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Hanpsamu niasuuLeHHA epeKTUBHOCTI yrnpaBniHHSA NigNnpUEMCTBOM
roTesibHOro rocriogapcTea YKpaiHu LWISAXOM peanisauil
KOMYHiKaLiHOT NOMiTUKHK
CeiTnaHa CepriiBHa PubakoBa, [leHnc AHaTtoninosny MMpoHoB,
Hatania BonogumunpisHa Poroea

[NontaBCcbKkuii yHiBEPCUTET €KOHOMIKM | TOPriBJIi
36000, Byn. Kosans, 3, lNontaBa, YkpaiHa

AnoTauif. CTaTT:a NpyUCBAYEHa BYUBYEHHIO CYTHOCTI KOMYHiKaI[il1HOI IO TYKM MiITIPMEMCTB TOTETbHOTO TOCIIOfIapCTBa,
0CO6MMBOCTEN BUKOPUCTAHHS peKIaMyl Ta HaNpsIMiB IifBUIIeHHA i e(eKTUBHOCTI B CyJacHMX yMOBax. MeTolo
TOCTIIKEHHA € PO3IVLA/, HAIPAMIB IiIBUIIEHHA eeKTUBHOCT yIIPaB/IiHHA Mi/JIIPUEMCTBOM TOTEIbHOTO TOCIIOfiAPCTBA
B YKpaiHi. MeTopfooris gocmimKeHHs 6a3yeTbcsl Ha TaKUX 3ara/IbHOHAYKOBUX METOMIB OC/TIKEHH fAK: aHami3 i
CMHTES, CHCTeMATH3allisd Ta y3arajbHeHHA. BusHa4eHo OCHOBHI 1i/Ii yIIpaB/liHHA HiAIPUEMCTBOM YePe3 KOMYHIKaliiiHy
HOMITHUKY, SIKi BK/IIOYAIOTh B ceOe: YIOCKOHATEHHs CIIOXVMBYMX BiJHOCMH MDK CIIOXXMBAaYaMU IIiJj 4ac MPOLeCy
o6Miny iHpopMariieio; 3abe3mnedeHHs eeKTUBHOIO 0OMIHY MK Cy6’eKTaMM i1 00’ €KTaMu YIPaB/IiHHS; CTBOPEHHS
indopmarniiHux MOTOKIB Anst 06MiHy iHdoOpMalii€lo MK OKpeMuMM MpaljiBHUKAMM, TpyIaMu ii KOOpAMHALl X
3ajad i fiii; perynoBaHHA Ta paljioHaisanis iHGopMaLiiiHUX TOTOKIB. Y CTATTi 00IPYHTOBAHO, 1110 /1A YIIPAB/IiHHA
HiJIIpUEMCTBOM KOMYHIKal[iliHi actiekTn GyHKIiOHYBaHHS MiIIPUEMCTB rOTENBHOTO TOCIIOAAPCTBA HEJOCTATHBO
aJlanToBaHi 1o KaHoi cepu AismbHOCTI. Byio po3IIAHYTO HOHATTS «KOMYHiKalliliHa IOJITIKa», @ TAKOX CTPYKTYPY
PeKIaMHO-KOMYHIKaIITHIX 3ac00iB IPOCYBAHHS TOTENMBHUX ITOCIYT. Y CTATTi IPECTABIEHO 1[i/li KOMYHIKaliTHO
HOMTUKY epeKTMBHOIO YIpaB/IiHHSA TOTEIbHUM TOCIOAAPCTBOM YKpaiHy, a TaKOXK IIPOaHaTi30BaHO eIeKTPOHHI
CTOPIHKYM HU3KM IifIPUEMCTB IOTEIBHOTO TOcnofapcTa Ykpainn. Lle gocmimkenHs Moxxe OyTH BUKOpUCTaHe 3
METOIO BUBYEHHS Ta YOCKOHA/ICHH CYCTeMM YIIPaB/IiHHA Y cepi rOTeNbHOro rocrofapcTa. Pesynbraryt foCimKeHHA
MOXYTb OyTI BUKOPUCTaHI HAYKOBLSMU I IPOBE/IeHHs NTOJaIbIINX JJOCTIKEHb, @ TAKOX MeHefKepaM, 1110
HpAIoITh ¥ cdepi roTeIbHOro HisHeCy 3 METOI YJ0CKOHA/IEHHsT po60YOro IpoLiecy Ta MiABMIeHHS PiBHS BIaCHUX
3HaHb

KntoyoBi cnoBa: Mb>KHapORHi TypUCTUYHI BIUCTaBKM, TOTENbHIIT MEHEIKMEHT, peK/TaMHO-KOMYHIKaIiiiHi 3aco6n,
PVHOK TYPUCTUYHUX IIOC/YT, peai3allis MapKeTMHIOBIX CTPaTETiN
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Abstract. The study is devoted to the investigation of the communication policy of hotel industry enterprises, the
features of using advertising, and ways to improve its effectiveness in modern conditions. The purpose of the study is
to consider the areas of improving the efficiency of hotel management in Ukraine. The study is based on the following
general scientific methods: analysis and synthesis, systematisation, and generalisation. The main goals of enterprise
management through communication policy are defined, which include: improving consumer relations during
the exchange of information; ensuring effective exchange between subjects and objects of management; creating
information flows for information exchange between individual employees, groups of coordination of their tasks
and actions; regulating and rationalising information flows. The paper proves that for enterprise management, the
communication aspects of the operation of hotel enterprises are not sufficiently adapted to this field of activity. The
concept of “communication policy” was considered, including the structure of advertising and communication tools
for promoting hotel services. The study presents the goals of the communication policy of effective management of
the hotel industry in Ukraine and analyses the electronic pages of a number of hotel enterprises in Ukraine. This
paper can be used to investigate and improve the management system in the hotel industry. The findings can be used
by researchers to conduct further study, and also by managers working in the hotel industry to improve the workflow
and the level of their own knowledge

Keywords: international tourism exhibitions, hotel management, advertising and communication eools, travel services
market, implementation of marketing strategies

Introduction

Nowadays, the hotel industry in Ukraine is developing
quite intensively and dynamically. At the same time,
the transformation processes that are taking place in
the national economy of Ukraine require the develop-
ment of qualitatively new approaches to the establish-
ment of effective management mechanisms in the hotel
industry [1]. Therefore, for effective management of
the hotel industry at all stages of its operation, it is im-
portant to find scientifically effective and innovative
approaches to the establishment of communication
policies of hotel enterprises and improve the means of
its implementation. This is also confirmed by the fact

Suggested Citation:

that in recent years, simultaneously with the growing
role of marketing in the activities of hotel enterprises, the
role of marketing communications has also increased [2].
These enterprises constantly promote their services to
consumers and customers, trying to fulfil several goals:
to inform promising consumers about their services
and the conditions for their sale; to convince consumers
to give preference to these enterprises and the services
that they provide; to force the consumer to act — con-
sumer behaviour is directed at what the hotel services
market offers at the moment. The presented goals are
achieved through advertising, choosing a good hotel

Rybakova, S.S., Myronov, D.A., & Rohova, N.V. (2020). Areas for improvement of the hotel management efficiency in Ukraine
through the implementation of communication policy. Scientific Bulletin of Mukachevo State University. Series “Economics”,
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name, successful design, distributing free coupons, press
releases, and other communication activities. The above
data indicate the feasibility of setting up effective man-
agement and marketing communications system [3].

Ukraine is a potentially strong competitor in the
tourist services market, as it has rich recreational re-
sources that not all countries of the world can boast
of, but with the help of other opportunities, it attracts
more and more tourists every year. A favourable climate,
access to two seas at once, the presence of mountains
and a large area of clean, unspoilt nature are the main
priorities of the country. The main problem is the
inability to provide a sufficient level of financing for
tourist infrastructure and superstructures. This issue
is extremely relevant due to the reduction of natural
resources, the revenues from the sale of which form
the budget of a developing country. Thus, the issue of
studying the areas of improving the efficiency of man-
agement of the hotel industry enterprise in Ukraine
through the implementation of communication policy
is particularly relevant [4].

The analysis of research papers on this issue has
shown that studies on the establishment of marketing
policy, which was conducted earlier, did not sufficiently
consider the industry specifics of the hotel industry,
were not always systematic, did not sufficiently reveal
the features of marketing communications management
and approaches to the establishment of communication
policy, the effectiveness of its means, in particular, adver-
tising, etc. This sets the task of conducting further re-
search in this line, in particular, to improve the effec-
tiveness of advertising services of hotel enterprises in
Ukraine. This determined the choice of the research
topic, its purpose and task namely: to determine the
essence of the communication policy of hotel enter-
prises, the specifics of using advertising as a means of
promoting hotel services and establishing communica-
tions between their producers and consumers, to sug-
gest ways to improve its efficiency in modern business
conditions [5].

The purpose of the study is to review the areas
for improving the efficiency of hotel management in
Ukraine, and an analysis of the ways of improving ef-
ficiency through the implementation of communication
policy.

Literature Review

The theoretical and methodological basis of the study
is the fundamental provisions of hotel management
through marketing communications and management,
the papers by Ukrainian and foreign researchers. Thus,
general issues were considered by: H.Y. Roglev [6],

0.0. Gudzovata and S.I. Baylik, at the same time the
establishment of marketing policy and the study of
problems, occupy a prominent place in the papers by
J. Burnett and S. Moriarty [7], V.A. Aleksunin [8],
L.V. Balabanova, O.V. Krutushkina [9], M.P. Malskaya,
V.V. Khudo [10], B. Mattel [11], R.B. Nozdreva [12],
E. Romat [13], N. Ponomareva, A.M. Ponomarev [14],
T. Prymak [15], and marketing practitioners - F. Kotler,
K.L. Keller [16].

Online guest reviews are an important argument
when customers choose a hotel. In this regard, foreign re-
searchers [5] conducted a study aimed at investigating
how the hotel management's responses to comments
posted on online review sites, such as TripAdvisor, af-
fect the perception and choice of customers. This pilot
study uses a semi-experimental approach to investigate
how a hotel's perceived image, attitude, and hypothet-
ical guest's intention to stay there are affected by three
different hotel responses to negative online reviews,
including: “no response”, “negative response’, and “an-
swers to the renewal of service” The results showed
that providing a response to the renewal of service
improved the hotel's image, attitude, and hypothetical
intention to stay there. By comparison, respondents'
image and attitude to the hotel were rated the lowest
for “no response”, which indicates that any response
from the hotel, even a negative one, would be better
than not taking any action. This study offers valuable
results and developed strategies for researchers and hotel
management in terms of addressing negative online
reviews [5].

With the development of the Internet, online
reviews provide a new perspective for evaluating and
finding alternatives. From the standpoint of choosing
a hotel as a long-term partner, the comprehensive op-
eration of hotels in the long-term dimension becomes
a vital factor. Considering the above factors, the ana-
lysed study by foreign researchers [17] offers a multi-
stage decision-making method with several attributes:
the method is based on online reviews of hotel selec-
tion. First, the paper examines hotels in several stages.
Second, the paper establishes an aspiration satisfaction
function that considers various preferences and aspi-
rations to make the decision-making process more
flexible. Third, the paper provides three different de-
velopment rates for establishing multi-step time aspi-
rations to offer more opportunities. Finally, the paper
illustrates efficiency using a practical example and pro-
vides management recommendations for both decision-
makers and alternatives based on modelling results [17].

In one of the studies reviewed, the author eval-
uated the social media behaviour of luxury hospitality
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establishments and provided suggestions for improving
the effectiveness of organic messages [18]. All five-star
tourist establishments operating in Turkey were in-
cluded in the study, and publicly available data from
publications on the Facebook accounts of 441 estab-
lishments (out of a total of 612) were examined during
the peak tourist season for one month. Data on 2012
Facebook posts were obtained manually and filtered
to 1,847 posts. The data collected by the author was then
encoded using a content analysis form and analysed
using ordinal regression. The results highlighted the pos-
itive effects of interactive content and engaging con-
tent, and the importance of content type for achieving
greater interaction between netizens and the institu-
tion. The location of the establishment and the cate-
gory (hotel, resort village, thermal hotel) also turned
out to be important factors influencing the interaction
between them [18].

Methodology

Effective solution of the problems facing the solution
of this problem is carried out in the study using such
general scientific research methods as: analysis and
synthesis, systematisation, generalisation, and scien-
tific abstraction. In particular, the methods of synthe-
sis and analysis were used to consider the concept of
“communication policy”, and to analyse the structure
of advertising and communication tools for promoting
hotel services. The method of systematisation was used
to clarify the definitions, namely: marketing policy of
hotel enterprises, product policy, sales policy, and com-
munication policy. The method used is the process of
combining various knowledge about objects into one
scientific system, which establishes their unity and is
based on the study of the essential connections that unite
these objects. The generalisation was used to present the
goals of the communication policy of effective hotel
management in Ukraine.

During the analysis of the role of marketing
policy in the activities of hotels of various categories,
the electronic pages of a number of hotel enterprises
in different regions of Ukraine were analysed: Kyiv,
Dnipropetrovsk, Odesa, and Lviv. The main criteria for
evaluating the quality of web-sites were informative
content, availability of a photo gallery, customer reviews

about the hotel, relevance and truthfulness of the posted
information. Based on the results of the research, pes-
simistic conclusions were drawn, which were caused
by general shortcomings that follow when using the
Internet page as a communication channel for the es-
tablishment and implementation of communication
policies by these enterprises. The theoretical and method-
ological basis of the study on this problem is the fun-
damental provisions of hotel management through mar-
keting communications and management, the papers
by Ukrainian and foreign researchers. The character-
istics and interpretation of the term “communication
policy” by modern researchers were presented in the
process of analysing the literature. According to the results
of the analysis, ambiguity in the interpretation of other
concepts that characterise the communication aspects
of the operation of hotel enterprises, their insufficient
adaptation to this field of activity, was revealed.

The use of tabular and graphical techniques al-
lowed providing a visual interpretation of the research
results. Generalisation of the new scientific results
obtained, and the formulation of conclusions through
in-depth knowledge of the growing role and methods
of implementing marketing policy to promote hotel
services in the market was carried out using the method
of scientific abstraction.

Results and Discussion

According to the analysis of a number of literature
sources, the communication policy of hotel enterprises
is defined as an effective tool for the manufacturer and
consumer of hotel services, because when forming the
marketing policy of a hotel enterprise, it is important
not only to create a competitive product or service,
setting an appropriate price for it that meets the needs
of the market, but also to convey detailed and complete
information about the hotel product to consumers, its
consumer properties and values to the enduser in a timely
and fast manner [19]. This is exactly what the commu-
nication policy of the hotel industry enterprise should
contribute to. Nowadays, there are a significant number
of definitions in the scientific literature that reveal the
content of the term “communication policy” to one
degree or another (Table 1).
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Table 1. Characteristics and interpretation of the term “communication policy”
by modern researchers

Author Characteristic

A communication policy is a system that ensures the transfer

1 F. Kotler [16]

of information about a product or its organisation itself to potential

and existing consumers to promote this product to the sales market

Communication policy is a certain set of measures for establishing,

2 R.B. Nozdreva [12]

maintaining and developing connections based on the use of
psychological models of communication skills to increase sales of goods

and services

3 V.A. Aleksunin [8]

Communication policy is the use of such marketing tools that can be used
by carriers of information sent to the market

Communication policy is a communication mix, namely: the relationship

4 E.V. Romat [13]

between four elements of marketing communications (advertising, public

relations, sales promotion, and direct marketing)

Communication policy is a promotion structure, namely: a combination

5 Y. Wells, J. Burnett [7]

of personal sales, advertising, trade promotion, and public relations

to create a consistent news structure

In addition, according to the results of the analy-
sis of scientific views, ambiguity was revealed in the
interpretation of other concepts that characterise the
communication aspects of the operation of hotel enter-
prises, their insufficient adaptation to this field of ac-
tivity. This made it necessary to clarify the definitions,
namely:

— marketing policy of hotel enterprises is a system
of measures for the establishment of communication
policy, branding policy, which considers changes oc-
curring in the internal and external environment. It is
also aimed at improving the efficiency and manage-
ment of the hotel industry enterprise, increasing the
competitiveness of loyalty management and creating
a positive image among consumers;

— product policy of hotel enterprises is a set of its
consumer characteristics, competitive advantages of
hotel services, the process of forming a hotel product,
and the ability of the product to meet the needs of
consumers;

— sales policy of hotel enterprises is a complex system
of movement of a product or service on the way from
the manufacturer (hotel) to the consumer through in-
termediaries or without their participation, while it is
necessary to minimise such types of costs as: financial,
time, and human (personnel costs);

— communication policy in the hotel industry is a
process that is purposeful, economically justified in
transmitting information about a product (service)
and its value to the main consumer through channels to
form a desire to purchase a certain product or service [9].

Thus, summing up the preliminary results, it is
worth noting that the communication policy of the

hotel industry enterprise is a component and one of
the measures of its marketing policy. In addition, the
effectiveness of a communication policy largely depends
on the means of its implementation, in particular on
the means of communication, among which advertising
plays an important role. It is worth noting that the struc-
ture of the advertising market for the hotel industry,
due to its low profitability, a narrow segment of con-
sumers has a slightly modified system - a significant part
of the advertising budget of hotel enterprises belongs
to print media, and the global role of online advertising
in all its possible types.

Advertising of hotel enterprises is a paid, pur-
poseful, and non-personal message that is carried out
through mass media and other types of communication
that promotes the services and products provided by
the hotel enterprise [15]. Advertising tools are necessary
to promote hotel services by the brands of accommo-
dation facilities that provide them. Competent and
effective advertising of hotel enterprises can support
its good reputation, promote sales of hotel services, and
make it known to a wide range of consumers. The main
role of advertising in the process of promoting the ser-
vice is to simultaneously inform about the placement
tool, restaurant establishment and its services, the main
purpose of which is to convince potential consumers
to choose this placement tool and the services that it
offers, and to confirm the confidence of consumers who
already use the services of this placement tool in their
choice.

Analysis of the practical activities of hotel enter-
prises in Ukraine regarding the effectiveness of their
advertising activities, suggests that, sometimes, errors
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in setting the goals of marketing communications, de-
termining the target audience, positioning the hotel
product, determining the volume of the advertising
budget, strategy and tactics of creating an advertising
message, and the lack of a single unified system for
monitoring and evaluating the effectiveness of an ad-
vertising campaign, can carry certain risks associated
with significant financial losses.

Analysing the structure of advertising and com-
munication tools for promoting hotel services by en-
terprises of the hotel industry of Ukraine, it is worth
paying attention to a significant drop in almost all
advertising volumes that were used earlier to promote
a hotel product to consumers of hotel services, in

particular, there is a tendency to reduce advertising on
regional television, on transport, significantly reduced
the number of printed advertising, with the help of
which the hotel product was promoted among con-
sumers [14]. At the same time, despite the significant
development of information and computer technolo-
gies, it is advisable for hotel enterprises to pay more
attention to the issues of advertising on the Internet in
all its manifestations, which will increase the contact
audience and expand the sales channels of the hotel
product among consumers of hotel services. Figure 1
graphically presents the structure of advertising and
communication tools for promoting various services of
Ukrainian hotel enterprises on the market as of 2017.

33%

m On television

m On transport

m Outdoor and indoor advertising
On the Internet

m Printed media

Figure 1. Structure of advertising and communication tools for promoting hotel services of Ukrainian hotel
enterprises on the market as of 2017, %

Source: compiled by the authors based on [2]

Nowadays, the promotion of a hotel product
through television channels is the most unprofitable
means of marketing communication, because, consider-
ing the cost of the service, namely from UAH 3,500 for
broadcasting a 15-minute video about a certain hotel
enterprise, this type of promotion of hotel services can
only be used by chain hotels, which are located not
only on the territory of Ukraine, but also abroad. In this
case, itis due to this type of advertising that it is possible
to convey to the consumer of hotel services about ac-
commodation facilities that are located on the territory
of other countries, and will be appropriate for travelling
tourists. But still, the expediency of this type of adver-
tising is not always effective, since it covers a much
smaller number of consumers than advertising hotel
services on the Internet. And thus does not restrict the
receipt of information by the consumer of hotel ser-
vices, according to a certain location at the location.

In recent years, the promotion of hotel services
has been carried out through the use of internet com-
munications [11]. Most travellers on tourist or business
routes use the Internet search and use online booking
services. It is for more than 49% of tourists that the
Internet is the primary source for finding places to
book a hotel and search for recreation. Nowadays, the
hotel industry's own electronic page is becoming an
increasingly effective communication channel for distrib-
uting its services [6]. This service is necessary precisely
to provide consumers with the opportunity to choose
ahotel product, evaluate its advantages and competitors
among all accommodation facilities. It is the hotel's
website and its Internet page that is a brandbook, a pre-
sentation of services and a product that offers accom-
modation options and acts as a way of communication
between the guest and the accommodation facility.
If there are no reviews on the website or any other
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information about the location and methods of accom-
modation, guests do not have confidence in the hotel.

At the same time, after analysing the electronic
pages of a number of hotel enterprises in Ukraine, the
study came to somewhat pessimistic conclusions that
characterise the general shortcomings that manifest
themselves when using the Internet page as a commu-
nication channel for the establishment and implemen-
tation of communication policy by these enterprises:

— information on sites is not updated quickly enough,
and sometimes it is irrelevant or outdated;

— information about the hotel product is not always
provided in foreign languages, which creates numerous
problems when communicating with foreign tourists;

— poorquality photos are presented or there is no
photo gallery in general about the hotel and services,
which does not allow travellers to get acquainted with
the hotel in advance without visiting it;

— false or outdated information about the availability
of free additional services and the pricing policy for room
accommodation;

— electronic pages are devoid of real reviews about

the hotel, are subject to strict censorship, as a result of
which all negative comments are removed by the site
administrator, which also does not provide truthful
information about the hotel's work;

—lack of an online booking system, which is more
convenient for using the hotel product by consumers
travelling or on a business trip.

The provided characteristics are not typical for
accommodation facilities that have the category “***”
and “****” stars. However, there are also certain dis-
advantages here, in particular, quite often there is no
complete information about the service provided by
the hotel and which would help tourists quickly and
conveniently get acquainted with the services of hotel
farms in different points of consumer deployment [10].
Figure 2 shows the goals of the communication policy
of effective hotel management in Ukraine.

Summing up the research, it should be noted that
the communication policy of hotel enterprises in Ukraine
plays an important role in promoting hotel services in
the market and in implementing marketing policy in
general.

4 )

Ensuring the effective
exchange of hotel product
information between
entities and facilities

- /L

Involvement of additional
information channels for
effective exchange of
information about the hotel
product between a certain
group of employees

)

Regulation and

rationalisation

of information
flows

—

Improving
consumer
relations in
the process
of information
exchange

RN J

Figure 2. Objectives of the communication policy of effective hotel management in Ukraine

Conclusions

An important role in the implementation of the com-
munication policy ofhotel enterprisesis played by such a
tool as advertising. Notably, the communication policy
of Ukrainian hotels plays an important role in promot-
ing hotel services in the market, and in implementing
marketing policy in general. At the same time, consid-
ering the expediency and urgent need to increase the
level of awareness of consumers of hotel services, the
development of ways of improving the effectiveness of
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