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Current state of Ukraine’s hotel market under covid–19 and 
prospects for its development

The subject of the study is the current state of the hotel market in Ukraine under the conditions 
of COVID–19 and its development prospects.

The aim of the study is to study the current state of the hotel market in Ukraine under the 
conditions of COVID–19 and the prospects for its further development in modern market conditions.

Research Methods. When writing the article, general scientific and special methods were used to 
study the economic phenomena and processes of the hotel market in Ukraine.

Results of the investigation. During the writing of the article, it was found that for 2018–2019. 
Kiev pursued an active policy of increasing visitors, which has the following results: so according to 
the results of the first half of the year 2019r. the city has already been visited by 20 thousand people 
more than 2018 of the same period. And such a positive upward trend in the number of guests would 
continue if not for COVID–19. This is a positive trend in 2018–2019. could not have a positive impact 
on the hotel market of the capital. So far, the number of rooms in Kiev is much inferior to most European 
capitals and still leaves upside potential. It is also determined that the losses of the hotel sector of 
Ukraine during the COVID–19 quarantine period amount to millions of UAH. The highest numbers 
record 5–star objects. Their losses amount to 3–8 million UAH, and the largest losses are for hotels 
that worked for business travel, as well as for hotels located in small cities and regional centers outside 
of business traffic flows. The main consequences of the coronavirus for the hotel business in Ukraine, in 
addition to the absence of guests, the closure and drop in income, also include the cash gap. Revenues 
quickly became zero. This led to the need for many companies to release almost all employees on leave 
at their own expense until the end of quarantine, stop advertising campaigns and other expenses. It also 
established a number of necessary priority measures to save and mitigate the economic blow from 
the coronavirus, which the hotel industry needs: to prohibit the accrual of fines, penalties and other 
financial sanctions for the period of quarantine and for 12 months after; prohibit charging interest and 
other payments for the use of credit funds; oblige banks and financial institutions to defer payment 
of funds; reduce VAT for hospitality enterprises up to 10%. It was determined that in 2020–2022 
there will be a moderate increase in the total supply in the hotel market, which is associated with the 
restoration of construction or reconstruction of hotel projects that either remained frozen for more 
than 5 years or were characterized by a slow pace of construction.
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Scope of the results. Design of hotel and restaurant facilities, hotel business, tourism, economics, 
management, enterprise management, strategic management.

Conclusions. According to the results of 2018–2019 Kiev pursued an active policy of increasing 
visitors, which has the following results: so according to the results of the first half of the year 2019 
the city has already been visited by 20 thousand people more than 2018 of the same period. And such 
a positive upward trend in the number of guests would continue if not for COVID–19. This is a positive 
trend in 2018–2019 could not have a positive impact on the hotel market of the capital. So far, the 
number of rooms in Kiev is much inferior to most European capitals and still leaves upside potential. 
By 2018–2019 Quite a lot of tourists and guests came to Ukraine. This was facilitated by low–cost 
flights, and the opening of borders with the European Union, and the growth of brand awareness of 
the country in the international arena, this, in turn, encourages increased development of tourist 
attractiveness. We are talking about investments, and about promotional campaigns, and about 
attracting international capital. Do not forget about the support of the hotel business. Developers 
need preferences and guarantees in order to see the economic feasibility and viability of the project. 

Keywords: tourism, hotel business, COVID–19, hotel and restaurant business, development, 
hostel, low–cost, rack rates.
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Ñó÷àñíèé ñòàí ãîòåëüíîãî ðèíêó Óêðà¿íè â óìîâàõ 
COVID–19 òà ïåðñïåêòèâè éîãî ðîçâèòêó

Ïðåäìåòîì äîñë³äæåííÿ º ñó÷àñíèé ñòàí ãîòåëüíîãî ðèíêó Óêðà¿íè â óìîâàõ COVID–19 òà 
ïåðñïåêòèâè éîãî ðîçâèòêó.

Ìåòîþ äîñë³äæåííÿ º äîñë³äæåííÿ ñó÷àñíîãî ñòàíó ãîòåëüíîãî ðèíêó Óêðà¿íè â óìîâàõ 
COVID–19 òà ïåðñïåêòèâè éîãî ïîäàëüøîãî ðîçâèòêó â ñó÷àñíèõ ðèíêîâèõ óìîâàõ.

Ìåòîäè äîñë³äæåííÿ. Ïðè íàïèñàíí³ ñòàòò³ âèêîðèñòàíî çàãàëüíîíàóêîâ³ òà ñïåö³àëüí³ ìåòîäè 
äîñë³äæåííÿ åêîíîì³÷íèõ ÿâèù ³ ïðîöåñ³â ùîäî ãîòåëüíîãî ðèíêó Óêðà¿íè.

Ðåçóëüòàòè ðîáîòè. Â ðåçóëüòàò³ íàïèñàííÿ ñòàòò³ áóëî âñòàíîâëåíî, ùî çà 2018–2019 
ðð. Êè¿â ïðîâîäèâ àêòèâíó ïîë³òèêó ç íàðîùóâàííÿ â³äâ³äóâà÷³â, ùî ìàº ðåçóëüòàòè: òàê çà ðå-
çóëüòàòàìè ïåðøîãî ï³âð³÷÷ÿ 2019ð. ì³ñòî âæå â³äâ³äàëî íà 20 òèñ. ëþäåé á³ëüøå, í³æ 2018 ð. 
àíàëîã³÷íîãî ïåð³îäó. ² òàêà ïîçèòèâíà òåíäåíö³ÿ çðîñòàííÿ ê³ëüêîñò³ ãîñòåé ïðîäîâæóâàëàñü 
áè, ÿêùî á íå COVID–19. Òàêà ïîçèòèâíà òåíäåíö³ÿ 2018–2019 ðð. íå ìîãëà íå ìàòè ïîçè-
òèâíîãî âïëèâó íà ãîòåëüíèé ðèíîê ñòîëèö³. Ïîêè ùî íîìåðíèé ôîíä Êèºâà ñèëüíî ïîñòóïà-
ºòüñÿ á³ëüøîñò³ ºâðîïåéñüêèõ ñòîëèöü òà âñå îäíî çàëèøàº ïîòåíö³àë äî çðîñòàííÿ. Òàêîæ 
âèçíà÷åíî, ùî âòðàòè ãîòåëüíîãî ñåêòîðà Óêðà¿íè ó ïåð³îä êàðàíòèíó COVID–19 ñêëàäàþòü 
ì³ëüéîíè ãðèâåíü. Íàéâèù³ öèôðè ô³êñóþòü 5–ç³ðêîâ³ îá’ºêòè. ¯õí³ çáèòêè ñêëàäàþòü 3–8 ìëí. 
ãðí., à íàéá³ëüø³ çáèòêè ó ãîòåë³â, ÿê³ ïðàöþâàëè íà á³çíåñ–òðåâåë, à òàêîæ ó ãîòåë³â, ðîçòà-
øîâàíèõ ó íåâåëèêèõ ì³ñòàõ ³ îáëàñíèõ öåíòðàõ ïîçà ïîòîêàìè á³çíåñ–òðàô³êó. Äî ãîëîâíèõ 
íàñë³äê³â êîðîíàâ³ðóñó äëÿ ãîòåëüíîãî á³çíåñó â Óêðà¿í³, êð³ì â³äñóòíîñò³ ãîñòåé, çàêðèòòÿ òà 
ïàä³ííÿ äîõîä³â òàêîæ íàëåæèòü êàñîâèé ðîçðèâ. Äîõîäè ñòð³ìêî ñòàëè íóëüîâèìè. Öå ïðè-
çâåëî äî íåîáõ³äíîñò³ áàãàòüîì êîìïàí³ÿì â³äïóñòèòè ìàéæå âñ³õ ñï³âðîá³òíèê³â ó â³äïóñòêó çà 
ñâ³é ðàõóíîê äî çàê³í÷åííÿ êàðàíòèíó, çóïèíèòè ðåêëàìí³ êàìïàí³¿ òà ³íø³ âèòðàòè. Òàêîæ âñòà-
íîâëåíî ðÿä íåîáõ³äíèõ ïåðøî÷åðãîâèõ çàõîä³â äëÿ ïîðÿòóíêó òà ïîì’ÿêøåííÿ åêîíîì³÷íîãî 
óäàðó â³ä êîðîíàâ³ðóñó, ÿêèõ ïîòðåáóº ãîòåëüíà ãàëóçü: çàáîðîíèòè íàðàõóâàííÿ øòðàô³â, ïåí³ 
òà ³íøèõ ô³íàíñîâèõ ñàíêö³é íà ïåð³îä êàðàíòèíó òà âïðîäîâæ 12 ì³ñÿö³â ï³ñëÿ;çàáîðîíèòè íà-
ðàõîâóâàòè â³äñîòêè òà ³íø³ ïëàòåæ³ çà êîðèñòóâàííÿ êðåäèòíèìè êîøòàìè; çîáîâ’ÿçàòè áàíêè 
òà ô³íàíñîâ³ óñòàíîâè íàäàâàòè â³äñòðî÷êó ñïëàòè êîøò³â; çíèçèòè ÏÄÂ äëÿ ï³äïðèºìñòâ ãî-
òåëüíî¿ ãàëóç³ äî 10%. Âèçíà÷åíî, ùî â 2020–2022 ðîêàõ íà ãîòåëüíîìó ðèíêó áóäå ïîì³ðíå 
çá³ëüøåííÿ çàãàëüíîãî îáñÿãó ïðîïîçèö³¿, ÿêå ïîâ’ÿçàíå ç â³äíîâëåííÿì áóä³âíèöòâà ÷è ðåêîí-
ñòðóêö³¿ ãîòåëüíèõ ïðîºêò³â, ÿê³ àáî çàëèøàëèñÿ çàìîðîæåíèìè ïðîòÿãîì ïîíàä 5 ðîê³â, àáî 
õàðàêòåðèçóâàëèñÿ ïîâ³ëüíèìè òåìïàìè áóä³âíèöòâà.
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Ãàëóçü çàñòîñóâàííÿ ðåçóëüòàò³â. Ïðîåêòóâàííÿ îá’ºêò³â ãîòåëüíî–ðåñòîðàííîãî ãîñïîäàð-
ñòâà, ãîòåëüíà ñïðàâà, òóðèçì, åêîíîì³êà, ìåíåäæìåíò, óïðàâë³ííÿ ï³äïðèºìñòâîì, ñòðàòåã³÷íå 
óïðàâë³ííÿ.

Âèñíîâêè. Çà ðåçóëüòàòàìè 2018–2019 ðð.. äî Óêðà¿íè ïðè¿æäæàëî äîñèòü áàãàòî òóðèñò³â ³ 
ãîñòåé. Öüîìó ñïðèÿëè ³ ëîóêîñòè, ³ â³äêðèòòÿ êîðäîí³â ç ªâðîñîþçîì, ³ çðîñòàííÿ âï³çíàâàíîñò³ 
áðåíäó êðà¿íè íà ì³æíàðîäí³é àðåí³, öå ó ñâîþ ÷åðãó ñïîíóêàº äî çá³ëüøåíîãî ðîçâèòêó òóðèñòè÷íî¿ 
ïðèâàáëèâîñò³. Ìîâà éäå ³ ïðî ³íâåñòèö³¿, ³ ïðî ïðîìîêàìïàí³¿, ³ ïðî çàëó÷åííÿ ì³æíàðîäíîãî êàï³-
òàëó. Íå âàðòî çàáóâàòè ³ ïðî ï³äòðèìêó ãîòåëüíîãî á³çíåñó. Äåâåëîïåðàì ïîòð³áí³ ïðåôåðåíö³¿ òà 
ãàðàíò³¿, àáè áà÷èòè åêîíîì³÷íó äîö³ëüí³ñòü ³ æèòòºçäàòí³ñòü ïðîºêòó. 

Êëþ÷îâ³ ñëîâà: òóðèçì, ãîòåëüíèé á³çíåñ, COVID–19, ãîòåëüíî–ðåñòîðàííèé á³çíåñ, äåâåëîï-
ìåíò, õîñòåë, ëîóêîñò, rack rates.
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Ñîâðåìåííîå ñîñòîÿíèå ãîñòèíè÷íîãî ðûíêà Óêðàèíû  
â óñëîâèÿõ COVID–19 è ïåðñïåêòèâû åãî ðàçâèòèÿ

Ïðåäìåòîì èññëåäîâàíèÿ ÿâëÿåòñÿ ñîâðåìåííîå ñîñòîÿíèå ãîñòèíè÷íîãî ðûíêà Óêðàèíû â 
óñëîâèÿõ COVID–19 è ïåðñïåêòèâû åãî ðàçâèòèÿ.

Öåëüþ èññëåäîâàíèÿ ÿâëÿåòñÿ èññëåäîâàíèå ñîâðåìåííîãî ñîñòîÿíèÿ ãîñòèíè÷íîãî ðûíêà 
Óêðàèíû â óñëîâèÿõ COVID–19 è ïåðñïåêòèâû åãî äàëüíåéøåãî ðàçâèòèÿ â ñîâðåìåííûõ ðûíî÷-
íûõ óñëîâèÿõ.

Ìåòîäû èññëåäîâàíèÿ. Ïðè íàïèñàíèè ñòàòüè èñïîëüçîâàíû îáùåíàó÷íûå è ñïåöèàëüíûå 
ìåòîäû èññëåäîâàíèÿ ýêîíîìè÷åñêèõ ÿâëåíèé è ïðîöåññîâ ãîñòèíè÷íîãî ðûíêà Óêðàèíû.

Ðåçóëüòàòû ðàáîòû. Â õîäå íàïèñàíèÿ ñòàòüè áûëî óñòàíîâëåíî, ÷òî çà 2018–2019 ãã. Êèåâ 
ïðîâîäèë àêòèâíóþ ïîëèòèêó ïî íàðàùèâàíèþ ïîñåòèòåëåé, ÷òî èìååò òàêèå ðåçóëüòàòû: òàê ïî 
ðåçóëüòàòàì ïåðâîãî ïîëóãîäèÿ 2019ð. ãîðîä óæå ïîñåòèëî íà 20 òûñ. ÷åëîâåê áîëüøå, ÷åì 2018 
àíàëîãè÷íîãî ïåðèîäà. È òàêàÿ ïîëîæèòåëüíàÿ òåíäåíöèÿ ðîñòà êîëè÷åñòâà ãîñòåé ïðîäîëæàëàñü 
áû, åñëè áû íå COVID–19. Òàêàÿ ïîëîæèòåëüíàÿ òåíäåíöèÿ 2018–2019 ãã. íå ìîãëà íå èìåòü 
ïîëîæèòåëüíîãî âëèÿíèÿ íà ãîñòèíè÷íûé ðûíîê ñòîëèöû. Ïîêà íîìåðíîé ôîíä Êèåâà ñèëüíî 
óñòóïàåò áîëüøèíñòâó åâðîïåéñêèõ ñòîëèö è âñå ðàâíî îñòàâëÿåò ïîòåíöèàë ðîñòà. Òàêæå îï-
ðåäåëåíî, ÷òî ïîòåðè ãîñòèíè÷íîãî ñåêòîðà Óêðàèíû â ïåðèîä êàðàíòèíà COVID–19 ñîñòàâëÿþò 
ìèëëèîíû ãðèâåí. Ñàìûå âûñîêèå öèôðû ôèêñèðóþò 5–çâåçäíûå îáúåêòû. Èõ óáûòêè ñîñòàâëÿ-
þò 3–8 ìëí. ãðí., à íàèáîëüøèå óáûòêè ó îòåëåé, êîòîðûå ðàáîòàëè íà áèçíåñ – òðåâåë, à òàêæå ó 
îòåëåé, ðàñïîëîæåííûõ â íåáîëüøèõ ãîðîäàõ è îáëàñòíûõ öåíòðàõ âíå ïîòîêîâ áèçíåñ – òðàôèêà. 
Ê ãëàâíûì ïîñëåäñòâèÿì êîðîíàâèðóñà äëÿ ãîñòèíè÷íîãî áèçíåñà â Óêðàèíå, êðîìå îòñóòñòâèÿ 
ãîñòåé, çàêðûòèÿ è ïàäåíèÿ äîõîäîâ òàêæå îòíîñÿò êàññîâûé ðàçðûâ. Äîõîäû ñòðåìèòåëüíî ñòàëè 
íóëåâûìè. Ýòî ïðèâåëî ê íåîáõîäèìîñòè ìíîãèì êîìïàíèÿì îòïóñòèòü ïî÷òè âñåõ ñîòðóäíèêîâ â 
îòïóñê çà ñâîé ñ÷åò äî îêîí÷àíèÿ êàðàíòèíà, îñòàíîâèòü ðåêëàìíûå êàìïàíèè è äðóãèå ðàñõîäû. 
Òàêæå óñòàíîâëåí ðÿä íåîáõîäèìûõ ïåðâîî÷åðåäíûõ ìåð äëÿ ñïàñåíèÿ è ñìÿã÷åíèÿ ýêîíîìè÷å-
ñêîãî óäàðà îò êîðîíàâèðóñà, â êîòîðûõ íóæäàåòñÿ ãîñòèíè÷íàÿ îòðàñëü: çàïðåòèòü íà÷èñëåíèå 
øòðàôîâ, ïåíè è èíûõ ôèíàíñîâûõ ñàíêöèé íà ïåðèîä êàðàíòèíà è â òå÷åíèå 12 ìåñÿöåâ ïîñëå; 
çàïðåòèòü íà÷èñëÿòü ïðîöåíòû è äðóãèå ïëàòåæè çà ïîëüçîâàíèå êðåäèòíûìè ñðåäñòâàìè; îáÿ-
çàòü áàíêè è ôèíàíñîâûå ó÷ðåæäåíèÿ ïðåäîñòàâëÿòü îòñðî÷êó óïëàòû ñðåäñòâ; ñíèçèòü ÍÄÑ äëÿ 
ïðåäïðèÿòèé ãîñòèíè÷íîé îòðàñëè äî 10%. Îïðåäåëåíî, ÷òî â 2020–2022 ãîäàõ íà ãîñòèíè÷íîì 
ðûíêå áóäåò óìåðåííîå óâåëè÷åíèå îáùåãî îáúåìà ïðåäëîæåíèÿ, êîòîðîå ñâÿçàíî ñ âîññòàíîâ-
ëåíèåì ñòðîèòåëüñòâà èëè ðåêîíñòðóêöèè ãîñòèíè÷íûõ ïðîåêòîâ, êîòîðûå ëèáî îñòàâàëèñü çàìî-
ðîæåííûìè â òå÷åíèå áîëåå 5 ëåò, èëè õàðàêòåðèçîâàëèñü ìåäëåííûìè òåìïàìè ñòðîèòåëüñòâà.

Îáëàñòü ïðèìåíåíèÿ ðåçóëüòàòîâ. Ïðîåêòèðîâàíèå îáúåêòîâ ãîñòèíè÷íî – ðåñòîðàííîãî 
õîçÿéñòâà, ãîñòèíè÷íîå äåëî, òóðèçì, ýêîíîìèêà, ìåíåäæìåíò, óïðàâëåíèå ïðåäïðèÿòèåì, ñòðà-
òåãè÷åñêîå óïðàâëåíèå.
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Formulation of the problem. Tourism is an 
amazing sector of the economy with a huge multi-
plier effect. Tourism encourages the development 
of not only the hotel market, retail and services, but 
also the economy of Ukraine as a whole. The de-
velopment of the hotel and restaurant business in 
Ukraine is one of the promising areas of the nation-
al economy. World experience shows that the ho-
tel and restaurant business is developing quite rap-
idly under normal economic conditions. An effective 
tourism segment is the future of the country’s in-
vestment climate. With the creation of favorable 
conditions for trade and the development of tourism 
business in Ukraine, the influx of international in-
vestment will increase significantly [16, 17]. There-
fore, the first steps should be precisely the rejec-
tion of the tourist tax, which was extended last year, 
in addition, it is calculated based not on the cost of 
the room, but on the minimum wage – that is, it is 
constantly increasing. This has already led to higher 
prices for accommodation in hotels of the economy 
segment and subsequently may adversely affect the 
tourist and investment attractiveness of Ukraine. In 
addition, in Ukraine the VAT rate for services relat-
ed to temporary accommodation of tourists is still 
not reduced. The rate cut, following the example of 
European countries, will help attract investment, 
create new jobs, and improve the country’s busi-
ness climate. Stimulates the development of tour-
ism and visa liberalization policy – the abolition of 
entry visas. Also, diversification of tourism can be-
come a necessary element of the flow of tourists to 
the country – it can be green, gastronomic, medical, 
extreme, entertaining, sports, etc. One cannot ig-
nore the situation with COVID–19, which negative-
ly affected the whole world and the Ukrainian hotel 
market. Closed borders of states, the cancellation 
of flights, restrictions on movement within Ukraine 
between regions and the absolute isolation of coun-
tries from each other provoked a large number of 
problems in the hotel sector. Among the positive 
global trends in the hotel business segment are the 

following: the growing role of the Internet in shaping 
consumer preferences and behavior; opening co-
working in hotels; the growing popularity of business 
trips combined with leisure, in particular among mil-
lennials (Bleisure Travel by Millennials).

Analysis of recent research and publications. 
Actual questions and problems of the functioning 
state of tourism and the hotel and restaurant busi-
ness have been studied by many scientists – econo-
mists, including: A. V. Borisova [1], N. A. Vlasova [2], 
G. A. Gorin [3], V. V. Izhevsky [4], V. S. Koveshnikov 
[5], D. A. Kornev [6], V. A. Kosenko [7], G. Ya. Krul 
[8], Y. Litvinchuk, A. Klyatskaya and V. Terzov [9], 
M. P. Malskaya [10], I. M. Melnik [11], S. G. Nezdo-
jminov [12], S. I. Baylik and I. M. Pisarevsky [13, 14 
], P. A. Podlepina [15], V. F. Semenov [18], T. G. So-
kol [19], A. N. Shapovalov [20], etc. However, the rel-
evance of these issues and their insufficient visibility 
determine further consideration of this topic.

The main research material. In 2019, the hotel 
market of Ukraine was replenished with two new 
traditional hotels with a total of 110 rooms. At the 
same time, the development of hybrid hotels and 
concept hostels is gaining weight. In Kiev, in 2019, 
opened several original facilities, as well as the 
world’s first hostel in the former subway cars on the 
Podil. After the reconstruction, the boutique hotel 
Riviera House (65 rooms) and the second build-
ing Amarant Hotel 3 * (45 rooms) were put into 
operation. According to the forecast of the United 
Nations World Tourism Organization (UNWTO) in 
2020, the number of tourists will decrease by al-
most a third, compared to 2019. However, these 
were forecasts even before COVID–19, now al-
most 50,000,000 jobs related to the tourism in-
dustry are threatened with reduction. After the 
introduction of quarantine related to COVID–19, 
35–40% of hotels in Ukraine have closed, others 
operate in a very limited mode. Therefore, the main 
problem remains the reduction or complete lack of 
profit. Those who work for some reason have lost 
60–90% of their income [10, 21–23].

Âûâîäû. Ïî ðåçóëüòàòàì 2018–2019 ãã. â Óêðàèíó ïðèåçæàëî äîâîëüíî ìíîãî òóðèñòîâ è 
ãîñòåé. Ýòîìó ñïîñîáñòâîâàëè è ëîóêîñòû, è îòêðûòèå ãðàíèö ñ Åâðîñîþçîì, è ðîñò óçíàâàåìîñ-
òè áðåíäà ñòðàíû íà ìåæäóíàðîäíîé àðåíå, ýòî â ñâîþ î÷åðåäü ïîáóæäàåò ê óâåëè÷åííîìó ðàç-
âèòèÿ òóðèñòè÷åñêîé ïðèâëåêàòåëüíîñòè. Ðå÷ü èäåò è îá èíâåñòèöèÿõ, è î ïðîìîêàìïàíèÿõ, è î 
ïðèâëå÷åíèè ìåæäóíàðîäíîãî êàïèòàëà. Íå ñòîèò çàáûâàòü è î ïîääåðæêå ãîñòèíè÷íîãî áèçíåñà. 
Äåâåëîïåðàì íóæíû ïðåôåðåíöèè è ãàðàíòèè, ÷òîáû âèäåòü ýêîíîìè÷åñêóþ öåëåñîîáðàçíîñòü è 
æèçíåñïîñîáíîñòü ïðîåêòà. Êëþ÷åâûå ñëîâà: òóðèçì, ãîñòèíè÷íûé áèçíåñ, COVID–19, ãîñòèíè÷-
íî–ðåñòîðàííûé áèçíåñ, äåâåëîïìåíò, õîñòåë, ëîóêîñò, rack rates.
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According to the results of 2018–2019 Kiev 
pursued an active policy of increasing visitors, which 
has results: so according to the results of the first 
half of 2019 the city has already been visited by 20 
thousand people more than 2018 of the same peri-
od. And such a positive trend of increasing the num-
ber of guests would have continued, if not for COV-
ID–19. Such a positive trend in 2018–2019 could 
not but have a positive impact on the hotel market 
of the capital. So far, the number of rooms in Kiev 
is much inferior to most European capitals and still 
leaves the potential for growth [4–8, 22].

The main trends of 2019 are non–standard 
formats. The competition for traditional hotels 

was made by apart–complexes, which appeared 
on the market last year. This type of real estate 
is gaining popularity among both private investors 
and tourists. The latter likes the «homely» atmo-
sphere and multifunctional infrastructure, which 
is not present in ordinary hotels. That is why the 
hotel business has to diversify and develop. Re-
garding the development of hybrid hotels and 
hostels for active youth, travelers, adventurers, 
so–called backpackers and flashpackers, we can 
say that they are becoming more attractive to in-
vestors – not only in Kiev but also in other cities of 
Ukraine. Also positive trends in the hotel market 
in Kiev can be called Fig.1.

Fig. 1. The main trends of the hotel market in Kiev 2018–2019.

1. Improvement of rating indicators 
of Ukraine as a whole and Kiev in 
particular

THE MAIN TRENDS OF 
THE HOTEL MARKET 

KIEV 
2018–2019

4. The decrease in the total tourist flow 
in Kiev compared to the previous year.

Ukraine is becoming more and more 
attractive for tourists. According to 
the latest report published by the 
World Economic Forum in 2019, 
Ukraine achieved the highest growth 
in the region in the TTCI index in 
2018, rising 10 points and ranking 
78th out of 140 countries, Ukraine 
has improved the business climate 
(from 124 to 103rd place), security 
indicator (from 127 to 197 place), 
openness to foreigners (from 78 to 
55 place), and general infrastructure 
(from 79 to 73 place).

However, since the final stage of the 
Champions League on football had 
a significant positive effect on the 
dynamics of tourist flows in Kiev in 
2018, in fact, we can state the return 
of tourist flows to the level of 2017. If 
we compare the data for 2019 with 
2013–2015, when about 1 visited 
Kiev annually, 5–2 million tourists, it 
can be argued about the restoration of 
tourist flow.

2. The introduction of a more 
integrated and strategic approach 
to tourism development by the city 
administration

5. Some revival of development and 
thawing of hotel projects

The city targeted tourism 
development program for 
2019–2021 was adopted, which 
consolidates the main directions of 
development of Kiev, such as «Kiev 
is the city for the weekend», «Event 
Kiev», «Kiev is the main tourist 
hub of Eastern Europe», «Kiev is a 
comfortable city for the long–distance 
tourist»

There is a tendency to defrost some 
hotel projects that have remained 
frozen for more than 5 years. This 
may be a result of both a change in 
the general perception by investors 
of the political and economic risks of 
the country, and some improvement 
in the results of the hotel’s operating 
activities.

3. Continuation of the trend of 
sustainable development of air 
transportation and an increase in the 
number of passenger flows of Kiev 
metro airports

6. The emergence of new formats on 
the market in Kiev.

The first capsule hotels Monotel and 
Monohub appeared, but given their 
small area (about 300 sq. M), they do 
not affect the market. Also, service 
apartments and the aparthotel sector 
are becoming increasingly popular and 
an increase in supply is expected in 
these segments in the market.

This was mainly facilitated by the 
release of the world’s largest low–
cost airline RyanAir in 2018 and the 
opening of new flights with other low–
cost airlines (Wizzair, SkyUp, etc.)



ÅÊÎÍÎÌ²×Í² ÏÐÎÁËÅÌÈ ÐÎÇÂÈÒÊÓ ÃÀËÓÇÅÉ ÒÀ ÂÈÄ²Â ÅÊÎÍÎÌ²×ÍÎ¯ Ä²ßËÜÍÎÑÒ²

73

According to DEOL Partners, it was 5–star and 
4–star hotels in Kiev that showed a positive down-
load trend. Compared to 2018, this indicator in-
creased by 3–4% (category of 5 stars) and 5–6% 
(category of 4 stars). At the same time, the indica-
tor of the average price per room (indicator ADR) 
was unstable, the average difference of its fluctu-
ations was up to $ 10 per month. Average room 
rates were highest in September and traditionally 
lower in January. The hotel occupancy rate in Ki-
ev in 2019 showed a static value: in the first half of 
the year, the average indicator increased to 53% 
(+ 1.6%), and by the end of the year it was as close 
as possible to the value of 2018 [12–18, 21].

In the Luxury segment, last year’s price fixed at $ 
426 (– $ 24 per year), Upper Upscale – $ 220 (– 
$ 9 per year), Upscale – $ 118 (– $ 54 per year), 
Upper Midscale – $ 139 ( – $ 21 per year), Mid-
scale – $ 82 (+ $ 9 per year), Economy – $ 40 (+ $ 
8 per year) (Fig. 2).

Note: the average cost of a standard category 
room, USD, including VAT.

The dynamics of rack rates (official, published 
price per room) in dollar terms is greatly influenced 
by the currency in which the price per room is fixed: 
for hotels of the highest category is fixed in foreign 

currency, for hotels of the lower price category – in 
UAH. Another interesting trend last year was the 
even bigger gap between the rack rate and ADR, 
which indicates increased competition, as well as 
an increase in the share of the business segment 
compared to individual tourists in the overall struc-
ture of demand. It is the client at this stage that 
sets the vector of hotel business development and 
pushes hoteliers and developers to experiment. 
In order not to lose and attract customers in dif-
ficult times, it is important to focus the efforts of 
hotel management on finding new sales channels, 
launching additional loyalty programs, improving 
the quality of services. Guests are not attracted 
by the «meters», but by the impressions and ex-
periences they can gain during their stay at the 
hotel. Therefore, factors such as unique location, 
impressive architecture, non–standard design, 
connection with local culture and immersion in the 
life of the city become important. The growing rate 
of tourist flow fails to stimulate the stagnant ho-
tel market. Despite the influx of tourists, develop-
ers are in no hurry to enter the market with new 
facilities. The main constraining factor is the long 
payback, development and operating costs, politi-
cal and financial situation in the country, as well as 

Fig. 2. Dynamics of rack rates of hotels in Kiev as of 2018–2019.



ÅÊÎÍÎÌ²×Í² ÏÐÎÁËÅÌÈ ÐÎÇÂÈÒÊÓ ÃÀËÓÇÅÉ ÒÀ ÂÈÄ²Â ÅÊÎÍÎÌ²×ÍÎ¯ Ä²ßËÜÍÎÑÒ²

74

the imperfection of the legal framework for inter-
national investment and business tourism devel-
opment in Ukraine [1–5, 22, 23].

Among the reasons why developers have turned 
away from hotels is the long payback period com-
pared to other real estate sectors, which still does 
not match the risks of investing in the segment, 
and the unavailability of bank financing for most 
market players. In the current market conditions, 
the payback period of a quality hotel in Kiev is more 
than 10 years. This is due to the relatively high cost 
of development, as well as the operating perfor-
mance of hotels and the stabilization of cash flow 
from their activities, which usually takes from 3 to 
5 years [7–13, 21, 22].

Losses of the hotel sector in Ukraine during the 
quarantine of COVID–19 are already estimated in 
millions of UAH. The highest numbers capture 5–
star objects. Their losses amount to UAH 3–8 mil-
lion and the largest losses are for hotels that op-
erated on business travel, as well as for hotels 
located in small towns and regional centers out-
side the flow of business traffic. The main conse-
quences of the COVID–19 for the hotel business 
in Ukraine, in addition to the lack of guests, clo-
sure and falling revenues also include the cash gap. 
Revenues rapidly became zero. This has led to the 
need for many companies to send almost all em-
ployees on vacation at their own expense until the 
end of quarantine, to stop advertising campaigns 
and other expenses. The situation is complicated 
by the fact that no one yet knows how long the iso-
lation will last and how quickly the flow of guests will 
recover after its completion. Even if the pandemic 
is stopped in the fall, the market will not be able to 
recover its revenues quickly [15, 18, 21, 23].

Conclusions
According to the results of 2018–2019, quite 

a lot of tourists and guests came to Ukraine. This 
was facilitated by low–cost flights, and the open-
ing of borders with the European Union, and the 
growth of brand awareness of the country in the 
international arena, this, in turn, encourages in-
creased development of tourist attractiveness. We 
are talking about investments, and about a promo-
tional campaign, and about attracting international 
capital. Do not forget about the support of the hotel 
business. Developers need preferences and guar-
antees in order to see the economic feasibility and 

viability of the project. There are a number of nec-
essary priority measures to save and mitigate the 
economic blow from the coronavirus that the in-
dustry needs. The hotel business needs the follow-
ing events:

• prohibit the accrual of fines, penalties and other 
financial sanctions for the period of quarantine and 
for 12 months after;

• prohibit charging interest and other payments 
for the use of credit funds;

• oblige banks and financial institutions to provide 
deferred payment of funds;

• reduce VAT for hospitality enterprises up to 10%.
In the future, we can say that a large number of 

new hotels for any macroeconomic forecast should 
not be expected in the near future, however, in 
2020–2022 there will be a moderate increase in 
the total supply on the market. This is mainly due to 
the resumption of construction or reconstruction 
of hotel projects, which either remained frozen for 
more than 5 years, or were characterized by a slow 
pace of construction [21–23].
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