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ANALYSIS OF COMPETITIVENESS OF ENTERPRISES
IN THE RESTAURANT SERVICES MARKET

The article conducts a comparative analysis and evaluation of the market positions of restaurant enterprises to identify
key areas for their development and ways to increase their competitiveness in the food service market. The main goal of this
article is to analyze the competitiveness and assess the development potential of restaurant enterprises in the Dnipropetrovsk
region, justifying ways to improve their market positions.

The study analyzes the current restaurant services market and identifies key development directions, including the growth
of demand for healthy food, technological progress, the development of gastronomic tourism, social media, and information
technologies. A comparative graph-analytical method for determining competitiveness and ranking restaurant enterprises is
formulated, consisting of operations such as forming criteria parameters and establishing their weights, selecting competitors,
determining ranking characteristics, calculating competitiveness indicators and overall enterprise ranking, identifying leaders
and outsiders, building a competitiveness matrix and zone, and determining the radius of the leaders’ circle.

Based on the results of the graph-analytical analysis, the indicators for evaluating the potential of the studied enterprises
in the restaurant services market of the Dnipropetrovsk region were calculated according to defined criteria parameters, as
well as their level of competitiveness. Using the obtained indicators, a matrix and a graph of the competitive positions of the
establishments were built. By determining the placement range of each food enterprise in the competitive field zone, their
positions were characterized as follows: the "Silver" restaurant is in the zone of untapped potential; the "Magnum" restaurant
is closest to the leader in the attack waiting zone, the "Oasis" restaurant is in the leaders' zone, and the "Kvitan" restaurant is
in the outsiders' zone.

Based on the evaluation results of the "Kvitan" enterprise, proposals for improving its activities and strengthening its
competitive positions were formulated, including: improving the atmosphere, increasing comfort and service quality, enhancing
staff qualifications, and greening the restaurant’s territory.

Key words: restaurant services market, food enterprises, competitiveness, analysis, graph-analytical method, evaluation
indicators, criteria parameters.
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Koina 0. I, Hepaba H. O., Cabipos O. B., Caiicax €. JI., Anmynin K. O. Ananiz KoHKypenmocnpomoyicnocmi
niOnpuUEMcme Ha PURKY PECIOPAHHUX NOCTY2

Y emammi nposederno nopisranvrutl ananiz ma 30iliCHEHO OYIHKY PUHKOBUX NO3UYILL 3aK1A0I6 PeCMOPAHH020 20CH00ap-
cmea, GUAGNIEHO KNIOUO08I HANPAMU iX PO3GUMKY MA WNAXY NIOBULEHHS KOHKYPEHMOCHPOMONCHOCIE HA PUHKY DECIOPAHHUX
nocaye. OCHOBHOIO Memo cmammi € nposedeHHs aHanizy KOHKypeHmOC}’lpOMODfCHOCMl ma oyYiHI08aHHsA nomeHuzaﬂy DO3BUMKY
RIONPUEMCING PECHOPAHHO20 20CHO0APCMEBA, OOIPYHNTYBAHHSA HANPAMIE NOKDAWYEHHS X PUHKOBUX no3umu

IIposedeno ananiz cmamy cy4acho2o pUHKy pecmopantux nociye, BUsieneHo K040l Hanpsamu 11020 po3eumxy. Posenanymo
npoyeoypy NOpPIeHAILHO2O 2PAPOAHATIMUYHO20 MEMOOY BUSHAUEHHS KOHKYPEHINOCRPOMOJICHOCMI Ma pelimuney nionpucmcme
DeCmOpanHoi cghepu, wo CKIAOAEMbCS 13 MAKUX eleMeHmi8: (opMYBAHHS KpUMEDIATbHUX NAPAMempie ma 6CMAHOGIEHHA X
numomoi eaeu, 8UbIp NiIONPUEMCMB-KOHKYPEHMIE AHANO02TYHO20 MUNY, BUIHAYEHHS PAHZY OYIHIOBANLHUX XAPAKMEPUCIMUK, PO3-
PaxyHOK IHOUKAMOPI8 KOHKYPEHMOCHPOMONCHOCHI MA 3A2AbHO20 PAH2Y RIONPUEMCIMGEA, 6CMANOGIIEHHS NIONpUcMcmea-iioepa
i nionpuemcmsa-aymcaioepa,; nobyoosa mampuyi, 2pagixy ma 30Hu KOHKYPEHMOCHPOMONICHOCTI Ul BUSHAYEHHS Padiycy Kona
nidepis nionpuemcms.

Y x00i epaghoananimuunoco ananizy po3paxo8ano iHOUKAmMopu OYiHIOBAHHS NOMEHYIATY OOCTIONCYBAHUX HIONPUEMCTNG
HA DUHKY PECIOPAHHUX NOCY2 30 BUSHAYEHUMYU KPUMEPIATbHUMY NAPAMEMPAMY, d MAKOJIC PI6EHb iX KOHKYPEHMOCHPOMOic-
nocmi. Ha ocrosi ompumanux nokaznuxie nooy0osano Mampuyio ma epagix KOHKypeHmHUX RO3uyiti 00CIi0NCYBAHUX 3aK1A0I6
DECMOPAHHO20 20CHO0APCMBA, a4 MAKOHC 6CIMAHOBILEHO 0iand30H iX pO3MAYBaHHs Y 30Hi KOHKYPeHmH020 noasl. Lle 00360nuno
BCMAHOBUNU PUHKOBE CIIAHOBULE PECHOPAHHUX RIONPUEMCING, SIKe XAPAKMEPUIYEMbC MAKUMU 0COOTUBOCISAMU: PECIOPaH
«Silvery posmiugyemuvca y 301i HeGUKOPUCIMAN020 Nomenyiany, pecmopan «Maznymy 3Haxo0umscs Hatioauxicye 00 1idepa, y 30Hi
ouikyeanns nanady; pecmopat «Qazucy 3aumac 301y 1ioepis, a pecmopan «Keimany — 30ny aymcaiioepis. 3a pesynvmamamu
OYIHIOBAHHA NOJIOJICEHHA peCmopanHo2o nionpuemcmea «Kgimany cghopmynvosano nponosuyii wjo0o yO0ocKoHaneHHs 1020
QiANIbHOCTT MA 3MIYHEHHS KOHKYDEHMHUX NO3UYIl, AKI KIIUAIOMYb. NOKPAUeHHA ammocdepu, nidsuLujeHHs pieHs Komgpopniy,
AKocmi 00Cye08Y8aHHS, K8ANipikayii nepconay ma o3eneHeHHs mepumopii pecmopany.

Kito4oBi croBa: purok pecmopannux nociye, niOnpUeMcmea Xapuy8anHs, KOHKYPeHmMOCHPOMOJCHICIb, AHAi3, 2pagoa-
HATIMuYHULl Memoo, OYiHI0B8ATbHI NOKAZHUKU, KPUMEPIATbHI napamempu.

Introduction. The restaurant services market is a dynamic and competitive environment with a diverse range
of food enterprises. The global food service market is constantly increasing due to the growing demand for various
types of restaurant products and the income level of the population, as well as its structure being reshaped by chang-
ing social processes and consumer taste preferences. Therefore, the restaurant services market represents a combi-
nation of food enterprises and consumers forming aggregated demand and supply, as well as relationships between
sellers and consumers of restaurant products. Currently, it is characterized by instability and a highly competitive
environment where competitive processes occur among food enterprises for offering diverse services and culinary
masterpieces to satisfy consumers' evolving and varied needs. Thus, important components in ensuring sustainable
leading positions in each market segment include: analyzing external environment factors and competitors' activ-
ities, identifying key development directions for the restaurant services market, and justifying ways to increase
competitiveness and the development level of the enterprise based on the obtained data.

Analysis of Recent Research and Publications. Many scientific works by foreign and domestic scientists are
dedicated to the problem of analyzing and evaluating enterprise competitiveness. Theoretical problems and meth-
odological approaches to determining competitive advantages are highlighted in the scientific works of F. Kotler,
J.-J. Lamben, D. Evans, 1. Ansoff, A. Marshall, O'Shaughnessy, V. Geets, A. Mazaraki, T. Ostashko, and others. The
theory of competitive advantage by M. Porter is based on reducing costs and efficient resource use [1], A. Marshall's
equilibrium theory focuses on maximizing sales and profits [2], A. Mazaraki emphasizes the importance of finan-
cial, economic, technical, and material competitive advantages [3], T. Ostashko examines approaches to evaluating
product price competitiveness [4]. However, issues related to evaluating and justifying enterprise competitiveness
based on ranking criteria remain not fully disclosed.

Purpose. The purpose of this article is to analyze the competitiveness and assess the development potential of
restaurant enterprises in the Dnipropetrovsk region, justifying ways to improve their market positions.

Results. Competitiveness is an important characteristic of an economic entity and is determined by its advan-
tage over similar enterprises in this sector, both domestically and internationally. Competitiveness is not an inherent
quality of an establishment; it can only be assessed within a group of enterprises in the same industry or producing
similar products and services. Therefore, the level of competitiveness can only be established by comparing enter-
prises within a specific market segment.

Thus, the level of competitiveness of an enterprise can be determined based on distinctive characteristics of
its development, operational efficiency, and the satisfaction of people’s needs with its products and services com-
pared to competitors. Competitiveness indicators indicate the ability and dynamics of an economic entity to adapt
to market competitive environment conditions. The key task for an enterprise in forming competitive advantages is
achieving and maintaining a dominant position based on the ability to produce products and services at a higher and
better level than competitors in this market.

The main essence of the modern restaurant services market is the combination of gastronomic experiences,
high-quality service, and creating a special atmosphere that together form a unique experience for consumers.
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Currently, restaurant services are characterized by a wide range of cuisines and cultures satisfying various
tastes and preferences. Restaurants can specialize in one cuisine or represent international culinary traditions. An
important aspect of progressive restaurants' activities is attention to product quality, using only fresh, high-quality,
and one hundred percent natural ingredients. This contributes to the creation of exquisite food and meeting guests'
needs.

Modern restaurants strive to personalize each consumer's experience by using an individual approach to
service, considering guests' preferences and needs. Applying innovations and technological advancements is now
widespread in the restaurant industry, where new technologies are implemented in management and service pro-
cesses, such as online table reservations, mobile apps for food ordering, electronic menus allowing direct order
transmission from the guest to the kitchen, loyalty programs, and more. The development of online platforms is
a characteristic of modern restaurants that actively use the Internet and social media to promote and realize their
services. Having websites and being present in social media improves consumer engagement and interaction. Res-
taurants are increasingly focusing on social responsibility and creating conditions for sustainable development by
implementing environmentally friendly practices, using local products, minimizing waste, and supporting social
initiatives.

Successful restaurants meticulously work on creating a unique atmosphere and design that attract consumers.
They skillfully use decor, lighting, music, and other elements to create a pleasant and comfortable environment for
their guests. The development of gastronomic tourism is one of the key directions in the modern restaurant services
market, aiming to enjoy local cuisine and gain unforgettable gastronomic experiences. Restaurants become impor-
tant tourist attractions, offering culinary tours, tastings, and various national gastronomy delicacies. The main key
directions of the restaurant services market development in recent years are shown in Fig. 1.

Key directions of restaurant services market development

‘ Technological progress and
Growth in demand for healthy food information technology
development
Development of gastronomic Development of social media and
tourism information technologies

Figure 1. Key directions of restaurant services market development

Source: compiled by the authors

These modern development directions indicate that the restaurant services market has become more diverse,
innovative, and focused on satisfying consumer needs in recent years. To ensure their competitive positions, res-
taurants actively adapt to changes, implementing unique gastronomic offerings and new approaches to improving
visitor service quality.

One of the important tools for determining the competitiveness level of food enterprises and justifying ways
to improve it is the comparative graph-analytical method. This analysis method allows identifying the strengths and
weaknesses of a restaurant enterprise compared to competitors and justifying effective strategies and tactics aimed
at increasing the rating and strengthening the competitive positions of the economic entity based on the obtained
evaluation data. The graph-analytical method involves determining the enterprise's position in the market and meas-
ures for its improvement, performed according to a specific procedure (Fig. 2).

Thus, the procedure of the comparative graph-analytical method for determining the competitiveness and
rating of an establishment in the restaurant services market includes the following sequential operations: forming a
list of criteria parameters (standard characteristics) that are evaluation characteristics of competitiveness; establish-
ing the weight of the criteria parameter based on expert assessment; selecting enterprises of a similar type that are
the closest competitors; determining the ranking of the enterprise's evaluation characteristics based on the absolute
values of the selected evaluation parameters (according to the best result); calculating the overall ranking of each
enterprise considering the weight (significance) of each evaluation parameter indicator; identifying the leader and
outsider enterprise and the distance range between them; building a competitiveness matrix and graph for enter-
prises in the restaurant services market; determining the radius of the leaders' circle (outsiders); determining the
level of competitiveness (competitive positions) of the enterprise in the restaurant services market.

Determining the competitiveness of four similar restaurant enterprises in the Dnipropetrovsk region («Kvi-
tany», «Silver», «Magnumy, «Oasis») operating in the same segment of the food services market using the specified
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method is based on criteria that are most important to visitors according to survey results, namely: food taste, service
quality, price-quality ratio, establishment atmosphere, and rating. The results of the analysis with the defined eval-
uation scores and ranks established by their ranking are presented in Table 1.

Procedure of the comparative graph-analytical method for determining competitiveness

and enterprise rating

L5

Forming criteria
parameters

Establishing the weight
and rank of criteria

)

Selecting competitors of
similar type

parameters
4>
o Calculating Determining the rank of
Identifying the leader and competitiveness g

outsider enterprise

indicators and the overall
enterprise rank

.

criteria parameters of
enterprises

~

Buildinga
competitiveness matrix
and graph

Determining the radius of
the leaders' circle

)

Determining the
competitiveness zone of
enterprises

Figure 2. Procedure of the comparative graph-analytical method
for determining competitiveness and enterprise rating

Source: compiled by the authors

Table 1
Evaluation of competitiveness potential of enterprises
in the restaurant services market of the Dnipropetrovsk region
Evaluation (Criteria) Parameters
Ne E";f;lll’;‘se Food Taste (FT) Se”‘ig %“ahty 1;{;:’0‘(2}‘,‘3“13 Atmosphere (A)|  Rating (R)
ball (B,) | rank |ball(B. )| rank |Ball(B,, )| rank | Ball (B,) | rank | ball (B,) | rank

1 |Silver 4,52 3 4,37 2 4,6 3 4,11 3 4,88 3

2 |Magnum 4,1 4 4,67 1 4,85 2 4,38 1 4,89 2

3 |Oasis 4.8 2 4,18 4 491 1 4,29 2 4,9 1

4 |Kvitan 4,81 1 4,25 3 4,41 4 4,1 4 4,7 4
Weight of the 0,22 0,19 0,37 0,09 0,13
Evaluation
Parameter (Vi) 2V =1

Source: developed by the authors

Based on the data presented in Table 1, the calculation of the weighted (by significance) indicator "food
taste" for each enterprise, characterizing its competitiveness level according to the specified criteria parameter, is
performed according to the formula:

IFT: BFT*VF]’ (1)
where 1, — competitiveness indicator by the criterion "food taste" of the i-th enterprise;

B, . —rank of the i-th enterprise in the evaluation environment;

V., — weight of the criteria parameter "food taste" (0.22).

According to the calculations, the weighted indicator "food taste" (/,,,) for the «Silver», «Magnumy, «Oasis»,
and «Kvitany» restaurants was 0.994, 0.902, 1.056, and 1.058, respectively.

The competitiveness indicator by the criterion "service quality" considering its weight is determined as fol-
lows:

I,= BSQ* Vio 2)

where [ 5o — competitiveness indicator by the criterion "service quality" of the i-th enterprise;
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By, — rank of the i-th enterprise in the evaluation environment;

Vs, — weight of the criteria parameter "service quality" (0.19).

The obtained values of the indicator (/ o) for the aforementioned food enterprises are 0.830, 0.887, 0.794, and

0.807, respectively.

The evaluation of the competitiveness of the studied restaurant establishments based on the indicator

"price-quality ratio" is performed according to the following mathematical expression:

IPQR: BPQR>I< VPQR’ (3)
where / por competitiveness indicator by the criterion "price-quality ratio" of the i-th enterprise;
B, — rank of the i-th enterprise in the evaluation environment;
VPQR — weight of the criteria parameter "price-quality ratio" (0.37).

The weight of the indicator "price-quality ratio" (/ por) for the «Silver», «Magnumy, «Oasisy», and «Kvitany

restaurants is 1.702, 1.794, 1.816, and 1.631, respectively.

The significance of the indicators "establishment atmosphere" and "rating" is calculated similarly using for-

mulas 4 and 5:

1=B*V, (4)

where /, — competitiveness indicator by the criterion "establishment atmosphere" of the i-th enterprise;
B, —rank of the i-th enterprise in the evaluation environment;
V,— weight of the evaluation parameter "establishment atmosphere" (0.09);

1=B*V, ©)

where I, — competitiveness indicator by the criterion "rating" of the i-th enterprise;

B~ rank of the i-th enterprise in the evaluation environment;

V. — weight of the criteria parameter "rating" (0.13).

The obtained values of the indicative indicators of the analyzed enterprises «Silver», «Magnumy, «Oasisy,

and «Kvitany» by the criterion "establishment atmosphere" were 0.369, 0.394, 0.386, 0.369, and by the criterion
"rating" — 0.634, 0.635, 0.637, 0.611, respectively.

The next step in determining the competitiveness level of food enterprises in the restaurant services market is

calculating the overall weighted rank of their indicative indicators:

RJiovrl =2 Bji * Vji (6)

where R, — overall weighted rank of the evaluation parameters;

2B, *V, — sum of competitiveness indicators (indicative) of the j-th criteria parameter of the i-th enterprise.
Thus, the calculated values of the overall weighted rank of the evaluation parameters of the «Silver», «Mag-

numy, «Oasis», and «Kvitan» restaurants and the results of their ranking are presented in Table 2.
Table 2
Ranking of the overall rank of the evaluation parameters of enterprises
Ne Enterprise Name Overall Rank, R Ranking
1 Silver 4,529 11
2 Magnum 4,612 II
3 Oasis 4,689 I
4 Kvitan 4,476 v

Source: compiled by the authors

Based on the ranking of the overall rank of the competitiveness indicators of the aforementioned establish-

ments, it was established that the «Oasisy» restaurant is the leader (L) and the «Kvitany restaurant (A) is the outsider

in the studied segment of the restaurant services market of the Dnipropetrovsk region.
Using the obtained data and formula 7, the range of lagging of the outsider enterprise from the leader is estab-
lished:
D BL-A RLovrI o Ronrl (7)
where D,  —range of lagging of the leader from the outsider;

R, —overall weighted rank of the leader enterprise;

R, . —overall weighted rank of the outsider enterprise.

Thus, the range of lagging of the «Kvitany restaurant (D, ) from the "Oasis" restaurant is 0.213 (i.e., 4.689 —

4.476).

172

ISSN 2521-6643 Cucremu Ta TexHonorii, Ne 2 (68), 2024



The lagging of each enterprise from the leader enterprise is determined as the difference between their overall
weighted ranks:

D, =R R, 3

Bi Lovrl ' “Ri

where D, —range of lagging of the i-th enterprise;
R, —overall weighted rank of the leader enterprise;

R, — overall weighted rank of the i-th enterprise.

According to the calculations, the lagging ranges of the «Silver» (D, ) and «Magnum» (D, ) restaurants from
the leading establishment in the food services market were 0.16 (4.689 — 4.529) and 0.077 (4.689 — 4.612), respec-
tively.

The level of competitiveness of each food enterprise in the restaurant services market is determined by divid-
ing the lagging range of the i-th enterprise by the maximum lagging range (between the leader and outsider):

RLovrl — Riowrt

D VL-A

where CM,, — level of competitiveness of the i-th enterprise;
R,,,, —rank of the leader enterprise;
R;... —rank of the i-th enterprise;
D,, ,—lagging range of the leader from the outsider.
The obtained evaluation parameters serve as the basis for creating a competitiveness matrix (Table 3) and
building a graph of the competitive positions of enterprises (Fig. 1).

CM,, = ©)

Table 3
Competitiveness matrix of enterprises
. Evaluation Parameters
Ne Enterprise Rank overall rank | range

Name Rank /| Rank [, L Rank I, | Rank 7, S Ri D, CM,,
1 |Silver 0,994 0,830 1,702 0,369 0,634 4,529 0,16 0,751
2 |Magnum 0,902 0,887 1,794 0,394 0,635 4,612 0,077 0,361
3 |Oasis 1,056 0,794 1,816 0,386 0,637 4,689 0 0
4 |Kvitan 1,058 0,807 1,631 0,369 0,611 4,476 0,213 1

Source: developed by the authors

Thus, to build a graph of the competitive positions of food enterprises, the overall rank indicators and lagging
range values, serving as coordinate points for the X and Y axes, are chosen and correlated as follows: (4.529; 0.16) —
for the «Silver» restaurant; (4.612; 0.077) — for the «Magnumy restaurant; (4.689; 0) — for the «Oasis» restaurant;
(4.476; 0.213) — for the «Kvitan» restaurant (Fig. 3).

1900n1900ral m Silver
1900n1900rat
1900n1900ra B Magnum
1900n190 Oasis
Kvitan
»1900n1900ral
Kvitan
» 1900n1900ral
Oasis
» 1900n1900ral
Magnum
7 1900n1900ral
Silver

Figure 3. Competitive positions of the studied restaurant establishments

Source: developed by the authors
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The competitiveness zone of enterprises in the studied segment of the restaurant services market of the Dni-
propetrovsk region is established by calculating the lagging range radius (10) and constructing the corresponding
graphical circle radii based on the obtained data (Fig. 4):

R =—£ 10
= (10)

where R, — lagging range radius;
D, —range of the i-th enterprise.

Silver

1900n1900ral
1900n1900ral
Kvitan 1900n1900 Magnum
1900n1900ral
Oasis

Figure 4. Radius of Lagging Range of Studied Enterprises from the Leader Enterprise

Source: compiled by the authors

Using the radius value, the position of each enterprise is determined by establishing the range limits according
to the following mathematical inequality:

RJiovrl < Ri SDB[ + RdL’ (1 1)
where Rd, — leader's range radius;

Performing the corresponding mathematical operations allows characterizing the placement features of each
restaurant establishment in the competitive field zone: «Silver» restaurant: 4.529 <R < 5.701 — is in the untapped
potential zone; «Magnum» restaurant: 4.612 < R < 5.784 — is closest to the leader in the attack waiting zone;
«Oasis» restaurant: 4.689 <R, < 5.861 — is in the leaders' zone; «Kvitan» restaurant: 4.476 <R, <5.648 —is in the
outsiders' zone.

Based on the evaluation results of the «Kvitan» enterprise's position in the food services market, the following
proposals for improving its activities and strengthening its competitive positions can be formulated: improving the
atmosphere (creating a cozy and aesthetic environment, ensuring rational planning of lighting points, improving
musical accompaniment of the service process); increasing comfort and service quality (upgrading the restaurant's
material and technical base, replacing used furniture, installing climate control and new ventilation systems, install-
ing sound insulation, replacing decor and menu according to seasons); enhancing staff qualifications (monthly
knowledge control of the menu and service standards, forming corporate culture, introducing checklists); greening
the restaurant's territory.

Implementing these recommendations will help improve the atmosphere in the «Kvitany restaurant estab-
lishment, making it more attractive to guests, thereby increasing the number of consumers and the establishment's
profit.

Conclusions. Conducting an analysis and evaluation of the competitiveness potential of enterprises in the
restaurant services market of the Dnipropetrovsk region based on the graph-analytical method allowed identify-
ing leaders and outsiders in this market segment, assessing their potential, determining strengths and weaknesses
according to selected criteria parameters, and identifying directions for improving activities and increasing the
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competitiveness of these restaurant enterprises. Using this method will allow economic entities to constantly moni-
tor and analyze competitive positions according to various evaluation characteristics and justify management deci-
sions to ensure the enterprise's dominance in the restaurant services market.
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