staff work 17.02.24-24.02.24 

Implementation of the developed measures in the activity of the 

enterprise 

25.02.24-26.02.24 



 

International collective monograph on the topic:  

"SCIENCE AND EDUCATION IN THE THIRD MILLENNIUM: Information Technology, Education, Law, Psychology, Social Sphere, Management" 

574 

Approbation of the developed measures and introduction of 

changes, adjustment of measures 

27.02.24-28.02.24 

Direct costs for the implementation of measures to increase the competitiveness 

of the restaurant industry are presented in the table 4. 

For the development of the above measures, during 2024, one-time expenses 

related to wages, tax burden on salary and other expenses caused by current activities, 

which are listed in the table, are required (Table 3). 

Table 3 – Costs for the development of measures to increase the competitiveness 

of the restaurant industry 

List of expenditure items The cost of the expense 

item, thousand UAH. 

Measures designed to reduce costs 72 

Measures aimed at forming a competitive price policy 120 

Measures to improve the quality of staff work 250 

TOGETHER 442 

Table 4 – Direct costs for the implementation of measures to increase the 

competitiveness of the restaurant industry 

List of costs for putting new equipment into operation The cost of the expense 

item, thousand UAH. 

Personnel training costs 78 

Salary of the project group 77 

Project group's EMS 23 

TOGETHER 178 

Thus, the costs of implementing the developed measures to increase the compete-

tiveness of the restaurant industry will amount to UAH 620,000 (Voroniuk T. A., 2019). 

Thus, the organization bears investment costs in the first month. The initial stage 

of implementation falls on March 2024, from the 2nd month it is already planned to 

obtain a positive balance. 

Next, we will calculate the indicators of net discounted income (NDI) and net 

present value (NPV). 

Net discounted income is the present value of future income (the difference 

between income and expenses) minus the expenses of the current period and is 

calculated according to the formula: 

NDI = (Dt - Зt) * Kdt,    (1) 

де: Dt – надходження коштів (дохід); 

Зt – витрати на проєкт. 

Net present value is the economic value of the project, calculated by summing up 

its costs and revenues that it will bring during its operation, and subtracting the first 

amount from the last, formula: 

ChPVt = NDI tn ± ChPVtn, (2) 

where: NDI Тн – original ЧПВ; 

ChТСtn is the current value in a certain period of time. The discount factor is a 

factor for bringing the economic indicators of different years to a value comparable 

over time and is calculated according to the formula:             
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Kdt = 1/(1+d)t, (3) 

where: d is the discount rate. 

As of 2023, the refinancing rate is 7.25%. The risk assessment of the project will 

be 15% per month. 

Let's calculate the monthly discount rate: 

i = (7,25/12) +0,15 = 0,7542% = 0,007542  

Kd1 = 1-0,007542 = 0,9925; 

Kd2 = 0,9925-0,007542 = 0,9849 etc. 

The evaluation of the project to increase the competitiveness of the restaurant 

industry is presented in Table 5. 

Table 5 – Evaluation of the project to increase the competitiveness of the 

restaurant industry 

Periods Dt Зt Kdt Dt*Kdt Зt*Kdt NDI t ChТСt 

February 2024 0 6243 1,0000 0,00 6242,6 -6242,6 -6242,6 

March 2024 8485 5622,59 0,9925 8420,94 5580,2 2840,8 -3401,8 

April 2024 9164 6016 0,9841 9017,9 5920,4 3097,5 -304,4 

May 2024 9897 6437 0,9757 9656,4 6280,9 3375,5 3071,1 

In total 27545,5 24318,7 – 27095,2 24024,1 3071,1 – 
 

NDIt = ChPVt > 0, therefore, the project to increase the competitiveness of the 

restaurant industry is profitable. 

Profitability indices characterize the (relative) «project return» on the funds 

invested in it. The profitability index is calculated according to the following formula: 

ІП= ∑Dt*Kdt / ∑Зt*Kdt 

IP = 27095,2/24024,1 = 1,128>1. 

(4) 

Thus, for every hryvnia invested, we have 1.13 hryvnias of income. 

Profitability of the project: Rs = (1.128-1) * 100 = 12.8% > 0. 

The average profitability in the project is an indicator of the project's efficiency, 

it characterizes the level of return on costs and the level of use of funds (Ryabenka 

M.O., Postova V.V., 2022). 

The average profitability is calculated according to the following formula: 

Rsr = (ID - 1) / Ndoh., (5) 

where: Ndoh is the period in which there is income. 

Rsr = (1.128 - 1) / 6 = 0.043 or 4.3% > 0. 

As we can see from the calculations, the profitability of the project to increase the 

competitiveness of the restaurant industry is positive. 

The payback period is the period of time required for the income generated by the 

investment to cover the cost of the investment. 

The payback period of the project is determined by the period when the CTS 

acquires positive dynamics (CTS ≥ 0). Since then, it is considered that the project has 

fully paid off. 

The payback period of the project will be 3 months from the date of development 

and implementation of the project, which is less than the estimated period (10 months) 

(Voroniuk T. A., 2019). 
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Thus, we have evaluated the effectiveness of the project to increase the 

competitiveness of the restaurant industry according to various indicators, and as a 

result we will summarize them in Table 6. 

Table 6 – Summary table of the evaluation of the effectiveness of the development 

and implementation of the project to increase the competitiveness of the restaurant 

industry 

Indexes Actual value Units of 

measurement 

Normative 

value 

Net discounted income 3375,5 UAH > 0 

Net present value 3071,1 UAH > 0 

Profitability index of private equity 1,13 UAH 1,13> 1 

The average profitability of the project Rpr 12,8 % 12,8% > 0 

Payback period 3 month 3<Тр (10) 
 

Thus, the development and implementation of the project to increase the 

competitiveness of the restaurant industry has economic efficiency. Its implementation 

is appropriate and necessary. 

Calculations of performance indicators indicate the effectiveness of the project, 

namely: 

1) absolute net discounted income in the amount of UAH 3,375.5 is provided. 

With good quality indicators, the income per hryvnia of invested funds is 1 hryvnia 13 

kopecks. The average annual profitability during the period of service production is 

12.8% annually; 

2) the invested funds are paid off in 3 months, then the project will work only for 

the growth of the budget (investor's capitalization) (Druzhynina V.V., Sosnovska Yu.R., 

2018). 

Therefore, improving the coffee shop's customer loyalty system is an important 

step for increasing sales and customer loyalty. In order to improve the loyalty system, 

it is necessary to analyze the existing system, determine the goals and target audience, 

develop new measures and evaluate the effectiveness of new measures (Ryabenka 

M.O., Postova V.V., 2022). 

 In addition, it is important to conduct regular research to understand what 

consumers like and value. This will help this institution adapt the loyalty system to 

their needs and increase its effectiveness. 

3. Development of recommendations for improving methodological aspects 

of assessing the competitiveness of restaurant establishments. 

Evaluating the competitiveness of a coffee shop is a process that allows you to 

determine how successfully a given coffee shop can compete in the market. This 

process can be divided into several stages: 

1. Collection of information. At the first stage, it is necessary to collect 

information about the market of coffee shops, as well as about competitors (Shishko O. 

S., 2024). This information may include indicators such as: 

- the market size of coffee shops in the city; 

- trends in the development of the city coffee shop market; 

- the competitive environment of the coffee shop. 
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2. Analysis of information. At the second stage, it is necessary to analyze the 

collected information. This will help determine the strengths and weaknesses of the 

coffee shop, as well as its competitive advantages and disadvantages. 

3. Evaluation of the competitiveness of the coffee shop. At the third stage, it is 

necessary to assess the competitiveness of this coffee shop. For this, you can use such 

methods as: SWOT analysis; SPACE analysis; portfolio analysis (Dukhnytskyi B.V., 

2016). 

4. Definition of strategy. At the fourth stage, it is necessary to develop a strategy 

that will help the coffee shop to increase its competitiveness. This strategy may include 

measures such as: 

- expanding the assortment; 

- price reduction; 

- improvement of service; 

- increase in advertising. 

5. Implementation of the strategy. At the fifth stage, it is necessary to implement 

the developed strategy. This will help the coffee shop to increase its competitiveness 

and gain competitive advantages in the market. 

On the basis of conducting theoretical and practical research on the state of 

competitiveness of coffee shops, summarizing existing problems, the level of potential 

and innovative activity, it was concluded that in order to increase the efficiency of the 

operation of coffee shops, it is necessary to carry out a comprehensive assessment and 

analysis of its competitiveness according to a number of stages (Dukhnytskyi B.V., 

2016) (Fig. 3) . 

At the level of strategic, tactical, operational management, coffee shops should 

take measures aimed at increasing the competitiveness of this institution (Shmadchenko 

O.O., Gerashchenko I.O., 2015) (Fig. 4). 

The effectiveness of the evaluation subsystem and the effectiveness of the 

application of the system of strategic management of the innovative development of 

industrial enterprises is particularly important when building an innovative strategy – 

the formation of development goals for a certain period (Ryabenka M.O., Postova V.V., 

2022). 

Estimating the competitiveness of a coffee shop is an important tool for restaurant 

business management. Thanks to this assessment, coffee shops can determine their 

strengths and weaknesses, as well as competitive advantages and disadvantages. This 

will help coffee shops to develop an effective strategy that will allow them to increase 

their competitiveness and achieve success in the market (Shmadchenko O.O., 

Gerashchenko I.O., 2015). 

The formation of a system of measures, decision-making on increasing the 

competitiveness of a coffee shop is preceded by an assessment of its condition (Fig.5). 

In the main, the assessment is not carried out in relation to the activity of the coffee 

shop as a whole, but specifically to its competitiveness. Choosing a methodology for 

assessing the feasibility of a coffee shop in the system of managing its competitiveness 

is an important reference point for increasing the effectiveness of strategic 

management. 
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Figure 3 – Scheme of directions for comprehensive evaluation of coffee shop 

competitiveness 
 

Here are some additional tips for evaluating the competitiveness of a coffee shop: 

- assessment must be carried out regularly to take into account changes in the 

market; 

- when evaluating, it is necessary to use different methods to get a more complete 

picture; 

- assessment results must be used to develop an effective strategy. 

The activity of the coffee shop can be evaluated by various indicators. These 

indicators can be divided into several groups: 

1. The food cost indicator is an indicator that characterizes the ratio of the cost of 

food products used to prepare dishes to the total turnover of the establishment. In other 

words, the food cost shows how much money is spent by the cafe on the purchase of 

food for the preparation of meals and drinks. Food cost control is an important aspect 

of managing any coffee shop. By regularly monitoring and controlling food costs, 

coffee shops can increase their profitability and remain competitive in the market 

(Shmadchenko O.O., Gerashchenko I.O., 2015). 
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Figure 4 – Measures to increase competitiveness of coffee shop 
 

2. Group of financial indicators: 

- revenue; 

- profit; 

- profitability; 

- financial stability. 

2. Performance indicators: 

- average check; 

- service time; 

- percentage of repeat visitors. 

3. Quality indicators: 

- quality of coffee; 

- quality of service; 

- interior quality. 

4. Competitiveness indicators: 

- competitive advantage; 

- positioning on the market; 

- indicators of customer satisfaction; 

- customer assessment; 

- customer loyalty. 

STRATEGIC MEASURES 

- making changes to the goals, coffee shop strategy, innovation strategy; 

- improvement of the system of strategic management of innovative activities; 

- organizational structural changes at the coffee shop; 

- viewing the portfolio of the range of dishes; 

- improvement of relations with the external environment. 

TACTICAL MEASURES 

- search for additional financial resources; 

- implementation of adopted strategic measures; 

- adjustment of the market infrastructure parameters of the coffee shop; 

- making changes to the functions of the subsystems of the integral activity management 

system. 

OPERATIONAL MEASURES 

- implementation of approved tactical measures; 

- raising the qualification level of specialists, stimulating employees to innovative 

activities; 

- identification and use of coffee shop reserves; 

- rationalization of the use of resources, optimization of production costs. 

Measures to increase the competitiveness of the coffee shop 
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Figure 5 – Sequence diagram for determining the level of competitiveness of a coffee 

shop 
 

5. Marketing indicators: 

- effectiveness of advertising; 

- effectiveness of marketing measures. 

6. Personnel indicators: 

- staff qualification; 

- staff morale. 

7. Management indicators: 

- management efficiency; 

- efficiency of resource use. 

8. Indicators of innovativeness: 

- introduction of innovations; 

- innovation potential. 

Which indicators to use to evaluate the activity of the coffee shop depends on the 

specific goals of the evaluation. For example, if a coffee shop seeks to increase its 

profitability, then the main indicators for evaluation will be financial indicators. If this 

coffee shop seeks to increase its competitiveness, then the main indicators will be 

indicators of competitiveness. 

It is also important to use a comprehensive approach to the evaluation of the 

activity (Mazurkevich I.O., Vivsyuk I.O., 2022). The evaluation of the state and 

effectiveness of the strategic management of innovative activities at the machine-

building enterprise can be carried out according to the proposed algorithm (Fig. 6). 
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This means that it is necessary to consider not only one or several indicators, but 

all indicators that are important for evaluation. This will help to get a more complete 

picture of the activity of the coffee shop and to develop effective measures for its 

improvement. 

Therefore, the main directions in which the studied enterprises should improve 

their activities are quality, as the main factor of customer retention; integration, as a 

way to reduce the price of coffee drinks and maximally control production processes; 

social responsibility, as a reaction to modern market requirements and to the 

concentration of consumers' attention around the country's environmental and social 

problems. 

 
 
 
                                                                                             
                          yes                                                                         no 
 
 
                                                   

                                                                
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 6 – Algorithm for evaluating the state and effectiveness of strategic 

management of the competitiveness of a coffee shop 

 

So, the conducted research gives reasons to claim that the basis of the term 

«competitiveness of restaurant establishments» is based on the main approaches to the 

general definition of the competitiveness of the enterprise, and approaches to the 

definition of specific properties of enterprises in the field of restaurant industry. It was 

determined that the competitiveness of the enterprise should be considered taking into 

account the factors of competitiveness of products, the potential of the enterprise, 

industries, regions and the country in general.  

Assessment of the state of use of interconnected and interdependent levels is 

determined primarily by the ability of specific manufacturers to produce competitive 
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products. Criteria, characteristics and factors of competitiveness dynamics for each of 

its levels have their own specificity. Depending on the combination of influencing 

factors, a specific enterprise is characterized by the achieved level and the special 

nature of the formation of competitiveness. 

Conclusion. The competitiveness of a restaurant establishment is ensured by the 

achievement and development of competitive advantages that arise in the economic, 

technical, and organizational spheres of the enterprise. Competitive advantages are the 

results of legal actions to win consumer preferences, which provide the company with 

an advantage over competitors and which can be measured by economic indicators. 

Competitive advantage is comparative, i.e. relative, not absolute, as it can be 

assessed only by comparing certain characteristics that have an impact on the economic 

efficiency of selling services. The second characteristic feature of competitive 

advantage is its ability to be ambiguously influenced by a large number of various 

factors. Complex efforts are required for a restaurant establishment to achieve 

competitive advantages. Sometimes they turn out to be insufficient due to the influence 

of external, uncontrollable factors. After all, the same factors can both strengthen and 

weaken competitive advantage. 

Competitive advantages are characterized by a different level of hierarchy, they 

can belong to a service in the service sector, an institution, an industry, the economy 

as a whole, be based on price and non-price factors, be long-term and short-term, stable 

and unstable, unique and imitated, etc. 

The assessment of the level of competitiveness of the enterprise should contribute to: 

- justification of management decisions: determination of measures to increase 

production efficiency, modernization of technologies, development of the latest 

marketing tools, personnel stimulation, financing of material, informational, 

innovative and organizational support; 

- development of management measures to optimize costs, increase customer 

orientation, focus on a specific market segment; 

- develop measures to increase competitive advantages: development of 

innovations, introduction of value-competency approaches to strengthening strategic 

advantages, customer loyalty, preventive actions regarding dangerous actions of 

competitors, development of a program for the development of new market segments, 

attraction of investments; 

- the security of the enterprise, its adaptation to changes in the economic space, 

which as a result gives victory in the competition for the consumer and sales markets. 

Evaluating the competitiveness of a coffee shop is an important tool for managing 

its business. Thanks to this assessment, the coffee shop can determine its strengths and 

weaknesses, as well as competitive advantages and disadvantages. This will help the 

coffee shop to develop an effective strategy that will allow it to increase its 

competitiveness and achieve success in the market. 

It was established that the evaluation of the competitiveness of the coffee shop 

can be carried out using high indicators. These indicators can be divided into several 

groups, among which special attention should be paid to coffee quality indicators, 

service and competitiveness indicators: competitive advantage, market positioning, 

customer satisfaction indicators, customer evaluation, customer loyalty. 
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The choice of certain indicators of competitiveness to evaluate the activity of a 

coffee shop depends on specific goals. For example, if a coffee shop seeks to increase 

its profitability, then the main indicators for evaluation will be financial indicators. If 

this coffee shop seeks to increase its competitiveness, then the main indicators will be 

indicators of competitiveness. It is also important to use a comprehensive approach to 

the assessment of coffee shop activity. This means that it is necessary to consider not 

only one or several indicators, but all indicators that are a place for evaluation. This 

will help to get a more complete picture of the coffee shop's activities and develop 

effective measures for its improvement. 

The implementation of all the proposed measures allows the coffee shop to 

strengthen its competitive position on the market and achieve success in business. 
 

References: 

History International Coffee Organization: URL: https://www.ico.org/icohistory_e.asp? 

section=About_Us (дата звернення: 17.14.2024). 

Kovtun V. Main elements of managing the quality of agricultural production.  Monograph 

Development of the innovative envirtonmenttal  and  economic system in Ukraine. Prague. 2019. 

Рр. 467–483. 

Monthly export statistics (Members & Non-Members). April 2021. International Coffee 

Organization. URL: https://www.ico.org/prices/m1-exports.pdf (дата звернення: 19.04.2024). 

Mordor Intelligence. URL: https://www.mordorintelligence.com /industry-reports/coffee-market 

(accessed: 04.04.2024). 

Postova V., Klymchuk A., Moskvichova O., Hryhoruk I. Crisis Management of Restaurant Business 

in Modern Conditions. Journal of Environmental Management and Tourism, [S.l.], v. 12, n. 4, 

june 2021. pр. 977-985. URL: https://journals.aserspublishing.eu/jemt/article/view/6190 (дата 

звернення: 21.04.2024). 

Trade Statistics Tables. International coffee organisation. URL: https://www.ico.org/trade_ 

statistics.asp (дата звернення: 23.04.2024). 

Ukrainian Coffee Comapany: 2021. URL: https://ucc.net.ua/ua/ (дата  звернення: 22.04.2024). 

Аналіз ринку кав’ярень в Україні. URL: http://surl.li/gxmfr (дата звернення: 21.04.2024). 

Ароматний бізнес. Як заробляти на каві різних форматів. URL: 

https://www.epravda.com.ua/publications/2021/04/30/673504 (дата звернення: 21.04.2024).  

Воробйов К.С., Гуржій Н.М. Ринок кави в Україні: тенденції та перспективи. Економіка та 

суспільство. Вип. № 40. 2022. URL:  http://surl.li/tnmva (дата звернення: 28.04.2024). 

Воронюк Т. А. Місце і роль кав’ярень у структурі ресторанного господарства. Український 

журнал прикладної економіки. 2019. Т. 4. №1. С. 145-149.  

Воронюк Т.А. Формування механізму управління конкурентоспроможністю підприємств 

ресторанного господарства : дис. … кандидата екон. наук : 08.00.04 «Економіка та 

управління підприємствами». Одеса : Одеська національна академія харчових технологій, 

2019. 200 с. 

Воронюк Т.А., Зибарева О.В. Ринок кави в Україні: поточний стан та перспективи розвитку. 

Науковий журнал «Економічний форум» Луцького національного технічного університету. 

2018. Вип. 1. С.25-30. 

Дружиніна В. В., Сосновська Ю. Р. Визначення значущості показників 

конкурентоспроможності ресторанних закладів. Вісник Хмельницького національного 

університету, 2018. № 2. С. 33 – 38. 

Духницький Б. В. Основи функціонування ринку кави та чаю в Україні. Економіка АПК. 2016. 

№ 2. С. 59-62.  

Конкуренція. URL: http://uk.wikipedia.org/wiki (дата звернення 07.04.2024). 

Мазуркевич І.О. Дослідження методичних підходів щодо оцінки ефективності 

франчайзингових інвестиційних проектів в сфері ресторанного бізнесу. Інновації та 

https://www.ico.org/icohistory_e.asp?%20section=About_Us
https://www.ico.org/icohistory_e.asp?%20section=About_Us
https://www.ico.org/prices/m1-exports.pdf
https://journals.aserspublishing.eu/jemt/article/view/6190
https://www.ico.org/trade_%20statistics.asp
https://www.ico.org/trade_%20statistics.asp
http://surl.li/gxmfr
https://www.epravda.com.ua/publications/2021/04/30/673504
http://surl.li/tnmva
http://uk.wikipedia.org/wiki


 

International collective monograph on the topic:  

"SCIENCE AND EDUCATION IN THE THIRD MILLENNIUM: Information Technology, Education, Law, Psychology, Social Sphere, Management" 

584 

технології в сфері послуг і харчування. Вип. №1 (5). 2022. С. 21-26. URL: 

https://journals.chdtu.ck.ua/index.php/itsf/article/view/39 (дата звернення 07.04.2024). 

Мазуркевич І.О. Підходи до класифікації факторів конкурентоспроможності підприємств 

ресторанного бізнесу. «Світ наукових досліджень. Випуск 11»: матеріали Міжнародної 

мультидисциплінарної наукової    інтернет-конференції, (м. Тернопіль, Україна - м. 

Переворськ, Польща, 22-23 липня 2022 р.) / редкол. : О. Патряк та ін.; ГО «Наукова 

спільнота»; WSSG w Przeworsku. Тернопіль : ФОП Шпак В.Б. С. 33 – 37. 

Мазуркевич І.О. Тенденції розвитку кавового бізнесу в Україні. The 5th International scientific 

and practical conference - Modern research in world science (August 7-9, 2022) SPC ―Sci-

conf.com.ua‖, Lviv, Ukraine. 2022. С. 824 – 828. 

Мазуркевич І.О. Теоретико-методологічні аспекти управління бізнес-процесами на підпри-

ємствах індустрії гостинності. Наукові інновації та передові технології. Серія: Економіка. Вип. 

№11 (13). 2022. С. 183-192. URL: http://surl.li/tnmvf (дата звернення 07.04.2024). 

Мазуркевич І.О., Вівсюк І.О. Фактори, що впливають на конкурентоспроможність закладів 

ресторанного господарства. Scientific Letters of Academic Society of Michal Baludansky. 2022. 

С. 24-32. 

Постова В.В. Концептуальні засади забезпечення конкурентоспроможності закладів 

ресторанного господарства, які надають кейтерингові послуги. Соціально-політичні, 

економічні та гуманітарні виміри європейської інтеграції України: зб. наук. пр. Х Міжнар. 

наук.-практ. конф., м. Вінниця, 06-07 жовтня 2022 р. Вінниця, 2022. Ч. 3. С. 202-212. URL: 

https://ir.vtei.edu.ua/g.php?fname=28036.pdf (дата звернення 07.04.2024). 

Постова В.В. Особливості управління конкурентоспроможністю на ринку ресторанних послуг 

України. Причорноморські економічні студії. 2023. Вип. 82. С. 71-75. URL: 

http://bses.in.ua/journals/2023/82_2023/13.pdf (дата звернення 07.04.2024). 

Постова В.В. Особливості формування та реалізації конкурентних переваг закладів 

ресторанного господарства в сучасних ринкових умовах. Науковий вісник Мукачівського 

державного університету. Серія : Економіка. 2021. Т. 8. №1. С.58-67. URL: 

http://surl.li/tnmvm (дата звернення 07.04.2024). 

Постова В.В. Сучасні тренди функціонування кав’ярень на ринку ресторанного бізнесу 

України. Інтеграційні та інноваційні напрямки розвитку індустрії гостинності : зб. тез 

доповідей ХII Всеукр. конф. студентів, аспірантів і молодих учених (м. Одеса, 17-18 травня 

2023 р.). Одеса: ОНТУ. 2023. С. 124-125. URL: https://ir.vtei.edu.ua/g.php?fname=28712.pdf 

(дата звернення 07.04.2024). 

Постова В.В. Сучасні шляхи підвищення конкурентоспроможності закладів ресторанного 

господарства. Актуальні питання у сучасній науці (Серія «Педагогіка», Серія «Право», 

Серія Економіка», Серія «Державне управління», Серія «Техніка», Серія «Історія та 

археологія»)»: журнал. 2023. № 10 (16). 2023. С. 77-89. URL: 

http://perspectives.pp.ua/index.php/sn/article/view/6762 (дата звернення 07.04.2024). 

Рябенька М.О. Маркетингові стратегії підприємств ресторанного бізнесу як основа 

забезпечення його конкурентоспроможності. Соціально-політичні, економічні та 

гуманітарні виміри європейської інтеграції України : матеріали IХ міжнар. наук.-практ. 

конф. Вінниця : РВВ ВТЕІ КНТЕУ, 2021. Ч. IІI. С. 239-245.  

Рябенька М.О., Постова В.В. Вплив мотиваційних чинників на підвищення продуктивності 

праці в закладах ресторанного господарства. Scientific Letters of Academic Society of Michal 

Baludansky. 2022. №2. С. 56-63. 

Рябенька М.О. Інноваційні заходи забезпечення конкурентних переваг підприємств у сфері 

ресторанного господарства. Scientifc Letters of Academic Society of Michal Baludansky. 2019. 

Vol.3. pp. 94-96. 

Шишко О. С. Конкуренція як специфічна форма конфлікту і співіснування суб’єктів ринку. 

URL: http://www.economix.com/ua (дата звернення: 07.04.2024). 

Шмадченко О.О., Геращенко І.О. Управління конкурентоспроможністю підприємства. Вісник 

економіки транспорту і промисловості. 2015. Вип. 50. С. 297–301. 

https://journals.chdtu.ck.ua/index.php/itsf/article/view/39
http://surl.li/tnmvf
https://ir.vtei.edu.ua/g.php?fname=28036.pdf
http://bses.in.ua/journals/2023/82_2023/13.pdf
http://surl.li/tnmvm
https://ir.vtei.edu.ua/g.php?fname=28712.pdf
http://perspectives.pp.ua/index.php/sn/article/view/6762
http://www.economix.com/ua


 

International collective monograph on the topic:  

"SCIENCE AND EDUCATION IN THE THIRD MILLENNIUM: Information Technology, Education, Law, Psychology, Social Sphere, Management" 

605 

CONTENTS 

 
CHAPTER 1. GOVERNANCE OF EDUCATION MANAGER’S INFORMATION CULTURE 

DEVELOPMENT……………………………………………………………….......................... 

. 

8 

 

CHAPTER 2. INTEGRATED MONITORING AND FORECASTING SYSTEMS FOR 

CONTINUOUS PRODUCTION...……………………………………………………………… 

 

63 

 

CHAPTER 3. THEORETICAL BASES OF FORMING STUDENTS’ RESEARCH 

COMPETENCE IN SCIENCE LESSONS………………………………………………………. 

 

 

85 

 

CHAPTER 4. POSSIBILITY OF ADDRESSING THE LACK OF COMPOSITE 

ELECTROMECHANICAL SYSTEM OPTIMIZATION ………………………………………. 

 

109 

 

CHAPTER 5. HIGHER EDUCATION IN THE CONDITIONS OF DIGITAL 

TRANSFORMATION IN UKRAINE…………………………………………………………… 

 

135 

 

CHAPTER 6. PROBLEMS OF REPRESENTATION STRATEGIES OF SOCIAL AND 

ECONOMIC DEVELOPMENT IN THE HIGH AND LATE MIDDLE AGES IN THE WORK 

OF WILLIAM SHAKESPEARE: MICRO AND MACRO ASPECTS…………………………. 

 

 

160 

 

CHAPTER 7. INTERACTIVE TEACHING METHODS AS A COMPONENT OF 

POLYLOGICAL DISCOURSE………………………….…………….………………………… 

 

183 

 

CHAPTER 8. MODERN LEARNING TECHNOLOGIES IN THE PROCESS OF SOFT 

SKILLS DEVELOPMENT OF FUTURE SPECIALISTS OF TECHNICAL INSTITUTIONS 

OF HIGHER EDUCATION…………………………………………………………………….. 

 

 

202 

 

CHAPTER 9. PHYSICAL CULTURE AND SPORT IN THE CONTEXT OF MODERN 

PRACTICES (SOCIOCULTURAL DISCOURSE AND СOMPETENCY-BASED 

APPROACH)…………………………………………………………………………………. 

 

 

224 

 

CHAPTER 10. UTILIZATION OF ARTIFICIAL INTELLIGENCE IN ENHANCING 

ENGLISH LANGUAGE PROFICIENCY IN TERTIARY EDUCATION……………………. 

 

250 

 

CHAPTER 11. POLYMER COMPOSITE USING NATURAL ZEOLITE……………………. 275 

 

CHAPTER 12. MODERN PEDAGOGICAL TECHNOLOGIES IN TEACHING 

GEOGRAPHY IN SECONDARY SCHOOLS…………………………………………………. 

 

297 

 

CHAPTER 13. ENSURING THE SCIENTIFIC AND PEDAGOGICAL COMPETENCIES OF 

PHYSICAL EDUCATION AND SPORTS STUDENTS IN HIGHER EDUCATION 

INSTITUTIONS………………………………………………………………………………….. 

 

 

322 

 

CHAPTER 14. THE CONCEPT AND ESSENCE OF CRIMINAL LAW PROTECTION OF 

CRITICAL INFRASTRUCTURE………………………………………………………………. 

 

CHAPTER 15. FUNCTIONING OF THE SYSTEM OF NOTARIAL PROCEDURAL LEGAL 

RELATIONS SUBJECTS……………………………….............................................................. 

 

 

 

342 

 

 

369 

 

 



 

International collective monograph on the topic:  

"SCIENCE AND EDUCATION IN THE THIRD MILLENNIUM: Information Technology, Education, Law, Psychology, Social Sphere, Management" 

606 

CHAPTER 16. SYMBIOTIC INTEGRATION OF UN SUSTAINABLE DEVELOPMENT 

GOALS 9 AND 16 IN THE UKRAINIAN MODEL OF ANTI-CORRUPTION EFFORTS….. 

 

CHAPTER 17. HYGIENIC CHARACTERISTICS OF PSYCHOPHYSIOLOGICAL AND 

PSYCHO-EMOTIONAL INDICATORS OF STUDENTS' HEALTH STATUS IN DISTANCE 

LEARNING……………………………………………………………………………………… 

 

CHAPTER 18.   PSYCHOLOGICAL COUNSELING OF YOUTH REGARDING THEIR 

PROFESSIONAL INTERESTS AND ABILITIES IN THE CONDITIONS OF WAR AND 

POST-WAR RECOVERY OF UKRAINE AS A TREND OF MODERN EDUCATION……… 

 

CHAPTER 19 SOCIAL RISKS, PROBLEMS AND ADAPTATION OF THE UKRAINIAN 

CHILDREN AND ADULTS IN THE FOREIGN ENVIRONMENT UNDER THE 

CONDITIONS OF WAR INTERFERING OF RUSSIA INTO UKRAINE……………………. 

 

CHAPTER 20. SOCIAL REHABILITATION OF CHILDREN WITH SPECIAL 

EDUCATIONAL NEEDS USING ANIMAL THERAPY ..……………………………………. 

 

CHAPTER 21. OPTIMIZING BUSINESS COMMUNICATION AND NETWORKING IN 

MANAGERIAL FUNCTIONS: A STRATEGIC APPROACH………………………………… 

 

CHAPTER 22.   DEVELOPMENT PROSPECTS OF THE NATIONAL GUARD OF 

UKRAINE TO ENSURE A SECURE ENVIRONMENT………………………………………. 

 

CHAPTER 23.   DEVELOPMENT OF INNOVATIVE METHODS OF INCREASING THE 

COMPETITIVENESS OF RESTAURANT ESTABLISHMENTS……………………………. 

 

CHAPTER 24.   THE PROBLEM OF QUALITY MANAGEMENT IN THE MODERN 

EDUCATIONAL CONTEXT: ANALYSIS, CHALLENGES, AND PERSPECTIVES ……… 

 

393 

 

 

 

414 

 

 

 

440 

 

 

 

465 

 

 

491 

 

 

514 

 

 

537 

 

 

561 

 

 

585 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

International collective monograph on the topic:  

"SCIENCE AND EDUCATION IN THE THIRD MILLENNIUM: Information Technology, Education, Law, Psychology, Social Sphere, Management" 

607 

 

 

 

 

 

SCIENCE AND EDUCATION  

IN THE THIRD MILLENNIUM:  

Information Technology, Education,  

Law, Psychology, Social Sphere, Management 

 

international collective monograph 

 

 
 

 

 

 

 

 

SCIENCE AND EDUCATION IN THE THIRD MILLENNIUM: 

Information Technology, Education, Law, Psychology, Social Sphere, 

Management. International collective monograph. Institute of Public Administration 

Affairs. Lublin, Polska, 2024. 607 p. 

 

The collective monograph is the result of the generalization of the scientists’ 

conceptual work who study current topics from such fields of knowledge as:  

Information Technology, Education, Law, Psychology, Social Sphere, Management 

through the prism of the possibilities of science and education in the third millennium. 

For scientists, educational staff, PhD candidates, masters of educational 

institutions, university facilities, stakeholders, managers and employees of 

management bodies at various hierarchical levels and for everyone, who is interested 

in current problems of Information Technology, Education, Law, Psychology, Social 

Sphere, Management through the prism of the possibilities of science and education in 

the third millennium. 

 

ISBN: 978-83-8030-560-2 

UDK 001.9 
                                                                                                  

Creative Commons Attribution 4.0 International 




