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Zinatniskais vaditajs: Dr.oec., profesore Vita Zarina

Anotacija

Pétijuma aktualitate: Edinasanas nozare ir viena no lielakajam pakalpojumu nozarém Latvija, nozares
biznesa portala HoReCa apkopotie dati liecina, ka 2018.gada tas apgrozijums bijis ap 487 milj.eiro un taja
darbojas 2,5% no visiem Latvijas uznémumiem, taja pasa laika uznemumu skaits sariik - 2017. gada Latvija
tika registréti 5636 uznémumi, ta¢u 2019.gada sakuma to skaits bijis 4591. (“Edinasanas nozares attistiba
un fakti”, 2019). Sabiedriskas edinasanas nozare Sobrid ir krustugunis - veiksmigi darbojas lielie
uznémumi, kuru darbiba ir izvérsta jau daudzus gadus, tiem ir izveidotas uznémumu kédes un pardomata
lojalitates programma. Augstais pieprasijuma limenis édinaSanas nozaré liecina par jaunu uznémumu
nepiecieSamibu. Miisdienas tirgus paplasinasanai izmantojamas cilvéku neierobezotas iespéjas, inovativa
domasana, celojumi, pieredzes apmaina, ka ari darbs arzemes, tas viss sekmeé jaunu ideju ievieSanu Latvijas
tirgn, ka ari stimulé uznémeéjus rikoties.

Peétijuma merkis: Novértet sabiedriskas édinasanas nozares uznémumu konkuréetspéju Teika.

Pétijuma metodes: Datu ieguvei: literatiras analize un anketéSana, Datu apstradei: grafiska metode,
aprakstosas statistikas analize, sekundaro datu analize.

Sasniegtie rezultati: Teorétiskas analizes rezultata tika izvirziti vairaki konkurétspéjas ietekmes faktori,
jeb kriteriji. Pétijuma rezultata, izmantojot tos, iegitie dati sarindo Teika darbojoSos uznémumus
konkuretspéjas reitinga, kas liecina par katra uznémuma tirgus dalu teritorija. Izpétot atseviskos pétijuma
kritérijus, tika izvértéetas ssbiedriskas edinasanas uzpémumu stipras un vajas puses, ka ari izstradati
priekslikumi to konkurétspéjas paaugstinasanai .

Atslegas vardi: Sabiedriska edinaSana; konkurétspéja; konkurétspéjas indekss; uznémumi darbojosies
kéde.

Ievads

Restorani, kafejnicas, mobilie édinasanas uznémumi atrodami ik uz sola. Sabiedriskas édinasanas
nozare ir viena no lielakajam pakalpojumu nozarém Latvija, nozares biznesa portala HoReCa
apkopotie dati liecina, ka 2018.gada tas apgrozijums bijis ap 487 milj.eiro un taja darbojas 2,5%
no visiem Latvijas uznémumiem, taja pasa laika uznémumu skaits sarik - 2017. gada Latvija tika
registréti 5636 uznémumi, tacu 2019.gada sakuma to skaits bijis 4591. Pie uznémumu slégsanas
iemesliem parstavji pieskaita augstu konkurenci uznémeju vidia, ka ari galveno iemeslu -
nepanesamo nodoklu slogu, 2018.gada gandriz pusei - 47,3% uznémumu bija nodok]u parads, kas
parsniedza 150 eiro. (“Edina$anas nozares attistiba un fakti” 2019).

Sabiedriskas édinasanas nozare Sobrid ir krustugunis - veiksmigi darbojas lielie uznémumi, kuru
darbiba ir izvérsta jau daudzus gadus, tiem ir izveidotas uznémumu kédes un pardomata
lojalitates programma. Lielie uznémumi ir izvérsusies visa tirgus platiba sava starpa sadalot vietu
taja, tas traucé jaunajiem uznémeéjiem ieiet tirgh, ka ari taja stabilizeties, taja pasa laika augstais
pieprasijuma limenis édinasanas nozare liecina par jaunu uznémumu nepiecieSamibu. Miisdienas
tirgus paplasSinaSanai izmantojamas cilvéku neierobezotas iesp€jas, inovativd domasana,
celojumi, pieredzes apmaina, ka ari darbs arzemeés sekmeé jaunu ideju ievieSanu Latvijas tirgi, ka
ar1 stimulé uznémeéjus rikoties.

Lursoft datu bazes dati liecina, ka 55, 38 % sabiedriskas édinasanas uznémumu ir registréti Riga,
tas pierada, ka $aja teritorija ir vislielakais pieprasijums. Daudzi sabiedriskas édinasanas
4
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uznémumi ir paredzéti turistiem, tie arl norobeZojas konkréeta apkaimé - Vecrig3, vai ap to, tacu
uznémumi, kuri vélas specializéties uz viet€jo iedzivotaju apkalposanu ir izvietoti mikrorajonos.
Viens no attistitakajiem bija un ir - Teika. Sis rajons $obrid izcelas ar savam inovacijam, savadaku
skatu uz darba procesiem, izklaidi, ka arl uznémejdarbibu.

Pétijuma meérkis ir novértét sabiedriskas édinasanas nozares uznémuma konkurétspéju Teika.
Lai sasniegtu pétijuma merki tiek izvirziti sekojosi uzdevumi:
1. Izpetit konkurétspéjas butibu no teoretiskas puses

2. lIzstradat pétijuma metodologiju un veikt sabiedriskas edinasanas nozares uznémumu
konkurétspéjas novertésanu Teika.

3. lIzstradat secinajumus par sabiedriskas edinasanas nozares uznémumu konkurétspéjas
novertéjumu Teika, ka ari izvirzit priekSlikumus tas paaugstinasanai.

Pétijuma hipotéze: Sabiedriskas édinaSanas nozaré konkurétspéjigakie ir kédeé darbojoSies
uznémumi, salidzinot ar tiem uznémumi, kuru darbiba ir patstaviga.

Pétijuma ietvaros datu ieguvei izmantotas metodes ir literatiiras analize un anketéSana, savukart
datu apstradei izmantotas metodes ir grafiska metode, aprakstosSas statistikas analize, ka ari
sekundaro datu analize.

Analitiskais apskats

Uznémumu konkurétspéja ir arkartigi aktuals jautajums pasaul€, vairums zinatnieku to péta, par
to rund un raksta. Profesors ]. E. Niedritis ir defingjis konkurétspéju: ,Konkurétspéja
(competitivness) ir salidzinoSs konkrétas preces/pakalpojuma patérina un cenas parametru
raksturlielums attieciba pret analogisku preci/pakalpojumu.“ (Niedritis, 2008, 18. lpp.)
Konkureétspéja ir spéja konkureét, bit pievilcigakam, izdevigakam, labakam uz savu konkurentu
fona. Ta ir nepartraukta pre¢u/pakalpojumu salidzinasana un analizé$ana. Sis analizes pamata ir
klientu gan funkcionalie, gan emocionalie vértéjumi, tadeé] uznémeéjiem ir jaripéjas par
preces/pakalpojuma kvalitates, cenas, funkcionalitates, izskata/noforméjuma, servisa, ka art citu
kritériju, ar kuriem sastopas klients izmantojot preci/pakalpojumu, attiecigu limeni.

Uznémuma konkurétspéja ir viens no uznémeéjdarbibas ietekméjoSajiem raditajiem. Lai
uznémums butu konkurétspéjigs, tam ir skaidri jazin savi darbibas mérki. Jaspéj konstatét savas
merkauditorijas vélmes un vajadzibas ka ar1 nodrosinat to apmierinasanu. Konkurétspéjigaks biis
tiesi tas uznémums, kurs$ darbosies visciesaka saskana ar izvirzitajiem uzdevumiem, ka ar1 spés
pienemt parmainas un turpinas attistities - virzisies uz priekSu. ,Bez pieprasijuma nav
konkuretspéjas, nav uznémejdarbibas. Pieprasijuma pamata ir sadarbiba, laba komunikacija ar
klientu un klientu lojalitate.” (Niedritis, 2008, 11. Ipp.) Uznémeéjdarbiba ir nepartraukta sadarbiba
starp uznémumu un klientu, Uznémums veido piedavajumu, savukart klients pieprasijumu, ja
kada no $Im pusém nav, nepastaves arl uznémums. Konkurétspéjigam uznémumam nepiecieSams
noturét savus klientus, ka ari spét ieinteresét konkurentu klientus, tiem piedavajot vislabako tiesi
tad, kad viniem tas ir nepiecieSams, ka ari panakt ka Sie klienti ir lojali konkrétam produktam un
uzpémumam.

Konkuretspéja ir raksturlielums, kur§ nemitigi mainas, tas nav pastavigs, tas prasa daudz
uzmanibas un pulu. ,Konkurétspéja ir relativs jédziens. Produkts, kas ir konkurétspéjigs viena
tirgQ, var tads nebiit cita tirgi. Arl viena un taja pasa tirgu produkts reizumis ir konkurétspéjigs
tikai noteikta laika perioda.“ (Niedritis, 2008, 19. lpp.) Konkurétsp€jas novértéSana un tas
palielinaSanas iespéju izvértéSana ir viens no uznémeéju galvenajiem darba uzdevumiem. Katrs
uznémums tiek veidots, lai klatu par lideri, lai ienemt péc iesp€jas lielaku tirgus dalu, tacu vai tas
izdosies, vai tas piepildisies sekmigi ir tieSi atkarigs no iespéjam, attieksmes un atdeves. Lai
ilgstosi nodrosinatu lidera pozicijas nozaré nepiecieSams risinat stratégiskos uzdevumus -

5



)eka
7(6;( 2001 6’\3- M EKONOMIKAS UN KULTURAS
RTA KOV & AUGSTSKOLA
jaapsteidz konkurenti dazados darbibas posmos:
- Jaunu precu izstradasana un ievieSana razosana;
- Jaunu tehnologiju izmantosana;
- Jauna dizaina izstradasana;
- Razosanas izmaksu limena pazeminasanas;
- Jauna cenu politika;
- Sadales sistémas pilnveidoSana. (Tirgzinibas pamati, 2007, 275.1pp. )

Uznémumam japanak, lai tas paliek klientu atmina ar pozitivo vértéjumu, ja uznémumam tas
izdodas, Kklients atnaks veélreiz, klients par to runas, ieteiks citiem, tadda veida palielinas
ienémumus, respektivi ari pelnu. Jo lielaku potencialo klientu dalu organizacija uzrunas un speés
apmierinat to vajadzibas, jo lielaku tirgus dalu uznémums spés iepemt. Viens uznémums
vienlacigi var but vairaku tirgu sastavdala, tas ir atkarigs no uznémuma darbibas veida, tacu
vienmer uznémumam var noteikt ta galveno nozari, kura tas mera savu konkuréetspéju.

Konkureétspéjas izvértésanai pastav vairums modelu un metozu, tacu to butiba ir Ildziga - kritériju
noveértésana, atSkirtbas manamas tikai taja aspekta — kas noverte Sos kritérijus un kada limeni.
Uznemumu konkurétspéju var vértét nozares specialisti, lai noteiktu situaciju nozare, kadi
uznémumi ir spejigaki, bet kuriem ar to ir gritibas. Pie kritérijiem $ada novéertésanas limeni var
pieskaitit:

- Patérétaju skaita pieaugums;

- Tirgus dalas noturigums un paplasinasanas attieciba pret konkurentiem;
- Inovaciju aktivizacija;

- Stratégijas radoSums un atbilstiba situaciju mainam;

- Jaunu tehnologiju apgisana.

Konkurétspéju var vértét pasi uznémumu vaditaji, lai konstatétu savas stipras un vajas puses,
ieglistot nepiecieSamo informaciju tie veido ricibas planu turpmakai darbibai. Vinu kritériji
atSkiras no iepriekséja limena kritérijiem, tie ir precizaki un rezultativaki:

- Izstradatas stratégijas optimala istenosana;

- Meérku sasniegSana noteiktaja termina;

- Pelnas iegi$ana;

- Produktu mazakas izmaksas attieciba pret konkurentu produktu;

- Produkta vertiba patéréetaju skatijuma;

- Produkta cena attieciba pret konkurentiem un pasa produkta izdevumiem;
- Liela darbinieku pieredze

- RazoS$anas jaudu pilnvértiga izmantoSana.

Konkurétspéjas galvenie vértétaji, neapsaubami, ir klienti, vini to dara pat neapzinata limeni,
izveloties atstat naudu konkrétaja uznémuma, savukart guistot atSkirigu pieredzi dazados vienas
nozares uznémumos, tie rikojas apzinati - izvélas sev piemeérotako variantu (noverté uznémumu
konkurétspéju un izvelas to, kurs visvairak atbilst nospraustajiem kritérijiem). Klientu attieksmes
kritériji pret uznémumu vai preci/ pakalpojumu galvenokart ir $adi:

- Atrareage$ana uz vajadzibam;

- Izpildes terminu ievérosana;
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- Gataviba konsultét;

- Augsta apkalpo$anas kultira;

- Pakalpojumu spektra plasums;

- Cenas un kvalitates pozitiva attieciba. (Forands, 2004, 130. - 132. 1pp.)

Lai uznémums butu konkurétspéjigs, tam ir jarikojas atbilstoSi visiem Siem limeniem, jo tie ir
savstarpéji saistiti. No visiem Siem Kkritérijiem pozitiva izpildijuma ari veidojas uznémuma
reputacija sabiedriba, ka ari augsta konkurétspé€ja, kas liecina par veiksmigu uznémeéjdarbibu un
lielu apgrozijumu.

“Katrs konkurétspéjas Kkritérijs atseviski dod prieksSstatu par notiekoSajiem procesiem, tomeér tie
nerada kopainu. Praksé var izmantot vairaku kritériju kompleksu, tadéjadi ieglistot iespéju
noteikt kvantitativo raditaju konkurétspéju indeksu.” (Forands, 2004, 131. lpp.) Si metode ir
samera vienkarsa un érti pielietojama. NepiecieSams izvirzit lidz 10 kritérijus un izvertét visus
konkuréjoSos uznémumus péc tiem 5 ballu skala. Katra uznémuma kritériju vertéjumu kopsumma
ari veido kopveéertéjuma indeksu. Rezultata var skaidri redzet, kur§ uznémums ir
konkurétspéjigiks - tas kura konkurétspéjas indekss ir vislielakais. Istenojot $o metodi, var
secinat ari par to kada ir konkurétspéjas starpiba ar citiem konkuréjoSajiem uznémumiem.

Organizacijas konkurétspé€jas uzlabosanas pamata ir darbinieku unikalitate un vértiba, kuru vini
nes uznémumam (Lin, Yu-Ping Wang, Wang & Jaw, 2017). Tie$i darbinieki, neatkarigi no
ienemamajiem amatiem ir tie, kas atskiras no paréjiem uznémumiem. Tas pats ir manams ari
uznémumu kédei piederoSajiem uznémumiem, preces un pakalpojumi ir vienlidzigi tajos, tacu
savadaka ir klientu apkalpoSana, konsultéSana u. tml. Darbinieku attieksme un uzvediba ir viens
no noteicoSajiem faktoriem, kas liecina par uzpémuma sekmigu darbibu. No ta izriet, ka
uznémuma veiksmes atsléga ir tas darbinieki, respektivi uznémuma vaditajiem ir japieliek lielas
piles, lai nodrosinatu darbinieku pozitivu attieksmi darba - ir jartip€jas par saviem darbiniekiem
tapat, ka velas, lai drarbinieki attiecas pret klientiem. Tas ir nepartraucams savstarpéjs process.

Savukart profesors DZ. Sakss ir raksturojis konkurétspéjas palielinasanas iesp€jas: ,Ekonomika ir
konkuréetspéjiga pasaule, ja valsts politika un ekonomiskie institiiti nodros$ina stabilu un atru
ekonomikas izaugsmi. Izmantojot valsts atbalstu, uznémeéji var veikt savu konkurétspéju
palielinasanas politiku, pamata veicot inovacijas.“ (Forands, 2004, 105. Ipp.) Situacija valsti
butiski ietekmé uznémumu darbibu, uznémums to nevar mainit vienigi sp€j pielagoties. Kad aréjie
ietekmes faktori ir stabili un veiksmigi vérsti uz uznémejdarbibu viss klist atkarigs no paSiem
uznéméjiem. Sados apstiklos uznémumiem nedrikst apstaties, ir jadarbojas inovativi - ir
jaattistas, jaizmanto jaunas pieejas, jaunas tehnologijas, jaskatas no citiem skatupunktiem.

Pétijuma metodologija

Pétljuma gaita tika izmantota literatiiras analize, tas rezultata tika defineta konkurétspéjas biitiba,
tas novertésanas iespéjas, ka arl nosaukti svarigakie konkurétspéjas vertéSanas kriteriji, ka ari to
ietekme uz uznémeéjdarbibu. Izmantojot literatiiras analizes datus, tika izveidota pétijuma anketa,
kura galvenokart sastav no tabulas, (1. tabula). Tabula respondentiem tiek piedavati kritériji, kuri
tiem ir janoverte péc 5 ballu skalas attiecigi savai pieredzei ar konkréto uznémumu.

Konkurétspéjas novértésanai tika izvéléta klientu anketéSana, respondentiem tiek piedavats
kriteriju komplekss péc kura autores nosaka konkurétspéjas indeksu. To iegiist saskaitot kritériju
novertésana iegitos vertéjumus (objektivakam novértéjumam aprekina katra uznémuma vidéjo
konkuréetspéjas indeksu) rezultata: jo augstaks indekss, jo konkurétspéjigaks uznémums.
Konkurétspéjas noteikSana péc klientu viedokla ir objektivakais veids, jo ja klientam ir
neapmierinosi vérté uznémuma darbibu, tad vins taja neatgriezisies un nevienam to neieteiks.
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1. tabula. Konkurétspéjas kritériju novértésanas veidlapa (Avots: autoru apkopojums)

Kritérijs/Balles 1 2 3 4 5
1. Spéja apmierinat
vajadzibas
2.Sp€jaieverot
izpildes terminus
3. Sniegt
konsultacijas
4.Augsta
apkalposanas kultira
5.Prec¢u/Pakalpojumu
daudzveidiba un
plasums
6.Uzticamiba
7 Kvalitatei atbilstosa
cena
8.Pieejamiba
9.Uzpnémuma
lojalitate klientam

Lai identificétu pastavoso situaciju pétamaja nozare autores veica aprakstosas statistikas analizi,
kura salidzinaja pétamas nozares uznémumus atseviski, ka ar1 kopaina. Tapat arl rezultatu
apkoposSanai tika izmantota grafiska analize, kas ]auj uzskatami - diagrammu veidola - secinat par
uznémumu konkuretspéjas kritériju novertéjumu.

Petijuma rezultati
Pétijuma gaita autores veica Teikas rajona iedzivotaju anketéSanu. AnketéSanas meérkis bija
uzzinat cilvéku viedokli par konkréetiem sabiedriskas édinasanas uznémumiem, aicinot novertét

uznémumus, péc dotajiem kritérijiem (1. tabula) 5 ballu skala, kur zemakais vertéjums - 1, bet
augstakais - 5, respektivi zemakais iesp€jamais konkurétspéjas indekss - 9, bet augstakais - 45.

2. tabula. Uznémumu vidéja konkurétspéjas indeksa atspogulojums (Avots: autoru apkopojums)

UZD%‘:uma Uznémuma nosaukums Videéjais konkurétspéjas indekss
1. “Picu Darbnica” 36,48
2. “Storano” 36,33
3. “Raunas Darzs. Eklérnica” 34,89
4, “Kebab factory” 34,69
5. “Elande” 34,28
6. “Vairak saules” 34,22
7. “Ezitis Migla” 34,20
8. “Fei Fei Teika” 32,93
9. “Hartvik” 32,56
10. “Teikas makonis” 31,58
11. “Shangri - La” 30,55
12. “Oregano” 30,00
13. “Daily” 29,98
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Apkopojot iegiitos datus, autores aprékinaja katra uznémuma vidéjo konkurétspéjas indeksu
(2.tabula.). Iegustot rezultatus manams, ka viskonkurétspéjigakais uznémums, péc aptaujas
datiem ir “Picu darbnica”’- 36,48; tam seko restorans ,Storano“ - 36,33, var secinat, ka Sie
uznémumi ir vienlidz konkurétspéjigi, jo to rezultatu starpiba ir vien 0,15, savukart treSais
rezultats pieder uznémumam ,Raunas Darzs. Eklérnica“ - 34,89, kur manama lielaka atskiriba,
salidzinot ar otro konkurétspejigako uznémumu - 1,44 punkti.

Aprékina rezultati mudinaja autores sadalit uznémumus péc iegiitajiem vertéjumiem vairakas
grupas:

1. “Picu darbnica” un “Storano” - ar indeksu 36,

2. “Raunas Darzs. Eklérnica”; “Kebab factory”; “Elande”; “Vairak saules” un “Ezitis migla”,
kuru indekss sastada 34 punktus,

“Hartvik” un “Fei Fei Teika” ar indeksu 32,
4. “Teikas makonis”, kura konkurétspéjas indekss ir 31,58,

“Daily”; “Oregano”; “Shangri — La”, kuru vidéjais konkurétspéjas indekss sastada 30
punktus.

Céloni uzpnemu atSkirigajiem noveértéjumiem varbut visdazadaki, tie var bit gan pastavigie
uznémuma triukumi, ka ari gadijuma situacijas. [zpétot iegiitos datus var var secinat, ka pirmie 7
uznémumi (2. tabula) spéj noturéties tirgli un nodrosinat savu konkurétspéju, katram no tiem
palidz atSkirigi faktori: uznémumiem “Picu Darbnica”; “Vairak saules” un “Ezitis migla” galvenais
ietekmeéjosais faktors ir piederésana uznémumu kédei. Ta kalpo par pamatigu atbalstu atseviskam
uznémumam, tapat ta nodrosina uznémuma atpazistamibu, kas liecina par to, ka Klienti dodoties
uz to jau zin kas tos sagaida. Uznémumu kédes ietvaros ir nodrosinati apkalposanas un darbibas
standarti, kuri notur uznémumus pie konkrétas kartibas.

Savukart uznémumam “Storano” standartus nosprauz vina atrasanas vieta. Restorans atrodas
tirdzniecibas centra, kas ievie$ sev nepiecieSamas vadlinijas, lai noturétu uznémumu attieciga
limeni. Tapat $im eédinasanas uznémumam palidz tas, ka tas ir vienigais veikalu ieloka, kas nozime,
ka liela dala pircéju iegriezisies ieturét maltiti, tada veida nodrosina uznémuma apgrozijumu un
iespéju sniegt lielaku piedavajumu, ka arl augstu apkalpoSanas kultiiru, sadarbojoties ar
kvalificétu darba spéku.

“Elande” spéj atSkirties no paréjiem uznémumiem ar savu pieredzi, ta ir sabiedriskas édinasanas
nozares sastavdala jau kopS 1994. gada, kas liecina par savu klientu loku, ka arf to, ka cilveki tur
griezas, lai apmierinatu savas konkrétas vajadzibas. Klienti zin ko Sis uznémums piedava, ka ari ir
100% parliecinati ko sanems preti. Lidzigi ir ar uznémumu “Kebab factory”, ta darbibas specifika
nodros$ina uznémuma veiksmigu darbibu un taja pasa laika - atri, érti un par pienemamu cenu
apmierinat klientu vajadzibas. ST uznémuma viens no svarigakajiem faktoriem ir laba reputacija,
kas arl virza So uznémumu panakumu virziena. Savukart organizacijas “Raunas Darzs. Eklérnica”
veiksmes atsléga ir unikalitate un neparspéjama kvalitate. Uznémums ir panacis, ka cilvéki no
dazadiem rajoniem, nebaidoties no attdluma, dodas uz Teiku, lai nobauditu neatkartojamos
eklérus, kuru Kklasts ir parak plass, lai spétu izvéléties.



v EKONOMIKAS UN KULTURAS
AUGSTSKOLA

"Hartvik"

"Teikas makonis"

1.att. Uznémumu novértésanas kritériju modu atspogulojums (I) (Avots: autoru apkopojums)

Pétot diagrammu (1.att.) var secinat, ka katram no Siem uznémumiem ir savas prieksrocibas un
trikumi. Apskatot uznémumu ,Fei Fei Teika“ var secinat, ka cilveki ir pietiekami apmierinati ar
2., 6., 7., ka ar1 8. kritériju, savukart griitibas rodas ar 3. - Sniegt konsultacijas un 4. - Augsta
apkalposanas kultiira, kas liecina par darbinieku neprofesionalu darbibu, iespéjams uznémuma
nestrada kvalificéti cilvekresursi, vai ari esoSie nav attiecigi apmaciti, lai nodrosinatu augstaku
servisu, savukart zemie raditaji kritérijos 5. - PreCu/pakalpojumu daudzveidiba un plasums, ka
arl 9. - uznémuma lojalitate klientam liecina par uznémeéju neefektivo darbibu un savu iespéju
nepietiekamu izmantosanu.

Ar konditorejas ,Hartvik“ darbibu cilveki ir vairak apmierinati, gandriz visi kritériji ir augstu
noverteéti, tacu no spéjas konkuret tos skir 4. kritérijs - augsta apkalposanas kulttira, 7. - kvalitatei
atbilstoSa cena un 8. - pieejamiba. Lai nodroSinatu augstu pie apkalpoS$anas kultiiru nepieciesams
darbs ar darbiniekiem, kuri atrodas cieSa saskarsmé ar klientiem, tacu, lai paaugstinatu
vertejumu, kur apskata cenas un kvalitates atbilstibu, nepiecieSams vérst uzmanibu uz uznémuma
iekSéjo darbibu, iespéjams jaizverté produktu receptes, pagatavosanas process, izejvielas, vai ari
japarskata cenu veidoSanas elementi. Tapat javérs uzmaniba uz uznémuma darba laiku, jaizvérte
iesp€jas paplasinat pakalpojumu Kklastu, lai uznémums biitu vairak pieejams un atklati vérsts uz
klientiem.

Uzpnémums , Teikas makonis“ sp€j noturéties ne tik augsta, tacu stabila limeni. Vienigais kriterijs
pie kura uznéméjam biitu japiestrada ir nodrosinat kvalitatei atbilstoSu cenu, tas sekmés lielaku
apmeklétaju atbalstu. Ir iespéjami divi risinajumi: vai paaugstinat kvalitati li1dz cenu limenim, kas
var samazinat mérkauditoriju, vai art samazinat cenu lidz kvalitates limenim, kas sekmeés lielaku
klientu apgrozibu, respektivi augstaku apgrozijumu.
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2.att. Uznémumu novértésanas kritériju modu atspogulojums (II) (Avots: autoru apkopojums)

Apskatot konkurétsp€jas reitinga zemak esoSos uznémumus (2.att.) var redzét, ka uznémumam
»,0regano“ piemit augstakie vértéjumi, tacu tiem neizdodas apmierinat klientu vajadzibas, $is
problémas célonis ir tas, ka uznémumam nav skaidri nosprausti merki un darba uzdevumi, klientu
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gaidas ir augstakas neka reala situacija - uznémumam ir jastabilizéjas un japardoma darbibas
gaita. Tapat japarupéjas par lojalitates programmu, lai izstradatu un izveidotu savu klientu loku.

Uznémuma ,Shangri - La“ darbiba ir diezgan haotiska, par to liecina grafika likne - ja uznémums
vélas kliit konkurétspéjigaks, tam ir japiestrada pie vairakiem kritérijiem, tacu jasak ar darbinieku
darbibas analizi, ar vinu apmacibu, motivésanu, darbibas standartu ievieSanu, jo visi novértétie
kritériji, kuri ir sasititi ar darbinieku darbibu ir saméra zema limeni. Domajot par saviem
darbiniekiem nedrikst aizmirst par klientiem, par klientu stimuléSanas iespéju izvertésanu,
klienti nav apmierinati ar uznémuma lojalitati. Jaizpéta klientu paradumi, lai piedavat viniem
vissvarigako un nepiecieSamo.

Savukart apskatot pusdienu restoranu ,Daily” var piekrist, ka vinu darbibas specifika un merki
sakrit ar noveértésanas raditajiem - klienti ar kritérijiem lielakoties ir vidéji apmierinati, ka ari
galvenie faktori péc kuriem cilveki dodas tieSi uz o restoranu ir augstaka limeni, neka paréjie -
izpildes terminu ievéroSana - cilvékiem ir svarigs laiks, tapat cilvéki augstu noveérté cenai
atbilstoSu kvalitati, kas liecina, ka uznémums nodrosina kvalitativas pusdienas, taja pasa laika
riupéjas ne tikai par cilveku veéderu, bet ari par maku. Ari kritérijs - pieejamiba ir augstu novértets,
Klienti skaidri zin un izmanto So édinasanas uznémumu tiesi taja laika, kad viniem un iznémumam
tas ir érti. Abu pusu starpa ir pozitiva sadarbiba.

Secinajumi

[zvertéjot pétijuma iegitos datus, var secinat, ka uzpémumu konkurétspéja ir viens no
galvenajiem uznémuma ietekmes faktoriem, ta nosaka uznémuma vietu nozares tirgi. Ta ka
sabiedriskas édinaSanas nozare ir pietiekami plasa, katram uznémumam ir svarigi, atrast un
ienemt vietu taja, tada veida, lai spétu veiksmigi darboties un pildit savas funkcijas. Tirgi pastav
visdazadakie uznémumi, katrs no tiem izcelas sev atbilstosa veida, tacu tiem ir jaspéj uzturéet
efektivu darbibu un noteiktu limeni, lai nodroSinatu sev nepiecieSamo klientu daudzumu un
pietiekamu apgrozijumu, lai spétu pastavet.

AnketéSanas rezultati sniedz ieskatu realaja nozares situacija - uznémumu konkurétspéja ir
salidzinosi vienlidziga, apkopotaja uznémumu konkurétspéjas indeksu reitingd var manit, ka
starpiba starp veiksmigakajiem un ne tik veiksmigiem uznémumiem nav parak liela, vienigi 6
punkti, kas liecina, ka uzpémumu starpa pastav sameéra liela konkurence, un uznémumiem
nepiecieSams nemitigi piestradat pie savas pastavéSanas nodroSinasanas, jo riski zaudet
ienemamo vietu ir diezgan augsti.

Analizeéjot ieglitos rezultatus var gan piekrist petijuma hipotézei, gan ari nepiekrist. Uznémumu
kédei piederoSie uznémumi ienem diezgan augstas vietas reitinga, tas neparprotami palidz
uznémumam darboties, tacu lielakoties tas ietekme tirgii ieieSanas procesu, jo uznémumam nav
ipaSas vajadzibas sevi pieradit, tacu darbiba, tomér augstak tiek novértéti tieSi patstavigie
uznémumi, kuri ir nospraudusi savus mérkus, uzdevumus, izstradajusi konkrétu piedavajumu un
pieturas pie savam vértibam, kuras ari klienti augstu noverté griezoties konkrétaja uznémuma.

[zpétot sikak anketéSana iegiitos datus, autores secinaja, ka uzpnémumu vidd vieni no
svarigakajiem trikumiem ir nepietiekama darbiba ar saviem darbiniekiem. Darbinieki nav
pietiekami apmaciti, vini nespéj nodroSinat veiksmigu sadarbibu ar tieSajiem klientiem.
Darbinieku kompetence ir arkartigi svariga ikviena uznémuma darbiba, jo tieSi darbinieks ir
uznémuma vizitkarte. Produkts pats par sevi nespéj pardoties, ta realizacijai nepiecieSams
vaditajs - darbinieks. Uznémeéjiem butu javeérs lielaka uzmaniba uz savu darbinieku kvalifikacijas
cel$anu, tas sekmes uznémeéjdarbibas augSupeju.

Uznémuma lojalitate klientam ir otrais nepietiekami noveértétais konkurétspéjas Kkritérijs,
klientiem trukst saites ar uznémumu. Vini vélas piedalities lojalitates programma - tada veida
nodrosinat, ka aizejot no uznémuma vini joprojam ir gaiditi. Cilvéki augstu vérté individualo
pieeju. Lai sekmétu So situaciju uznémumiem biitu jaizverteé savas iesp€jas piedavat klientiem
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kadus individualos piedavajumus, personiskas akcijas u. tml. Ta ka $i ir édinaSanas nozare,
uznémumiem pastav arkartigi daudz iespéju to pilnveidot, ka viens no variantiem ir rikot
patstavigo klientu saieta pasakumus, tas stimulés klientus neaizmirst par uznémumu un laus
uznémumam sanemt atgriezenisko saiti.

Kopuma Teika pastav diezgan augsta sabiedriskas édinaSanas nozares uznémumu konkureétspéja,
uznémumi péc iegitajiem rezultatiem ir cieSi sarindoti. Uznémumu starpa pastav augsts
konkurences limenis, kas veicina uznémeéjus nemitigi sekot 1idzi tirgus norisém, veidot attistibas
planus, ka ari aktivi darboties uznémuma ietvaros, lai celtu savu konkurétspéju nozaré un
teritorija. Datu analize pieradija, ka neviens no teritorija esoSajiem uznémumiem nav 100%
konkureétspéjigs, Sis stavoklis ir gandriz neiespéjams, tacu tas lauj uznémumiem neapstaties un
augt.
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Eduards Heinsbergs. AZARTSPELU UN IZLOZU NODOKLU IENEMUMU
SADALIJUMA ANALIZE

Ekonomikas un kultiiras augstskola, Vadibas zinibas, eduards133@gmail.com

Zinatniskais vaditdjs: Mg.oec., lektore Tatjana Daudisa

Anotacija

Pétijuma aktualitate: Augot azartspélu un izloZu nozares apgrozijumam un pelnai, aug ari
samaksatie nodokli. Azartspélu un izloZu nozare ir viens no lielakajiem nodoklu maksatajiem
valsti, ka ari sekmé gan valsts, gan dazadu pasSvaldibu buZeta ienémumus. Péc Latvijas Spélu
biznesa asociacijas(LSBA) 2019. gada datiem, Latvija darbojas 309 spélu zales un pieci kazino.
Riga no tam darbojas 150 spélu zales un cCetri kazino. Gan nozares uznémumu nodoklus, gan So
nodok]u ienémumu sadalijumu regulé likums “Par izloZu un azartspélu nodevu un nodokli”, kurs
1idz Sim noteica, ka 75% no azartspélu nodoklu ienémumiem nonaca valsts pamatbudzeta un 25%
konkreétas pasvaldibas budzeta, kuras teritorija tiek organizétas azartspéles. Tacu ar 2020.gada
1.janvari stajas speka izmainas likuma, kas noteica jaunas nodoklu likmes, bet ari turpmak paredz
ka valsts budzeta nonaks 95%, bet pasvaldibu budzeta 5% no nodoklu ienémumumiem.

Petijuma merkis: Izpétit un izanalizet kadu iespaidu uz valsts un pasvaldibu buZetiem atstas
2020. gada 1.janvari speka stajusas nodokla likmju un ienémumu sadalijuma izmainas.

Pétijuma metodes: Literatiiras analize; Kvantitativa metode; Komparativa metode; Grafiska
analize.

Sasniegtie rezultati: legiti un salidzinati dati, kas lauj izvertét azartspélu un izloZu nodok]u
ienémumi sadalijuma izmainas starp valsts un pasvaldibu buzetiem sakara ar nodok]u izmainam.

Atslegas vardi: Azartspéles; budzets; nodokli.
Ievads

Azartspélu nozare ir viena no vispelno$akajam nozarém valsti ar vienu no lielakajiem nodok]u
slogiem. Péc IzloZu un azartspélu uzraudzibas inspekcijas datiem, Latvija Sobrid ir 16 aktivas
azartspélu licences, kas ipaSniekiem dod tiesibas organizét azartspéles atverot spélu zales vai
kazino, vai darot to digitalaja vidé. Péc Latvijas spélu biznesa asociacijas datiem, Latvijas teritorija
Sobrid darbojas 307 spélu zales un 4 kazino. Spélu zalu un kazino skaits péd€jo piecu gadu laika
ir samazinajies, 2015. gada Latvijas teritorija kopuma darbojas 322 spélu zales un 5 kazino. Sadu
kritumu, iespéjams skaidrot ar Rigas Domes 2019. gada 27. marta pienemto likumu par spélu zalu
slegSanu Rigas teritorija. Riga atrodas lielakais spélu zalu skaits 143, kas piecu gadu laika sarucis
no 159 spélu zalém.

Nozimigas izmainas pédejo piecu gadu laikd notikuSas arl azartspélu nodokla likmés un
ienémumu sadalijuma, kas iespéjams pozitivi var ietekmét valsts budZetu un negativi pasvaldibu
budzZetu.

Pétijuma merkis ir izpétit un izanalizét kadu iespaidu uz valsts un pasvaldibu buZetiem atstas
2020. gada 1.janvari spéka stajusas nodokla likmju un ienémumu sadalijuma izmainas.

Azartspélu nozares nodoklu sistéma

Azartspélu nodokla likmes, nomaksas kartibu un nodokla iepnémumu sadalijjumu regulé likums
“Par izlozu un azartspélu nodevu un nodokli”. Likums nosaka, ka uznémumi, kas sanémusi licenci
no Izlozu un azartspélu uzraudzibas inspekcijas un organizé azartspéles, maksa nodoklus katru
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meénesi par iepriek$éja menesa aktivo spélu galdu vai automatu skaitu. Likuma ir noteikta likme,
kas jamaksa par katru galdu un automatu. Totalizatoriem jamaksa 15% no ienémumiem un
interneta kazino 10% no ienémumiem.

Pédejo piecu gadu laika ir notikusas bitiskas izmainas nodok]u likmeés:

e 01.12.2015 - Nodoklu likme spélu galdiem paaugstinata uz 18000€(ieprieks 17279,36€)
un spélu automatiem uz 3204€(ieprieks 3141,7€)

e 27.07.2017 - Nodoklu likme spélu galdiem 23400€(pieaugums par 5400€), spelu
automatiem 4164€(pieaugums par 960<€)

e 13.11.2019 - Nodoklu likme spélu galdiem 28080€(pieaugums par 4680€), spelu
automatiem 5172€(pieaugums par 1008<€).

Ja spélu zalé atrodas 10 spé]u automati, tas nozime, ka spélu zale katru ménesi nodoklos maksas
51720€, jeb 5172€ par katru aktivo automatu.

Kazino, sp€lu zales un totalizatori maksa nodoklus un Sie nodok]u ienémumi tiek sadaliti starp
valsti un konkreétu pasvaldibu, kuras teritorija tiek organizétas azartspéles. Lidz Sim 25% no Siem
ienémumiem tika ieskaitit pasvaldibas budzeta un 75% valsts pamatbudZeta. Bet 2019. gada 13.
novembrl tika pienemts likums, ka paSvaldibas turpmak sanems 5% no iepémumiem un valsts
pamatbudzeta tiks ieskaititi 95%.

Ienémumi no interneta kazino pa tieSo nonak valsts pamatbudzeta.
Azartspélu nozares uznémumu apgrozijums

Péc IzloZu un azartspélu uzraudzibas inspekcijas datiem, laika perioda no 2015.1idz 2019. gadam,
azartspelu nozares kopéjais apgrozijums ir audzis par 33,64%, 2015. gada apgrozijums sastadija
242,696 miljoni eiro un 2019. gada 324,347 miljoni eiro (1. att.). Vidéjais apgrozijuma pieaugums
$aja laika perioda bija aptuveni 7,7% gada. Sadu apgrozijuma pieaugumu iespéjams skaidrot ar
demografiju, jo katru gadu aug jaunu spélétaju skaits, kas sasniedz atlauto vecumu, lai varétu
piedalities azartspélés, ka arT tiirisms palidz celt $1s nozares apgrozijumu.

400

350 10,5%

12,7%

300 5.0%

-1,5%
250

200

150 297,919 293,467 324,347

242,696 264,375
100
50

0
2015 2016 2017 2018 2019

Azartspelu nozares kopéjais apgrozijums{milj.EUR)

1.att. Azartspélu nozares apgrozijums no 2015. - 2019. gadam (Avots: IzloZu un azartspélu
uzraudzibas inspekcijas dati)
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Azartspélu nozares nodoklu ienémumi

Nodoklu ienémumi, laika perioda no 2015. gada lidz 2019. gadam augusi par 72,11%, jeb 21,145
miljoniem eiro (2.att.).
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50,469
50
41,485 2L.7%
40 25,3%
33,116 25,
29,324 31,523
30
5% 51%

20
10
0

2015 2016 2017 2018 2019

m Nodoklu ienemumi kopa{milj.EUR)

2. att. Azartspelu nodokla ienemumi no 2015. lidz 2019. gadam (Avots: Latvijas spélu biznesa
asociacijas dati)

Nodoklu ienémumus relativi ietekméjusi aktivie galdi un automati spélu zales un kazino. Lai gan
So galdu un automatu kopskaits péc katras nodoklu reformas tiek krasi mainits, pieaugosa
nodoklu likme palidz giit lielakus ienakumus vai noturét ienakumus limeni gadijuma, ja galdu vai
automatu skaits krasi mainas. (3., 4. att.)
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mmm Spelu galdu skaits s o doklu ienémumi no spelu galdiem.

3. att. Spélu galdu skaita izmainas no 2015. lidz 2019. gadam (Avots: Latvijas spélu biznesa
asociacijas dati)
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4. att. Spélu galdu skaita izmainas no 2015. 1idz 2019. gadam (Avots: Latvijas spélu biznesa
asociacijas dati)

Uz So bridi péc Latvijas spélu biznesa asociacijas datiem ir aktivi 58 spélu galdi, kas ir pat 3 mazak
neka 2019. gada un 8141 automati, kas ir par 506 mazak neka pérn. Gruti prognozét vai Sis skaits
vél Kkritisies, jo no vienas puses nozaes uznémumi vélas maksimalu pelpu, bet no otras nav
ieintereséti maksat augstakus nodoklus par galdiem vai automatiem, kas strada ar zaudéjumiem.
Tiesi tade] turpmakajiem apréekiniem pienemsim, ka Sie raditaji nemainas.

Azartspélu nozares nodoklu sadalijums starp valsts un pasvaldibu budzetiem.

Pédéjo piecu gadu laika pasvaldibu budzeta ienémumi augusi par 29,59%, no 7,331 miljonam eiro
2015. gada lidz 9,5 miljoniem eiro. Vid€jais pieaugums katru gadu bija 6,83%. Tikai 2019. gada
ienémumi kritas par 0,24% salidzinot ar 2018. gadu.

Valsts budZeta iepnémumi $aja laika peridoa augusi par 86,28%, no 21,993 miljoniem eiro 2015.
gada lidz 40,969 miljoniem eiro 2019. gada. Vidéjais pieaugums gada bija 17,35% un Sie nodoklu
ienémumi ir stabili augusi. (5. att.)

Sadi azartspélu nodoklu ienémumu sadalijums izskatas tradicionalaja 25/75 forma, tomér 2020.

gada azartspélu nodoklu ienémumi tiks sadaliti jaunaja 5/95 formata, kas nozime, ka valsts
budZetam varétu bit lieli ieguvumu, bet pasvaldibu budzeti ciestu.
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5. att. Azartspélu nozares nodoklu ienémumu sadalijums no 2015. lidz 2019. gadam (Avots:
Latvijas spélu biznesa asociacijas dati)

Pétijuma metodologija

Pétijums galvenokart balstits uz statistikas datiem, kas iegiiti no [zloZu un azartspélu uzraudzibas
inspekcijas un Latvijas spélu biznesa asociacijas. NepiecieSami dati tika atlasiti izmantojot
literatiiras analizi un izmantojot kvantitativo un komparativo analizi aprékinati, salidzinati un no
iegltajiem rezultatiem izdariti secinajumi par pétijuma merki.

Petijuma rezultati
Ja pienemam, ka nedz spélu zalu, nedz kazino un tajos esoso galdu, un automatu skaits 2020. gada
krasi nemainitos. Prognozeétie azartspélu nodokla ienémumi 2020. gada salidzinot ar iepriek$éjo

gadu augstu pat 5%, jeb aptuveni 2,54 miljoniem eiro (6. att.).
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m Azartspélu nodokla ienémumi{milj.EUR)

6. att. Prognozétie azartspélu nodokla ienémumi 2020. gadam (Avots: autora aprekini un Latvijas
spélu biznesa asociacijas dati)
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Péc nodokla ienémumu pardales, valsts budzeta tiktu ieskaititi 95% no nodokla ienémumiem,
tadéjadi prognozétie ienémumi biitu 50,272 miljoni eiro, kas butu par 23%, jeb 9,303 miljoniem
vairak neka 2019. gada (7. att.).
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7. att. Prognozétie valsts budZeta ienémumi no azartspélu nodokla nodokla 2020. gada (Avots:
autora aprékini un Latvijas spélu biznesa asociacijas dati)

Valsts budzeta tiktu ieskaititi atlikusie 5%, jeb aptuveni 2,65 miljoni, kas biitu par 72%, jeb 6,86
miljoniem eiro mazak neka 2019. gada(skatit ..). Lai pasvaldibas neciestu zaudéjumus, azartspélu
nodokla iepnémumiem bitu jabut 180,5 miljoniem eiro, kas ir neiespéjams apjoms. Tadél
pasvaldibas var zaudét lidz pat 80% no $1 nodokla ienémumiem. Visvairak zaudés pasvaldibas,
kuras ir vislielakais spélu zalu skaits, ka, pieméram, Rigas pasvaldiba, kur 145 spélu zales un 4
kazino, ka ari Daugavpils, Jelgavas un Liepajas pasvaldibas, kur katra atrodas pa 14 spélu zalém.
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8. att Prognozétie pasvaldibu budzeta ienémumi no azartspélu nodokla nodokla 2020. gada
(Avots: autora apreékini un Latvijas spélu biznesa asociacijas dati)
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Secinajumi
1. Kopéjie azartspélu nodokla ienémumi ir stabili augusi un iespéjams joprojam turpinas
augt.

2. Sakara ar jauno nodoklu reformu, kas paredz, ka turpmak 5% no azartspélu nodokla
ienémumiem nonaks pasvaldibu budZeta un 95% valsts budZeta. Valsts budzets
prognozétie ienémumi 2020. gada varétu celties par vairak neka 20%.

3. Nodoklu reforma negativi ietekmeés pasvaldibu budzetus, kuru ienémumi varétu sarukt
pat lidz 80%.

4. Lai pasvaldibas necietu zaudéjumus, nodok]u ienémumiem bitu jabit vismaz 180,5
miljoniem eiro, kas ir neiespéjams apjoms, jo lai sasniegtu $adus ienémumus, azartspélu
nozares apgrozijumam biitu jabut vismaz ap 600 miljoniem eiro.

Izmantotas literatiiras un informacijas avotu saraksts
Izlozu un azartspélu wuzraudzibas inspekcijas statistika. [skatits 18.03.2020.]. Pieejams:
https://www.iaui.gov.lv/lv/statistika/informacija-presei/arhivs
Juruss, M.. (2019). Nodok]i. Riga: RTU.
Latvijas Spélu biznesa asociacijas dati. [skatits 18.03.2020.]. Pieejams: https://Isba.lv/nozares-dati/

LR likums “Par izloZzZu un azartspélu nodevu un nodokli” [skatits 18.03.2020.]. Pieejams:
https://likumi.lv/doc.php?id=57415
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Eduards Heinsbergs?, Elina Svarcaz. INFORMACIJAS UN KOMUNIKACIJAS
TEHNOLOGIJU NOZARES UZNEMUMA ATTISTIBAS IESPEJAS LATVIJA

1Ekonomikas un kultiiras augstskola, Vadibas zinibas, eduards133@gmail.com
2 Ekonomikas un kulturas augstskola, Vadibas zinibas, Esvarca@gmail.com

Zinatniskais vaditajs: Dr.oec., profesore Vita Zarina

Anotacija
Pétijuma aktualitate: Informacijas tehnologijam un digitdlo komunikaciju veidiem attistoties un pieaugot
to bitiskai nozimei gan uznémeéjdarbib3, gan ikdienas dzive, informacijas un komunikacijas tehnologiju (
IKT) nozare ir kluvusi par vienu no visstraujak augosajam tautsaimniecibas nozarém Latvija pédé€jo gadu
laika. Informacijas un komunikacijas tehnologiju nozaré uznémumu skaits pédéjo gadu laika ir pieaudzis
par pusotru tukstoti uznémumu. 2018.gada no tiem visvairak darbojas dazadas informacijas un
komunikaciju tehnologiju pakalpojumu sniegSanas sféras (6894 uznémumu). Apgrozijums Saja sektora
2018.gada sasniedza 37923 miljonus eiro. 55,9 % no kopéjas informacijas un komunikaciju tehnologijas
nozares uznémumu apgrozijuma nodrosinaja informacijas pakalpojuma sféras uznémumi un vismazak -
8,7% IKT razoSanas sféras uzpémumi. Pieaugot uznémumu skaitam $aja nozaré, palielindjies ari
nodarbinato skaits. 2018.gada IKT sektora tika nodarbinats 37,0 tiikstosi darbinieku, no tiem 88, 0% tika
nodarbinati IKT pakalpojumu sniegSanas sféra, 7,6 % IKT vairumtirdzniecibas sféra un 4,4% IKT razoSanas
sfera. IKT nozare ir strauji mainiga un atri attistoSa, tadé] nozares uzpémumiem ir svarigi sekot lidzi
informacijas plismai un dazadiem jaunumiem, lai turpinatu izaugsmi un sekmeétu sava uznémuma attistibu.

Pétijuma meérkis: Noveértét informacijas un komunikacijas tehnologiju nozares uznémuma attistibas
iesp€jas Latvija.
Pétijuma metodes: Sekundara datu analize, statistiska datu apstrade, grafiska analize, mediju monitorings.

Sasniegtie rezultati: Pétijuma rezultati Jauj izprast kdadas ir informacijas un komunikacijas tehnologiju
nozares uznémumu attistibas iesp€jas un tendences Latvija. Secindjumi parada, ka Saja sféra ir loti plasas
iespéjas turpinat attistities gan esosajiem uznémumiem, gan veidoties jauniem uznémumiem.

Atslégas vardi: Tehnologijas; informacija; IT; dati; nozare.
Ievads

Pédéjo gadu laika informacijas un komunikaciju tehnologijas (ITK) ir butiski attistijusas un
izmainijusas gan cilvéku ikdienas dzivi, gan uznéméjdarbibu, gan padarijusas iespéjamus jaunus
biznesa modelus. Informacijas un komunikacijas tehnologiju nozaré uznémumu skaits pedéjo
gadu laika ir pieaudzis par pusotru tikstoti uznémumu. 2018.gada no tiem visvairak darbojas
dazadas informacijas un komunikaciju tehnologiju pakalpojumu sniegSanas sféras (6894
uznémumu). Apgrozijums $aja sektora 2018.gada sasniedza 3793 miljonus eiro. 55,9 % no
kopéjas informacijas un komunikaciju tehnologijas nozares uznémumu apgrozijuma nodrosinaja
informacijas pakalpojuma sféras uznémumi un vismazak - 8,7% IKT razoSanas sféras uznémumi.
Pieaugot uznémumu skaitam $aja nozaré, palielinajies ari nodarbinato skaits. 2018.gada IKT
sektora tika nodarbinati gandriz 37,0 tiikstoSi darbinieku, no tiem 88, 0% tika nodarbinati IKT
pakalpojumu sniegSanas sféra, 7,6 % IKT vairumtirdzniecibas sféra un 4,4% IKT raZoS$anas sfera.
IKT nozare ir strauji mainiga un atri attistoSa, tade] nozares uznémumiem ir svarigi sekot lidzi
informacijas plismai un dazadiem jaunumiem, lai turpinatu izaugsmi un sekmétu sava uznémuma
attistibu.

Pétljuma meérkis ir novertét informacijas un komunikacijas tehnologiju nozares uznémuma
attistibas iespéjas Latvija. Lai sasniegtu meérki, tika izvirziti $adi uzdevumi:

1. Sniegtieskatu IKT nozares attistiba Latvija pédéjo gadu laika;
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2. Analizet iegiito informaciju;
3. lIzdarit secinajumus par IKT nozares uznémuma attistibas iespéjam Latvija.

Autoru pétijuma izmantotas metodes: sekundara datu analize, statistikas datu apstrade, grafiska
analize, mediju monitorings.

Rezultati lauj izprast kadas ir informacijas un komunikacijas tehnologiju nozares uznémumu
attistibas iespéjas un tendences Latvija.

Informacijas un komunikaciju tehnologijas nozares makroekonomiskas situacijas
raksturojums

Informacijas un komunikaciju tehnologiju (IKT) nozare statistikas parskatos tiek aplikota
atbilstosi starptautiskajai Ekonomiskas sadarbibas un attistibas organizacijas (OECD) definicijai,
kura nosaka $adu veidu ekonomisko darbibas veidu (saskana ar NACE 2.red) ieklausanu:

e [KT razoSana;

e KT vairumtirdznieciba;

e IKT pakalpojumu sniegSana, datorprogrammu tiraZésana;

e telekomunikacijas;

e datorprogrammesana, konsultéSana un ar to saistitas darbibas;

e datu apstrade, uzturéSana un ar to saistitas darbibas, internetu portalu darbiba;
e datoru, to perifero iekartu un sakaru iekartu remonts.

Kops 2014.gada uznémumu skaits un to apgrozijums IKT nozare katru gadu pieaug. Uznémum
skaits salidzinot ar 2014.gadu, 2018.gada ir pieaudzis par 26,9%. Savukart apgrozijums nozaré
salidzinot ar 2014.gadu, 2018.gada ir pieaudzis par 8,5% (1.tabula).

1.tabula. IKT nozares uznémumu skaits un apgrozijums (Avots: Informacijas un komunikacijas tehnologiju
lietoSana un e-komercija uznémumos 2019.gada)

Uznémumu skaits [ Apgrozijums (milj. eiro)
2014 | 2015 | 2016 | 2017 | 2018 | 2014 | 2015| 2016 | 2017 | 2018
IKT sektors - pavisam 5432 | 6133 | 6 567 6 559 6 894 3 063 3 497 3471 3617 3793
IKT razosana 104 112 113 116 111 182 258 281 320 329
| IKT vairumtirdznieciba 578 638 614 586 544 1 457 _ 1 689 1524 1 460 | 1343
IKT pakalpojumu
sniegéana 4 750 | 5383 . 5 8B40 5 B57 . 6239 | 1 424 . 1 550 . 1 667 . 1 837 2121
datorprogrammatiras
tiraz&3ana 0 28 I 36 40 | 4 I > | 4 I > I 4 4
telekomunikacijas 543 592 603 555 539 729 762 789 818 913
datorprogrammésana,
konsultésana un ar to 2938 | 3386 3677 3732 4067 471 536 613 713 863
saistitas darbibas
datu apstrade,
uzturéana un ar to
saistitas darbibas, 909 | 1027 | 1134 1153 1231 199 224 242 284 324
interneta portalu
darbiba
datoru, to periféro
iekartu un sakaru 330 349 390 377 361 20 24 18 18 17
iekartu remonts
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Pieaugot uzpémuma skaitam un apgrozijuma, pieaudzis ir arl nodarbinato skaits $aja nozare.
Nodarbinato skaits nozaré kopa salidzinot ar 2014.gadu ir pieaudzis par 39,3 %. Vislielakais
nodarbinato skaita pieaugums salidzinot ar 2014. gadu ir novérojams datu apstrades,
uzturéSanas un ar to saistito darbibu, interneta portalu apakSnozaré 89,9% . Lielakais
nodarbinato skaits nozarés ir IKT pakalpojumu sniegSanas apaksnozare (1.1.att).

E IKT sektors - PAVISAM

m

..IKT pakalpojumu sniegsana

....datorprogrammeésana, konsultésana un ar to saistitas darbibas

....datu apstrade, uzturésana un ar to saistitas darbibas, interneta portalu darbiba
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Nodarbinato Nodarbinato Nodarbinato Nodarbinato Nodarbinato
skaits skaits skaits skaits skaits

2014 2015 2016 2017 2018

1.1.att. IKT nozaré nodarbinato skaits (Avots: Autoru apkopotie Centralas statistikas parvaldes dati,2020)

Svarigs mikroekonomikas raditajs ir IKT nozares eksporta apjoms. ITK nozares pakalpojumu
eksports joprojam ir visstraujak augosa nozare ne tikai Latvija, bet ari Baltijas valstis kopa. 2019.
Gada 1.ceturksni ITK pakalpojumu eksports sasniedz 23,2% (1.2.att.).
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1.2.att. Pakalpojumu eksports 2019.g.1.cet. % pret iepriek$éjo gadu (Avots: Baltijas ekonomikas apskats,
2019)

Savukart IKT nozares produktu eksporta apjoma strauj$ pieaugums, pédé€jo gadu laika bija
noverots 2015.gada, kas veidoja 1,183 milj. eiro. 2016.gada un 2017.gada bija novérojam IKT
nozares produktu eksporta lejupslide. 2018.gada produktu eksports atkal pieauga attieciba pret
iepriekséjo gadu par 1,9% (1.3.att).
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1.3.att. IKT nozares produktu eksports kopa (milj.euro) (Avots: Autoru apkopotie Centralas statistikas
parvaldes dati)

Pétijuma metodologija

Veicot pétijumu tika analizéti un apkopoti statistikas dati par ITK nozari un attéloti dati tabulas
un diagrammas. Tika veikta ar1 sekundara datu analize- izmantojot jau publicétos statistikas datu
par nozari. Autori apskatija un atlasija informacija no citu specialistu zinojumiem par ITK nozari.
Tika veiktas Autori veica mediju monitoringu par pédéjam aktualitatém IKT nozare.
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Petijuma rezultati

e ITK nozares makroekonomikas raditaji ir pozitivi un ar augSupejoSu tendenci. Ir
novérojams gan uznémumu skaita pieaugums, gan apgrozijuma pieaugums, gan
darbinieku skaita pieaugums, gan eksporta raditaju pieaugums. ITK nozares pievienotas
vértibas Ipatsvars Latvijas iekSzemes kopprodukta veidoja 4,3%, kas ir par 0,1% neka
2017.gada.

e ITKnozares attistibu arl nodrosina tas, ka gan driz visi uznémumi, kur nodarbinato skaits
ir virs 10 un vairak, izmanto datorus un internetu, ka arl vairak ka puse no Latvijas
uznémumiem izmanto iek§€jas majaslapas jeb timekla vietnes (1.4.att).
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1.4.att. Datoru, interneta un timeklu vietnes lietoSana uznémumos ar nodarbinato skaitu virs 10 un vairak.
(Avots: Informacijas un komunikacijas tehnologiju lieto$ana un e-komercija uznémumos 2019.gads)

e ITK nozarei ir stabils eksporta apjoma pieaugums. Tas palielinas ne tikai skaitlos, bet
pieaug ar1 eksporta dalas ipatsvars no kopéjas nozares sniegto pakalpojuma apjoma.

e Pieaugot uznémumu skaitam, pieaug ari pieprasijums péc IKT specialistiem. Pétijumi jau
liecina, ka ITK nozare triikst specialistu (1.4.att.). Kaut art ir veikti pasakumi, lai vieglak
biitu piesaistit un nodarbinat specidlistu no arzemém, tomeér specialistu trikumu tas
butiski nav samazinajis.
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1.4.att. Nodarbinatiba IKT nozare 2008.-2016.gada, % pret 2008.gadu (2008=100%) (Avots: IKT nozare:
izraviena scenarijs, 2017)

o IKT nozares strauja attistiba lauj izveérties esoSajiem uznémumiem, ka ari veidoties
jauniem, jo S$1 nozare var stradat gan ar esoSiem IKT standartiem, radit jaunas inovacijas
tirg, ka ari ieviest dazadus jauninajumus Latvija.

Apgrozijums industrijas lideriem

Apgrozijums industrijas lideriem 2015.-2017. g. [milj. EUR)
500

20159 2016 g IM2017.g.

ELKO GRUPA, AS Mikrotikls, SIA Evolution Latvia, SIA

1.5. att. Apgrozijums industrijas lideriem (milj.eiro)( Avots: Leta. Latvijas Biznesa gada parskats 2018)

Secinajumi

1. IKTir viena no stabilakajam nozarém Latvija, ar pozitiviem statistikas datiem, kas
parada stabilu izaugsmi gan uznémumu skaita, gan nodarbinato skaitu $aja nozare. Ka
ar1 turpmako nozares attistibu nodrosina ari tas, ka
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2. Globala meéroga IKT nozare ir strauji mainiga, tadél $aja nozareé ir viegli ienak jauniem
uznémumiem piedavajot dazadus inovativus risinajumus un sekméjot talaku attistibu
$aja nozare.

3. IKT specialisti ir Joti pieprasiti Latvijas darba tirgli un ir novérojams labu specialist
trikums. Valstiska limeni biit japlano, ka nodrosinat datorikas macibas ievieSanu skolas,
kas atbilstu musdienigai pieejai un tehnologiju attistibai.

4. Globalo notikumu meéroga, redzams, ka lénam, bet tomér ari Latvija automatizacija
ietekmeés darbaspéka tirgu. Ar vien vairak uznémumi iegulda lidzeklus.

5. Nemot vera ka 99% no uznémumiem, kuriem 10 un vairak darbinieku uznémuma, lieto
internetu un datoru, lauj secinat, ka Latvija labi attistita ITK infrastruktiira, kas ir vél viens
pozitivs raditajs ITK uznémumu attistibai Latvija
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Amup Typaes. ®AKTOPbBI, BJIMAIOIIUE HA BEIGOP IOTPEBUTEJIEM HA
PbBIHKE OJEXK/IbI B Y3BEKUCTAHE

Yuueepcumem 3koHomuku u Kyabmypul, Menedxcmenm, amirturaZ @gmail.com

Hayunblii pykoBoauTesb: Joyeum EKA, Dr. oec. Kcenus Hessnesa

AHHOTaN A

AKTya/ZIbHOCTB McCIeJOBaHUsA: TeKCTU/IbHAA U LIBEHHO-TPUKOTAXKHasI IPOMBIIIJIEHHOCTb Y36€eKHUCTaHa
SIBJISIETCS OJHOW M3 BeAyIUX U JJUHAMUYHO pa3BUBaIOLIMX oTpacaeil. OHa UrpaeT CylleCTBEHHYIO pOJib B
pellleHUH TOCYyJapCTBEHHBIX 33Ja4 U OTBevyaeT >KM3HEHHO Ba)KHbIM HHTEpecaM MHOTHUX PEeruoHOB.
CopelicTByeT rapMOHUYHOMY Pa3BUTHIO PErMOHOB, 06eCleYeHHUI0 3aHATOCTH HACeJeHUS U YIy4IIEeHUI0
ero 6J1ar0COCTOSIHUSA, OKa3blBaeT NOMOIb B CTAaHOBJEHHUHU M Pa3BUTHA MaJOro M 4acTHOro OM3Heca.
CTaThs NOCBALIAETCA aKTYaJbHOCTH U POJiM GAKTOPOB, KOTOPbIe BJAUSAIOT HA NOTpebuTe el NpU BbIGOpe
OJleXK/ibl Ha COBpeMEeHHOM PbIHKe B Y36eKucTaHe. PaccMOTpeHbI U lepevyuc/ieHbl BCe aCleKThbl I0BeJleHNs
norpe6uTeneil. [lokasaHbl M NpoaHAJM3WPOBAHBI 3TAllbl NMPOLECCA NPUHATHUSA PELIeHHUs O IMOKyIKe
norpebuTensiMu. B ctaTbe npesocraBieHa HauboJsiee aKTyaabHast NpobJjeMa B YCJIOBUSX COBPEMEHHOIO
pbIHKA TOBApOB, KOTOPBIH pacTeT, TeM CaMbIM BJIMssS HAa YPOBEHb KOHKYPEHLHH CpeAu MpernpUsTHH
3aHATHIX B JAHHOH OTPOCJIH.

Ilesnb uccaesoBaHMA: BbIIBUThH QaKTOphbl, BIAUSOLME HAa BbIOOp MOTpebUTesel OGpPIHAA OfeXJbl B
Y36ekucTaHe.

MeToAabl MCCAeA0BAHUA: [JIs c6opa JAaHHbIX ObLJIM HCIOJIb30BaHbI dHKEeTHUPpOBaHHE. ,ZlJ'IH O6pa6OTKI/I
AAaHHBIX MCII0JIb30BaHbI OIMMCAaTe/IbHAA CTATUCTUKA U rpaquecxuﬁ aHaJIu3.

Pe3yJibTaThbl: COBpeMEHHbIH AM3aiH (x=9.3) U U3BECTHOCTb 6p3HAa (x=8.1) ABAAIOTCA CAaMbIMHU BaXKHBIMHU
XapaKTEePUCTUKAMM, BJIMSIOIMIMMU Ha BbIOOpP OJEXAbl pPECNOHJAEeHTOB. HanMeHee BaXKHBIMU
XapaKTepHUCTHUKAMU SBJSIOTCSA MeCTHOE IIPOU3BOJCTBO (X=2.2), BO3MOXXHOCTb 3aKa3aTb OJI€X/Ay OHJIAMH
(x=3.2), a TakXe HNpUATHOe OOCIyY>KMBaHMe B MarasuHe (x=4.1). Karouesvle csa08a: TeKCTUIbHas
NPOMBILLJIEHHOCTD, 0/1€3K/1a, BbIOOD MOTpeOHTeel, ToBeAeHNE TOTpebrTeel, Y36eKUCTaH.

Beegenue

TekcTuibHasA U MIBEHHO-TPUKOTAXKHAsI NPOMBILIJIIEHHOCTh Y36eKUCTaHa SIBJIsSEeTCS OJAHOW U3
BeJlylIUX U AUHAMUYHO Pa3BUBAIOIUX OTpaceil. OHa UrpaeT CyLleCTBEHHYIO POJb B pellleHUHU
roCyJapCTBEHHbIX 3aZad M OTBeYyaeT >KW3HEHHO Ba)KHbIM HHTEpecaM MHOTUX PEruoHOB.
CozieficTByeT TapMOHUYHOMY Pa3BHUTHUIO PETHOHOB, 00€CIeYeHHI0 3aHSITOCTU HaceJeHHUs U
yJydllleHUI0 ero 6J1aroCoCTOsIHUSL, OKa3blBaeT MOMOIb B CTAHOBJIEHUN U Pa3BUTHUS MaJoro U
yacTHOro 6u3Heca.

[loxpyx KatomMoB coocHoBaTe b y36eKckoro 6panzaa ofex /bl Fratelli B uHTepBbIo ckaszas: «Ha
pbIHKe Y30eKHCTaHa OYeHb MHOIO TOPrOBbIX MapoK, HO NpPHU 3TOM OYeHb Majo OPeH/OB.
PaboTaloT Ha KOJIM4eCTBO, a He Ha KayecTBo. KpoMe Toro, npodeccroHalbHBIX JHU3aliHEPOB
MMEHHO MaccoBOr0 NPOU3BOJCTBA y HAc HeT. 3a UCK/IWYeHHeM pa3Be 4YTO CHEeLHaTHCTOB,
KOTOpble 3aHMUMAlTCA CaMo0Opa3oBaHMEM U CAMOCTOATEJIbHO U3y4aloT cdepy. B Y36ekucrane
ecTb 6oJiblliMe GpeH/Ibl-3KcopTephl, HanpuMep, Ideal, Emir, ADIM, HO y36eKCKUN PBIHOK [Jif
HUX CJMLIKOM MaJeHbKUM. UM HeHHTepecHO pa6oTaTb Ha Y36ekucTaH, JU60O HPOCTO
HepeHTabe ibHO. [103TOMY y Hac HeT pa3BUTHIX HALLMOHATbHbBIX GPEHI0B.

Ilesib paGoThI — BBISBUTh GAKTOPHI, BJAHUSIONME Ha BbIOOP MOTpPeOUTENel OpP3HAA OJeXKAbI B
Y36ekucTaHe.

,[[JIH AOCTHUXKEHHUA MOCTaBJIEHHOU neJin aBTop pa3pa60TaJI 3a4a49H:
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1. H3y4YUTh TEOPETUUYECKYylo 0a3y MmoBeJleHUs NoTpebuTesell U GaKTOpPOB, BAUSAIOIINX HA
HEro;

2. U3YYUTb PbIHOK PO3HUYHOU NPOJAXKH OJleXK/bl B Y36eKHCTaHe;

3. Opy MNOMOIM aHKETUPOBAHUA UAEHTUPUIUPOBATH (AKTOPHI, BJAUSIOIINE HAa BbIGOD
notpebuTesied 6P3HAA OAEXKbl B Y30EKHUCTaHE;

4. TpyU NOMOLY ONMUCATeJbHBbIX CTaTUCTUYECKUX METOJO0B BbIIBUTb 3aKOHOMEPHOCTH B
yZ0BJIETBOPEHHOCTHU NOTPeOUTEEN 6PIHAAMU ONEXK/bI;

5. 0606UTh BBIBOJbI U Pa3paboTaTh MPEJJIOKEHHUS MO HCIO0JIb30BAHUIO BbISIBJEHHBIX
$aKTOpOB MapKeTUHIOBOM KOMMYHMKALIUU GPIH/I0B OZl€XK bl

Hcnosib30BaHHbBIN METOJ, CO0pPa JAHHBIX — aHKETUPOBaHUeE.
MeToAbI 06pPAaGOTKHU JAaHHBIX: 1) onucaTe/ibHAs CTATUCTUKA; 2) rpadUyecKUi aHaIN3.

B nepBo# yacTu paboThl aBTOp aHAJIU3UPYET TeOpeTHYECKYI0 6a3y NOBeJleHNd oTpebuTeIel U
bakTopoB, BAUAKOLIMX HA Hero. Bo BTopoil yacTu paboThl aBTOp pa3pabaThiBaeT aHKETY AJIs
onpoca, MPOBOAUT ONPOC CPesiU XKUTeJiel Y36eKucTaHa, aHaJu3upyeT pe3yibTaThl U BbISIBJISET
dakTophl, BAUSAWINNE HAa BbIGOP MoTpebuTesell 6p3HAA OJeXIbl B Y36ekucraHe. B paMkax
paboThI BbISIBJIEHO, YTO COBPeMEHHBIN AU3alH (x=9.3) 1 U3BeCcTHOCTb 6paHja (x=8.1) AB/AITCA
CaMbIMM BaXXKHbIMM XapaKTepPUCTHKAaMH, BJAMUAIOIIMMHA Ha BbIOOD OJ€XJbl DPECHOHJEHTOB.
HauMeHee BaKHbBIMM XapaKTepPUCTUKaMHM SIBJASIOTCS MeECTHOe NPOU3BOACTBO (x=2.2),
BO3MOXXHOCTb 3aKa3aTb 0JeX/y OHJIalH (x=3.2), a Tak»Ke NpUSATHOE 06CAyKMBaHUe B MarasuHe
(x=4.1).

OrpaHuyeHus padOThI: HcCaef0BaHMe ObLI0 MpoBeJeHo B siHBape 2020 roja, aHkeTUpOBaHHe
NpoBoAMJIOCk ¢ 18 mo 22 AHBap4. B cBA31 ¢ OrpaHUYeHHBIMU peCypcaMy aBTOpa aHKETUPOBaHUe
B OHJIAKH CpeJie, TO3TOMY pe3y/bTaThbl HeJb3l CYUTATh penpe3eHTAaTUBHBIMU IeHepaJibHOU
BBIOODKE.

AHanMTUYeCKU 0630p

TeopeaneCKne dCIIEKTbI IOBEAECHHUA HOTpeﬁﬂTeﬂeﬁ

[loTpeGieHre - 3TO o6GpeTeHHWEe UM HCIOJIb30BaHWE MPOAYKTOB, ycayr, ujaei. [loBeneHue
noTpebuTesied - 3TO /JeATEJbHOCTb, HENOCPEeJCTBEHHO BOBJIEUEHHAsd B 0OOpeTeHHUe,
notpebyieHre U U30aBJieHHE OT MPOJAYKTOB, YCIYT, HJeH, BKJWYasA MPOIEeCChl pelleHUH,
npealecTBYIOUIME 3TOU JesTeJbHOCTH U ciejytonive 3a Hel (Kirokay u p. 2016).

W3y4yeHuWe moOBeJZieHUs TOTPeOUTeNed MOXKET MOMOYb KOMIIAHHUAM M aHAJUTHUKAM pbIHKa
OTBETHUTb Ha MHOTHE MapKeTHHTOBble BONpPOCHL. [I[puMep TakUX BONPOCOB aBTOpP MPHUBOJAUT B
Tabsune 1.1.

1.1. Tabsinia. Bonpockl n3ydeHus nosesieHus norpeburesei (Pomanenkosa, 2015)

Y70 NOKyNakoT Ha O6BbeKTbl NOKYNoK MpoayKTbl

pbiHKe?

Moyemy nokynawT?  MOTWBbLI NOKYMOK XapaKTepucTuKY, LeHa,
cepBuCcC NPoAayKTa

Y7o nokynatot? XapaKTepUCTUKK Ponb B npouecce NoKynku

nokynarens

Kak nokynarot? MNokynouHble gelcteuAa  Boibop, oTbop, npuHATHE
PeweHunA

Korpa nokynatot? Bpema nokynku B neHb, B Heaenio, B ce30H

[ae nokynaiot? MecTo nokynku OB6bl4HblE MarasuHbl,

WHTEPHET-MarasuHel,
areHTbl
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OCHOBHBIMH TeOpeTHYEeCKHMMM IOJX0JaMH, OODBACHAKLIMMUA [OBeJeHUe TNOoTpebuTeNs,
SIBJISIIOTCSI TeOpUS NpesieJIbHOM M0JIE3HOCTH M aHaIU3 KPUBBIX 6e3pa3nuuus (bapaen, 2013).

Jltobass Teopusi ABJSAETCA [JOCTAaTOYHO abGCTPAKTHOW MOJeJbld U CTPOUTCA Ha psje
MEeTO/0JIOTUYeCKHX  JIONYIEeHUH, TO3BOJAKIIMX CKOHLEHTPUPOBAaTb BHHMaHWe Ha
INPUHLMNHAJIBHBIX  KJ/IIOYEeBbIX MOMeHTaX. [Ipu aHaiuM3e TNOBeJleHHS NOTpeOuTess
ycc/e/0BaTe Iy 0ObIYHO 0J1AaralT, UTO:

e BCe PBIHKHM TOBApOB U YCJYT ABJAKTCA COBEPIIEHHO KOHKYPEHTHBIMH, a BCe TOBaphbl U
YCJIYTY UMEIOT PhIHOYHYIO LIeHY;

e Bce JOMOXO35IMCTBAa U GUPMBI PaACHOAralT MOJHOW U JAOCTOBEPHOM HHopMalUeH,
HeoOXO0JMMOMN UM [IJil COBEpPIIEHUs BbIOOpA U MPUHSATUSL PElIeHUN O MOTPeGJeHUU WU
MPOU3BOJICTBE. BceM TOYHO M3BECTHBI I|eHbI, NPOIEHTHbIE CTAaBKH, CTAaBKU 3apaboTHOMU
NJIaThl, BEJIMYMHBI U3/IeP>KEK IPOU3BO/ICTBA, KAYECTBO TOBAPOB U T.[.;

e B OCHOBe NOTPEOGUTENbCKOrO BbIOOpaA JIEKHUT I0JIE3HOCTb, BEJUYHMHY KOTOPOH MOMKHO
HU3MEepPUTBh;BCe KOHTpAreHThl BeAyT ceOs pallMOHAJBbHO, T.e. COOTHOCAT CBOM 3aTpaThl U
BBIMIPBIIIM 10 KaXKJ0 JONOJHUTEJIbHON eJUHUIEe NOTPeOJEHHOIO WU NPOU3BELEHHOTO
TOBapa W NPHUHUMAIOT pelleHUs], NPU KOTOPbIX BBIUIPBIL OblL1 Gbl He MeHblIe, YeM
U3/IePXKKU;

e [OTpebGUTesM NOCae/J0BaTe/IbHbI B CBOMX BKyCaX U IIpe/iIOUYTEHUAX U BCeria peANoYUTaoT
60JIbLIYI0 T0JIE3HOCTh MeHblued. Tak, ecau M0JIe3HOCTb ToBapa A 6oJibllle MOJE3HOCTU
ToBapa B, a Ta, B cBolo oyepejp, GoJiblie MoJie3HOCTH ToBapa C, TO MpU BbIGOpe MeXAy
ToBapaMu A u C nmoTpebuTe/b 06s13aTe/IbHO BblGepeT TOBap A U NPeAIOYTET UMETh ITOTO
ToBapa 4eM 6oJibllie, TeM jay4ile (JlanteBa u Ap., 2018).

OpHako, 60J1b11as YaCTh HA3BaHHBIX BbILIE aCNIEKTOB SABJISETCS YCJIOBHBIMU U He peajnu3yeTcs Ha
npakTHKe. Pesiko MOSABJAIOTCA PbIHKM COBEPIIEHHOM KOHKYpPEHIMH, MPU 3TO MOTpPebUTen
pefiKo abCOIIOTHO OCBEeAOMJIEHBI O peaJlbHOM KadecTBe IOKyNaeMbIX NPOJYKTOB, B CBOIO
oyepe]b KOMIIAHUH Yallle BCETO He UMEIOT Npe/iCTaB/JIeHHs O CKPBIThIX HY>K/Jax U NOTPEeOHOCTAX
norpe6utesieil. bosee Toro morpe6uTesrd He Bcerja BeAyT ceOsl palMOHAJbHO U [ieJal0T
npoJiyMaHHbIN Bbi60p (PomaHeHKoOBa, 2015).

[TosTomy no MHeHuto ®. Bapaena (2013) cnopHbIM fIBJISIeTCS] NOHSATHE M0JIESHOCTH, KOTOPYIO
MO>KHO COOTHECTH C 3aTpaTaMu. UHMBHlya/ibHasl OLleHKA [10JIE3HOCTH SIBJISIETCS CYO'bEKTUBHOU
XapaKTepUCTUKON. OTAe/IbHble UHAMBHU/IbI OLIEeHUBAIOT M0JIESHOCTb OJHOU U TOU e Belly I0-
Pa3HOMYy, B 3aBUCUMOCTH OT CBOMX BKYCOB U IpeANOYTEHUH. bosiee TOro, oAUH U TOT Xe
NOTpeOUTE/Nb OLEHMBAET MO0JE3HOCTb TOr0 e CaMoro TOBapa/ycayrd He OJMHAKOBO B
3aBHCHMOCTH OT KOHKPETHOW CHUTyalluH, MecTa, BpeMeHH, MoAbl U mnp. ([JemeHTbeBa, 2018).
[logTBepxeHMeM TOro, 4YTO MNOTpebUTeJd IOCTOAHHO CpPaBHUBAIOT INpeJloJaraeMylo
M0JIE3HOCTb TOBAapa W 3aTpaThbl HA HEro, CJAyKaT TaKue PaclpoCTpaHEHHbIe BbIPAXXeHUA KakK:
«JTO TOro He CTOUT», «OBUMHKA BBIJIEJIKHW He CTOUT», «3a CBOU JAEHbIH f X04y INOJYYUTb
KauecTBeHHoe o6cayxuBaHue» ([ToceimanoBa, 2013). Ha npuHLuIle paliioHalbHOIO TOBEIEHUS
[IOCTpOeHa BCA pekJiaMa. PekjiamMoziaTesb NbITaeTCs yoeJUThb OTPEOUTEA, YTO TOT MOJYUYUT
BBIMTPBIII GOJIBLIMM, YeM 3aTpaThbl (M3BECTHble KJMIIE THUIA: «JOMOJHUTEJIbHO 25 rpaMMoOB
NpOAYyKTa B Mayke - GecljlaTHO», «6ajb3aM W ONOJIACKUBATEJb B OJAHOM (¢JIaKOHE», «HOBOE
KayecTBO IO CTapod LeHe» W T.L). To ecTb, He BCe »eJlaHWUsS NOTpPebUTesNs MOTYT ObIThb
peasiM30BaHbl U He KaX/bli BBIOOP MOXKET ObIThb OCylllecTB/IEH. HanpuMep, 0lHUMU U3 BaXKHbBIX
OTpaHUYEHU SBJSIETCS BPEMS M IJIATEXKECIOCOOHOCTD. [loTpeGruTeN0 OTKPBITHI U AOCTYIHbI
TOJIbKO T€ PbIHOYHBIE PEIIEHUs, KOTOpbIe M03BOJISIET NPUHATH €ro 610/pKeT U BpeMs. Jpyrue
dbakTopBHI, BJAMAOLIME Ha BbIOOP, aBTOP pacCCMOTPUT B C/IeAyI01Lel IiaBe.
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Tunsl NoBeAeHUs NOTPpeGUTEIEH

[loBesieHMe mMoTpebUTe A CYLIECTBEHHO MeHseTCsl B 3aBUCMMOCTH OT TOTro0, Kakoll ToBap OH
nokymnaet. YeM cJjioKHee IPUHATH pellleHUe 0 NOKYIKe, TeM 060Jiblie TpebyeT Y4aCTHUKOB U TEM
OCTOpOXKHee BeJléT cebsi moTpebuTesib. ABTopbl P. Biakyasn, [I. Munuapa u Jx. Iumken
BBIZIEJIAIOT C/leAyIollee THUIIbI IOBeJeHU:

1. CyiokHOe TOBeJleHHWe HaOJIAAeTcs B CUTyaldH, KOrJa BbICOKasl CTeleHb BOBJIEYEHUS
noTpebuTesied CONMPOBOXK/JIAETCA 3HAUUTEJNbHBIMH PA3JUYUIMHU MEX/JY Pa3HbIMU MapKamu
ToBapa. Bricokasi cTeneHb BOBJIeUeHUS] MOTPeOUTE/NIEN UMEEeT MECTO, €CJU MPOAYKT J0POTro
CTOUT, ero MOKYIKa CBs3aHa C PUCKOM, IPOUCXOAUT PeAKO, a MOKyNaeMblil MpeJMeT MOKET
CIYXXUTb CPeJICTBOM caMOBbIpakeHUsI. OObIYHO B TaKUX CJAy4YasiX MOTPEOHUTENH CTPEMSTCH
MOJIYYUTh KaK MOXHO 0oJibllle HHGOPMALIMK O XapaKTEPUCTUKAX TOBapa JAaHHOW KaTeropuu
(Bsiakyasn u gp., 2007). [lokymnaTesb Ao/HKEH TPOUTH POIECC YCBOEHUS, BBIpab0TaTb MHEHHE B
OTHOLIEHWH TOBapa, a 3aTeM CcPOPMHUPOBATH COOCTBEHHBIN B3rJisj. TOJBKO mocje 3TOro oH
CMOXeT CcJieJlaTb OKOHYaTeJbHbIM BbIGOp. MapkeToJsior, MMewIlHe [0 C TOBapaMy,
TpeOyIUMMHA BbICOKOW CTEeNeHHW BOBJIEUEHUS MOKyINaTess [JO/KHBI NMOHHMAaThb IOBeJeHHe
noTpebuTesiel, cobupawyx HHGopMarw U GOpMUPYIOUTUX OlleHKH. TakuM noTpebUTe sIM
MapKeToJIOT J0J/DKEH paccKa3aTb O CBOMCTBAaxX TOBApOB 3TOr0 KJjacca U 006 OT/JIMYHUAX Pa3HBIX
MapoK, KpoMe TOTO0, OH JI0JI’)KEH COOOIIHUTD, KAKHe U3 3TUX CBOMCTB MOXKET NPEAJIOKUTD JaHHas
KOMIIaHUA. BO3MOXKHO, MPHU 3TOM MOHAJO0SATCA IMedyaTHble MaTepuasbl M KOIMWH, KOTOpPbIE
NOTpPeOUTENb MOXKET MOJIYYUTh B CBOE pacnopspkeHue (PomaneHkoBa, 2015).

2. HeyBepeHHOe noBeJieHHe HAOJII0IAeTCs B CUTYaLUAX C BBICOKMM YPOBHEM BOBJIEYEHMUS, KOT LA
TOBap CTOUT JAOPOro, €ero NOKYyIKa CBA3aHa C PHUCKOM, IPOUCXOAUT PEAKO, OJAHAKO pasHHULA
MeX/ly pa3HbIMU MapKaMHU ToBapa HeBeJsivKa. [loTpebuTe b TPAaTUT JJOBOJIbHO MHOI'O BpEMEHH,
nocemas pasHble MarasuHbl W BbIOMpasd MNOAXOAALIMU BapuaHT, HO NOKYIKY [JeJsaeT
CpaBHUTeJbHO 6bIcTpo. OH BBIGHMpAEeT TOBap, KOTOpPbIA 6yZeT HEMHOro JeuieBse JUO0
NOKaXXeTCsl eMy KpacuBee. BrociefcTBUM Yy MNOTpebUTessT MOXET BO3HHUKHYTb 4YYBCTBO
Hey/Zl0BJIETBOPEHHOCTU NIOKYIIKOU, KOT/la OH 3aMeTUT KaKHe-TO HeJloOCTaTKH B IPUOOGPETEHHOM
TOBape WJU YCABIIIUT MOJIOKHUTEJNbHble OT3bIBbl O TOBAape TON MapKH, KOTOPYIO OH MOT Obl
KYIIUTb, HO He Kymwl. YTo6bl YCTPAaHUTb 3Ty HEYJOBJETBOPEHHOCTb, MapKETOJIOT,
3aHUMaKIIUKCS 06CAy>KUBaHMEM KJMEHTa I0CJie COBEPLIEHUS TOKYIKHY, [J0/KEH NPeoCTaBUTh
“HOopMaLUIo, MOATBEPKAAIOIYIO IPAaBUJIbHOCTD Bbibopa (byakyann u gp., 2007).

3. [IlpuBbIYHOE NOBeJleHUE UMeeT MeCTO IPU yCJA0BHHU HU3KOTO BOBJIEUEHUs NOTPeOUTes U
He6O0JIbILIOW pa3HUILe MeX/y pa3/IMYHbBIMU MapKaMU ToBapa. B Takux ciyyasx noKymnaTeJbCKoe
NOBeJleHUe He IPOXOAUT TPEX OObIYHBIX CTaAUN — MHEHHUE, B3TJIs/bl, NOBeAeHUe. [loTpebuTenu
He MIIYT J0NOJHUTEIbHYI0 UHPOPMaLHI0 0 MapKax U He OLLeHUBAIOT UX XapaKTepUCTUKHU; UM He
HY>KHO J[0JITO pasAyMbIBaTb O TOM, KaKyl0 MapKy NokynaTb. OHM [acCUBHO MOJy4YaloT
MHbOpMaLMI0 BO BpeMsl NMPOCMOTpa TeJemnepejay MJIA 4YTeHUs mpeccobl. [loBTopstowascs
pek/jaMa CO3/aéT y NOKynaTeJled CKopee OCBeJOMJIEHHOCTb O MapkKe, a He NMPUBEPKEHHOCTb
(PomaHneHnkoBa, 2015). ¥ noTpebuTesieli He popMUpPYyeTCs MHEHUM U B3IJIA[0B B OTHOLLIEHUU
TOProBOM MapKH, OHU BbIOHMPAIOT €€ B CUJIYy XOPOLlel 0CcBeJOMJIEHHOCTH 0 Hel. [IocKo/IbKY B
3TOM CUTyaLUH OTCYTCTBYET CHUJIbHOE BJIeYEHUE, U TOTPEOUTENSIM HEe CBOMCTBEHHO OLEHUBATh
CBOM BBIOOD T0OCJIe COBePIIEHHUs NOKYIIKK — TeM O0Jlee packauBaTbCsl B HEM. Takum obpas3oM, B
JlAaHHOM CJlyyae MHeHMsl INOKynaTessl OTHOCUTE/JbHO JAHHOU Mapkuh (GopMUpyeTcA B XOJe
NAacCMBHOTO YCBOeHHUsl. B pesysbraTe o6pasyeTcsi onpeaeséHHbIA THUN HNOKYNATeJbCKOrO
NOBEJieHUs], TMOCJe MOKYINKHA CTaJusl OLEHKH KyIJIEHHOTO TOBapa MOXET OTCYTCTBOBAaThb
(Bsakyana u ap., 2007).

[locko/sbKy y moOKymnaTesed OTCYyTCTBYeT CHJIbHAasi MPHUBEPKEHHOCTb KaKOH-JIMO0 MapkKe,
MapKeTOJIOTH [Js1 CTUMYJHUPOBaHUS CIPOCA HCHOJb3YIOT CHWXKEHHEe IeH U MeTO/bl
NpoJBIKEeHHUs ToBapa. [Ipy peksiaMUpOBaHUHY TOBAPOB, XapaKTEPU3YIOLUIUXCS HU3KOW CTENEHbIO
BOBJIEUEHMUS], CIelyeT AieaTh aKLeHT Ha HeCKOJIbKUX KJII0UeBbIX MOMeHTax. boJibiioe 3HaYeHue
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HMEIT BH3yaJibHble CHMBOJIBI M H300pa’KeHHs, MOCKOJIbKY OHH JIETKO 3allOMHHAIOTCA U
aCCOUMHUPYIOTCA ¢ ToproBod Mapkoi (PomaneHkoBa, 2015). PekysiamMHasi KaMmaHUs J0JhKHA
COZlepKaTh 4YacTO MOBTOPSIOUIHECH KOPOTKUe coobileHUs. TesieBU3MOHHASA peKaMa TaKUX
TOBapoB 3pPeKTHBHEE, YeM ITeyaTHasi, IOCKOJIbKY MepBasi 60Jibllle MOAXOAUT /il TACCUBHOTO
YCBOEHHUSI, TIOCPEACTBOM KOTOPOTO MOTpebuTes b GOPpMUPYeT CBOE OTHOLIEHHE K TOBapaM C
HU3KOH cTeneHblo BoBJiedeHHs (bect, 2013). MapkeToJOTM MOTYT IOBBICUTBH CTeleHb
BOBJIEUEHMS, XapaKTepHYW JJis JAaHHOrO TOBAapa, CBsI3aB 3TOT TOBAap CO 3HAYUMOHU [Jid
notpebutesnei ujeel. [IpaBaa gake B JiydllleM cjydae Takasg CTpaTeruss MoXKeT NOJHSThb
YpPOBEHb BOBJIEUeHHs MNOTpeOUTeNed C HHU3KOro [0 CpejgHero. Bbicokoro e ypoBHS
BOBJIEUEHHOCTH JIOCTHUYb MPAKTUUYECKU HeBO3MOxHO (Bsakyasn u np., 2007).

4. TlouckoBoe noBejieHUe. [loTpebUTEM POSABJSIOT MOUCKOBOE NMOKYyNaTe/lbCKOE MOBEeJIEHUE B
CUTyalluy, KOT/la HU3Kas CTelleHb BOBJIeYeHUsl NMOTpebUTeNed CONPOBOXKAAETCA OLyTUMBIMHU
Pas/IMuUAMU MeX/y pasHbIMU MapkKaMU ToBapa. B 3ToM ciiyyae noTpebuTes i 0OBIYHO JIETKO U
4acTO MEeHSIIOT MapkKu. [IpUyMHON CMeHbl MapKu fBJISIeTCSl MHOroo6pasuve BbIGOpa, a He
HeyJ0BJIeTBOPEHHOCTb. [lJisi TaKUX KaTeropuil TOBAapOB MapKETUHIOBble CTpaTeruu OyayT
PasHBIMU - AJ1 BeJyIUX MapoOK OJHH, [I/Is1 BTOPOCTENeHHbIX — Apyrue. Jlujep pboiHKa 0yneT
CTapaThCA NOOLIPATH IPUBbIYHOE NIOKYNAaTeJIbCKOE IOBeleHUE U CTPEMUTHCS K TOMY, YTOOBI ero
NpOAYKLHMS 3aHMMaJa Jydllde MecTa Ha NpUJaBKax MarasuHoOB, U 4YTOObI e€ Bcerja OblIO
noctratouyHo (PomaneHnkoBa, 2015). Kpome Toro, iujep A0/KeH UCIOIb30BaATh HATOMUHAIOIIYIO
pekJiaMy. A KOMNAaHUM, NpeTeHAyIOLlMe Ha JWAEPCTBO, CJefyeT IOOLPATb IOUCKOBOE
NOKyIlaTeJbCKOe NOBeJleHHe, IpejJarasd 6ojiee HU3KHE LieHbl, CUCTEMY CleLiMaJbHbIX CKUJOK,
KYIIOHbl U GecljlaTHble Npo6GHble MPOAYKTHL. Peksama Jo/mkHa yb6exjaTb MNOTpebuTesel
nonpo6oBaTb HeuTo HoBoe (BJsakyasn u ap., 2007).

5. UppauuoHanbHOe MOBejieHUWe. B OCHOBe JieXaT ICHUXOJIOTUYECKHE MeXaHHW3Mbl, JIMIIb
KOCBEHHO CBsI3aHHbIE C TPE3BbIM PACYETOM.

Cy1ecTBYIOT CJieAyIOIMe MeXaHU3Mbl UPPaLlMOHAIBHOTO NoBeleHus (A6pamoBa, 2018):

1. noapaxkaHue - MHorue ¢QopMbl MOBeJileHWs, B TOM UMCJe MNOTPeOUTEeNTbCKOTO,
BOCIIPOM3BOJAATCA JIOAbMHM 0€3 JIMIIHMUX pasMblllJIeHUA. B OCHOBe JIEXXUT MexaHW3M
noapaxaHus. 0cobeHHO BeJIMKa ero poJib B poliecce couraansanud. UHAUBUA B CTaHAAPTHBIX
CUTyaLUsIX BeJET cebsl TaK, Kak BeAyT OKpyxatuiue. [loTrpebuTeny, CTpeMsCh U3 JIEHHU UJIH U3
3/lpaBOr0 CMbIC/Ia 3KOHOMHUTD CBOU UHTeJIJIEKTYa/IbHble CUJIbl, UAYT N0 MYTH NOJAPaKaHHUS.

2. 3apakeHUe - NOTPeOUTeJH MOrYT NpPU ONpefieSIEHHBIX YCJOBUAX 3apaXkaThCsl YYKHUM
HaCcTpPOEHHEM, 3aUMCTBYS COOTBETCTBYOLIMe GOpMbI oBeJeHusA. Hepeko B rpynmnax pa3sHoro
THIIA BCTPEYaeTCs] MeXaHU3M B3aMMHOTrO 3apakeHHusl. B 3ToM ciyyae Bce y4aCTHUKHU T'PYIIIbI
3apaxaroT Apyr Apyra.

3. BHYLLIEHHE — METO/, CIIOCOGCTBYIOLIMN HEKPUTHUUECKOMY BOCIIPUATHIO BHEIIHel HH$OpMaLUH.
BHywmaTh cioco6eH TOT, KTO 06/1a/jaeT AJ1s1 JAHHOT0 MHAMBU/A WU FPYNIbI aBTOPUTETOM. YeM
Bblllle aBTOPUTET, TEM HEONIPOBEPKUMEE KAXKYTCS JOBObI BHYILIAIOILETO.

Atopel H. B. AnToHoBa u O. W. Ilatoma (2017) BbIJe/NSAIOT HECKOJbKO IMOCTYJIATOB
OTHOCHTEJIbHO [T0BE/IeHUS TOTPEOUTENEN:

® TIOBe/IeHHE MOTPEOUTEIS IeIeHaNpaBIeHHO;

® TMOTpPeOUTENbL UMeeT CBO60Iy BbIOOPA;

e TOBeJIeHHE OTPEBGUTEJIS TPECTABISIET COGO0I0 MPOILIECE;

e Ha MoBeJieHWe MOTPEOUTEISI MOXKHO BJIUSTh;

¢ MOTpPeGUTENST HEO6X0JUMO BOCIUTHIBATD.

06 3THX acreKTaX He06X0IMMO 3HATh He TOJIbKO aHAJIMTUKaM, 3aHUMAIOIMMCS UCCIe/JOBAaHUEM
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PBIHKA, HO ¥ BCEM CIelHaJnCTaM, BOBJIEYEHHBIM B POLECC MapKeTHHTa.

Bo BTOpo#il rsiaBe mNepBOM dYacTH paboThbl, aBTOP U3YYUT (AKTOPBI, BIMUAIOIIME HA
yZI0BJETBOPEHHOCTDh MNOTPEOUTEEN.

®akTOopHl, BIMAIINE HA MOBEAEHUE NOTPeoUTEe el

CorsiacHO TpeTbeMy NMYHKTY, MOBeJ/[eHUE TMOTPEOUTEIS SABJISETCS MPOLEeCcCOM, KOTOPBIA aBTOp
cxeMaTh4YecKd 0To6pa3ui Ha 1.1. pucyHke.

MapkeTuHrosble | lpyrve ctumynbl | «YEpHbIK AWKMK» nokynatena | Peakuun

CTUMYNbI nokynarens

*[pogyKT *JKoOHOMMUYecKne  JludyHocTHble [pouecc *Bbibop NpoayKTa

*LleHa *TexHONOrMYecKMe XapaKTepUCT MNPUHATUA *Bbibop 6peHaa

*[lpogBuxkeHune *[lonuTnyeckmne KK peweHuAa *Bbibop nposasua

*MecTo *KynbTypHbIE *Bbibop BpemeHun
NOKYMKKH

1.1. puc. Mogesnb npouecca noBeieHus norpedurteseit (Mcrounuk: baskyssn u ap., 2007)

Mogenb mnoBeJleHUs] NOKynaTeJged - 3TO MOJeJb peakLUU IMOKymnaTesJed Ha JelcTBUe
no6y/UTe/bHbIX CTUMYJIOB MapKeTHHra (Jlantesa u ap., 2018).

[loGyuTesnbHblEe CTUMYJIbI MapKETHHrA BKJ/IOYAIOT B cebs YeThbIpe 3JieEMeHTa: TOBap, IEeHY,
MEeTO/Ibl pacIpoCTpPaHEeHUs] W NPOABIKeHHUs. [Ipouyne CTUMyJIbI K TOKYNKe CJAararTcs U3
OCHOBHBIX (AKTOPOB M3 OKPYKEHUS IOKyIaTessd — 3KOHOMHUYECKOW, HAyYHO-TEXHUYECKOH,
MOJINTUYECKON W KyJbTYpPHOUW cpeabl. B co3HaHMU MOKymnaTesisi 3TH CTHUMYJibl BbI3bIBAKOT
MOKYyIaTeJbCKUE PEeaKIUKU: BLIOOP TOBApa, NPeANPHUATHS, BbIGOpD BpEMEHH U 06'beMa MOKYIKH.
Co3HaHMe KaXK/J0ro MoKynaTeJisi 06J1a/laeT onpezie/leHHbIMU 0COOEHHOCTSIMU. ITH 0COGEHHOCTH
- XapaKTEePUCTHUKU TMOKYyNaTeJsis, OKa3bIBAIOT OCHOBHOE BJIMSIHHE HA TO, KaK 4YeJOBEK
BOCIIPUHHMAET CTUMYJIbI K IOKYIIKe ¥ pearupyeT Ha HUX. To ecTh, «HépHBIM ANUKOM» Ha3bIBAIOT
3Tan 06pabOTKU CTHUMYJIOB MNOTpebuTesed. ITU CTUMYJibl BJAMSIOT M Ha 3Tambl MPOIEecc
NpUHATHSA pelieHus (cM. 1.2. puc.).

OCO3HAHUE NOUcCK
MPOBJIEMbl  EERED > NTHOOPMALIUA D > ATIbTEPHATUB PELUEHUA MOKYNKW

OLEHKA NPUHATUE OLEHKA

Oco3HaHue OueHka MpuHaTue
Mouck ueHHocTH OLieHKa NOKyNKu
HYXAbl anbTepHaTuB pelueHus
-  BHyTpeHHun Sy e -  Y[oBneTBOPEeHHOCTb
OLEeHKN = [pe kynuTb g
nowck - KOrHWTMBHbIN
& HaGop -  Korpa kynutb
- BHewHwuit nonck

[UCCOHaHC
anbTepHaTuBe

*  JlnyHoe
OKpY>XeHne

*  HesaBucumble
UCTOYHUKM

*  Peknama

1.2. puc. dTansl npolecca NPUHATHS pelieHHs 0 NOKyIKe noTpe6uTensamu (Mctounuk: baakyasn v ap.,
2007)
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Jdtan 1. Oco3HaHue mnpo6seMbl. Byaymuil nokynatesb 4YyBCTBYeT pPasHULY MeXJAy CBOUM
peasbHbIM U KeJlaeMbIM COCTOsIHMEM. Hyx/la MoxkeT GbITh BbI3BaHa BHYTPEHHHUMH, a HHOTJa U
BHEIIHUMU pasfpaxuTenssMyd. OObIYHbIE YeJOBeYECKHE HYK/Ibl — ['0JI0J, aX/la — BO3PACTAIOT
Jl0 TIOPOTOBOr0 yPOBHS U INpeBpallalOTCA B MOOYyxAeHHs. [Io ONbITy 4YesJlOBEK 3HAET, Kak
CNPaBUTBCSA C ITUM NOOYXKAEHHEM, M ero MOTUBAL U HAaNlPaBJ/IsSeTCs B CTOPOHY KJIacca 00'beKTOB,
CNOCOGHBIX Y/I0BJIETBOPUTh BO3HUKIIEe NOOYXAeHHe. Hy/1a MoXKeT ObITh BbI3BaHA BHEIIHUMU
pazapaxuTensamMu. Hanpumep, KeHIHMHA TPOXOAUT MUMO OYJIOUHOM, U BU/| CBEXKEUCTIEYEHHOTO
x7e6a Bo36YX/AaeT y Hee YyBCTBO ToJIO/la, WM ee MPUBOJUT B BocTopr 1y6a coceaku (becr,
2013).

Jtan II. Iouck nudopmanuu. [loTpedbuUTENb, y KOTOPOTO BO3HUKJIO MOOYK/JEeHHE MTPUOOPECTH
TOBap, MOXET 3aHATHCS MOUCKOM JONOJHUTENbHONH HHbopManuu. B moucke nHpopmanuu
NOoTpe6uTe/Nb MOXEeT OOpaTUThCA K JIMYHBIM MCTOYHHMKAM (ceMbs, Jpy3bs, 3HAKOMBIE).
HWcnosb3yloTcss KOMMepueckde MCTOYHMKM (pek/jiaMa, NpojaBlbl, BbICTaBKH). UHbopManuio
npeajiaraloT CpeACTBA MaccoBod HWHPOpPMAIMM, OpraHU3alud. BaKHbI HCTOYHHUKH
3MIUPHUYECKOTO omnblTa (ocsi3aHUe, U3yYeHUe, HCIOJb30BaHUe ToBapa). CaMbIMU
3¢0PeKTUBHBIMU ABJAIOTCA JIMYHble HCTOYHUKU. KoMMepueckue MCTOYHUKH OOBIYHO
MHQOPMHUPYIOT, JIMYHblE - Y3aKOHUBAIOT MHOpMaLMI0 U JalT el oneHKy. KommekT
OCBE/IOMJIEHHOCTU NOTpPeOUTEs1 COCTABJSIOT 3HAaKOMble MapKu ToBapa. HoBass nH$opmanus
pacLIMpUT paMKH 3TOI0 KOMIIJIEKTA U IOMOXET OTCeSITh HEKOTOpble TOBAapHble MapKU U3 YUC/a
paccMaTprBaeMblX. KoMnieKT Bbi6Opa MOTpeOUTess COCTABJSIOT HECKOJBbKO MapoK TOBapa,
KOTOpble OTBEYalT IOKYNaTeJbCKUM KPUTEPHUSM, OCTAIOLIMXCA IOCje MpeJBapUuTeJlbHOTO
oT60pa. U3 3TOro KOoMIJIeKTa U OYJeT cleslaH OKOH4YaTelbHbIN BbI60p (AHTOHOBa & IlaTolia,
2017). llpepnpusiThe JOHKHO pa3paboTaTh TAKOM KOMILJIEKC MapKeTHHIa, KOTOPbIA BBOJ W Obl
ero TOBap U B KOMILJIEKT OCBEJIOMJIEHHOCTH, U B KOMILJIEKT BbI60opa noTpebuTess. UCTOUYHUKHU
MHbOpMaLUKM, KOTOPbIMU MOJIb3YIOTC NOTPeOGUTENH, HY:KHO BBISBJISTL WU ONpedessiTb HX
neHHocTb (Baakyasn u gp., 2007).

Jdran III. Ouenka BapuaHTOB. OLeHKa pas/IMYHBIX BAapHUAHTOB, COCTABJAIIIUX KOMILJIEKT
BbIOOpA, ABJIAETCS OCHOBOH /ISl IPUHATHUS pelleHUs 0 NoKyIlike. [loTpebrTesb paccMaTpUBaeT
JII060M JJaHHBIN TOBap Kak onpe/ieieHHbIN Habop cBoicTB. Hanpumep, As1s1 ryGHOM OMa/ibl 3TO
LIBET, BU/J|, YIIAKOBKH, XKUPHOCTb, IPECTUKHOCTh, BKYC M apOMarT, a /sl IIUHb] — 6e30MacHOCTb,
JLOJICOBEYHOCTb IPOTEKTOPA, IJIaBHOCTb X0/ja aBTOMOOMJIA. DTU CBOWCTBA OOBIYHO UHTEPECYIOT
BCeX, HO pa3Hble NOTPeOUTENHN CUUTAIOT aKTYaJbHbIMU [JIs1 cebs pasHble cBoMcTBa. YesioBek
obpaiaeT 6oJiblile BCEro BHUMAaHUSI Ha CBOMCTBA, KOTOpble MMEHT OTHOLIEHHE K €ro
noTpeOGHOCTH. XapaKTEePHBIMU SIBJSIIOTCS T€ CBOMCTBA, YTO B MEPBYIO O4Yepe/ib MPUXOASAT HA YM
NOTpPeOUTe IO, KOTZla ero MpocAT MoAyMaTh O KadyecTBaxX ToBapa. He ciefyeT cuutaTeh, YTO OHU
006513aTeJIbHO U SABJISIOTCS CAaMbIMU BaXKHbIMU (Buakyasun u ap., 2007).

O6pa3 Mapkud - 3TO Habop y6exJeHUH O KOHKpPeTHOM ¢upMeHHOM ToBape. [loTpebuTesb
CKJIOHEH C03/1aBaTh cebe HAbOop YOeKJeHHU I 0 MapKaxX TOBAPOB, KOTr/la KaXK/|as OT/eJIbHAsi MapKa
XapaKTepu3yeTcsl CTeNeHbI0 NPUCYTCTBUS B HeH KaXKJ0ro OT/e/IbHOTO CBOMCTBA. YOex/jeHus
HOTpPeOUTESI MOTYT K0JIe6aThCsl OT 3HAHUS MOJJIMHHBIX CBOMCTB M0 COGCTBEHHOMY OTIBITY /10
3HAHWH, SABJSAOLMXCA Pe3yJbTaTOM HW30UPATEJbHOTO BOCIPUSTHUS M HCKaXKEHUS,
nsbuparesbHoro 3anomMmuHanus (baskyasn u ap., 2007).

Jtamn IV. Pemenue o nokynke. 3To pellieHHe IPUHUMAETCS Ha OCHOBE PaHKUPOBaHUSA 06'bEKTOB
B KOMILJIEKTe BbIOOpa NOTpebuTess M OTO6Opa Haubosiee NpPUEMJIEMOro BapuaHTa. Y
noTpebuTesnssi opMUpPyeTCsT HAMEPEHHE COBEPIIUThL MOKYIKY HanboJiee MpeJnoYTUTENbHOr0
o6bekTa. Ha peiieHre noTpebrTesisg MOTYT OBJIUATD ellle JBa GakTopa. Bo-nepBhIX, OTHOLIEHUA
Apyrux jgwogei. CTeneHb U3MeHEHUs 3aBUCUT OT UHTEHCHUBHOCTU OTHOLUEHUS JPYroro JuLa K
npeAnoYTUTETbHOMY BAPUAHTY IOTPEOUTEISI KM TOTOBHOCTH OTPEOUTEISI MPUHSTD MOXKEJTaHHUS
JApyroro nauna. Bo-BTOpbIX, HaMepeHHe COBEPIIUTbL IOKYIKY OKa3blBaeTCAd TaKxXe IOJ,
BO3/leliCTBMEM HelpelBHJeHHbIX GpakTopoB. HanpuMep, Kpaxka KollesJbKa MOKeT 3aCTaBUThb
0TKa3aTbcs oT nokynku (baskyasan u ap., 2007).
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dran V. Peakuusa Ha nokynky. KynuB ToBap, NOTpe6GUTe/Nb MOXeT MCIbITbIBATH
YA0BJIETBOPEHHOCTb HWJIM HEYAOBJETBOPEHHOCTb INOKYNKOU. CTeneHb Y[ OBJIETBOPEHHOCTH
NOKYIIKOM  ollpefesisieTCsl  COOTHOLIEHHWEM  MeXJy OXHUAAHUSAMMU  TNOTpebuTesss U
BOCIIPUHMMaeMbIMU CBOMCTBAaMU ToBapa. Ec/ii ToBap COOTBETCTBYET 0XKHIaHHUSM, IOTPEOUTEb
YAOBJIETBOPEH, €CJM INpeBblllaeT KX, TO NOTPeOUTeJb BecbMa Y/OBJETBOPEH, €C/IU He
COOTBETCTBYET UM, TO IOTPEOUTE/b HeYJ0BIETBOPEH. Y J0BJIETBOPEHHOCTb TOBAPOM OTPA3UTCA
Ha NocjieflylolleM NoBeJeHUU NoTpebuTens. B ciyyae y0BlIeTBOPEHUS] OH, BEPOSITHO, KYIUT
TOBAap U B CJeAyWIUMH pas. YLOBJAeTBOPEHHbIH NOTpPebUTeNb CKJIOHEH JeJUTbCs
6/1aronpUATHBIMU OT3bIBAMU O TOBApe C APYrUMH J10A4bMU. Hesl0Bo/IbHBIE TOTPEOUTEIN MOTYT
nepectaTb NpuUOOpeTaTh AAHHBIM TOBap B Oy/ylleM, BbICKa3aThb CBOe HebJIaronpusiTHOE
BIleYaTJ/IeHUe O HEM IpY3bsIM U 3HAKOMbIM, 00paTUThCA B cy /. Ec/iv noTpebuTe b NPUCIOCOOUT
TOBAp /JIJIF UCII0JIb30BAHUsA B KAKUX-TO HOBBIX LieJISIX, TO IPOJaBLa 3TO J0/KHO 3aMHTEpeCcoBaTh,
IIOCKOJIbKY JJaHHOe O0OCTOATEeJIbCTBO MOXHO O0ObIrpaTb B pekJaMe. Eciu norpe6uTesb
OTKJIaJlblBaeT TOBap MpO 3amac, MOYTH He MOJb3yeTCs UM WM U30aBJsieTCsl OT HEro, 3TO
O3HayaeT, YTO TOBap He OYeHb ycTpauBaeT ero. UHTepecHO U To, Kak NOTpebUTe b U36aBUTCA
oT ToBapa. Ecsiv oH npojacT ero uiv 06MeHsIeT, TO 3TO CHU3UT 00'beM NpoJaxk ToBapa (bsakyasin
u ap., 2007).

[loTpebuTesIM MPUHUMAKT CBOM pellleHHWs He B BakyyMe. Ha coBepliaeMble UMU MOKYIKH
00JIbIlIOe BJMSIHHE OKa3bIBAalOT (AKTOPbI KYJbTYPHOrO, COLMAJIBHOTO, JIMYHOTO U
MICUXO0JIOTUYECKOTO0 MOpsiKa. B 60JbIIMHCTBE CBOEM 3TO PaKTOPHI, He MOAAA0IIHNeCS KOHTPOJIIO
CO CTOPOHBI JlesdTeiel pbIHKA.

CaMoe 6oJibllloe U TJIyOOKOe BJIMSIHUE Ha IOBeJleHHe NOTpebUTessi 0Ka3blBalOT (aKTOphl
KyJIbTYPHOTO YPOBHs. Ky/bTypa — OCHOBHasi MepBONMPUYMHA, ONpPeesolas NOTPEOHOCTH U
noBeJleHUe 4YesoBeKa. PebGeHOK ycBauBaeT 06a30Bblil HabOp LIEHHOCTEHW, BOCHPUATUH,
NpeANoYTEHUH, MaHep U MOCTYNKOB, XapaKTEPHbIX [JI1 €r0 CEMbH U OCHOBHBIX UHCTHUTYTOB
ob6mectBa. Tak, pebGeHOK, pacTyllMd B AMepuKe, 3HAKOMHUTCS WM CTaJKUBAaeTCA CO
CAeAyIIUMHA I[I€eHHOCTHBIMM MpeJCTAaBJEHUSIMU: CBepllleHHe U ycleX, aKTUBHOCTD,
paboTOCMOCOGHOCTL UM MPAKTUYHOCTh, [IBMXKEHHE BIlepe], MaTepUalbHbIM KOMOOpPT,
MHAUBUAYAIU3M, CBO60/A, BHEIIHUNA KOMQOPT.

[TouTn B KaXZOM O0OILEeCTBE CYLIECTBYIOT pa3/IMyHble O0OILeCTBEHHblE KJACChl, KOTOpbIe
ONpelesISIIOTCS CJeJyIoIMM 06pa3oM: 00OLieCTBEHHbIEe KJIACChl — CPABHUTENbHO CTAabUJ/IbHbIE
rpynnbel B paMKax o0OILecTBa, pacrnoJiaralmuiyecss B HepapxUyeckoM TMOpsiike U
XapaKTepusyrumurecd HaJIMYUeM Y UX YJIE€HOB CXO0XHX HEHHOCTHBIX HpEACTaBHeHHﬁ, HHTEpEeCOB
u noBegeHus (Kasiria u ap., 2017). OO6umecTBeHHbIM KJlaccaM MPUCYILe HECKOJIbKO
XapaKTEePUCTHUK:

1. JINLa, IPpUHaAJ/JIeXalue K O4AHOMY U TOMY e KJIaCCy, CKIOHHbI BE€CTHU ce0sI MOYTHU OJHNHAKOBO,

2. B 3aBHCUMOCTH OT NMPHUHAJJIEKHOCTH K TOMY WJU WHOMY KJAcCy JIIOJM 3aHUMAlOT 6GoJiee
BBICOKOE WJIK H60Jiee HU3KOE MO0JI0KEHHE B OOILECTBE;

3. 06111eCTBEHHBIN KJ1aCC ONPeesisieTCs HE Ha OCHOBE KaKOM-TO O/JHOU IepeMeHHOMH, a Ha OCHOBE
3aHATHH, J0X0J0B, OOTaTCTBa, 06pa30BaHUsA, I[eHHOCTHOW OpHEHTAI[Md U TOMY IOJ00HBIX
XapaKTepPUCTUK NPUHAAJEXKalIMX K HEMY JIUI];

4. VHAUBU/BI MOTYT NepPeXOJUTh B 60Jiee BBICOKUM KJIACC WM OMYCKAaThCsA B OZJUH U3 HUKHUX
KJ1accoB. /i 06IIeCTBEHHBIX KJIACCOB XapaKTePHbI SIBHbIE NMPEAIOUTEHUS TOBAPOB U MapoK B
oJieK/le, X03IMCTBEHHbBIX MPUHA/IJIEXKHOCTSX, TPOBEJEHUU JI0CYTa, aBTOMOOUJIAX (AHTOHOBA &
[TaToma, 2017).

Tak ke Ha BbIGOpP MOKyMaTeJsisi OKa3blBaeT BJIMSHUE €ro OJiKailllee OKpYXKeHHe: Jpy3bs,
KOJLJIErd 1o paboTe, 4ieHbl ceMbH. [IpU MOKYNKH KaKOro-TO NMPOJAYKTA, OCOGEHHO ec/u 3Ta
MIOKYIIKa COBepPLIAeTCs PeiKo JJMOO0 NMepBbli pa3, YeJ0BeK MOMbITAETCSA Y3HATD O LieHe, KaueCTBe
TOBapa, MecTe ero NpoAaKH U HauboJiee MPOCTO 3TO CAeaTh — CIPOCUTDb ¥ OKPYXKAIOIIHUX ero
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JIIoJleH, 6oJiblllee BJMSHME OKa3blBalOT €CTECTBEHHO Te, KOTOpbIE MOJIb3YIOTCH yBaXKEHUEM B
KOHKpeTHOM rpynne Jiofed. KpoMe Toro, y uesoBeka CKJIaJblBaeTCs OINpeseseHHoe
IOJIOXKUTENbHOE WJIM OTPULATEJ]bHOE MHEHHE O TOM HWJM HHOM ToBape WM ¢upme 1o
YCJABIIIAHHOMY OT JIPYTHX, KOTOpOe B 6y 1y1ieM, BO3MOXHO, TOBJUsieT Ha ero Boibop (bect, 2013).

Ha nokymaresiss Tak e BJIMSIOT JHUYHOCTHble (QAKTOpbI: POJi 3aHATHH, 3KOHOMHYECKOE
NoJI0XKeHHe, 006pa3 KWU3HU U T.JA. [Ipu omnpejesieHHOM poJe 3aHATHU y 4YesloBeKa MOXKET
BO3HUKHYTb KeJIAHWEe 3aHUMAaThCs KaKHM-TO ellle JIeJIOM, COBEPIIEHHO He CBS3aHHBLIM C €ero
MOBCEJIHEBHBIMM JIeJIAMU WJIK HAOOOPOT, JIOTOHSIOIIUM ero 3aHdaTus. [Ipumep: yBJiedeHUe
KaKUM-JIM60 X066U (pbIOHAs JIOBJIS, YTEHHE JIeTEKTHBOB) IOMOTaEeT Y€JIOBEKY PacC/JabUThCs, HO
3TO NPUBOJUT K NOKYIKE HEOOXOJUMBbIX €My TP 3TOM TOBAapOB (yA04Ka, KHUTH).

PeBy.IIbTaTbI Hcc/ieJOBaAaHUA

JAunHamMuKa Pa3BUTHUA TEeKCTHUJIbHOM MNPOMBIIIJICHHOCTH B Y36ekucraHe

TekcTuibHasA U MIBEHHO-TPUKOTAXKHAsI NPOMBILIJIEHHOCTh Y36eKUCTaHa SIBJISETCS OAHOW U3
BeJyIUX U JUMHAMUYHO pa3BUBAKILUX oTpacjed. OHa UrpaeT CyLIeCTBEHHYIO POJIb B PelIeHUH
rOCyJJapCTBEHHBIX 33/4a4 W OTBeYaeT >KU3HEHHO BaXXHbIM HHTepecaM MHOTUX PErvoHOB.
CofeiicTByeT rapMOHUYHOMY pPa3BUTHUIO PETMOHOB, 00eCleYeHHUI0 3aHSTOCTU HaceJieHUs U
yJIy4dlIEeHUI0 ero 6J1aroCoCTOsIHUS, OKa3blBaeT MOMOIb B CTAHOBJEHUN U Pa3BUTHUS MaJoro U
yacTHOro 61M3Heca. BaxkHel1INM HanpaB/ieHUEM HAllMX BHYyTPEHHUX pe3epBOB U BO3MOXKHOCTEMN
CTaJIo0 03TAlHOE yBeJMYeHUe TJyOUHbI epepaboTKH OTeYeCTBEHHbIX ChIpbEBbIX PECYPCOB, a
TaKKe pacuiMpeHHe 00beMOB W HOMEHKJ/IATypbl MPOU3BOACTBA MNPOAYKLHHW C BBICOKOU
06aBIeHHOH cTOUMOCThIO (TeKcTUIbHAs TPOMBILIJIEHHOCTD, 2019).

3a npouenmre 27 JieT OTpac/ib CTajJa OLHUM U3 JIUAEPOB U B NPHUBJIEYEHUHU WHOCTPAHHBIX
MHBECTUIUH, U B 06JIaCTU 3KCIIOPTA NPOAYKIIUU C BICOKOH 106aBJIEHHON CTOUMOCThI0. CeroiHsA
MHJYCTPUA NpejcTaBjeHa LHMPOKUM 3KCMOPTHBIM aCCOPTUMEHTOM — OT MPSKU [0 FOTOBBIX
IIBEMHBIX U TPUKOTAKHBIX M3Jenuil. ExxerogHblil pocT 06b€MOB NMPOU3BOJCTBA OTpACIU 3a
nocjeJHue roJibl cocTaBuJ npuMepHo 18%, a axcnoprta - 10% (TekcTu/abHAasA MIPOMBILLJIEHHOCTD,
2019).

[To cocrosauuo Ha 1 dguBapa 2019 roza B cucreMe Accouuayuvu «Y3TEKCTHUJIBIIPOM»
¢yHKHOHUpoBasio 1512 mnpoMbllJIEHHBIX NOPeAnpUsATHH, W3 HUX 369 mnpeanpusTus
TEKCTUJIBHOU oTpacau U 1143 npeAnpuaTHUN IIBEHHO-TPUKOTAXXHOM oTpaciau. B Tom 4ucie 29
KPYIIHBIX NpeanpuaTui, 1 483 npeanpusaTUNl OTHECEHHBIX K KaTeTOPUU CyO'beKTOB MaJioro U
yacTHOro 6usHeca. [IpeanpusaTrs Acconyanuy TakyKe IpOM3BOAAT U ApyTrye U3ie/us LHMPOKOU
HOMEHKJ/IATypbl U aCCOPTUMEHTA crielupudeckoro npodusis, B TOM YUC/Ie TPOU3BOAAT TOBAPHI
MEeJAUIMHCKOr0 Ha3Ha4YeHWsl, HETKaHble MaTepHuasbl, YAOBJIETBOPsili NOTPeOHOCTh B BaTHOU
NpPOAYKLHY, ClleHaJlbHON pabdoyed oJexJe, MaXpOBbIX H3Je/HsX, a Takke 00eCleduBaloT
pas3paboTKy W BHeJpeHHe B MPOU3BOACTBO MNPOJYKLUM HOBOIO IIOKOJIEHUS - HOBBIX
MHHOBAIIMOHHBIX NPOoAyKTOB (TeKcTU/IbHAsI MPOMBILLJIEHHOCTD, 2019).

Hau6oabmui MpUpocCT I£[0661B.)'I€HHOIL/'I CTOMMOCTH B Lelo4YKe IIPOHW3BOACTBA TEeKCTHUJIbHOH
OTpacC/Iv U3 XJIOIIKa UMeeTCA B cc])epe [MOMKHBA rOTOBbIX TPUKOTAXHbIX U HIBEeHHBIX 1/13,qem/1171.

B cBeTe BbINOJIHEHUS [OCTABJEHHBbIX 33/ja4, aKLHOHEpPHble OOIIecTBA W MNpPeANpUSTUSA
Acconyanuu B 2018 rozy obecneynii Ipou3BOACTBO TOBAPOB HAPOJAHOTO NOTpebieHus Ha 7.5
TPJIH. CyM, TEMII pOCTa K COOTBETCTBYIOLLEMY [IepUOAY NPOLLIOro roga cocrabui 128.6%, o6bem
MPOU3BO/ICTBA MPOMBILLJIEHHON NPOAYKIUU cocTaBu 13.2 TpJH. cyM ¢ TeMnoM pocta 116.5%
(TexcTuabHAsA MPOMBILLIEHHOCTD, 2019).

OCHOBHOHM aklLeHT OblJ HalpaBJieH Ha yBeJMYeHUe MPOU3BOACTBA TOTOBOM HPOAYKLHU C
BBICOKOUW MPUOABOUYHOM CTOMMOCTHIO, yAeNbHbIN Bec KoTopoil B 2018 roay npeBbicua 57% B
0611eM 006beMe MPOMBIIIJIEHHOTO NMPOU3BOACTBa, NpoTUB 52% B 2017 roay (TekcTuiabHas
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IPOMBILIIEHHOCTBD, 2019).

Buzbl NpoAyKUMHU TEKCTUJIBbHOM M LIBEMHO-TPUKOTAXKHOM NPOMBIIIJIEHHOCTH Y36eKUCTaHa U
00bEM eé NpOU3BO/CTBA aBTOP 0TOOpa3u/I Ha pucyHke 2.1.

705 MbIC.TNOHH

1,2 Mapod.Ke.M.

141 mulCc.mMOH

680 mam.uum

132 maH.nap

2.1. puc. Buzibl 1 06'b€M NPOU3BOJCTBA NPOAYKIIMM TEKCTUIBHOMN U IBEHHO-TPUKOTAXKHOM
HPOMBILJIEHHOCTH Y36ekrcTaHa (McTounnk: TekcTHUIbHAsA MPOMBIIIEHHOCTH, 2019)

Hcxons M3 BaxKHOTr0 3HaYeHUs TEKCTUJIBHOM OTPAC/IX AJ11 93KOHOMUYECKOI'0 Pa3BUTUSA CTPAHBI, B
Y36ekucrane peasusyercsa [IporpaMma Mep Mo JajibHEWUIIEMY Pa3BUTHI0O TEKCTHUJIBHOU M
IIBEHHO-TPUKOTAXKHOU npoMbilieHHOCTH Ha 2017-2025 rogel. CorsacHo [Iporpamme, k 2022
ro/ly BbINYCK XJI0MYAaTOOYMaXKHOM NPSXKU MJIaHUPYeTCs YBEJUYUTD B 2.5 pa3a, FOTOBbIX TKaHeH
- B 2.8 pasa, neJKOBbIX TKaHeN — B 2.7 pa3a, HeTKaHbIX MaTepuaJsoB — B 1.5 pa3a, TpPUKOTaXKHOTO
noJioTHa — B 2.7 pasa. [lnaHupyeTca yBesiMdeHHe BBINYCKa LIBEMHBIX U3AeaUH B 3.2 pasa,
TPUKOTAKHBIX U3Jejui B 2.1 pasa, Npou3BOJCTBO LiesKa-cbipya B 2.1 pasa. Eciu o6bem
npousBoacTBa TKaHed B 2011 roay coctaBusa 85.63 MJIH. KB. METPOB, TO COTJIACHO MPOTHO3Y
3KCNEPTOB ATeHTCTBA [0 NpPHUBJEYEHUI0O HHOCTPAHHbIX HWHBeCTMLUNH B 2022 rojy 3TOT
noKasaTeJib IpeBbICUT 459.2 MJIH. KB. METPOB, 06eclieunB pocT 06'beMa NPOU3BOACTBA B 5.4 pasa.

[Ipu stoM 300 TEKCTUIBHBIX KOMIIAaHUHM CO3/aHO C y4aCTHEM HHOCTPAaHHBIX WHBECTOPOB, W3
Takux cTpaH, kak Kurtaii, l0xxnaa Kopes, Poccus, Uuausa, Cunranyp, 'epmanus, llBelinapus u

Apyrue.
Bb160p noTpe6uTeell 6pIHAOB OA€XKAbI B Y36eKHUCTaHe

Bo BTOpoOil rsiaBe paboTbl aBTOpP M3Y4YUT (PaKTOpbl, BAMsAWOLIME HA BbIOOP pecHOHAEHTaMH
OpaH/0B OKyNaeMo# oJiex/ibl B Y36ekucTaHe. /l/is1 3TOro aBTop NpoBE&J aHKETHPOBaHUe.

AHkeTa (npusoxkeHue 1) 6b11a pazpaboTaHa B ekabpe 2019 roja, a onpoc pecrioHIeHTOB aBTOP
npoBén 20-25 sguBaps 2020 roxa. 'eHepaslbHOH COBOKYIHOCTBIO HCCJIEIOBAHUS JOJHKHBI
SIBJISITHCS BCE XKUTEJH Y36eKUCTaHa, HO aBTOP U3-3a OTPaHUYEHUH BO BpeMeHH U GUHAHCAX CMOT
ONPOCUTH TOJILKO 3HAKOMBIX U Aipy3ei B TalllkeHTe, pa30cjaB UM CChLJIKY HA 3JIEKTPOHHBIN
onpoc. Bcero ankety 3anosinusu 83 pecionieHTa. 3 Hux 56% >XKeHIMH U COOTBEeTCTBeHHO 44%
MykuuH. CpegHuil Bo3pacT pecnoHJeHToB 24 roaa. Cpeaud omnpouieHHbIx 98% >XUBET B
TawwkeHTe.

[lepBbiii Bompoc «Ob6pawaeme AU 8bl BHUMAHUE HA OP3HO nokynaemou 00exdbl?» aBTOP
CrenuasibHO CHOPMYJIMPOBaJl €ro TaK, YTOObl OH OBbLI He CJO0XKHBIM M PECIOHJ[eHTaM He
3axX0TeJ0Ch O6bI KUHYTh 3all0JIHEHHE aHKeThl cpa3dy ke. Ha aToT Bompoc 81% pecrnoHAeHTOB
OTBETHJIY MOJIOXKUTEJIbHO. BTOpO# BoIpoc Toxe GbLI He CI0KHBIM. C ero MOMOIIbI0 aBTOP XOTeJ
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y3HaTh, KaK 4aCTO PeCIOH/IeHThI TOKYyNaloT o/exy. PacnpesiesieHre 0TBETOB Ipe/iCTaBJIEHO Ha
pucyHke 2.2.

2% 3%

B Kaxaylo Hegento
B nBa pasa B mecAy,
M pas B mecay,

B pas B HECKO/IbKO

mecaues

M passnoaroga

= npumepHo passrog

2.2. puc. PacnipeziesieHre OTBETOB PECIIOH/IEHTOB O YaCTOTE NMOKYNKHU ofex bl n=83 (McTouyHuK:
0600611leHre aBTOPA)

Cnenytomuii Bonpoc «OyeHume cmeneHb 8aXCHOCMU XApaKmepucmuk, 8/Ausiloujux Ha eaul 8sl60p
6paHda odexcdbl» aBTOpP NMPEeAYCMOTPES B aHKETe JJIs1 BbisBJeHHS (AKTOPOB, BAMUSIOIMX HA
BbIGOp. CpeiHYE OLleHKH BaXKHOCTHU 0TOOpakeHbl Ha 2.3. pucyHke. CoBpeMeHHbIH u3aiH (x=9.3)
Y U3BECTHOCTb O6paH/a (x=8.1) ABJIAIOTCA CaMbIMU BaXKHbIMU XapaKTePUCTUKAMH, BJIUSIOIIUMHU
Ha BbIOOP OAEXK/bI.

6annbl
10 9.3
9 - 7.8 8.1
8 - * 74 73
7 6.6
6 -
5 - 4.1
4 3.2
3 - 2.2
2 -
1 | .
0 I T T T T T T T T
2 2 > FRY © & e 2 &
Q@z? 'a“& 0?'% \‘:a?"N s,:@g\ , & Q'b& Q;&ﬁ &'f
© R ~ S » & & o S
<0 <0 A * 5 S & N &
& &~ W & N © N 0 &
5 & R X R S N R
RN & ¥ 48 o+ e o &
NS S 2 & N o &
S R & & Na 43?‘ &
K < eF & N &
L B N o~
3 K &

2.3. puc. CpesiHss OLlEHKA PECIIOH/IEHTOB BXKHOCTH XapaKTEPUCTHUK, BIUSIOIINX Ha Balll BEIGOD OJEXKADI,
n=83 (McTtouyHuK: 06061eHHe aBTOpPA)
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HavMeHee BaXHBIMHM XapaKTEPUCTUKAMH SBJSIOTCS MECTHOE MPOU3BOACTBO (x=2.2),
BO3MOXKHOCTb 3aKa3aTh OJEXAY OHJIAMH (x=3.2), a TaK)Ke NPUATHOE 00CIyKMBaHHE B MarasvHe
(x=4.1).

[Ipy momoiu 4eTBEPTOro BOIpoca aBTOP XOTeJ y3HATh, KTO U3 OKPY>KEHHUS! PeCHOH/IEHTOB
dopMupyoT ux BeI60p ofex/Abl. CpejHUE OLleHKH peCTaBJIeHb] Ha 2.4. pUCYHKe.

6annbi
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2.4. puc. CpenHss OLleHKA PeCIOHAEHTOB GaKTOpOB, GOPMHUPYIOIUX BbI6GOD ofexabl, =83 (UcTOYHUK:
060611eHre aBTOpPA)

Haubosiee BAUAIOILUM OKpYKEHHEM OKa3aJuCb NapTHEpPbl (My:/>KeHa/mapeHb/AeBYyIIKa)
(x=8.9) pecnonzieHTOB M 6GJiorepbl B coucetu Instagram (x=8.8). HaumeHee BAUAKOIIUMU
OKaszaJiich poauTenu (x=5.1) u kosuteru (x=4.3).

[laTeiit «OyeHume, nosxcaayticma, 8axcHOCMb npemudabHocmu 6paHAa nokynaemot odexcowvl» 1
mwecTtol «OyeHume, HACKO/IbKO 8bl 8 CpeOHEM OyeHusdeme npeMuaabHOCMb c8oe2o 2apdepoba»
aBTOp pa3paboTasl C Le/bl0 CPABHUTB CpPeJIHUE OLleHKH O0TBeTOB. TakuM 06pasoMm, B cpefiHEM
peCcrnoH/IeHTbl BaXXKHOCTb MPEMHUAJbHOCTH Op3H/AA OLleHWIM Ha 7.8. B cBOl0 ouepesb cpeiHss
olleHKa rapziepo6a paBHsieTcs 3.6. To ecTb, pa3HULA MeX/Y JAeHCTBUTENbHOCTBIO U XKeJJaHUEM
paBHsieTcs 4.2. 6asaM. JTO TakKKe MOATBEPXKJAaeTCs OTBETAMU Ha BOINPOC O MaTepHaJbHOM
obecreyeHUHU.

BoJIbIIMHCTBO pecoHIEHTOB OTBeTUIH (58%), YTO MX /10X0/1a OCTATOYHO /IJisl IPUOOpETEHUA
HEO6XOﬂI/IMbIX NPOAYKTOB INUTAHUA U OAEX/bl, HO Ha 6oJiee KPYIIHbIEe IMOKYIKHW NPHUXOAWUTCA
OTKJIaZbIBATh (CM. 2.5. puc.).
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2% B peHer xBaTaeT TO/IbKO Ha NpuobpeTeHne
NPOAYKTOB NUTaHMUA

B feHer AOCTaTOYHO A/1A NpUobpeTeHus
HEeoHX0aMMbIX NMPOAYKTOB NUTAHUA U OAEKAbI,
HO Ha 6o/s1ee KpynHble MOKYNKW NPUXoAnTCA

OTKNaAgblBaTb
NOKynKa 60NblWMHCTBA TOBAPOB A/IMTENBHOTO

Nonb30BaHUA (XOI0AUNbHUK, TENEBU30P) He
BbI3blBaeT TPYAHOCTEN, OAHAKO KYNUTb

aBTOMObOWU/Ib MM KBa PTUPY Mbl HE MOXXEM
u AeHer XBaTaeT Ha TOo, YTObbI HY B Yem cebe He

OTKa3biBaTb

2.5. puc. PacnipesiesieHre peClioH/IeHTOB 10 YPOBHIO MaTepHUaIbHOU o6ecredeHHOCTH, n=83 (McToyHUK:

000611eHNEe aBTOPA)

Y 14% pecnoHIeHTOB JileHer XxBaTaeT TOJIbKO Ha NpUo6GpeTeHUe MPOAYKTOB NUTAHUS U TOJIBKO
y 2% pecrnoHAeHTOB eCTb BO3MOXHOCTb IPHOGpeTaTh 0JeX Ay IpeMUalIbHbIX OP3H/0B.

PekoMeHaUH 110 BO3MOXKHOMY MCIOJb30BaHUIO JJAHHBIX UCCJIE/J0BAHUS aBTOP
NpeaoCTaBJISET B CIeIyI0Ler YacTH 3TON paboThL

BoiBObI

OcHOBBIBasICh Ha pe3yabTaTax UccjieJoBaHUs, ABTOP l'IpI/II.LIéJI K e Ay OlUM BbIBOJaM:

1.

ExxeroHbIH pPOCT 00'bEMOB MNPOU3BOACTBA TEKCTUJIBHONW M IIBEHHO-TPHUKOTAXKHOU
oTpacsu 3a 2017-2019 roze! coctaBus npuMepHo 18%, a akcniopta - 10%.

[IpeanpusTys accounanuu «Y3tekcTuabnpom» B 2018 roay obecneynyav npou3BoACTBO
TOBApOB HApOJHOTr0 NOTpPebJeHNs Ha 7.5 TPJIH. CyM, TEMII pOCTa K COOTBETCTBYIOLLEMY
nepuozy npouuioro roga coctaBusa 128.6%, o6beM NpPOU3BOJCTBA NPOMBIIIJIIEHHOU
NPOAYKLMH cocTaBu 13.2 TpJH. cyM ¢ TeMnoM pocTta 116.5%

Okos10 300 TeKCTU/IbHBIX KOMIAHUH B Y36€KUCTaHe CO3/1aHO C yYacTHeM UHOCTPAaHHBIX
WHBECTOPOB, U3 Takux cTpaH, kak Kuraili, HOxHasa Kopes, Poccusi, Unausa, Cunranyp,
'epmaHus, llIBelinapus u apyrue.

CoBpeMeHHBIN Au3alH (x=9.3) U u3BeCTHOCTb OpaHAa (x=8.1) ABJATCA caMbIMU
BaKHBIMU XapaKTepPUCTHKaMHM, BJIMSIOLMMH Ha BBbIOOP OJAEX/Abl PECHOHJEHTOB.
HavMeHee Ba)KHBIMM XapaKTePUCTHUKAMHU SIBJSIOTCS MeCTHOe NMPOU3BOJCTBO (x=2.2),
BO3MOXXHOCTb 3aKa3aTb OJleX/Jy OHJAWH (Xx=3.2), a TakKe NPUATHOE OOCIyKHBAHUE B
MarasuHe (x=4.1).

Haubosiee BIHSAIOIIMM OKpY:KEHHEM OKa3a/JMCh NMapTHEPBI (x=8.9) pecnoHAEHTOB U
6siorepnl B couceTH Instagram (x=8.8). HanuMeHee BAMSAIOIMMU OKa3aJUCh POAUTENU
(x=5.1) u xoseru (x=4.3).

PasHuIa MeXAy NpeMHaIbHOCTbIO rapZepoba U BaXKHOCTBIO paKTOpa MpeMHUaTbHOCTU
OJlexK /bl IpU eé BbIOOpe paBHseTcs 4.2. 6asiaM.
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1 npusioxkeHue

AHKeTa Ay OIIpocCa peCriOHAEHTOB

YBakaeMbli pecrioH/IeHT!

[IpocuM Bac IpUHATH yYyacTHe B UCCe[0BaHUs Bricliel MKO/Ibl 95 KOHOMUKHU U KYJAbTyphl B JIaTBUH, LieJib
KOTOpPOTO — BBIIBUTb GPaKTOPBI, BJAUAIOIUHI Ha Balll BEIOGOP O/ /bl. Baliu oTBeThl 6yAyT HCI0Ib30BAHbI
TOJIBKO B 0606111éHHOM BH/le. KOHGU/IeHIIMaIbHOCT OTBETOB rapaHTHpOBaHa. BpeMs 3anosiHeHUs
AHKETBI 5 MUHYT.

1. O6paliaeTe Jid Bbl BHUMaHHe Ha OP3H/] IOKyaeMOW 01X /1bI?
0 na
HeT (cmacu60! ompoc 3aKOHYEH)

2. Kak 4acTo BbI IOKyINaeTe OJexAy:
[l KaxAylo HeJleJio

JiBa pasa B Mecl]

pas B MecAl|

pas B HECKOJIbKO MecsLeB

pas B 1oJiroza

NpPHUMEPHO pas B ro/j

He MOKyTalo

3. OLleHHUTE CTENEeHb BAXXHOCTH XapaKTEPUCTHK, BIAUAIOIMX HA Balll BEIOOP O bI:
[l mpeMHasbHOCTb 6paHAa 123456789 10
(] W3BecTHOCTb 6paHa 12345678910
[0 HuskasgueHal2345678910
coBpeMeHHbIN Au3aitH 12345678910
OoTe4YecTBeHHbI NpousBoAuTenb 12345678910
npeAbIAYIIHH T0JI0KUTENbHbIN ONbIT ¢ 6p3HA0M 123456789 10
HpUsTHOE 06CykrBaHue B MarasuHe 12345678910
BO3MOX>XHOCTbh 3aKa3aThb 10 uHTepHeTy 123456789 10
[l kavyecTBOo TKaHM 12345678910

4. HackoJibKO Ha Balll BEIGOP BJIUSIOT:
[l npy3psi12345678910
poautenn 12345678910
6s0repsl B UHcTarpam 1234567 89 10 (HeT aTOM coLiceTH)
6s10repnl B Paticoyk 1 234567 89 10 (HeT aToM coliceTH)
napTHép (My/>keHa/napeHb/feBymka) 1234567 89 10 (HeT napTHépa)
peksamal2345678910

5. OL[eHI/ITe, HO)KaﬂyﬁCTa, Ba>XHOCTb NIPEMHUAJIbBHOCTH 6p31—ma noxynaeMoﬁ oA eXabl

||| |||
1 2 345 67 89 10
COBCEM He BaXHO O4YeHb BaXXHO

6. OueHI/ITe, HACKOJIBKO BbI B CpeJHEM OLl€HWBaAeTe IPEMHUAJIbHOCTb CBOEIro rapaepo6a

N
1 2 34567 8910

COBCEM He HpEMHaﬂbeIﬁ IOJIHOCTBIO HpeMI/IaJleblﬁ

7. Ecsiv 6b1 BBl He GBIV OTPAHUYEHBI B IeHbIaX, OJEXY KaKUX 6PIHZ0B Bbl 6GbI TOKYyMIaAn?
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8. Bam mout:
] My»XCKOH
[0  ’KeHCKHUH

9. CKoJIbKO BaM JieT?

10. YkaxkuTe, N0XKaIyHCTa, K KAKOH U3 C/IeyIOLMX KaTeropyii o ypoBHIO MaTepHalbHOH
obecrneyeHHOCTH Bbl MOXeTe OTHECTH CBOIO CEMbIO?

[l JeHer XxBaTaeT TOJILKO HA ano6peTeH14e NIPOAYKTOB IIMTAHUA

[l JeHer AOCTAaTOYHO AJisd HpHOGpeTEHHﬂ HEO6X0,£[I/IMbIX NPOAYKTOB NNUTAHUA U OJE€XK/JAbl, HO Ha
6oJiee KpyIHbI€ NOKYIIKU IPUXOAHUTCA OTKJ/IaAbIBATb

IMMOKYIIKa GOJIBIIMHCTBA TOBApPOB AJIMTEJIbHOTO I10JIb30BaHUA (XOJIO,Z[I/IJ'[bHI/IK, TeJIEBI/IBOI)) He
BbI3bIBAET pr,[[HOCTeﬁ, OZHAKO KYIIUTb aBTOMOOUJIb UJIH KBapTHUPy Mbl HE MOXKEM
[l JeHer xBaTaeT Ha ToO, 4TOOBI HU B YeM cebe He 0TKa3bIBaTh

Biaroaapum 3a yyactve B onpoce!
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Erkaiym Omurbekova. FACTORS AFFECTING CONSUMERS‘ CHOICE IN THE
MOBILE GAMES MARKET IN LATVIA

EKA University of Applied sciences, Management, eomurbekoval12@gmail.com

Scientific advisor: Dr. oec., Assistant Professor. Ksenija ljevleva

Abstract

Research relevance: Mobile gaming for the last decades takes a larger market share than PC gaming with
a quota of $36,9 billion, up 21,3% globally. Smartphones and tablets combined will account for 51% of the
Global market. Thus, mobile games have posted growth in the past decade and this is likely to hold for the
next foreseeable future. For game developer companies in order to attain commercial success, it is
important the understanding of consumer behaviour, which plays a huge role. Consumer purchasing
behaviour tends to determine what exactly is driving the choices of consumers during purchasing/buying
decision processes.

Research goal: is to identify the factors affecting consumers’ choice in the mobile games market in Latvia.

Research methods: In order to study, was gathered the information such as statistical data and indicators
from various official databases, reports. Literature analysis was used for gathering theoretical thoughts on
current numbers of gaming market. Graphic analysis and methods of descriptive statistics were used as a
data processing method. The study was carried in line with the proposed guidelines for collecting and
interpreting data according to EKA University of Applied Sciences general provisions.

Main findings: In the last part of the Research Paper, author created conclusions and proposals for strategy
development tools for better reach of mobile games users.

Keywords: Game industry; business model; monetization; consumer behaviour.
Introduction

One of the leisure forms in the last 20th and 21st centuries, truly considered to be the expansion
and development of gaming, which within these decades was on the constant renewal and
modernization. In recent years, there has been a transformation in the way people how they think
about the games. If in the past, the main target group were mainly young teenagers, now, it has
much bigger market coverage.

One of the results of the changes in the game industry is what was dubbed by Jesper Juul in his
work Casual Revolution, “a breakthrough moment in the history of video games”. This revolution
is a process in which digital games have become more normal and part of people’s daily routines
(De la Hera, 2019).

Mobile gaming for the last decades takes a larger market share than PC gaming with a quota of
$36,9 billion, up 21,3% globally (Kunnskapsverket, 2017).

Smartphones and tablets combined will account for 51% of the global market. Thus, mobile games
have posted growth in the past decade and this is likely to hold for the next foreseeable future
(Stillfront, 2019).

Latvian game industry belongs to the young and emerging game industry within the Baltic Sea
Region. In the last 4 years, there has been a slow steady rise in both turnover and profit of game
development companies in Latvia, thanks to the input of smartphone game developers (Baltic
Game Industry, 2020).

The main feature of smartphones is their high level of accessibility to the user. Therefore,
customers have a preference to switch to the quickly downloadable games to the smartphone,
which is easy to play and lend themselves to being played in short sessions throughout the day.
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Moreover, games are played by almost every demographic stratum of society (Kaplan, 2019). As
aresultin the gaming industry, the smartphone or mobile ecosystem is getting increased attention
and investment.

For game developer companies in order to attain commercial success, it is important the
understanding of consumer behaviour, which plays a huge role. Consumer purchasing behaviour
tends to determine what exactly is driving the choices of consumers during purchasing/buying
decision processes. The knowledge of consumer behaviour helps to understand how consumers
think, feel and select their alternatives in products, brands and how the consumers are influenced
by their environment, the groups, family, sales and etc. There are factors, such as social,
technological, political, economic and personal which affects consumer behaviour. This
information is required for companies to better perform their marketing activities and cost-
effectively as possible.

The aim of the Research Paper is to identify the factors affecting consumers’ choice in the mobile
games market in Latvia.

For the purpose of this study information such as statistical data and indicators from various
official databases as well as reports were gathered. Literature analysis was used for gathering
theoretical thoughts on the current gaming market’s numbers. Graphic analysis and methods of
descriptive statistics were used as a data processing method.

Thus, the author has chosen mobile gaming as a research subject on the thesis due to own
scientific interest and familiarity with this gaming environment, and willing to establish the
cluster of factors which affect game users’ choices.

Literature review

Today, many markets are changing to the global market, thus, it has brought a variety of
opportunities and challenges, and the markets are facing more challenges even before, due to the
rapid technological advancements like for example shopping online and this fast developing
economy has completely changed people’s lifestyle.

With the development of consumer society, the concept of corporate management is getting more
concerned about the changes in the behaviour of consumers. Thus, “a good market researcher will
study the thought process undergone by consumers, compare it with their demographic data, and
use the resulting information to market their products” (UK Essays, 2018).

The knowledge of consumer behaviour helps the marketer to understand how consumers think,
feel and select products, services, and brands and how consumers are influenced by their
environment, the reference groups, family, and salespeople and so on.

A consumer’s buying behaviour is influenced by situational, cultural, social, personal and
psychological factors. Most of the listed factors directly influence the process of purchasing
decisions on the part of the consumer, on the other hand, these factors uncontrollable and beyond
the hands of marketers and sellers. Nevertheless, they have to be considered while trying to
understand the complex behaviour of the consumers (Einflussfaktoren des Kaufverhaltens
[online]).

Business models which are used in the commercializing of video games are evolving constantly to
fully adapt to the needs and preferences of users in various areas such as: platforms (via the Web
browser, mobile applications, etc.), forms of payment (paying per download, subscription, game
extensions, payment for access etc.) or gaming devices (game consoles, computers, smartphones,
tablets, etc.) .

One of the crucial main factors that turns the production of the game to a project which sustainable
over the time, capitalize the effort in design, development, marketing and distribution of the game
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is monetization. Currently, different business models are being applied, combined to suit different
user profiles of the same game (Kunnskapsverket, 2017).

Research methodology

For the purpose of this study data collection methods, as a secondary data analysis, statistical data
and indicators from various official databases as well as reports were gathered. Literature
analysis was used for gathering theoretical thoughts on analyzing consumers’ choice theory and
the current gaming market’s numbers.

Graphic analysis, methods of inferential statistics and methods of descriptive statistics, such as
calculation of average values were used as a data processing method.

To identify, the factors affecting consumers’ choices of mobile game users, the author developed
a questionnaire. The questionnaire was published in English and Russian languages. The
questions in the questionnaire were based on the theory of factors affecting consumers’ decision-
making process. The questionnaire included a series of multiple-choice questions, which were
integrated into the Likert scale, which helps to analyze data by such statistical methods as
descriptive statistics and correlation analysis.

The questionnaire was developed in March-April 2020, the collection of survey results has taken
from 4t of April until 6th of May 2020. An anonymous survey involved 160 respondents and
general population of the study is all consumers of mobile games in Latvia. However, the author
was limited in finances and time, so survey was conducted in an online environment, which is not
enough to provide a representative of the general population.

As the scope of the research, the investigation of consumer choice was applied for the category of
mobile games segment, not including PC and consoles segments.

Research results

According to the data from Newzoo Global Games Market Report, Latvian video games market in
terms of sales per capita takes 42nd place. Data shows that Latvian residents spend an average of
13, 5 Euro a year. Results are similar to the other Baltic States. Estonia’s results are the highest
among the three Baltic States with 16 Euro per capita (Ciunale, 2016).

Revenue in the Latvian Mobile Games market segment amounts to 2 million Euro in 2020. User
penetration is 14,9 % in 2020 and is expected to hit 15,4 % by 2024. In global comparison, most
revenue is generated in China with 17,679 million Euro in 2020 (Statista, [online]). With the use
of linear regression, the author investigated the revenue growth for Mobile games in the next
years in million euros. Calculation of forecasting and the visual graphic was used with the Excel
program.

The linear regression formula is the following equation Y=a+bx, where:
Y= forecast value
A and B- parameters that the author recognized using the Trend line function

X- the ordinal number in the time series
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Fig. 1. Dynamics of revenue growth of Mobile games segment in Latvia 2017-2020 and its linear forecast
for 2021-2025, in mln. € (Source: author’s compilation of data statista, 2020)

In order to access the influence of environment to the player, as social factors, the author
interested to evaluate how much consumers are affected by the sources of information received
about games from their family members, friends, and etc. and how much of importance they give
to these factors.

Table 1. The central tendency of consumers' assessment on the degree of importance of sources in getting
information while choosing a game and the correlation between them and age (Source: author’s

summary)
Factors X Mo Me r
Family 4,89 1 5 0,211
Friends 6,71 7 7 0,194
Classmates/Group 5,51 8 6 0,195
mates
Colleagues 5,99 8 7 0,181
Social media 5,81 7 6,5 0,197
Bloggers 4,66 1 5 0,236
Recommendations 6,74 8 8 0,205
from Google Play/
App Store
Ratings 6,93 8 8 0,177
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Fig. 2. The importance level of sources in getting information about mobile games (Source: author’s
summary)

As shown in Figure 2 and Table 1, the most important sources of information about games, players
receive from “Ratings” with 6.93 points, next from “Recommendations from Google Play/ App
Store” with 6.74 points, 6.71 points the information received from friends, 5.99 points accounts
for colleagues.

Moving to the next factors, shown in Table 2 and Figure 3, most of the respondents participated
in the survey, give the main importance to the factors such Content / Strategy of a game with 8.31
points and Design of the game with 8.40 points. Those factors mainly based on models about
player profiles of various experts such as Bartle, Marczewski, where these authors have defined
the different types of players, such as Socializers, Killers, Achievers and etc.

The author considers, that depending on the type of player’s profile, consumers give the highest
importance to the factor “Content/Strategy of a game”, but at the same time, it means, players seek
for different genres, content style depending on their own interest and experience.

The next factors, which plays a role in selecting games during the decision-making process of a
consumer are “Availability of game”, which underlines the possibility of a free game, or in-game
purchases with 7. 61 points. Here again, the consumer looks after “Content/Strategy of a game”
and “Design of the game” to own willingness to continue the experience with the game. If a game
will captivate the attention of a player, it gives the greater possibility of spending money on it.

Factors “Free period of extended version” accounts 6.67 points, “Image of the game developer
(new games or versions from the developer)” is 6.27 points, “Promotion” is 5.86 and lastly
“Advertisement” takes 5.54 points.

Table 2. The central tendency of consumers' assessment on the degree of importance of factors affecting
the choice while choosing a game and the correlation between them and age (Source: author’s summary)

Factors X Mo Me r
Content/ strategy 8,31 8 8 0,184
of a game

Image of the game 6,27 7 7 0,205
developer

Promotion 5,86 7 7 0,222
Advertisements 5,54 1 6 0,218
Availability of game | 7,61 8 8 0,194
Free period of 6,67 10 7 0,222
using extended

version

Design of the game | 8,40 10 8,5 0,164
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Fig. 3. The factors affecting selecting mobile games during purchasing behavior (Source: author’s
summary)

Summarizing the results, the author has concluded that several factors, such as cultural,
psychological, personal, demographic, social affect the purchasing behaviour of a consumer.
Moreover, characterizing the consumer choices of mobile gamers, models player profiles,
identifying motives of playing games and finding suitable/ appropriate monetization approaches
are key factors.

Conclusions

Analyzing the whole Latvian mobile game industry, the Latvian game market, the market is still in
the growing phase with available 61 game enterprises and 450 game developers. For these game
enterprises to move to a new level, they need to come up with new catchy, attractive games for
users.

According to the results of research, most respondents indicated that they are interested and
ready to play, experience different genres of games (action games, strategy games, logic games,
educational games, etc.), and on the first place with the greatest importance comes the factor of
“Content/Strategy of the game”.

According to the results, the respondents have chosen important factors “Recommendations from
Google Play/App Store” and “Ratings. This means that game developers need to put more
advertisements about the games on these platforms. It can be implemented by using monetization
approaches, such as (Pay-to-Play, Freemium), thus, consumers can see the availability of games
and following their preferences to choose games for playing.
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Abstract

Research Relevance: Considering the data in regard to Uzbekistan's exports, it can be seen that 58.1 % of
products transported by road haulage, since Uzbekistan is a land-locked central Asian country, with no
direct access to open sea ports. With the data gathered here on export logistics, analysts and strategists may
be able to use new findings in this study of Uzbek truck logistics, and thus these new ideas may become
more common and successful where implemented. Additionally, with the newly elected Uzbek president,
the relationship between Uzbekistan and Europe is developing rapidly and indicates that an increasing
number of transportation and product changing innovations may now be possible.

Research Goal: In this study, the research goal will be: To determine the viability of the creation of a
warehouse and transport hub for European Union member states in order to increase the export potential
of Uzbek truck logistics.

Research Methodology: Based on the major methodological issues associated with existing research, the
data will be largely collected through three main sources, namely:

e Literature review - for supporting this bachelor thesis background;

e Self-completion questionnaires - to explore the possible versions in the system of logistic
transformation through Uzbekistan and European member countries;

e Semi-structured interviews - with two managers of Uzbek companies who are interested in new
logistics with the EU.

Main Findings: The survey questionnaires revealed a good proportion of interest for bulk transport of
palletised goods, with part or full load drop-offs. Additionally, single- and multi-point bulk-dry and bulk-
liquid road deliveries, also indicated strong interest, with even an immediate demand to deliver domestic
fuel oil to Greece. Another area of significant interest was for faster and more available courier-style
services, to multiple distributor points and multi-point door-to-door European address deliveries. There
were opinions aired and research suggests that Uzbek logistical services are good and trading prosperously,
but there was room for improvement and opportunities for better or more dedicated services, especially
contract services designed for individual companies. Further research is required to determine the actual
validity of new innovative logistical services, with complete market, logistical and financial analysis of
specific and tangible scenarios that can be applied and offered to real clients in Uzbekistan and co-operative
partners in Europe.

Keywords: Uzbekistan Logistics; Uzbekistan Trucks, Uzbek Supply Chains, Asia Warehouse Logistics, Asia
Supply Locations, Uzbek Export Logistics.

Introduction

The goal of this research is to determine the viability of the creation of a warehouse and transport
hub for European Union member states in order to increase the export potential of Uzbek truck
logistics. Uzbek logistics businesses and services, provide 11.2% of national GDP providing
$23.1bn in revenues from 39,344 commercial vehicles, according to REF (DATE). This is a good
national basis to take advantage of the new political relationships forming between the new
president of Uzbekistan and the European Union, which are set to provide new trading
opportunities and thus increased demand for Uzbek logistics.
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A good example of an Uzbek logistics business is Company YII Karavan logistic group, who are
interested in expanding their operations from Russia and Azerbaijan to include the Baltic States
(Lithuania, Latvia and Estonia) and other European transport hubs and parts. Company 4II
Karavan logistic group kindly offered their clients as participants in the self-completion survey
described in the research methodology and offered much help in the creation or the questions and
analysis of the results. It is clear however, the ambitions identified by Company YII Karavan
logistic group are just a snapshot of the Europe-wide opportunities that are arising for several
Uzbek logistics companies given those new and exciting connections.

Perhaps the most important aspect of Uzbek trade and logistics will be exports, but with trucks
having delivered their goods to European destinations, the most profitable businesses will be
those who can fill their returning empty trucks with full payloads for import. Thus, the
connections that logistics companies must make are also European importers, who wish to send
goods into Uzbekistan.

Literature Review

It is important to discuss the influence of the government on the major logistics processes in
Uzbekistan. Recently, there has been a noticeable tendency to expand the scale of government
intervention and to strengthen its role in the economic sphere (Meier, 1988). This is due to the
widespread development of a competitive market mechanism, which is subject to adjustment and
needs conditions for its free functioning. Underestimation of the economic role of the state gives
rise to negative consequences. State regulation of the economy - a set of measures, actions used
by the state for corrections and the establishment of basic economic processes (Mama et al,
2018). In other words, state regulation is a process aimed at improving the economic and social
life of a country.

If we talk about the Republic of Uzbekistan, we can distinguish three main tasks that are solved in
the course of state regulation of the economy. Makymuna (2017) notes that these are: the
achievement of stable economic growth that serves the purpose of improving the welfare of the
population; improving the country's economic system in order to increase efficiency; and the
protection of national interests internationally.

In the Republic of Uzbekistan, many large investment projects are underway to build and
reconstruct railways and roads, upgrade the fleet and modernize locomotives and rolling stock,
build airports, develop the infrastructure of the free industrial zones of the Republic of Uzbekistan,
and develop a system of multimodal transport and logistics centers for the development of the
system of transport corridors, the formation and development of the market of freight forwarding,
warehouse and other logistics services, the development of high-speed rail, and more
(Shermukhamedov & Abirova, 2015a). This helps to overcome the significant “economic distance”
that separates Uzbekistan from the world markets for goods and services, since the “economic
distance” is the sum of all time and material costs incurred in the process of delivering goods to
foreign markets, optimization and cost reduction issues the movement of goods, as well as the
construction of a competent supply chain, for Uzbekistan is a determining factor in its economic
development (Shermukhamedov& Abirova, 2015a).

By the decision of the Government of the Republic of Uzbekistan, the joint venture UzVneshTrans
LLC and the Ministry of Foreign Economic Relations, Investments and Trade of the Republic of
Uzbekistan are developing the creation of an international logistics center using European and
international standards and know-how in the Surkhandarya region (Shermukhamedov& Abirova,
2015b). The project with a total cost of $ 10.4 million will be financed through a grant of the
European Union Commission in the amount of $ 2.6 million and funds from the Uzbek side - $ 7.8
million (Shermukhamedov& Abirova, 2015b). The document stipulates that the EU funds will be
used to improve transport and logistics infrastructure tours, the organization of training seminars
in European countries, as well as the supply of materials and equipment for the construction of
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storage facilities and a car repair shop, freezers, storage equipment (Shermukhamedov et al,
2014). The Uzbek side will finance construction and installation work, the purchase of materials
and equipment for the warehouse of a car repair shop, freezers, storage equipment, training and
retraining of qualified specialists. The creation of an international logistics center in the
Surkhandarya region contributes to an increase in the volume of Uzbek-Afghan trade
(llepmyxamenoB, 2017). The international logistics center in Tashkent provides a full range of
services for processing, storage, customs clearance, transportation of goods, including the work
will be organized on a door-to-door basis (lllepmyxamenos, 2017).

[t can be concluded that the government of the Republic of Uzbekistan is interested in creation of
the European logistics hub in the country and subsidies are available for involved parties, which
adds to the viability of the proposed business idea.

Research Methodology

Using self-completion questionnaires and semi-structured interviews, to explore the possible
logistical opportunities and factors involved with road transportation from Uzbekistan to
European member states and possible return journeys.

Self-completion questionnaires were submitted to 38 customers of logistics firm Company X and
each contained six questions which could be answered ‘Yes’, ‘No’ or ‘Maybe’ and multi-choice
answers. The questions were as follows:

Q.1 - Would you use premium logistics services, if they were designed just for your needs? Answer
yes, no, maybe.

Q.2 - Would you use new logistics services at below average prices, but with slower, more relaxed
delivery times? Answer yes, no, maybe.

Q.3 - Would you use new logistics services at above average prices, but with faster, less flexible
delivery times? Answer yes, no, maybe.

Q.4 - Would you use new single-point bulk delivery services to/from Europe for palletised, bulk-
dry, bulk-liquid, small-packets, large/heavy items, no bulk single-point now but possible, or no
bulk single-point at all?

Q.5 - Would you use new multi-point bulk delivery services to/from Europe for palletised, bulk-
dry, bulk-liquid, small-packets, large /heavy items, or none of the above?

Q.6 - Would you regularly use new multi-point courier van services to/from Europe for small/light
packages? Answer yes, no, maybe.

Interviews with the managers of two international companies in Uzbekistan, who already trade
with Europe (Company A and Company B), to find out if they are likely to use new innovative
Uzbek logistical services.

Research results

Self-completion Questionnaires

Firstly in summary, the results of the 38 self-completion questionnaires revealed that 36% of
those answering Q.1 would indeed use premium logistics services, if such a service was designed
just for their needs.

For Q.2, a healthy 71% of customers would consider new logistics services that reduced cost, but
slower, more relaxed delivery times.

Asking customers Q.3, if they would pay more than average for logistics services that were faster
and had more specific delivery times, attracted a positive score of 47%.
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Answers to Q.4 indicated that 29% of clients would be interested in palletised goods delivery
to/from Europe, 13% of customers would be interested in long-haul bulk-dry transport, 7%
preferred bulk-liquid movements, 9% used small-packet delivery in bulk, 1% saw large/heavy
items delivery as their preference, 19% said they had no bulk delivery requirements at present,
but would consider it, whilst 22% said they had no bulk needs now or ever.

For Q.5, the question of multi-point bulk deliveries to/from Europe was raised 17% said palletised
goods were of interest to them, 3% said bulk-dry multi-point may be useful, 2% liked the idea of
bulk-liquid multi-point, 5% could use bulk small-packet multi-point, nobody required
large /heavy multi-point deliveries, with 73% answering none of the above.

In answer to Q.6, regarding the regular use of multi-point courier services to/from Europe, a
resounding 64% said they could use such a service.

= Yes = Maybe =No
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Fig. 1. Responses to Q1 - Would you use premium logistics services, if they were designed just for your
needs?

As can be seen in Fig. 1, of those answering Q.1, 36% would indeed use premium logistics services,

if such a service was designed just for their needs. 27% said maybe they would consider this,
whilst 37% said they would not use such a service.
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Fig. 2. Responses to Q.2 - Would you use new logistics services at below average prices, but with slower,
more relaxed delivery times?
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As can be seen in Fig. 2, regarding those answering Q.2, 71% would use lower cost logistics
services, even if such a service was slower and more relaxed in terms of delivery. 15% said maybe
they would consider this, whilst 14% said they would not use such a service.

e Yes =Maybe =No

Fig. 3. Responses to Q.3 - Would you use new logistics services at above average prices, but with faster,
less flexible delivery times?

As can be seen in Fig. 3, of customers answering Q.3, 47% said they would pay more than average

for logistics services that were faster, with more specific delivery times, with 17% saying perhaps
they would, whilst 36% said they would not.

= Pallets = Bulk-dry
Bulk-liquid Small-packet
= Heavy = Will not use at the moment

= Will never use

Fig. 4. Responses to Q.4 - Would you use new single-point bulk delivery services to/from Europe for
palletised, bulk-dry, bulk-liquid, small-packets, large /heavy items, no bulk single-point now but possible
or no bulk single-point now or ever?

As can be seen in Fig. 4, answers to Q.4 show that 29% of customers would consider palletised
goods delivery to/from Europe, with 13% saying they would be interested in long-haul bulk-dry
trucks, 7% preferred bulk-liquid tankers, 9% liked the idea of bulk small-packet deliveries. Only
1% saw large/heavy items deliveries as being of interest to them, 19% had no bulk delivery
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requirements at the moment, but may have later, whilst 22% said they had no bulk needs now
and would never have.

= Pallets = Bulk-dry
Bulk-liquid Small-packet
= Heavy = None of the above
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Fig. 5. Responses to Q.5 - Would you use new multi-point bulk delivery services to/from Europe for
palletised, bulk-dry, bulk-liquid, small-packets, large/heavy items, or none of the above?

As can be seen in Fig. 5, Q.5 answers to the question of multi-point bulk deliveries to/from Europe
attracted 17% of respondents saying palletised goods were of interest, 3% thought bulk-dry
multi-point may be useful, 2% were interested in the idea of bulk-liquid multi-point deliveries,

5% could use bulk small-packet multi-point, nobody required large /heavy multi-point deliveries,
whilst 73% answered none of the above.
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Fig. 6. Responses to Q.6 - Would you regularly use new multi-point courier van services to/from Europe
for small/light packages?

As can be seen in Fig. 6, Customer answering Q.6, regarding the regular use of multi-point courier
services to/from Europe, a healthy 64% said they could use such a service. 18% said they would
consider such a service, whilst the remaining 18% indicated they would not consider it.
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Manager Interviews

The manager interviews at Company A and B, provided good insight into the needs of Uzbek
companies who are already trading with Europe:

e Both Company A and B said that many Uzbek hauliers were transporting to specific hubs
and charged much more for unusual situations or unused locations;

e Both companies indicated that some hauliers were unreliable, too slow, made promises
they did not keep and some trucks were quite old;

o They both said that they tended to use the better, more reliable Uzbek hauliers to avoid
these problems, unless they had no choice;

e Company A said that bulk single- and multi-point services would be useful with full or
partial palletised drop-offs, with a single to five pallet minimum delivery;

e Company A also said that direct door-to-door delivery services, could be useful, using
courier vans for small-packets, trucks with bulk-dry or -liquid, but for them, full loads to
single locations would be more attractive;

e Company B advised that a specialist service designed just for them, with specific vehicles
and under contract, would be very useful, because two of their clients require regular
tanker and grain haulage. Specifically, the company asked if Company X or other logistics
firm, could immediately provide six full-size tankers to regularly deliver domestic fuel oil
to between one and five drop points in Greece;

e Company B also asked if there was an affordable service in existence that was quicker,
using small vans or motorcycles, since urgent courier deliveries door-to-door were
becoming more popular for some of their goods, and it was often too expensive.

These responses indicate that there are some needs that are not well catered for by certain Uzbek
logistics services, and with more market research and logistical analysis of individual company
requirements, specific and tangible new services could be designed.

Conclusions

This was a very informative study into Uzbek logistical services and new opportunities were
evident for increased trade to and from Europe and innovative services to cater for these. The
survey questionnaires revealed a good proportion of interest for bulk transport of palletised
goods, with part or full load drop-offs. Additionally, single- and multi-point bulk-dry and bulk-
liquid road deliveries, also indicated strong interest, with even an immediate demand to deliver
domestic fuel oil to Greece.

Another area of significant interest was for faster and more available courier-style services, to
multiple distributor points and multi-point door-to-door European address deliveries.

There were opinions aired and research suggests that Uzbek logistical services are good and
trading prosperously, but there was room for improvement and opportunities for better or more
dedicated services, especially contract services designed for individual companies.

Further research is required to determine the actual validity of new innovative logistical services,
with complete market, logistical and financial analysis of specific and tangible scenarios that can
be applied and offered to real clients in Uzbekistan and co-operative partners in Europe.
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Abstract

Research relevance: The history of Uzbekistan dates back to is more than3.5 thousand years old.Therefore
the country has multitude historical and sightseeing places that is recognized by UNESCO. Through taking
advantage of these opportunities the government is struggling for becoming the country one of the top
touristic destination in the world. As a result the influx of international touristsis increasing from year to
year. That is why the authority is building massively prestigious hotels to provide incoming tourists. Along
with hotels there is a huge demand for cozy guesthouses and it can be great time for local entrepreneurs to
run the business in the field of tourism.

Research goal: To explore possible versions to run the guesthouses in the market of tourism and make an
contribution to tourism industry of Uzbekistan.

Research methods: To achieve a purpose of the research, questionnaires are asked as a tool of quantitative
research. Along with literature review, experts interview and statistical data are looked through

Main findings: In the first chart it is given much information about industry in Uzbekistan and Information
is supported with statistical data and documents researches. In the second chapter it is made research about
new guesthouses open possibilities, research is supported by expert interviews and potential clients
questionnaires.

Keywords: Tourism; family guesthouses; Uzbekistan; taxes traditions; cuisines.
Introduction

In the last decades, international tourism has been gaining importance in the economies of many
countries. It continued to grow throughout the world, in line with vigorous world economic
expansion especially in countries with high tourist outflows (World Bank, 2012). Through
realizing its countless tourism resources Uzbekistan is struggling to take advantage of these
opportunities to appeal international touristic flow. That is why the country since last decade
spending a vast amount money to revitalize historical places and create new recreation facilities.
As a result of governments effort Uzbekistan achieved noticeable results internationally and
aroused a lot of interest by world community to visit this country. Even the government abolished
entry visa system for more than 100 countries citizens and introduced E-visa system for nearly
80 countries. Consequently, influx of international tourist to the country substantially increased
within the last 3 years and the country had to build up new large capacity hotels and other
analogical facilities to provide tourists with accommodation. In spite of the state is having pretty
enough hotels, they are facing with problem on finding available room for incoming foreigners
because of unmanageable flow. Finally, government decided to establish guesthouses system and
let families to open guesthouse in order to provide arriving tourists with available living places.
Therefore, running guesthouses is becoming popular business in Uzbekistan for families.

Aim of research is to examine touristic opportunities of Uzbekistan and possibilities of running
family guesthouses through investigating incoming flow of international tourists.

Research methods. Quantitative research method was used to process the survey. The main data
has been collected by questionnaire and looking through feedbacks by tourists
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Analytical Review

A glance at Uzbekistan touristic opportunities

Tourism is one of the fast growing and high income-generating industries in the world, which
contributes to strengthening of international socio-economic, cultural and spiritual relationships.
Uzbekistan pays considerable attention to the development of tourism as one of the leading
countries in the world, having rich cultural and historical potential.

Well-located World Heritage sides of Uzbekistan, amusing history of medieval scientists, and
undiscovered nature of people make attractive for visitors from all over the world. A vital factor
in the history of the southern part of the region was its location astride the most direct trade route
between China and Europe, the so-called Silk Route which began to be developed in the Roman
times (Kemal Kantarci, Muzaffer Uysal, & Vincent P. Magnini, 2014)

What comes to your mind when Uzbekistan’s tourist attractions are in question? First of all, it is
the country’s architectural heritage, richest in Central Asia: masterpieces of medieval Islamic
architecture - minarets, mosques, madrasahs (Islamic colleges), mausoleums, fortresses, palaces,
etc - as well as ancient Zoroastrian and Buddhist temples and ruins of ancient settlements. More
and more, in the country located unique sacred places that are valuable for people professing
religions such as Islam, Christianity, and Buddhism. These resources could provide an
opportunity for further development of religion tourism sector in the area. (Faranda &Nolle,
2011; Kantarci, 2007; UNWTO, 2012b ). Among all of them stand out the famous Registan Square
in Samarkand, with the three marvelous madrasahs builtin the XV-XVII centuries at its three sides,
and the grand Gur-e Amir Mausoleum where the great conqueror Tamerlane (Timur) is buried.
Bukhara is first of all associated with Ismail Samani Mausoleum dating back to the 9th century
and the 50-meter-tall Kalyan Minaret. (There are over 170 important architectural monuments
altogether in the city.) Khiva is famous for its unique Ichan-Kala ‘inner city’ historic part - a walled
medieval Central Asian town being preserved as it was in the past - an artifact town.

Since the break-up of the Soviet Union in 1991, the former Soviet Asian States
(Kazakhstan,Kyrgyzstan, Tajikistan, Turkmenistan, and Uzbekistan) present considerable
opportunities to become a major tourist destination in the way of unique cultural, historical,
archeological, and natural attractions. After becoming independent, the policy and model of
tourism development in these countries was mainly based on improving tourism infrastructure
(Coulibaly et al., 2012).

Among these countries, Uzbekistan has also begun to choose the path of development in the field
of tourism One of the biggest advantages of Uzbekistan was having its numerous ancient
monuments, rich nature, and the present-day rapid progress to attract the whole world's
attention. For centuries the country was at the intersection of the Great Silk Road routes along
which merchants, geographers, missionaries, and later tourists traveled. It is striking how the
history, traditions and cultures of the nationalities populating the present-day Uzbekistan have
been entangled with the history of Great Silk Road.

Notwithstanding Uzbekistan possessed numerous touristic opportunities the country could not
exploit enough its full potentials for a couple of decades after gained its independence. It was
attributable to political regime by former president Islam Karimov. Of course, that needs to be
admitted Karimov made many contributions for the country prosperity but Uzbekistan was not
open like today. The tourism in Karimov’s government was enterpreted differently in the past
decades. Many experts believed that currently the tourism sector has a limited impact on the
national economy of Uzbekistan, and its potential is not used to its full extent (Tukhliev &
Kudratov 2007).

Tukhliev and Kudratov (2007) described the currentsituation of Uzbekistan’s tourism industry
and the followed marketing strategies in their research book “Uzbekistan Tourism Industry”.
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The authors commented that the Uzbekistan tourism industry cannot achieve any remarkable
progress compared to other neighbouring (Central Asian) countries, although the country is
endowed with many tourism attractions. Their criticism is focused mainly on the failure of the
Uzbek National Tourism Board to develop and launch any dynamic and effective promotional
strategy. Furthermore, they propose the creation of an independent organization to perform
the marketing activities of the Uzbek National Tourist Board and of the tourism destinations
administered by it. In addition to that they strongly recommend formulating and
implementing the proper marketing strategy so as to fully exploit the potential of the tourism
market and to avoid any aimless policies towards mass tourism development in Uzbekistan.
Another local expert Khamidov (2010) also highlighted a series of dearth of Uzbek tourism and
gave some proposals to improve the sector. He mentioned that the tourism industry has become
a top priority in most of the destination countries and there is increased competition among the
countries to attract tourists. In the face of worldwide increased competition, Uzbekistan lacks
far behind in attracting relatively larger number of foreign tourists, mainly due to inadequate
and ineffective promotional strategies of the industry; lack of sufficient funds; low quality
of promotional materials and their improper distribution; and, perceived negative image of
potential tourists about Uzbekistan. The author also emphasized the importance of the
competition and in order to attract a significant number of foreign tourists, Uzbekistan needs
to give priority to effective promotional activities. In addition, tour operating firms need to give
proper attention in developing the promotional materials and special care is required to
incorporate the factors affecting the choice of potential tourists. Without effective and
sufficient promotional activities from both the public and private sector, there is no possibility or
little possibility to emerge tourism as a major contributor to the national economy. Navruzzoda
(1996) mentioned that possessing outstanding tourism resources is not sufficient to lure the
optimal number of tourists to a tourist destination. Globally the challenges that countries are
facing in the tourism industry are numerous and complex. However, addressing these challenges
require a high level of collaboration and coordination to marshal the resources that possess
Uzbekistan. Speaking about the development of tourism in the country, we should note the
importance of tourism deployment model of government and the steps of modernization,
systematization of services and integration of tourism infrastructure suppliers in worldwide
tourism market, foreign investments and credits in the industry could be underlined as a
central. Commercial interest in the region has grown considerably over recent years, with ancient
connectors between the Middle East and Asia being revitalized in a surge of investment and
trade in energy, infrastructure and manufacturing. According to UNWTO, government need to
improve infrastructure and make easy its connectivity, advancement of Information Computer
Technologies (ICTs) and enhancement mobility could make more opportunities for tourism
industry of country(,Handbook on E-marketing for Tourism Destinations - World Tourism
Organization®, 2013.).

Implementations in tourism of Uzbekistan

The Uzbekistan tourism has been massively reformed after Shavkat Mirziyoyev was elected as the
president of Uzbekistan. In 2016 former president Islam Karimov passed away of severe illness
unexpectedly and government arranged new presidential election, with noticeable votes He came
to power in government. He did tremendous jobs internationally and one of his planned target
was to develop the tourism. The new government analyzed all error and limitations in the past
and put long-term projects to accomplish in a short period of time.

During the past the past period 25 project of regulatory and other of acts have been elaborated
and confirmed. . In particular, three basic decisions of the state leaders were approved in the
sphere of tourism (one Decree and two Resolutions), according to which the implementation of
147 measures intended for the development of domestic tourism, inbound tourism, as well as
general touristic potential of the country was provided. To be more precise, for the first time was
confirmed the Program of the domestic tourism development “O’zbekiston bo’ylab sayohat qil!
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Additionally, the non-visa regime was introduced to the citizens of 101countries From the 15th of
July, 2018, the system of electronic visa registration and issuance began to function for over 70
country citizens. Knobloch (2013) mentioned, Uzbekistan undoubtedly have abundant resources
and potential for development of tourism. However the country needs integration and
modernization to become competitive in this businesses. Therefore the country picked up its
modernization model on the way tourism. Uzbekistan in more than 350 printed and electronic
editions of 40 countries is organized, as well as the transmission of television broadcasts about
the touristic sites of Uzbekistan on more than 30 TV-channels in 14 foreign states, including Spain,
[taly, China, Japan, the Republic of Korea, Israel and others. Info-tours are organized for the
representatives of about 50 foreign mass-media agencies, including Nippon-TV, Loaded Films,
CCTV, My Planet, National Geographic, Midas Group, Dialogs about Fishing, Heads and Tails,
Indian Women'’s Press-corpus, etc. from more than 20 countries being the largest markets of
outbound tourism, such as Russian Federation, France, Great Britain, China, Singapore, Japan,
Indonesia, Israel, Turkey, UAE and others (the program of the Chinese TV-channel CCTV-7 about
the gastronomic tourism in Uzbekistan was viewed by more than 150 million people). Through
the capacities of the diplomatic missions of the country abroad informational brochures “Visit
Uzbekistan” and “10 Reasons to Visit Uzbekistan” in English, French, Spanish, Italian, German,
Russian, Chinese, Japanese and Korean languages are prepared and spread among the foreign
community. Intended for the development and demonstration to the American and world viewers
of Uzbek gastronomic tourism, the visits of two popular American video bloggers Mark Wiens and
Sonny Side to Uzbekistan on gratuitous base were organized (they have total followers’ amount
of 6 million people and 800 million hits on their channels in the social networks). Moreover, the
trip of “Vagabrothers” bloggers (USA) to Uzbekistan was organized from the 30th of November to
the 10th of December, 2018. The aim of the visit is the organization of camerawork of the
historical-cultural sites of the country for further transmission in the American mass-media.
Besides, on the 3rd-5th of October, 2018, the annual Tashkent international touristic fair was held
named “Tourism on the Silk Road”, where more than 30 heads of foreign national touristic
administrations (the Republic of Korea, Thailand, Indonesia, Turkey, China and others)
participated, as well as the representatives of the foreign mass-media agencies from about 20
countries. (https://uzbektourism.uz/newnews/download?url=21.02.ang.pdf)

As the result, the implemented state policy and the reforms by the government on tourism
development allowed including Uzbekistan into various international rates concerning tourism,
where high indicators are observed.

Table 1. Uzbekistan’s tourism in the international rates in 2018. ( Source: Uzbek tourism’s news)

Place taken
5th among 142 countries

Criteria
Analytical agency “Tour Stat”

Rate
Rating “Gallup Global”

British newspaper “Financial | 10 most attractive touristic | 2
Times” directions in the coming year
Magazine “Travel and Leisure” | The best place for tourism 1
(PRQ)

“Lonely  Planet” (publishing | Popular touristic directions in | 2

company issuing guide-books for
the tourists of modest means)
Analytical agency “Tour Stat”

the coming year

Top 5 popular countries for | 5
gastronomic tourism
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The possibilities of opening guesthouses in Uzbekistan

Due to Uzbekistan’s substantial reforms in tourism, within the last 3 years the influx of foreign
tourists coming to Uzbekistan have escalated tremendously. Let us review some statistics, so in
2017, 2.69 million foreign tourists entered the Republic of Uzbekistan. This indicator is 32.7%
more in comparison with 2016, In its turn, during 2018 the quantity of foreign visitors made up
5.35million people and exceeded the indicators of the analogical period of 2017 on 99%.In the
first 11 months of 2019, around 6.2 million foreign nationals visited Uzbekistan, a 27 percent
increase compared to the same period last year.

6,2

5,34

2017 2018 2019

Fig. 1. Number of tourists (in milliom) ( Source: Uzbekistan statistics committee)

The touristic flow into Uzbekistan is booming up from year to year, consequently it is creating
demand for hotels and other sort of accommodations. With a view to support running business in
the field of tourism, the government has signed a few decrees and laws. One of them is “The Decree
on establishing of family guesthouses “ by Cabinet of Ministers of the Republic of Uzbekistan on
7t of august 2018. After the decree came into force more than 100 guesthouses have been opened
in the regions of country. The general content of the decree is based on the touristic potential of
regions and helps to exploit their uses, improving the conditions for recreation and tourism, as
well as creating new job vacancies in the provision of tourism services and welfare of the
population. Moreover The main purpose of developing a guest house project is to showcasing
national Uzbek traditions to incoming tourist from abroad and support family business.

What kind of houses can be registered as a guesthouse? According to decree Guesthouse is a
private house that providing catering services coincide with accommodating guests. At the
guesthouse tourists live on the principle of cohabitation with the host family members. To be
turned simple houses into guesthouse The house must have up to 10 people receiving capacity
and each inhabitant needs to live into 3x2x square meter width. Furthermore landlords must
create the necessary conditions for tenants. The list is approved in three sections: sanitary
facilities, safety and convenience. For example, water supply, fire extinguisher, landscaping,
telephone, etc. There are also recommendations - they are optional but necessary. For Examples
include emergency lighting, taxi service, sauna, swimming pool and more.

How to organize a family guesthouse in Uzbekistan. Each citizen of the republic of Uzbekistan
can organize guesthouses, only the person must have legal accommodation in the territory of
Uzbekistan and they needs to apply to the state tourism committee to access their houses.
Applicants have to supplement to application with the copy of legal certificate which justify their
registration as an entrepreneur and show papers that is possession right for the building. Within
the three working days from the date of receipt, the Committee considers documents and draws
up the act on results. Registration and application processes is absolutely free. According to the
laws of the Republic of Uzbekistan, small entrepreneurs who wishing to establish guesthouses are
allocated soft loans up to 300 times of the minimum wage for a period of 5 year. One of the unique
features of family guesthouses is their low cost the guest houses not only reflect nationality but
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also help to reduce expenditures of tourists.

How are tax payments estimated for family guesthouses? According to the Decree of the
President of the Republic of Uzbekistan No. PQ-4086 December 26, 2018, the private
entrepreneurs or family enterprises which providing family guesthouse services pay the fixed
amount of tax when total income from the sale of goods (works, services) during the calendar year
does not exceed 100 million soums: ( 10 thousands euro). According to regional location tax
payments vary as follow:

350 thousand soums, in the capital Tashkent;200,000 thousand soums, in Nukus and regional
centers; 100 thousand soums in other cities 50 thousand soums are paid in other settlements

If the guesthouse’s annual income is more than 100 million soums but less than one billion, the
legal entities must pay 4 percent share of yearly revenue. In excess of one billion annual income,
the guesthouses pay taxes and other mandatories which intended for legal entities.

According to the decree the family members of the sole proprietor who opened the guesthouse
are exempted from the fixed tax payment and only according to Article 311 of the Tax Code, a
single social payment of 50 percent of the minimum wage is paid for each family member.

Why guesthouses are being sought-after business in tourism sector of Uzbekistan? There
are some reasonable indicators to be outlined. Primary reason Uzbekistan is possessing a
multitude of touristic resources which appeal foreign people. Uzbekistan contains a marvelous
and rich untapped tourism interest that has prodigious potential to organize different type
of uncommon accomplishments (“Central Asia: Problems and Perspectives of International
Tourism :: SlavomirHorak,” 2014). These resources not only including millions of historical
sightseeing places also availability of a large number of natural treasures like mountains, lakes,
rivers, meadow woods, deserts and national gardens can help to develop ecologically and
adventure tourism in the country. Therefore each region is distinct from other one in terms of
geographical location and having attractive destination. According to statistics in Uzbekistan
roughly 60 percent touristic places located in suburban areas but on the contrary all hotels in
Uzbekistan are located in the centers of regions. Of course, at first every tourist directly head for
any reserved hotel as soon as the airplane lands on the airport and they spend approximately 3-4
days to get to know the area of city. After wandering around pointed zone they will have interest
to explore remote areas which gives real pleasure. Unfortunately, it is very difficult to access to
any available hotel there that gives great opportunity for entrepreneurs who willing to run a
business in this market. Secondly, Uzbekistan has a large number of unemployment rate albeit
having many manufacturing service. For this reasons The government is struggling hard to create
new workplaces but still unemployment problems remaining topical issues of country. In search
for job opportunities many people are immigrating to other countries. In order to provide its
citizens with the job current president Shavkat Mirziyoyev giving a lot privileges for
entrepreneurs and citizens who want to create new job vacancies regardless of employment type.
Every encouraged citizen who opened family business can provide at least his family members
with a job. In addition, guesthouse business does not require a vast amount of money compared
to other business types which involves big investment. “I began to follow the speeches and articles
in the press and noticed that the number of tourists coming to our country is growing, and there
are not many hotels to accommodate them. By this time, the house I had rented was empty and [
was preparing - | had submitted the paperwork and bought the beds, the bedding, the dishes and
the tables. Most of the money was spent on these purchases, and I invested total 30 million soums
. Two months later, in October 2018 the Nice Guest House opened. The area of the house is 17 to
22 m?. There are four numbers” says Noman Ikramjanov, the founder of the “Nice Guest House”
in Tashkent. So, initially to open guesthouse on average 30 million soums ( 3 thousand euro )
must be spent. Of course, the amount of expenditure depends on house interior and exterior
design. Even the house owner does not spend much money If the house is in good condition or has
all facilities.
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Research methodology

In order to find out the response to the question for what reason tourists are choosing
guesthouses to stay, the author conducted questionnaire among 50 international guests who were
staying at 2 different guesthouses “Hamida” and “Green House” in Samarkand city. From the
responses 3 criteria were identified to seduce them stay there

Respondents numbers

16

22

= 1 Low budget cost
2 To explore uzbek's traditions and national cuizines by uzbek family

3 To avoid hactic lifestyle

Fig. 2. Results ( source: author’s compilation )

[t can be seen from the data most of tourists prefer staying at family guesthouses for purpose of
getting acquainted with uzbek’s long dated traditions and taste their scrumptious foods. Of course
through living with real uzbek family every foreigner can explore new culture even family
members could serve local guide services to show around the city. Second criteria is to avoid
hectic lifestyle family guesthouses is perfect place who want to relieve stresses and get rid of
hustle and bustles of life because the house has its green zone, swimming pool and pretty yard
with different tree. Small number guests caring about low budget cost.

Feedback Reviews

Moreover, the author also was interested in finding information about drawbacks in guesthouse
services and visited more than 35 guesthouses’ internet websites in search of clients’ feedbacks
in reviews part. They all posted positive comments about owners hospitality and catering
services. Mostly guests highly recommended all to visit their previous stay houses especially who
want to taste real uzbek cuisines and fresh fruits. In terms of language and communication all
visitors from post-soviet union countries have written no any complaint due to all communication
was in Russian but it can be found on reviews of 8 guesthouses out of 35 some tourists from
English speaking countries and Europe faced with language barriers to talk with family. In
addition, some guests complained about not accepting master card and American express, they
noted only cash payments were available.

Conclusion and recommendations

In writing the research, the aim and objectives were fulfilled. Theoretical aspects of Uzbekistan’s
tourism and running guesthouses were studied with the help of literary, scientists and online
sources review. Through studies it was identified that Uzbekistan has countless touristic
resources and achieving big successes to appeal the world by doing unprecedented reforms. The
government is supporting small business and private entrepreneurship via reducing or exempting
tax payments and allocating loan. Due to incoming tourists massively into country opening family
guesthouses are being sought-after. Many tourists are interesting in staying at guesthouses to
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explore uzbek nation traditions and a bunch of tasty foods by living together uzbek families.
Moreover, the author noted some recommendations to enhance guesthouses services in
Uzbekistan. The families who opened guesthouse should improve English communication skills
to avoid language barriers because communication and language are one of the priority aspect in
the tourism business sectors. Additionally, some guesthouses should embark on online payment
system not only cash accepting because some tourists don’t feel safe carrying money into pocket.
That is why they prefer making payment by cards.
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Abstract

Research relevance: The study is being conducted to highlight the development of new restaurant
business in areas of Uzbekistan which are developing this business in. Restaurant business is one of
youngest businesses of Uzbekistan like tourism, technology producing and other. That business is more
important in other regions than capital of Uzbekistan because it can be beneficial to the economy of those
regions of Uzbekistan because restaurant business is one of the main parts of economy not only in
Uzbekistan but also all countries around the world.

Research goal: There are two main questions about opening new restaurant business in regions of
Uzbekistan, they are “Is it possible to open new restaurant business in areas of Uzbekistan?” and “Are there
major places which are suitable for opening new restaurant business in Uzbekistan?”. The goal of research
is answering to these questions.

Research methods: In order to take the in-depth knowledge required to do interviews with experts,
collecting data and scouring the internet.

Main findings: In the result of research describe possibilities to open new restaurant business in regions
of Uzbekistan by some data collections and to recommend improving this business in areas of Uzbekistan.

Keywords: Restaurant; new business; Uzbekistan; development.
Introduction

From the research point of view, restaurant industry in Uzbekistan remains as one of the most
unexplored markets. Particular aspects of market performance had been researched by Toleubaev
(2010), Semykina (2000), Zhaksybergenov and Kulazhanov (2000), Choimbekov et al. (1996). The
restaurant market is very dynamic in the developing countries and on one hand, these works are
largely outdated but on the other, these works paid less attention to the comparative analysis of
different markets. The comparative method is known to act as general orientation of knowledge.
The research tries to find something in common or different when comparing processes, facts,
concepts, elements of structure and the quality of the phenomena. In other words, comparison
acts as a method of knowledge and in a way identifies general and particular in the studied
phenomena, further becoming an orientation and navigation in the world of many phenomena.
Moreover, science has developed many methods for quantitative and qualitative comparisons and
it fact it is very hard to establish a single measure of differentiation. To emphasize, the most
frequently mentioned and debated methods in the literature are: case-study, binary, regional,
global and cross-temporal comparisons (Keman 1993; Stepan 2001; Landman 2008; Peters
1998).

In given case, a study of development level of Uzbekistan restaurant market calling for a
combination of difference methods of comparative studies (Ragin 1989). In this regard, as a
research methodology, a dual strategy combining binary research and case-study of Uzbekistan
will be used. This will allow answering many questions, including: - At what stage of development
the restaurant market in Uzbekistan stands? - What needs to be changed in the development of
restaurant market and, in particular, the relationship between the restaurant and client, to
improve the management of restaurants? - What is the prognosis and what are the trends in the
development of various segments of the market? In terms of scientific research and analysis, how
important is the restaurant industry? Although, this industry looks prospering, there are many
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hidden and latent problems. These problems appear due to the specificity of the industry, such as
small size enterprises, secret recipes and etc., seem as not important in business but have not been
researched well. That is why; science today has little understanding of the situation in the
industry.

Market of restaurant services and its potential

Table 1 shows binary “portraits” of restaurant market in Uzbekistan. Table 1 shows that even if
judged by the relative figures, the restaurant market in Uzbekistan is at the initial stage of
development. This explains the relatively high growth of the market that demonstrates an annual
growth of 20%, although in 2012 it declined and was only 13%. The US market. Today, in
Uzbekistan one restaurant (without café) accounts for 9259 people or one place for 35 people on
average. Even if we take into account a small café, one institution accounts for 1700 people. By the
way, in Europe, one restaurant averagely accounts for 250 people, for example in France around
150 people (Haykin, Trabskaya 2009).

Table 1. Portraits of restaurant industry in Uzbekistan for 2013 (Source: Materials Statistics Agency of
Republic of Uzbekistan 2013; Facts at a Glance 2013).

Indicators Republic of Uzbekistan
Sales in restaurant industry $ 965 million
Population on 1 restaurant (people) 9259

Average sales of a restaurant in last year $231000

Share of sales in restaurant industry in GDP 0.3%

Daily average turnover of restaurant industry $1 159 thousand
Share of restaurant industry in total supply 56%

Share of small catering establishments (less than 95%

50 employees)

However, this is unlikely since the profitability of premium restaurants (fine dining) in Uzbekistan
is 500% and above, middle level restaurants (casual dining) 300-400 %. It is this high profitability
of restaurants contributed to the fact that the average income of restaurants in Uzbekistan. The
average monthly wage in Uzbekistan is about $ 500, this means that the average cost of the check
and the average cost of meal in Uzbekistan is much higher. Average check in premium level
restaurants in Uzbekistan reaches $120-160 per person and in middle level restaurants about
$50 per person. With average monthly wage of $500, these numbers are incredibly high for
Uzbekistan.

The abovementioned definitely affects the average daily turnover of restaurants. In Uzbekistan
this figure is considerably less, while the share of restaurants in the total volume catering is
respectively the same. Thus, binary comparative portrait shows the situation on the market in
Uzbekistan: bet on high prices and low availability of restaurants for the middle class citizen, who
can rarely afford to go out to low price level restaurants.
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Features and trends of restaurant market in Uzbekistan

Consider the development of main segments of the restaurant market in Uzbekistan. The segment
of premium level restaurants is fairly closed and unadvertised. In Uzbekistan’s largest city
Samarqgand some examples of such restaurants are Le Dom, Paladium, Bibliotheque, El Mirador,
Café Del Teatre, Sadu, Via Del Mondo, Porto Malteze, Villa Del Fiori and others who have own circle
of customers with high incomes. On one hand, this market is far from saturated since in the
country, there are not more than 20-25 successfully working premium level restaurants. On the
other hand, customers often are not in a hurry to go to these places. Therefore, the total amount
is less than 1% of the population or 25% of potential customers. Moreover, high profitability of
restaurant courses with low total amount of coverage and higher investment costs leads to a slow
payback of a restaurant, about 5-6 years. As a result, fine dining restaurants are experiencing
difficulties in their work due to: continuing need for financial resources to maintain theirs
standards, high level of competition among the elite restaurants, increased payback period of
projects for the development of a restaurant, a need to import expensive and high quality
products. Restaurants of this segment are oriented on high level of dining or have a
national-regional specialization of cuisine. Middle level restaurants (casual dining) get rapid
development in Uzbekistan. Restaurant market of this segment is more saturated at the moment
than 5-6 years ago. However, this segment is not fully formed but has great potential. Significant
development of this segment is explained not by the communion of population to the culture of
eating out in restaurants but by the fact that restaurants of this segment are largely focused on
the wedding-banquet services. Banquets, weddings, anniversaries became a major source of
income for these restaurants and their profitability depends on the owned area of banquet halls
and the capacity of people fitted in this area. Another popular trend is the expansion of free-flow
concept and business lunches at the affordable prices. Not everyone can visit these restaurants in
the evening due to the high cost of individual services. On the other hand, restaurant sometimes
cannot reduce costs because of high prices on food and raw materials which are not produced
domestically. The competitors for this segment of restaurants in recent years is booming market
of coffee shops and market of low price restaurants lower, sometimes so-called fast food. Sector
of low-end restaurants and fast food is the segment that has been booming in the Uzbekistan
market for the last 5-6 years. It firmly riveted the bulk of customers interested in eating out.
Mainly this segment firmly seized the market of young people, who are the main customers for
fast food chains. Such places as Pizza Land Fast Food, Ozyurt, “Chicago Dogs”, KFC, Burger King,
Hardee’s, Ciao Pizza, Del Papa, Pizza Hut, Texas Chicken, etc. have become places of leisure and
gathering of youth. Furthermore making these restaurant chains booming locally and regionally,
some of such examples are McDonerci, Uzbechka, Dastarkhan food and “Perekus Centre”. The
rapid growth of this segment is explained by the cheap projects, quick payback, and democratic
prices. Average check in this market is around $10-15. Thus, fast food restaurants in the past six
months and had around 70% of visitors from major cities of Uzbekistan and the age range is from
18 to 55 years old. This is the highest indicator on the restaurant market. Moreover, another trend
and feature on the market for restaurant services in Uzbekistan is a sharp increase in beer and
pub restaurants. Although pub is not classified as

restaurant, it should be noted that its growth significantly pulls customers from restaurants
sector. According to the forecasts, pubs have huge potential for growth in the future and they
might become a significant competition to restaurants. Demand for pubs is satisfied in Uzbekistan
by not more than 40%. About 30% of people regularly visit Tashkent beer restaurants, where the
bulk of the visitors are men aged 25-35 and about 10% of women regularly visit beer bars.
Organization of own brewery is quite expensive project, from 500 thousand dollars to $1 million.
The cost of opening a restaurant with its own brewery is from $1.5 million and initial investment
will be about 200-300 thousand dollars (in midtown area - 140 sq. m.) together with the costs of
facilities, equipment and security. Payback will be about 1-2 years. Besides, this business attracts
because of a quick implementation of business itself in the event of closure. Average duration of
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exposure is usually not more than 3 months. The high cost of restaurant services has caused a
significant increase in the number of coffee shops and cafes. Today in Tashkent, there are about
20 coffee shops (100 thousand citizens - 0.3 coffee shops) whereas; the first coffee shop is
Phloston Paradise opened just five years ago. Some examples of most popular coffee shops in
Tashkent: Gloria Jean’s Coffees, Chocolate, Marrone Rosso, Coffeedelia, Costa Coffee, Coffeemania
and Cafeteria. Further, in Moscow and St. Petersburg, there are 100,000 citizens per 0.7 coffee
shops. In New York City - 27, in Seattle - 62, in Milan - 135. These figures indicate that this market
will continue to flourish. Business in terms of coffee shops is attractive and fast growing since the
cost of a cup of coffee is several times lower than the price quoted on the menu (return 500-
700%). However, initial investments in the coffee shop (coffee and refrigeration equipment,
interior, furniture) range from 80 to 150 thousand dollars, excluding the cost of rental space.
Additionally, operating expenses should be added among other things, including the cost of
training baristas (bartender, person making coffee) and pastry-cook from foreign experts. The
payback of a coffee shop is estimated between 2 and maximum 3 years. Special characteristic of
Uzbekistan coffee shop market is that the emphasis is placed on the coffee and pastries that are
usually homemade. Close attention is paid not only to the quality of coffee, but the range of drinks
and cocktails based on coffee. Often, one can find in the menu totally unconventional products,
such as beer and hot dishes. According to the owners of coffee shops, the menu and what they
serve is dictated by the demands of the local consumer. Currently, they are at the stage where
coffee houses have to compete not only among themselves but also with restaurants and cafes. At
the same time, this situation is advantageous, even in the case when coffee shops become less
popular, it will be easier to reposition their strategy.

Business model of restaurants

Big portion of restaurants are based on the use of own resources of restaurant owners. As the
conducted survey of 30 restaurants in Tashkent shows, only 20% of owners have resorted to bank
services for building restaurants. 90% of the surveyed restaurants used tax benefits through the
use of a simplified tax regime. This mode is used when the company’s turnover in a year is less
than 487 thousand dollars (2013), number of employees less than 50 people and corporate tax
income in this case is 3%. Coffee shops and restaurant chains mostly use franchising. Franchising
options, often used in Uzbekistan: — The franchisee pays an initial fee and then lists the monthly
or quarterly royalty - from 4% to 12% from turnover. Sometimes royalty paid on the profits or
gross purchases. — Franchisee actually buys know-how without the brand and does not pay
royalties. - The franchisee buys the know-how and the brand, but does not pay royalties. - Under
the agreement, the franchisee does not pay royalties, but must buy in the semi-finished products
of the franchisor. - Benefits from franchising for the local business are obvious. For example,
developing own business under a well-known brand is usually less risky investment and there is
an increased chance to earn more. Franchising provides high efficiency due to already detuned
business processes, ready portfolio of consumers loyal to the brand. Buying a franchise from an
established network of restaurants reduces the commerecial risk of a new business 4-5 times. The
sellers of franchises are able to carry out regional expansion and by “proxy” conquer new markets.
Franchise development program gives new impetus to further promotion of the brand, including
empowerment, promotion from received franchisee contributions to the advertising fund.
However, as shown by the survey of coffee houses chains of Tashkent, in practice, the franchisee
may encounter some problems. Thus, there may be difficulties in completing the term of a
franchise agreement making franchisor often initiate changes in the conditions of cooperation or
sometimes does not renew the contract. Seeing the success of the brand in the local market, the
franchisor usually prefers to open own retail outlet. To exclude such cases, one should pay
attention to the details and conditions of the agreement with the franchisor.

Sometimes, when entrepreneur buys a franchise he can end up empty handed. For example, the
franchisor verbally promises a powerful business support, such as management technologies,
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smoothly running logistic schemes, training of personnel and advertising. Later it turns out that
all contract obligations of the parent structure are rather vaguely written but has well-prescribed
obligations for the entrepreneur.

Support from the franchisor does not guarantee the success. High expectations and illusion that
successful technology will be effective anywhere and under any circumstances, often leads to no
return on investment. Entrepreneur often forgets that along with the franchise system he acquires
a system of relations with the external environment, which does not always correspond to the
current market situation.

Furthermore, entrepreneur often naively relies on a guarantee of success because of the brand. As
one of the leading American chains of fast food brands in Uzbekistan is experiencing significant
difficulties due to poor acquaintance with the local population and culture, hoping and thinking
that the locals know this brand. Nevertheless, the advantages outweigh disadvantages in
franchising, and today Uzbekistan is committed to more famous brands. In particular Uzbekistan
eagerly awaiting the opening of the first American coffee shop “Starbucks”.

Features and trends of restaurant market in the USA and Uzbekistan

To a large extent the development of market for restaurant services determines the consumer of
these services. Very interesting results from a research had been published by the US National
Association of restaurants which we tried to compare with the portrait of Uzbekistan consumers
(Table 2). In examining 30 restaurants in Tashkent, we surveyed customers in restaurants and the
results are shown in the following table. Both of these findings suggest that the weakness of the
restaurant industry is influenced by both objective factors such as low purchasing power of the
population, and subjective factors, such as poor quality management in restaurants who have to
make them more attractive. It should be noted that Uzbekistan restaurants use different methods
to improve their competitiveness and attract customers. They use different shows, for example
contests between customers, chefs, fashion shows, events for children, inviting famous artists, and
etc. One of the common methods of attracting customers is the use of discount cards. Wi-Fi has
become the norm in the restaurant. Nevertheless, it should be noted that such events are
organized rarely. Uzbekistan restaurants still poorly use the reserves to increase attractiveness of
arestaurant and do not develop programs for regular customers and customer loyalty programs.

Table 2. American and Uzbekistan consumer preferences (Source: Restaurant Industry Pocket Factbook
2013; researches of authors)

Question Number of affirmative answers Number of affirmative answers
in the US in
Uzbekistan
Do you think that the
restaurants are offering 8% (70% found difficult to
healthier food than 2 years ago? 85% answer the question)
Do you use internet to find the
right restaurant? 12%
34%

Are you ready to use self-service
terminals (self service ordering 30%(50% prefer to receive
terminal) at fast food 44% information from “first hand”)
restaurants?
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Would you prefer restaurants 70%/(90% customers did not
that encourage customer loyalty encounter cases of customer
and loyalty reward system than 66% loyalty in restaurants)

other restaurants?

Would you like to receive gift 92%(86% do have discount
cards and certificates during gift 79% cards in restaurants)
occasions?

How much your family spends $350(not counting the

on average per year on eating invitations to banquets and
out? $2 620 (2011) events)

Do you think that restaurants

are an essential part of your life? 45% 8%

Do you think that cooking your 68% 56%(only 15% of Uzbekistan
favorite restaurant meal and have their favorite restaurant
ensuring those taste qualities is meals)

not easy to do at home?

Do you think that the restaurant 79% 74% (But only 8% of Uzbeks
is the best place to spend time prefer to spend their free time in
with friends and for making the restaurant)
connections?

Today, competition policy among restaurants is reduced to only compete for various events, such
as weddings, anniversaries, corporate events and etc. Such competition distorts the original
meaning and nature of the restaurant, which is an institution that meets the diverse needs of
people in food, rest, culture, communication and etc. A restaurant which only satisfies the need
for the event is not a restaurant in its true sense. Such functional limitation of restaurants creates
institutions working on the principles of the simplest catering services. The low level of living of
the majority of the population, coupled with low level of management, leads to the fact that
Uzbekistan family spends an average of 3 to 5% (depending on region) of consumer budget on
food “away from home”. At the same time, this situation allows to assess market opportunities
very high: the market potential is huge for restaurant services. This also contributes to the influx
of tourists in Uzbekistan. Structure of tourist flows largely depends on domestic tourism and
outbound tourism. In Uzbekistan, number of tourists coming directly and purposely for tourism
is not even 0.1% of the total tourist flow. From this perspective, the expected growth in tourism
will lead to the development of the restaurant market. Moreover, the restaurant market in
Uzbekistan has high level of bankruptcies and preservation risks in this industry. In Uzbekistan,
20% of new restaurants go bankrupt in the first year of its existence and in three years up to 60%.
High level of bankruptcies in restaurants is a common phenomenon regardless of the country.
Thus, even in Europe 45% of projects do not survive during the first 2 years. According to the
World Directory of Bankruptcies D&B, the restaurant business confidently takes 4th place in the
list of bankruptcies after the dress shops, furniture and photography shops (D&B Supplier
Evaluation... 2013). However, if in the US and Europe, bankruptcy is associated with the high level
of competition, then in Uzbekistan, this phenomenon has its own specific terms, where
competition plays a smaller role. Bankruptcy of restaurants in Uzbekistan is connected, first of all,
with a low level of management and poor preparation of the restaurant concept during its
planning. Often you can find pretentious and uncomfortable restaurants that in order to payback
are forced to raise prices regardless of the quality of food and level of cuisine. Other restaurants
are going bankrupt because of the lack of parking space, wrong choice of location or lack of
professional service. In general, the restaurant market is characterized by elemental, sometimes
with largely spontaneous demand and lack of regular customers. Unlike the restaurant market in
the US, Uzbekistan restaurant market has not yet agreed on common standards of facilities and
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service standards. Restaurant service and business processes have little attraction for
restaurateurs. As a result, one can still find a lot of restaurants where the quality of service does
not match the initial clamed level. Also, in Uzbekistan it is often possible to meet such
phenomenon as the preservation of a clan system in the management of restaurants. Investors
entrust their relatives to manage restaurants and in most cases their relatives are far from the
restaurant industry and have a very vague idea on how to run such business.

Problems in restaurant management

As the survey of 30 restaurants of Tashkent shows, most of these restaurants do not have
management system at all levels. So, even fine dining restaurants and local chain restaurants do
not have a clear strategic management system. Most restaurateurs have not been specifically
trained for strategic management and sometimes people with no background in restaurant
business and similar industries run these companies.

As aresult, mistakes start from the initial stage, such as choosing the restaurant concept, choosing
wrong location of the restaurant, or the location does not match the concept of the restaurant, not
analyzed mabp of the territory, traffic flows and a segment of population of the area.

Such amorphous state of the market leads to the fact that the restaurant industry is not fully
developed in the professional restaurant management. Business itself has not yet become socially
responsible business, making prices in restaurants to remain at a high level and does not tend to
decrease. The culture of catering remains low: one of the common phenomenons is the inclusion
of 10-15% tip to the check amount.

Moreover, a real external threat to the restaurants is that there are no reliable local suppliers of
raw materials. Raw materials in most cases come from neighboring countries: Kyrgyzstan,
Uzbekistan and Russia. One of the acute problems of the market is the lack of professional
personnel at all levels. Today, in the highest demand are chefs, second place take waiters and the
third are bartenders.

Also, the demand far outstrips the supply of managers, administrators and restaurateurs. The
country has almost no specialized educational institutions, which would prepare the top
managers for the restaurant industry. In recruitment agencies, there are 70-80% of requests for
managers and chefs who have successful experience in opening and promoting restaurants that
can operate efficiently and effectively, bringing new ideas to the business. In recent years, the
demand increased for restaurateurs in the other regions. Generally speaking, not only
administrative staff does not have the specific training in restaurant industry, but also the main
production experts and there are no cooking schools.

Often, the premium level restaurants prefer attracting professional chefs from foreign countries.
However, this does not always meet expectations, as these chefs do not take into account the
specificity and of the local population and its mentality.

In most cases, low level of management leads to the inability to make quality menu and develop a
competitive concept of meals.

In addition, what hinders the growth of quality is the high level of employee turnover in the
industry. The highest turnover among waiters is 50% and among chefs turnover is 20%. In most
cases this is due to the lack of regular systems of motivation. Uzbekistan, tipping had not become
the norm for customers, but the culture of good service regardless of the tip had not become the
norm for waiters.

From the surveys of Tashkent restaurants, the Table 3 shows the average motivational structure
for the restaurant staff and the recommendations to develop better motivation system.

In the strategic and operational management of restaurants, all management models can be
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applied. The problem is that management in restaurants does not use the worked out by theory
and practice known strategic and operational management models.

Moreover, SWOT analysis should be a tool for strategic analysis of any restaurant, it will allow to
develop strategic alternatives (Mill 2006; Hill, Westbrook 1997). This type of analysis should be
used from the start when the strategy of a restaurant is created. Every restaurant should have its
mission and vision. Yearly diagnosis of a restaurant should be aimed at creating strategies to
achieve that vision. Then, on the basis of that SWOT analysis, top management of the restaurant
will be able to identify strategic gaps and develop capacity for new opportunities and activities to
build more strength that is aimed at the elimination of the threats and weaknesses. However, often
management does not focus on the vision of the restaurant. Importantly, achieving the vision is a
way to develop the restaurant strategy after the diagnosis and analysis.

According to the survey, only 5% of restaurants have formally elaborated the mission and vision.
But not in any case found that vision determines the development strategy and that staff has
knowledge of the restaurant’s mission and vision.

Boston Consulting Group model will help the management of the restaurant to analyze the menu

and raise its efficiency. Expanding meals by the quadrants of “stars”, “dairy cow” or “dead dogs”,
one should remember to make the right decision about the future (Henderson 1970). Thus, the
analysis of Tashkent restaurants showed that half of them have meals in the menu which are not
popular with customers. However, they were still kept in the menu to make menu seem diverse,
the chef thought that these dishes are not appreciated or that the waiters did not advertise it well
to customers. In some cases it might be true. However, the annual analysis, in the form of unfolding
all the meals depending on sales by the quadrant matrix contributes significantly to more
analytical and reasoned approach to planning the menu and updating it. This way attractiveness
and interest of a menu can be achieved and maintained for customers.

Table 3. Recommendations to motivate the restaurant staff

Position Traditional system of motivation Recommended additional methods of motivation and
in the form of wages, USD incentives
Manager (director) Participation in restaurant profit (profit percentage of
of a restaurant 1000-3000 and higher net income or revenue). Opportunity to participate in

ownership in case of long-term payback of the
restaurant. Social security: service car, health insurance,
etc.

Manager 700-1200 Bonuses depending on revenue. Payment and training
depending on the work results. Social security: medical
insurance, gym, etc.

Administrator 500-900 Similar to Manager’s methods
Waiter Work to attract and make permanent clients,
300-500 + tips stimulating growth in sales of new dishes, wine list, a
bonus depending on the sales
Chef Premium depending on revenue, a share of tips,
1300-3000 bonuses for menu updates and sales growth from new

dishes, kitchen modernization, maintenance, and the
absence of comments from regulatory bodies, free room
and board if necessary. Social security.

Sous-chef 1000-2000 Premium depending on revenues, free meals, share
from tips, arranging delivery at night.

Cook Premium depending on revenues, free meals, share
400-1000 from tips, arranging delivery at night.

Kitchen worker Meals and arranging delivery at night.
300-400

73



\ENTI4
& <3

& g %
=LE= ()eka
7( 2001 "\(I( 3 / EKONOMIKAS UN KULTORAS
6‘(¢ (5)
RTA OV = AUGSTSKOLA

Model of core competencies by Hamel and Prahalad (1994), as well as the models by Tracy and
Virsemy (Harrison 2011) allows a restauran to choose those core competencies that will
distinguish it from other restaurants.

As the research showed, 85% of restaurant executives were unable to determine the core
competencies of their establishment. Most often, the answer to the question of core competencies
was reduced to the standard response in the form: “Paying attention to the client”, “Quality and
healthy nutrition” and etc. However, those are not core competencies, any restaurant should focus
on the customer and offer quality food. Otherwise, this restaurant will go bankrupt in the shortest
time. In fact, the core competencies have to be original and unique to a restaurant. Core
competencies will improve the competitiveness of a restaurant and ensure its lead over the
competitors. 15% of restaurant managers noted that using such competencies, significantly
lowered the maintenance costs by automating the processes of taking orders, use of modern
software, online sales and online reservations, use of deposits forms to attract customers and
many other. Porter’s Positioning model should serve as a basis to competitively position the
restaurant on the market and help determine its strategy by focusing on cost or differentiation
(Porter 1980). In fact, Porter’s model can be used in conjunction with Prahalad and Hamel model.
Further, restaurants can concentrate their efforts on reducing costs or product diversification.
Specialty restaurants with ethnic cuisine and chain restaurants are focused on cost reduction and
at the same time, most of the middle level restaurants in Tashkent use a strategy of diversification
and offer both European and Asian cuisine at the same time. However, such strategy is not typical
for premium level restaurants which prefer to specialize in one kitchen. Among the most popular
today are Italian and Mediterranean cuisine. Lifecycle model by Adizes (1990) should be used to
revive restaurants and allocate and introduce new services. Lifecycle service is the period from
the release of a service into the market until its withdrawal from the market. There are six major
stages of the life cycle services (Fig. 1), each of them is characterized by the combination of
marketing activities, which provide an opportunity to carry out strategic plans and tactic forms
on the behavior in the market. Interestingly, one of the features of young undeveloped restaurant
marketin Uzbekistan is not tradition but the novelty. With the opening of a new restaurant, thereis
always an increase in number of visitors, which often serves as a pretext for calming down the
owners of the restaurant. But this flow caused by the usual curiosity and desires to see a new
restaurant. Itis considered natural for a client who lives on a new, still developing and unsaturated
market of restaurants. To prove, one can see a pattern of food courts in major shopping malls.
Those restaurants are serving traditional and familiar food (Uzbek traditional manty, plov, etc.)
and suffer losses in contrast to the American and other restaurants offering burgers. In this case,
if a restaurant does not work on working to make clients regular or their retention, the lifecycle
of that restaurant services quickly reduced and the life of the restaurant completed the first or
second year of existence. Such factors as high level of expectation, low level of satisfaction to meet
customer interests and needs (most of whom have the ability to compare with the foreign level of
service) are responsible for the rapid extinction of a restaurant. Key factors here are to work to
make clients regular and updating the menu on regular basis. Restaurant managers should
maintain the level of marketing (research and study of customers, support by innovations and
popular positions, regular promotions).

Fig. 1. Life cycle of restaurant services

Deve lopment of | Implementation | Consumption Maturity of Market Decline in
ser vices of services growth of services saturation of demand for the
services service service
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Projections for Uzbekistan restaurant market

It is obvious that the “pyramid” in the restaurant market in the coming years will be more down
to earth. Its top (fine dining) will remain the same or increase slightly, to 5-10%. Segment of
affordable restaurants will grow with new restaurants, but at the expense of other bankruptcies,
and increase by 10-15%. Probably, the base of the “pyramid” will not suffer and expected to
continue increasing profits in some businesses of this segment. Market of restaurant services in
Uzbekistan is far from saturation, so the number of restaurants per year will increase by 10-15%,
but the numbers of viable and profitable will not increase proportionately. In recent years, the
restaurant market is attracting more and more investors because if done right, this business is
able work for a long time and bring a steady income. Restaurants at the food courts will remain
being popular for a long time, this is associated with city plans for further construction of new
shopping centers and malls, as well as new business area, exhibition centers, and hence, the
development of outlying areas and the emergence of new platforms. Middle level restaurants
should put a considerable effort to divert customers from this segment. However, the trend of fast
food is already cooling down and t in order to win customer over, the middle level restaurants
should improve management and focus on attracting and forming their own clientele who will
become loyal to their brand.

New Business opportunities in Uzbekistan
Over the past five years major changes have occurred in Uzbekistan, and now this country is more

open than ever to international business.

Antal, a leading executive recruitment agency already has considerable work experience
in Uzbekistan and can help you to enter this promising market, to recruit staff and make a
salary surveys in this region.

Today, Uzbekistan ranks third in the world export of cotton, 4th place in gold reserves and 7th
place in uranium reserves. In terms of natural gas production Uzbekistan ranks in 11th place.

At present, two large-scale projects are being implemented in the country: Tashkent City and High
Tech City complexes. It is planning to build the largest cement plant in Central Asia. In addition,
the construction of the automobile plant Uzbekistan Peugeot Citroen Automotive began
production in the free economic zone "Djizak" in July last year.

Global companies are entering the Uzbek market, including the world-famous automobile brand
Volkswagen, the international chain of KFC food restaurants, and Arla which is one of the world's
top three dairy producers.

The Uzbek authorities are trying to create a positive environment for the development of
entrepreneurship.

Recent developments in Uzbekistan include:

e A moratorium on all state business audits for the next two years has been introduced
 The taxation system has been simplified

* Free economic zones ("Navoi", "Angren", "Djizak") were created

e The major part of customs duties and fees for exporting enterprises has been reduced
e The procedure for registering companies through an online service was accelerated

In connection with the increase of foreign investment and economic growth in Uzbekistan, the
issue of staffing is becoming more acute and there are also difficulties with the calculation of
salaries.

Antal however, with our specialization in the selection of middle to senior candidates is in a strong
75



~ Jeka

7(63 2001 6’\3- %%ﬁ(/ EKONOMIKAS UN KULTORAS
‘/erA KOV ¥ AUGSTSKOLA

position to help to solve such problems.
Interview with a successful Uzbek restaurateur who opens restaurants around the world

Timur Abdullayev

Occupation: Entrepreneur, restaurateur, consultant, representative of the chamber of Commerce
of Uzbekistan. Age: 35 years

Horoscope: Capricorn

Favorite phrase: Favorite phrase: I know I don't know anything!
Marital status: Married, 2 children

-Timur, good day! Tell us what your childhood was like?

Hello! My childhood was carefree and fun-football, Cossacks, robbers, friends. [ was also fixated
on my studies, [ liked to study, so I finished school with a gold medal.

-What did you dream of doing in your youth?

[ didn't have any specific desires about my profession yet, but I really wanted to become a
successful person and an idyllic representative of my family name.

-How did Your career start?

My career started at school. At the age of 16, I started working in the tourism industry, where I
stayed for 4 years. During this period, he entered the Russian Academy of Economics. Plekhanov.
At the age of 20, the era of radio business began in my life — I was offered the position of
commercial Director at radio " Uzbekim Taronasi "and a little later Deputy Director at
Autoradio"Hamrokh". After radio, | became the head of the marketing Department in the company
"ITE Uzbekistan".

-How did You come to the restaurant business? What attracts you to this?

In 2008, I finished my job at ITE Uzbekistan and went into the restaurant business. I started
working in a holding company that combined 4 restaurants - "Gasthous", "Peggys", "]. Smokers"
and "Dudek". I managed the HR Department and was also responsible for business development.

Why the restaurant business?
They say they don't become restaurateurs, they are born with them.
- You are engaged in launching restaurants, tell us about the projects you have implemented.

My first experience was the restaurant "Gasthaus", which was launched by a great team in 2005,
also "Peggys", "]. Smokers", "Dudek". [ was lucky to be part of this team and go through a good
school. Then there were independent projects in Tashkent "Shedevr garden”, "Khan Atlas", the
first Uzbek restaurant” Samarkand "in Prague (Czech Republic) and a chain of Uzbek restaurants”

Zhara " in Kiev (Ukraine).

In fact, this is a very interesting process, you need to start everything from scratch. It is especially
exciting to do this in an unfamiliar environment, as | did once in the Czech Republic, where I found
myself for the first time. [ learned the customs, traditions, people, rules of doing business in the
country, collected this knowledge bit by bit, in order to open the first Uzbek restaurant in Prague.

Launching an institution of our national cuisine abroad is not only a business for me, but also an
opportunity to open an astronomical Embassy of Uzbekistan abroad. Present our culture and
delicious cuisine.
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-Don't you feel sorry to leave the place later?

At first I was sorry, but then [ began to understand that this is a business, and you need to be able
to leave when the time comes. And I only take on those projects that I have a heart for. If [ have
taken it up, it means that [ am sure that it will remain in safe hands.

-Would you like to open your own restaurant?
Actually, I'm thinking about it. There is such an idea.

- Why haven't I opened my restaurant yet? Having opened an institution, a person is completely
immersed in the care of it and its development. And I, at this stage, am not only engaged in
launching restaurants.

[ have a number of other projects.
-One of them is the Academy of restaurant business. Tell us about it, what was it created for?

The Academy is primarily a project created for professional restaurant and hotel consulting. The
Academy's experts are leading Uzbek and international experts known for their professionalism
far beyond the CIS.

One of the important tasks of the Academy is social educational projects. Together with the
chamber of Commerce and industry, we have launched "Author's meetings with famous
restaurateurs and hoteliers", to which we invite students of specialized universities and colleges,
young professionals who are interested in getting new knowledge, information, so to speak, first-
hand.

We have already held several events with the participation of Oleg Nazarov-the leading restaurant
author and critic in Russia, Timur Musin-the founder of the Caravan group network and Chairman
Of the Association of restaurateurs and hoteliers of Uzbekistan, Sergey Emelianenko — one of the
best bartenders in Russia, Irina Ovsyannikova and [krom Agzamov-international hotel experts.

I often face a personnel problem — there are not enough professional bartenders, waiters,
managers. Often, many young people come to work in restaurants or hotels without
understanding what is required of them. One of the tasks of the Academy is to reveal and convey
to the youth the nuances of this business. This is necessary so that people consciously come to it,
and not because there is nowhere else to go to work.

-The restaurant business has its own fashion trends. How quickly do global trends reach
Uzbekistan? What is fashionable now with us?

We have very popular steakhouses, American, Italian restaurants, Japanese cuisine. Many coffee
shops have opened recently. Many of them offer a salad or a hot dish. But in my understanding, a
classic coffee shop is coffee, dessert and nothing more. We don't understand this yet.

At one time, molecular cuisine was popular in many countries of the world, but it never reached
us. And thank God!

By the way, in Moscow now Uzbek cuisine is one of the three most popular, which undoubtedly
pleases me.

- Are there any special features of business in Uzbekistan?

We don't really have many the restaurant restaurants, more cafes, canteens, or so-called Milliy
Taomlar catering outlets. Given the characteristic feature of our mentality, it is important to find
the right approach to the guest, | emphasize, it is to the guest, not to the client. It is assumed that
the client pays, and the guest sits for free. But we have hospitality in our blood and every visitor is
a guest for us. In Uzbekistan, most products are purchased on the market, while in Europe, for
example, delivery is ordered over the Internet.

-What determines the success of a restaurant?
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A good restaurant is not only delicious food and an ashtray changed in time, it is an atmosphere
that is created by such details as the correct form of the staff, the timely dimmed lights, and music.
It's an aura. For me, the aura of the restaurant is the emotions of the guests that permeate the
entire room.

In a restaurant, a person should spend money with pleasure. And you need to treat your guest the
way you want to be treated for your own money.

If a person returns to your institution, it means that they trust you with their time, comfort, and
good mood. Justified guest trust is the Foundation of the restaurant business.

The winner is the one who will give consistently high quality, in food, service, ideas- this is the
Foundation of the basics.

- What advice Can you give to aspiring entrepreneurs?

Go for it! Recently, the English championship was won by an unknown team "Leicester". I just
won. This proves that money and connections are not always important. You need to believe in
yourself, understand where you are going and why. You should never regret your mistakes. We
need to draw the right conclusions and move on. And the most important thing is to be an
extremely honest person with others and with yourself.

Conclusions

Market for restaurant services in Uzbekistan when compared to the EU market stands at the level
of infancy. Moreover, market is affected by two conflicting factors. On one hand, the limiting
factors are low income of citizens and having no tradition of eating out. On the other hand, market
development is strongly influenced by subjective factors in the form of low-level management of
restaurants, lack of professional training and motivation, etc. The segments of the market showed
that in general, Uzbekistan holds traditional pyramid of restaurants with different prices, from
elite restaurants to catering restaurants, coffee shops and bars. At the same time, when compared
with the EU restaurant services, some services in particular segments have their own
characteristics. For instance, the middle price segment of restaurants mainly provides services for
the organization and celebration of banquets for weddings, birthdays, and anniversaries. Further,
low level or low priced restaurants are not acting as fast food places, where people quickly eat and
go, most of the time it acts as a place for young people to spend time, “hang out” thereby replacing
the the place of middle level restaurants. To conclude, the weakest factor on the market of
restaurant services is the lack of quality management. Market for restaurant services in
Uzbekistan should start using accumulated knowledge of strategic and operational management
and its basic model. This will greatly reduce the high level of bankruptcy, lack of permanent
clientele and low culture of restaurant services.
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Abstract

Research relevance: According to the statistical data, 11 potential buyers could know about the negative
experience of the customer of this company and also tell other people about it, that is the number of
potential buyers with negative information about a company will grow. For the above reasons, the bank
should to know the level of satisfaction of its customers in order to retain existing customers by satisfying
the needs for which they apply to the bank.

Research goal: Based on the analysis of the problems of customer satisfaction level in a world to identify
opportunities to increase customer satisfaction in commercial banks in Belarus.

Research methods: To identify the customer satisfaction level of commercial banks the author used data
collection methods: document analyses, questionnaire and data processing methods: descriptive statistics,
graphic analysis, comparison and correlation analysis.

Main findings: The research describes the structure of the sector of commercial banks in the Republic of
Belarus and reveals the level of customer satisfaction of Belarusian banks in general and for various
products and services.

Keywords: Customer satisfaction; commercial bank; analysis of customer satisfaction level; Belarus.
Introduction

The Belarusian market has remained unstable for many years and this cannot affect to
commercial banks (World Bank, 2018). One of the main reasons is the strong influence of the state,
which is that there are many companies in the country whose main authorized capital belongs to
the state and accordingly these companies enter into contracts with so-called state banks. In these
conditions state-owned banks are not afraid of losing customers and therefore do not always pay
due attention to customer satisfaction, the rest of the banks need to be engaged not only in
attracting customers, but also to create better conditions for obtaining a satisfied and loyal
customer. Knowing this information it becomes relevant to research how the current situation
affects the banking sector as a whole.

The aim of the research is to identify opportunities to increase customer satisfaction in
commercial banks in Belarus.

The hypothesis of this research is that customer satisfaction with a commercial Bank affects the
ability to recommend this bank to other people.

According to the survey results, 28,8% of respondents rate their satisfaction with the Bank as 7
and the average level of customer satisfaction with its main commercial bank in Belarus is 7,8; Mo
=7;Me=7.

Literature Review

According to Cambridge dictionary “customer satisfaction is a measure of how happy customers
feel when they do business with a company” (Cambridge dictionary, 2020). Another author says
that customer satisfaction is a means of evolution quality. If customer satisfaction is high the
company’s profit will grow (Cengiz, 2010).

As for the definition of satisfaction Chang says that “satisfaction referred to a consumer’s
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judgment that a product or service feature, or the product or service itself, was providing a
pleasurable level of consumption-related fulfillment, including levels of under- or over-
fulfillment” (Chang et al, 2010).

Attracting new customers is usually more expensive for company than keeping current customers
for this reason the definition of Customer satisfaction index or CSI was created (Turkyilmaz et al,
2013). This concept helps companies identify weaknesses of the marketing complex and adjust it
to improve quality of products and services as well as increase quantity of satisfied customers.

Companies are creating programs to improve customer satisfaction with the help of which they
can (Hill & Brierley, 2017):

— understand how clients feel about the company;

— find out which areas need improvement;

— find out how much money is need to improve the company’s work;

— identify is staff aware of clients’ priorities;

— monitor customer satisfaction index and develop service improvement tasks;
— ultimately increase profits.

According to another author (Cengiz, 2010), by measuring customer satisfaction, companies can
know:

— where to make changes to create improvement;
— how well the business process is working;
— understand whether the changes have led to better.

When company creates questions for the measurement customer satisfaction programs these
have to answers: who, how, what, where when and why (Cengiz, 2010).

For successful existence, companies need to track how satisfied customers are with their products
or services, the work of the enterprise as a whole. Knowing this information an organization can
influence the satisfaction of its client and help him become loyal to the brand. To do this, various
authors have identified factors affecting customer satisfaction (MeTesnn, 2016):

— quality of service;

— speed of service;

— assortment of services;

— favorable conditions compared to competitors;
— pricing;

— courtesy of employees;

— goodwill of employees.

David Aaker created the brand guidelines or Aaker’s model (Aaker, 2012) which also described
the behavior of companies to meet customer satisfaction. His principals consist of:

— creating associations with brand (anchors);
— creating awareness with brand that customers may follow with other people;
— collecting customers reviews for working process improvement;

— creating brand with more extensions because customers brands with more extensions;

81



7(& 2001 6’\3- M EKONOMIKAS UN KULTORAS
%TA KOV = AUGSTSKOLA

— building attitudes with customers.

Different researches on customer satisfaction show that satisfaction and trust stay on the same
line, and when a customer is satisfied and trusted, they will be loyal. For example, to achieve
customer satisfaction, company should follow the next principles (Yildiz, 2017):

reliability;

— tangibles;

— responsiveness;
— assurance;

— empathy.

In modern literature are highlighted instruments that affect customers and are able to stimulate
communication between company and clients. In Phillip Kotler and Gary Armstrong opinion are
(Kotler & Armstrong 2010):

personal selling;

advertising;

sales promotion;

public relations.

With the introduction of these instruments, customer begins to treat with confidence in the
organization, the awkwardness between them disappears, the understanding of why this
organization is beneficial for him comes, also how it is possible to use the offered product or
service.

In the banking sector as well as in any other commercial activity, customer satisfaction plays an
important role in the development of activities and the possibility of the company's existence in
the market with a high level of competition in the future.

Considering the topic of customer satisfaction, the author of the study believes that satisfaction is
a necessary part of human life, and companies should take this into account when they build
strategic and brand awareness models. The author of the research can also say that customer
satisfaction is a general assessment of such indicators as the quality of the service or product
provided, additional offers related to these products or services, and the customer's experience
gained when communicating with the company's employees.

Research methodology

Statistical data of the National Bank of the Republic of Belarus were used for this research. In
addition, a survey was conducted on the online platform Google Forms to determine customer
satisfaction, in which 115 respondents took part. In addition, the following statistical tools were
used to analyze the survey results: average, mode and median. The study also provides a
correlation analysis between two indicators, satisfaction with the bank and the ability to
recommend it to other people. To visualize the information, graphs were developed that show the
main data related to this study.

Research results

The banking system in Belarus divided into 2 parts: Central bank (The National Bank of the
Republic of Belarus) and commercial banks. Nowadays there are 24 commercial banks in Belarus
(National Bank of the Republic of Belarus, 2020) below is a graph with the number of banks on
January 1 in the last 5 years and the form of their ownership (Figure 1). The names of the columns
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mean:

— state is banks with a predominant share in the authorized capital of state bodies and legal
entities based on state ownership;

— private is banks with a predominant share in the authorized capital of foreign capital

— other is banks not included in groups 1 and 2.
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Fig. 1. Quantity of commercial banks in Belarus from 2015 to 2019 (Source: author’s collection on the
basis on The National Bank of the Republic of Belarus, 2019)

In the period from 2015 to 2019 the banking sector of the Republic of Belarus has undergone
changes namely the number of commercial banks has decreased. In particular, in the period from
2015 to 2016 the number of private banks decreased by four and from 2016 to 2017 by two less
and by the beginning of 2019 their number remained unchanged. Among other banks, changes
occurred only in the period from 2015 to 2016 there was one less bank. In the period of study by
the author, only the number of state banks has not changed, their number has remained equal to
five.

To conduct the research, the author compiled the survey. According to the author, the results of
the survey could reflect the real image of customer satisfaction of commercial banks in Belarus.

In the survey participated 51% of men and 49% of women. The average age of the respondents is
27 years old. Families of participated consists of 3 people with a monthly income of 1000 - 2000
BYN (around 450 - 900 EUR) and live in Minsk.

The first question is “Which banks are you a customer?” 55% of respondents answered this
question that they use the services of two or three banks and 53% have an account in Belarusbank.

In the second question about main bank 51% of respondents answered that their main bank is
Belarusbank, 10,2% - Alfa-Bank and 8,2% - Belinvestbank. This results not surprising because
many companies (frequently state-owned companies) in Belarus are served in Belarusbank and
people could get salary, scholarship, pension and etc. if they have bank account in this bank.

Also, the author asked about customer satisfaction with the main bank, the results of which are
presented below (Figure 2). The rating range is from 1 to 10, where 1 is not satisfied and 10 is
completely satisfied. Higher results were obtained by 7 with 28,8% of respondents, 9 with 17,3%
and 10 with 14,4%.
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Fig. Error! No text of specified style in document.. General customer satisfaction with the main bank
(Source: author’s collection)

Average level of customer satisfaction with the main bank is 7,1. For a deeper research, the author
thus calculated the mode and the median, where the mode is the most common value and the
median is the middle number in sorted and the decreasing value will be less than the median, the
increasing value will be greater. In this case Mode (Mo) = 7 and Median (Me) = 7.

Thus, the author asked about how much will respondents recommend their bank to relatives,
friends. The rating range is from 1 to 10, where 1 is not recommend and 10 is completely
recommend. The results show that the majority of respondents (26%) noted the number 10,
17,1% - 6 and 15,4% - 8. Average level is 7,4. The author of the research decided to find out the
correlation between bank satisfaction and the ability to recommend the bank to other people. A
correlation analysis of the data showed a result of 0.6, which means that the degree of influence
is higher than the average results.

One of the important question is what banking products customers use. For the survey the author
chose main types of banking services (Figure 3) such as Bank card for salary or scholarship, credit
or debit card, bank account, loan, money transfer, exchange money, leasing transactions, internet
and mobile banking.

The highest results were obtained by a Leasing transaction with 8,7 level of customer satisfaction
and 8,4 is Bank card for salary, scholarship, etc. what cannot be said about other services. For
example, the less results were obtained by Bank account with 5,6 level of customer satisfaction
and 5,7 is Loan. Average level of customer satisfaction by all banking services is 7,4.

Mobile banking T 7 5
Internet banking T 7 6
Leasing transactions I 8,7
Exchange of money IS 70
Money transfer I 3
Loan (mortgage, consumer) I 5 7
Bank account I 5 6
Debit card I S 1
Credit card I (6 5
Bank card for salary,.. I S 4

0 2 4 6 8 10
grade

Fig. 3. Level of customer satisfaction by banks products (Source: author’s collection)
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Next, respondents were asked to rate from 1 to 10 how important they are and how satisfied they
are with the services provided to banks (Figure 4) where 1 is not important / satisfied and 10 is
completely important / satisfied. Average grade of satisfaction level is 7,6; Mo = 8, Me = 7,8 and
importance for customer is x = 7,8; Mo =8, Me = 7,9.
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Fig. 4. Dynamic of customer satisfaction level and importance of service for the customer (Source: author’s
collection)

To the questions “What should be the interest rate on a consumer loan that you change your mind
to make it?” the average value is 9,6; Mo = 10, Me = 10. About montage loan x =10, Mo = 8, Me =
8 and creditcard x =8, Mo =5, Me =7.

Nowadays, there are no online commercial banks in Belarus, for this reason, branches and ATMs
are important for customers. Respondents estimated the Quantity of bank branches at an average
of 7,4, Office hours in this branches at 6,5 and the ATM network at 6,6.

It is also impossible to ignore the service in the bank so the respondents rated the Politeness of
the bank's employees at 7,3 and the Neat appearance at 8,8.

The next question is "What would you recommend to improve the performance and / or service
in your main bank?" according to the respondents, commercial banks in Belarus should improve
their staff policy (teach employees how to communicate with bank customers). this issue is of
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most concern to respondents, solve the problem of queues in the bank, integrate modern systems
in Internet and mobile banking and introduce new payment systems such as Apple Pay and Google
Pay.

Conclusions

If evaluate this survey as a whole, customers of Belarusian banks are satisfied with a score of 6,8
but as this study shows they expect more from the services they use. At the same time, they will
recommend a bank where they are customers for an average of 7,4
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