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The article explores the essence of customer orientation as a crucial factor in improving the quality of service in the hotel
and restaurant industry. It analyzes modern approaches to shaping the customer experience based on the integration of principles
from service marketing, consumer psychology, quality management, and digital technologies. Special attention is given to the
implementation of personalized services, the development of employees' emotional intelligence, and the use of consumer data analytics
for flexible response to their expectations. The significance of a customer-oriented approach as a component of the competitiveness of
hospitality establishments is revealed. Examples of innovative customer interaction practices are presented, including the use of online
platforms, feedback systems, gamification, and social media. The importance of forming a service culture based on trust, respect for
the customer, and continuous improvement of service standards is substantiated. The article concludes on the advisability of a
systematic approach to implementing customer orientation as a strategic direction for the development of hospitality enterprises amid
a dynamic market and growing competition.

Keywords: customer-oriented approach, service quality, hotel and restaurant business, service culture, customer loyalty,
multicultural service, customer experience.

®OPMYBAHHS KJIEHTOOPIEHTOBAHOI MOJIEJII PECTOPAHHOI'O OBCJIYTOBYBAHHS
KPI3b IPU3MY SIKOCTI, TPAJIUIIA XAPYYBAHHSA TA CIIOKUBUYUX OYIKYBAHb

TOMAJIA Tersana, IPUJIEITA Haranis

XMeNbHUIBKUH HalliOHAIBHUH YHIBEPCHTET

Y cmammi poskpumo cymmuicme KieHmMOOpieHMO8aHOCMI AK 00HO20 3 KIHOUOGUX HUHHUKIG NIOBUWEHHS SKOCMI
00CTY208Y8aHHS 8 20METbHO-PeCmOoPanHomy bisHect. KiieHmoopieHmosanicms po32nsadacmvpCs K YiliCHa CMpamezisi, Wo OXONoe
6Ci piBHI 83a€MO0II I3 CnOdCUBAYUEM — BI0 NEPULO20 KOHMAKMY 00 NOCCEPBICHO20 cynpo6ody. [Ipoananizosano Haykosi nioxoou 0o
MPaAKmy8ants. Yb020 HNOMAMMS Yy NPaysx GIMUUBHAHUX [ 3apyOIdCHUX OOCHIOHUKIG, 30KpeMd NiOKPecuioEmvCs 38 30K
KIIEHMOOPIEHMOBAHOCII 3 (YOPMYSBAHHAM NOSUMUBHO20 KIIEHMCLKO20 00C8I0Y, 3DOCMAHHAM NIOATHOCHI 20Cmell, 3MIYHEeHHAM
penymayii 3aknady ma 3a0e3nedeHHAM 1020 KOHKYPEHIMOCNPOMOACHOCI. AKYeHmoeano yeazy Ha 8adciu8oCmi iHOUBIOyatbHo20
nioxo0y 00 KOJMCHO20 CHOMCUBAYA, NEPCOHANI3AYIT NOCIYe, MYIbIMUKYIbMYPHO20 HIOX00Y 00 CEpeicy, A MAKONC BNPOBAONCEHHI
cucmem ynpaeninns knienmcokum oocgioom (Customer Experience Management). Busnaueno, wjo Kii€eHmoopicHmosana mooeins
VAPABIHHSA € He RPOCTO e1eMEHMOM CeP8ICHOI KyIbmypu, a CMpameziyHo He0OXIOHICIIO 015 NIONPUEMCME, K NPASHYMb YCNIWUHO
QDYHKYIOHY6amu 6 YMOBAX PUHKY, OPIEHMO6AH020 Ha nompebu cnodxcusaua. OOYHMOBAHO OOYiNbHICMb  iHmMeapayii
KAIEHMOOPIEHMOBAHUX NPAKMUK Y WOOEHHY OISIbHICIb 20MENbHO-PECMOPAHHUX 3aK1A0i8 AK IHCMPYMeHmy Cmano2o po3eumKy ma
Gopmyeanns no3umusHo2o imiodcy 6pendy. Ompumani pe3yrbmamu ModICyms 6ymu GUKOPUCMAHT Olisi GOOCKOHALEHHSI CUCTeMU
06cy208y8antsi, Ni020MOBKU NEPCOHATY MA POPMYBAHHS ePEeKMUSHUX KOMYHIKAYIT i3 KIIEHMAMU.

Knrouogi cnosa: kKniienmoopieHmosanicms, SAKIiCnb 00C1Y208Y8aAHHS, 20MeETbHO-PECMOpantull Oi3Hec, CepsiCHA Kyabmypd,
JIOANbHICMb KIIEHMIB, MYTbMUKYIbMYPHULL Cepsic, KIIEHMCbKULL 00CEIO.
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STATEMENT OF THE PROBLEM IN GENERAL TERMS
AND ITS CONNECTION WITH IMPORTANT SCIENTIFIC OR PRACTICAL TASKS

The research problem lies in the need to reconsider approaches to customer orientation as a key factor in the
successful functioning of hospitality establishments under modern conditions. Despite the existence of general service
standards, practice shows that a formal approach to customer service does not ensure long-term relationships with
clients. Therefore, there is a need for deeper scientific understanding of customer orientation as a systemic component
of service, integrating both operational and emotional-psychological aspects of guest interaction. This issue is relevant
both theoretically and practically, as it is directly related to building customer loyalty, increasing the competitiveness
of establishments, and developing a culture of service in the hospitality industry.
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ANALYSIS OF RECENT RESEARCH AND PUBLICATIONS

Recent research and publications emphasize the growing importance of customer orientation as a strategic
approach to enhancing service quality and ensuring customer satisfaction in the hospitality industry. In particular, the
works of Philip Kotler and Kevin Lane Keller highlight customer focus as a foundational principle of modern
marketing strategies. Scholars such as J.C. Narver and S.F. Slater underline the direct correlation between market
orientation and business profitability. Ukrainian researchers, including N. Ryabokon, V. Martynovych, and N. Sytnyk,
explore the implementation of client-oriented practices in domestic service enterprises and their role in building long-
term customer loyalty. Overall, the academic discourse confirms that customer experience management and service
personalization are key drivers of competitive advantage in the hotel and restaurant business.

IDENTIFICATION OF PREVIOUSLY UNRESOLVED PARTS OF THE GENERAL PROBLEM TO WHICH
THE ARTICLE IS DEVOTED

The article addresses previously unresolved aspects of implementing customer orientation in hospitality,
particularly the integration of emotional and psychological components into service strategies. While much attention
has been given to operational standards and service quality metrics, insufficient focus has been placed on how
empathetic communication, anticipation of guest expectations, and personalized approaches directly influence
customer satisfaction and loyalty. The study highlights the need for a more holistic understanding of client-oriented
practices that go beyond technical service delivery and emphasizes their strategic importance in building competitive
advantage.

DEFINITION OF THE RESEARCH PURPOSES
The purpose of this research is to explore the role of customer orientation as a fundamental factor in ensuring
high-quality service within the hospitality industry, to identify key principles and mechanisms that enhance emotional
interaction with guests, and to determine how customer-focused strategies contribute to customer satisfaction, loyalty,
and the long-term competitiveness of hotel and restaurant enterprises.

SUMMARY OF THE MAIN POINTS

In today's rapidly developing service sector, a customer-oriented approach is becoming increasingly
important as a strategic tool for achieving a stable market position. This concept is particularly important in the hotel
and restaurant service industry, where customer impressions and emotions are shaped not only by the product, but
also by the atmosphere, the quality of staff interaction, service design, and flexibility in meeting the cultural and
individual requests of guests.

Successful hotel and restaurant establishments are increasingly adopting a customer-centric approach that
takes into account the social, gastronomic, psychological, and cultural expectations of consumers. In this context, the
combination of service quality, business process flexibility, and attention to detail that builds customer loyalty is of
particular importance.

A customer-oriented approach is not just about satisfying consumer needs, but a systematic approach to
building long-term relationships with customers, which includes personalization of services, consideration of
individual needs, emotional comfort, feedback, and readiness for change. It is implemented through the concept of
service design, which allows you to anticipate guests' expectations even before they contact you.

In the hotel and restaurant environment, a customer-oriented approach is closely linked to concepts such as
service hospitality, emotional intelligence of staff, gastronomic authenticity, and consistent quality. Understanding
the multicultural context of service is becoming increasingly important, especially in large tourist centers, where
customers expect tailored services without losing the individuality of the establishment.

In the 21st century, a customer-oriented approach has become not just a market requirement, but a
determining factor in the successful operation of hospitality businesses. In the hotel and restaurant business, where
contact with customers is direct and constant, the level of service largely depends on the establishment's ability to
create an individual, emotionally appealing experience of interaction with guests.

The concept of customer-oriented approach emerged at the turn of the 20th and 21st centuries in response to
the growing need for personalized service, which, in particular, manifested itself in quality standards, the development
of effective logistics, and the development of flexible service formats — both in stationary and mobile establishments.
The stages of change are reflected in Table 1.

Table 1.
Evolution of management approaches
Time period Approach Characteristics Orientation
Late 19th — early 20th century Classic Centralization, hierarchy On structure
1930s—1950s Behavioral Motivation, human factor On employees
1950s-1970s Systemic Interrelationships with the environment On integrity
1970s—1990s Situational Flexibility and adaptation On changeability
Late 20th century Market-oriented Competition, marketing On profit
21st century Customer-oriented Personalization of service On consumers
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A customer-oriented approach involves shifting the focus of a company's activities toward a deep
understanding and complete satisfaction of each customer's needs. This is not just a set of service procedures, but a
comprehensive strategy that covers all levels of management and interaction with guests.

A customer-oriented approach as a modern concept of service management is of considerable scientific
interest to both foreign and Ukrainian researchers. In the classic works of F. Kotler, consumer orientation is seen as a
basic principle of marketing strategy, which includes studying the needs of the target audience, creating value
propositions, and building long-term relationships with customers [1]. K. Legi interprets a customer-oriented approach
as a service philosophy that takes into account individual consumer expectations and emphasizes the importance of
empathy and flexibility in communication [2]. Narver and Slater, in turn, emphasize the need for systematic collection
and analysis of market information to predict changes in customer behavior and make relevant management
decisions [3].

Customer-centricity also occupies an important place in the national scientific. Thus, M. Tyshina considers
a customer-oriented approach as a comprehensive approach to service quality management, which involves not only
compliance with service standards, but also the individualization of services, taking into account the psychological
and sociocultural characteristics of guests [4]. O. Ryabokon expands the interpretation of this concept, defining a
customer-oriented approach as a management system that combines the emotional intelligence of staff, service design,
and constant communication with customers based on feedback [5].

Summarizing scientific approaches, a customer-oriented approach can be defined as a comprehensive
management concept focused on long-term interaction with customers, based on the principles of personalization,
responsibility, and openness to feedback.

To effectively implement a customer-centric strategy in the hospitality industry, the following key principles
must be adhered to:

Anticipating expectations: creating pleasant surprises for customers as a tool for increasing loyalty.

Personalized approach: segmentation of the target audience, prompt response, individual solutions.

Conscientiousness: keeping promises, providing high-quality services.

Empathy: emotional understanding of the customer, attentive attitude, sincere communication.

Care: attention to details that shape the overall image of the service.

Feedback: encouraging reviews and comments for the purpose of improvement.

Dealing with negativity: responding constructively to complaints as a tool for customer retention.

Each of these principles strengthens the relationship with the customer, building trust, emotional connection,
and lasting brand loyalty.

In the restaurant service industry, a customer-oriented approach takes on a practical dimension, which is
evident in the details: from attentive service to flexibility in placing orders. An important aspect is the development
of a menu that takes into account the food preferences and restrictions of guests — vegetarian, gluten-free, seasonal,
and ethnic preferences. For example, in many modern establishments, part of the menu is formed using local products,
adapting dishes to the expectations of a specific target audience — healthy eaters, gourmets, or even tourists seeking
an authentic gastronomic experience.

In the modern restaurant industry, service design is no less important. It encompasses ease of ordering,
interior design, loyalty programs, digital interaction with customers (online menus, reservations, chatbots), as well as
clear communication from staff based on emotional empathy.

The development of catering services demonstrates another dimension of customer centricity—flexibility to
the context, location, and format of the event, as well as the customer's needs. When providing off-site services, the
successful implementation of an event depends not only on technological preparation but also on the ability to
anticipate and respond flexibly to customer preferences. For example, for an outdoor wedding ceremony, it is
important to anticipate weather risks, equipment availability, serving format, and catering for guests with children or
special diets.

Special attention must be paid to maintaining the quality of food and service outside of a stationary restaurant.
Customer-oriented catering is based on perfect logistics, an individual approach to food presentation, event design in
a style consistent with the customer's wishes, and careful selection of staff with mobile service skills.

The quality of products and services is not only a technical standard but also a tool for building trust,
especially in the context of off-site service, complex logistics, or a multicultural environment. In particular, high-
quality raw materials, reliable suppliers, organoleptic consistency of dishes, compliance with sanitary standards,
proper storage and serving — all this forms an impression of the facility’s professionalism.

In the hotel and restaurant industry, service quality is closely linked to the ability to meet not only functional
but also emotional customer expectations. Integrating customer centricity into service models allows you to create an
exceptional experience for guests.

The staff plays a special role: their professionalism, friendliness, and ability to empathize directly influence
the perception of service. Investing in training, developing soft skills, and forming a customer-oriented corporate
culture is a prerequisite for implementing a customer-centric strategy.

In addition, the use of technology (CRM systems, mobile applications, feedback systems) allows for more
effective communication with customers and timely adaptation of services to individual requests.
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Figure 1 provides a visual representation of the impact of a customer-oriented approach on service quality.

Customer-oriented approach Strategic focus on guests
v
| Understanding needs | Analvsis of exnectations. seementation. nersonal reauests |
S ——
| Individual anoroach | Service adantation to the customer |
—
| Emotional interaction | Care. empathv. sincere communication |
—
| Oualitv service | Professionalism. standards. stabilitv |
—_—
| Trust and lovaltv | Positive experience. revisits. recommendations |

Fig. 1. Impact of a customer-oriented approach on service quality

It is also important to consider the authenticity of culinary traditions, both in domestic cuisine and when
creating ethnic or fusion menus. Knowledge of national gastronomic customs allows not only to recreate culinary
identity, but also to create a unique atmosphere for guests seeking a gastronomic immersion. Therefore, quality in
hotel and restaurant service is considered a multi-level category: it encompasses technological perfection, cultural
awareness, gastronomic innovation, and, above all, a sincere desire to create a unique guest experience.

CONCLUSIONS FROM THIS ARTICLE
AND PROSPECTS FOR FURTHER RESEARCHES IN THIS AREA

A customer-oriented approach is a key element of high-quality service in the hotel and restaurant business.
Its effective implementation requires a comprehensive strategy that takes into account both the technical aspects of
service and the emotional and psychological factors of interaction with guests. Applying the principles of anticipating
expectations, individual approach, conscientiousness, empathy, care, openness to feedback, and working with
negativity contributes to increasing customer satisfaction, growing their loyalty, and forming sustainable competitive
advantages for the enterprise.

The integration of customer-oriented practices with modern approaches to catering organization, quality
management, food culture, and traditional cuisine allows for increased flexibility and adaptability of service to the
individual expectations of guests. Thus, a customer-oriented approach becomes a multidimensional concept that
permeates all areas of the establishment's activities — from menu formation and ethical attitude to the product to the
organization of space and staff communication.

Further research will focus on an in-depth study of effective methods for forming a customer-oriented culture
among hotel and restaurant staff, developing tools for assessing the level of customer orientation and its impact on the
financial results of the enterprise, analyzing digital solutions for personalizing service, as well as researching the
intercultural aspects of customer experience, taking into account the food traditions of different peoples of the world.
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