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COMPETITIVENESS OF RESTAURANT BUSINESS ENTERPRISES:
EVALUATION AND WAYS TO IMPROVE

KOHKYPEHTOCIHPOMOXHICTSH HIANMTPUEMCTB PECTOPAHHOTI'O BI3BHECY:
ONIHKA TA HAITPAMMA HIJABUIIEHHSA

Nowadays, providing quality service and increasing customer satisfaction are crucial factors for success in a highly competitive
market. Therefore, assessing a company's competitive position in the catering industry is crucial for business development.
The aim of the study is to develop practical recommendations for improving the competitiveness management of restaurant
business enterprises. To achieve this goal, the article solves the following scientific tasks: analysis of the external and internal
environment with a view to determining the competitive position and main competitors on the example of a particular restaurant
business enterprise, substantiation of the main directions for increasing its level of competitiveness. The article proposes to use
the following components to analyze the competitive potential of a restaurant: production, personnel, management, marketing,
financial, information and innovation. To determine the competitive status, a scoring assessment was carried out from different
positions among competitors in this market segment. The construction of the matrix allowed to choose a strategy of flanking
strikes, which involves the implementation through an attack on the weak positions of a competitor. It is proposed to consider the
results of the researched restaurant, depending on the type of actions and strategies based on competitive advantages. Further
research should include the development of methodological approaches to the formation of competitive strategies based on the
identification and development of competitive advantages of restaurant business enterprises.

Key words: competitiveness, competitive advantage, management, competitors, restaurant business, strategy, market.

YV menepiwmiti uac HaOaHHs AKICHO2O cepsicy ma NiOUUeHHS PIGHA 3A00B0NEHOCHII KIIEHMIE € SUPIUATbHUMU (aKmopa-
MU YCTIXy HA BUCOKOKOHKYDEHMHOMY PUHKy. Tomy oyiHka KOHKYpeHmHOI no3uyii komnawii 8 iH0ycmpii pomMadcvkoeo Xapuy8anus
MaE BUpTUATbHE 3HAYEeHHA 08 PO3eUMKY OizHecy. Memoro podomu € po3podKa npakxmuuHux pekoMeHOayitl Wooo YOOCKOHANEeHHA
YNPAGNIHHS KOHKYPEHMOCHPOMOJICHICHIO NIONpUEMCcme pecmopantozo bisnecy. [{is 0ocsenenHs nocmagienoi Memu GupiuLyiomscs
maxi 3a60aHHA: AHANI3 3068HIUHLO20 MA GHYMPIUWHLO2O CePe00BULYA 3 MEMOI0 BUSHAUECHHS KOHKYPEHMHOI NO3uyii ma 0CHOGHUX
KOHKYPEHMI6 Ha npuKiadi KOHKpemHo20 niONpUEMCINGd pecmopanto2o 20Cnooapcmesa, 00TPYHmMY8anHs OCHOBHUX HANPIMIG NiOBU-
WeHHs PIBHA KOHKYPEHMOCTPOMOXCHOCI NIONPUEMCINEA PeCIOPAHHO20 20CH00apcmed. Y cmammi 3anponoHo8ano BUKOPUCHIAH-
HSL HACMYNHUX CKAA008UX 07151 NPOBE0eHHS. AHANI3Y KOHKYPEHMHO20 NOMEHYIaIy Pecmopany: 8upoOHuYd, Kaoposd, ynpasnincoKd,
Mapremuneosa, Qinarncosa, ingopmayitino-innosayiting. /i 3’acy8anHs KOHKYPEHNHO20 CIMany 0y10 HPoBedeHo babHy OYIHKY
3 PI3HUX NO3uyili ceped KOHKYpenmig 6 danomy ceemenmi punky. Ilobyoosa mampuyi do3eonuna o6pamu cmpameziio ranzosux
yoapie, sika nepedbauae pearizayin uepe3 amaxy Ha ciadki nosuyii Konkypenma. Pesyromamu oisivHocmi docrioxcysanoeo 3a-
KAy pecmopaniozo 20Cnooapcmea 3anponoHo8aHo po3nsaHymu 3a1eicHo 6i0 audy Oitl ma cmpameziti Ha OCHO8I KOHKYDEHMHUX
nepesae. Tlodamviui HayKosi AOCTIONCEHHA MAIOMb BKIHOUAIMY PO3POOKY MEMOOUYHUX Hi0X00i8 00 (OPMYBUAHHS KOHKYDEHMHUX
cmpameziii Ha 0CHO8I I0eHmMuikayii ma po3eumKy KOHKYPEeHMHUX nepesaz NiONPUEMCIS pecmopanto2o OisHec.

Karwouosi cioBa: kouxypenmocnpomodichicns, KOHKypeHmHa nepegazd, YHpaeninua, KOHKYpeHmu, pecmopantull bisuec,
cmpamezisi, PUHOK.
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Problem statement. The current economic situation
is characterized by intensified competition and the in-
terconnection of scientific, technological, and informa-
tional-analytical spheres of activity. This indicates that
enterprises are faced with the critical issue of ensuring
competitiveness. A company's ability to compete in the
market directly depends on the competitiveness of its
products and services, as well as on the set of econom-
ic tools of business activity that affect the outcome of
competitive struggle. This provides an opportunity for
more systemic companies that adapt quickly to capture
a larger market share. In market conditions, enterprises
need to carefully monitor and analyze the situation in
the external and internal environment in order to main-
tain a stable position.

Analysis of recent research and publications.
The essence, methodological foundations, and various
aspects of enterprise competitiveness management have
been studied in the works of domestic and foreign econ-
omists. Researchers R. Durand, M. Khaire [1], focusing
on the main directions of research on the formation of
market categories and their formation processes, point to
the role of the organizational agent and strategic actions
in market categories and their formation, which deserve
more attention in view of their theoretical and practical
significance. Scholars consider competition as a strug-
gle between independent economic entities for limited
economic resources [2; 3]. It is an economic process in
which evolving firms and business markets interact and
are interconnected, competing for the best sales opportu-
nities to satisfy the diverse needs of their clients [4]. The
study by T. Vo-Thanh,, et al. [5] provides practical rec-
ommendations for restaurants on digitizing services to
improve customer service quality. Studies by researchers
such as N.L. Savytska, G.L. Chmil, N.M. Dzghutashvi-
li [6], which identified features of customer experience
management and conducted a trial of the customer-ori-
ented service system in the hotel and restaurant business,
draw attention. The results of the previous review on the
competitiveness of organizations are presented in work
[7], where it is proposed to apply the principles of the
Theory of Constraints (TOC) by Eliyahu Goldratt for
strategy formulation. This concept suggests focusing
an organization's resources on eliminating constraints
(conflicts) that prevent the organization from fully re-
alizing its potential. Research works [8; 9] emphasize
that modern business conditions are characterized by in-
creased competitive pressure, a high level of uncertainty,
variability, and dynamism of the external environment.
Under such circumstances, the successful operation of
enterprises depends on their ability to adapt to changes
while conquering or maintaining stable competitive po-
sitions in the market over a long term [10]. An analysis
of published literary sources indicates the necessity for
deeper scientific research aimed at enhancing the com-

petitive advantages of enterprises in the restaurant busi-
ness under current conditions.

The purpose of the article. The purpose of this arti-
cle is to develop practical recommendations for improv-
ing the management of competitiveness of enterprises in
the restaurant business.

Presentation of the main material. The competi-
tiveness of a restaurant enterprise is a relative charac-
teristic based on the comparison of various aspects of
the enterprise's activity with competitors and on con-
ducting a systemic analysis of its internal and external
environment. Today, the main competitive advantage
in the restaurant business is quality service, leading to
a higher level of customer satisfaction. Therefore, the
competitive position of enterprises in the restaurant in-
dustry is very important for business development. Cus-
tomer satisfaction is the best reflection of a restaurant's
future profitability. This motivates scholars and practi-
tioners to deepen scientific research on competitiveness
and choose an original approach (strategy) to conduct
competitive struggle. A generalized algorithm for evalu-
ating the competitiveness of enterprises is implemented
in a certain sequence and can be represented as follows
(Figure 1) [3].

The information obtained during the competitive
analysis as a result of the research is very important.
During the study, both secondary and primary sources
of information are analyzed. Secondary sources of infor-
mation include: internal information of the enterprise,
periodicals, and Internet sources. Methods for obtaining
primary information: Internet surveys, interviews with
experts, modeling. We will analyze the competitive po-
tential of "Nori Sushi Lounge" based on its main com-
ponents (Table 1).

After analyzing secondary information, the most sig-
nificant competitors of "Nori Sushi Lounge" were iden-
tified (Table 2).

To determine the competitive standing of the restau-
rant, a scoring assessment was conducted from various
positions among competitors in the market segment
(1 being the worst score and 10 being the highest).

The competitiveness of hospitality enterprises for
individual positions is determined by comparing their
scores. To identify strengths and weaknesses, the fol-
lowing parameters were defined (Table 3) and a compet-
itor matrix was provided (Table 4).

The competitiveness rating of "Nori Sushi Lounge"
is determined as the sum of scores for all selected key
success factors analyzed. By comparing the compet-
itiveness rating of the restaurant under study with the
ratings of its competitors "YOUNG", "Sushi Master",
"Tako", and "Edelweiss", it can be concluded that the
competition among these restaurants is quite intense.

Thus, the absolute competitiveness of "Nori Su-
shi Lounge" is evaluated at 1 point. Based on the total
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scores, the main competitor is "Sushi Master," which re-
ceived the highest rating for service, but the lowest for
the assortment of products. Other areas in which "Sushi
Master" surpasses its competitors include food and en-
tertainment/event announcements.

Algorithm for assessing the competitiveness of an enterprise

Analysis of Problems

A 4

Research of normative-methodical documents

A

Research of external and internal environment of the enterprise

Research of competitors, market parameters. Collection of initial
information for assessment

Adaptation of information and comparison with key indicators

Elaboration of assessment criteria

Analysis of information

Assessment of competitiveness

Development of proposals on the improvement of
competitiveness

Y

Figure 1. Algorithm for Assessing the Competitiveness of an Enterprise

The European Foundation for Quality Management
(EFQM) model for assessing competitiveness posits
that factors such as customer satisfaction, employee sat-
isfaction, and social impact are achieved through poli-
cies and strategies that define leadership qualities, peo-

Table 1
Analysis of the Competitive Potential of ""Nori Sushi Lounge"
Component Characteristic Result
Main methods, raw materials, production The restaurant is known for its unique culinary
technologies, menu assortment, logistics. practices and recipes; only high-quality and fresh
Production products are used for cooking; the menu assortment
is wide, consisting of a variety of American cuisine
dishes for any consumer.
Evaluation of qualification, analysis of development | The restaurant hires only qualified and experienced
programs and training workers. The restaurant does not have specifically
Personnel developed training and development programs;
certification is carried out according to management
requirements.
Evaluation of the efficiency of management The restaurant's management has an effective
Management processes, including decision-ma'king, plannin_g, management system with elements o.f transparent
organization, and control; analysis of leadership communication. However, there are issues in
potential and communication system in the company | personnel management.
Analysis of marketing, PR campaigns, loyalty The restaurant has deficiencies: it lacks internet
programs, and cooperation with partners advertising (targeted ads, SMM, etc.); due to the
Marketing absence of a website and mobile app, the restaurant
also cannot implement a loyalty program for
consumers.
Evaluation of the restaurant's financial stability, The performance indicators of the enterprise indicate
Financial including profitability, asset turnover, and resource | profitability and competitiveness in the market.
needs
Evaluation of the use of information technologies Information technologies in the restaurant: POSTER;
Informational- | and innovative solutions; analysis of the presence of | the restaurant does not have a mobile app
Innovative automation systems, online ordering, mobile apps,
and other innovative solutions

Source: developed by the authors
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Table 2

Main Competitors of "Nori Sushi Lounge"

Competitor's
Enterprise Name

Short Description of Activity

Short Description of Product/Service

"Sushi Master"

"Sushi Master" An international restaurant chain found
in 39 cities across Ukraine. The company is in a growth
phase, has available funds for expanding its activities,
and consistently receives consumer requests for
opening branches in new cities. Offers affordable prices
and free city-wide delivery. A significant advantage of
the restaurant is the menu's frequent updates, several
times a month, supplemented with chef's specials.

A broad menu of sushi, as well as salads,
soups, desserts, and drinks. The "Sushi Master"
restaurant chain allows the residents of Ukraine
to fully experience the authentic taste of
Japanese food and immerse themselves in the
mysterious and extravagant culture.

The restaurant specializes in Japanese cuisine: sets for

Each set comes with a free "Chuka" salad.

"Tako" large groups, rolls, sushi, maki, rice, appetizers; there is | Offers free delivery for orders over 500 UAH.
also a separate menu for vegetarians.
A lounge club, hookah bar, and restaurant of Asian Vietnamese, Chinese, Thai, and Japanese
cuisine. These three contrasting aspects are combined | cuisines, which can be found only in Asia
in a Party-Restaurant. and at "YOUNG". The cocktail menu is a
"W OUNG" cgmbiqation of alcohol ap{i several classic
dishes in the Eastern tradition. The bar menu
also features traditional Asian alcoholic
beverages. The restaurant's highlight is the
city's largest rum selection.
Hosts celebratory events: banquets, buffets, The restaurant offers dishes prepared in an
"Edelweiss" anniversaries, engagements, weddings, etc. A cozy oven and live music.

bangquet hall for 100 people.

Source: developed by

the authors

Table 3
Scoring of the Enterprise's Positions Among Main Competitors
Evaluation (0...10)
Profitability 9 9 9 9 9
Reputation (Image) 7 8 10 7 9
Labor Productivity 7 8 9 9 8
Innovative Potential 5 8 9 8 9
Service Level 5 9 10 9 8
Product Range 7 9 6 8 8
Market Awareness 6 8 7 7 9
Introduction of Innovations 4 6 8 6 6
Staff Training 3 5 10 8 6
Competitive Strength 53 70 78 71 73
Absolute Competitive Strength 1 3 5 3 4
Source: developed by the authors
Table 4

Matrix of Main Competitors

Direct Competitors

Indirect Competitors

Strong Competitors

"Sushi Master"

"YOUNG"

The competitor is strong as it has a decent image
and a large number of potential customers.

The competitor is strong as it attracts customers
with club dances and a venue.

Weak Competitors

"TAKO"

"Edelweiss"

The competitor has recently entered the

market and does not yet have its own regular
customers. However, it is necessary to monitor its
development.

The competitor is not a threat to the future
business, as it is an indirect competitor to the
establishment.
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Figure 2. Matrix for Selecting a Competitive Strategy

Source: constructed based on [13]

ple management, resources, and processes. Ultimately,
these lead to the formation of competitive advantages in
business outcomes [12]. The development of strategies
enhances the efficiency of managing the competitive po-
tential at enterprises.

To select a competitive strategy, we propose a ma-
trix where each strategy corresponds to a specific list of
actions aimed at enhancing the competitiveness of the
enterprise (Figure 2). As evaluation criteria, we will use
information about the potential and level of competitie-
ness of the company [13; 14].

For the restaurant "Nori Sushi Lounge," it is neces-
sary to implement a flanking attack strategy by targeting
the competitor's weaknesses — the breadth of the assort-
ment, additional services, and market awareness. The
flanking attack strategy is used by enterprises that objec-
tively hold weaker positions than their competitors and
lack the resources for a full-scale confrontation [15].
The implementation of strategies based on competitive
advantages allows an organization to determine the di-
rection and method of its progression towards goals and
to achieve the following results depending on the type
of actions and strategies (Table 5).

The process of developing a competitive strategy
should be conducted in parallel with a detailed analysis
of the key business indicators of the restaurant busi-
ness enterprise to better understand the real potential
for its implementation. Companies must identify the
best business model for implementing strategies that
create value for customers and other stakeholders.
Based on the analysis of the competitiveness of the
"Nori Sushi Lounge" restaurant, we propose a series of
measures aimed at improving customer service at this
establishment (Table 6).

These measures will help improve the quality of
service and ensure an increase in the competitiveness
of the "Nori Sushi Lounge" restaurant. Quality deter-
mines customer satisfaction in the restaurant business
and is crucial as it is believed that customer satisfaction
leads to repeat visits to the restaurant. The obtained re-
sults deepen and develop the contemporary approach to
demonstrating key strategic decisions that can provide
restaurant businesses with a strong competitive advan-
tage: identifying target consumer groups, developing
unique concepts and product assortments, and creating
loyalty programs for regular customers.

Table 5
Matrix of Outcomes Obtained from Different Types of Actions and Strategies
Types of Actions Defined Strategy Undefined Strategy

Clear strategies and effective actions have led to | The strategies are unclear, but effective actions
Effective Actions successes in the past and will ensure success in have led to success in the past, though future

the future. success is doubtful.

The strategy is clear, but ineffective actions in the | Unclear strategies and ineffective actions have led
Ineffective Actions | past mean increased competition is expected in to failures in the past, and similar outcomes can be

the future. expected in the future.
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Table 6

Measures Aimed at Enhancing Customer Service

Evaluation Object Criteria

Measures

Utilization of additional services (service).

Improvement of the organization of culinary product

Sales The level of use of progressive methods of | sales

selling culinary products

Diagnosis of competitors' prices. The level | Continuous market monitoring of competitors' service
Price of prices, discount systems, and loyalty pricing and maintaining product prices at an appropriate

Product (Service)

programs level
Positioning of the product assortment. Creation of a variety of dishes. Clients are regularly
Quality of products offered new services that are not part of the main

business of the restaurant but are intended to increase
profits. The presence of standard cooking technologies,
freshness of products, food safety

Conclusions. The issue of evaluating the compet-
itiveness of an enterprise is complex and challenging,
as competitiveness consists of many different elements.
However, such an assessment is necessary for the enter-
prise to carry out a number of measures, such as deter-
mining the main directions for creating and manufactur-
ing in-demand products, assessing the sales prospects of

individual types of products, and forming product no-
menclature, setting prices for products. Considering the
specifics of the functions of restaurant enterprises, fur-
ther research should include the development of meth-
odological approaches to forming competitive strategies
based on the identification and development of compe-
titive advantages.
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