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With the development of the market mechanism, the problem of competitiveness of the hotel industry has sharp-
ened. In the conditions of constantly growing competition, hotel enterprises need to increase their competitive ad-
vantages, actively seek the ways and methods of improving their competitiveness. In this work, the issue of devel-
oping measures to increase the competitiveness of an enterprise in the hotel services market is being investigated. 
It also highlights the role of competitiveness in the effective functioning of hotel enterprises, defines the essence of 
this scientific category, analyzes the methods for assessing competitiveness, suggests ways to improve the com-
petitiveness of the hotel industry. The essence of competitiveness is investigated, the maintenance of competitive 
advantages of the hotel enterprise and factors of their formation are defined. The main strategic approaches to 
increase the competitiveness of the hotel business are presented.

Key words: competitiveness, hotel company, hotel industry, competition, methods of evaluation.

З розвитком ринкового механізму проблема конкурентоспроможності підприємств готельного господар-
ства різко загострилася. В умовах постійно зростаючої конкурентної боротьби підприємствам готельного гос-
подарства необхідно збільшувати свої конкурентні переваги, активно шукати шляхи та методи підвищення 
їх конкурентоздатності. У цій роботі досліджується питання розробки заходів підвищення конкурентоспро-
можності підприємства на ринку готельних послуг. А також висвітлюється роль конкурентоспроможності в 
ефективному функціонуванні готельних підприємств, визначається сутність цієї наукової категорії, здійсню-
ється аналіз методів оцінки конкурентоспроможності, пропонуються шляхи підвищення конкурентоспромож-
ності підприємств готельної індустрії. Визначити соціально-економічну сутність конкуренції та конкурентної 
діяльності на ринку готельних послуг в сучасних умовах, описані основні підходи по визначенню поняття 
«конкурентоспроможність» та основні відмінності, що допомагають визначити характер даного показника. 
Досліджено сутність конкурентоспроможності, визначено зміст конкурентних переваг готельного підприєм-
ства та чинники їх формування. Визначені та описані сильні сторони підприємств готельного господарства, 
що надають їм конкурентні переваги на ринку сфери послуг. Досліджено підходи до оцінювання конкуренто-
спроможності готельних підприємств, виявленню їх сильних і слабких позицій, вибору методів підвищення 
ефективності функціонування та посилення займаних позицій на ринку. Наведено основні стратегічні підходи 
до підвищення конкурентоспроможності підприємств готельного бізнесу та обґрунтовано найбільш ефективні 
напрями вдосконалення конкурентоспроможності.

Ключові слова: конкурентоспроможність, готельне підприємство, сфера гостинності, конкуренція, методи 
оцінки.

С развитием рыночного механизма проблема конкурентоспособности предприятий гостиничного хозяй-
ства резко обострилась. В условиях постоянно растущей конкурентной борьбы предприятиям гостиничного 
хозяйства необходимо увеличивать свои конкурентные преимущества, активно искать пути и методы повы-
шения конкурентоспособности. В данной работе исследуется вопрос разработки мер по повышению конку-
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рентоспособности предприятия на рынке гостиничных услуг. Также подчеркивается роль конкурентоспособ-
ности в эффективном функционировании гостиничных предприятий, определяется сущность данной научной 
категории, анализируются методы оценки конкурентоспособности, предлагаются пути повышения конкурен-
тоспособности гостиничной отрасли. Исследована сущность конкурентоспособности, определены качества 
конкурентных преимуществ гостиничного предприятия и факторы их формирования. Представлены основ-
ные стратегические подходы к повышению конкурентоспособности гостиничного бизнеса.

Ключевые слова: конкурентоспособность, отельное предприятие, сфера гостеприимства, конкуренция, 
методы оценки.

Formulation of the problem. Hotel enter-
prises are the material basis of the tourism 
industry and have a huge potential for sus-
tainable income in the state budget. Effective 
development of hotel enterprises is a strategi-
cally important area for tourism. As an element 
of infrastructure, the hotel industry reflects the 
arrangement of social space within the city, cul-
tural and business facilities and production. The 
activity of hotel enterprises contributes to the 
strengthening of social ties, turning them into a 
system of integration processes with the imple-
mentation of socio-cultural exchange and the 
development of a culture of knowledge.

Despite the large number of factors that affect 
the competitiveness of the enterprise, its ability 
to produce quality products or services and cre-
ate favorable conditions for their promotion on 
the market remains decisive.

The desire of hotel enterprises to achieve 
commercial success necessitates increasing of 
the competitiveness of services provided by com-
prehensively solving the problem by improving 
the activities of all hierarchical units and depart-
ments of the hotel. This opinion is confirmed in 
the research of I.V. Bagrova and O.G. Nefedova, 
who believes that preference should not be given 
to individual factors, so the components of com-
petitiveness formulate this state as a whole, and 
not taking into account the individual components 
can reduce the capacity of the enterprise [1]. 

The market of hospitality services is open and 
competitive, it has significant pressure on the 
hotel industry, forcing it to constantly improve 
the quality of its services [2]. Given this, one of 
the most important areas of hotel management 
is the search for effective strategic solutions to 
ensure the competitiveness of services.

Analysis of recent research and pub-
lications. Such scientists as M. Porter, 
F. Kotler, J.J. Lamben, A.J. Strickland III, David 
W. Krevens, I. Zulkarnaev, L. Ilyasova, L. Azoev 
E. Dzhandzhugazova, R. Fatkhutdinov, I. Lifitz, 
I. Spiridonov, A. Yanovsky and others dealt 
with the problems of determining the strategic 
directions of increasing the competitiveness of 
enterprises. Components and factors of compet-

itiveness, conditions, features and methods of for-
mation of competitive advantages of enterprises 
are covered in the works of O.M. Anisimova, 
I.V. Bagrova, L.V. Balabanova, A.Yu. Leontieva, 
N.M. Kuznetsova, L.I. Nechaiuk, O.H. Nefedova, 
V.A. Pavlova, P.O. Podlepina, S.P. Smoleniuk 
and others. Despite the sufficient amount of sci-
entific and methodological literature on manag-
ing the competitiveness of service enterprises, a 
number of issues related to increasing the com-
petitiveness of enterprises are still unresolved, 
in particular for the hotel industry. Given this, we 
believe that the chosen direction of research is 
extremely relevant in modern conditions.

Setting the goal of the article. The purpose 
of the study is to develop measures that will 
increase the competitiveness of enterprises in 
the hospitality market.

Presentation of the main research mate-
rial. First of all, it should be noted that there 
is currently no scientifically sound and gener-
ally accepted definition of "competitiveness". 
Despite the different approaches to defining the 
essence of the concept, all researchers note the 
comparative and temporal (dynamic) nature of 
this indicator. 

Comparative nature means that competitive-
ness is not a specific phenomenon to a particular 
object (country, industry, enterprise, product or 
service). It does not come from its inner nature, 
but manifests itself only when comparing this 
object with others. The result of this comparison 
is determination of the level of competitiveness.

Temporal nature (dynamism) means that the 
level of competitiveness achieved by an object in 
a certain period of time cannot be considered as 
a long-term characteristic of its market position, 
regardless of the efficiency of activity. Opposi-
tion of other business entities, determination and 
activity of their competitive strategies can lead to 
the loss of the achieved position and reduce the 
level of competitiveness [3].

Competitiveness is a complex multi-level con-
cept, the analysis and evaluation of which must 
be most closely linked to its specific level.

For our study, it is important to distinguish 
the competitiveness of the enterprise as a 
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complex economic category. Because the con-
cept of competitiveness is associated with the 
definition of the nature and role of competition 
which are caused by a number of key problems 
of economic activity. The company's ability to 
compete in a particular market directly depends 
on the competitiveness of the product, a set of 
socio-economic and organizational factors, as 
well as methods of enterprise’s activities that 
affect the results of competition. Recently, the 
"formative" competition aimed at finding ways for 
competitors to cooperate in sales and marketing 
(eg, creating joint offers for hotel customers from 
competing groups located in different cities) is 
becoming more widespread in the hotel services 
market [4].

The hospitality industry is characterized by 
a high degree of competition, dependence on 
seasonality, natural, general political and other 
external factors. Conditions of development of 
the hotel services’ market, complexity of work on 
it are dictated also by features of functioning of 
the hotel enterprises.

The economic essence of hotel activity is 
intangible. Hotel companies offer their product to 
the market in the form of a service, the production 
of which involves the consumer. Thus, the initial 
element in the interpretation of the term "com-
petitiveness of the hotel industry" can be consid-
ered as the preferences and choices of consum-
ers of hotel services. Competitiveness is the key 
to a successful transition from customization to 
personalization of customer experience. 

Competitiveness of the enterprise is reached 
at productive and faultless work in the market 
and reliable reputation. The company, which 
operates in a market for a long period of time, 
has significant competitive advantages over an 
enterprise that only enters that market or oper-
ates in it for a short period of time.

According to I.I. Dakhno, competitive advan-
tages are the assets, which are owned by the 
company and help to win the competition [5].

L.V. Balabanova believes that the company's 
strengths are those that provide an advantage 
over competitors and are important for the tar-
get market. The scientist identifies three main 
competitive advantages, noting the decisive role 
of marketing in their formation: organizational, 
functional, those which are based on the rela-
tionship with the external environment [6].

Organizational benefits include:
– marketing experience;
– organizational structure of marketing man-

agement, conditions of effective interaction of 
marketing service with other structural divisions.

Functional benefits include performance indi-
cators in marketing functions:

– knowledge of consumers, their demands 
and preferences in terms of target markets;

– competitiveness of goods (services), efficient 
distribution, effective sales policy, flexible pricing 
policy, effective communication policy, etc.

Advantages based on relations with the exter-
nal environment are based on the formed relations 
of optimal interaction with both macro-environ-
mental factors (political, organizational, economic 
structures, social bodies, etc.) and micro-environ-
ment factors (consumers, suppliers, marketing 
intermediaries, other contact audiences) [6].

Thus, competitive advantages are the 
strengths of the enterprise, which provide an 
advantage over competitors and are attractive to 
the target market.

It should be noted that increasing of the com-
petitiveness of hotel enterprises is primarily asso-
ciated with the possibility of its evaluation. At this 
stage, there is no generally accepted method of 
assessing the competitiveness of the organization.

In developed countries, most common meth-
ods are methods are specific economic and quan-
titative in nature. They are based on a systematic 
analysis of the enterprise, reflecting its activities 
on all leading parameters (including analysis of 
resource efficiency and profitability, analysis of 
the sustainability of the organization, etc.). 

In our opinion, the use of such a system of 
indicators to identify the level of competitiveness 
of the hotel is not entirely acceptable, because 
most of the estimated basic information is a 
trade secret of enterprises. It is more effective 
in domestic business conditions to base the 
assessment of the level of competitiveness of 
the hotel on such indicators as quality, price, 
level of service, image, etc. [7].

The competitiveness of hotel enterprises 
should be assessed comprehensively by all cri-
teria and areas of activity, therefore, it is possible 
to use several methods simultaneously.

It is also important to assess the hotel market 
as a competitive environment of the hotel com-
pany: its capacity, level of competition and so on. 
To analyze the state of the hotel services market, 
the index method is widely used, based on the 
calculation of special indicators and their com-
parison. The most important indicators are the 
coefficient of occupancy and the average room 
rate. These indicators are a necessary basis for 
calculating the relevant indices.

The main recommendations for solving prob-
lems in the field of competitiveness of hotel ser-
vices are:
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1. development of organizational and eco-
nomic mechanism of territorial quality manage-
ment of hotel services;

2. formation of a unified system of state qual-
ity control of these services;

3. introduction of international standards and 
other normative documents into the hotel man-
agement system;

4. organization of the system of education 
and advanced trainings on management of the 
hotel industry [8].

In our opinion, this will allow us to provide 
quality services, and in the current environment 
it is a necessary tool to ensure efficient operation 
and to strengthen the level of competitiveness.

To improve the quality and culture of cus-
tomer service, as well as competitiveness in the 
global hotel services market, enterprises must 
have not only a high level of comfort, but also a 
wide range of additional services. It is advisable 
to organize hotel service not on the principle of 
demand, but on the principle of supply.

It should be noted that the driving force of 
competition is an incentive for innovation. Due to 
innovative solutions it is possible to improve the 

quality of services, improve their useful effect, 
expand the range of offers, thereby forming 
effective competitive advantages.

Conclusions. In today's market conditions, 
the main goal of the hotel industry is to achieve a 
competitive advantage in the long run, which will 
provide a high level of profit and stable economic 
growth. Thus, based on the above, it can be argued 
that competitiveness is the most important factor in 
ensuring the effective and profitable development 
of the enterprises in the hospitality industry. This 
category determines the ability of hotel enterprises 
to operate not only in the current financial, eco-
nomic and political conditions, but also during the 
financial and economic crisis. Therefore, the deve-
lopment of measures to increase competitiveness 
is strategically necessary and involves a set of 
measures for the systematic improvement of ser-
vices, the constant search for new types of adver-
tising, new groups of potential customers, service 
improvement and more.

Thus, in the hotel industry it is necessary to 
implement more effective and advanced person-
nel management systems that will overcome the 
above stages with maximum results.
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