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RESTAURANT BUSINESS
FORESIGHT

Introduction. Development management of
the restaurant business is problematically orien-
ted because exogenous and endogenous factors
influence the efficiency of restaurant business
establishments.

Problem. The influence of external and inter-
nal factors of different hierarchical levels on the
restaurant business actualizes the expediency of
developing innovative and adaptive mechanisms
of interaction with the subjects of economic
relations, which are formed based on the use of
cognitive modeling in the identification and
selection of scenario vectors for predicting their
development.

The aim of the article is the scientific sub-
stantiation of scenario vectors for forecasting the
development of restaurant business establishments.

Methods. General scientific and special me-
thods of cognition such as abstract-logical, com-
parison, analysis and synthesis, system approach,
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®OPCAUT PECTOPAHHOTO
BIBHECY

Bemyn. Ynpagninna pozgeumkom pecmopan-
HO20 6i3Hecy € NpobIeMHO OPIEHMOBAHUM, OC-
KIIbKU HA eheKmueHicmo OBLIbHOCMI 3aK1a0i6
pecmopanno2o 6i3Hecy 6NIUBAIOMb eK302eHHI
ma eHoo2enHi pakxmopu.

Ilpoobnema. Bnause 306HiwiHIx ma 6HympiwiHix
YUHHUKIB PI3HO20 IEPAPXIYHO20 PIGHS HA PECIOPaH-
Hull Oi3HeC akmyanizye OOYLIbHICMb PO3POONEHHS
IHHOBAYILHUX MA AOANMUBHUX MEXAHIZMIE 63ac-
MOOII 3 ¢cyb ekmamu eKOHOMIYHUX BIOHOCUH, SKI
Gopmyrombca Ha OCHOBI 3ACMOCY8AHHA KOSHI-
TMUBHO20 MOOeTIOBANHSL 8 I0eHmugikayii ma eubopi
CUEHAPHUX 8EKMOPI8 NPOSHO3YB8AHHSL IX PO3GUINKY.

Mema cmammi — naykose 00OIpYHMYBAHHS.
CYEHAPHUX 8eKMOPi8 NPO2HO3YEAHHA PO3EGUINKY
3aK1a0ie pecmopanno2o bizHecy.

Memoou. 3acmocosano 3a2anbHOHAYKOBI ma
cneyianbHi Memoou NI3HAHHAL AOCMPAKMHO-I0214-
HULl Ma NOPIGHAHHS, AHANI3Y | CUHME3Y, CUCTHEeM-
HO20 NIOX00Y, J0IYHO20 MA KOSHIMUBHO20 MOOe-
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logical and cognitive modeling, theoretical gene-
ralization and formulation of conclusions were
applied in the article.

Results. The dynamics of restaurant business
establishments are analyzed and substantiated,
and comparative monitoring of the volume of
services sold by service sector enterprises by type
of economic activity is carried out. The advan-
tages, disadvantages, and risks of combining
restaurant business establishments into multi-
format chains have been identified.

Conclusions. The content of scenario vectors
for forecasting the development of restaurant
business establishments has been developed and
characterized; it includes a focus on consumer
values and need, collaboration of restaurant busi-
ness entities and related food service companies,
unification of formats and concepts of subjects of
the restaurant business, restructuring of business
models of restaurant business entities, techno-
logical innovations to improve consumer safety
and omnicidal marketing communication. Based
on the above, the authors’ interpretation of the
concept of "business scenario” is provided.

Keywords.: scenario forecasting, restaurant
business entity, restaurant services market, cor-
porate chains, partner chains, franchise chains,
business scenarios.

JIIOBAHHSL, MEOPEMUUHO20 V3a2aibHenHs ma (op-
MYTIOBAHHSL BUCHOBKIG.

Pesynomamu docnioxcenna. Ilpoananizo-
8aHO MA OOIPYHMOBAHO OUHAMIKY OiAlIbHOCMI
3aK1a0i6 pecmopanto2o OizHecy, 30IlCHEHO Nopi6-
HAIbHULL MOHIMOPUH2 00CA2Y Pedni3o8anHux noc-
Jye nionpuemcmeamu cgepu nocaye 3a uoamu
eKOHOMIYHOT OisitbHocmi. Busnaueno nepesaeu,
HeOONIKU Ma PU3UKU 00 €OHAHHS 3aK1A0I6 pecmo-
PaHHO20 OI3HeCy 6 PI3HOGOPMAMHI MepeCi.

Bucnoexu. Po3pobneno ma oxapaxmepuso-
6aHO 3MICM CYEHAPHUX BEKMOPI6 NPOSHO3)EAHHS.
PO36UMKY 3aK1A0I8 pecmopannHo2o OisHecy, 00
SAKUX BIOHECEeHO. OPIEHMAYI0 HA CROXNCUBYT YiH-
HOCmi ma nompedu,; Konabopayiio cyd ekmie pec-
MOPAaHHO20 Oi3HeCy ma CYnymHIix KOMNauii 3 ¢yo-
cepeicy, yHiixayiro ¢opmamie ma Konyenyit
cy0’exmie pecmopanno2o bi3Hecy, pecmpyKmy-
pusayito bisHec-moOenel cyd’ekmig pecmopam-
HO20 OIi3HeCy, MexHON02IuHI THHO8ayii 01 nio-
sULerHst OE3NEKU CROJICUBAYA, OMHIKATIbHY MapKe-
muneosy komyHikayiio. Ha niocmaei 3asnaue-
HO20 HAOAHO a8MOPCbKe MIAYMAUeHHs NOHAMMS
"6iznec-cyenapii”.

Knwouoei cnoea: cueHapHe IPOrHO3Y-
BaHHS, Cy0’€KT pecTopaHHOTrO Oi3Hecy, pHHOK
PECTOpaHHUX IIOCITYT, KOPIIOPAaTHUBHI MeEpexi,
MapTHEPChKI Mepexi, (hpaHdaii3HATOBI MEpexi,
OizHec-creHapii.

JEL Classification: L10, L11, L66, L80; M21, M31; R10

Introduction. Effective management of restaurant business entities

determines their successful functioning due to the search for new and loyalty
of customers, increasing the level of their service security, expanding part-
nership business relations, introducing contactless service experience and
digital technologies for the implementation of the product (service), the for-
mation of loyalty programs in accordance with the individual needs of
a particular segment of consumers (including disabled consumers). Manage-
ment development of the restaurant business is problematically oriented; exo-
genous and endogene factors influence the efficiency of restaurant business
mstitutions. The COVID-19 pandemic had a negative impact on their
functioning. The number of restaurant business establishments in Ukraine
was reduced by 4,000 units, which is four times more than in 2019 [1].

The main constraining factor of the foresight of restaurant business
establishments on the territory of Ukraine is the full-scale armed aggression
of the russian federation, which provoked limited access to relevant official
statistics and made it impossible to determine and analytically predict the
current state of enterprises in the market.

Problem. The impact of external and internal factors of different
hierarchical levels on the restaurant business requires innovative and adap-
tive mechanisms of interaction with the subjects of economic relations, which
are formed on the application of cognitive modeling in the identification and
selection of scenario vectors for predicting their development.
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Analysis of recent research and publications. There have been diffe-
rent publications in recent years examining management development of the
restaurant business. Many studies have explored the theoretical aspects of the
formation and development of the restaurant business (systematic analysis of
all areas of theoretical, methodological and applied research, which include
terminological apparatus; theoretical and methodological principles of manage-
ment of the development of the restaurant business [2—4]; management of the
business entity activity and the specifics of its functioning [5—12]; the use of
the Internet and digital technologies in the management of enterprises in the
market of restaurant services [14—16]), etc.

However, in the situation of russia’s armed aggression, large-scale
destruction of infrastructure and destabilization of the Ukrainian economy,
the restaurant services market needs relevant scientific research and adaptive
scenario forecasting of further directions of the functioning of restaurant
business entities.

The aim of the article is the scientific substantiation of scenario vec-
tors for forecasting the development of restaurant business establishments.

Methods. The theoretical basis of our work includes the scientific
works of domestic and foreign authors related to various aspects of the for-
mation, development, and management of enterprises (in the restaurant busi-
ness); the ethological basis is a combination of statistical and graphic
methods, which made it possible to analyze the dynamics of development
and adaptability of the restaurant business establishments (including network)
in the Ukrainian market. General scientific research methods such as analysis,
synthesis, systematization and logical generalization, methods of logical and
cognitive modeling were used to develop scenario vectors for forecasting the
development of restaurant business establishments in conditions of doing
business in Ukraine. The obtained results and conclusions are confirmed by
static and marketing research.

Results. The closure of most establishments at the beginning of the
coronavirus crisis, the unstable activities of the rest of the enterprises, caused
a total restart of the restaurant business, including the management of marke-
ting activities of enterprises. The reason for the closure of the establishments
were disagreement with tenants (34 %), debts (19 %), change of the functio-
ning format of the institution/network of establishments (19 %), reduced
customer flow after the lockdown (17 %), a radical change of the field of
activity (11 %) [17]. In addition to the above factors, it is advisable to single
out other reasons for the impossibility of effective management of marketing
activities of enterprises and the closure of a large number of restaurant
business establishments. They include a limited work schedule during the
lockdown, a dramatic decrease in consumer flow, unwillingness of existing
establishments for new activity formats, unadapted to the current market
conditions of marketing management of restaurant establishments, lack of
appropriate response of public authorities and business support, high rental
rates on the occupied area, inability to keep staff and pay for their work, etc.
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The pandemic also had a negative impact on the size of restaurant
revenues. Poster, the company for the automation of cafes, restaurants and
shops, studied this aspect. It was found that after the resumption of work of
restaurant business establishments, 54 % of the enterprises reduced the
amount of revenue, 50 % of the establishments had a reduction in revenue by
30 % and more. In July, 2019, in comparison to the result of the same period
in 2018, a decrease in the level of revenue recorded in 17 % of the estab-
lishments, in 6 % of the institutions was a decline by 30 % and more. In 2020,
in comparison to the result of the same period in 2019, these figures were
respectively 54 % and 28 %. On average, the revenue of restaurant business
establishments in July 2019 compared to July 2018 increased by 46 % against
an increase of 3 % from 2019 to 2020. That is, revenue growth slowed down
more than 15 times [18]. In 2022 the driving factor in destabilizing the activities
of domestic subjects of the restaurant business was the armed aggression of
the russian federation on the territory of Ukraine, which provoked a temporary
impossibility of their positive development due to the lack of adaptive sce-
narios for the further functioning of institutions in the conditions of active
hostilities in the country.

To determine the scenario vectors of further development, it is advisable
to analyze the dynamics in the functioning of restaurant business establish-
ments in Ukraine for 10 years from 2010 to 2020 (Figure 1).
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Figure 1. Dynamics of development of restaurants in Ukraine
from 2010 to 2020

Source: developed by the authors on the basis of [19; 20].

Thus, from 2010 to 2020, the number of restaurant business entities
decreased in the domestic market for the first time (in 2014) as a result of the
beginning of russia’s military and political aggression against Ukraine (annexa-
tion of the Autonomous Republic of Crimea, occupation of part of Luhansk
and Donetsk regions). The restaurant business dynamically recovered due to the
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growth in the number of establishments from 2017 to 2019. However, qua-
rantine restrictions on the enterprises activities, as well as a significant reduc-
tion in foreign tourists in 2020 led to a sharp reduction in the establishments
of this sphere. It was the largest decline in the number of establishments
in the restaurant services market over ten years.

It is relevant to monitor the distribution of the number of restaurant
business establishments (including chains) by region as of the beginning
of 2021 (Figure 2).
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Figure 2. The structure of the regional distribution of the number
of restaurant business establishments (including networks)
in Ukraine as of the beginning of 2021*
*Data are given without taking into account the temporarily occupied territories of the
Autonomous Republic of Crimea, the city of Sevastopol, Donetsk and Luhansk regions.
** Regions where the number of establishments is less than 1 %.

Source: developed by the authors on the basis of [19].

Based on the analysis of the data in Figure 2, the authors revealed the
following trends in the development of the restaurant services market
in Ukraine as of the beginning of 2021:

«75 % of the entire restaurant market of Ukraine was concentrated
in Kyiv, Odesa, Kharkiv, Dnipropetrovsk, and Lviv regions;

« the smallest number of enterprises was recorded in Volyn, Mykolaiv,
Khmelnytskyi, Cherkasy, and Chernivtsi regions;

« Kyiv, Odesa and Kharkiv regions were the leaders in the concentration
of a large number of restaurant business enterprises.
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Based on the analysis of the data of the State Statistics Service
of Ukraine, the authors analyzed the volume of services sold by service sector
enterprises by type of economic activity in the first quarter of the first quarter
in 2019-2021 (Table).

Table

The volume of services sold by service sector enterprises by type of economic
activity in the first quarter from 2019 to 2021(in market prices)

Realized services, UAH billion / % of the total volume
Type of economic 2019 2020 2021
activity total including the total including the total including the
population population population

Transport, warehousing,
postal services 96.45/44.8 | 11.62/12.1 | 92.83/41.0 9.94/10.7 | 93.39/39.3 6.24/6.7
and courier activity
Temporary accommodation
and food organization, 6.98/3.2 5.00/71.6 536/24 3.49/65.0 551/23 3.57/64.8
including:
Food and beverage activities: 3.65/1.6 2.46/67.3 4.04/1.7 2.57/63.6
- activities of restaurants,
provision of mobile catering 2.64/1.2 223/84.5 2.66/1.1 2.33/87.7
services,
- delivery of ready meals; 0.94/0.4 0.18/18.8 1.34/0.6 0.20/ 14.9
- drinks service 0.07/0.03 0.05/73.7 0.05/0 0.04/85.5
Information and 38.72/18.0 | 1238/32.0 | 41.41/18.2 | 14.07/34.0 | 47.28/20.0 | 15.09/31.9
telecommunications
Real estate transactions 21.42/9.9 0.71/3.3 23.27/10.3 1.08 /4.6 2473/ 10.4 0.96/3.9
Professional, scientific 2126/9.9 | 080/37 | 2453/103 | 097/3.9 |2502/105| 092/3.7
and technical activity
Activities in the field
of administration 16.59/7.7 | 3.86/23.3 17.26/7.6 4.01/23.3 1886/7.9 | 5.18/274
and auxiliary service
Education 5.69/2.6 5.33/93.8 6.01/2.6 5.63/93.7 6.86/2.9 6.40/93.3
Health care and provision 574/2.7 | 445/775 | 13.83/6.1 | 12.15/87.8 | 14.01/59 | 10.71/76.5
of social assistance
Arts, sports, entertainment |y 55,7 | 100/646 | 1.62/07 | 0.81/501 | 11.91/0.5 | 0.61/5L5
and recreation
Provision of other types 0.80/04 | 025/30.7 | 0.86/04 | 050/24.0 | 090/0.4 | 0.24/27.0
of services
Total 215.20 4541/21.1 226.97 52.35/23.1 237.74 49.91/21.0

Note: the data are provided without taking into account the temporarily occupied territories
of the Autonomous Republic of Crimea, the city of Sevastopol, Donetsk and Luhansk regions.

Source: compiled by the authors based on [19].

According to the results of the analysis of the data in Table, the authors

made the following conclusions (regarding the volume of services sold in the
first quarter 2021):

« the total volume of services sold increased by 10.5 and 4.7 % compared to
2019 and 2020, due to their volume increase in the field of information and
telecommunications, professional, scientific, administrative and technical acti-
vities, auxiliary services;

« the volume of services sold to the population is characterized by dyna-
mic fluctuations in the analyzed period. In particular, in comparison to the
result of the same period in 2019, there was an increase in the volume of
services sold by 10 % due to a corresponding increase in their share in such
types of economic activity as real estate transactions and activities in the field
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of administrative and auxiliary services. At the same time, in 2021, there was a
decline in the volume of services sold to the population in comparison to the
result of the same period in 2019: (1) by 46.3 % (transport, warehousing,
postal and courier activities); (2) by 28.6 % (temporary accommodation and
catering (including activities to provide food and drinks); (3) health care and
social assistance in 1.4 times; (4) by 38.6 % (arts, sports, entertainment, and
recreation). Other economic activities had small changes.

Businesses provided services to the population over 4.7 % in 2020
than in comparison to the result of the same period in 2021. The decline in the
final period is typical for almost all types of economic activity, including
transport, warehousing, postal and courier activities (37.2 %); real estate trans-
actions (11.3 %); professional, scientific and technical activities (4.8 %); health
care and social assistance (11.8 %); arts, sports, entertainment and recreation
(24. 6 %); other types of services (51.2 %);

e in comparison to the result of the same period in 2020, the volume
of services for temporary accommodation and catering (including the popula-
tion) increased due to a growth in their share in the following types of econo-
mic activity as restaurants, mobile food services by 3.2 % and beverage
service by 11.8 %;

« popular consumers’ services were education (93.3 %); health care and
social assistance (76.5 %); 64.8 % accounted for temporary accommodation
and catering (including restaurants, mobile food services, and beverage
service); 51.5 % accounted for art, sports, entertainment, and recreation (the
structure of the volume of services sold to the population by type of economic
activity in the first quarter from 2019 to 2021 is presented in graphic form
in Figure 3);

« the total volume of sold services to the population accounted for 21 %
from the total volume of sold services, which was less than in 2019 by 0.1 %
and by 2.1 % in comparison to the result of the same period in 2021.

Despite the negative impact of the pandemic, military and political
instability in Ukraine on the development of the restaurant services market,
there were also positive aspects: all these factors provoked a change in trends
for the effective management of marketing activities of enterprises and estab-
lishments functioning in modern conditions in general, forced to look for inno-
vative solutions in management and create new formats of activity, led to the
emergence of an adaptive product (service) that meets the requirements of the
consumer, identified market leaders who were ready to adapt to any realities of
functioning and combined the efforts of stakeholders to restore and further
develop the restaurant services market.

Association of networks of restaurant business establishments is a
promising development direction which has a number of advantages com-
pared to independent enterprises under unstable external conditions. At the
same time, such development version has its drawbacks and risks of func-
tioning (Figure 3).
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ADVANTAGES DISADVANTAGES/RISKS
) Common standards of operation Non-compliance with established corporate ]
for all institutions of the network service standards
Centralized control over compliance with . . ..
| defined corporate standards for the functioning Lack of u:)lfl‘f;llee('[i;g:i(teei :earf?ssesf activity <
of network establishments P
Increasing brand recognition thanks .
—»| to the increase in the number of enterprises Low brand reputation and consumer loyalty |

in the network to chain establishments

Expensive equipment and the lack of financial
ability to provide it to institutions that are part |q—|
of the network

—»| A unified development model that can be
tested at all enterprises of the network

Appropriate distribution of resources between Non-compliance with the uniform price list a

> netwgrk inst'itutions and the pgssibility and assortment policy
of changing their volume depending on needs
Insufficient number of qualified personnel
| Probability of business scaling at the regional to support business and develop a network  |q—|

and international levels of institutions in the region (in the case
of business scaling)

Lack of proper quality control
of the offered products (services) <—
and service

Helping to increase consumer loyalty
—> to the brand of network establishments

Figure 3. Features of the restaurant chains functioning

Source: compiled by the authors.

The network of restaurant enterprises usually misses two or more
objects and restaurants of the same format, which belong to the same owner
or are under his control, provide the same type of services and dishes, have
common centralized quality standards, a single business model, a common
procurement service, architectural design and uniforms [21].

The modern network of restaurant business enterprises in the domestic
market of services is characterized by a variety of formats of included estab-
lishments, and belonging to one or several owners. Thus, restaurants and chains,
particularly in Ukraine, are developing in three main formats (Figure 4).

The most common direction of network development of enterprises in
the market of restaurant services in Ukraine is their formation on the terms
of franchising. Approximately half of all franchises of the world’s online chains
work in the field of trade and restaurant business, where the key place is given
to fast food establishments, restaurants, industrial and food stores [22].
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/ RESTAURANT CHAINS
+ \
CORPORATE PARTNERSHIP FRANCHISING

[] Enterprises are located in
possession of one of the
owners;

[J controlled management
network of enterprises
(location selection,
implementation of single
marketing politicians, etc.);

[ business scaling and
geographical distribution
network of enterprises make
them impossible effective
manage one owner.

[J Business scaling thanks
to the opening of enterprises
under the name of the owner
and the name of his partner;

| free business conduct and
increasing influence on the
market;

| pooling of resources to
ensure competitive
advantages and minimize the
risks of a network of
enterprises, the probable
division of business between
the owner and the partner,
which, in turn, can
complicate the management
of network activities.

[J Rapid geographical spread
of network enterprises;

[ popularization and increase
in the value of the brand,
additional financial
opportunities to reduce the
costs of managing marketing
activities, and other
measures;

[ lack of proper regulation
of relations from the state;

[J the franchisee may become
a potential competitor;

[ failure to properly fulfill the
terms of the franchise
agreement.

Figure 4. Formats for the development of restaurant chains

Source: compiled by the authors based on [23].

Based on a thorough analysis of the dynamics of the development of the

number of restaurant establishments, we can calculate the share of own and
franchised enterprises that form networks, in accordance with the total
number of establishments from 2017 to 2020. The results of the calculations
are presented in Figure 5.

2017 2018 2019 2020
® The ratio of the number of own and franchise enterprises forming networks to the total
number of establishments, %
B The number of own and franchise enterprises that form networks of establishments, units

# Total number of restaurant establishments, units
Figure 5. Development of national and franchise enterprises that form

networks in their total number in the market of restaurant services
of Ukraine from 2017 to 2020*

*Statistical data from 2021 to 2022 are not published to avoid misinformation of society
in connection with military operations in Ukraine.

Source: calculated and compiled by the authors on the basis of [24].
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Thus, from 2017 to 2019, a dynamic growth in the number of own and
franchised enterprises that form networks in the domestic market of restau-
rant services and their share in the total number of establishments was recor-
ded. Despite a sharp decrease in the total number of enterprises in 2020. Due
to the consequences of the pandemic, the share of establishments ensuring
the development of restaurant chains increased by 8.1 % in comparison to the
result of the same period in the previous year. The obtained results indicate
the popularization and dynamic development of a network of enterprises in
the restaurant business.

It is advisable to consider in details the development of the restaurant
services market in the international arena. According to the results of moni-
toring carried out by the German company Statista, which specializes in
market and consumer data, it was determined that the global food services
market reached a value of 2 334 billion USD in 2020, and from 2021to 2026
its further growth is expected [25]. At the same time, it is necessary to take
into account the factor of uncertainty and unpredictability of the impact of the
COVID-19 pandemic and hostilities in the center of Europe on the general
state of the market. In particular, withsocial distancing and general caution
about staying in public places, most consumers have forced most consumers
to visit restaurant establishments less. According to this source, the change
in the number of visitors to restaurants around the world in 2021 accounted
for 18 % in comparison to the result of the same period in 2019; however, in
2020 this figure decreased by 53.55 % in comparison to the result of the same
period in 2019 [26]. With the increase in the number of visitors to restaurant
business establishments, it was also observed in the post-pandemic period, in
particular in 2022.

Based on the results of a detailed analysis in the restaurant services market,
it was determined that chains with almost 30 % of restaurant services, showing
a rapid growth rate compared to independent (own) establishments (Figure 6).
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Figure 6. The ratio of the share of national and franchised enterprises
in the world market of restaurant services from 2019 to 2020, %

Source: compiled by the authors based on [24].

According to the results of research conducted by the consalting and
auditing company Deloitte for the period from 2014 to 2020, a dynamic
growth in the number of network establishments in all represented regions

was in Asia Pacific (+ 4.3 %), North America (+ 1.9 %), Europe (+ 3.1 %) [27].
This trend is relevant and maintains a dynamic growth rate.
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Scenario forecasting of the development of restaurant business provi-
des an opportunity to take into account both external and internal factors and
justify business scenarios. Taking into account the results of the analytical
report of the company Deloitte and the obtained research results on the deve-
lopment of the restaurant business, it is possible to determine the scenario
vectors (business scenarios) of forecasting the development of restaurant
chains, which determine the further effective management of enterprises
in the market as a whole.

Business scenario 1: focus on consumer values and needs. Key aspects
of this scenario are giving the consumer an advantage to the restaurant deli-
very service; updating and expanding the capabilities of digital platforms for
making online orders; increasing the flexibility of customer relationships
through service mobility. The consequences of the development of the propo-
sed business scenario can be accelerating the exit of establishments into new
markets, expanding knowledge about the needs of the end clients with the
help of dynamic management systems; improving the quality of direct com-
munication of enterprises through the media and innovative channels.

Business scenario 2: collaboration of restaurant business entities and
related food companies. The key aspects include cooperation with potential
business partners on contractual terms; acceleration of this exit of establish-
ments into new markets; background short-term initiatives for long-term
perspective. As a consequence for business, we determine the support of food
service companies in the market; ensuring competitiveness; expansion of the
range of restaurant products and services; opening of new forms of insti-
tutions; increasing consumer loyalty.

Business scenario 3: unification of formats and concepts of restaurant
business entities. The key aspects of the proposed business scenario are com-
bination of formats and concepts in one institution (restaurant shops, salon
cafes, etc.); sales of restaurant business products through retail grocery stores
to increase consumer traffic and increase their loyalty to the network. Predic-
table consequences for business due to the use of the proposed business sce-
nario are diversification of business models of establishments functioning by
placing products in places with high consumer traffic; development of inno-
vative value proposals and formats that will meet the current behavior and
requirements of consumers; expanding partnership.

Business scenario 4. restructuring business models of restaurant business
entities that involves the introduction of alternative payment methods; inves-
ting funds for the organization of personnel trainings; confrontation of redu-
cing businesses by increasing traffic and cross-sales and the average client’s
check. Consequences for business include improving the efficiency of staff
functioning in laid; formation of innovative pricing models and payment
conditions; development of current value proposals; formation of a new
model of income from the activities of restaurant business establishments.

Business scenario 5: technological innovations for improving consu-
mer safety involves introduction of new technological formats into the acti-
vities of enterprises under the influence of external factors for consumer
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service (QR code for ordering restaurant products, contactless payments, etc.);
successful functioning of dark kitchen format institutions to reduce staff and
premises. Consequences for business include stimulating and active use
of digital innovation in the activities of restaurant business entities; maximi-
zing contactless service; reducing staff and premises.

Business scenario 6: omnichannel marketing communication involves
a long-term transition from the consumption of restaurant products in the
establishment to "home" consumption; search for new sources of income
generation of restaurant business establishments. The consequences for busi-
ness are determined by the differentiation of offers in the market of restaurant
services, the formation of new channels of communication with consumers,
the development of programs to attract consumers to target new segments, an
increase in consumer flow through the formation and implementation of
appropriate loyalty programs.

We define the concept of "business scenarios" as adaptive tools of prac-
tical significance, which determine the promising directions of activity of enter-
prises in various spheres of economic activity in accordance with the current
conditions of market functioning, taking into account external and internal factors.

Conclusions. The results of the analysis of the dynamics of the deve-
lopment of the restaurant services market, the structure of the regional distri-
bution of the number of restaurant business establishments (including net-
works), the volume of services sold by enterprises of various types of economic
activity in Ukraine indicate the prospects for further development of the market
as a whole, taking into account the implementation of the proposed scenario
vectors for forecasting the development of restaurant business establish-
ments. At the same time, this issue is debatable, because the main constrai-
ning factor to further assessment of the state of restaurant business enterprises
is a full-scale armed aggression of the russian federation on the territory of
the country, which provokes temporarily limited access to relevant official
statistics, makes it impossible to foresight restaurant enterprises due to the
uncertainty of their further condition.

Under the optimistic scenario, the economy and the social level of the
population of Ukraine and the attractiveness of the main tourist regions will
increase, which indicates the relevance, prospects, and expediency of using
certain scenario forecasting vectors in the management of restaurant business
establishments.

Based on the above-mentioned, the prospects for further research involve
the definition of conceptual approaches to the management of restaurant business
institutions, taking into account the implementation of the developed scena-
rio vectors of forecasting in modern conditions of doing business in Ukraine.
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