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RESTAURANTS WITHOUT CUSTOMERS: THE ROLE OF DIGITAL 
MARKETING IN SURVIVING THE CORONAVIRUS CRISIS 

 
By embracing advanced technologies, digital marketing has the potential to transform 

commercial entreprises and enhance their performance-chiefly through continous interaction and 
engagement with customers. The COVID-19 pandemic initially led to what could be described as 
“rОstКЮrКЧts аТtСШЮt МЮstШЦОrs” ПТrst НЮО tШ РШЯОrЧЦОЧt ЦКЧНКtОs КЧН ХКtОr ЛОМКЮsО ШП аТНОsprОКН 
“МШrШЧКЯТrЮs pСШЛТК”. TСТs pСОЧШЦОЧШЧ аКs ШЛsОrЯОН ТЧ AХРОrТК Кs аОХХ Кs КМrШss tСО РХШЛО, 
particularly in Europe, America, and Asia. In response, many companies sought solutions to this crisis 
by adopting digital marketing strategies alongside other innovative ideas to help businesses survive and 
overcome the challenges of the pandemic.  

Keywords: Digital marketing, Restaurant industry, Crisis Management, Coronavirus pandemic, 
Mobile marketing, Social media marketing. 
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Introduction. Talking about restaurants means talking primarily about tourism, 
entertainment, leisure and recreation, which means talking about cultural exchange and learning 
about the cultural heritage of each region and each country. It is a culture of the last decade, a 
luxury service that is indispensable at the same time. As we know, the coronavirus pandemic 
forced many restaurant owners to close their establishments during the rapid and widespread 
outbreak of the pandemic and during the period known as quarantine, which meant separating 
groups of people from each other and restricting the movement of those who had been exposed 
or might be exposed to the disease, so that they could be monitored to check whether they had 
contracted the disease.Therefore, continuing to interact with customers despite the pandemic or 
other crises is a challenge in itself and a struggle for survival, but at the same time an 
opportunity to prove their existence in another form on a virtual level. 

Digital marketing for restaurants achieves remote presence, which is a necessity, so it 
must start today rather than tomorrow. This is the marketing philosophy of seizing 
opportunities, turning every threat into a marketing opportunity, and achieving success by 
taking advantage of it. 
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Digital marketing is an essential tool for creating interaction and continuous 
communication with customers, maintaining constant awareness of their needs and  
developments, and enabling the customisation of offers. If customer satisfaction is a source of 
profit, then customer loyalty is the basis for survival and continuity. This has given rise to 
concepts related to relationship marketing, which focuses on establishing strong interactive 
relationships and developing ideas that build long-term mutual trust. This is where value is 
created for restaurant owners, which is the basis of the modern concept of marketing, which 
now focuses on value rather than product characteristics. For restaurants, this value has come 
to mean the need for a relationship based on integrity, credibility and security in order to gain 
customer trust and loyalty. 

Recent literature has increasingly addressed the intersection of digital marketing and 
crisis management. According to [Vaillat, 2012], digital marketing is defined as "the use of 
digital means to carry out marketing activities, with digital means referring to modern means 
of communication that have developed with the advent of information technology and the 
internet." [Dave & Chadwick , 2014] further define digital marketing as "a field for achieving 
marketing objectives through digital technology, such as computers, tablets, mobile phones, 
and other platforms." [Gastaud, 2017] provides a comprehensive taxonomy of digital marketing 
tools, which include websites, search engines, social media platforms, email, mobile 
applications, and interactive television. These tools form the operational foundation upon which 
digital marketing strategies are built. [LEVY, 2017] argue that the process of planning a digital 
marketing strategy is no different from planning a traditional marketing strategy, as they share 
the same objectives. However, the fundamental difference lies in the means and tools used to 
achieve those objectives. Their work emphasizes the three pillars of strategic planning for 
marketing activities: segmentation, targeting, and positioning, adapted to the digital context. 
Digital marketing uses digital technologies to attain goals and improve performance in 
hospitality companies especially in restaurants [Singh et al., 2022]. Regarding the restaurant 
industry, [Durocher, 2017] notes that restaurants represent a balance between goods and 
services, with the offering being 50% goods and 50% services, or "hybrid." The characteristics 
of restaurant services—including the physical environment, overall atmosphere, and interactive 
relationship between service provider and customer—have been well documented. More 
recently, [Al-Ani, 2021] has explored digital marketing and search engine optimization 
strategies applicable to small businesses, including restaurants. The work on restaurant 
marketing met and crisis-specific marketing has begun to address the practical application of 
digital tools during the COVID-19 pandemic hods  [Bedingfield, 2020]. Contactless payments, 
QR code menus, robots, delivery applications, and high-tech cleaning devices serve as tools for 
service innovation and minimize risks and interactions [Esposito et al., 2022], tСО МШЦЩКЧв’s 
website and the application of digital delivery are considered primary tools that help 
communicate and sell on the internet. Reports from Algeria [Yildiz, 2020]  and other Arab 
media [ALAraby, 2026] have documented the specific impact of the pandemic on Algerian 
restaurants, noting complete closures from 23 March 2020 to 31 August 2020 and significant 
financial losses for restaurant owners. The COVID-19 pandemic made it necessary for 
restaurants to use digital technology as survival strategies and as a means of being resilient, 
thus hastening the digital transformation of businesses [Esposito et al., 2022; Fainshtein et al., 
2023]. 

Despite the growing body of literature on digital marketing and on the impact of 
COVID-19 on the restaurant industry, several important gaps remain unresolved. First, while 
digital marketing tools and strategies have been described in general terms, there is a lack of 
systematic application of these tools to the specific context of restaurants during a prolonged 
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global health crisis. Either the current studies focus on digital marketing in a broad business 
environment or deal with problems of the restaurant industry without suggesting comprehensive  

digital marketing solutions. Secondly, the psychological aspect of coronavirus phobia 
as an obstacle in restaurant visitations has been noted, however, its connection with the digital 
marketing approach for overcoming consumer fear remains unexplored. The connection 
between trust, digital technology usage, and engagement readiness with restaurant services 
during a pandemic is an area that has not been extensively studied. Third, there are few studies 
comparing the impact across cultures when comparing countries with differing regulatory 
approaches, like lockdown countries compared to countries without lockdowns, such as Algeria 
and Europe. However, the applicability of digital marketing strategies from technology-
advanced countries in developing nations like Algeria has not yet been examined. Fourthly, 
although various creative social distancing concepts for restaurants like glasshouses in 
Amsterdam and personal plastic houses in cafes have been developed, these solutions are not 
digital in nature. How the concept of digital marketing could have contributed or taken over in 
terms of maintaining business continuity amid a pandemic is still open to question. Lastly, how 
digital marketing could support customer engagement and loyalty amid extreme disruptions has 
not yet been captured through a model. 

Aim and Objectives. Based on the above, the central problem of this research can be 
ПШrЦЮХКtОН Кs ПШХХШаs: “HШа МКЧ rОstКЮrКЧts ЛОЧОПТt ПrШЦ НТРТtКХ ЦКrФОtТЧР strКtОРТОs ТЧ times 
ШП МrТsТs ДЮsТЧР tСО МШrШЧКЯТrЮs ЩКЧНОЦТМ Кs КЧ ОбКЦЩХО)?” 

This question branches out into several sub-questions, including:  
1.What is the nature of digital marketing and what are its most important strategies? 
2.What is the impact of the COVID-19 pandemic on the restaurant industry? 
3.What are the benefits of digital marketing practices for restaurants? 
The purpose of this article is therefore to identify digital marketing strategies and 

requirements, understand the specifics of the restaurant industry, address the impact of the 
COVID-19 pandemic on restaurants, and attempt to apply digital marketing strategies to 
restaurants as a means of overcoming crises such as the novel coronavirus. As a preliminary 
answer to the study's problem, we propose the following hypothesis: The adoption of digital 
marketing strategies in restaurants has an impact on their fate and their relationships with their 
customers. 

Research Methodology. In this study, we used a descriptive analytical approach in 
order to understand and cover all elements of the study, describe them theoretically, and analyze 
their content—that is, analyze what lies behind the concepts and theoretical content to draw 
various logical conclusions that help us find answers and solutions to the problem and, 
consequently, either reject or accept the research hypothesis. 

The research methodology encompasses several key components. First, the study 
employed content analysis of secondary data sources, including government reports, industry 
association statements, and media coverage of restaurant closures and recovery efforts during 
the pandemic period. Second, the research utilized comparative analysis to examine the impact 
of the pandemic on restaurants across different regulatory environments—countries with strict 
lockdown measures compared to those without enforced lockdowns. Third, the study analysed 
specific digital marketing strategies implemented by restaurants during the pandemic, 
categorising them into tactical approaches and evaluating their effectiveness based on 
documented outcomes.  

Presentation and Discussion of the Main Results. Restaurants are places where 
different types of food and beverages are served to customers. They represent the largest part 
of the food service industry. 
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According to Maslow's hierarchy of needs, food and drinks are physiological needs-
constant and permanent necessities for life.  is based on a pyramid that will never die or 
disappear, no matter how much time passes. He called these needs physiological needs, which 
are the needs for food, drink, clothing, and shelter. From this, we find that commercial activities 
specialising in cooking and serving food are considered one of the most important industries 
that will never die or disappear. instinct and practice, common and accepted. We find that 
commercial activities specialising in cooking and food service are considered one of the most 
important industries that will never die or disappear because they simply help individuals to 
survive, as they are a constant and permanent necessity for life. 

The fear of infection related to COVID-19 has led customers to refrain from ordering 
ready-made food, whether to eat in the restaurant or elsewhere. This was observed during that 
period, as shown in the accompanying image. The restaurant sector has been clearly affected, 
with empty restaurants due to a lack of demand on the one hand and sudden closure decisions 
on the other, which were officially announced in many countries around the world. Some have 
described this situation as "an existential crisis unprecedented in the industry" (Figure 1). 

 

  
Figure 1 ‒ Empty restaurants during the deadly pandemic 

 
In an attempt to save the desperate situation, the European Commission decided to 

КХХШМКtО €25 ЛТХХТШЧ tШ КННrОss tСО ЧОРКtТЯО repercussions of the crisis. After a video conference 
with European leaders, European Council President Charles Michel said: "The health of 
European citizens is the Council's absolute priority ." European aid will go to affected sectors, 
including the health sector and small businesses, such as restaurants, with the aim of protecting 
as many jobs as possible. 

The extent of the impact of the COVID-19 crisis can only be felt after walking through 
the streets of European cities. These images reflect the bitter reality that individuals are 
experiencing as a result of the crisis. In countries such as Italy, Spain and France, shops, 
including restaurants, have been closed by law, with a few exceptions for pharmacies and 
supermarkets.   

However, there are some countries where lockdown has not been enforced. But what is 
noticeable there is the spread of empty restaurants in all neighbourhoods, after large sections of 
the population resorted to self-isolation and not leaving their homes. A few weeks ago, the 
abandoned restaurants in London were Chinese restaurants in the Soho neighbourhood. 
However, the exodus of London restaurants has spread to all other restaurants, regardless of 
nationality. 

Restaurants are recording a significant decline in customers, with numbers decreasing 
day by day. This decline reflects customers' preference to stay at home and not go out into 
public spaces except in cases of necessity. UK Hospitality in a statement on the situation of 
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restaurants in Britain that most restaurants and cafes have recorded a 15% decline in bookings 
in recent times. 

Strangely, Chinese restaurants continue to suffer more than others, with a 40% decline 
in revenue. Despite the shift of the disease's epicentre from China to Italy, Italian restaurants in 
Britain are not suffering more than others. In some cases, many London restaurants are on the 
verge of bankruptcy, having been living on past resources for some time. Reservations have 
fallen by 50% in at least 700 restaurants, as confirmed by the UK Hospitality Association. 

As for Algeria, restaurants have been completely closed from 23 March 2020 to 31 
August 2020. [Yildiz, 2020] RОstКЮrКЧt КЧН МКПц аШrФОrs СКЯО ЛООЧ КЦШЧР tСШsО ЦШst КППОМtОН 
by the pandemic in Algeria.Mr Abadli told Al-Araby Al-Jadeed: "I am incurring heavy losses 
due to the loss of daily income, which averages around 50,000 dinars ($406) per day, in addition 
to electricity and tax expenses.I was also forced to give an advance payment for the salaries of 
my five employees. This is one of hundreds of thousands of cases in Algeria involving 
restaurant owners who have been forced to suspend their activities due to the coronavirus, 
awaiting an unknown fate and incurring financial losses that are difficult to quantify, according 
to the owners. 

AПtОr rОstКЮrКЧts КЧН МКПцs rОsЮЦОН ШЩОrКtТШЧs ТЧ ЦКЧв МШЮЧtrТОs аТtС tСО ОКsТЧР ШП 
lockdown measures imposed to contain the spread of coronavirus, some have come up with 
new ways of social distancing to protect their customers from infection, such as the German 
restaurant initiative Figure 2. 

 

Figure 2 ‒ Innovative ideas for social distancing in restaurants and cafes 
 
These images represent a simple commentary on people's behavioural habits, with some 

stating that restaurants are not a substitute for home kitchens, but rather special places they visit 
ПrШЦ tТЦО tШ tТЦО. TСО sКЦО ТНОК ШП НТstКЧМТЧР Тs КХsШ КЩЩХТОН ТЧ К МКПц tСrough individual 
plastic houses. 

It is impossible to ignore the fierce competition that currently exists in the restaurant 
industry, whether in modern cities or in remote areas. On the one hand, environmental factors 
and the growth of the technological environment, and on the other hand, restaurants are exposed 
to certain threats and crises, such as the 2020 crisis represented by the Corona epidemic, have 
made them look for more effective ways to stay in constant contact with their customers and 
thus not lose their position or presence. 

As we mentioned earlier, there are many digital marketing tools that we can use to 
market restaurants:  

a. Mobile marketing: If using a smartphone, it must first have relatively good 
specifications with some programmes for editing photos and videos and experience in taking 
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photos and videos to achieve more interaction on social media such as Instagram, Twitter and 
others. 

b. Online marketing: It is no secret that people use the internet to discover new 
restaurants, write reviews, browse food and drink menus, and do other things they always do 
when they want to buy goods or services. This is what restaurant establishments currently need: 
to enter the digital world professionally and utilise all innovative ideas to attract new customers 
and retain existing ones. Therefore, such decisions must be made intelligently and strategically, 
starting with identifying the target audience. The process of identifying the appropriate 
categories requires studies and gathering sufficient information about the various sectors and 
their contribution to achieving the project's objectives. 

Restaurants are establishments, places, or institutions, as previously defined, for 
manufacturing food and serving it in its final form to customers who request it. Therefore, their 
physical and real presence is no longer sufficient. In this era of technological development, 
challenges and hostages, epidemics and competition, they are forced to have a virtual presence 
in the form of a website through which they communicate with their customers. The use of the 
website allows it to know who its customers are, whether they actually come to the restaurants 
or receive their orders remotely, what their characteristics are, what they prefer, what their 
frequent orders are, and where they are located. All of this allows them to organise and manage 
their orders and work, easily keep track of their customers, and satisfy and retain them. In this 
regard, the manager should try the food and experience the overall atmosphere [food, drinks, 
and menu items in general) before the customer enters the establishment. He also needs to 
ensure that the design is compatible with mobile devices, as the percentage of customers 
accessing the web site may be very high using a smartphone rather than a computer. 

In regards to restaurants that run a website, making themselves more visible on the 
internet through search engines is known as SEO. Research shows that 95 % of all searches are 
made on the very first page of Google. In other words, in order to attract visitors to the restaurant 
website, effective SEO can help the business get a spot on the "local pack," which means that 
the top three ranking results in Google Maps must be reached. The reason why a position in the 
local pack is desirable for a restaurant is because of its popularity in the world of web searching. 
This means that if someone searches for "best pizza," the three most visible websites will be 
visited far more frequently than others. 

Marketing restaurants on social media is important and almost essential. The number of 
customers has increased due to social media and the reputation they have gained through it, 
using Facebook, Twitter, Instagram and other social media platforms and channels.This is done 
through promotional marketing phrases, and it is not about what restaurants offer in terms of 
food, but rather the overall value they provide.  

For example, the well-known restaurant chain McDonald's offers customers wonderful 
promotional marketing phrases, and we do not mean here the slogan "I'm Lovin' it", but rather 
the following phrases [Cezim, 2026] :  

As we can see in McDonald's Egypt's advertisement for its combo, they say: "Love your 
combo even more." The phrases are easy and smooth and describe the advertisement easily. 
The advertТsОЦОЧt ТЧНТМКtОs tСКt tСО МШЦЛШ СКs ЛОМШЦО ЛОttОr КЧН МСОКЩОr, Кt ШЧХв £39 (Figure 
3). 

We also find the phrase "Tastes Better Together," which makes it easy to understand 
that their Sharebox is now only 100 pounds and that all of the items taste better when eaten 
together. At the same time, restaurants can use some ideas such as holding competitions on 
social media to promote the brand [for example, the Heba competition, which asks individuals 
to tag their favourite dining companion) [Al -Ani  ,،  2021]. 



Marketing and Digital Technologies          Volume 10, No 3, 2026 
ISSN 2522-9087     (Print) 
ISSN 2523-434X (Online) 

 

 

44 
 
 

  
Figure 3 ‒ McDonald's Global Advertising Campaigns 

 
This can help restaurants gain more followers, boost their brand visibility, and attract 

more customers to visit their business.  
Email marketing is one of the most effective techniques that marketers currently use and 

rely on in developing their digital marketing strategies. In the restaurant industry, marketers 
must first try to collect email addresses or lists through the web and enter them automatically 
or manually [manually in the restaurant). Once the list is created, restaurants can start drafting 
email campaigns and sending weekly offers, updates, stories and events. Aim for high-quality 
content to encourage engagement by getting customers to open the emails. 

Digital marketing, leveraging internet-based tools, has emerged as a critical mechanism 
for disseminating information, facilitating stakeholder communication, and enabling business 
survival during the COVID- 19 pandemic ДLТЧМцЧвТ, 2023Ж. Within the restaurant industry- 
charachterized by sudden customer attrition due to lockdown measures – digital plateforms 
have enabled strategic responses that can be categorized into six interrelated tactics: 

First, digital platforms, particularly social media, serve as vehicles for storytelling and 
entrepreneurial narrative sharing. The owners of restaurants have used social media sites like 
Facebook, Instagram, and TikTok to express their stories about how their businesses started, 
their struggles, and how they survived. According to industry insights, when an entrepreneur 
shares his/her story, an emotional connection is created with customers. 

Second, user-generated content [which is the content produced by the followers) could 
help better achieve the objectives of the organization, and this could save costs as well. It is 
revealed through statistics that 92% of people trust recommendations and comments from other 
people regarding the branded content. Individuals do not believe in marketing messages that 
are promotional. The customers themselves will take pictures and upload them of the meals at 
the restaurants. This process will cut down on marketing costs. 

Third, “BОСТЧН tСО sМОЧОs” МШЧtОЧt ОЧМШЮrКРОs ЛrКЧН ХШвКХtв. AЩКrt ПrШЦ ПШМЮsТЧР ШЧ 
the quality of products offered by restaurants, managers tend to form an emotional attachment 
аТtС ОЦЩХШвООs, stШrТОs, КЧН tСО ШЯОrКХХ КЦЛТОЧМО ШП rОstКЮrКЧts. “BОСТЧН tСО sМОЧОs” НТРТtКХ 
content helps humanize restaurant brands. 

Fourth, Sharing educational content, such as recipes, tutorials, and cooking 
demonstrations. There is so much free time to pass, that one seeks out an activity to undertake. 
Mini cooking classes are one such means, providing a service to teach novices how to cook 
while preparing small yet tasty meals. These are helpful in two ways, as they help brands remain 
relevant during lockdown periods, and also prepare future customers for visits by having them 
taste their own creations first. 

Fifth, Social media platforms have a lot of software and programs available through 
which restaurants can connect to their clients or even attract new ones directly, and these include 
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Facebook and Instagram. The communication through social media helps in reaching out to 
different demographics, even though they may not visit the restaurant physically. 

Sixth, Social solidarity initiatives enhance brand impact and operational visibility. 
Restaurants located near hospitals or public facilities can take advantage of this by offering 
promotional meal programs expressing gratitude to healthcare workers, service employeers, 
police officers, and others who are working hard and fighting a real battle against the virus.This 
strategy not only generates positive public relations but also subtly signals continued operation 
operation for pick-up and delivery services. This is what McDonald's did when it announced a 
promotional offer to provide meals for hospital and health workers during the pandemic (Figure 
4). 

 

 
Figure 4 – McDonald's solidarity with the health sector 

 
Conclusions and Directions for Further Research. The actual gathering of 

individuals in real life may cause diseases, transmit infections, and lead to excessive spread and 
inability to control them. This is why the digital marketing slogan in times of crisis is 
particularly relevant: "There is no social distancing on the internet; everyone communicates, 
watches, chooses, and supports." From this research, the following conclusions can be drawn: 
First, digital marketing represents a fundamental shift from traditional marketing practices and 
has become an imperative for organizations of all types. For restaurants specifically, digital 
marketing achieves remote presence, which is a necessity rather than an option. Second, the 
COVID-19 pandemic had a devastating impact on the restaurant industry globally, including in 
Algeria where complete closures lasted over five months, causing significant financial losses. 
The phenomenon of "coronavirus phobia" exacerbated the crisis beyond governmental 
restrictions. Third, digital marketing tools – including websites, search engines, social media 
platforms, and email – provide practical mechanisms for restaurants to maintain continuous 
interaction and communication with customers during crises. These tools enable restaurants to 
understand customer needs, customize offers, and build long-term mutual trust. Fourth, specific 
crisis-oriented digital strategies – such as sharing success stories, using user-generated content, 
providing behind-the-scenes access, sharing recipes, reaching new audiences through emerging 
platforms like TikTok and Pinterest, and demonstrating social solidarity – have proven effective 
in maintaining customer relationships during lockdowns. Fifth, the study confirms its 
hypothesis: the adoption of digital marketing strategies does have a significant impact on the 
fate of restaurants and their relationships with customers. Customer satisfaction may be a source 
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of profit, but customer loyalty – built through continuous digital engagement – is the basis for 
survival and continuity. 

Future research should address several promising directions. First, empirical studies 
measuring the quantitative impact of specific digital marketing strategies on restaurant revenue, 
customer retention, and post-crisis recovery rates would strengthen the findings of this 
theoretical and descriptive study. Second, comparative research examining the differential 
effectiveness of digital marketing strategies across countries with varying levels of digital 
infrastructure – particularly comparing Algeria with European and Asian countries – would 
provide valuable insights for policy development. Third, longitudinal studies tracking 
restaurants that adopted digital marketing during COVID-19 and their long-term performance 
compared to those that did not would further validate the hypothesis. Fourth, the development 
of a practical, low-cost digital marketing toolkit specifically designed for small and medium-
sized restaurants in developing countries represents an important applied research direction. 
Finally, future research should explore how digital marketing can prepare restaurants for other 
types of crises beyond pandemics, including natural disasters, economic recessions, and 
geopolitical disruptions. As the study has shown, creating attractive content, improving online 
presence, helping the surrounding community, and always preparing to start again are actions 
that increase respect and appreciation for restaurants and achieve greater brand awareness –
objectives that every restaurant strives to accomplish. 
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ɋɚɤɟɬ Ɏɚɬɿɦɚ Зɚɯɪɚ, ɫɬɚɪɲɚ ɜɢɤɥɚɞɚɱɤɚ ɍɧɿɜɟɪɫɢɬɟɬɭ Ɇɭɫɬɚɮɢ ɋɬɚɦɛɭɥɿ, Ɇɚɫɤɚɪɚ, 
Ⱥɥɠɢɪ. 

Ƚɪɚɚ Ⱥɦɟɥь, ɩɪɨɮɟɫɨɪɤɚ ɍɧɿɜɟɪɫɢɬɟɬɭ Ⱦɠɢɥɚɥɿ Ʌɿɚɛɟɫɚ, ɋɿɞɿ-Ȼɟɥь-Ⱥɛɛɟɫ, Ⱥɥɠɢɪ. 
Ɋɟɫɬɨɪɚɧɢ ɛɟɡ ɤɥɿєɧɬɿɜ: ɪɨɥь ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɭ ɩɨɞɨɥɚɧɧɿ ɤɨɪɨɧɚɜɿɪɭɫɧɨʀ 

ɤɪɢɡɢ. 
Зɚɜɞɹɤɢ ɜɢɤɨɪɢɫɬɚɧɧɸ ɫɭɱɚɫɧɢɯ ɬɟɯɧɨɥɨɝɿɣ ɰɢɮɪɨɜɢɣ ɦɚɪɤɟɬɢɧɝ ɡɞɚɬɧɢɣ 

ɬɪɚɧɫɮɨɪɦɭɜɚɬɢ ɤɨɦɟɪɰɿɣɧɿ ɩɿɞɩɪɢєɦɫɬɜɚ ɬɚ ɩɿɞɜɢɳɭɜɚɬɢ ɟɮɟɤɬɢɜɧɿɫɬь ʀɯɧьɨʀ ɞɿɹɥьɧɨɫɬɿ — 
ɧɚɫɚɦɩɟɪɟɞ ɡɚɜɞɹɤɢ ɩɨɫɬɿɣɧɿɣ ɜɡɚєɦɨɞɿʀ ɬɚ ɡɚɥɭɱɟɧɧɸ ɤɥɿєɧɬɿɜ. ɉɚɧɞɟɦɿɹ COVID-19 ɫɩɨɱɚɬɤɭ 
ɫɩɪɢɱɢɧɢɥɚ ɹɜɢɳɟ, ɹɤɟ ɦɨɠɧɚ ɨɩɢɫɚɬɢ ɹɤ «ɪɟɫɬɨɪɚɧɢ ɛɟɡ ɤɥɿєɧɬɿɜ» — ɫɩɟɪɲɭ ɱɟɪɟɡ ɭɪɹɞɨɜɿ 
ɨɛɦɟɠɟɧɧɹ, ɚ ɡɝɨɞɨɦ ɱɟɪɟɡ ɩɨɲɢɪɟɧɭ «ɤɨɪɨɧɚɮɨɛɿɸ». ɐɟ ɹɜɢɳɟ ɫɩɨɫɬɟɪɿɝɚɥɨɫɹ ɜ Ⱥɥɠɢɪɿ, ɚ 
ɬɚɤɨɠ ɭ ɜɫьɨɦɭ ɫɜɿɬɿ, ɡɨɤɪɟɦɚ ɜ Єɜɪɨɩɿ, Ⱥɦɟɪɢɰɿ ɬɚ Ⱥɡɿʀ. ɍ ɜɿɞɩɨɜɿɞь ɧɚ ɤɪɢɡɭ ɛɚɝɚɬɨ ɤɨɦɩɚɧɿɣ 
ɩɨɱɚɥɢ ɜɩɪɨɜɚɞɠɭɜɚɬɢ ɫɬɪɚɬɟɝɿʀ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɩɨɪɹɞ ɡ ɿɧɲɢɦɢ ɿɧɧɨɜɚɰɿɣɧɢɦɢ 
ɪɿɲɟɧɧɹɦɢ, ɳɨɛ ɞɨɩɨɦɨɝɬɢ ɛɿɡɧɟɫɭ ɜɢɠɢɬɢ ɬɚ ɩɨɞɨɥɚɬɢ ɜɢɤɥɢɤɢ ɩɚɧɞɟɦɿʀ. ɍ ɫɬɚɬɬɿ 
ɪɨɡɝɥɹɧɭɬɨ ɤɥɸɱɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, ɳɨ ɞɨɩɨɦɨɝɥɢ ɪɟɫɬɨɪɚɧɚɦ ɡɛɟɪɟɝɬɢ 
ɤɥɿєɧɬɿɜ. 

Ʉɥɸɱɨɜɿ ɫɥɨɜɚ: ɰɢɮɪɨɜɢɣ ɦɚɪɤɟɬɢɧɝ, ɪɟɫɬɨɪɚɧɧɚ ɝɚɥɭɡь, ɚɧɬɢɤɪɢɡɨɜɟ ɭɩɪɚɜɥɿɧɧɹ, 
ɩɚɧɞɟɦɿɹ ɤɨɪɨɧɚɜɿɪɭɫɭ, ɦɨɛɿɥьɧɢɣ ɦɚɪɤɟɬɢɧɝ, ɦɚɪɤɟɬɢɧɝ ɭ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ, ɡɚɥɭɱɟɧɧɹ 
ɤɥɿєɧɬɿɜ, ɫɬɪɚɬɟɝɿʀ ɜɢɠɢɜɚɧɧɹ ɛɿɡɧɟɫɭ, ɩɨɜɟɞɿɧɤɚ ɫɩɨɠɢɜɚɱɿɜ. 
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