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AHoTauif. Y cTtarti po3KpUTO 0COOIMBOCTI TpaHCchOpMaIlii CBITOBOTO Ta BITYM3HIHOTO
PECTOPAHHOTO PUHKY B YMOBax IU(POBI3allii Ta Cy4yaCHUX IOOATbHUX BUKIUKIB 2025-
2026 pokiB. 3a3Ha4e€HO, IO yCHIIIHA aJanTalis MiINPUEMCTB 3aJIEKUTh B1Jl KOMILIEKCY
BHYTPILIHIX PECYpCIB Ta 30BHINIHIX YMHHUKIB, 0 BU3HAYAIOTh IXHIO JKUTTE3/IaTHICTb.

O6rpyHTOBaHO ,ZIOI_[iJ'IBHiCTB BIIPOBA/PKCHHA MAPKCTHHIOBUX CTpaTeFiﬁ, 3aCHOBAHUX Ha
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AKTYAJIbHI MUTAHH4A
VI EKOHOMIYHUX HAYK

H2H-xoMyHIKaIlisx, €eMOI[IHHOMY CTOPITENIHTY Ta TMPEAUKTUBHIN aHATITHIl, 5K
THCTPYMEHTAaX MOI0JIAHHS TEXHOJIOTTYHOT BTOMHU i €EKOHOMIYHOTO THCKY.

Mera: 371iCHUTH KOMIUIEKCHHM aHaii3 TpaHc@opMallii CBITOBOTO Ta BITYM3HSIHOTO
pectopanHoro puHkKy B miepion 2025-2026 pp., cucremMaru3yBaTH KIIOYOBI Traily3eBl
TPEHJU Ta BU3HAYUTH POJIh MAPKETHHTOBUX CTPATETid SK BUPIMIAIBLHOTO 1HCTPYMEHTA
ajanTarii MmiInpueMCTB 10 (GyHIAMEHTAIbHUX BUKJIHMKIB CYy4aCHOTO €KOHOMIYHOTO Ta
COILIIaJILHOTO CEepPEeIOBHUIIIA.

Marepianau: gociimkeHHs 0a3yeThCs Ha aHai31 3BITIB CBITOBOTO Ta BITYM3HSIHOTO
pecTopaHHuX pUHKIB 3a 2025-2026 poku, CTAaTUCTUYHUX AaHUX IUdpoBI3aIli ramys3i Ta
aHATITUYHUX OIVISAaX MPOBITHUX KOHCAITUHTOBUX T'PYII 1 TAIYy3€BUX EKCIIEPTIB.
Metoau: TEpMIHOJOTIYHOTO Ta MOPIBHSUIBHOTO aHaJi3y IMpHU OMpaloBaHHl AediHimini
«aJIalTUBHICTh PECTOPAHHOTO Oi13HECY» Ta «MApKETHUHIOBA CTpaTeris TpaHcdopmalii,
TEOPETUYHOIO y3araJbHEHHS Ta CUCTeMAaTH3allii AJ11 BAOKPEMJICHHS KIIFOYOBHX KaTeropii
pectopanHux TpeHaiB 2025-2026 pokiB Ta YNHHUKIB BIUIUBY Ha TOTOBHICTH IMiAPUEMCTB
70 1HHOBaIH, Kiacudikaiii mpu TpymyBaHHI CydyacHUX IU(POBUX 1HCTPYMEHTIB Ta
MapKETHHTOBHX PIIIeHb 32 X (YHKIIOHATEHUM PU3HAYCHHSM, JIOTITYHOTO MOJICITIOBAHHS
JUTSL OOTPYHTYBAHHS MEPEXOAY BiJ TPATUIIIMHUX MOJIENIeH ynpaBiiHHs 10 ctpateriit H2H-
KOMYHIKAI[I Ta MPEIUKTUBHOI aHANITHKHU, & TaKOK aOCTPAKTHO-JIOTIYHOTO METOY s
(hopMyBaHHS aBTOPCHKUX BHCHOBKIB IIIOJI0 POJII aBTEHTHMYHOCTI Ta CTOPITEIIHTY SIK
3ac001B HIBEIIOBAHHS TEXHOJIOTYHOI BTOMH ¥ €KOHOMIYHOTO THUCKY.

Pe3yabTaTH: cucTeMaTH30BaHO KIIOYOBI TpeHIM TpaHcopmarllii CBITOBOTO Ta
BITUMU3HSHOTO pecTOpaHHOTO pUHKY Ha 2025-2026 pokwu, 1e akKIIEHTOBAHO yBary Ha TOMY,
0 Cy4acHl 3aKkjagyd MarTh PO3BUBATUCS SIK CKJIQJHI €KOCHUCTEMH, IO MOETHYIOThH
TEXHOJIOTIYHUN MPOrpec 13 IMUOOKUMHU 3MIHAMM Yy CHOXHUBYIN mcuxosorii. BuznaueHo
YUHHUKU AJalTUBHOCTI PECTOPAHHUX MIAMPUEMCTB, 3a SIKHX BOHM 3/aTHI THYYKO
pearyBaTH Ha PUHKOBI Ta KpHU30B1 BUKJIMKHU, OAIAHCYIOUM MiX BHYTPILIHIM PECYpCHHUM

MOTEHIIIaJIOM Ta 30BHILIHIM PEryIaTOPHUM THUCKOM. OKpECICHO TPAEKTOPII0 PO3BUTKY
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pecropanHoro OpeHay B yMoBax Iudposizamii mwisxoM BopoBakeHHs H2H-
KOMYHIKallli Ta €MOLIMHOTO CTOPITENIHTY IJsi 30€pekEeHHS («IFOACBKOTO OOIHYYS»
cepaicy. PO3misHyTO MOXKIMBOCTI HIBETIOBAHHS €KOHOMIYHOTO TUCKY Ta KPU3HU KPEaTHBY,
110 y O€IHAHHI 3 aKIIEHTOM Ha HalllOHAJIbHY 1ICHTUYHICTh Ta aBTEHTUYHICTh 3a0e31edye
dbopMyBaHHS  YHIKaJbHOTO  KJIIEHTCHBKOTO  JOCBIQy ¥ 34aTHICTh  Oi3Hecy
I EPEeHIIIIOBAaTUCA Y KOHKYPEHTHOMY CEPEIOBUIIIL.

3po6iiecHO BHMCHOBKM IIIOJI0 MOXJIMBOCTEH CTpaTeriyHol ajanTailii Ta METOIIB
MapKeTHHTOBOI TpaHchopmallii, K1 TOIIT-HO BUKOPUCTOBYBATH B JISIIBHOCTI Cy4YacCHHUX
pecTOpaHHUX HIANPUEMCTB. AKIIEHTOBAHO YBary Ha TOMY, 1110 BIACHUKH O13HECY TOBUHHI
30anaHCyBaTH TEXHOJOTIYHUN TIporpec 13 koHueniero H2H-koMmyHikarii s mogogaHHs
PUBHUKY «TEXHOJOT1YHOI BTOMUY CIIOKUBadiB. Jjisi miOOKoi opraHizailii MapKeTUHTOBOI
cTparerii HeoOX1IHO BIPOBAIKYBaTH IHCTPYMEHTH €MOILIIIHOTO CTOPITENIHTY Ta
MPEIMKTUBHOI aHATITHKH, 1110 A03BOJIsi€ OyAyBaTH JAOBIpY Uepe3 Mpo30piCTh MPOIECIB Ta
nepcoHamizamito cepicy. Ha wnHamy aymky, HaiOiIbIl e(QEeKTHBHOIO € MOJENb
«mparMaTu4Hoi TpaHchopmallii», sKa TOE€IHYyE OIepaliifHy aBTOMAaTH3aIlilo 3
ABTEHTUYHICTIO Ta HAIIIOHAJILHOIO 17IEHTUYHICTIO, 3a0€3MeUyI0UH )KUTTE3AATHICTh OPEHTY
B YMOBaX €KOHOMIYHOTO THUCKY Ta I7100aJbHOT HECTAOLTEHOCTI.

KarwuoBi ciaoBa: pecropaHHuWid pPHUHOK, aJanTHBHICTH Oi3Hecy, H2H-komynikarii,
uudposa Tpancpopmallis, EMOIIHHUNA MapKETHHI, CTOPITEIIIHI, aBTEHTUYHICTh, O13HEC-

CKOCUCTCMMU.
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Abstract. The article reveals the peculiarities of the transformation of the global and
domestic restaurant market in the context of digitalization and modern global challenges
of 2025-2026. It is noted that the successful adaptation of enterprises depends on a
complex of internal resources and external factors that determine their viability. The
expediency of implementing marketing strategies based on H2H communications,
emotional storytelling, and predictive analytics as tools for overcoming technological
fatigue and economic pressure is substantiated.

Purpose: to conduct a comprehensive analysis of the transformation of the global and
domestic restaurant market in the period 2025-2026, to systematize key industry trends,
and to determine the role of marketing strategies as a decisive tool for adapting enterprises
to the fundamental challenges of the modern economic and social environment.
Materials: the study is based on an analysis of global and domestic restaurant market
reports for 2025-2026, statistical data on industry digitalization, and analytical reviews
from leading consulting groups and industry experts.

Methods: terminological and comparative analysis in the processing of definitions
"restaurant business adaptability" and "marketing transformation strategy"; theoretical

generalization and systematization to identify key categories of restaurant trends for 2025-
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2026 and factors influencing the readiness of enterprises for innovation; classification
when grouping modern digital tools and marketing solutions by their functional purpose;
logical modeling to justify the transition from traditional management models to H2H
communications and predictive analytics strategies; as well as the abstract-logical method
for forming author's conclusions regarding the role of authenticity and storytelling as
means of leveling technological fatigue and economic pressure.

Results: the key trends in the transformation of the global and domestic restaurant market
for 2025-2026 are systematized, emphasizing that modern establishments should develop
as complex ecosystems that combine technological progress with deep changes in
consumer psychology. The factors of adaptability of restaurant enterprises are determined,
under which they are able to respond flexibly to market and crisis challenges, balancing
internal resource potential and external regulatory pressure. The trajectory of a restaurant
brand development in the digital environment is outlined through the implementation of
H2H communications and emotional storytelling to maintain the "human face" of the
service. The possibilities of leveling economic pressure and the creativity crisis are
considered, which, combined with an emphasis on national identity and authenticity,
ensures the formation of a unique customer experience and the business's ability to
differentiate in a competitive environment.

Conclusions: conclusions are drawn regarding the possibilities of strategic adaptation and
marketing transformation methods that are advisable to use in the activities of modern
restaurant enterprises. Attention is focused on the fact that business owners must balance
technological progress with the H2H communications concept to overcome the risk of
consumers' "technological fatigue." For a profound organization of a marketing strategy,
it is necessary to implement emotional storytelling and predictive analytics tools, which
allows building trust through process transparency and service personalization. In our
opinion, the most effective is the "pragmatic transformation" model, which combines

operational automation with authenticity and national identity, ensuring brand viability in

https://pedagogical-academy.com/index.php/journal/about ISSN: 2786-9458

YBech KOHTEHT JilleH30BaHO 3a ymMoBamu Creative Commons BY 4.0 International license



AKTYAJIbHI MUTAHH4A
VI EKOHOMIYHUX HAYK

conditions of economic pressure and global instability.
Keywords: restaurant market, business adaptability, H2H communications, digital

transformation, emotional marketing, storytelling, authenticity, business ecosystems.

Problem statement. In the current environment of digital transformation and
global instability, traditional restaurant management models focused on linear service
delivery are losing their effectiveness. The core problem lies in the emergence of a
"technological gap" and consumer "tech fatigue" caused by excessive process automation,
which negates the emotional value of the visit and erodes the human connection between
the establishment and the customer. For the restaurant market, the key challenge is finding
a balance between implementing innovations and preserving the authenticity and "human
face" of the service. Existing marketing approaches often focus on operational efficiency
while ignoring the transformation of consumer psychology, where the priority is no longer
just the product, but an ecosystem of experiences and ethical consumption. Consequently,
there is a pressing need to integrate adaptive strategies (H2H communications, emotional
storytelling, and predictive analytics) into business operations in a way that enhances
business viability and differentiation under economic pressure.

Connection of the problem with scientific and practical tasks is multifaceted. From
a scientific perspective, this research contributes to the development of adaptive
marketing theory and the experience economy, allowing for a deeper understanding of the
functional mechanisms of restaurant ecosystems in crisis conditions. In practical terms,
addressing this problem provides restaurateurs with effective survival algorithms based
on digital transformation and the personalization of the customer experience. The
application of pragmatic transformation strategies enables establishments to increase
audience loyalty and profitability, even amidst labor shortages and rising costs. Thus,

resolving the outlined problem meets the industry's demand for sustainable development
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tools and society's demand for authentic, safe, and technologically advanced consumption
in times of uncertainty.

Analysis of recent research and publications. A review of scientific sources
dedicated to the transformation of the restaurant market and marketing strategies allows
for the structuring of existing approaches to business adaptability in the face of global
challenges. Research on the technological basis and the role of information solutions in
ensuring market stability is presented in the works of Zemlina Y. and Bukatov A. [1], who
consider IT a fundamental factor of competitiveness in the domestic market. The issues
of practical implementation of innovations and their impact on industry development are
highlighted in the theses of Botin M. [8], while Zimina A. and Kavun O. [4] offer a broader
perspective on the transformation of economic relations under the influence of total
digitalization.

The specifics of forming the strategic potential of enterprises during crisis periods
are thoroughly analyzed by Pyatnytska H. [5], who focuses on the survival of the
restaurant business. Organizational aspects of management and the selection of effective
management methods are researched by Svitlychna V. and Kravtsova S. [10], while the
specificities of digital tools in promoting restaurant services are detailed by Bovsh L.,
Bosovska M., and Rasulova A. [2].

The humanistic vector of marketing and the transition to the "person-to-person"
model became a central theme in the works of Mansoor H. [6], who laid the conceptual
foundations for customer experience management through H2H thinking. This direction
was further developed in the papers of Moroz O., Bilyk M., and Haikova T. [9] through
the analysis of communicative aspects of interaction, as well as in the study by Zhovnir
V. et al. [7], which substantiates the role of H2H strategies as a key filter for the digital
transformation of HoReCa. The importance of emotional intelligence and the
psychological connection with the audience under martial law in Ukraine is emphasized

in the research by Horbal N. and Revutska O. [3].
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A separate layer of relevant information consists of industry reviews and analytical
reports from leading market operators and consulting groups (Ribas Hotels Group, Metro
Blog, PayKit, Unit Group [13-17]), which focus on the practical implementation of
innovations for 2025-2026. These sources detail the vectors of technological re-equipment
in HoReCa — from payment automation and predictive inventory management to the
implementation of "smart kitchen" and sustainability concepts. The scientific approach to
systematizing these processes is complemented by the research of Turchyniak M. and
Polotai B. [12], who analyze global trends through the prism of adaptation to new
consumption models. This synthesis of empirical data with applied solutions allows for
the identification of specific tools to increase operational efficiency and form competitive
advantages in the digital environment.

Thus, the highlighted scientific approaches form the theoretical basis for
understanding modern market realities; however, the dynamism of the restaurant sector in
2025-2026 requires a deeper adaptation of these concepts.

Formulation of previously unresolved parts of the general problem. Within the
scope of this research, key trends in the transformation of the global and domestic
restaurant markets for 2025-2026 are systematized, focusing on the evolution of
establishments into complex business ecosystems that combine technological progress
with profound shifts in consumer psychology through formats like soft clubbing, micro-
cocktails, and the digitalization of operational processes. A comparative analysis of
restaurant business adaptation in Ukraine and EU countries has been conducted, enabling
the identification of the domestic experience as a unique case of crisis marketing, where
innovations serve not only as a competitive tool but primarily as a mechanism for survival
in unstable conditions.

Key factors of restaurant enterprise adaptability have been identified and structured,
categorized into internal management resources and external regulatory and market

factors, which collectively define the boundary between theoretical innovation and its
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successful practical implementation. The necessity of implementing the H2H (Human-to-
Human) communication concept as a strategic tool to overcome guest "technological
fatigue" is substantiated, allowing the emotional value of service to be preserved amidst
mass automation and the use of artificial intelligence.

A development trajectory for restaurant brands is proposed, based on the
combination of predictive analytics with emotional storytelling and an emphasis on
national identity. The possibilities of mitigating economic pressure through value-based
marketing strategies and niche positioning are explored, ensuring the formation of a
unique customer experience and the establishment's ability to differentiate itself from the
mass market by transforming operational routines into meaningful interaction with the
consumer.

Formulation of article goals (task setting). The purpose of the article is to conduct
a comprehensive analysis of the transformation processes in the global and domestic
restaurant markets during the 2025-2026 period, systemize key industry trends, and
substantiate the role of adaptive marketing strategies as a critical tool for ensuring business
viability in an unstable environment.

To achieve this goal, two scientific hypotheses were put forward and tested. The
first hypothesis suggests that the transformation of the Ukrainian restaurant market in
2025-2026 demonstrates an accelerated pace of adaptation compared to EU countries, as
digitalization and changes in consumption formats are implemented not as a planned
evolutionary step, but as a critical survival mechanism under security constraints and labor
shortages. The second hypothesis is based on the assumption that the rapid automation of
operational processes and the implementation of artificial intelligence lead to the
emergence of consumer "technological fatigue," which can only be effectively mitigated
by transitioning from classical promotion strategies to the concept of H2H

communications and emotional storytelling.
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The consideration and testing of these hypotheses make it possible to turn a
descriptive market review into an in-depth analytical study that reveals the cause-and-
effect relationships between external crises and internal business resilience. This allows
for the formation of a clear strategic benchmark for restaurateurs: identifying where
automation should be maximized to increase profitability and where it should be
minimized to preserve authenticity and the human connection with the guest. Ultimately,
this approach provides the scientific basis for building sustainable restaurant ecosystems
capable of differentiating themselves from the mass market even under conditions of
global uncertainty.

Presentation of the main material. The transformation of the global and domestic
restaurant market in 2025-2026 is driven by the intersection of technological progress and
profound changes in consumer psychology. Modern restaurant business is moving beyond
the classic provision of food services, evolving into a complex ecosystem that combines
digitalization, the experience economy, and sustainable development. For a systematic
understanding of the industry's direction, we have systematized key trends, categorizing

them by functional areas: from operational management to innovative gastronomic

formats.
Table 1
Systematization of Restaurant Business Trends (2025-2026)
Category Trend name Description and manifestations
New Soft clubbing daytime dj-culture (parties shift to daytime or early evening.
consumption opportunity to get club emotions without disrupting sleep
culture patterns)
Micro cocktails "two-sip culture" (small portions of premium cocktails that
prevent intoxication at an affordable price)
Restaurant as a functional transformation: coffee shop and coworking in the
"space for the morning, business lunches in the afternoon, bar and social hub
day" in the evening
Happy Hour 2.0 | new "prime time" (special offers shift from "dead hours" to peak
times to stimulate table turnover)
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Restaurant as a

"priority on experiences (storytelling, fictional brand characters,

"space of live music, stand-up, and interactive gastro-dinners).
emotions
Economics "Volume over reducing markups on popular items to attract mass guests. profit
& margin" strategy | is generated through high traffic volume
operational Live queue (no refusal of bookings. this eliminates the "no-show" problem and
management | reservations) creates an effect of popularity and high demand around the
establishment
Labor shortage & | compensating for staft shortages through online menus, robotic
automation systems, and Al for operational tasks.
Dark Kitchens & | virtual brands without dining rooms, working exclusively for
delivery delivery. use of "light kitchens" with online cooking broadcasts
Subscription subscriptions for daily coffee, wine, or fresh pastries to ensure
model stable and predictable revenue.
Product & Farm-to-table use of local, organic products "from field to fork." collaboration
gastronomy | (locality) with local farmers and maintaining own gardens.
Plant-based food | plant-based menus (vegan alternatives, lactose-free desserts,
& synthetic meat | meat and fish made from plant proteins)
Return to cooking over an open fire (josper grills, tandoors), smoking, and
traditions using authentic techniques.
Fermentation & natural preservation and "root-to-stem" product use to minimize
Zero waste waste.
Monoproduct focus on a single dish (only burgers, dumplings, or tea), where
quality is perfecte
National identity | modern Ukrainian cuisine "for locals" (rejection of Soviet
stereotypes in favor of authenticity and local craft)
Technology | Artificial demand analysis, creation of personalized offers, and automated
& intelligence (AI) [ response to guest reviews.
innovation Contactless qr-codes for ordering and payment, virtual queues, order pickup
technologies via thermal lockers
Robotics robot-waiters, robot-baristas, and automated kitchen stations for

quality standardization.

Facial recognition

(face id)

use of biometry to identify loyal customers within loyalty
systems

Ecosystem &
retail

Restaurants in
retail

opening restaurant "islands" in supermarkets or producing own
sauces/semi-finished products for retail shelves

Food kits

selling "ready to cook" kits or home party kits curated by the
chef.

Eco-sustainability

rejection of plastic, transition to paper bottles, and fully

biodegradable packaging

Source: [12-17]
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Transformation of the restaurant market in 2025-2026 in Ukraine and EU countries
demonstrates remarkable synchronicity, although the reasons for these changes often
differ. In Ukraine, the key driver is adaptation to security constraints, while in European
countries, environmental standards and labor costs take center stage. Analysis of the
identified trends suggests that the restaurant market is in a phase of "pragmatic
transformation" and serves as a survival mechanism in conditions of global instability.

The reasons for the emergence of the "new consumption culture" category in
Ukraine are directly related to the curfew and constant stress, which forced parties to shift
to daylight hours in the soft clubbing format, whereas in the EU, this trend emerged as a
conscious choice in favor of healthy sleep and mental health. Simultaneously, Ukrainian
establishments are massively implementing the culture of micro cocktails and happy hour
2.0 to provide guests with a premium experience for less money, while in Europe, this
supports the global trend of moderate alcohol consumption and "mindful relaxation."

The "economics and operational management" category in Ukraine has been
transformed by a critical increase in prime costs and the risks of guest "no-shows," making
the live queue strategy and volume over margin the only ways to survive. In EU countries,
similar models are implemented due to high competition and the need for maximum space
utilization; however, it is in Ukraine where the restaurant has finally established itself as
a "space for the day," where people work in the morning as if in a coworking space (driven
by the need for energy independence) and relax in the evening.

The emergence of the "product and gastronomy" group of trends in Ukraine is
driven by a powerful surge of national identity and the rejection of the Soviet past, which
resonates with the European New Nordic movement but carries a deeper subtext of
cultural resistance. The trend towards local products in Ukraine has become a logistical
necessity due to complicated imports, whereas in the EU, it is part of a sustainable

development strategy and the fight for ecology.

https://pedagogical-academy.com/index.php/journal/about ISSN: 2786-9458

YBech KOHTEHT JilleH30BaHO 3a ymMoBamu Creative Commons BY 4.0 International license



AKTYAJIbHI MUTAHH4A
VI EKOHOMIYHUX HAYK

In the "technology and innovation" category, Ukraine demonstrates an accelerated
pace due to the acute labor shortage caused by migration processes and mobilization.
Artificial intelligence and robotics in Ukrainian establishments serve not as digital toys,
but as replacements for missing employees. In EU countries, automation is also growing,
but there it is aimed at reducing personnel costs, which are among the highest in the world.

The "ecosystem and retail" category emerged in Ukraine as a way to diversify
income — restaurants are moving onto supermarket shelves with their own semi-finished
products and sauces to stay with the client even during air raids. In Europe, this trend is
driven by the desire of retail giants to keep the shopper in the store as long as possible by
creating collaborations with well-known restaurant brands.

In general, the Ukrainian market often outpaces the European one in terms of
adaptation speed. What becomes the norm in the EU through a long evolution of values is
implemented instantly in Ukraine as a survival mechanism, turning the domestic
experience into a unique case of crisis marketing for the entire world.

To understand whether a restaurant business is ready to implement a particular
trend, it is necessary to consider the factors influencing the adaptability of restaurant
enterprises, as they define the boundary between theoretical innovation and its successful
practical implementation.

The internal potential of an establishment is built through management and
organizational-structural factors responsible for decision-making flexibility, while
financial and economic stability provides the resource base for modernization and the
implementation of new business processes. A special role is played by the personnel
factor, as the staff's receptivity to change and the level of their professional competencies
directly affect whether a new technology will take root in daily operations. At the same
time, the technological readiness of the enterprise itself becomes the foundation for
digitalization and the use of modern information systems, which is critical for most 2026

trends.
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At the same time, adaptability is constantly adjusted by the external environment,
where market and technological factors form competitive pressure and dictate the pace of
innovation diffusion in the industry. Socio-economic conditions, such as income levels
and changes in the population's lifestyle, directly influence consumer preferences, while
institutional and regulatory factors define legal boundaries, tax burdens, and government
support for such initiatives. In the context of Ukraine, crisis and global factors take on
decisive significance, necessitating instant adaptation to instability and unpredictable
changes in the external environment, turning an establishment's ability to maneuver
between internal resources and external challenges into the main guarantee of its viability.

Despite rapid development and adaptability, the hospitality industry in 2026 faces
fundamental challenges that could become critical for those who ignore the "pitfalls" of
digital and economic transformation. Mass digitalization — from qr-menus to artificial
intelligence — carries an inherent risk of technological fatigue and the loss of the
establishment's "human face." Since a guest comes to a restaurant not just for food, but
for communication, excessive automation threatens to turn a visit into a mechanical
interaction with a screen. The main challenge is finding the "golden mean," where
technologies remove operational routine but leave space for staff empathy; establishments
that preserve the "human touch" will become premium simply by the fact of having live
service.

Simultaneously, economic pressure is intensifying, creating a difficult dilemma
between quality and affordability. The desire to work with high-quality local products
within the farm-to-table concept inevitably leads to an increase in the average check, while
the real incomes of the population often do not keep up with this pace. Restaurateurs will
have to show ingenuity in marketing and processing technologies to avoid turning into an
"elite club for the chosen few" and to retain the mass guest without losing profitability.

Finally, the industry faces the threat of a creativity crisis and the "copy-of-a-copy"

trap. In the pursuit of successful formats, the market becomes monotonous: when a certain
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concept becomes popular, dozens of establishments begin to copy its interior and menu,
creating visual noise in which the consumer stops distinguishing between brands. In 2026,
the real currency will be authenticity, so only those who dare to create their own unique
concept will win. The future belongs not to those who simply implement all trends in a
row, but to those who know when to stop and ask whether the next innovation makes the
guest happier and the business more genuine.

To overcome the fundamental challenges of the industry, marketing strategies must
transform from aggressive promotion toward h2h communications (human-to-human) and
predictive analytics. This allows establishments not just to survive, but to create new
added value even in unstable conditions.

In response to technological fatigue, the strategy of emotional marketing and
storytelling becomes key. Instead of emphasizing the speed of qr-ordering, marketing
should focus on the "story behind the plate": telling about the chef, the origin of
ingredients, or the mission of the establishment. The use of ai in this process shifts to the
realm of an invisible assistant: the system analyzes guest preferences so that the waiter
can make a personalized recommendation "from the heart," returning a human face to the
service and creating a feeling of special treatment.

Economic pressure requires a transition to value-based marketing strategies and
flexible pricing. Instead of direct dumping, which destroys the brand, establishments
implement loyalty mechanisms built on engagement: for example, dynamic discounts in
"happy hour 2.0" or exclusive offers for members of the establishment's community. An
important tool here is "openness" marketing: demonstrating the real prime cost of local
products and support for local farmers builds a guest's understanding of the price and a
willingness to pay for quality and shared values.

To overcome the creativity crisis and the trap of monotony, the most effective
strategy is niche positioning and authenticity branding. Marketing in 2026 should be based

on searching for the unique "cultural code" of the establishment. This could be an
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emphasis on local identity (for example, using forgotten regional recipes) or creating
highly specialized formats (monoproduct). Instead of copying visual trends,
establishments invest in community building around their brand, where guests become
brand advocates, and the restaurant itself becomes a "place of power" for a specific
audience.

Thus, modern marketing acts not just as a shell, but as a strategic filter that allows
restaurateurs to implement innovations without losing the soul of the establishment,
balance economics through trust, and stand out in the market thanks to sincerity rather
than imitation.

Conclusions. The conducted research has allowed for a comprehensive assessment
of the depth of the transformational processes sweeping the modern restaurant sector and
a revision of outdated marketing paradigms through the lens of 2025-2026 digitalization.
Based on the results obtained, the scientific hypotheses were verified, and a theoretical
foundation was formed for building resilient business models in the hospitality sphere.

The analysis of factual data allowed for the full confirmation of the first hypothesis,
demonstrating that the domestic restaurant market has become a platform for accelerated
"pragmatic transformation." It was established that under conditions of labor shortages
and security risks, the implementation of ai-analytics and flexible consumption formats
(such as coworkings and retail ecosystems) in Ukraine occurs faster than in eu countries,
as it is a vital reaction to external instability rather than just a tribute to fashion.

The second hypothesis regarding the role of the human factor in the digital age
received partial confirmation. The study proved that h2h-communication strategies and
emotional storytelling can effectively compensate for a guest's "technological fatigue"
from total automation. However, to accurately determine the boundary beyond which
digitalization begins to negatively impact brand perception, further applied research is
needed, based on an in-depth analysis of consumer behavioral reactions in robotic

establishments.
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In summary, it can be argued that the successful development of a modern restaurant
1s impossible without the organic combination of high technology with authenticity and
national identity. The approaches proposed in this work enable businesses to transition
from the traditional provision of food services to the creation of full-fledged emotional
ecosystems, where competitive advantage is formed not through marketing budgets, but
through the depth and personalization of interaction with each client.

Perspectives for further research lie in developing specific mechanisms for
integrating "invisible" artificial intelligence into an establishment's operational activities,
which would allow for the automation of routine while leaving space for live empathy.
Such an approach lays the foundation for the sustainable growth of the restaurant industry

as a key link in the modern experience economy.
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