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Abstract. This paper discusses the main problems associated with the limitations that have arisen against the back-
ground of new realities of operation and competitiveness of the hotel and catering businesses during the pandemic.
The purpose of the study is to comprehensively investigate the existing stages of establishment of personnel man-
agement system and attract new marketing levers and strategies for flexible adaptation of enterprises in a changing
environment, and thus increase the competitiveness of the hospitality establishments. In the furtherance of this goal
methods of information gathering, comparative analysis, scientific research and theoretical generalisation were used.
Surveys were used as primary data to gather information. Secondary data were the results of the work of researchers
and developers in the field of new technologies. The object of research is a number of measures and tools to improve
the competitiveness of institutions, including — personnel management systems and the general and most acceptable
types of innovations to protect business. Alternative online services for reengineering common processes have also
been identified to reformat into a new consumer interaction format during pandemic. The paper considered in detail
and characterised the issue of social media marketing as one of the main known methods of combating the current
crisis in the business sector. It is difficult to overestimate the importance of adaptation conditioned by new market-
ing innovations and a new approach in the establishment of the management system to new market conditions and
consumer demands. A conceptual approach to media marketing for enterpises based on the POST method was pro-
posed, which, in fact, is a set of basic goals based on strategic accents, a kind of task plan, the implementation of
which provides business units with their own positions in the market of services considering the current conditions.
In addition, given the specific nature of the hotel industry, the need to improve the human resources management

system and to introduce the latest technology has been suggested.
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1. INTRODUCTION

It is important to note that the hotel and restaurant industry
had a significant growth rate in the period before the first
lockdown. Experts noted exceptionally positive dynamics
and predicted excellent results for this business sector for
several years. Not surprisingly, new cozy cafes and fancy
restaurants opened every year, former Soviet-style markets
were transformed into European food courts, hotel owners
received many benefits from the state to run their own busi-
ness, investors launched powerful programmrs to build
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tourist attractions in Ukraine (Bernoff, 2007; Bloom, 2020;
Meghashyam, 2020; Agafonova, 2002).

However, the pandemic made significant adjustments to their
operation and entrepreneurs were faced with new market
conditions. The rapid spread of the COVID 19 around the
world has reshaped the basic approach to doing business in a
relatively short time. The pandemic hit the least protected
business segments the hardest, including restaurants and ho-
tels in the country. Particularly sensitive to market fluctua-
tions, the hotel and restaurant business has begun to fight
openly for the opportunity to maintain its own position and
not lose years of achievements. Representatives of the hotel
business received a weaker blow and were able, for the most
part, to maintain the status of a business entity. This is more
conditioned by the longer cycle of interaction with the con-
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sumer: it is easier for hotels to adapt to the emerging condi-
tions, given that the demand for recreation remains stable.
Within the existing restrictions and established criteria, the
representatives of the hotel and restaurant business should
resort to the development of a new creative approach and, as
a consequence, the use of available innovative mechanisms
for the necessary adaptation. Only once the main objectives
have been achieved can businesses expect to implement the
main strategic courses of action.

The spread of pandemic showed the weaknesses of business
structures, which led to significant changes in the basic ap-
proach to the organisation of economic activity. It is becom-
ing increasingly clear that the competitiveness of enterprises
is determined not so much by the structure, size and availa-
bility of powerful resources, but by the flexibility of the ex-
isting system of management and adaptation to change, de-
fining basic consumer needs, and arrangement of interaction
with potential customers. The study notes that the approach
to personnel management in the hotel and catering business
is beginning to play a leading role. In addition, based on the
assertions of most researchers about the effects of the pan-
demic, the foundation of the management system is the per-
sonnel policy of companies (Balatska, 2020; Davidova,
2017; Davidova and Polstyana, 2012).

It is natural that the content of personnel policy and the tools
of the personnel management system undergo a certain list of
improvements and adjustments, which is determined by the
change of priorities and goals of enterprises in the context of
the pandemic. Institutions that have managed to withstand
the first blows note the importance of the process of creating
conditions for the merger of highly qualified and competitive
staff, which would provide the ability to flexibly adapt to
market demands in the shortest possible time. The purpose of
this study is to investigate the problem substantinate the cur-
rent strategies and steps that would help transform the devel-
opment of the selected business sector in Ukraine, given the
limitations of the coronavirus pandemic (State regulation...,
2020). The practical significance of the study is the theoreti-
cal substantiation of the need to introduce qualitatively new
forms of personnel management of hotel and catering enter-
prises as an additional lever of competitiveness in the market
during the pandemic. The study result should be the devel-
opment of theoretical recommendations that would increase
the effectiveness of marketing activities during the introduc-
tion of the next lockdown (Klapchuk et al., 2015, Lebedeva
and Golubeva, 2018).

The study draws attention to a number of research papers
devoted to the investigation of various aspects of the hotel
and catering industry: A.D. Nesheva (2013), O.Yu. Da-
vidova (2017), M.V. Klapchuk (2015), T.E. Lebedeva
(2018), J. Bernoff (2007) — these studies provide a funda-
mental explanation of the processes that are directly related
to the causes and consequences of the development of new
approaches and strategies. However, sound research models
do not in any way describe the approximate hypothetical
situation that has developed and within which economic
units must survive.

Also, the paper considered in detail and characterised the
issue of social media marketing as one of the main known
methods of combating the current crisis in the business sec-

Review of Economics and Finance, 2022, Vol. 20, No. 1 379

tor. Social media marketing (SMM) (also known as digital
marketing and e-marketing) is the use of social media—the
platforms on which users build social networks and share
information—to build a company's brand, increase sales, and
drive website traffic. In addition to providing companies
with a way to engage with existing customers and reach new
ones, SMM has purpose-built data analytics that allow mar-
keters to track the success of their efforts and identify even
more ways to engage.

2. MATERIALS AND METHODS

Any new theoretical idea has its origins in observation and
accumulated information. In this study the theory of devel-
opment of hotel and catering industry was taken as a theoret-
ical and methodological basis, methods of information gath-
ering, comparative analysis, scientific research and theoreti-
cal generalisation were used. In addition, the studies by
Ukrainian and foreign researchers were considered.

Achieving this goal helps the authors to comply with the
relevant rules, requirements and principles, the set of which
forms the chosen method. Following a certain method allows
determining the sequence of actions and solutions to achieve
the goals of research. To solve hitherto unknown problems, it
is necessary to obtain new knowledge, which is formed as a
result of a sequence of steps based on the research method.
Both primary and secondary data were collected for this
study. Surveys were used as primary data to gather infor-
mation. Secondary data were the results of the work of re-
searchers and developers in the field of new technologies.
For comparative analysis were used the data of the devel-
oped methods and techniques designed to improve and ac-
celerate the possible process of adaptation and re-profiling of
the traditional business process management system in a
pandemic.

Research and study of the problem of adaptation of hotel and
restaurant business to the forced modern conditions was car-
ried out in several stages:

1. At the first stage the authors carried out a theoretical anal-
ysis of methodological approaches to the problem, presented
in scientific papers and journals by experts in the field. At
this stage, the relevance of the topic, problem, purpose, ob-
ject and subject of research were identified.

2. The second stage was marked by the identification of ex-
isting barriers in the industry and the determination of the
patterns of common consequences for each individual hotel
and restaurant. Methods are used not only to collect infor-
mation, but also to compare, where the author with the help
of statistical data informs about the feasibility of new strate-
gic approaches in the management and conduct of business.
At this stage, the conclusions formed at the stage of theoreti-
cal substantiation were assessed.

3. Finally, the third stage became final in the research pro-
cess. The theoretical and practical conclusions were com-
pared and the results summarised in the process of studying
and researching the subject matter.

The scientific originality of the results obtained in the re-
search process lies in their theoretical substantiation and in
the improvement of the scientific approach to the adaptation
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of tools and levers of personnel management of hotel and
catering establishments. Theoretically, a possible way out of
the crisis created by the spread of the pandemic should be
innovative technologies and organisational innovations as a
tool to increase the competitiveness of the hotel and catering
businesses. The purpose of scientific substantiation is the
need to preserve the existing work unit with the possibility of
maximum renewal of skills, considering modern realities.
The system and way of introduction of qualitatively new
forms of management of restaurant and hotel enterprises,
attraction of the newest technologies to methods of im-
provement of competitiveness of establishments, for the pur-
pose of preservation of existing positions in the market and
attraction of attention of potential consumers of goods and
services are the basis of practical value.

3. RESULTS AND DISCUSSION

Today's civilised society has faced a powerful obstacle, a
challenge to every area of human activity. It turned out that
the modern world was not ready for such consequences: the
spread of the pandemic brought significant changes for all
countries. Entrepreneurs took the first economic blow from
the quarantine restrictions: theaters, restaurants, hotels, fit-
ness clubs, shopping malls, beauty salons, travel companies
— the overall decline in revenue in some places reached 80%.
In the end, some institutions were forced to close, as crisis
management showed low efficiency in difficult-to-predict
conditions. In particular, the hospitality business found itself
in a very difficult situation: almost immediately after the
pandemic, the government introduced so-called quarantine
restrictions, which prohibit mass gatherings indoors, and
cooking is allowed only if delivered to the customer.

A powerful sector faces a difficult task: to transform its own
strategy to the already existing external situation in the
shortest possible time with limited resources, without experi-
ence and a hypothetical example. Addmitedly, the imple-
mentation of the strategy of development of hospitality busi-
ness should be carried out due to a number of factors: eco-
nomic, political, legal, climatic, demographic, historical,
scientific and technical (Balatska, 2020). The rapid spread of
the COVID 19 epidemic and the resulting mandatory sani-
tary measures to stop its spread have extended the list of
factors whose introduction has brought about tangible
changes in the development of businesses operating in the
hospitality industry.

The limitations of the studied sector adopted at the state level
caused a chain reaction in interdependent industries. Thus,
the first lockdown was followed by a significant reduction in
the production of alcoholic beverages, food, reduced effi-
ciency of agriculture and fisheries (Official site..., 2021).
This is conditioned by the fact that the hotel and restaurant
business is the main component in the field of food and rec-
reation, its purpose is a natural, socio-economic system and
is part of the intersectoral regional cluster, and therefore ac-
tively influences the development of all sectors of the food
complex (Davidova, 2017). To a greater extent, this, of
course, applies to catering establishments. However, the
primary source, which determines the process of develop-
ment of hotel and restaurant business, is the end consumer of
goods and services. That is why cultural orientation, finan-
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cial and intellectual capacity, psychological and social
uniqueness are considered to be the main values. Proof of
this is the presence of class and individualisation of services.

The basis for meeting the consumer needs is a set of proper-
ties, including the level of service quality (Chuvatkin and
Gorbatov, 2020). The quality of service in restaurants and
hotels is a factor in increasing the competitiveness of institu-
tions. According to K. Grenroos, senior managers are
obliged not only to feel the mood of customers, but more
importantly — to understand the concept of quality similar to
the visitor (COVID-19 Implications..., 2021). The increase
in rental rates in the conditions of strict quarantine and in
periods of its weakening could not have a positive impact on
the development of the industry. Many institutions did not
survive this and closed. Ukrainians began to work harder and
spend less time cooking. Before the crisis, the trend of order-
ing food from cafes and restaurants was developing signifi-
cantly, which contributed to the development of bistro-type
establishments. However, with the beginning of quarantine,
the number of such orders declined sharply, as many special-
ists of the companies began to work at home and eat there,
preparing food themselves. Restaurants and cafes are an in-
tegral part of the tourist infrastructure. And the sharp decline
in tourist flows to Ukraine in 2020-2021 also negatively af-
fected the development of catering (Survey among hotel
market players..., 2021).

A variety of cafes, family bakeries, luxury restaurants, and
well-known hotels among tourists — all of them were forced
to change their strategy of interaction with the end user of
the service. Given the restrictions, most companies have rap-
idly reengineered their business processes. Thus, most res-
taurants have redesigned their space for targeted delivery of
ready meals. A striking example of instant forced transfor-
mation is the Salateira chain of alternative food restaurants.
The company has been cooperating with the Glovo courier
service for a long time, which provides their customers with
a fast and reliable delivery of orders in a relatively short pe-
riod of time. Notably, the company really had to reshape its
approach to customer interaction, because previously the
network was not very interested in the method of targeted
delivery as a source of increasing competitiveness. The
spread of the pandemic has led to a revision of business de-
velopment tools, although, for now, the company's repre-
sentatives are still noticing a significant decline in the num-
ber of orders — and all because of the lack of couriers in the
partner company. In social networks, people complain about
technical failures, the system is overloaded, which once
again indicates the absolute unpreparedness of modern busi-
ness for a sharp change of circumstances (Balatska, 2020).

As for establishments that are not able to cooperate with de-
livery: cafes, hookahs, pubs — they are forced to compete for
guests using all available methods, which includes promo-
tional offers and discounts on self-pickup (Balatska, 2020).
According to the conditions of a market economy, to main-
tain competitiveness and increase profits, company managers
must ensure maximum return not only material resources but
also human resources. Given the changes that most business-
es were not prepared for, the importance of the HR function
is growing. Currently, the issue of adapting business to con-
straints is a priority: the protection of people in the service is



Assessment of Mechanisms for Managing the Competitiveness

given maximum attention. The hotel and restaurant business
has faced a powerful challenge, unable to predict in such
conditions, the existing management format has lost its ef-
fectiveness, and the market needs new approaches to solving
problems. Given the problems that arise, today it is im-
portant to approach the issue of maximum transformation in
the hospitality business to develop and implement innovative
approaches (Do | need to take precautions..., 2020).

Innovations always bring global changes aimed at improving
life. In some places, the implementation of innovations
changes the approach and worldview of an entire generation.
In fact, innovations in the hospitality industry should be ac-
cordingly progressive, which would help solve the problem
that has arisen and reshape the system of interaction with
customers, considering external conditions and customer
needs. Moreover, the implementation of innovation process-
es should open up hidden needs in consumers, bring the
market of goods and services to a qualitatively new level,
help hotel and restaurant business to find a new approach to
its customers, which would facilitate the most comfortable
interaction, and grow quality staff — together, all this will
start the necessary process of modification (Overlooking the
pandemic... 2021).

With the onset of the pandemic, the approach to personnel
management has also changed. Accordingly, about 70% of
companies transferred employees to remote work. Admitted-
ly, this affected the number of business trips, thus reducing
the total number of hotel bookings, not counting the decrease
in tourist flow, which provided more than 40% of hotel prof-
its. Most hotels have followed the government's instructions
with special care to introduce strict hygiene requirements
during operation. Today, information technology is consid-
ered one of the most important factors of economic growth
and development. Hotel and restaurant companies are active-
ly using the Internet as a tool to influence customers and
improve their own image. Modern life allows consumers to
stay mobile anywhere: book a hotel room or order a restau-
rant — it seems quite common, but most importantly — an
extremely convenient approach. The promising dominance
of information and communication technologies creates not
only the possibility of maintaining viability during the global
fight against the pandemic, but also new prospects for the
development of restaurant business enterprises through the
introduction of alternative innovative solutions. Mobile ap-
plications in virtual objects have led to the emergence of
creative directions for the development of restaurant busi-
nesses and their approach to consumers (Balatska, 2020).

For example, interactive technologies bring the customer as
close as possible to the process of cooking a meal with the
help of webcams installed in restaurant kitchens: Massimo
Bottura was forced to stay at home from the beginning of
guarantine and decided to create a new Instagram show
"Kitchen Quarantine”. Several times a week, he and his
family prepare dinner and share culinary experiences. By the
way, a number of foreign researchers revealed the issues of
social marketing (Agafonova, 2002), which emphasise that
the development of the restaurant business during the pan-
demic directly depends on the number of users of mobile
applications. It is also worth mentioning the virtual tours of
hotels: users of social networks still pay attention to advertis-
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ing and recommendations, however, increasingly show
commitment to those who allow "walk" through the corri-
dors and cozy courtyards holding only a mobile phone, while
being hundreds, or thousands of kilometres away.

Researchers also agree that the growing number of mobile
applications in the hotel and restaurant business has many
advantages, due to the need to penetrate and fix in the mar-
ket, encourage potential consumers, simplify interaction,
mitigate the problem of geographical constraints, and most
importantly — elimination of intermediaries, which signifi-
cantly reduces consumer costs and, consequently, increases
the hypothetical profit of the supplier of goods and services,
while saving customer costs (On temporary recommenda-
tions..., Meet the hotels in a new way..., 2020, Restaurant
after quarantine... 2021).

Since the beginning of the pandemic, each hotel and catering
company has tried all possible methods to save their profits:
more than 60% agreed to reduce staff to optimise costs, 20%
decided to reduce the cost of services to attract potential cus-
tomers, the rest — using all available resources, left by im-
proving the offered goods and services, which also includes
the introduction of new technologies. Some respondents who
did not have time to adjust their activities to the changes that
took place were forced to repurpose unprofitable premises
for rent to gambling establishments (Fig. 1). It is worth not-
ing that those hotels whose revenue has increased or re-
mained at the previous level, focused their efforts on the
introduction of new marketing tools and the latest technolo-
gies, which allowed improving the products and services
offered.

The beginning of the pandemic brought a lot of damage to
most hotels; however, it forced entrepreneurs to change the
traditional vision of doing business. Thus, a large number of
hotel companies have hired qualified doctors, which has
made it possible to identify facilities not only with the loca-
tion of tourists, but with strategically important facilities
during lockdown. Having collected preliminary research
results, considering the conditions that limit and suppress the
work of most enterprises, the study presents generalised rec-
ommendations for personnel management, which aim to in-
crease the competitiveness of institutions:

e creation of a multifunctional headquarters with the
function of coordinating and informing the existing
departments on interaction with clients and employ-
ees;

e ensuring maximum cleanliness in hotel facilities, as
a guarantee of safety of employees who must be in
the workplace;

e introduction of rules of remote work, possibility of
flexible schedule if necessary;

e establishment of a pool of workers to ensure the
continuity of the process;

e development of an alert system for employees on
current information on disease prevention;

e ensuring the availability of medical equipment to
independently monitor the health of employees;

e introduction of corporate communication rules;
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Implemented ways to sawve profits in a pandemic

B staff reduction

reduction of service costs

involvement of the latest
technologies

redevelopment of unprofitable
premises

Fig. (1). Implemented ways to save profits in a pandemic.

e creation of a separate communication channel for
employees of the institution;

e working out a plan of possible options for the de-
velopment of events, providing additional response
scenarios.

Despite the significant advantages in the field of interaction
with customers, hotel and catering establishments have addi-
tional bonuses in the use of the latest technologies and the
Internet. Thus, uniquely designed identifiers allow optimis-
ing the main costs of companies due to the implemented in-
ventory management systems — RFID technology (radio fre-
quency identification), which automatically identifies objects
using the radio frequency communication channel (Me-
ghashyam, 2020).

Improving the service increases the loyalty of potential cus-
tomers and allows expanding the existing opportunities to
increase profits. Accordingly, the information obtained from
the use of RFID tags can be used to adjust product purchases
and to analyse popular dishes and services, which would
correct the gaps. The information obtained can also be useful
in developing new strategies for customer service and in
finding new ways to meet the basic needs of consumers of
goods and services. As for the function of employee control,
it will help to track punctuality, respectively, will increase
productivity. In addition, representatives of the hotel and
restaurant business should pay attention to an effective tool
of the Internet marketing, which would promote a product or
service in the shortest possible time through the use of vari-
ous social media resources. Involvement of social media
marketing (SMM) provides an opportunity to improve the
company's reputation, expand the target audience, and identi-
fy the existing needs of consumers through the efforts of
users themselves. Tracking and interaction with social media
simplify the process of advertising goods and services, short-
ens the way to convey the main idea to the target group (In
Bukovel through COVID-19 restaurants will be closed...,
2021, Massimo Bottura launched the Instagram..., 2021).

Facebook, Instagram, and Twitter are just some of the popu-
lar platforms that are successful with users around the world.
It is worth noting YouTube and Vimeo, and individual

messengers WhatsApp, Viber and Telegram (Davidova,
2017). The effectiveness of the method of involving social
media is based on the fact that marketers of the hotel and
restaurant business have free access to the data of potential
consumers, which allows the use of information for strategic
analysis. Admittedly, SMM has its own features and termi-
nology; however, it has a number of effective advantages,
such as: rapid audience response, information intelligence of
competitors and online monitoring.

According to research, it was found that marketers have re-
ceived a sufficient number of ways to develop the hotel and
restaurant business with the involvement of social networks
in modern conditions. It is also worth noting the special cri-
terion of this type of business: the company seeks to convey
to customers the necessary information, as the sender, while
hotels and restaurants separate the item of expenditure to
receive feedback from consumers, already as a recipient of
information. In the process of this interaction, it is possible
to adjust the activities of enterprises to the requirements and
wishes of existing and potential consumers. The main task of
media marketing is to find and form qualitatively new ways
of interacting with consumers and attracting the target audi-
ence. Given the current conditions, in the process of studying
the consequences of the pandemic, the study suggests a con-
ceptual approach to the hotel and restaurant business (Table
1), based on the POST method and aimed to identify the
main emphasis to consider the strategic direction of the mar-
keting plan in the short term on given conditions (Chronicles
of the business crisis..., 2020).

The applied POST method (People, Objectives, Strategy, and
Technology) was developed by J. Bernoff (2007) as an effec-
tive foundation for the process of creating new directions of
social networking strategies. The conceptual approach pro-
posed for the hotel and restaurant business is a consolidated
list of the main goals, accents and tasks, which are designed
to maintain and develop the hospitality industry, using all
available levers in each department to attract new and retain
existing consumers and services (How the restaurant busi-
ness holds the blow, 2021).
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Table 1. A Conceptual Approach for the Hospitality Industry

SMM

reputation management;
Strategic preservation of existing customers;
goals improvement of the level of competitiveness;

faster informing consumers about changes in interaction.

people;
technologies;
Key accents
objectives;

strategies.

analysis of feedback from potential consumers;

definition of priority goals in the current conditions;

Target tasks
involvement of social networking tools;
improvement of personnel management system.
analysis of customer reactions from social media sources;
identification of new levers of influence among competi-
. tors;
Practical
steps determination of market conditions;

involvement of information intelligence methods;

use of the latest technologies in the process of interaction.

When making management decisions, attention should be
focused on the needs of a particular product or service, the
product approach system determines the main list of actions
and steps, while the system of tracking changes allows cap-
turing the dynamics, which simplifies the response process.
It is evident that the existing list of diversity of personnel
management methods has an advantage, allows increasing
the level of goods and services depending on market de-
mand. Based on existing research, and analysing the needs of
consumers, it is possible to make assumptions about the or-
ganisational adaptation of the structure of restaurants and
hotels, primarily due to the high professionalism of the staff
involved. Laying a strong foundation would increase the
speed of response to changes in environmental conditions,
and thus preserve the position of economic entities.

4. CONCLUSIONS

The realities of today paint a bleak picture: most restaurants
around the world have had to cease to exist due to quarantine
restrictions and the inability to interact with customers. Ab-
solutely unprepared for the crisis, restaurants and hotels
faced a difficult task, which resulted in a strategic transfor-
mation of enterprises. At present, industry must use all avail-
able resources to maximise flexibility and develop the neces-
sary speed of response according to the business environ-
ment in which the business units in the changed market in-
frastructure will operate.

Given the consequences of the rapid spread of the pandemic,
the hotel and catring industry has suffered some of the most
devastating trials. Becoming hostages to the situation, busi-
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nessmen are forced to transform the activities of enterprises,
activating all possible resources. Modification of the process
of interaction is inevitable, so it is worth paying attention to
what the market suggests: today, information technology
affects almost every area of human lives, respectively, com-
puterised business must be as integrated as possible in the
process of transformation.

The development of modern technologies at the level of val-
uable resources is becoming an important component in eve-
ry enterprise, which helps owners to adapt to a new course
during pandemic. This will not only preserve the existing
hotel and catering establishments, but also qualitatively re-
shape the mode of interaction with consumers. Based on the
new accents, to integrate the new rules of the game, a con-
ceptual approach to media marketing for enterprises based
on the POST method was proposed. The formed approach
would allow adapting to the conditions that are dictated and
to develop new areas. In addition, given the specific nature
of the hotel industry, the need to improve the human re-
sources management system and to introduce the latest tech-
nology has been suggested. The aim of the theoretical rec-
ommendations is not only to improve the skills of existing
employees, but also to protect guests and staff as much as
possible, considering the requirements of modern circum-
stances.
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