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pex. Bacaneave B. M., I'egin M. C. Knie: BEgasarami nearp KHITY, 2026, 279 c.

3DipHME MICTHTE HayKOB1 myOmikami yiacEmkie II Mismapommoi HAYKOBO-
npaxTHIHOi koHGepennii “CygacHi TeHIeHNH] POBHTEY chepH TYPHIMY Ta pexpeanii’,
nposeaeroi 08 xeitaa 2026 poxy kadenporo icTopii i Typrany KHIBCEKONO HANIOHANEHOIO
TIHTBICTHYHOTO YHIBEPCHTETY.

Hayzogi n)%mmﬂ' IpHCEA9eH] icTopil pOSEHTEY TYVPH2MY B CBITI Ta YEpaiHi,
npobueManM 1 DepcIekTHEAM POZBHTEY IHIYCTPII TYPHIMY B VMOBAX BifHH, MicITE YEpaiHH
HA CEITOBOMY PHHEY TYPHCTHYHHX TOCTYT.

PozpaxoBadHi Ha HAYEOEIIE, HAYKOBO-TIETATONTIHAY [IPAIIEHHEIR T CTYIEHTIE.

3bipemy marepiame I MigmaponHoi E:{;Kﬂﬂo—npmm xoH(pepennii “Cydachi

TEHACHOI POIBHTKY CQEpH TYypHIMY Ta PpeKpeanii JOCTYIHHA 10 BUIBHOTO He
HOMEPIIHHOr0 BHEOPHCTAHEY B Mepexi Internet ga caiimi KHITY (https://www knlu edu ua/

konferentsii-i-seminary hitml).

Bidnosidamnicme 2a docmosipricme garanis, yuman,
iMeH Ma fHIUX OaHLX HECYTs asmopu FyEnikayil.

harepianH OpVEYIOTECA B ABTOPCEKIH peIaIni.

© Bumaparawi neatp KHITY, 2026



3MICT

Copokin C. Myzefi BHTROPIE TIOPECEEOTO TA ICTAMCEROT0 MHCTEITEA

y CtamOymi: icTOpiA CTEOPEHHES 1 CROTOMEHHA . - .. .. ... ... ... .......... o
Bacero P. biHspEociTHAE TYPHECTHIHEN MAKPOPETIOH B YMOBAX CYIaCHHX
1 1290 0 120 - U 13

ZHU Jingtao, SHI Yajun “Distance chinese teaching program” of confucius
institutes from the perspective of international chinese language
education:case study of the conficius institute at Kyiv National Linguistic

UmIVeTSItY . . 17
Kygabcsikmit O. TpanckopIoHHE CHBpobiTHANTES YEpaims Ta [Tomsmi B ramyzi

TYPH3MY B VMOBAX €BPOIHTETPAIT .. .. .. ..ttt e e e e et 20
Ky+epaea I'. PozERTOK BHYTPIMHEOTO TYPHIMY AE OPIOPHTETHHH HANPAM

TYPHCTHIHO] ODOMITHEE YEPATHE . . . .. ..ttt e 24
Akhmedova 0. Customer orientation as a drover of consumer loyalty in the hotel

T 111 27
Appamenro . BETOKH 1 cy9acHHE CTaH DOJIEBOTO TYPHIMY B KpaiHax

JIarHHCEEOT AMEDHEH . . .. ... ... 30
Anixeenxe C. ['eorpadis coeneorypramy B Kamam ... ... ... .. ... . ... .. 34
bapmeecsknii B. [Ipobaems ¢yHiuionyBaHad KapnaTckoro diocepsoro

IAMOBITHHEA HA CYIACHOMY ©TAMl T3 IUIAXH X MOJOMAHHT . . ... ... ... .. .. ... 37

Bezyramii B., Pockiangka H. MagxpoekoHoMITHA HECTaOLIEHICTE
AK JeTepMIHARTA 00MEXEHE (OPMYBAHHA THQPOBOTO NOTEHIIATY

TYPHCTHIHHE IOIPHEMCTE . . . . .. .. oottt et e e e e e e et 41
Bopoenusknii K. BOTHE MoTi€B0T0 TYPHIMY HA TYPHCTHIHHH {MITH

DETIOHY . . . . oot e 45
Bacnaeavk B. Cnenpdika posgETEY TypHECTHIHOI chepE KHTar0 .. .. ... ... ... . 48

Bunnn4enxo 1. YipaiHa Ha CEITOBOMY PHHEY TYPHCTCBKHX HOCITYT:
CTAHHH MOTEHITAT ETHOSKI0TEHHOTO TYPHIMY

(HampEEMAmi KHEBA) .. ... . ... ... 52
Biznak A. TypHzM AE [HCTPYMEHT M AK0I CHIH ¥V BITHOCHHAX YEpaiHH

TaJIHTBHE .. 56
Ieeopras K. Pons xeTaiicER0] MOBH ¥ POIBHTLEY MUIKHAPOIHOTO TYPHIMY:

MApEETHHTOE] CTpaTerii poDOTH 2 TYPHCTHIHEM pHEEOM KHTaso ... ... .. ... .. 59
Iegig M. YEpaiHCEKO-IHTARCEEA CIIENPAIA B cepl TYpHMY Ta pexpeami .. ... .. 62
Iepacumenxo 0. [Iponozumii mogo OiTTPHMEHR POIEHTEY ATITYPHIMY

BYEPAIHL .. .. 67



Olena AKHMEDOVA
Doctor of Sciences in Public Administration
Professor of the Department of Tourism, Hotel and Restaurant Business
Kyiv Mational University of Technologies and Design

CUSTOMER ORIENTATION AS A DRIVER OF CONSUMER LOYALTY
IN THE HOTEL INDUSTRY

Onena AXMEAOEBA
[OKTOP HAyK 3 JepaBHOTO YNPABNiHHA,
npodecop Kapenpw TYpU3My Ta roTeNbHO-DECTOPaHHOTo-Bi3Hecy
Kuiecbkmin HaLioHANBHWIA YHIBEPCUTET TEXHONOTIA Ta AM3aNHY

KNEHTOOPIEHTOBAHICTb AK YAHHMK ®OPMYBAHHA
NOANBHOCTI CNOXMUBAYIB Y TOTENLHIA IHAYCTPIT

The hotel business in the 2 1st century 1s one of the most dynamic and competitive
sectors of the global economy, where fluctuations in demand, changes in tournst
flows. or even shifts in consumer expectations can significantly affect a company’s
financial performance. According to the World Travel & Tounsm Council (WTTC,
2026), in 2025, the number of international tounst trips worldwide exceeded
1.5 billion, indicating a significant recovery of the global tourism market and
continued growth in population mobility. This figure 1s approximately 80 million
higher than in 2024 indicating a continued recovery and growth of the global
tourism market following the pandemic. This level corresponds to an average of
around 219 thousand international tourist arrivals per day worldwide.

Furthermore, according to estimates (WTTC, 2026), the total contribution of the
tourism industry to the global economy in 2025 amounted to approximately USD
11.7 trillion, which corresponds to about 10.3 % of global GDP. This indicates not
only a rapid recovery of the tourism market but also increased competition among
hotels to attract and retain customers.

In these conditions, customer orientation and digitalisation are coming to the
fore, radically changing the way hotels operate. Whereas previously the main
tools for interacting with customers were telephone calls, traditional advertising
campaigns, and intermediary fravel agencies, mobile applications, online
platforms and integrated CRM systems are now playing an increasingly important
role. According to the latest research, over 78 % of customers prefer hotels that
offer digital services, including online booking, contactless check-in and ordering
services directly from a smartphone. About 60 % of guests are willing to leave
publicly accessible reviews, which significantly affects the establishment’s
reputation and shapes 1fs competitive position in the digital environment
(Akhmedova, 2025).

Therefore, digitalisation 1s no longer an additional option or competitive
advantage — it 15 becoming a necessity for hotels that seek not only to remain
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profitable, but also to meet new consumer expectations. Customers are increasingly
choosing businesses that offer maximum convenience, transparency, fast service,
and a personalised approach. As a result, digital transformation 1s shaping a new
business model for the hotel industry, where the focus is not just on providing
accommodation but on creating a comprehensive, unique customer experience,
thereby fostenng special customer loyalty.

Personalisation also plays a central role in this process. Whereas standard
service packages and uniform offers once satisfied most guests, the situation has
changed dramatically. Guests expect hotels to take an indrvidual approach based
on their personal preferences, travel style and even cultural charactenistics.

Personalisation manifests itself in several dimensions. The first concems
the analysis of stay history. Modem CEM systems allow you to record guests’
preferences and automatically consider them dunng subsequent bookings. For
example, 1f a customer always books a room on an upper foor with a city view, the
system will suggest this option to the staff. The second dimension 1s implemented
through personalised offers. In particular, business travellers can be offered
packages that include access to conference rooms, transfers, and high-speed
internet. In contrast, package discounts on children’s attractions, early check-in
or free children’s menus can be proposed to families. The third aspect 1s the use
of adaptive technologies in the room. Smart-room solutions allow customising
lighting, temperature, or multimedia individually, and the saved settings can be
automatically applied on repeat visits (Gilbert, 2020).

The emotional component of personalisation 15 no less significant. Many studies
emphasise that even small details can sigmificantly increase loyalty. Greeting a
guest in their native language, a birthday card, a favourite dish on the restaurant
menu, or a small souvenir reflecting local culture create a positive impression and
a sense of exceptional attention. This creates an emotional connection with the
brand that competitors find difficult to replicate (Alyahya & McLean, 2022).

Therefore, personalisation 15 becoming the maimn dnver of long-term loyalty
in the hotel business. It not only helps retain customers but also fums them into
regular guests who are ready to recommend the hotel to friends and colleagues. In
today’s world, where digital technologies create a transparent, hughly competitive
market, it 15 the individual approach that determines a hotel’s success in the
battle for consumer attention. However, aclieving true personalisation without
the latest technologies 1s becoming increasingly difficult. This 1s where artificial
telligence (AI) becomes a crifical factor, opeming up new opportunities for a
deeper understanding of guests’ needs and creating a unique customer expernence.

In recent years, Al has become a key tool for optimising business processes
in the hotel mndustry as it helps reduce operating costs, increase management
efficiency, and enable personalised interactions with each customer. According to
data from IBM, chatbots can independently handle up to 70 % of typical customer
requests 24/7, significantly reducing staff workload and shortening response times.
In large hotel chains such as Marriott and Hyatt, this has reduced the average time
to resolve a standard request from 10-15 minutes to less than one minute (Buhalis
et el, 2022).
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Machine learming-based feedback analysis 1s gaining importance. Automated
systems can process thousands of comments from platforms such as Booking.
com and TripAdvisor, identify the most problematic service areas, and generate
recommendations for management. This enables quick responses to criticism and
maintains a positive hotel rating.

Immersive entertainment should be noted separately — VR attractions,
mteractive cultural tours or educational programmes offered as an additional
service. This 1s especially relevant for Generation Z, who expect not only comfort
from hotels but also innovative solutions that align with their digital lifestyle.

The findings confirm that customer onentation plays a crucial role 1n building
consumer loyalty by enabling hotels to better understand their guests’ needs,
expectations, and preferences. By integrating digital technologies, customer
relationship management systems, and data-dniven personalisation tools, hotels
can create highly mdividualised service expenences that significantly enhance
customer satisfaction and emotional attachment to the brand. In this context,
lovalty 1s not only the result of high service standards but also of hotel enterprises’
ability to provide convenient, transparent, and personalised iteractions throughout
the customer journey.

Furthermore, the study lhghlights the increasing importance of mnovative
technologies, including artificial intelligence, automated feedback analysis, and
digital communication platforms, which enable hotel businesses to optimise
service processes and respond more effectively to consumer expectations. These
technologies strengthen customer relationships and improve service efficiency,
ultimately supporting the development of sustainable competitive advantages in
the hospatality sector.

Thus, customer onentation 1s a key dnver of consumer loyalty 1n the modem
hotel industry. By focusing on personalised service, emotional engagement, and
technological innovation, hotel enterprises can not only retain existing customers
but also transform them into loyal advocates who actively recommend the brand.
In an increasingly digital and competitive tourism market, the ability to buld
strong customer relationships will remain one of the most important determinants
of success for hospitality businesses.
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Kuiscokull HauioHameHUL MiH2sicMUYHUL yHIgepcumem

XapakTepHOI TEH[EHIIEI CYYacHOTO TYPHCTHYHOrO OizHECY CTAlo pike
MIIEHIIEHHA [OTPed CHOXKHEBATiE TYPHCTHIHHX NOCIYT, K1 3 KOKHHM DOKOM
OuIbI BHOAITHBI T2 pPeTelbH1 JO NOIIYKY HOBHX BPAKEHb, eMOIIH, 3HaHb,
ifedl Tomo. IIpoTe Ha CYYacHOMY €Tami, B YMOBAX JKOPCTKOI KOHKYPEHIN MUK
TYPHCTHYHHMH MANPHEMCTEAMH, HEJOCTATHEO TUIGKH BHPOOIATH AKICHI TOBapH
Ta DOOCIYTH, HeoDXITHO TAKOXK EMITH 3000VTH NPHXHIBHICTE CIIOKHEATIE. Y
T}rpncmmnﬂuycmmﬂamcnxaﬁuepm e CTPOKATHH “OyKeT ™ HanpAMEKIE, e
PETioH, Jie 33apOJHBCA FACTPOHOMIMHEH TypH3M. [l YEPaiHCEKHX TYPHCTHIHHX
areHnif el HanpaMm HeIOCTATHEO POIEHHYTHH, TOMY I 20UTBINIEHHA IIONHTY
HA TACTPOHOMIYHI TYpH a0 JIaTHHCEKOT AMEpPHKH MOTPIOHO MPOBECTH AHAMS
icHyIO9HE nponozani (Aeepixina & Illankosa, 2020, ¢.12).
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