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Oaecpkuit HallilOHaABHNIT MOPCHKUIT YHIBEpCHUTET

A.T. Kizwon,

K. TeOTp. H., AOL|CHT, AOIIeHT KadeApy TYPHU3My Ta FOTEABHO-PECTOPAHHOI CIIpaBy,

BinHuIbKUI TOProBeABHO-eKOHOMIIHNIL IHCTUTYT AepsKaBHOTO TOPTOBEABHO-€KOHOMIYHOTO YHiBEpCUTETY

EGEKTUBHICTD CIIIABHOT'O MEHEAJKMEHTY TA KOMITAEKCHUX MAPKETUHTOBUX
CTPATEI'IN Y KAACTEPHUX CTPYKTYPAX TYPU3MY I TOTEABHO-PECTOPAHHOI CITPABU

In a highly competitive environment, business entities in the tourism and hospitality (hotel and restaurant) sectors face
limited opportunities for individual development. This is due to high promotion costs, low differentiation of products and services,
rapid imitation of offerings, and intense price competition. Therefore, the aim of this study is to substantiate and analyze the
effectiveness ofjoint management and shared marketing strategies within tourism and hospitality cluster structures, as well as to
assess their impact on creating competitive advantages and facilitating the transition of enterprises from operating in the "red
ocean" to creating a "blue ocean" in the market. Research on the effectiveness ofjoint management and shared marketing strategies
in tourism and hospitality clusters has shown that the coordination and integration of participants' actions enable the creation of
a comprehensive tourism product, enhance regional competitiveness, and generate unique market offerings. The study
demonstrates that joint management is effective when it ensures high-quality process organization, quality standardization, and
resource optimization, while shared marketing strategies are effective when they promote the territory, increase brand recognition,
and attract tourists and investments. The scientific value of these findings lies not only in identifying patterns and principles of
cluster functioning in tourism and hospitality (or hotel and restaurant industry), but also in developing scientifically grounded
recommendations for improving the effectiveness ofjoint management and marketing. The results confirm that through collective
decision-making, process coordination, adaptation to market changes, and shaping and satisfying consumer demand, it is possible
to create conditions for a transition from competitive struggles in the "red ocean" to the creation of new market niches in the
"blue ocean,"” where the value of the tourism product increases due to its uniqueness and the collaborative cooperation of cluster
participants. Thus, the proposed approaches can serve both as a theoretical foundation for further research on cluster structures
in tourism and hospitality and as a practical tool for managers and local authorities, supporting the sustainable development of
the regional tourism industry and improving its economic efficiency.
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B ymMoBax BUCOKOi KOHKYpeHLii Cy6'€KTH rOCIIOAAPIOBAHHS TYPUCTUYHOT Ta FOTEABHO-PECTOPAHHOT Cepy CTURAIOTHCS 3 06Me-
SKeHVMMM MOKAMBOCTSIMYU AASI iHAMBIAYaAbHOTO po3BUTKY. I]e 3yMOBA€HO BUCOKOO BapTICTIO IPOCYBaHHSI, HEAOCTATHBOIO A epeH-
Uialiero MPOAYKTIB i OCAYT, MIBUAKMM KOM{FOBAHHSIM PMHKOBUX HOBOBBEAEHD Ta SKOPCTK OO LIiHOBOIO G0poThG0or0. MeTor0 A0CAIA-
SKEHHsI € OOrPYHTYBAHHS Ta aHAAi3 eeKTUBHOCTI CIIABHOTO MEHEASKMEHTY 1 KOMIIAEKCHUX MapKEeTHHIOBUX CTPATeriil y KaacTep-
HUX CTPYKTYpax TypU3My Ta TOTEAbHO-PECTOPAHHUX IIOCAYT, a TAKOK BU3HAUYEHHS IXHbOTO BIIAMBY Ha (POpPMYyBaHHS KOHKYPEHTHUX
nepesar i 3aGe3neyeHHs epexoAy CY6 '€KTiB rOCIOAAPIOBAHHS BiA YMOB PUHKY "4epBOHOTO OKeaHy" A0 CTBOPEHHS PUHKY "GAakuT-
HOro okeany"". AocaipskeHHs eeKTUBHOCTI CIIIABHOIO MEHEASKMEHTY Ta KOMIAEKCHMX MapKeTHHIOBUX CTPATEril y KAACTePHUX
CTPYKTYypax TypMU3My i FOT€ ABHO-PeCTOPAHHOI CIIPaBM IIOKA3aA0, 0 KOOPAMHALLiSl Ta iHTerpauid Ailf ix y4aCHUKIB AO3BOASIE CTBO-
PIOBaTy KOMIAEKCHMIA TYPUCTUYHUI IPOAYKT, MIABUIIYBaTY KOHKYPEHTOCIPOMOSKHICTb TepUTOPii Ta (GOPMyBaTH YHIKaAbHI pUH-
KOBi mpomo3uyjii. 3a pe3yAbTaTaMy AOCAIASKEHHST AOBEAEHO, [0 CIIIABHMIT MEHEAKMEHT € eheKTUBHUM 32 YMOBM 326e3neve HHs SIKi-
CHOI opraHisanjii npouecis, CTaHAApTH3alil IKOCTi Ta ONTHUMI3alLlil pecypciB, TOAL IK KOMIIAEKCHi MapKeTUHIOBi CTpaTerii BUSABASIIOTH
edeKTUBHICTb, KOAM CIOPHSIIOTH IPOCYBAHHIO TEPUTO Pil, MIABUILEHHIO BIi3HABAHOCTI GPEHAY Ta 3aAyYEHHIO TYPUCTIB i iHBeCTHLLil.
HayxkoBa 1jiHHICTh OTPMMaHMX Pe3yABTATIB MOASITAE He AMIIE Y BUSBACHHI 3aKOHOMIPHOCTeI Ta MPUHLUIIB (PYHKIiOHYBaHHS KAAC-
TepiB y cdepi Typusmy Ta roreabHo-pecropannoi cnpasyu (I'PC), a 11 y opMyBaHHI HAYKOBO OGTPYHTOBaHUX PEeKOMEHAALN I[OAO
nipBMIeHHS e(DEKTUBHOCT] CIIABHOIO MEHEASKMEHTY Ta MapKeTHHTY. Pe3yAbTaTu AOCAIAKEHHS MIATBEPAKYIOTH, IO 3aBASKYU
CIIABHMM AifIM y DIPMIHATTI pilleHb, KOOPAMHALIT IpoLeciB, apanTanii A0 3MiH Ha PMHKY, G OPMYBaHHIO IIOIUATY Ta 3aA0BOAEHHIO
noTpe6 CrOKMBAYiB CTBOPIOKOTHCS YMOBHU AAS IEPEXOAY BiA KOHKYPEHTHOI 60p0oThOM A0 (POPMYBaHHS PUHKOBUX Hilll A€ L{iHHICTb
TYPUCTUYHOIO IPOAYKTY 3POCTATHME 3ABASKY JIOr'0 YHIKAABHOCTI Ta KOonepauii y4acHUKIB KaacTepy. TakuM 4MHOM, 3aIPOIIOHO-
BaHi HAXOAM MO3KYTb CTATy TEOPETUYIHOIO OCHOBOIO AASI TOAQABIIMX AOCAIASKeHb KAacTepHUX cTPpYKTYp y Typusmi i [PC, a Takok
NPaKTUYHMUM IHCTPYMEHTOM AAS YIPABAIHIB i MiCLIeBMX OpraHiB BAAAY, CIIPHSIOUY CTIIKOMY PO3BUTKY PeriOHaAbHOI TYPUCTUIHOT

iHAYCTpil Ta miABMIEHHIO i eKOHOMIYHOT e(PeKTUBHOCTI.

Keywords: opportunities for individual development; formation of competitive advantages; integ-
ration of actions; joint management; comprehensive marketing stvategies; cluster; competitive

struggle.

Karou06i caoba: moxaubocmi indubidyarvrnozo po3bumixy; popmybanns xonkypenmnux nepebaz;
inmezpayisa 0itl; CNiAvHUU MeHeDKMEHM; KOMNAEKCHT mapKkemunzobi cmpamezii; xaacmep; KOHKY-

penmmua 6opomvoba.

PROBLEM STATEMENT

The modern tourism and hospitality (hotel and
restaurant) market is characterized by high
competition, a growing demand for standardized
products, and rapid market saturation. Under such
conditions, most companies are forced to operate
in the so-called "red ocean," where the struggle for
customers leads to price reductions, increased
marketing expenses, and decreased profitability. At
the same time, global market trends and changing
consumer behavior create a need to shift toward
strategies that not only allow competition but also
generate fundamentally new value, opening the
possibility of operating ina "blue ocean" — a space
of innovative demand and unique offerings.

One of the most effective mechanisms for
creating such a competitive space is tourism and
hospitality clusters, in which enterprises apply joint
management and develop shared marketing
strategies. Cluster interaction not only enhances
coordination and optimizes costs but also stimulates
the creation of innovative joint products,
contributes to the development of unique tourist
routes, cultural-regional offerings, and territorial
brand platforms. Overall, clustering allows market
participants to move away from price war practices
toward the creation of new demand segments.

ANALYSIS OF RESEARCH
AND PUBLICATIONS

The study of the effectiveness of joint mana-
gement and shared marketing strategies within
cluster structures is a relevant scientific task.
According to the research of Maslyhan O.0.,
Todierishko E.V., Kuznetsova O.V., and Sha-
franova K.V. [3], these mechanisms can ensure
sustainable development of the tourism and
hospitality (hotel and restaurant) industry under
conditions of market turbulence. Moreover, as
demonstrated by Zabarnaya E.M., Papkovska O.E.
[1], Stadnik V.V., Melnychuk O.P., and Yokh-
na V.M. [6], identifying patterns, principles, and
tools for implementing joint management and
shared marketing strategies allows for the develop-
ment of scientifically grounded approaches to
enhancing regional competitiveness and creating
new market opportunities for the joint develop-
ment of participants operating within cluster
structures.

It should be noted that this research is im-
portant because it can serve as both a practical
and theoretical foundation for the development
of the tourism and hospitality industry under
modern market challenges, creating the con-
ditions for:
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— identifying effective mechanisms for coor-
dination and interaction among enterprises that
ensure synergy and sustainable development of
tourism clusters;

— developing recommendations for optimizing
resources and reducing marketing costs without
compromising the quality of the tourism product;

— creating comprehensive strategies that
enable a shift from the "red ocean" to the "blue
ocean," generating unique offerings and new
market niches for the region.

Thus, the results of the study can not only
improve the managerial and marketing practices
of cluster participants but also contribute to
enhancing territorial competitiveness and the
socio-economic development of regions.

FORMULATION OF THE ARTICLE'S
OBJECTIVES

Therefore, the aim of the study is to substan-
tiate and analyze the effectiveness of joint ma-
nagement and shared marketing strategies within
tourism and hospitality (or hotel and restaurant
industry) cluster structures, as well as to determine
their impact on the formation of competitive
advantages and the transition of enterprises from
operating in a "red ocean" to creating a "blue
ocean" in the market.

THE PAPER MAIN BODY

In conditions characterized by high compe-
tition, modern tourism and hospitality enter-
prises face limited opportunities for individual
development. This is due to the high costs of
promotion, low product and service diffe-
rentiation, rapid imitation of offerings, and
intense price competition. For example, a small
family restaurant in Berehove or a hotel in
Vynohradiv is unable to independently organize
a large-scale advertising campaign on the
domestic and international market, or to create
a comprehensive tourist route that would
include gastronomy, cultural events, excursions,
and accommodation. As a result, such enter-
prises are forced to compete primarily on price,
which reduces their profitability and prevents
them from standing out among other offerings.
These conditions have created a need for
collective forms of business organization, as in
these cases economic interaction replaces com-
petition with cooperation, becoming a means of
achieving sustainable market advantages [1].

It should be noted that, according to the
research of Maslyhan O.0., Todierishko E.V.,
Kuznetsova O.V., and Shafranova K.V., the cluster
model always involves the unification of business,
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government, educational, and cultural institutions,
thereby promoting the formation of joint mana-
gement and marketing [3]. In particular, the
concept of collectivity is shaped by several key
factors, including:

1. Shared interests and resources. Cluster
participants operate within the same territory and
are interested in developing a common local
tourism product;

2. The need for collective territorial branding.
A single enterprise cannot create a territorial
brand on its own, but in collaboration with other
players, this becomes possible;

3. Knowledge and innovation synergy. The
exchange of practices enhances the ability to
create new types of tourism and gastronomic
products;

4. Shared access to infrastructure and support
programs. Clusters receive priority in state and
international grants, investments, and promotional
projects.

In this context, joint management within
tourism and hospitality (hotel and restaurant)
cluster structures can be defined as the coor-
dinated activities of all cluster participants —
including hotels, restaurants, travel agencies,
local product producers, government bodies,
and cultural and educational institutions — in
planning, organizing, controlling, and deve-
loping a unified tourism product at the level of
the entire region or territory [5]. Meanwhile,
comprehensive marketing refers to the coor-
dinated activities involved in promoting, adver-
tising, branding, and communicating the pro-
ducts of the entire cluster [7].

Considering the transformed nature of these
activities, it should be noted that in clusters the
phenomenon of collectivity is a response to the
need to avoid excessive competition in the "red
ocean" and to shift from individual survival
strategies to collective strategies for creating new
value. An example of this is the tourism and
gastronomic cluster in Zakarpattia, which
develops in areas with a compact Hungarian
minority population (primarily in Berehivskyi
District, and partially in Vynohradivskyi,
Uzhhorodskyi, and Mukachevskyi Districts).
Within this cluster, individual restaurants, hotels,
farms, and local product producers, instead of
competing for the same customer, unite to create
a comprehensive gastronomic route [3—4].

A distinctive feature of this model is that no
single participant can independently create a full-
fledged tourism product (as they are unable to
simultaneously provide the entire spectrum of
components of the tourist experience [7—8]), but
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Table 1. Description of the components of the comprehensive
tourism and gastronomic offering in the Zakarpattia cluster with
a Hungarian ethnocultural focus

Component of
the tourism

Specifics of tourism product

Specifics that form the uniqueness

product formation of the joint product
Local cuisine | The Transcarpathian Uniqueness of the menu, which includes:
as the core Hungarian cuisine forms the |bogracsgulyas (goulash cooked over an open
value of the foundation of the tourism fire); lecso, paprikas, and tokany with paprika;
cluster and gastronomic product. It | Hungarian sausages, smoked meats, cracklings,
is distinguished by a and roasted dishes; desserts based on plums,
combination of Hungarian, | poppy seeds, and honey (rétes, plum marzipan);
Central European, and local | local wine and the unique drink “palinka.”
mountain traditions. These dishes are not merely food services, but
cultural symbols of the region, which the
consumer “experiences” rather than simply
purchases.
Themed Festivals create peak Uniqueness of events, including the Bogracs
gastronomic demand periods, attract new | Festival in Berehove; wine and young wine
festivals tourist segments, and festivals in Vynohradiv; plum, honey, and

strengthen the territory's
brand. In this cluster, events
are typically dedicated to
dishes, crafts, and local
products.

brynza festivals; and ethno-fairs featuring local
cuisine and dances. These festivals not only
serve an entertainment function but also act as
public marketing for the cluster, showcasing the
product, history, and gastronomic style of the
region.

Excursions to
local product
production
sites

Clusters integrate producers
into tourism by creating
tourist production routes.

Uniqueness of routes, including visits to wine
cellars and tastings; tours of family-owned
dairies and meat smokehouses; demonstrations
of palinka or honey liqueur production; and
introductions to farms and orchards. Tourists
gain access to the product creation process,
which fosters emotional engagement and loyalty
to the territory’s brand.

Master classes

Master classes are events
that make the tourist an
active participant in the
tradition, as the tourist
“takes home” not a product,
but an experience.

Uniqueness of activities, including master
classes on preparing bogracs, lecso, and
sausages; lessons on working with paprika and
meat; and making local sweets or cheeses. These
activities serve as personalized service and
contribute to emotional branding.

Accommodati
on and
services as the
completion of
the
comprehensive
model

Accommodation is not just a
place to stay, but part of the
gastro-cultural route
through: local design and
decorative elements, and the
offering of local dishes.

Uniqueness of accommodation, including stays
in family-run agritourism homesteads with
ethnic interiors; guesthouses offering local
cuisine; and hotels providing local menus and
wine. Guest services enhance the tourism
product and support partnership programs with
restaurants and producers.

also creates a new space of de-
mand. In this space, economic ac-
tors cease to compete with one
another and instead jointly gene-
rate demand for the territory and
its brand.

It is the combination of these
five unique elements that creates
a comprehensive path — encom-
passing the dish itself, the story of
its origin, production techniques,
participation in the process, and
thermal recreation. This serves as
avivid example of the shift toward
a "blue ocean," a strategic mana-
gement concept proposed by
W. Chan Kim and R. Mauborgne,
which emphasizes the creation of
new market niches and customer
value in areas with minimal
competition [2]. In such a "blue
ocean," value is not diminished by
price but is enhanced through the
product's uniqueness and partici-
pant cooperation, enabling the
development of new demand seg-
ments and expanding oppor-
tunities for both business and re-
gional growth.

Considering the components
that ensure the completeness of
the tourism product within a
cluster, the effectiveness of joint
management and marketing in
tourism and hospitality (hotel and
restaurant) clusters is reflected in
several key areas: enhancing
competitiveness without lowering
prices; significantly reducing
marketing costs without dimini-

Source: created by the authors based on [7—38].

together they form a unique offering:

LC+TF+E+MC+AS

where:

LC — local cuisine;

TF — themed festivals;

E — excursions to local product productionsites;

MC — master classes;

AS — accommodation and services.

From the detailed description of the compo-
nents of the comprehensive tourism and gastro-
nomic offering of the Zakarpattia cluster with a
Hungarian ethnocultural focus (see Table 1), it is
evident that such an approach not only attracts
new segments of tourists (gastro-tourists, cultural
researchers, and enthusiasts of local traditions) but

(1),

shing the quality of product pro-

motion; achieving synergy in management and
innovation; developing territorial branding; and
attracting investment. Each of these areas will be
examined in detail, taking into account their specific
characteristics and their crucial impact on shaping
a comprehensive tourism product within the cluster.
Enhancing competitiveness without lowering
prices becomes possible because, within tourism
and hospitality (hotel and restaurant) clusters,
individual market participants do not compete for
the same customer through pricing. Instead, they
jointly create a unique integrated product that
combines gastronomy, cultural events, master
classes, excursions, and accommodation [1; 6]. This
approach enables them to avoid the price wars
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Table 2. Specifics of value creation for tourists in the "red”

and "blue” oceans

customers

Parameter Traditional market (“Red Ocean”) | Specific approach (“Blue Ocean”)
Competition High; companies compete for Minimal; new market niches are
existing customers created
Pricing policy Main tool of competition is price | Customer value increases through
reduction product uniqueness rather than
price
Product Standardized, similar to Comprehensive, unique,
competitors’ offerings integrating gastronomy, events,
master classes, excursions, and
accommodation
Marketing Focused on attracting competitors’ | Focused on creating new demand

and attracting new segments

Value for the
tourist

Often low or medium; consumers
choose based on price or

High; tourists receive a
comprehensive and unique

availability experience
Risk Constant pressure on profitability | Lower risk, as the offering is new
due to competition and price cuts | and has inherent value
Impact on Limited; does not contribute to Increases regional recognition,
territory/cluster [ regional brand development builds a tourism brand, and

stimulates investment

approach allows for rapid responses
to changes in demand and improves
management efficiency, while simu-
Itaneously creating new types of
tourism products that strengthen the
cluster's competitive position.
Territorial branding and invest-
ment attraction are shaped by joint
management and comprehensive mar-
keting, which together form the clus-
ter brand associated with uniqueness,
highservice quality, and authenticity.
The benefits of such a brand include
increased recognition of the territory
in both domestic and international
markets, attraction of tourists from
diverse segments, and stimulation of
investments in local projects and
infrastructure development. Thus, the
cluster brand becomes not only a
marketing tool but also a mechanism

Source: created by the authors based on [1-2; 6—8].

characteristic of the "red ocean," while simul-
taneously creating the opportunity to enter a "blue
ocean" by generating value for tourists through
uniqueness (see Table 2).

Significant reductions in marketing costs wit-
hout compromising the quality of product
promotion within clusters are achievable through
the implementation of shared marketing strategies.
These strategies enable resource optimization by
[5; 8]:

— collective participation in exhibitions and
tourism fairs;

— creation of a unified advertising and
information platform for all cluster participants;

— coordination of PR activities and digital
marketing campaigns.

This approach ensures a broader reach to
tourists while maintaining high-quality product
promotion. It is particularly important for small
and medium-sized enterprises, which would
otherwise be unable to compete independently
with large brands in domestic and international
markets.

The synergy of management and innovation
arises from the integration of cluster participants
and the establishment of a shared space for
knowledge exchange and the implementation of
innovative solutions [ 3—4]. Examples include the
development of new routes and programs, the
integration of digital services (such as online
booking, mobile applications, and interactive
audio guides), and the standardization of service
quality while preserving local authenticity. This

N

for socio-economic development,
reinforcing the synergy between busi-
nesses, authorities, and the community [8].

For example, the Transcarpathian cluster, with
a Hungarian ethnocultural focus, has developed a
shared regional brand that includes gastronomic
routes featuring tastings of local Hungarian
cuisine, local product festivals, and master classes
on preparing traditional dishes and crafts. Through
territorial branding, the cluster has become more
recognizable to tourists not only from Ukraine but
also from neighboring countries, stimulating
infrastructure development, the emergence of new
business partnerships, and investment in local
projects.

Overall, joint management and comprehensive
marketing within tourism and hospitality cluster
structures mutually reinforce each other,
achieving effectiveness through the creation and
promotion of a unique product. This approach
facilitates a shift from intense competition in the
"red ocean" to the development of new market
niches and the generation of value in the "blue
ocean," where enterprises prioritize distinctive
offerings rather than competing on price [2].

CONCLUSIONS

Research on the effectiveness of joint mana-
gement and collaborative marketing strategies within
tourism and hospitality cluster structures hasshown
that coordination and integration of participant
activities enable the creation of a comprehensive
tourism product, enhance regional competitiveness,
and generate unique market offerings. The study
demonstrates that joint management is effective when
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it ensures high-quality process organization, quality
standardization, and resource optimization, while
comprehensive marketing strategies are effective
when they contribute to territorial promotion, brand
recognition, and the attraction of tourists and
investments.

The scientific value of these findings lies not
only in identifying patterns and principles gover-
ning cluster functioning in the tourism and
hospitality sectors but also in providing evidence-
based recommendations for improving the
effectiveness of joint management and marketing.
The results confirm that through collective deci-
sion-making, process coordination, market
adaptation, demand formation, and meeting
consumer needs, it is possible to create conditions
for a shift from competitive rivalry in the "red
ocean" to the development of new market niches
in the "blue ocean," where the value of the tourism
product increases due to its uniqueness and the
collaborative efforts of cluster participants.

Consequently, the proposed approaches can
serve both as a theoretical foundation for further
research on cluster structures in tourism and
hospitality and as practical tools for managers and
local authorities, supporting sustainable develop-
ment of the regional tourism industry and enhan-
cing its economic efficiency.
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