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PRESENTATION. In the modern competitive
environment of the restaurant business, the
reputation of an enterprise has become one of its
most critical and vulnerable assets. The success or
failure of a restaurant can depend not only on the
quality of its products and services but also on the
opinions of customers formed through public
channels such as social networks, review
platforms, and media coverage. Reputational risk
today acts as a decisive factor influencing
consumer loyalty, profitability, and long-term
development. One negative review, unresolved
complaint, or scandal may significantly affect the
brand's image, leading to financial losses and the
loss of customer trust.

THE PURPOSE OF ARTICLE is to explore
the nature and specific characteristics of
reputational risks in the restaurant business,
identify their main sources, and propose
structured approaches to manage and mitigate

them. In the context of digitalization and
increased  consumer  awareness,  restaurant
enterprises must develop and implement

proactive strategies to protect and enhance their
reputation. The relevance of this topic is
confirmed by the growing number of crisis
situations in the hospitality industry caused by
reputational failures, which in turn proves the
need for scientific research and practical
recommendations on reputation risk management.
This study aims to form a comprehensive
understanding of the mechanisms of reputational
risk development, analyze existing prevention and
response tools, and systematize approaches that
can be implemented at the operational and
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strategic  levels of restaurant enterprise
management. Additionally, the study seeks to
highlight the importance of combining traditional
methods of customer service quality control with
modern digital tools that enable real-time
reputation monitoring and customer sentiment
analysis.

RESEARCH METHODS. The research is based
on general scientific and applied methods,
including analysis, synthesis, classification,
comparison, systemic and situational approaches,
SWOT analysis, modeling of reputational risk
scenarios, expert evaluation, and content analysis
of online reviews. The use of these methods made
it possible to form a balanced view of the
phenomenon of reputational risk and develop
scientifically ~ grounded  conclusions  and
recommendations for restaurant businesses.
CONCLUSIONS. The study demonstrates that in
the modern digital landscape, reputation has
become a decisive factor for the financial stability
and long-term competitiveness of restaurant
enterprises. Effective management of reputational
risks requires a proactive approach that integrates
traditional quality control with advanced digital
tools for real-time sentiment monitoring and crisis
communication. Ultimately, systematizing these
risk mitigation strategies at both operational and
strategic levels is essential for maintaining
consumer loyalty and building a resilient brand
image in a highly volatile market.

Keywords: reputation; restaurant business; risk
management; online reviews; customer loyalty;
crisis communication; digital monitoring; brand
image.

NUMBER NUMBER NUMBER
OF REFERENCES OF FIGURES OF TABLES
10 0 1

Received: 12.11.2025 | Revised: 26.12.2025 | Accepted: 29.05.2026 | Published: 01.06.2026

19




ISSN 2415-3206

Journal

MANAGEMENT Issue 1 (43), 2026

JEL Classification: YIIPABJIIHHSA PENYTAIIMHUMHU

G32 PU3NKAMUA HIAIPUEMCTBA
PECTOPAHHOI'O BIBHECY

VJIK 338.246.025.

88.033.12 Ouaexciit TOHKUX, Aprem AHTOHEHKO,

€Bren KOTSII

DOI: 10.30857/2415-
3206.2026.1.2

BUCTYII. B ymoBax cydacHOi KOHKYpEHIIi Ta
G poBol  BIAKPUTOCTI PECTOPAHHOrO Oi3HECY,
pemyTalis MiANPUEMCTBA CTajia OOHAM i3
KITFOYOBHX HEMaTepialibHUX aKTHBIB, BiJ SIKOTO
0e3rmocepenHbO  3aJCKUTh HOTO YCIIIIHICTD 1
JKUTTE3MATHICT,. HasgBHICTP HABITH  OJHOTO
KOH()TIKTHOTO BHIAJIKY 3 KIIIEHTOM, HETaTUBHOTO
BITyKy B IHTEpHETI YW KpHW30BOi CHTyaIlii, IO
HaOupae BIPYCHOTO TIONIUPECHHS, MOXE MAaTh
KpUTWYHI Hachigku anst Openny. Cdopmoani
qepes udposi mathpopMu YSBIICHHS
CITO’KMBAYIB TIPO 3aKJIaJ ChOTOJHI BiAIrparoTh HE
MEHII Ba)KJIHUBY POJIb, HIXK SKICTh CTPaB UM PIBEHb
00CITyrOBYBaHHSI.

METOIO CTATTI € nociikeHHS TPHPOIH
penyTamifHNX PU3HKIB Yy pECTOpaHHIA cdepi,
BUSIBJICHHSI OCHOBHUX (DaKTOpiB 1X BUHUKHCHHS
ta (opMyBaHHSI C(PEKTUBHUX IMIAXOMIB JIO
VIOpPaBIiHHI HUMH. Y KOHTEKCTI muppoBizaliii,
COIIATLHUX MEPEeK Ta 3pPOCTAIOUUX OYiKyBaHb
KJIIEHTIB MiJNPUEMCTBA PECTOPAHHOrO Oi3HECY
MMOBUHHI BIIPOBAKYBAaTH IPOAKTHUBHI CTPATETii,
SIKi JTO3BOJISATh HE JIMINE OIEPATHBHO pearyBaTd
Ha 3arpo3u, aje # CHUCTEMHO 3MIITHIOBATH CBiil
penyTamiiHuA KariTa.

AKTyabHICTD JTOCITI JKEHHS 3yMOBJICHA
3pOCTaHHSAM KUIBKOCTI KPHU30BHX CHTYyalii,
MOB’SI3aHUX 13 PENyTalliiHUMU BTpaTaMu, SKi
YCKIIQIHIOIOTh BEIEHHS Oi3HECYy Ta 3HIDKYIOTH
KOHKYPEHTOCIIPOMOXKHICTh 3akiajiB. Came ToMy

BUHUKae T1OTpeba B pPoO3poOIli CHUCTEMHOTO
MIXOMy O  VIOPAaBIiHHS  peIyTaIliiHUMU
pU3UKaMH, SKHH OXOIUIIOE K  BHYTPIIIHIO

KOMYHIKaIlif0, CTaHAAapPTH B3a€MOIii 3 KIIIEHTaMH,
Tak 1 mudpoBl IHCTPYMEHTH MOHITOPUHIY
MyOJIIIHOTO TPOCTOPY. Y CTaTTI PO3TISAAIOTHCS
NUISIXW 1HTETpawii penyTauiiHOro MEHEIKMEHTY
B 3arajJibHy CHCTEMY CTPATETiYHOTO YIIPaBJIiHHS
i IITPHEMCTBOM.

Kuiscokuii nayionanvruii yHigepcumem mexHOI02IU
ma ousauny, Yxpaina

Taki maxonu Jar0Th 3MOTY 3a0€3TCUUTH HE JIUIIES
BUACHY pEAaKI[il0 Ha TIOTEHIIWHI 3arpo3u, a u
(hopMyBaHHSI TIO3UTHBHOTO IMIJDKY ITiIPUEMCTBA
cepe/l HasiBHUX 1 MOTCHIIMHUX KITIEHTIB.
METOAN JOCJIIJKEHHSA. VY mporeci
HAITMCAaHHS CTaTTi 3aCTOCOBYBAIIHCS
3arajlbHOHAYKOBI Ta MPHKIAIHI METOAM: aHANI3,
cuHTe3, Kiacudikailis, TOPIBHAHHSI, CHCTEMHHH 1
CUTYaIitHII M AXO0IH, SWOT-ananis,
MOJICTFOBAHHS CIICHAPIIB PO3BUTKY peITyTaIliiiHUX
PHU3HKIB, €KCIIEpTHA OIliHKAa Ta KOHTCHT-aHaJi3
OHJIAWH-BIATYKiB. CyYKYITHICTh BHUKOPHCTAHHX
METOAIB J03BONMIa Cc(HOpMYBaTH 00’ €KTUBHY
KapTUHY MPHUPOAM peNyTamiiHUX pH3HKIB 1
pO3pOOMTH  TPaKTHYHI  pEKOMEHmaIi s
3aKJIadiB pECTOPAaHHOTO Oi3HeCy.

BUCHOBKHM. JlocmiukeHHS IEMOHCTPYE, M0 B
CydacHOMY IM(POBOMY CEPEIOBHUIII pPeIyTaris

cTajla BHUPIMAJIbHUM  (BakTOpoM  (piHAHCOBOI
CTabIBHOCTI Ta JIOBFOCTPOKOBOT
KOHKYPEHTOCIPOMOKHOCTI pECTOpaHHHUX
i IITPHUEMCTB. Edextusne YIPaBITIHHSI
penyTariiHuMu pU3UKaMu BHMarae
NPOAaKTHBHOTO  TiIXOAy,  SIKHH  1HTerpye

TPaOUIIfHUN KOHTPOJIb SKOCTI 3 TEPEIOBHUMH
uGpPOBUMH 1HCTPYMEHTAMH I MOHITOPHHIY
HACTPOIB y PEXKHMMi PEAIbHOTO Yacy Ta KpU30BOI
KOMyHIKarii. 3pemTor, CUCTeMaTH3allisd ITHX
CTpaTerii  3MCHIICHHS  pHU3UKIB K  Ha
orepalifHOMY, TaK i Ha CTpaTeriuyHOMY PIBHAX €
BaXUIMBOIO  JUIS  TIATPUMKH  JIOSUTBHOCTI
CIOKMBaYiB Ta (OpPMyBaHHS CTIHKOro IiMimKy
OpeHy Ha ITy’Ke BOJATHILHOMY PUHKY.

KJIFOYOBI CJIOBA: pemnyranisi; pecTOpaHHUHA
Oi3HeC; YIpaBIiHHSI PHU3WKAMHU; OHJIAWH-BIATYKH;
JOSUTBHICTh ~ KJIIEHTIB;, KpPH30Ba KOMYHIKAITiS;
u¢pOBUH MOHITOPUHT; iIMiZK OpeH/y.
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Introduction. In today’s hyperconnected and consumer-driven
environment, the restaurant industry faces an unprecedented set of challenges
related to public perception, customer expectations, and digital transparency.
Unlike in the past, when reputation was shaped slowly through word-of-mouth
and personal experience, today’s perception of a brand can be formed-or
destroyed-within minutes on digital platforms. Reputation has become a vital
intangible asset that can determine the long-term sustainability or decline of a
restaurant enterprise. While traditional risks such as financial instability, supply
chain disruptions, or operational inefficiencies remain important, reputational
risk has emerged as one of the most volatile, cross-cutting, and difficult-to-
control types of threats. It is shaped by both internal factors-such as service
quality, employee behavior, food safety, and hygiene standards-and external
factors, including media coverage, social media activity, online reviews, and
public sentiment.

The rapid digital transformation of the hospitality sector has significantly
amplified the influence of reputation-related variables. Platforms such as Google
Reviews, TripAdvisor, Yelp, Instagram, TikTok, and Facebook serve as real-
time barometers of public opinion. A single negative customer experience-
especially one recorded, shared, and commented upon online-can reach
thousands of potential customers within hours, drastically altering public
perception and triggering a cascade of reputational consequences. In this volatile
ecosystem, customers are not only consumers of services but also active
producers of content that shapes brand image. Simultaneously, the growing
importance of customer experience, brand loyalty, transparency, and ethical
business practices has placed additional pressure on restaurant enterprises to
monitor, manage, and protect their public image continuously and consistently.

In this context, managing reputational risk is no longer optional; it is a core
component of strategic risk governance. Effective reputation management
demands a structured and proactive approach that integrates internal corporate
policies, digital monitoring tools, public relations protocols, and cross-functional
coordination. It involves not only reacting swiftly and credibly to negative
events but also building a resilient brand image that can absorb shocks and
maintain stakeholder confidence. Key components of such a strategy include
training staff on communication and service delivery standards, embedding
corporate values into everyday operations, actively engaging with customer
feedback (both online and offline), monitoring sentiment in real time, and
developing clear, pre-approved crisis response protocols.

Furthermore, the emergence of technologies such as artificial intelligence
(Al), natural language processing (NLP), and machine learning has enabled
more precise and automated monitoring of reputational signals. Enterprises can
now detect sentiment shifts, analyze review trends, and predict potential crises
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before they escalate. These capabilities not only enhance operational readiness
but also support long-term brand building and customer loyalty.

Understanding the mechanisms behind reputational risk in the restaurant
industry is essential for developing sustainable and competitive enterprises. As
reputation becomes an increasingly measurable, dynamic, and manageable
factor-thanks to technological advances and evolving consumer behavior-those
businesses that treat it as a core element of their operational and strategic DNA
are far more likely to thrive. In an industry where trust, perception, and
experience drive success, the ability to manage reputation effectively may
become the single most defining factor of long-term performance.

Description of the problem. In the 21st century, where information
technologies, consumer awareness, and digital communication are evolving at
unprecedented rates, the restaurant business finds itself exposed to an entirely
new and complex dimension of risks-reputational risks. Unlike traditional
operational or financial risks, which may be localized and quantifiable,
reputational risks are often intangible, unpredictable, and capable of causing
irreversible damage within hours. They do not necessarily stem from actual
operational failure, but from public perception, which can be influenced by
misinformation, emotional reactions, or viral social media dynamics. This
challenge is especially acute in the restaurant sector, where business success
directly depends on public perception, customer experience, and continuous
interaction with a variety of stakeholder groups (Ambroise & PrimAllaz, 2017).

The restaurant industry in Ukraine, which is experiencing recovery and
transformation amidst post-crisis conditions and a rapidly changing socio-
economic context, faces mounting challenges in managing its intangible assets,
particularly reputation. In a context of heightened consumer scrutiny and rapidly
spreading digital narratives, reputational issues can escalate beyond local impact
and generate long-lasting effects. Given the sensitivity of restaurant clients to
factors such as hygiene, service quality, employee behavior, and digital
feedback, even a single negative review or service failure can ripple across
various media platforms, causing cascading reputational damage that may be
difficult to control (Gatzert & Schmit, 2015).

One of the key issues facing restaurant enterprises is the lack of systemic
understanding and institutionalization of reputation risk management. Many
businesses continue to treat reputational crises as isolated, reactionary events
rather than manifestations of deeper structural weaknesses in brand governance,
communication policy, and operational quality (Kukina, Ohloblyna &
Tkachenko, 2024). This fragmented view often results in delayed or
inappropriate responses to reputational threats, further amplifying the damage.

Digitalization has further intensified the vulnerability of restaurants to
online reputation threats. Platforms such as TripAdvisor, Google Reviews,
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Facebook, Instagram, and TikTok have become pivotal in shaping public
perception and influencing consumer behavior. Research by Seheda emphasizes
that digital feedback is not only widespread but also has a multiplier effect: a
single negative post, when amplified by comments, shares, and influencer
engagement, may reach thousands of potential clients and cause long-term
damage to customer trust and brand value (Seheda, 2023).

To better understand the complex landscape of reputational vulnerabilities,
it is essential to examine the key internal and external sources of risk that
threaten restaurant enterprises. These sources differ in their origin,
controllability, and impact but are equally significant in shaping the overall risk
profile of a brand. The following table outlines the major categories of
reputational risk in the restaurant industry, categorized by their source and type.
This classification serves as a foundational tool for identifying weak points in
organizational systems and designing appropriate preventive or corrective
actions.

Table 1
Key Internal and External Sources of Reputational Risk
in the Restaurant Industry
Source of Risk Description Type Source of Risk

Inconsistent service |Uneven customer experience caused by |Internal |Inconsistent service
quality staff turnover, poor training, or unclear quality

standards
Hygiene or food Violations in sanitary conditions, Internal |Hygiene or food
safety incidents contamination, or poor storage safety incidents

practices
Lack of transparency | Unclear pricing, misleading Internal |Lack of

advertising, or hidden ingredients transparency
Employee Rude behavior, discrimination, or Internal |Employee
misconduct illegal actions by staff misconduct
Crisis Poor handling of public complaints, Internal | Crisis
mismanagement scandals, or emergencies mismanagement
Negative online Poor ratings and viral criticism on External |Negative online
reviews Google, TripAdvisor, Instagram, etc. reviews
Unsubstantiated Publications or influencer comments External | Unsubstantiated
media accusations  |based on rumors or bias media accusations
Competitor Spread of false information, sabotage  |External | Competitor
manipulation through fake reviews manipulation
Societal and political | External factors affecting perception of Societal and
instability safety, availability, or ethical political instability

positioning

Source: developed by the authors based on (Sherifi, Kapitanets & Kalra, 2023; Ambroise &
PrimAllaz, 2017; Seheda, 2023].

23



ISSN 2415-3206 Journal
MANAGEMENT Issue 1 (43), 2026

These risks, as presented in Table 1, vividly illustrate the breadth, depth,
and complexity of the reputational landscape in the modern restaurant industry.
Each listed factor represents a potential vulnerability point that, if unaddressed,
can severely undermine a restaurant's credibility, financial health, and long-term
competitiveness. Internal risks-such as inconsistent service, hygiene violations,
or employee misconduct-are theoretically more controllable, as they fall within
the operational boundaries of the enterprise. However, these risks often go
unmonitored or are underestimated until they escalate into full-blown crises.
This typically occurs due to poor internal reporting mechanisms, insufficient
staff training, or the absence of real-time quality control systems.

On the other hand, external reputational risks-though harder to predict or
influence-can be even more destructive due to their amplification through digital
channels and media exposure. These include viral negative reviews, fake online
attacks from competitors, or politically charged incidents affecting public trust.
Managing such risks demands more than reactive responses; it requires pre-
established public relations protocols, strategic community engagement efforts,
and advanced digital monitoring infrastructure capable of detecting early signals
of reputational threats (Sherifi, Kapitanets & Kalra, 2023).

Despite the acknowledged strategic importance of reputation, there remains
a notable governance gap in how Ukrainian restaurant enterprises integrate this
intangible asset into their overall risk management structures. In practice, many
businesses continue to regard reputation as a passive outcome of their marketing
efforts, rather than a dynamic process that requires dedicated resources, tools,
and cross-departmental coordination. Research by Kukina et al. reveals that only
a small proportion of Ukrainian service enterprises include reputation-related
key performance indicators (KPIs) in their risk management dashboards. This
disconnection signals a broader issue: a misalignment between the recognized
significance of reputation and the actual operational commitment to
safeguarding it (Kukina, Ohloblyna & Tkachenko, 2024).

Importantly, reputation in the restaurant business is no longer owned solely
by the company-it is co-created in real time by a wide array of stakeholders,
including employees, customers, suppliers, regulators, and the broader digital
community. Sherifi et al. emphasize that stakeholder perceptions of
trustworthiness, ethical conduct, and corporate responsibility directly shape an
enterprise’s ability to survive during economic and reputational shocks (Sherifi,
Kapitanets & Kalra, 2023).

The modern era of radical transparency has collapsed the boundaries
between internal culture and external image. Workplace grievances, employee
mistreatment, or toxic management practices can now become instantly visible
to the public through platforms like Twitter, Glassdoor, or YouTube.
Consequently, reputation is no longer insulated from HR practices or internal
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communication protocols. Even when service delivery remains technically
sound, reputational damage can occur from behind-the-scenes issues that
resonate with wider societal concerns, such as labor rights, diversity, or
sustainability (Makarchuk, 2020).

This new context makes it essential to integrate stakeholder mapping and
engagement strategies into all stages of reputational risk assessment. By
identifying the expectations and influence levels of various stakeholder groups,
enterprises can prioritize risk mitigation efforts and tailor communication
strategies accordingly. This process involves not only mapping interaction
points but also conducting regular sentiment analysis and feedback loops to
adjust policies and practices in a timely and informed manner (Gatzert &
Schmit, 2016).

In conclusion, the core of the problem lies not only in the growing presence
of reputational threats but in the lack of coherent, proactive, and technologically
integrated systems to manage them. The restaurant industry must move beyond
treating reputation as an abstract concept and begin viewing it as a measurable,
strategic, and operational imperative. This requires a paradigm shift toward
structured governance, digital transformation, organizational alignment, and
continuous stakeholder engagement. Only by embedding these elements into the
DNA of the enterprise can restaurants navigate the turbulent waters of today’s
reputational risk environment and build long-term brand resilience.

Research results and prospects. The analysis of reputation risk
management in the restaurant industry reveals a critical need for systematic,
integrated, and forward-looking approaches. The research findings emphasize
that reputation, once perceived as a passive byproduct of brand performance, has
now evolved into a strategic asset that requires continuous monitoring, active
defense, and long-term investment. Within the dynamic and highly competitive
landscape of the hospitality sector, restaurant enterprises are particularly
vulnerable to reputational damage due to the immediacy of customer interaction,
the visibility of digital platforms, and the intangibility of service delivery.

One of the key results of the research is the identification of the
multidimensional character of reputational risks. These risks stem from both
internal and external sources, such as poor service quality, hygiene failures,
employee misconduct, crisis mismanagement, negative online reviews, media
bias, and broader societal instability. Despite this complexity, most restaurant
enterprises in Ukraine and beyond still lack robust frameworks for identifying,
classifying, and mitigating these threats in a structured and anticipatory manner
(Seheda, 2023).

It has also been observed that reputation risk management is frequently
treated as a reactive function, triggered only after a crisis has occurred. This
approach not only undermines the ability of restaurant enterprises to maintain
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stakeholder trust but also increases the cost, complexity, and duration of crisis
recovery. The research highlights the importance of transitioning from reactive
to proactive reputation governance, where risk anticipation, digital presence
monitoring, and strategic planning form the core of brand and trust management.

A significant insight derived from this study is the insufficient integration
of reputation management across operational silos. Marketing, customer service,
operations, human resources, and digital communication departments often
function independently, resulting in fragmented and delayed responses to
reputational threats. This siloed approach weakens organizational agility and
increases exposure to reputational volatility. Therefore, reputation governance
must be embedded into cross-functional workflows and supported by executive-
level ownership and accountability structures.

Research shows that technological innovation plays a vital role in
strengthening reputation risk oversight. Many restaurant enterprises have begun
adopting Customer Relationship Management (CRM) systems with integrated
feedback tracking, sentiment analysis, and real-time alert mechanisms. These
systems allow for the early detection of dissatisfaction signals and enable
preventive interventions. Additionally, advanced tools such as natural language
processing (NLP), machine learning algorithms, and predictive analytics can
now process vast volumes of user-generated content, offering early-warning
insights into emerging risks, online trends, or customer dissatisfaction hotspots.

The research also confirms that customer trust and stakeholder perception
are increasingly shaped by ethical, social, and environmental considerations.
Consumers are more likely to support restaurant enterprises that demonstrate
authenticity, transparency, and social responsibility. Thus, businesses must align
their reputation management strategies with broader ESG (Environmental,
Social, and Governance) principles. This includes implementing inclusive labor
practices, engaging in community initiatives, adopting sustainable operations,
and transparently communicating values to the public in both local and global
markets.

The research further suggests the integration of stakeholder mapping into
reputation management strategies. By identifying key stakeholders—customers,
employees, suppliers, regulators, media, and local communities—and assessing
their influence on brand reputation, enterprises can design tailored
communication and engagement strategies to reinforce trust. This stakeholder-
centric model enhances the relevance, effectiveness, and sustainability of
reputation governance practices, especially in times of reputational volatility or
socio-political disruption (Seheda, 2023).

In conclusion, reputation is no longer an intangible and unmanageable
asset. It is a measurable, dynamic, and critical element of business sustainability
in the restaurant industry. The research demonstrates that enterprises that
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proactively invest in reputation risk management — through technology,
employee development, stakeholder engagement, and strategic alignment — are
more resilient, trusted, and successful in the long term. Given the increasing
transparency and volatility of today’s market, managing reputation is not
optional; it is imperative for survival, adaptability, and sustainable growth in the
restaurant sector.
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