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Essence, the form factors and the development of foreignactivities  
of domestic companies and enterprises 

We study the basic forms of foreign economic activities of companies and enterprises. The factors that have a 
significant impact on the development of foreign trade companies are analyzed. We consider the structure of 
foreign trade activities of the corporation. The article describes the sequence of steps the company plans to 
enter the foreign market. Current trends in international economic relations are revealed. Attention is paid to 
the integration processes in the post-Soviet space. Methodical principles of the complex task of building a 
model to assess the effects of integration on the post-Soviet space are suggested. 
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Peculiarities of hotel and restaurant services marketing 

The paper addresses issues of importance of marketing in the hospitality business. This is a necessary condi-
tion for development of the industry, which allows to solve problems and create favorable conditions for the 
operation of both domestic and international tourism. The main problems, strengths, and weaknesses of the 
marketing of hotels and restaurants in Kazakhstan; in general, the purpose and objectives of restaurant mar-
keting are determined. The features of the marketing mix in the hotel and restaurant business in Kazakhstan 
are revealed. Particular attention is paid to the influence of tourism on the hospitality market. At the present 
stage in the crisis issues concerning what should be the product of a hotel and restaurant services become top-
ical. For the development of the hospitality industry is the formation of a highly important to the tourism in-
dustry. The article noted the difference between network marketing and domestic hotels, identified areas of 
marketing hotels and restaurants. 

Key words: hotel market, a food market, particularly marketing, scope, need, Kazakh business, network and 
domestic hotels, promising areas of competitiveness, the problematic aspects. 

Due to rapid development of hotel and restaurant market, expanding their spheres of activity it is 
needed to use marketing tools. In this regard, marketing has become an important tool for hotels and restau-
rants, to improve their competitiveness and increase market share. More and more effort is directed to the 
construction and promotion of brands in order to gain the consumers on an emotional level, forming a circle 
of constant and loyal customers. A successful approach to the use of marketing tools in hotels and restaurants 
can not only fix in their minds a positive experience and to raise awareness of the services provided, but also 
to increase profits, the market capitalization of the company. 
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• Price category of the restaurant;
• Kitchen;
• Service;
• The facade design, signage, entrance and interior;
• Services provided by the restaurant [1].

Given the characteristics of the behavior of a selected segment of consumers, it is necessary to develop 
a set of marketing. In services, it can be defined as «7P»: product, promotion, place, price, people, physical 
evidence, process [2]. Marketing mix in the restaurant business is presented in Figure 2. 

Figure 2. Marketing complex in hotel and restaurant business 

The product should meet the needs of the consumer, the promotion includes the sale, holding a trading 
company, advertising, public relations, publicity, image creation, symbols, awareness. Location determines 
the consumer's access to products and services, and the price should be commensurate with the value for the 
consumer. People play an extremely important role in the restaurant business, what caused the importance of 
proper selection, training and motivation. Ideally, the restaurant staff is to be courteous, responsive, proac-
tive, friendly, able to make decisions that are competent. Material evidence — is that the institution has to 
offer: beautiful interior, design, speed of service, quality of service. 

In order to determine the level of development and use of marketing consider the application of market-
ing in the marketing mix on pricing, product, marketing, communications and human resources policy of the 
company (Table). 

T a b l e

Evaluation of the use of the marketing complex in the hotel and restaurant business in Kazakhstan 
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As can be seen from Table, the formation of marketing in a market economy in the restaurant and hotel 
business contributed to the development of these areas of activity and differentiation of demand, which sub-
sequently led to the emergence of new forms of service. 

Overall, the analysis of hotel catering business has shown that in these industries there is a number of 
disadvantages, destabilizing their activities: 

- Lowhotels and catering load: 
- Not-matching price level of service and quality of hotels catering; 
- Discrepancy with international standards of service quality and level of service; 
- Weak system of training in the hospitality business; 
- Lack of signature dishes in many catering; 
- Narrow range of dishes catering enterprises; 
- Low level of development of Internet, used by guests in the hotels; 
- Low level of comfort in domestic hotels. 
The main tasks of defining the marketing activities in the hotel and restaurant industry: 
- Increase of capacity of hotels and restaurants, realizing other basic and additional services (business 

center, restaurants, bars, etc.); 
- Analysis of pricing, marketing, advertising, business strategy and methods of sales promotion, identi-

fying their strengths and weaknesses; 
- Development and the formation of short-, medium-and long-term forecasts sales service of hotel; 
- Selection of the most promising target market segments and development of strategies focused on 

them; 
- Development and the formation of corporate identity, its proper use in the design of internal and ex-

ternal premises of hotels and restaurants; 
- Formation of a marketing plan, and accordingly events for advertising and public relations; 
- Developing a clear and consistent with the requirements of the market positioning of the program and 

compliance of the marketing complex of the program; 
- Informing consumers through advertising and the media on the indicators of positioning of the hotel 

and restaurant; 
- Development of proposals for the formation of positive image and adjusting the hotel and restaurant in 

the minds of consumers [3]. 
At the present stage in the crisis conditions become topical issues concerning what should be the prod-

uct of a hotel and restaurant services. A survey by the Kazakhstani Hotel and Restaurant Association showed 
that on the first place from the point of view of consumers is a measure of comfort, on the second place, re-
spectively, cleanliness is important; then effective and practical hotel rooms, and also an important touch to 
the national culture and way of life and less important indicator — the quality of services provided. 

The hotel market still has great potential for growth, as evidenced by lack of supply and demand due to 
the lack of quality projects that are updated in a growing number of foreign tourists in Kazakhstan. So, only 
in the city of Almaty, recently put into operation, such as a hotel network «RixosAlmaty», «HolidayInn», 
soon to be launched following hotels «BayterekKempinski» (236 rooms), «Radisson SAS Medeo» (150 
rooms), «JWMarriottHotelAlmatyEsentaiPark» (175 rooms), «RoyalTulipAlmaty» (166 rooms), Golden-
Hills. 

Despite the general economic crisis, the demand from hotels Almaty is high enough, so the hotels prac-
tically did not dump prices, but the extensively used the discount. 

Ре
по
зи
то
ри
й К
ар
ГУ



Peculiarities of hotel and restaurant services... 

Серия «Экономика». № 4(72)/2013 31 

The most adapted to the crisis, will be hotels implemented taking into account market realities that did 
not overestimate the cost of entry and land and have a partner — hotel operator with a strong brand. 

As the analysis of the development of the hotel market, at the moment there is a high demand for mid-
range hotels that meet international standards. In particular, there is a need in the segment of three-star hotels 
with a price tag of around $60–65. Confirmation to the above is that the three-star hotel «HolidayInn» has a 
high load. 

Importance for the development of the hotel and restaurant is to business formation of a highly tourism 
industry. In Kazakhstan, in this regard are implemented new prospective tourist projects of international im-
portance, namely, « Jana Ile», «Burabai «, « Kenderli», the construction of a tourist complex with the enter-
tainment industry outside of Baikonur (creation of the planetarium, a museum, a mini- mission control cen-
ter, shopping center selling souvenirs), the development of infrastructure in the Kazakhstan segment of the 
Great Silk Road. 

The main tourist products that may be offered by Kazakhstan: beach tourism on the Caspian Sea, busi-
ness tourism, wildlife tours (ecotourism, safari steppe), Baikonur. 

Kazakhstan also plans to implement an attractive tourism projects that improve the occupancy of hotels 
and restaurants. These projects include: the creation of Tourist Center in Akmola and Almaty regions, the de-
velopment of tourism along the Silk Road, beach and cruise tourism on the Caspian Sea, the development of 
space tourism in the city of Baikonur under the project «Kazakhstan is the first space harbor of the planet» [4]. 

In general, the current level of tourism development has low rates of activity in the sector of inbound 
and outbound tourism. The low level of development of tourism due to the following aspects of the problem: 

- low level of service quality of tourism services, non-attractive tour programs non-effective organiza-
tion of leisure; 

- Lack of development of tourist and transport infrastructure, lack of entertainment and animation pro-
grams; 

- Statistical accounting mismatch indicators of tourism to international standards; 
- feasibility of increasing the list of countries with the simplified procedure of visa and registration pro-

cedures 
- Discrepancy with international standards of modern education and training of qualified personnel for 

the tourism industry; 
- Low level of funding of tourism development in the regions. 
Development of hotel and restaurant business in Kazakhstan, accompanied simultaneously with the 

processes of the market economy, the commercialization of these sectors, growth and saturation of the mar-
ket, as well as the process of internationalization of the business. 

Feasibility of generating marketing activities of hotels and catering companies due to the following rea-
sons: 

- Rapid growth of the market of hotel and restaurant services and the emergence of new international 
hotel chains that contribute to stiffer competition; 

- A system of domestic marketing and management of hotels, members of the international hotel chain 
is completely different, and there are discrepancies in the hotels capitals and regional centers; 

- twice decreasing of occupancy hotels in Kazakhstan in the crisis conditions, as most of the guests are 
business travelers who come to the workshops, exhibitions and conferences, the number of which has de-
creased dramatically; 

- Intense competition between companies catering; 
- inefficient operation of restaurants, bars, cafes and other catering enterprises due to low levels of qual-

ity of service; 
- Not-developed a framework for the use of marketing, weak demand forecasting and determining he 

capacity of the market, the study of consumer preferences, the development of strategies and marketing 
plans. 

Submitted reasons for the market is characterized by the hospitality industry as a whole. However, it 
should be noted significant differences at the level of development of individual sectors in the market. At the 
present stage it is to speak about the saturation of the market of hotel services in the sector of expensive and 
luxurious hotels, but do not meet the requirements of consumers are not expensive hotels that were built in 
the post-Soviet period and virtually been converted into a period of market economy. Companies of restau-
rant business work today in economic autonomy and fierce competition. 
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The main purpose of marketing in the hospitality industry is the development and provision of services 
aimed at meeting the demands of the market and target audience, and also selection and presentation of the 
best forms and methods of service. 

The specific objectives of marketing depend on the strategy of the company and its competitive position 
include: gaining market share, increase profits, increase customer satisfaction, increase in the number of new 
customers, etc. The means of achieving the goals can be marketing tools and techniques. 

For hotels that operate within the framework of international hotel chains, are used the strategy and tac-
tics of marketing, aiming to meet the international standards in the continuous improvement and expansion 
of the range of services programs to encourage use of the hotel's patrons, according to the principle of price 
and quality. So, the hotel « Intercontinental» is the Kazakh- Turkish company, has a contract with the fran-
chise 's largest hotel chain «Intercontinental hotels», hotel « Rahat Palace», the Kazakh- Austrian company 
that operates under a management contract with a hotel chain, « Hayat «. 

At these hotels can be traced benefits that justified the use of effective marketing, accumulated expe-
rience and having a number of advantages: 

- use of international famous brand, which makes possible to increase the inflow of foreign tourists, 
who are informed and trust to chain of hotels; 

- use of a wide range of price instruments, flexible, efficient pricing; 
- possibility of financial support from internal resources of international hotel chains; 
- use of a rigid quality management system that would increase the level of service and satisfaction of 

guests; 
- use of a backup booking systems — intranet, providing trouble-free booking engine at the hotel; 
Marketing chain hotels work out and give positive results, but does not consider the particular characte-

ristics of the local market and has certain disadvantages: 
- need to carry out clear requirements, rules, regulations, and standards of international hotel chains; 
- loss of individuality in the design of the hotel, selection of the range of services and maintenance of 

the system I; 
- No ability to respond rapidly and price changes with fluctuations in demand. 
In varying degrees, engaged in marketing of all businesses in the hospitality industry, but domestic ho-

tels have certain features in the application of marketing. 
The main weaknesses of the domestic marketing of hotels include: 
- Occasional use of marketing tools in the activities of the hotel; 
- The lack of a clear program of positioning and marketing strategy; 
- not-matching the quality of service requirements of the international standards and foreign visitors; 
- not-matching the price level of quality and customer value number of rooms and additional services in 

the hotel; 
- Not worked out booking system. 
However, in domestic hotels, there are a number of advantages: 
- Provision of an individual system of discounts and the possibility of price changes; 
- Individual approach in the design of hotels and shaping the image. 
Thus, the marketing in the hospitality business — it is a necessary condition for the development of the 

industry, which allows to solve problems and create favorable conditions for the operation of both domestic 
and international tourism. 

Using the concept of marketing in the development of national tourism, shaping the image of the coun-
try, regions that are attractive for tourism is both possible and necessary. However, the successful solution of 
tasks can be realized only through the combined efforts of state and local authorities responsible for the for-
mation of the image of tourism associations, businesses and other organizations with an interest in the func-
tioning of a civilized Kazakhstan national tourist market. 
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Л.М.Мұталиева  

Мейрамханалар мен қонақ үйлер қызметі маркетингінің ерекшеліктері 

Мақалада қонақ үйлер мен мейрамханалар бизнесі маркетингінің маңыздылығы туралы сұрақтар 
қозғалған. Бұл ішкі жəне халықаралық туризмнің дамуына, сонымен қатар дұрыс жүзеге асуына 
қолайлы жағдайлар тудыратын маңызды шарт. Қазақстандағы қонақ үйлер мен мейрамханалар 
маркетингінің өзекті мəселелері, оның мақсаты мен міндеттері анықталған. Бұл саланың Қазақстанда 
туризмді дамытуға тікелей байланысты екеніне көңіл бөлінген. Бүгінгі күнгі өзекті мəселе — 
дағдарыстан шығудың басты көздерінің бірінде қонақ үйлер мен мейрамханалар қызметінің дамуын 
дұрыс жолға қою қандай болу керек екендігі сөз болған. Əр саладағы маркетингтің 
айырмашылықтары көрсетілген: саудадағы маркетинг, отандық қонақ үйлер маркетингі, заманауи 
отельдер мен мейрамханалар маркетингі. 

Л.М.Муталиева  

Особенности маркетинга гостиничных и ресторанных услуг 

В статье отражены вопросы значимости маркетинга в гостиничном и ресторанном бизнесе, являю-
щемся необходимым условием для развития отрасли, позволяющем разрешить проблемы и создать 
благоприятные условия для функционирования как внутреннего, так и международного туризма. Вы-
делены основные проблемы, сильные и слабые стороны маркетинга гостиниц и ресторанов в Казах-
стане. В целом определены цель и задачи ресторанного маркетинга. Выявлены особенности комплек-
са маркетинга в гостиничном и ресторанном бизнесе Казахстана. Особое внимание обращено на влия-
ние развития туризма на гостиничный и ресторанный рынок. На современном этапе в условиях выхо-
да из кризиса актуальными становятся вопросы, касающиеся того, какими должны быть гостиничный 
продукт и ресторанные услуги. Для развития гостиничного и ресторанного бизнеса важным является 
формирование высокоэффективной индустрии туризма. В статье отмечена разница между маркетин-
гом сетевых и отечественных отелей, определены перспективные направления маркетинга отелей и 
ресторанов. 
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