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THE ROLE OF MARKETING RESEARCH IN IMPROVING
THE EFFICIENCY OF HOTEL ENTERPRISES IN KAZAKHSTAN

Abstract. This article justifies the need for marketing research and provides an analysis of the situation in the

hotel services market.
When carrying out research the following methods were used: scientific abstraction, statistics-economical,

analysis and synthesis.
The following results were obtained in the course of scientific research: firstly, the role and importance of

marketing research were considered; secondly, the analysis of Kazakhstan accommodation places by categories and
visitors was conducted; thirdly, the prospects for the development of hotel business in Kazakhstan were justified.
Keywords: marketing, policy, hotel business, accommodation, hotel service, visitor.

In a competitive climate, hotel service enterprises are careful in conducting marketing research. this
is explained by the fact that consumers pay attention to the quality of service and make certain demands
on the level of comfort and service. The final results of their activities depend on the occupancy rate of
hotels.

Each enterprise selects its own market segment, surveys the needs and motives of its consumer
behavior. The main factor influencing consumer preferences is the income by visitors. In this connection,
without conducting marketing research, hotel enterprises cannot operate effectively. The client chooses
where to move in, what type of accommodation to prefer and subsequently recommend to his/her
acquaintances and friends.

Table 1- Distribution of accommodation in Kazakhstan according to categories in 2014 and 2018

Categories 2014 2018
units % units %
5-star 20 0.98 23 0.70
4-star 61 297 79 2.38
3-star 12 593 120 361
2-star 20 0.98 24 0.72
1-star 19 0.92 14 0.42
hotels without category 1184 57.58 1753 52.77
other accommodations 630 30.64 1309 39.40
Total 2056 100.0 3322 100.0

Note: compiled based on the source [1, p.261

In the hotel services market of Kazakhstan, changes occur systematically due to the influence of both
internal and external factors. For effective hotel management, enterprises need to conduct a SWOT
analysis, explore the strengths and weaknesses, timely respond to threats and take advantage of
opportunities.
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As can be seen from Table 1, in Kazakhstan, in 2018, the number of accommodations amounted to
3322 units. Of these, 92.17 % are represented by hotels without a category and other accommodations.
The share of hotels with categories is 7.83 %.

Compared to 2014, the following changes are noticeable. The number of accommodations increased
by 1266 units, including 5-star hotels - by 3 units, 4-star category - by 18 units, 2-star category - by
4 units, hotels without a category - by 569 units, other accommodations - by 679 units. For 3-star hotels,
there was a decrease of 2 units, for 1-star category - by 5 units. The share of hotels without a category and
other accommodations in 2014 was 88.22 %. The share of hotels with categories reached 11.78 %.

Thus, influenced by demand for hotel services, the ratio between accommodations of different levels
of comfort is changing. To stay afloat, hotel business enterprises take into account the market conditions
for the hotel services. This fact is evidenced by the dynamics of accommodation development. So, for the
analyzed 5 years, the number of other accommodations increased 2.08 times, hotels without categories -
1.48 times, hotels with categories - 1.07 times.

In 2018, 23 5-star hotels, 79 4-star hotels, 120 3-star hotels, 24 2-star hotels and 14 1-star hotels
operated in Kazakhstan.

As a result of the analysis, it was found that all the hotels differ among themselves in terms of
procurement, the range and quality ofthe services provided, the comfort and service level. In general, they
comply with the requirements for a specific category.

As a rule, the reasons for choosing hotels without a category and other accommodations are lower
prices. At the same time, visitors with financial opportunities prefer to stay in hotels with categories. In
this case, clients are offered spacious rooms equipped with comfortable furniture, a wide range and
stability ofthe quality ofthe provided services.

The presence on the market of different category hotels and accommodation without a category
allows visitors, depending on the availability of financial resources, to plan living expenses, focus on the
level of expected service and satisfy their needs in the best way.

Table 2 - The number of visitors served
in the accommodations of Kazakhstan in 2018, people

Category Visitors, total non-residents residents
Total 5526864 830922 4695942
including
5-star 617237 314793 302444
4-star 521530 144910 376620
3-star 529394 127535 401859
2-star 61564 3180 58384
1-star 45999 1904 44095
hotels without category 2436543 209635 2226908
other accommodations 1314597 28965 1285632

Note: compiled based on the source [1, p.27].

In 2018, the number of served clients in all accommodations amounted to 5526864 people, of which
in 5-stars hotels - 617237 people, in 4-stars - 521530 people, in 3-stars - 529394 people, in 2-stars -
61564 people, in 1-star - 45999 people. In hotels without a category, 2436543 people were served, or
44.08 % of the total number of visitors. Other accommodations were chosen by 23.78 % or 1314597
people.

Meanwhile, residents prevailed in the structural ratio among visitors to the accommodations of
Kazakhstan. Their number in 2018 reached 4,695,942 people or 84.97 %. Non-residents accounted for
15.03 % or 830,922 people, respectively.

According to the studies, 37.88 % of non-residents used the services of 5-star hotels; 17.44 % -
of 4-star hotels; 15.35 % - of 3-star hotels; 0.38 % - of 2-star hotels; 0.23 % - of 1-star hotels; 25.23 % -
services of hotels without a category and 3.49 % - of other accommodations.

Among residents, in contrast, 5-star hotels were preferred by 6.44 %; 8.02 % - for 4-star hotels;
8.56 % - for 3-star hotels; 1.24 % - for 2 stars hotels; 0.94 % - for 1-star hotels; 47.42 % - for hotels
without a category and 27.38 % for other accommodations.
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Thus, the consumer behavior of residents and non-residents differ fundamentally. 1f 71.28 % of non-
residents chose hotels with categories, then 74.8 % of residents preferred hotels without a category and
other accommodations.

In turn, a comprehension ofthe motives of visitors' behavior, a customer-oriented approach help hotel
business enterprises to determine their segment, pursue a successful marketing policy and have their own
niche in the hotel services market.

It should be noted that in recent years, Kazakhstan has seen a positive trend in the development of the
hotel business. This is evidenced by both an increase in the number of enterprises providing
accommodation services, and an increase in the number of served visitors. So, if in 2018, 5526864 people
were served, then in 2014 - 3804447 people. The number of residents who used the accommodation
services during this period increased by 1570513 people, the number of non-residents by 151904 people,
respectively.

Table 3 - Distribution of accommodations of Kazakhstan by a form of property in 2018

Form of property Units Percentage
Totally 3322 100,0
including
State property 7 2,32
Private property 3204 96,45
Property of other states, their legal entities, and citizens 41 123

Note: compiled based on the source [ 1, p.25].

Accommodations in Kazakhstan are private, state properties and in the ownership of other states, their
legal entities and citizens. The ratio is as follows. 3204 units or 96.45 % belong to private individuals. The
share of state property is 2.32 % and the share of other states properties, their legal entities and citizens is
1.23 %.

For the whole, in 2018 there were 71,858 rooms; the one-time capacity was 168,603 beds. The
occupancy rate of hotel beds was 23.2 %, which has a direct impact on the efficiency of enterprises. The
number of rented rooms varies by placement category. So, 2207335 rooms were handed over to hotels
without a category, 572965 rooms to 5-star hotels respectively. The average cost of bed-days also varies
significantly. In hotels without categories, the value of this indicator was 7410 tenge, for 5-star hotels -
34934 tenge, for 4-star hotels - 19872 tenge, for 3-star hotels - 12892 tenge, for 2-star hotels -
9375 tenge, for 1-star hotels - 6134 tenge and for other accommodations - 5365 tenge [1, p.27].

As can be seen from the above analysis, there is an obvious tendency in Kazakhstan to intensify
entrepreneurial activity in the hotel business. In the future, an influx of visitors and an increase in demand
for all types of hotel services are foreseen. To increase the attractiveness of a hotel product, it is necessary
to study and adjust world standards of service, best practices and use marketing tools for market research,
planning a list of services, and setting up an advertising campaign.
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LASALICTAH K;OHAK; Y1 K3CLUOPbIHAAPbBIHbLL XX¥MbIC 1CTEY
TUTMATATTTHAPTTBIPYAA MAPKETUHI TTK 3EPTTEYJIEPALL POJ11

AHHoTauusa. bacekenecnk argaibliHga KoHak Yi CepBUCNK K3CLLIOPbIHAAPbI MapKeTUHIMK 3epTTeynep
XYprisyre MyKusT Kapaiigbl. Byn TyTbIHyLLIbINAPAbIH CEPBUC CamnacbiHa Ha3ap ayfapaTbiHbIMEH X3HE XalbliblK NeH
KbI3MET KepceTy feHreluHe 6enrw 6ip Tanantap KowbiMeH TYCiHAipinedi. KoHak YiinepaLy TONTbIpybl OnapAabiH
KbI3METLULL, TYNKIAIKTI HaTWXKenepLUe 6aiinaHbICTbI.
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3p6ip KaCLWOpbIH HapbIATa e3LWL, CerMeHTLW TaHAalabl, e3 TYTYHbIWbINAPbIHbIH JaXETTIUKTEPLU X3HEe MLles-
Aynblg cebenTepiH 3epTTeigr TyTblHyWbINapAblH TaHAayblHa 3Cep eTeTiH Hen3n (akTop - KenywinepaiH
TabbicTapbl. OcCbiraH 6alinaHbICTbl, MAPKETUHITIK 3epTTeynepci3 AoHag YW KacinopblHAApbl TUIMAI XYMbIC icTeyi
MYMKL emecC. TyTbiHYLWbl Aaiifia AOHbICTaHATbIHbIH, OpPHaNacTblpy OPHbIHbIH faii TYpiHe apTbigwWbinblg Gepyai
TaHZalabl X3He KeliiHHeH e3iHiH TaHbICTapbl MeH AOCTapblHa YCbIHAAbI.

KasagctaH foHaf Y Abl3MeTTepiHiH HapbIrblHAA iLUKi XX3He CbIpTAbl (hakTopfiapAblH 3cepiHeH TyblHAaraH
XYWeni esrepictep 6onbin xatblp. KoHag Yiinepgi Tvimai 6acaapy YiiH MeHempkepnepre SWOT-tangay xYprisy,
anci3 XaHe KYLWTi XagTapAabl 3epTTey, Aep KesiHAe Aayin-aatepnepre 3pekeT eTy MeH MYMKIHAIKTepdi naiganaHy
[aKeT.

KoHag YWnep HapbirbiHAa apTYPAi caHaTTarbl )K3He CaHaTChbl3 OpPHaNacTbipy OPbIHAAPbIHbIH - 60MYbI
Kenylwiinepre [apXbiablh fapaxaTTblH 60MyblHa 6ainaHbICTbl Typyra apHanraH LWbIrbICTapAbl Xocnapnayra,
KyTLUeTL! CepBUC AeHreiiHe b6argapnayra XaHe es3ll, AaXeTTIKTepLl 6apbiHLUa Xaackl TYpLe AaHaraTtTaHablpyra
MYMKLUALL Gepesi.

3epTTey HaTWKenepi KepceTKeHdel, pesvieHT emecTepdiH 37,88 %-bl - 5 xynabiagbl AoHas YWnepai;
17,44 %-bl - 4 xynapi3asl AoHas YWnepai; 15,35 %-bl - 3 Xynabi3asl AoHas YWnepai; 0,38 %-bl - 2 XKynfbl3fbl
poHag YWnepgi: 0,23 %-bl - 1>xyngpi3asl AoHag YWnepai; 25,23 %-bl - caHaTchi3 foHazg YWAnep xaHe 3,49 %-bl e3re
OpHanacTbIpy OpbIHAAPbIHLIH AbI3METTepLU NakaanaHabl.

Pe3naeHTTepAL, apacbiHaa, KepiciHwe, 6,44 %-bl - 5 Xyngbi3gbl foHan Yl7lnepre; 8,02 %-bl - 4 Xynabl3gbl
JoHag, Yl7lnepre ; 8,56 %-bl - 3 XKynabi3fbl AoHaA YI7Inepre; 1,24 %-bl - 2 XXyNabl3abl AOHAL Yl7lnepre; 0,94 %-bl -
1 Xynabi3gbl AoHan YWnepre; 47,42 %-bl - caHaTcbi3 foHaj YWnepre xaHe 27,38 Y%-bl - e3re OpHanacTbipy
opblHAapbiHa apTbIALWbIIbIL Gepean

Ocblnaiia, pe3ngeHTTEP >X3He pe3ufeHT eMecTepill, TYTbIHYLWbIAbIA MLe3-gynbiagTapbl TY6ereini TYPge
epekweneHeAr Erep pesngeHT emecTepAin 71,28 %-bl caHaTbl 6ap foHaa YVinepai TaHjaca, OHa pesvjeHTTepAiH
74,8 %-bl caHaTbl X0/ AoHaz YWnepre xaHe 6acaa 4a OpHanacThIpy OpbiHAapbIHA apThiALLbLIbIL Gepean

03 KeseriHge, KenywinepaiH MiHes-aynbig yaxaeplu TYCiHy, KIMeHTKe 6arbiTTanrad Tacin goHag YW cepsuci
K3CiNOpbIHAapbiHa €3 CerMeHTW aHblaTayra, TabbiCTbl MapKeTUHITIK cascaTTbl XYprisyre jxaHe foHas YW
[bI3METTepi HapbITbIHAA €3 OPHbIH MefeHYTe KeMeKTeceai

ATan eTy Kepek, COHrbl Xbinaapbl KasagcTaHaa foHas YW 6W3HECiHiH JaMybiHAa OH AvHaMuKa Gaiiganagp!.
[anen peTiHge opHanacTbipy Abl3MernMeH aliHanacaTblH K3CinopblHAAp CaHaHblH ecyll coHpai- aj Abl3MeT
KepceTinreH KenyLwep caHbIHbIH ecyiH gapacTbipyra 6onagpi.

KenTipinreH Tangaynap kepceTkeHgei, KasaactaHga goHas YW 6uM3Heci canacbiHAa KacinmKepnik Abl3MeTTi
XaHganablpy YP[ici 6aiiganagbl. Gonawaata Kenywinep arbiHblHbIH JK3He AoHag YW [bi3MeTTepiHiH 6apnbig
TYpnepiHe cypaHbic ecefi fen 6omkaHagbl. KoHag YW eHiMiHiH TapTbIMAbINbITbIH apTThipy YLUiH, 31eMAiK Abl3MeT
KepceTy CTaHAapTTapblH, 03bla TaXipubenepai sepaeney xaHe belumaey, coHAal-af HapblATbl 3epTTey, AbI3METTEp
mn36ecLL XXocnap/ay, XapHaManblj HayAaH4bl YAbIMAACTbIPY YL MapKeTUHITIK Aypanjapibl nainganaHy SaxerT.

3epTTey XYPprisy KesiHAe Keneci aficTep nalijanaHraH: rbiibiMWM abCcTpakums, cTaTUCTUKabIA-3KOHOMUKAbI],
T3CiN, aHaNn3 X3He CUHTES.

FoinbiMu  3epTTeynepAi  OpblHAAQYy KesiHAe Keneci HITuXenep anblHraH: OGipiHWIAEH, MapKeTUHITIK
3epTTeynepaiH pefi MeH MaHbI3bl AapacTblpbinraH; ekiHwigeH, KasaactaHHbIH OpHaNacTbIpy OpblHAAPbLIH KenyLinep
MeH caHaTTapbl 6olblHWA Tangay >KYprisingi; YwiHwigeH, KasagcTanga fAoHas YVI 6usHeciHiH - gamy
nepcnekTuBanapbl Herisgengi.

TyLH ce3ep: MapkeTUHT, cascaT, foHaa YV 6u3Heci, opHanacTbipy, AoHad YVIbi3MeT, KenyLir
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POJIb MAPKETUHIOBbIX MCCNEAOBAHWY B MOBbIWEHVN 3 GEKTUBHOCTH
®YHKUNOHUPOBAHUA TOCTUHUYHbBIX MPEAMPUATNA KASAXCTAHA

AHHOTaUus. B ycnoBusaxX KOHKYPeHLUU NpeanpusTUS TOCTUHUYHOIO CepBuca K NPOBEAEHUI0 MapKETUHIOBbIX
UCCNef0BaHUiA MOAXOAAT TWATENIbHO. JTO 06BACHAETCS TeM, YTO NOTPe6MTeNnn o6pallaloT BHUMaHME Ha KauyecTBO
cepBuca U NpeabABASIOT OonpeaeneHHble TPe6oBaHMS K YPOBHIO KOMQopTa 1 06CnyXuBaHus. OT 3amno/HAeMOCTY
FOCTUHWL, 3aBUCAT KOHEUHbIE Pe3ynbTaTbl UX 4eATeNbHOCTMU.
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Kaxpgoe npeanpusTve BbIGUPAET CBOM CETMEHT Ha PbIHKE, M3y4yaeT NOTPEeOHOCTH M MOTUBbLI NOBELEHUS CBOErO
notpeémtens. OCHOBHbIM (DaKTOPOM, BAMUAKOWMM Ha MOTPebUTENbCKME NpeanoyYTeHUs, ABASETCS [0XO0[4
nocetuTeneid. B cBA3n ¢ yem, 6e3 NpoBeAeHUs MapKETUHIOBbIX UCCNeL0BaHWUI FOCTUHUYHbIE NPEANPUATUS He MOTYT
3 heKTUBHO (DYHKLMOHMPOBaATb. MoTpebuTens BbIGUpaeT, rae emy MoCenUTbCA, KaKoMy TUMY MecTa pasMeLleHns
0TAaTb NPeAMnoyYTeHNe U PEKOMEHA0BaTh BNOCNEACTBUM CBOUM 3HAKOMbIM U LPY3bAM.

Ha pblHKe FOCTUHWUYHBIX ycnyr KasaxcTaHa CUCTEMATUYECKU MPOUCXOLAT U3MEHEHUS, Bbl3BaHHbIE BAUAHNEM
KaK BHYTPEHHMX, TaK U BHELIHUX (pakTopoB. s TOro, 4Tobbl 3h(heKTUBHO YNpaBaaTh FOCTUHULAMK, MeHeaKepam
Heo6xoanMo nNpoBoanUTb SWOT- aHanu3, nccnefosaTb cnabble U CUAbHbIE CTOPOHbI, CBOEBPEMEHHO pearmpoBaTh Ha
Yrpo3bl 1 UCMO/b30BATb BO3MOXHOCTMU.

Hannune Ha pbiHKe rOCTUHML, Pa3HOW KaTeropumn 1 MecT pa3MeLl,eHnst 6e3 KaTeropum No3BoseT NOCETUTENAM B
3aBMCUMOCTU OT HaM4YMA (MHAHCOBbLIX CPEACTB MIAHMPOBATb PAcXofbl HA MPOXMWBAHWE, OPUEHTMPOBATLCA Ha
YPOBEHb OXMAAEMOro cepBuca 1 yA0BETBOPUTb Hauy4LIMM 06pa3om CBOU NOTPEGHOCTHU.

Kak nokasanu uccnefosaHus, cpeau HepesugeHTtos 37,88 % BOCMONb30BaNWCh yCyramu rocTMHUL, 5-3Be3f;
1744 % - roctuHuy 4-3Be3dbl; 1535 % - roctuHumy  3-3Be3gbl; 0,38 % - rocTuHUL  2-3Be3fpbl;
0,23 % - rocTuHUL, 1-3Be34a; 25,23 % - rocTuHuUL, 6e3 kaTeropun n 3,49 %- NPoYMX MecT pasMeLLeHuns.

Cpefn pesneHTOB, HaMpoTMB, rOCTUHMLUAM 5-3Be3f oTganu npegnouteHve 6,44 %; 8,02 % - roctuHuuam
4-3Be3abl; 8,56 % - roctuHuuam 3-3Be3gbl; 1,24 % - roctuHuuam - 2 3esfbl; 0,94 % - roctuHuuam 1-3Be3fa;
47,42 % - rocTuHMuam 6e3 kateropmm n 27,38 % - NpoYnM MecTam pasMeLLeHus.

Takum o6pa3om, NOTpebUTeNLCKOe NOBeAeHMe Pe3neHTOB U Hepe3n4eHTOB KOPEHHbIM 06pa3oM OTAMYaeTcs.
Ecnm 71,28 % Hepe3snAeHTOB BbIGMpanuM FOCTUHULbLI C KaTeropusmu, To 74,8 % pesnaeHTOB OTAaBaau
npeLnoyTeHMe rocTuHULam 6e3 KaTeropmMm 1 NPOYMM MecTam pasMeLLeHus.

B cBOW o0uyepedb, MOHMMaHWe MOTWBOB MNOBEAEHWUA MOCETUTeNel, KAMEHTOOPWEHTUPOBAHHLIA MNOAXOA
MOMOraloT MpeanpusTUAM TFOCTMHWYHOIO CepBMCa OMNpefensiTb CBOW  CErMeHT, MNPOBOAUTL  YCMELUHYHO
MapKETUHIOBYHO MOJIMTUKY U METb CBOK HULLY Ha PbIHKE TOCTUHUYHBIX YCYT.

Heobxo4nMO OTMeTUTb, UYTO 3a NocnefHve rofbl B KasaxcTaHe NPOCNEXMBAETCA NONOXUTENbHAA AUHAMUKA B
pasBUTUM FOCTUHUYHOTO 6M3Heca. O6 3TOM CBUAETENLCTBYIOT KaK yBeIMYeHVEe Ynucna NpeanpuaTuii, oKasblBaroLL X
YCNyru pasMmeLLeHuns, Tak U yBennyeHne Konnm4yecTsa 06CIyXKEHHbIX NOCETUTENEN.

Kak BMAHO W3 NpuBefEHHOro aHanuMsa, B KasaxcrtaHe MpOCNexunBaeTcsd OYeBUAHAA TEHAEHLUMS aKTMBM3aL MM
npesnpUHMMAaTENbCKON AeATeNbHOCTM B Chepe rOCTUHMYHOrO 6u3Heca. B mepcnekTvBe MpOrHo3upyeTcsi NPUTOK
noceTuTenei 1 pocT crnpoca Ha BCe BUAbI FOCTUHUYHBIX YCAyT. [N NOBLILLEHNUS NPUBIEKATENbHOCTU FTOCTUHWUYHOIO
NpoAyKTa Heo6XoAMMO u3y4yaTb W afanTUpPOBaTb MWPOBble CTaHAAPTbl 06CNYXMBaHMA, NepefoBOW OMNbIT W
NCMOMb30BaTh MAPKETUHIOBbIE WHCTPYMEHTHI ANA  WCCMEL0BaHNA PblIHKA, MAaHMPOBAHUA TMepeyHs  YCayr,
opraHm3aLumn peknamHol KaMnaHum.

Mpu npoBefeHWM WCCELOBaHUIA MCMOMb30BaHbl CAeAylolMe MeTOAbl: Hay4HOl abcTpakuuu, CTaTUCTUKO-
3KOHOMWYECKMUIA, aHanM3a u CUHTe3a.

Mpn BbINONHEHWUW HAYYHbIX WCCEAOBaHWI MNOMYYeHbl Clefylolime pesynbTaTbl: BO-MEPBbLIX, PACCMOTPEHbI
pofib M 3HayYeHWe MapPKETUHIOBbLIX UCCNe0BaHWiA; BO-BTOPbIX, MPOBEAEH aHann3 MecT pasmelyeHns KasaxcTaHa no
KaTeropusam v NoCeTUTENsAM; B-TpeTbuX, 060CHOBaHbI MEPCMEKTMBLI Pa3BUTUSA FOCTUHUYHOTO 6U3Heca B KasaxcTaHe.

KnwoueBble cfioBa: MapKeTWHF, MOANTUKA, TOCTMHUYHBIA 6KU3HEC, pa3MelleHue, TOCTUHWYHAA YCyra,
noceTUTeNb.
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