YIK 338.48:659.1:658.8
O. Kuchai,

PhbD in Economic Sciences, Associate Professor of the Department of Psychology

and Tourism, Kyiv National Linguistic University
ORCID ID: hitps://orcid.org/0000-0002-4201-7236

DOI: 10.32702/2306-6814.2026.1.67

INNOVATIVE APPROACHES
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IHHOBALIIVIHI MIAXOAM AO MEHEAJKMEHTY TA MAPKETUHTIY V KAACTEPHUX
CTPYKTYPAX TYPU3MY ITOTEABHO-PECTOPAHHOT CIIPABU

In the current context of digital transformation, the tourism industry and the hotel and restaurant
sector (HRS) are undergoing intensive changes driven by the need to enhance competitiveness and
management efficiency. One of the key trends shaping the development of these sectors is the
formation of cluster structures. The aim of this article is to identify and highlight the fundamental
features that determine the innovativeness of management and marketing approaches in tourism
and HRS cluster structures based on cloud ecosystems. Within this study, attention is drawn to the
fact that management and marketing approaches in tourism and HRS clusters are gradually
transforming from classical to cloud-based methods, facilitated by digital tools that perform
coordination, control, analytical, and communication functions. It has been demonstrated that the
keyinnovations in management and marketing within cluster structures manifestin approaches such
as cloud-based network management, intelligent network analytics using cloud services, and network
marketing based on cloud ecosystems. It is noted that a central conceptual characteristic within
these approaches is networked interaction, which does not merely represent information exchange
among cluster participants but entails systemic coordination of activities related to personnel and
process management, as well as the study, creation, promotion, and sale of joint tourism products
within a unified digital space. Networked interaction is manifested through: a unified data exchange
infrastructure; interdependent business processes synchronized via digital services and automated
regulations; a distributed management model; and the collective creation of consumer value. Thus,
the innovativeness of management and marketing approaches in tourism and HRS cluster structures
is grounded in networked interaction, which becomes not only a characteristic of structural interaction
among participants but also a newlogic for organizing managerial and marketing activities, ensuring
integration, adaptability, and innovative development based on digital technologies.

B ymoBax yngposoi tpaHcopmadii nianpnemMcTea TypuCTUYHOI Ta rotesibHO-pecTopaHHoiI cpe-
pu (FPC) nepe>xxnBaloTb iHTEHCUBHI 3MiHW, NOB's13aHi 3 HeOb6XiAHICTIO NiABNLLEHHSI KOHKYPEHTOCNPOo-
MOXXHOCTi, e(peKTUBHOCTI yrpaBsliHHsI Ta NPOCYBaHHSI CNiJIbHUX NIPOAYKTIB Ta nocnyr. O4HIEIO 3 KJ1I0-
YOBUX TeHAEHLiN, L0 BU3HA4Ya€ PO3BUTOK Unx cpep, € popmyBaHHsI KnacTtepHux ctpykryp. lNpu Lbo-
My MeTolo cTaTTi € BULiNeHHs Ta igeHTugikayis 6a3zoBux ocob/mBoCTe, WO 3yMOB/IOIOTb iHHO-
BaLuinHIiCTb NigxoniB 40 MEHEA)KMEHTY Ta MapKeTUHIY Y KNTaCTePHUX CTPYKTypax TYPU3My i rotesibHo-
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pecTopaHHOro cekropa cdpopMoBaHUX Ha OCHOBI XMapHUX eKOCUCTEeM. Y MeXax OKpecJsieHOro Ao-
CNlig)XeHHS 3BepPHEeHO yBary Ha Tou ¢pakT, Lo NiaxoAan MeHeAXXMEHTY Ta MapKeTUHry Y OKpeCJ1e Hux
CTPYKTYpax nocTyrnoBo TPaHCHOPMYIOTbCS Bif KlaCUYHUX A0 XMapHUX, 3aBASKU UNPPOBUM iHCTPY-
MeHTaM, siKi BAKOHYIOTb PYHKLiT koopAuHaLii, KOHTPOJII0, aHaNniTUKN Ta KOMYHikadii. ZloseaeHo, L0
K/1I0Y0BI iHHOBaLii MeHe)XMEeHTY Ta MapKeTUHry y KNlaCTepPHUX CTPYKTYpPax rnNposiBJISIIOTbCS Y TaKUX
nigxonax, IK: XMapHe MepeXxeBe yrnpasJliHHSI; IHTe/IeKTyasibHa MepeXxeBa aHaJliTuka Ha OCHOBI XMap-
HUX cepBiciB; MepeXxeBuii MapkeTuHr Ha 6a3si xmapHux ekocuctem. KoHCcTaToBaHoO, WO y MeXXax Linx
nigxoniB LeHTPasibHOIO KOHLEeNTYyasIbHOIO XapaKTepPUCTUKOIO € MEPEXEeBIiCTb, Ika O3Ha4Yya€ He npo-
CTO iHpOopMaLiiHy B3aEMOLII0 MiDK Y4aCHUKaMUN KNnacTepHOi CTPYKTYpU, a CACTEMHY KoopAuHaLilo
AisiZIbHOCTI 3 yripaBAiHHS IO AbMU Ta nNpoLuecamu Ta 3 BUBYEeHHSI, CTBOPEHHS, MPOCYBaHHS Ta ripoAa-
JKY CriZIbBHUX TYPUCTUYHUNX NPOAYKTIB Y MeXax eAUHOro ungposoro npocrtopy. floseaeHo, Lo mepe-
JKeBiCTb NPOSIB/SIETbCA HEPE3: EANHY IHPPACTPYKTYPy OOMiHY AaHUMN; B3aEMO3aseXHicTb 6i3HecC-
npowuecis, sIKi CAHXPOHI3YIOTbCSI Ta aBTOMaTU30BaHUX periaMeHTiB; po3roAgineHy Mmoaesib yrnpas/liH-
HS1; KOJIEKTUBHE CTBOPEHHSI CITOXXUBYOI LiHHOCTIi. Taknm YuHOM, iHHOBaLiWHICTb nigxoQiB 40 MeHeAa-
)KMEHTY Ta MapKeTUHIyY Y KJ1aCTepPHUX CTPYKTypax Typu3my i FPC rpyHTYETbCSI HA MePEeXXeBOCTi, Lo
CTaE€ He JINLLe XapaKTepUCTUKOIO CTPYKTYPHOI B3aemMoii M) ix ydacHUKamMu, a HOBOIO JIOTiKOIO opra-
Hi3auii ynpaBniHcbkOoi Ta MapkeTUHIroBoOI AisNbHOCTeH, Wo 3abe3neydye ixHIO iHTerpadiro, agan-

TUBHICTb Ta iHHOBaLiiHNA PO3BUTOK Ha OCHOBI LngpOBNX TEXHOJIOTIN.

KnrowoBi caoBa: iHHoBayiliHicms nidxo0iB; meHedHMEHM Ma MapKemMuUHe, KAACMePHI CMPYKMypuU, mypu3m;
20MeIbHO-PEeCMOPAHHUL CEKMOP,; cMBOPEHHS CnoXcuB4oi UiHHoCMI,
Key words: innovativeness of approaches; management and marketing; cluster structures; tourism; hotel and

restaurant sector (HRS); creation of consumer value.

PROBLEM STATEMENT

In the modern context of digital transformation, the
tourism industry and the hotel and restaurant sector are
undergoing intensive changes driven by the need to
enhance competitiveness and management efficiency. One
of the key trends shaping the development of these areas
is the formation of cluster structures. These structures not
only exist today but are actively evolving, as they enable
the rapid implementation of innovative technologies and
the optimization of communications and resources through
participant synergy (the most well-known examples include
the "Ternopil Tourism Cluster,” "Lviv Tourism Cluster,"”
"Slavutych Tourism Cluster,” among others). Moreover, in
tourism and the hotel-restaurant sector, they represent one
of the key contemporary forms of cooperation among bu-
sinesses, government authorities, educational institutions,
and local communities.

In this regard, innovative management and
marketing approaches based on the digitalization of
business processes-particularly their transition to
cloud ecosystems-are becoming increasingly relevant.
This is due to the fact that such approaches are
innovative, as they systematically transform
mechanisms for managing and promoting tourism
services through advanced technologies. In essence,
cloud ecosystems are now a strategic tool that enables
cluster structures in tourism and the hotel-restaurant
sector to influence service quality, automate key
processes, implement intelligent management systems,
and develop more effective partnership networks.

Therefore, the transition of management and marketing
processes of cluster structures to cloud ecosystems
creates new opportunities for their development, inno-
vative activity, and competitiveness.

ANALYSIS OF RESEARCH
AND PUBLICATIONS

The issues of implementing management and
marketing within cluster structures in tourism and the hotel
and restaurant sector (HRS) have been examined by
scholars such as Maslyhan 0.0., Todierishko E.V.,
Kuznietsova O.V., Shafranova K.V. [3], Kasynets O.V. [4],
Humeniuk H.M., Polova L.V., and Humeniuk A.lL [1]. In
particular, these researchers have devoted considerable
attention to the features of organizationaland managerial
mechanisms for forming tourism clusters, enhancing the
competitiveness of regional tourism systems, interaction
among market actors within partnership models, the
development of program-based marketing strategies, and
the implementation of innovations in the activities of
tourism enterprises.

At the same time, an analysis of their works shows
that, despite substantial academic contributions to the
study of the organization and functioning of tourism
clusters, the issue of innovative management and
marketing approaches based on cloud ecosystems remains
insufficiently explored. Specifically, this concerns the
digital integration of cluster participants, network
coordination of business processes, the use of cloud
analytics, and the development of platform-based
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Kuznietsova 0.V., and Shafranova K.V. [3],
meaning that a cluster structure represents a
systematically organized network of interrelated

8

Table 1. Features of tourism and HRS cluster structures
creating preconditions for the implementation of
innovative management and marketing approaches

Features
of cluster
structures

Features of the cluster
structure and their
significance

Impact of cluster structure
features on management and
marketing systems

Network-based

Each participant in the

Interactions are complex,

and seasonality

sectors depend on demand
(including seasonal
fluctuations, events, and
weather conditions) and
changes in consumer behavior.

interaction cluster structure acts as a multi-level, and often occur
among node in a complex system.* [ simultaneously among multiple
participants participants, requiring coordination
and centralized management.
High dynamism | The tourism and HRS Traditional management and

marketing approaches are unable
to quickly adapt to demand
fluctuations and changes in
consumer behavior.

Multi-level
processes and
participant roles

Contracting, service
promotion, product
certification, quality control,
and marketing campaigns
involve multi-level
processes.

The multi-level nature of
processes and participant roles in
cluster structures necessitates a
systematic approach and digital
tools for action synchronization.

Heterogeneity of
participants

Cluster participants vary in
scale and specialization**.

Due to the heterogeneity of
participants, there is a need for
universal management tools that
integrate different forms of activity.

Information
complexity and
the need for
analytics

Data flows are large and
heterogeneous, including
bookings, reviews,
marketing campaigns, and

Effective management and
marketing are possible only with
modern analytical tools and
centralized digital platforms.

elements rather than a mere set of enterprises.

Such terminological precision enables a clear
identification of the specific characteristics of
cluster structures, explaining why the transfor-
mation of business entities in the tourism industry
and the hotel and restaurant sector necessitates
the implementation of innovative management
and marketing approaches [ 1]. These approaches
must ensure effective coordination, analytical
support, and process integration across the
entire cluster, taking into account features such
as the network-based nature of participant
interactions, pronounced dynamism and
seasonality, multi-level processes and roles,
participant heterogeneity, informational
complexity, and the need for advanced
analytics (see Table 1).

These features-networked interactions,
dynamism, multi-level processes, heterogeneity,
and information complexity-determine the need
for the implementation of innovative management
and marketing models to ensure the effective
development of cluster structures. In particular,
both in the management of people and business
processes, as well as in the promotion of a joint
product, effective are those models aimed at

tourism flow statistics.

preserving the integrity of the structure and the

Note

* Participants in the cluster structure include hotels, restaurants, tour
operators, cultural institutions, transport organizations, and government

authorities.

** Cluster participants are represented by entities such as small hotels
and large chains, local restaurants, tourism startups, and educational

institutions.
Source: created by the authors based on [1; 4—5].

collaborative marketing. These aspects require further
theoretical justification and practical clarification.

FORMULATION OF THE ARTICLE'S
OBJECTIVES

The purpose of this article is to distinguish and classify
the core characteristics that shape the innovativeness of
management and marketing approaches in cluster
structures of tourism and the hotel and restaurant sector
(HRS), developed through and integrated within cloud-
based ecosystems.

THE PAPER MAIN BODY

Within the conducted research, special attention is
paid to the principles of functioning of cluster
structures. It is emphasized that, as a terminological
construct, the term "cluster structure" is used instead
of the more commonly applied term "cluster," since the
latter is often interpreted in a broad and intuitive
manner-as a group of companies or organizations that
interact [1].

The concept of "cluster structure”, instead, allows us
to highlight the organizational, managerial, and functional
components identified by Maslyhan O.0., Todierishko E.V.,

coordinated development of all its participants.
According to contemporary research by leading
international consulting and auditing firms-such
as Deloitte, PwC, EY, and KPMG-this can be
achieved through the application of integrated
digital services and platforms that provide shared
data access, business process automation,
analytical tools, and the ability for synchronized
real-time interaction among all participants in the cluster
structure.

Since the early 2000s, management and marketing
practices within tourism and HRS cluster structures have
gradually evolved from traditional models to cloud-based
frameworks, driven by digital tools that support
coordination, control, analytics, and communication
functions [1; 4—5]. Key innovations are reflected in
approaches such as: cloud-based network management;
intelligent network analytics through cloud services;
network marketing leveraging cloud ecosystems

It should be noted that within these approaches, a
central conceptual characteristic is networked interaction,
which in this context does not merely refer to information
exchange among cluster participants, but to the systemic
coordination of their activities within a unified digital
space, facilitated by cloud platforms. For example, within
the Slavutych Tourism Cluster, a cloud platform
synchronizes information on hotel occupancy, availability
in restaurant establishments, demand for excursion
programs, logistical constraints, and cultural events. The
data obtained in real time automatically influences the
formation of package offers, price adjustments, service
personalization, and marketing campaigns.As a result,
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The foundation underlying these features is the integration of actions among participants
within cluster structures

Feature 1: Digital integration of all cluster
participants
Manifestations of the feature:
Integrates heterogeneous participants into a
single platform, providing shared access to
data, documentation, bookings, and resources.

Feature 2: Real-time network interaction
among participants
Manifestations of the feature:
Enables instantaneous information exchange,
facilitates managerial decision-making, and
allows quick responses to market changes or
shifts in tourist demand.

Systemic features that ensure the innovativeness of the approach when manifested
systemically

Feature 3: Automation of management

processes
Manifestations of the feature:
Integrated modules automatically manage
bookings, resource allocation, personnel
processes, and logistics.
Reduces administrative workload and increases

the speed and accuracy of operational task

execution.

Feature 4: Analytical support for managerlal

decision-making
Manifestations of the feature:

The cloud system collects and processes large
volumes of data on tourist flows, customer
behavior, and business process performance.
Enables evidence-based decision-making and
forecasting for the development of the cluster
structure.

The foundation underlying these features is the integration of actions among participants
within cluster structures

Fig. 1. Features of the cloud-based network management approach in tourism and HRS cluster structures

Source: created by the authors based on [5—6].

individual cluster participants no longer operate in isolation
in terms of management and marketing; their business
processes become interdependent and coordinated,
providing an integrated competitive advantage for the
cluster structure as a whole.

Let us examine the outlined innovative approaches to
management and marketing in more detail. To assess their
impact on the efficiency of tourism and HRS cluster
functioning, as well as to identify opportunities for
optimizing managerial and marketing decisions based on
cloud ecosystems, these innovative approaches are
considered more closely.

The approach of cloud-based network management
within tourism and HRS cluster structures involves the
integration of participants into a single digital platform.
This platform provides centralized coordination of
resources, operational planning, control of business
processes, and management of information flows in real
time. The innovativeness of this approach is characterized
by the following systemic features: digital integration of
all cluster participants; real-time network interaction
among participants; automation of management
processes; analytical support for managerial decision-
making. These features must exist in combination as a
unified system (see Fig. 1).

When these characteristics function as a unified
system, they enable personnel and process management
that, within a cloud-based network management
framework, ensures effective coordination of activities,
digital transparency, and integrated actions among all
participants in the cluster. This strengthens the system's
adaptability and analytical capacity, which is particularly
important for the highly dynamic tourism and HRS sectors
[4—5].

The approach to implementing intelligent network
analytics based on cloud services within tourism and HRS
cluster structures involves the use of integrated data
pIatforms, machine learning algorithms, and artificial

intelligence tools for the collection, processing, modeling,
and forecasting of performance indicators of cluster
participants [3]. The innovativeness of this approach is
characterized by the following systemic features:
intelligent processing of large datasets; forecasting
demand for joint products and capacity planning;
personalization of joint products and marketing strategies;
analytical support for managerial and marketing decisions
of cluster participants. It should be noted that these
features must exist as a unified system (see Fig. 2), as
intelligent network analytics is not merely a collection of
separate tools but a coherent adaptive system in which
each element ensures the functioning of the next.

Intelligent processing of large datasets forms the
foundation for demand forecasting and capacity planning,
with the latter serving as a prerequisite for the
personalization of joint products and marketing strategies.
The effectiveness of these strategies, in turn, relies on
analytical support for strategic decisions that coordinate
the interests of cluster participants [4].

This interdependence creates a closed loop of
analytical management-encompassing data collection,
interpretation, forecasting, and decision-making-and
enables the development of collective analytical
capabilities that individual enterprises alone cannot
achieve, but which become possible at the cluster level.

The implementation of network marketing within
tourism and HRS cluster structures, leveraging cloud
ecosystems, entails shifting marketing processes from
individual enterprises to a collaborative digital
environment among cluster participants. This is achieved
through the use of integrated cloud services and platforms.
The innovative nature of this approach is reflected in the
following systemic characteristics: development and
promotion of a joint product; a unified branding strategy
for the entire cluster; collaborative personalization of
offers; intelligent management of integrated omnichannel
communications. It's essential to note that these elements
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Expansion of options for collecting, processing, modeling, and forecasting performance
indicators of cluster participants

Feature 1: Intelligent processing of large
datasets
Manifestations of the feature:
Collection of information from various
sources within the cluster structure*

Feature 2: Forecasting demand for joint
products and capacity planning
Manifestations of the feature:

Modeling seasonal fluctuations in demand and the
impct of various joint activities, external risks,

and market changes

Systemic features that ensure the innovativeness of the approach when manifested
systemically

Feature 3: Personalization of joint
products and marketing strategies
Manifestations of the feature:
Automated creation of personalized offers
within the cluster structure

Feature 4: Analytical Support for Managerial

and Marketing Decisions
Manifestations of the feature:
Formulating recommendations for the joint
strategy of cluster participants

Expansion of options for collecting, processing, modeling, and forecasting performance
indicators of cluster participants
Fig. 2. Features of the approach to implementing intelligent network analytics based on cloud
services in tourism and HRS cluster structures

Note:

* Among the specified sources are data from CRM systems, booking systems, payment services, transport analytics, and

communication platforms.
Source: created by the authors based on [2—3; 5—6].

operate as an interconnected system (see Fig. 2). When
each cluster participant conducts marketing independently,
the product is perceived in a fragmented manner. Only an
integrated approach can create a unified, comprehensive
offering. For example, in a city tourism cluster, there might
be a hotel promoting only its rooms and services, a
restaurant advertising only its menu, or a tour agency
marketing trips without considering logistics or hotel
discounts. In such cases, the client receives disjointed

offers, making it difficult to imagine the overall travel
experience as a single product.

In contrast, an integrated approach via a cloud
ecosystem-where all cluster participants operate as a
cohesive system-enables the creation of a unified,
comprehensive tourism product. Consequently, the tourist
is offered a "package tour" that combines accommodation,
meals, entertainment, and transfers at a single price, while
personalized recommendations during booking are

Shifting marketing processes to the level of collective digital interaction among cluster
participants

Feature 1: Creation and promotion of a joint

product
Manifestations of the feature:
Development and promotion of a product
formed by combining services from

hotels, restaurants, transport companies,
tour operators, cultural institutions, and

other participants. *

Feature 2: Unified branding system for the
cluster structure
Manifestations of the feature:
Creation of a single brand identity platform.
Standardization of style, value orientations,
visual elements, and communication standards
applied by all participants.

Systemic features that ensure the innovativeness of the approach when manifested
systemically

Feature 3: Collaborative hersonalization of
offers
Manifestations of the feature:
Integration of data on consumer behavior,

enabling the personalization of offers at

the level of the entire cluster.**

Feature 4: Intelligent management of joint
omnichannel communications
Manifestations of the feature:

Centralized management of the communication

activities of all cluster participants within a
unified information environment.***

Shifting marketing processes to the level of collective digital interaction among cluster
participants

Fig. 3. Features of the approach to implementing network marketing based on cloud services
in tourism and HRS cluster structures

Notes:

* Digital platforms enable the coordination of offers, synchronization of services, and optimization of product chains, providing

competitive advantages across the entire cluster.

** This refers to the creation of personalized itineraries, tourist packages, and service offers that take into account individual
customer preferences while integrating offerings from different network participants.

**%* This refers to the synchronization of content strategies, advertising campaigns, and digital channel operations (social media,
marketplaces, CRM systems, mobile applications), using automation, Al tools, and analytical modules to enhance the effectiveness of

engagement with target audiences.
Source: created by the authors based on [2—3; 5—6].
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generated based on shared data from all participants [5].
As a result, the product is experienced as a holistic travel
journey rather than a collection of separate services,
significantly enhancing the cluster's competitive appeal.

Only in this integrated format do they create a
synchronized digital marketing network, where the primary
competitive advantage lies not merely in an individual
tourism product but in the collective value and uniqueness
of the cluster's joint offering, strengthened by shared data,
services, and communication channels.

In conclusion, the digitalization of tourism and HRS
clusters is not only a tool for process optimization but also
a driver for new business models, based on shared cloud
infrastructure, integrated data, and collaborative
marketing practices.

CONCLUSIONS

Within the scope of this study, attention is drawn to
the fact that management and marketing approaches in
tourism and HRS cluster structures are gradually
transforming from classical to cloud-based methods,
facilitated by digital tools that perform coordination,
control, analytical, and communication functions.

The author demonstrates that the key innovations in
management and marketing within cluster structures manifest
in approaches such as cloud-based network management,
intelligent network analytics using cloud services, and network
marketing based on cloud ecosystems. It is noted that a
central conceptual characteristic within these approaches is
networked interaction, which does not merely represent
information exchange among cluster participants but entails
systemic coordination of activities related to personnel and
process management, as well as the study, creation,
promotion, and sale of joint tourism products within a unified
digital space. It has been demonstrated that networked inter-
action is manifested through:

— Aunified data exchange infrastructure, enabling all
cluster participants to access up-to-date information in
real time;

— Interdependent business processes, synchronized
through digital services and automated regulations;

— Adistributed management model, where planning,
control, and analytical functions are shifted from the level
of individual enterprises to a shared platform;

— Collective creation of consumer value, based on the
joint participation of various actors in the development of
tourism products, service packages, and marketing
strategies.

Thus, the innovativeness of management and mar-
keting approaches in tourism and HRS cluster structures
is grounded in networked interaction, which becomes not
only a characteristic of structural interaction among
participants but also a new logic for organizing managerial
and marketing activities, ensuring their integration,
adaptability, and innovative development based on digital
technologies.

Future research should focus on examining the effec-
tiveness and adaptation of cloud-based network
management and marketing models within tourism and
HRS cluster structures, considering their influence on
competitiveness, participant integration, and the creation
of collective digital value.
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