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“You cannot get an influence from the cuisine of a country if you don’t
understand it. You’ve got to study it.”
Ferran Adrià Acosta

"It is wisdom to profit by yesterday's mistakes. It is fatal to hang onto yesterday's
victories. You limit yourself. The future should be expanding. Yesterday's
experiences are the foundation on which you build today."
Conrad Hilton
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INTRODUCTION
Kodolányi János University, in cooperation with Saint-Petersburg State University
of Economics, organised an international symposium on “Local and International
Trends in Hospitality and Gastronomy” on 9th October 2018 in Budapest. The aim
of the event was to explore and deepen the analysis of issues and challenges
related to hospitality management and gastronomy as success factors in tourism
development. In addition to a roundtable discussion on “Trends of the Hospitality
Industry of Hungary and Russia” with the participation of Hungarian experts, the
symposium included research and case study presentations on a variety of topics
related to hospitality, gastronomy and tourism.
Image 1. Visit to Gundel Restaurant

Photo by Richárd Bolfert

In association with the symposium, the professors and students of Saint-Petersburg
State University of Economics also visited two unique hospitality businesses in
7

Budapest: 125-year-old Gundel in City Park, and Jardinette, a family-friendly
restaurant located in the heart of Buda. The experiences gained during these study
visits highlighted the importance of recognising and understanding the needs and
wants of international guests, providing consistently high quality product and
service, and maintaining traditions while being open to new impulses and trends.
Image 2. Visit to Jardinette Restaurant

Photo by Tamás Régi

This proceedings consists of papers that were either delivered at the symposium or
were inspired by the discussions that took place during the event. The topics of the
publication are varied, ranging from theoretical approaches concerning the
cultural aspects of food and hospitality to practice-oriented analyses of Russian
and Hungarian projects and enterprises in the gastronomy, wine, accommodation
and spa sectors. This compilation is the outcome of co-operation between
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generations of tourism researchers, a true academic dialogue, since several papers
are authored or co-authored by students.
The publication is recommended for researchers, practitioners and students
alike, in the hope that the papers might stimulate fruitful discussions, contribute to
improving analytical and problem-solving skills, and widen the readers’ knowledge
in the fields of international hospitality and gastronomy.
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FOOD AND CULTURE: SOME REMARKS FOR HOSPITALITY
Tamás Régi1
Kodolányi János University, Budapest, Hungary
Tourism Department

Introduction
One of the main conditions in the practice of hospitality is the sharing of food. From
ancient times up until today’s commercial hospitality hosts mostly offer food for
their guests (Füreder and Rátz 2016). Regardless of cultural background or social
context, food intermediates between individuals and groups. The function of this
practice is not necessarily related to hunger or nutrition. The food in hospitality
rather symbolizes a relationship between the two parties (Kátay 2016), and it is
better to see as a form of social contract. Looking at the origin of this pact would
bring us back to the beginning of human food exchange and lead us up to today
when the practice of food sharing and hospitality was extended by sharing images
of food on the internet. In this paper I make some comments on the relationship
between food and culture and between the symbols of food in hospitality.
Image 1. Producing and sharing food in ancient Egypt: Food was often the base of
the pact between humans and deities

1
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Image 2. Sharing the image of the food online is also just the latest form of
symbolizing food in our culture

Early food sharing
The sharing of food first and foremost was not necessarily a contact form between
human groups but rather it was the family’s (or only the wife and husband’s) internal
business. Family members share food with each other not only when they nurture
their offspring but it continues mutually among group members up until their death
(Kaplan and Gurven 2005). Intergroup food transfer often aims to ease social
tension and ensure peace between groups (families, clans, villages, traders, etc.).
Looking at the different religious and cultural explanations of food sharing in
hospitality we can see that treating strangers was often involved sacrifice. This
practice is probably can be explained by the fact that unknown arrivals often
carried the aura of deities.
In the Bible, more precisely in the Genesis (18 1-15), we can find one of the
first descriptions of hospitality and food sharing. When Abraham had met three
travellers (later regarded them as angels) he faced down and offered them shelter
and food to restore their strength. The text gives a very precise description of the
event: “Abraham hastened into the tent to Sarah, and said, ‘Quick, grab three seahs
of our best flour! Knead it and bake some bread!’ Then Abraham ran to the herd,
took a calf, tender and choice, and gave it to a servant, who rushed to prepare it. He
took cheese and milk and the calf that had been prepared and set these before them;
11

and he waited on them [the visitors] under the tree as they ate.” This is a compass for
hospitality for many, indicating the portion and the type of food to be served to
strangers.
Image 3. Giovanni Andrea de Ferrari: Abraham and the Three Angels

Abraham’s case is not the only one example of hospitality in classical texts. From
ancient Egyptian cases to Homer we find the indication of food in hospitality
demonstrating that food was always symbolic and that food not only symbolizes
the relationship between humans and between humans and deities but also food is
symbolic in itself.
Beside the classical sources archaeologists working in Northern Kenya and
Southern Ethiopia have found that the in Koobi Fora formation in the east Turkana
area, about 2.5 million years ago, hominids were already involved in the
manufacture but more importantly meat-eating and hunting, that they were carried
out of a home-base, and carrying food to be shared. Since then food became not
only material means of biological needs but also a symbolic tool of satisfying
human exchange. And although eating food primarily is a biological need,
12

preparing food, more precisely cooking is a cultural universal, found in every
society in the world.
Image 4. Kamoya Kimeu (right), partner of Richard Leakey (left) for two decades,
turns up facial bones of a fossil Homo Erectus under a thorn tree on the western
shore of Kenya’s Lake Turkana. Photo by David L. Brill 1985, National Geographic
Society, from The Leakey Foundation Archive

Preparing food as a symbol
The moral debate around food and its role in our culture might seem exaggerated
today (e.g. the growing practices of bio, fair trade, organic, etc. food resources)
but the way people prepared their and their guests food was always very
important to understand the nature of a given society. For example using fire to
prepare our food is so important that the French anthropologist Claude Lévi-Strauss
based his famous ‘culinary triangle’ on the distinction of cooking, roasting and
smoking food preparation techniques (Figure 1).

13

Figure 1. The culinary triangle of Claude Lévi-Strauss

Source: Lévi-Strauss (2008)

For Lévi-Strauss there is an important distinction between cooking and roasting. As
he argues „the boiled can most often be ascribed as what might be called an ’endocuisine’, prepared for domestic use, destined to a small closed group, while the roasted
belongs to the ’exo-cuisine’, that which one offers to guests”. According to LéviStrauss roasting the food retains it in the natural realm while using mediation (like
water) and boil the food will bring the whole act and its result closer to culture. So,
boiling is the perfect way to preserve the totality of the food as it takes place
without the loss of substance. Boiling and smoking opposition is not only refers to
food types oppositions but also refers to other cultural dichotomies such as life in
the bush (roasting) and sedentary life (boiling), man (roasting) and woman
(boiling), etc.
What is interesting for us here is the symbolism of food and cooking,
especially the preparation of food for guests. In many cases the hosts’ goal is to
maintain a social face through food. Food is therefore, according to many
anthropologists, a major protagonist in the cultural contact zones. Food sharing,
14

food taboos, feasting, family meals, table manners are just some examples of these
symbolic behaviours. As culture enabled humans to control food it was also our
culture that helped to shape nature in order to produce our food. Because it is food
wherein culture and nature meet.
Image 5. Pieter Bruegel the Elder: The Harvesters. This painting of Bruegel
beautifully demonstrates the important relationship between work and food sharing
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HOSPITALITY TRENDS IN THE 21ST CENTURY – SPECIAL
FOCUS ON FOOD AND BEVERAGE OUTLET MANAGEMENT
IN INTERNATIONAL HOTEL CHAINS
Katalin Juhász-Dóra1
Corvinus University of Budapest, Hungary

Introduction
”It’s not hospitality, it’s happitality” – Kike Sarasola, a trendsetting pioneer in the
tourism industry, president and founder of the Room Mate Group, during a keynote
speech at a hotel conference welcomed and inspired the participants to brainstorm
with the entitled keynote presentation. This presentation focused on the increasing
significance of guest experience, emotional intelligence and need for tailor-made
services. The digitalization and technological innovations make the human factor a
principal element for the development of the hospitality industry. The online travel
agents have gained significant market power due to the changing consumer habit.
Depending on the situation, people are hosts and guests, investors, owners and
clients in the case of hotel operation. The origin of crowd funding and sharing
hospitality both root back to the relationship between individuals and/or
communities.
Due to the change of consumer behaviour, hotel firms have responded to the
market changes by offering hospitality services for a wide range of target
segments (even local citizens), and providing an international environment, with
hotel lobbies becoming popular locations to work, to be meeting places, places of
different food and beverage outlets or “community playgrounds”.

1
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International hotel chains
According to the recent trends, it can be stated, that hotel mergers and acquisitions
in the hospitality industry are still expected to accelerate. Similarly to other
economic sectors, two main growth strategies can be differentiated within the hotel
brand sector: growth by brand acquisition and growth by organic development
efforts (Pohlman 2017). In the international hotel industry, where company sizes
ranges from small family businesses to hotels with 600 000 room capacity, it is a
great challenge to harmonise the ways of operation within an international hotel
chain. Analysing different statistical hotel industry reports it can be concluded that
the number of chain and branded hotels are growing (Table 1).
Furthermore, reports related to hotel management trends in the 21st century
indicate that several brands have developed locally, providing market space for
international competition. McKenney (2016) stated that the increasing popularity
of third-party managers indicate how investors in the hotel industry are beginning
to demand transparency in the operations management. Related to operation
management within the hotel industry five main business model can be
differentiated:
1) property fully owned and operated by the hotel brand
2) property leased by a hotel brand
3) property owned by a third party and managed by a hotel chain
4) property owned by a third party and managed by a “non-branded” specialist
management company
5) property owned by a third party, with a franchise agreement with a hotel chain.
Similarly like the asset and operation management, also the food and beverage
services can be categorized based on the ownership and type of operation: inhouse operated services, managed services, franchised services and outsourced
managed services.

18

148
Total number
of brands
68
Number of
domestic
chains
80
Number of
international
chains
3520
Number of
chain hotels
373000
Number of
chain rooms
8
Chain
penetration
(hotels) %
49.0
Chain
penetration
(keys) %

UK
203
89

114

2078
301045
10

37.1

39

68

663

76133

19

58.9

GER

107

NL

41.0

22

23878

183

23

8

31

IRE

19

37.0

14

47484

342

35

26

61

POL

48.0

21

319561

3815

55

52

107

FRA

56.0

33

386771

2453

86

204

290

SPA

15.0

5

164196

1488

90

137

227

ITA

33.0

13

20567

140

39

6

45

HUN

Edited by the author, based on Chappell (2018)

23.0

6

30109

272

57

8

65

SWIT

Table 1. International hotel chains in numbers

Theoretical background
Hospitality is the very essence of tourism, involving the consumption of food,
beverages and accommodation in an environment away from the normal life base
(Page 2014). Providing food, not only accommodation in the hospitality industry is
part of the complex hospitality product boasting with a long tradition (Hemmington
and King 2000). As Figure 1 shows, the hospitality sector is very complex, boasts
with a great number of components, and accommodation is only one of these.
Figure 1. Typology of hospitality establishments
Hotels

Canteens &
contract
cateres

Restaurant

Camping &
caravan
sites

Cafe and
catering
places

Night clubs
and licensed
clubs

Holiday
camps

Takeaway
food bars

Short-stay tourist
accommodation

Public
houses

University
accommodation
provision

Edited by the author, based on Page (2014)

The new business models and hotel concepts over the last few years have changed
a lot. Besides the primary function of hotels (providing accommodation), the
significance of other complementary services is increasing (Juhász-Dóra 2017). As
a response for the change in consumer behaviour, hotel companies recognized
business opportunities in offering a wide range of complementary services. These
complementary services can mean competitive advantage by differentiation on
the market. Outsourcing and offshoring of service types are applied in different
business models (Table 2). In the first scenario domestic outsourcing is described. A
firm, from domestic supplier have the possibility to change decision, and to switch
to foreign suppliers. There are even occasions, when specific firms outsource and
also offshore to a foreign supplier simultaneously. Firms are also allowed to source
from foreign locations by establishing a subsidiary abroad (captive offshoring).
The combination of outsourcing and offshoring implies shifting the service provision
from a foreign affiliate to a foreign-owned supplier.
20

Table 2. Outsourcing and offshoring are independent, but usually appear in tandem
Location of Service Production
Domestic
International/global
Domestic shared services
Offshored shared services
 centralization
of
 centralization
of
processes,
people
processes, people and
and assets within the
assets within the firm but
In-house service
firm
and
home
in international locations
(affiliated,
country
 captive offshoring with
intra-firm)
 captive outsourcing
international affiliates
with
domestic
 establishing
foreign
affiliates
affiliate is required
 does not show in
 shows in international
national
economic
statistics as foreign direct
statistics (unless the
investment and trade, if
affiliate is registered
foreign subsidiary is
as a service firm, in
registered as a service
which
case
the
firm, global statistics
manufacturing sector
show a growing service
shrinks and the service
and
shrinking
sector grows)
manufacturing sector

Outsourced
service
(non-affiliated,
inter-firm)

Domestic outsourced firm Outsourced & offshored
 domestic outsourcing service
 offshore outsourcing
 source from domestic
 source from external
external suppliers
foreign suppliers
 shows in national
economic statistics as
 international
service
shrinking
trade
manufacturing and
 shows in international
growing
service
statistics as trade, and
sectors
global statistics show a
growing and shrinking
manufacturing sector

Edited by the author, based on Wirtz, Tuzovic and Ehret (2015), Jackson (2013)

The author focuses on outsourcing management in the case of food and beverage
services in the study. Food and beverage revenue (depending from property size
and category ranges) but generally represents one quarter’s of a hotel revenue.
A number of hotel chains utilize events spaces and food and beverage services to
gain extra revenue and also to compensate the seasonality, this can mean for
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instance, a solution for low room rates at low season. Food and beverage hotel
services have also social, not only financial goals. As part of a recent trend, a great
number of international hotel chains are redesigning and reengineering their food
service to showcase flexible lobby and outdoor spaces that make social interaction
possible. Locally sourced offerings are in high demand, thanks in part to the
environmental movement and socio-economic factors. Adopting this trend support
hotel food and beverage outlets to compete against local restaurants and also
enhance the local economy by ingredient procurement from local producers.
Outsourcing, operation by other firms/service-providers, can mean different
advantages and also disadvantages from the perspective of the owners and
operators. Among the advantages cost-saving, performance improvement, risk
mitigation can be listed, and communication problems, minimized accountability
can be listed as disadvantages. Outsourcing can lead to cost savings, this is the
most prominent factor for the application in practice. As new, less traditional
outsourcing practices appear in the industry, for instance revenue management and
marketing, this could change, with benefits becoming less tangible (online presence,
brand strength) but just as fruitful in the future. Despite all the above mentioned
reasons and long-term advantages, the main reasons why most hoteliers give their
food and beverage services for outsourcing, is the fact, that they simply do not
possess the skills in-house to manage them A great number of hotel owners,
managers and operators have realized that by pursuing an in-house solution
instead of abdicating their food and beverage responsibilities to third parties,
they can simultaneously address the current need for differentiation, create
exciting options for their guests, and preserve food and beverage outlets as profit
centres in their hotels.
Despite the great number of possibilities, hotel restaurants have been
identified as under-performing assets in the last decades (Lamminmaki 2011). The
reason for this can be the lack of skills in the staff, lack of service innovation by
management but also the changing consumer behaviour, changing lifestyle of the
guests. In the case of leisure guests, the consumers spend their daytime with

22

activities in the given destination and only return to the hotel in the evenings, usually
business guests use the food and beverage outlets in the afternoon periods.

Research methodology
After the brief review of recent hospitality trends, the following research questions
were formulated by the author:
 Outsourced operation of the food and beverage outlets is a recent trend,
especially among the international hotel chains: is this trend already present in
the case of Hungarian hotels?
 In which food and beverage outlet types is outsourcing of food and beverage
service profitable for the hotel according to the opinion of the managers/hotel
operators in the case of Hungary?
The research method applied for this explorative study is qualitative research
method. Qualitative research is applied in cased of relatively low sample research
method that does not seek quantification and generalization. According to his
purpose, qualitative research exploratory research, where the essence of problem
solving, is to understand phenomena. In order to reveal the actual situation and
manager view in Hungary, it is essential to understand how hospitality managers
relate to the subject, whether they are at all concerned, what opinions and
knowledge they have about outsourcing.
The author would like to draw attention to the drawbacks of qualitative
research, that the result will not be representative, however, the positive aspect to
be emphasized, is that it is open and flexible, which helps to enforce the freedom
of the researcher, is able to understand the formation of opinions on a specific
topic/theme. During the analysis upscale/luxury hotels were mainly taken into
account in the case of Hungary and a Delphi expert study was carried out among
food and beverage managers and hotel managers. The questionnaire was carried
out in three rounds, between March and May 2017. The questionnaire was
available on LinkedIn, an online professional community and business platform. The
23

respondents were hotel managers/food and beverage managers/supervisors
having experience working in five star/luxury hotels. 64% of the respondents work
currently in Europe.
In the case of this thesis, the aforementioned trend review collection served
as the starting point, followed by the formulation of the problem, according to
which the research question was formulated. During the formulation end evaluation
of the Delphi process, Figure 2 was applied.
With regard to points (3) and (4), in the first round of the Delphi
questionnaire, those experts were collected in a group, who possess relevant
knowledge and expertise may be relevant in finding answers to the research
question. Expert sampling was applied, the basis for the sampling criterion was
determined from the point of view of the relevant topic and the purpose of the
research. Along the lines of this logic in the first round the questionnaire set out to
explore the current of hospitality industry in Hungary, in the second round open
and closed questions were combined, and in the final round, a final agreement
was searched about the long-term profitable food and beverage outlets in the
case of hotel outsourcing.
Figure 2. Delphi survey process
1. Starting
point

6.
Questionnaire
sending out

7.
Answer/result
evaluation

2. Problem
formulation

5.
Questionnaire
formulation

8. Preparation
of next round
questionnaires

3. Skill
identification

4. Expert
selection

9. Report

Edited by the author, based on Riggs (1983)
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Research findings
The explorative research confirmed the assumption that the presence of
international hotel brands in Hungary follow the international trends, and
outsourcing in the case of hotel food and beverage outlet management is a
common phenomenon. Due to the fact, that outsourcing is present in the Hungarian
hospitality market, the expert respondents were aware of the meaning and
outsourcing possibilities of food and beverage outlets but could not come to an
agreement on the strategical vision about the long-term profitability forecasting.
Most of the respondents agreed, that first aim to develop the operation of inhouse-managed outlets and then focus in hiring outer support. 77% of the
respondents came to the conclusion, that the application of outsourced management
can be successful on the long-run in the case of upscale restaurants.
Table 3. Brief summary of Delphi results, based on research results
Round number
Round 1

Answers received
28 answers

Respondents
4 hotel managers,
12 F&B managers,
6 supervisors,
6 hotel restaurateurs
Exploratory questions about hotel hospitality trends in Hungary
Round 2
24 answers
4 hotel managers,
10 F&B managers,
5 supervisors,
5 hotel restaurateurs
Questions related to profitability, service quality and return on investment in
the case of outsourced food and beverage hotel units
Round 3
22 answers
3 hotel managers,
9 F&B managers,
5 supervisors,
5 hotel restaurateurs
No final decision was made about which food and beverage/unit appropriate for
outsourced management on the long-run by the experts, but the main conclusion
was to firstly develop and focus on the in-house operated services. Outsourced
management of services is proposed by the experts in the case of upscale
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restaurant (usually for evening dining) by 77% of the respondents (17 out of 22
respondents).
Image 1. ÉS Bistro in Kempinski Hotel Corvinus Budapest, Hungary

Source: https://esbisztro.hu/hu/galeria

Conclusions and summary
The Delphi survey research confirmed the expert opinion, that outsourcing has
become utilized widely in the recent years across several forms of organizational
types. The nature of accommodation sector and hotel are suitable to have some
of the activities outsourced. Outsourcing a wide range of different type of services
(for instance laundry service, food and beverage service, housekeeping) is a
recently increasing trend in the hospitality industry. The author investigated the
food and beverage outlets in this study.
As Table 4 shows, there are some already existing examples in Hungary for
outsourced food and beverage outlet management, but on the long-term, the
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current operators focus on the in-house operation, and mainly, in the opening phase
ask for outer support, help of outsourcing firms.
According to the expert opinion, food and beverage revenue should only
be maximum 25% of the total hotel revenue but not more, in the case of adequate
hotel property operation. The experts also emphasized the increasing significance
of other complementary/additional services – on one hand to generate experience
and also to add additional hotel revenue. In the case of Hungary wellness and spa
treatments and related well-being related services were mentioned. The final
agreement on hotel food and beverage outlet management was to first “make the
in-house version work” and then start to consider further developments.
Table 4. Research result case examples by experts for hotel food and beverage
management outsourcing in Budapest
Hotel Location
Outlet
Kempinski Hotel
Corvinus Budapest
ÉS bistro
Aria Hotel Budapest
High Note Sky Bar

The Ritz-Carlton
Budapest
Deák St Kitchen

– Operator
Kempinski Hotel +
Zsidai Group
cooperation, foundation
of co-brand: ÉS
Period between
January 2017 - 2018
summer –
under full outsourcing of
Gerbead Group
Hotel + Baldaszti
Group cooperation in
the opening phase
(2015-2016 spring)

Foundation/
existing period
Since the opening, 2013

Presently:
in-house operation

Presently:
in-house operation

Further research is proposed to be carried out in the future by addressing a
greater number of experts. Another plan is to re-conduct the same research in
another country to explore the manager perspective about hotel food and
beverage outsourcing management possibilities in other East-Central-European
countries.
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ESSENCE AND ELEMENTS OF THE HOTEL SERVICE SYSTEM
Ksenia Ryabukha1 and Tatyana Bedjaeva2
Saint-Petersburg State University of Economics, Russia
Faculty of Service, Tourism and Hospitality
Department of Hotel and Restaurant Business

Introduction
The term “hospitality” came from the old French “hospice” and the English
“hospitality”, which means “hospitable house”. According to N. Webster’s
explanatory dictionary of the American lexicographer, the hospitality industry is
an enterprise that consists of such services that lean on the principles of hospitality,
characterized by generosity and friendliness towards guests. In the Russian
language, “hospitality” is a cordiality in receiving and serving visitors, gratuitous
reception and food for strangers, or guests. To be hospitable means offering a
warm welcome to visitors, to create for them a calm, congenial and friendly
atmosphere.
For a long period of time, up to the end of the 20th century, the concept of
the “hospitality industry” was not used in Russian practice. Gradually, as the
country's economy shifted to the market structure and, as a result, the emergence
of many independent firms competing for market share, special attention was paid
to the study of consumers and methods to better meet their needs. If previously
there were separate service enterprises (hotels, restaurants, cafes, transport
companies, etc.) that produce services to meet basic needs (accommodation,
catering, transportation), then with increasing customer needs it became necessary
to create an inter-branch complex covering many different businesses that
specialize in serving consumers of the hospitality industry.
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Hotel business is a socio-economic activity that is developing at an extremely
fast pace. For this reason, over the past decades there has been an increasing
interest in hotel services, strategies for its improvement and an understanding of
how customers perceive it. These problems are widely discussed by researchers
and hotel managers. The development of hotel business, at present, is
characterized by a significant excess of supply over demand, as a result of which
hotel business is developing in a strong competitive business environment.
Competition between individual market entities is not so much in relation to what is
offered, but in relation to how it is offered. This forces hotel organizations to focus
on projection an efficient service system with the goal of creating value for the
customer and long-term success for the organization. In this regard, we believe that
the issue related to the problems of hotel services is extremely relevant and has a
particular importance for the modern development of the hotel business.
Knowledge of the features of hotel services creates a foundation for the design
and development of products that maximally satisfy the needs and desires of
customers. That is why in the present development, in the framework limited by the
volume of presentation, we will try to explore the theoretical aspects of the content
and structure of hotel services.
As we have already mentioned, hotel business is a socio-economic activity
that is obey to general economic laws. In the hotel business, as an economic
organization, a product is created and sold. In this process, tourism, material,
financial and human resources are transformed. The concrete result is the creation
of readiness for service. Service in the hotel business can be considered as a set of
activities and technological processes that provide tourists with the necessary
conditions for the purchase and consumption of a hotel product. Some authors
consider service, as a process of providing services with a certain duration and in
a certain place, carried out by human and material resources in favour of the client.
Other authors believe that service is a system whose main elements are the staff,
the customer and the material environment. In their interaction, the process of
"production", the provision and consumption of hotel services is carried out. There
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are other opinions, for example, that hotel service is a set of operations. They
distinguish three main elements of service: customers, staff and the physical
environment (buildings, equipment, and financial assets). According to the authors,
many problems in the field of hotel service arise from the lack of balance between
these three elements. Summarizing these points of view, we can define hotel service
as a hotel service system in which people, material resources and information are
organized and set in motion in a certain way with the goal of creating value for
the client and benefits for the hotel organization.
From the proposed definition, it is possible to formulate the main resources,
called input quantities. These include material, financial, human, and informational
resources. The client can also be considered as a special kind of resources in the
hotel service system. Resources are set in motion and combined in space and time
in a certain, unique way. Thus, the process of providing / consuming services, which
gives a specific result, is carried out. For the client, the end result is comparable to
the non-material values of a socio-psychological nature. For a hotel organization,
the final effects can be economic (increase in sales, revenues and profits, growth
in employment of the material base, increase in market share, etc.) and noneconomic (improvement in the image of the hotel organization, reinforcement of
the image of this brand in the consumer’s mind, growth in the number of satisfied
customers, creating loyal customers, attracting new ones, etc.).
One of the most important characteristics of the hotel business, which
distinguishes it from most economic activities, is that the presence of the client is a
necessary condition for the actual implementation of the service process. Hotel
activity cannot be carried out without the physical presence of the client. The
process of hotel service is aimed at the client and at the same time changes its
initial state of need to a state of satisfaction.
From an organizational point of view, the service system should be planned
in such a way as to facilitate the client not only the opportunity to participate in
the service process, but also make a tangible contribution to the final result by
providing information and implementing various activities of the service process.
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However, customer participation in the service process makes the interaction
environment relatively unstable, turns quality into a variable and subjective value,
and reduces control possibilities.
This circumstance is a serious challenge for hoteliers, forcing them to organize
the service in such a way as to provide both benefits for the organization and
maximum satisfaction of customers at the same time. This feature requires the
separation of the service structure and clarification of its elements [3].
In the specialized literature there are no significant differences in the
proposed statements of the question regarding the system of hotel service. The
authors emphasize four elements of service:
1) the material environment,
2) the attendants,
3) the internal organization,
4) the client.

Hotel service is provided in a specific material environment. It is an important
component of the system, since it influences customers and personnel with its
qualitative and quantitative characteristics that are perceived subjectively by the
participants in the service process. This influence has a dual nature, as it can make
maintenance easy or, on the contrary, complicate it when it is not brought into line
with other elements of the system and is not perceived by participants in the
maintenance process.
The second element of the service provided by the researchers is the staff in
contact with the guests. This type of staff is considered as representatives of the
organization, the essence of which requires the establishment of direct relationships
with customers.
“Staff in contact” has three main functions:
1) performs operations,
2) sells services,
3) is associated by clients with the service itself .
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As the third element, the authors definitely indicate is the client. Some researchers
limit the role of the client to a “user” whose participation in the service process may
be more or less active and whose presence is necessary for the consumption of
hotel services. According to others, joined by the author of the report, the client can
be considered as a “joint producer” in the production of services by providing
information and implementing various activities of the service process.
Internal organization is the fourth important element of the hotel service
system. For the client, the material conditions and the personnel in contact make up
the visible part of the organization providing the services. The internal organization
groups the operations that remain out of the client's field of vision in the process of
servicing. Another group of authors considers the organization in a broader sense,
associating it not only with operations and activities that are outside the client's
field of vision, but also with operations carried out by the client, with or without his
participation. In this regard, use the concept of technology, defining it as the way
in which incoming values are transformed into outgoing. Most often, technology is
related to processes, procedures, prescriptions, and algorithms. For the
implementation of the service process, regardless of the type of operations, they
should be arranged in a certain way in space and in time. From the point of view
of internal organization, management positions can be viewed as a continuous
process in which the main management functions are implemented: planning,
organization, coordination and control.
For each hotel, regardless of its star, interior, living conditions are important
aspects such as the level of service and communication with the guest. It is
appropriate to separately focus on the ethics of service in the hotel business, which
is also part of the organizational and corporate culture of the hotel.
Professional ethics - the rules of conduct that define a specific type of moral
relationship in a particular field of activity. The professional ethics of the hospitality
industry workers are primarily related to the culture of service. Hospitality workers
should have a number of qualities, the main of which are presented in Table 1.
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Table 1. Description of personal traits of hospitality workers
Personal traits of
hospitality workers
Organization
Politeness
Attentiveness
Respect
Decent manners
Exposure
Correctness
Tact

Consciousness

Description
the precise execution of their work
attentiveness, external manifestation of goodwill
to all, readiness to render service to those who
need it, delicacy, tact
external manifestation of goodwill to all,
readiness to render service to those who need it,
delicacy, tact
recognition of personal dignity, attentive attitude
to other people's beliefs, sensitivity, delicacy,
modesty
are an accurate measure in external behaviours
the ability to control emotions, suppress irritability
balance, friendliness; in a tense situation if guest
expresses discontent, respond to him calmly,
clearly, without raising his voice
is the need to take into account a specific moral
situation. The best expression of personnel tactics
is the ability to be inconspicuous, to hide in the
presence of a guest.
own bad mood or busyness
awareness of actions and skills, conscientious
performance duties

People involved in the hotel business should fully focus on customer. Each employee
should think of the client as the highest value that needs to be satisfied.
There is the possibility of introducing another element of the system, which
can be called the atmosphere of service. This is a psychological element that is the
result of a specific combination of all other elements - the functional and qualitative
characteristics of the material environment, the relations of the attendants, the
organization of operations and customers. The atmosphere of service in each
separate process is unique and inimitable. In this sense, it can be perceived as an
element that distinguishes one service system from another and is an important
indicator of the competitiveness of an organization providing services in the
hospitality industry.
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Conclusions
In conclusion, we can say that hotel service is a complex and dynamic set of
interrelated elements and relationships. The role of service in choosing a hotel is
increasing. For a hotel enterprise to be successful, it is not enough just to determine
the guests' expectations and respond to them in time. In addition to the required
characteristics, to increase the level of service in the hotel business, it is necessary
to provide attractive elements that guarantee «excellent service». Consequently,
the possibility of improving the hotel service should be sought in the inclusion of
such new elements that will exceed the expectations of customers and not only
satisfy them, but also cause admiration. Improving hotel services lies at the heart
of creating successful product concepts, improving the image and maximizing the
benefits for the hotel organization. Also, the effectiveness of the functioning of any
hotel is closely related to the level of service in a hotel enterprise. The level of
service largely depends on the qualifications and interest of staff, their creative
abilities, ability to master new technologies, as well as on the use of new
organizational processes and the forms of material base used to serve customers.
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Introduction
St. Petersburg is one of the most beautiful cities in the world, it is also called the
"city of bridges" because in the city and in its suburbs, there are 580 bridges,
including 20 drawbridges. Thousands of tourists visit this city, staying from all over
the world to visit many cultural and historical places, museums, all kinds of cultural
exhibitions to look at the monuments and sculptures, to feel the atmosphere, and to
learn the history of this city. St. Petersburg is one of the most hospitable cities in
Russia.
It seems that Leningrad region was specially created for a favourable and
memorable holiday. It is bordered on the West by Estonia (Narva River) and on
the Northwest by Finland. St. Petersburg has long held the same position with
foreign cities, as it has a wide variety of entertainment and a variety of options
for spending free time.
Hospitality. Today, this term is understood much wider than just a warm and
caring attitude towards guests. How did it happen that the care and warm
welcome of guests turned into one of the largest industries in the world economy?
What are the prospects for this industry in the nearest future? What or who moves
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the hotel and restaurant business forward and makes it develop, become better,
more luxurious and affordable? Let's discuss these issues.
The purpose of this work is to form the concept of development of hotel and
restaurant business in St. Petersburg for the next 10 years and to analyse it. The
subject of the work is the trends in the development of the hospitality industry in
St. Petersburg, the object is the market of hotel and restaurant services in St.
Petersburg.

Discussion
We know that the origins of the hospitality industry lead to antiquity, then in the
Middle Ages taverns and Inns gave it a more mass character, and now, in the late
19th – early 20th century, it rapidly began to gain its popularity in Europe and
America and acquire the many features that can be traced in this area today.
Thanks to their dedication and boundless love for their work, hoteliers such as
Caesar Ritz, Willard Marriott, Ellsworth Statler, Conrad Hilton and many others
made revolutionary changes in the hotel business, creating the most comfortable
conditions for guests, providing them with a wide range of services and
opportunities in their hotels. This stage of transformation in the hospitality industry
has been going on for a long time and continues now. What can we say about the
nearest prospects that the industry will meet in the next 10 years?
Perhaps some of the ideas that arise in our heads may seem absurd and
unworkable, but remember, one of the brightest hoteliers in the history of world
hospitality – Elsworth Statler, who always tried to bring some innovation to his
hotels. So, his hotel was the first where each room had a bathroom and a
telephone. It is safe to say that many at that time said: "It is impossible!",
"Unreasonably expensive!", "Absolutely nothing". What are we seeing now? No
hotel is complete without what Statler came up with, so it is likely that some of the
ideas that we will consider in the future will certainly gain popularity in the markets
of St. Petersburg and Russia and will forever gain a foothold in the hospitality
industry.
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The first thing we would like to draw attention to is the course of many
countries (including Russia) to the digitalization of the economy, involving the use
of innovative resources, ideas and technologies in economic activity. First of all,
many more companies integrate their activities with the Internet, as so far, oddly
enough, not all hotels have their own website (for the most part this applies to the
Russian Federation), because in Western countries almost all hotels are represented
on the Internet and are actively advertised online. The same is for restaurants, the
creation of an Internet platform will contribute to promotion through advertising
and information component, and, ideally will be able to offer the possibility of
booking and choosing a table and ordering dishes at home.
The next thing that the industry will inevitably expect is a more intensive
introduction of new, daily improving technologies. One of these technologies is the
"Smart home" system, which perfectly fits into the concept of any hotel. It mainly
includes the ability to control the equipment of the room at a distance using a
special mobile application. Speaking of applications, we can safely assume that in
the future any self - respecting company seeking to retain and attract customers,
whether it is a hotel or a restaurant, will be forced to have its own multimedia
platform, at least, for the sake of information content, and ideally to offer its
customers additional features and options. Let's return to the "Smart home" system:
this technology allows you to give the guest the opportunity, for example, to
program the coffee machine to make coffee for his arrival, leave a request for the
delivery of dinner in the room or adjust a certain temperature and lighting, etc.
With proper planning, thinking through and drawing up a simple and ergonomic
design of the system and the accompanying application, this system will become
an undoubted trend in the market, however, of course, in such segments as Upper
Midscale, Upscale and Upper Upscale, that is, from the category "Above average"
to the category "Luxury", because any technology, especially innovative, require
considerable investment.
It is impossible not to mention such a trend, which is typical for the market of
Russia as a whole, and St. Petersburg in particular, as the arrival of the grid

39

companies to the market, mainly from foreign countries. Thus, referring to the
research and statistics of the JLL Agency, 3 hotels under the management of foreign
companies were opened in the city for the first half of 2018. They are:
1) Holiday Inn Express Sadovaya – 224 rooms
2) Meininger Hotel St. Petersburg Nikolskiy – 158 rooms
3) SO by Sofitel St. Petersburg (rebranding)
This trend of opening hotels of international brands on the market of St. Petersburg
will take place in the future. Thus, in 2019-2020 a luxury hotel in the city centre
under the brand Jumeirah is planned to be opened.
In addition, we cannot dismiss such a rapidly developing trend not only in St.
Petersburg, but also throughout Russia, as environmental friendliness and energy
saving. Ecology is a very strong, new trend in Russia. Taking care of the Earth
becomes a goal for many people. As a result, ECO-hotels are becoming an
increasingly popular alternative in the tourism industry. Increasing demand leads
to a large selection of hotels, which are friendly to the planet in all requirements.
Humanity begins to understand what harm is done to our nature and tries to
somehow fix it. Hotels can directly contribute to this by promoting the philosophy
of the urgent need for nature conservation, adding to their hotels eco-friendly
policy or completely making the hotel "green". Undoubtedly, many people started
to follow themselves, their bodies, nutrition. The enterprises of hotel and restaurant
business of St. Petersburg are beginning to use eco-friendly materials in
construction, resource-saving technologies: water saving, electric-saving equipment,
they use renewable energy sources, and cooperation with family-type farms or
eco-farms
Perhaps, the last main component of the concept of development of hotel and
restaurant business we have to mention is the most personalized process of
accommodation of the guest. Starting from their meeting and upon leaving the
hotel or leaving the restaurant, of course, with the help of mobile, multimedia and
digital technologies. Today the hotel management systems (PMS) store in their
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memory all known guest preferences, comments and wishes. Nevertheless, the
human factor in the hospitality industry still plays an important role. The idea of
personalized accommodation is most clearly seen in conjunction with the already
considered idea of "Smart home", when the system automatically remembers all
the operations performed by the guest, all orders made, lighting preferences, type
of padding pillows and even the preferred Wake-up and sleep time. This set of
technologies aimed at personalizing the service and making the guest feel really
special is a revolution. The revolution that is not far off, very close to us.
In conclusion, it should be noted that the identified and cited ideas and
components are not all that can be included in the concept of development of the
hotel and restaurant business in the next 10 years. Nevertheless, these ideas and
concepts are the most attractive and deserve our attention. We can only hope that
social, political, economic and other conditions will contribute to, rather than hinder,
the development and implementation of these ideas and concepts.
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Introduction
Nowadays, there has been an increase in competition in the market of the hotel
industry. According to the official statistics of Federal State Statistics Service,
depicted in Figure 1, on average in St. Petersburg opens 27 accommodation
facilities of various categories a year. This suggests that the market is developing
dynamically. Consequently, if the hotel enterprise intends to take a stable
competitive position, it is necessary to research regularly the market for the
advantages of competitors, as well as the needs of the guests.
Figure1. The number of hotels and similar accommodation facilities in St. Petersburg
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Competitiveness is the ability of an enterprise to offer products and services that
meet the quality standards of local and global markets at prices that can compete
with similar enterprises and provide adequate returns from the resources used or
consumed in their production (Porter 1985).
In addition, competitiveness also means an advantage in the market relative
to similar hotel enterprises. Competitiveness is what allows you to hold your position
in the market. Competitive advantages distinguish the company from similar ones
in the industry. They give an opportunity to increase prices, increase the number of
guests and increase their loyalty to the brand. Ensuring competitiveness is one of
the most important goals of a hotel enterprise.
The competitive advantage is the recognition that the hotel enterprise offers
a better service than competitors, or a lower price. Formation of competitiveness
requires planning and coordination of all activities of the hotel enterprise
generally. You need to understand which guest the hotel is targeting. The strategy
of enterprise to improve competitiveness is chosen on the basis of this principle. The
key role of competitiveness is, that it is worth the investment of time and resources.
Competitiveness has an impact on the development of a hotel enterprise by
influencing such structural elements as:
1) Marketing: the development of competitive advantage means that the brand
of the enterprise will be recognized as the best in the market. This suggests,
that the brand will speak for itself and will be an additional tool in the
marketing strategy. Guests will be interested to learn about new hotel services,
because they recognize it as a leader in the industry. In some cases, the guest
does not know why this hotel is the industry leader, but he is familiar with its
reputation, so more likely, that the guest will choose it. This increases the
effectiveness of marketing efforts.
2) Resources: as the enterprise’s reputation grows as an industry leader, other
companies will show interest in creating valuable partnerships that will help to
improve their market position, satisfying the interests of each of the parties. The
competitiveness of the enterprise forces developers and suppliers to express
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their interest in cooperation. This increases the choice of quality suppliers who
can improve the position of the hotel in the market.
3) Prices: when the enterprise reaches a certain level of competitiveness, it gets
the opportunity to set its own prices. Developing a reputation by offering the
best service in the industry allows the hotel enterprise to take more for its offer.
If the quality of the services offered is at the highest level in the market, then it
is possible to request higher prices than competitors, because the reputation of
the industry leader makes consumers feel that everything this hotel offers is
worth the price.
4) Market: the reputation of the industry leader creates demand among those
categories of consumers, to whom the hotel currently does not offer its services.
Thus, the company expands its scope of activities. This allows the company to
grow and develop further.
Speaking of the competitiveness, it is very important to understand that it is formed
under the influence of many factors. In order to effectively manage the enterprise
and be able to ensure the growth of competitiveness, it is necessary to analyse the
factors affecting it. In his writings, Porter talks about many factors that influence
on the competitiveness of the enterprise. As the main factors he singled out:
1.

Primary:

 Inbound logistics. Actions related to the receipt and storage of input data of a
product or service, such as material handling, warehousing, inventory control,
vehicle scheduling, and more.
 Operations. Actions related to the conversion of input data into the form of final
product, such as processing and packaging products in the kitchen, equipment
maintenance, testing the technical component of the object and using it.
 Outbound logistics. Activities related to collecting, storing, and physically
distributing a product or service to consumers, such as storing finished products
in the kitchen, order processing in the reservation department or in the sales
department and planning.
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 Marketing and sales. Activities related to advertising, promotion, sales, pricing
etc.
 Service. Activities related to a product or service, such as room cleaning,
repairs, equipment maintenance in the entire hotel, delivery of parts and
equipment adjustment.
2.

Support:

 Procurement. Activities related to the process of acquiring resources for all
departments of the hotel enterprise, from the office supplies to the room towels.
 Personnel Management. It includes all activities related to the recruitment,
hiring, training, development, motivation and dismissal of staff.
 Technological development. It refers to the hardware, software, procedures,
and technical knowledge, used in converting input data to final results.
 Infrastructure. It assumes a system of internal communications in an enterprise,
for example, communications in the organizational structure between different
departments. In the hotel, there is a close interaction of all departments with
each other, because the hotel product involves a set of actions for its sale. In
addition, it implies external relations, for example, cooperation with sided
organizations; the influence of the political and economic situation of the
country.
Based on the above, it can be concluded, that improving the competitiveness of the
hotel enterprise requires an integrated approach. This approach implies an
influence on the competitive factors. This suggests, that it is necessary to improve
the enterprise to achieve a higher level of competitiveness.
In our opinion, to all these factors, which Porter highlighted above, it
necessary to add innovations. Innovations have the ability to manifest itself in all
of these factors. With their help, it is possible to improve the factors that have
influence on the competitiveness of a hotel enterprise.
In order for any changes to take place in the enterprise, it is necessary to
introduce new ideas into its activities of the hotel enterprise. Thus, it can be
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concluded, that the introduction of innovations is one of the best ways to increase
competitiveness.
Innovation is the process of transforming an idea or invention into a product
or service for which the consumer is willing to pay. In the enterprises activity,
innovation often occurs, when it is necessary to implement ideas to meet the needs
and expectations of guests further. Innovation can occur anywhere in the process
of the hotel enterprise activity. This will affect its performance, the product or
service it produces, and also on the structure of the service. In this regard, there
are several types of innovations:
1. Product: with the help of innovations in products, a hotel enterprise earns its
money and tries to differentiate itself from competitors.
2. Technological: involves the creation or improvement of the processes of
production of goods or services. These innovations help to improve the quality
of services and reduce costs.
3. Social: this is innovation, in which the main goal is not profit, but the interests of
society. For example, in a hotel enterprise, this could be innovation related to
the provision of services to people with disabilities.
4. Organizational: they influence the production process and organizational
structure. These innovations are connected with the improvement of the
management system of the hotel enterprise.
5. Marketing: This is an improvement in the ways in which the hotel enterprise
presents itself in the market.
6. Ecological innovations: all innovations that contribute to improving the
environment are ecological. For example, environmentally friendly products, a
contribution to protecting the environment or preventing emissions.
Innovation can affect several innovative subjects at the same time. There is no clear
distinction. For example, product innovations can be technological and
environmental innovations at the same time. Therefore, with their help an
integrated approach is formed to improve the competitiveness of the enterprise.
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Conclusion
Nowadays, competitive advantages are essential for business success. Without this,
it will be difficult for enterprises to survive. Such advantages can be achieved only
with the help of the innovation activity of the hotel enterprise. Innovations are an
important element for the enterprises of the hotel industry. Innovations help
enterprises achieve and maintain a higher level of competitiveness and also the
sustainable development.
The impact of innovation on competitiveness cannot be overemphasized. The
key value of innovation lies in the fact that they give the hotel enterprise the
advantage in providing a higher level of service, which leads to the expansion of
opportunities in the form of attracting more guests. When a hotel enterprise has
an innovative culture, it will be easy to grow, despite the fact that the creative
process is not always simple.
As Steve Jobs said: “Innovation distinguishes a leader from a follower”.
Therefore, if the hotel enterprise strives to be not only competitive, but also
leading, the need for innovations must come to the foreground in its development
strategy.
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Introduction
The relevance of this project was determined by the demands of enterprises of the
hotel industry in order to use the information received to optimize their activities.
Students and teachers of the Hotel and Restaurant Business Department of
the Tourism and Hospitality Service Faculty of St. Petersburg State University of
Economics conducted this research project in 2017-2018. Large network and nonnetwork hotels of St. Petersburg were chosen for the study, exactly: Radisson Royal
Hotel, Renaissance St. Petersburg Baltic, Hotel Courtyard St. Petersburg
Vasilievsky, Nevsky Grand Hotel, Grand Hotel Emerald.
In order to conduct a research, the department developed a questionnaire,
which included a list of questions, allowing estimating the factors influencing on the
choice of hotels by consumers. In total, 1,455 respondents were surveyed.
The results of the research are presented in charts from the first to the fifth.
The results are presented in diagrams, arranged according to the list of questions
reflected in the questionnaires:
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1. How did you find out about the hotel?
Figure 1. How did you hear about the hotel?
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Based on the data obtained, it was revealed that in most cases people find out
about the hotel through the Internet and from friends. Other methods are on third
place and advertising is on fourth.
2. Which criteria have an influence on your choice of hotel?
Figure 2. Decision criteria for choosing the hotel
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During the survey, it was revealed that the location and price are indeed at the
leading positions. Then on the third place are the portals and brand with
classification are on the fourth and fifth places respectively.
3. How much hotel classification is important for you?
Figure 3. The importance of hotel category (star) while choosing
5%
24%

Very important

25%

Important
Not so important
Not important at all
46%

Source: edited by the author

Today, the number of hotels of international brands and medium-sized hotel
enterprises is growing in St. Petersburg. According to the needs analysis, the market
seems to lack a leading hotel brand. The classification of hotels as a sign of the
quality of the services offered is very important for hotel guests.

Conclusion
According to the results of the research, there were found generalizing criteria for
the guests’ choice of the hotel in Saint Petersburg. According to the data illustrated
in figure 4, it seems that the brand as a criterion loses its value. At the leading
positions remain the location and price, as the most important criteria. Then on the
third place are the portals and then classification on the fourth before the brand.
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Figure 4. Summary decision criteria for choosing a hotel by foreign customers
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Source: edited by the author

Previously, the brand occupied one of the leading positions. But according to this
study in the ranking of factors, the data has changed. At the moment, the brand
loses its value. For Russian it does not matter, but for foreign citizens it matters
more.
The structure of factors influencing on the choice of hotels has changed in
relation to previous years of research. According to the figure 5, it seems that
Russian people pay attention to the classification of the hotel more than to the
brand while choosing it.
Figure 5. Summary decision criteria for choosing a hotel by Russian customers
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Source: edited by the author
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Introduction
From the tourism point of view, in present-day world we are facing important
changes in demand and supply side, as well. It is widely recognized that
‘experiences’ are in the forefront of tourism mobility, more and more affluent
travellers seek to find special places, special activities. The popularity and
importance of gastronomic delights – including wines – is also seen in tourism, health
conscious travellers are often motivated by the gastronomic treasures of the visited
places. This puts more pressure on agricultural companies, among them wineries to
showcase their ‘product’.
The changing role of universities in past decades has put the relation
between higher education and business in the focus of academic and policy
debate. Since the middle of the past century, there has been a shift toward a more
societal role of universities (Goddard 2009, Zomer and Benneworth 2011), which
includes special attention to links with business. The concept and fundamentals of
the “Third Mission” of universities has been widely discussed and questioned (E3M
2010). This ‘new’ role of universities within regional development further
developed the concept of third mission toward the concept of co-creation (Trencher
et al. 2014, Rinaldi et al. 2018).
The Wine Lab project aims at setting the basis for a dialogue among
research, business and regional communities, including Universities and small
wineries, mainly those located in disadvantaged areas, to stimulate knowledge
1
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flow, share challenges and solutions, and jointly generate and accelerate
innovation in the wine sector.
The main objectives of the project are:
 To set up Wine Hubs,
 To increase mobility between universities and enterprises,
 To provide tailor-made learning opportunities to small wineries and
professional,
 To provide innovative learning formats,
 To multiply learning hubs in wine sector.

Theoretical background
Europe is a leading producer of wine. Producing some 175m hl every year, it
accounts for 45% of wine-growing areas, 65% of production, 57% of global
consumption and 70% of exports in global terms (DG Agriculture data). As the
CEEV (Comité Européen des Entreprises de Vin) points out, “the Wine sector
permeates many levels of the European life, contributing significantly to society in
socio-economic, environmental and societal terms: where vines grace the landscape,
the wine sector provides employment to millions, helping to sustain the fabric of rural
societies and maintaining a way of life that is central to the very notion of European
identity”.
Although it is still impossible today to make an accurate estimation of the
percentage of small wineries at a global level, “on the basis of national
observations, we may assert that the wine sector remains quite fragmented with
several hundred thousand individual producers and thousands of firms, often
cooperatives, all over the world” (Cohelo et al. 2006). It is in fact widely recognized
that the wine industry is generally fragmented, and this fragmentation is
particularly evident in the Old World (Europe) (Anderson 2004, Visser 2004).
Data from the European Directorate General for Agriculture and Rural
Development, also confirms that the Wine sector “is composed by an overwhelming
majority of small producers, and is therefore extremely atomised in comparison with
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other food and drinks industries”. Small size wineries share similar problems with
small and micro companies in other sectors, since a small business, is still a business,
and it requires sales, marketing, accounting, ordering, collections, compliance,
packaging and shipping, etc. In addition to this, small and micro wineries should
deal with the specific-sector difficulties, related to territory:
 small size vineyards are not always contiguous and often in terraces and small
size vineries;
 labour-intensive (from 800 to 1600 h/ha);
 various grape typologies (high presence of autochthons vines) in small quantity;
 many niche products with high biodiversity;
 vineyards located in areas of relevant environmental interest;
 places where the wine activity is not the principal economic source of income.
Isolation, limited access to learning opportunities against the need of a range of
competences different from production itself, and little capacity of networking,
characterize this target group. To this respect, it has been widely recognized that
in the wine industry small wineries achieve better performance when they are
networked or clustered (Visser 2004, Giuliani and Bell 2005). Background
research has shown that the ability to seize opportunities from the market – that it
is a typical trait of entrepreneurs – varies according the style of management of
the firm and location (Gilinsky et al. 2008). There is no doubt that smaller
companies are much more supported if they belong to a cluster. Thus, networking
is more likely to happen if wineries are settled in locations where other groups of
companies form a cluster. Since informal networking activity is a typical trait of
smaller wineries, as the background theory on SMEs suggests, those companies who
are located in areas that are geographically disadvantaged, have difficulties also
in establishing those informal relationships that are crucial for their survival.
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Research methodology
In the framework of the project, a comprehensive research has been realized. This
included Delphi research, semi-structured interviews with stakeholders and student
survey, all of them elaborated on international level. This paper is based on the
results of the semi-structured interviews (altogether 77 stakeholders in four
countries) conducted during Spring-Autumn 2017. Interviews addressed two target
groups, namely small wine producers, and policy makers or including other
stakeholders involved in the sector. Interviews were delivered using a semistructured interview format. For both groups, the same research themes have been
explored, by defining questions according to the profiles:
(a)

Perceived difficulties of small wineries in disadvantaged areas, particularly

in relation to the market;
(b)

Perceived potential of the cooperation with higher education institutions and

other stakeholders;
(c)

Perceived potential for territorial development;

(d)

Perceived skills mismatch between the company needs and the newly

graduates workers (also not related to hard skills).
Table 1 Number of interviews with wineries and policy-makers
Austria

Greece

Italy

Hungary

Wine makers

10

14

26

10

Policy makers

6

5

5

5

Source: The Wine Lab – Edited by the authors

Research findings
Current situation, difficulties of small wineries
The wineries interviewed experience themselves that wine and gastronomy is more
and more trendy, resulting a significant increase in demand. At the same time,
opening toward tourism and take advantage of the synergies (between winery
and tourism) emerges the need of different thinking, different routine. Another
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important added value can be that most of the small wineries are family-run
businesses, so they can ensure visitors a really ‘unique’ experience (often with the
owner him/herself). Among the negative aspects, respondent wineries have
mentioned the wine is different from gastronomy, and often it is still regarded as
a niche market. Reflecting the experience-driven tourism industry, wine itself is not
enough anymore, so wineries need to innovate new products – services –
experiences. Within this context, food/gastronomy (tastes, smells) and the place’s
charm (natural environment, panoramic view) is the most valued besides the wines.
This can be extended by the local ‘specialities’, storytelling.
The most mentioned difficulties/challenges for respondents relates 1) to the
burden of bureaucracy, which affects also in general small companies, 2) to the
limited access to financial resources, and 3) to the lack of (financial) support by
public providers . Even if paperwork and administrative duties both for
management and certifications are considered as a relevant issue across all
countries, clear distinctions emerge in nature and numbers. Environmental
regulations are considered to burden the wineries with additional bureaucracy.
“Following and keeping all the environmental protection rules is very expensive and
hard” (Hungary)
“One winery on its own can’t afford the expensive costs of international events” (Italy)
“Large wineries have easier access to financial programs such as those of the
European Union” (Greece)
Potential of the cooperation with higher education institutions and other
stakeholders
Local and national cooperation is well considered by the greater part of
respondents, and in some area is already taking place between wineries and
between wineries and touristic players (e.g. hotels, restaurants, etc.): the wine
makers see networking mostly as a form of reciprocal support/help.
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“It would make sense, also between wineries and Heuringen [ed. kind of tavern in
Eastern Austria, where a local winemaker serves his or her new wine under a
special licence in alternate months during the growing season] share employees, this
would be a good way of financing the costs” (Austria)
Besides the cooperation with universities, the research also addressed the network
structure of the involved wineries. Being situated in a disadvantaged area, the
SMEs do play a fundamental role in the local economy and society/community. At
the same time, wine tourism is still seen as a ‘niche’, so the potential in the local
economy is not yet fully exploited. Welcoming guests, the wineries are also part
of the tourism value chain that results strong links with tourism managers. The third
main pillar of the network is the similar business, so between wineries there is a
knowledge sharing and partnership, as well. According to the results of the
research, this can be seen rather as a cooperation instead of competition (Figure
1).
Figure 1. Network structure of the wineries

Economy

Value chain

Among
wineries

Role in the
local life

Local level

Similar way of
thinking

? ‚niche’

Different
sectors

No (less)
competition

Source: The Wine Lab – Edited by the authors
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Perceived potential for territorial development
Often being located in disadvantaged areas, wineries suffer from the lack of
infrastructure, hindering the easy accessibility of the cellars and selling points, as
well an increased cost of transport, or lack of services. As consequence, wineries
have great influence and responsibility in forming the environment and establishing
new facilities.
“Long distance from the big cities, inadequate infrastructures and not so good access
to the markets, high costs for the transportation of our goods result in higher prices
of our wines” (Greece)
Another fundamental role of wineries on the local level is to provide employment.
Although these companies also addressed by labour shortages and the degree of
professionalization of staff, their responsibility is unquestionable, because these
areas are often nature protected areas that do not allow big industrial activities.
Future potential developments can include the linkages of wine with the
culture of the territory, as material and immaterial cultural heritage. This is
addressed in particular to understand the interest of wineries to put themselves on
the line in the creation of networks including also very different stakeholders. The
opportunity is considered as positive, and somewhat as ‘natural evolution’, as wine
is closely related to cultural heritage as a product itself.
Wine tourism was mentioned in all four countries (Austria, Greece, Hungary,
Italy) as very important for further development also of the wine sector.
Gastronomy and local traditions are also among the most mentioned strengths by
all regions involved in the research, even if other opportunities were mentioned.
“However, I believe that local wine and local gastronomy is always winning, while
organizing events, for example wine tastings within museums, may be interesting to
propose something new, but at a purely commercial level, I have never got great
results.” (Italy)
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Specific potential for development is given to linkages between tourism and wine
(Austria, Greece) and to linkages with cultural heritage (Italy, Hungary, Austria).
“People are also looking for experiences during their travels and gastronomy. It is
important for both older and younger generations to experience local experiences
related to the area. This trend in tourism today appreciates the role of small businesses
and local producers” (Hungary)
In relation to tourism, also lack of public investments are sometimes mentioned, and
these are considered as indispensable to start the process, in regions that are not
considered as touristic yet.
“Natural conditions are perfect for wine-growing in this county and this activity has
long traditions here” (Hungary)
Perceived skills mismatch
The first topic that is shared among respondents is that internship is very important
as often graduates’ lack of practical knowledge that can be offered starting from
the university study time during this period. As pointed out by one of respondents,
internship and placements are important not only for the student him/herself, but
also for universities and companies:
“Performance could be improved by placements. The university provides a solid
foundation for knowledge; the wineries provide the practical aspect. A major outcome
is the stimulus to think for both parties.” (Austria)
As introduction to the comments collected from the four countries, it should be
stressed that internship is differently organized according to the country and the
study course, and it ranges from 200 hours in Italy (for Tourism studies), up to six
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months in Austria and Greece (for technical studies), to the non-mandatory
internship of Hungary (Tourism studies).
This is evident in the average answers about the skills of the graduates, and
other questions on this topic: in Italy most of all, but also in Hungary, had no
experience of hosting an intern, but generally willing to try, and their suggestions
are more vague; in Greece and particularly in Austria, experience with graduate
students results in more detailed suggestions and comments in relation to students
skills, and to curriculum development.
In general, it should be said that respondents from all countries agree in the
following points:
 there is a need of linking theory to practice,
 seasonality plays a role – it is different to have the internship in different
moments of the year,
 there is a need of having a shared ‘formative plan’ with established role and
tasks of the intern within the company (sometimes expectations are too
different).
It is particularly relevant that a huge part of respondents mentions the importance
of “personal traits”, or attitudes of the student as a person, more than the skills he
or she has: “motivation” is mentioned several times as a key element making the
internship period fruitful for both parties but particularly for the student, as well
as “open mind”, “flexibility” and “entrepreneurial mindset”.
“It depends on people who come, and if they want to learn” (Italy)
“Age of the students makes a huge difference, the older, the better – more focused
and sure that they want to learn” (Austria)
“Higher education students in many cases do not have the necessary expertise but the
attitude to work and the human aspect are more important at the beginning”
(Hungary)
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Hard skills needs (e.g. technical skills in wine production) are pointed out by some
of the respondents, while others stress the importance of transversal skills, as in
example foreign languages, and soft skills, such as team working,
communication/negotiation, time management, and so forth.
“Other important skills: being a team player, being friendly, open-minded,…”
(Austria)
“Negotiation techniques in the practical use, in export with distributors this is very
important” (Austria)
“Knowledge of English and German languages are needed” (Hungary)
The need of being “transversal” in terms of skills – a winery is a small company
where everyone is expected to do everything needed for the business - is well
expressed by the following quote:
“People from production have to be capable of representing the company on the
market as well as people that represent the company have to understand the
processing and should not be a pure theoretical person, for representing the wine
international you have to have the knowledge how it is produced, so working hands
on the product during the year is the most important aspect” (Austria)
Technical skills are also mentioned by a few respondents (7), in particular from one
of the addressed Regions (Tuscany). Another issue with regional dimension comes
from Greece, where almost all respondents refer about the need of continuous
training, both for students and winery workers.
A few critical points that can hinder cooperation between universities and
companies through internships are mentioned, e.g.
 the size of the companies, too small to provide an “engaging working
environment” (Austria), and to have “the time to train them” (Italy)
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 the fact that “wineries and farmers want to work individually and do not want
to share their ideas, they are afraid of copy cats” (Austria)

Summary
The outcomes of the interviews with wineries and stakeholder of wine tourism point
out some important – theoretical and practical – conclusions for future
developments.
a) The size of the company (SMEs, family-run business in this case) makes a
considerable difference: small wineries have difficulties to access markets. At
the same time, from the tourism aspect this is an added value of unique
experience.
b) Location of the company also plays a relevant role, as disadvantaged locations
(often nature-protected areas) entail higher costs of transportation, which
impact on the price of the final product, difficulties with the attraction of
workers, also seasonal workers, and challenging mechanisation.
c) Networking is considered relevant, meant mostly as mutual support or
considered as a strength for development by winemakers. Networking can be
tracked on the local level (wineries role in the local economy and decisionmaking), in the tourism value chain (links to tourism service providers, destination
management) and among wineries (sharing knowledge and expertise).
d) Development of a territorial-based action (links with identity, cultural heritage,
traditions etc.) is considered relevant, can be more beneficial in the future
developments. Tourism, including wine tourism, is considered the most promising
field for development.
Summarizing the outcomes of the research, we can conclude that wineries provide
significant value and potential for a lot of areas. The long term thinking and value
creation of the involved companies can ensure sustainable and competitive future
for these areas, their strong commitment can guarantee the success.

63

References
 Anderson, K. (ed.) (2004): The World's Wine Markets: Globalization at Work.
Edward Elgar Publishing, Cheltenham.
 Coelho, A., Montaigne, E. and Rastoin, J. (2006): Globalization of the World
Wine Market and Restructuring of the Supply-Side. INRA Sciences Sociales
2006:1-4.
 E3M Consortium (2010): Needs and constraints analysis of the three dimensions
of third mission activities, http://e3mproject.eu/Three-dim-third-mission-act.pdf
(last accessed 18.01.2018)
 Gilinsky, A., Santini, C., Lazzeretti, L. and Eyler, R. (2008): Desperately Seeking
Serendipity: Exploring the Impact of Country Location on Innovation in the Wine
Industry. International Journal of Wine Business Research 20(4):302-320.
 Giuliani, E. and Bell, M. (2005): The Micro-determinants of Meso-level Learning
and Innovation: Evidence from a Chilean Wine Cluster. Research Policy
34(1):47-68.
 Goddard, J. (2009): Reinventing the Civic University. NESTA, London.
 Rinaldi C., Cavicchi A., Spigarelli F., Lacchè L. and Rubens, A. (2018):
Universities and Smart Specialisation Strategy: From Third Mission to
Sustainable Development Co-creation. International Journal of Sustainability in
Higher Education 19(2):67-84
 Trencher, G., Yarime, M., McCormick, K. B., Doll, C. N. and Kraines, S. B. (2014):
Beyond the Third Mission: Exploring the Emerging University Function of Cocreation for Sustainability. Science and Public Policy 41(2):151-179.
 Visser, E. J. (2004). A Chilean Wine Cluster?: Governance and Upgrading in
the Phase of Internationalization. Serie Desarrollo Productivo (Vol. 156).
https://repositorio.cepal.org/bitstream/handle/11362/4549/S045362_en.
pdf?sequence=1&isAllowed=y (last accessed 06.02.2018)

64

 Zomer, A. and Benneworth, P. (2011): The Rise of the University’s Third Mission.
In J. Enders, H. F. de Boer and D. Westerheijden (eds): Reform of Higher
Education in Europe. Sense Publishers, Rotterdam, pp. 81-101.
Acknowledgement
The Wine Lab – Generation innovation between practice and research (575782EPP-1-2016-IT-EPPKA2-KA) has been funded by the Erasmus+ programme of the
European Commission. The project period is from January 2017 to December
2019.

65

TRENDS AND FEATURES OF RESTAURANT MENU IN SAINT
PETERSBURG
Vazha Kushitashvili1 and Evgenii Fedorov2
Saint-Petersburg State University of Economics, Russia
Faculty of Service, Tourism and Hospitality
Department of Hotel and Restaurant Business

Introduction
Russian cuisine dates back to the 10th century. Old Russian cuisine became really
diverse by the 15th century. Of course it was influenced by natural and
geographical conditions. The abundance of rivers, lakes and forests contributed to
the appearance of dishes made from fish, game, mushrooms and berries.
In the fields they planted different grains like rye, oat, wheat, barley,
buckwheat and others. They made grain porridges from it of different kinds.
Porridge has always been a traditional national dish. Russians eat porridges
throughout their lives: young kids eat manna-croup kasha, adults like buckwheat
kasha.
As the Old Russian saying goes: “Porridge is our mother, bread is our father”.
Hot liquid dishes appeared from the early times as well: first fish soup (уха), shchi
(щи), and later borsch (борщ), rassolnik - sour soup (рассольник), and then
different sorts of Solyanka (солянка). In the XIX century these liquid dishes were
named Soups (супы).
Among drinks popular were kvass (квас) and different wild berries' drinks.
Russian cuisine was not only unique because of the ingredients they used, but
because the food was cooked in the Russian Stove (в русской печи). They baked
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bread in them, brewed kvass and beer, and on stoves they dried food. And they
were generally used to heat houses and many people slept on them.
The food cooked in stoves was delicious because it was heated evenly from
all sides. Russian stoves are no longer used these days, even in the countryside.
They have been replaced by electric stoves and microwave ovens. In the old times
the food of the elite class was no different from what the common people ate. By
the 17th century the food of the elite became more sophisticated, differing not only
in quantity but in the serving manner and students.
The development of Russian cuisine does not stand in one place, in our time
in restaurants there are new trends and technologies

Old Russian Cuisine in Our Time
Fortunately, considering the pre-history of the Russian Food the predominant part
of them is popular not only among Russians, but also throughout the world.
The most popular dishes from old Russian cuisine in our days:
1. Pelmeni
When you think about Russian food, pelmeni are probably the first dish that comes
to mind. Pelmeni are bite-sized dumplings made with ground meat (usually beef
or lamb), that are boiled and then most commonly served with sour cream (though
they can come as a soup or served with butter, mustard, or vinegar). Though
pelmeni have made most traditionally in the Ural Mountains for over 600 years,
this dish is famous across Russia and beyond. Try a bowl of pelmeni in soup, topped
with a dollop of thick sour cream and a sprinkling of dill.
2. Solyanka
For those that love pickles, solyanka is a dream come true. Starting with a base of
bouillon, solyanka includes all sorts of salty and sour tastes, such as pickles, olives,
brine, or lemons. Add some meat, fish, or sausage and mushrooms and other
vegetables, and solyanka makes for a whole meal by itself. Solyanka is an unusual
dish, with an interesting combination of many tastes and textures together in one
soup, so make sure to taste it for yourself.
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3. Okroshka
Not much is more refreshing than a bowl of okroshka on a hot summer day.
Okroshkais made from either a milk base (buttermilk or kefir) or a kvass base (a
traditional drink made of fermented bread). Add a bunch of vegetables and some
meat, and okroshka is a refreshing meal ready for the hotter months. With a
unique, slightly bitter taste, okroshka is perfect for those wanting to try a new taste
from a dish not well known outside Russia.
4. Kholodets
Meat jelly, or aspic, has been a staple around the world for centuries, and is a
popular dish served with salads or as an appetizer. Certain cuts of meat contain
a lot of gelatin, and so these parts are boiled overnight, and the resulting liquid is
mixed with meat and vegetables and cooled to a solid. Try kholodets with carrots,
garlic, and boiled egg as an appetizer before your meal.
5. Blini
Think of French crepes, but often more savoury. Blini are thin pancakes served with
meat, caviar, cabbage, or something sweet. Blini with honey, jam, or condensed
milk make for a sweet breakfast, while several blini with minced meat and sour
cream is a satisfying dinner. Find blini in small stands on the street for a snack,
wrapped with anything from a single filling to a whole meal.

Trends in restaurant menu in Saint-Petersburg
The big comeback of traditional Russian cuisine
More and more restaurants in Moscow are offering traditional Russian dishes as
part of their mixed European menus or as the main thing. Thanks to the trend, more
visitors to the Russian capital, and even locals, have a chance to rediscover real
Russian food and learn that there’s more to it than kasha and blini (the famous
borsch is, in fact, a Ukrainian special). Some places stick to the classic recipes and
offer authentic botvinia (green vegetable soup with fish), pastille (prune-coconuthoney confections) – not to be confused with zefir(meringue-style confections) and
sbiten (a honey-based traditional drink), while others get creative and serve
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common dishes in very experimental ways – think of a classic Selyodka Pod Shuboi
salad (commonly known as “Herring Under a Fur Coat”)
Farmers’ products and culinary start-ups
The farm-to-table trend has reached Russia, too. Leading chefs and restaurateurs
turn to “boutique” food suppliers and proudly announce the partnerships.
Health consciousness
Slowly but steadily Russians are becoming more conscious about their food habits.
Therefore, many are switching to more healthy and balanced dietary choices,
which sometimes even include vegetarian/vegan/raw diets as well as fasting as a
cleanse and not just for ethical and religious reasons.
Japanese cuisine
Japanese cuisine has established itself so firmly in Russia that many are already
anxious for it to fall out of vogue. It is quite possible that this will never happen,
though. Simple as far as the actual cooking is concerned, healthy, low-cal and
delicious, Japanese food has almost become national in Russia. You can find sushi
bars everywhere: at railway stations, airports, megamalls and lobby cafés in
movie theatres.
But they are not taking risks by serving live seafood in Russia so far. Likewise,
you will never find pufferfish here, since, if handled incorrectly, it can cause
paralysis and even death. The Japanese consumption of the fish, however, reaches
2,000 tons a year.
The Japanese are indifferent to confectionery, favouring fruit or the local
jelly-like sweet bean paste on cakes. Russian restaurants are not, however, that
austere, offering the conventional fatty cream desserts to round off a dinner, but
serving these in Japanese-style smaller portions. Sake, shochu (rice, barley or sweet
potato spirits) and green tea are also popular.
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Georgian cuisine
Georgian food is the most popular of the former Soviet cuisines in Russia. There is
a lot of dishes have won a place in the hearts of Russian, like barbecue, khachapuri,
solyanka, lobio and many others. This is due to the fact that there is a strong
historical connection between the Caucasian peoples and Russians. The dishes of
Caucasian cuisine have long penetrated the diet of Russians. They are famous for
their large portions, natural ingredients, an abundance of meat dishes and great
taste.

Cooking technology features
Sous vide
Sous vide, which means “under vacuum” in French, refers to the process of vacuumsealing food in a bag, then cooking it to a very precise temperature in a water
bath. This technique produces results that are impossible to achieve through any
other cooking method. Food cooks in its juices. This ensures that the food is moist,
juicy and tender. Traditionally prepared food dries out and results in waste. For
example, on average, traditionally cooked steak loses up to 40% of its volume
due to drying out. Steak cooked via precision cooking, loses none of its volume.
Traditional cooking can require your constant attention. Precision cooking brings
food to an exact temperature and holds it. There is no worry about overcooking.
Smoking food
More and more restaurants appear with the technology of smoking various dishes,
for example, Russians like smoked fish and meat very much. Smoke – a type of
heat treatment, giving a flavour and providing a preservative effect. Products that
have been smoked are impregnated with bacteriostatic substances of smoke and
are partially dehydrated, due to which their shelf life increases many times over.
There are cold and hot smoking, as well as fast smoking, similar in effect to baking.
Also, to achieve the effect of smoking, a special flavouring is used: liquid smoke.
When smoked hot, the product is processed with smoke at a temperature of 4570

120°C for several hours until fully cooked. This is a fast and simple way of
processing, the products are immediately ready for use, so it is often used in the
domestic environment. With cold smoking, the treatment is carried out with colder
smoke with a temperature of 19-25°C for many hours, often days. Before cold
smoking, the product is usually pre-treated, such as salting. To accelerate the
effects of smoke, electro-smoke is used, in which smoke-ionized particles ionized
by electric current move in an electric field and are deposited on the surface of
the product.

Conclusions
Over the past 20 years, Russia has seen a parade of national cuisines come
through: There are pizzerias, sushi bars, Arab cafés with a hookah lounge and food
stores with Uzbek flatbread nestling next to each other on the same streets. Russian
Reporter picked 10 of the most popular imports and discovered how immigrating
to Russia has affected each of them.
Thus, the basis of modern Russian cuisine is Old Russian and Slavic cuisines.
Currently, Russian cuisine is not the most popular and well-known cuisine in the
world, but trends in Russian restaurants suggest interpreting Russian cuisine in such
a way that other nations of the world will like it.
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Introduction
The aim of this paper is to present and discuss a unique example of creative service
development in the hospitality sector: the case of Könyvbár & Restaurant in
Budapest, Hungary. Tourism and hospitality in the Hungarian capital have
undergone significant changes in recent years, the restaurant scene has
experienced a certain “revolution”, and the case of KönyvBár & Restaurant
illustrates well these changes.
KönyvBár – translated as “BookBar” to English –, is a 40-seat literaturethemed restaurant that opened in January 2015, on the edge of the so-called “ruin
pub district” of Budapest. The novelty of the restaurant’s concept lies in their
regularly changing menus inspired by international – and to a smaller extent,
Hungarian – books, in addition to a standard, seasonally changing à la carte menu.

Creativity and Innovation in Niche Tourism Development
As a consequence of increasing competition in global tourism, creativity has become
particularly important as a success factor (Richards 2014). A search for competitive
advantages based on creative strategies can be experienced both at destination
and company levels: most tourist businesses strive to distinguish their product by
creating unique experiences. The widening supply of goods and services available
in consumer societies results in a need for differentiation which might be achieved
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by transforming conventional services into exceptional experiences. Richards and
Wilson (2006) claim that creativity is a relatively rare attribute, so it can add
higher value to service development.
Although there are various scientific approaches to defining the concept of
innovation (e.g. Hjalager 2010, Camisón and Monfort-Mir 2012), it is generally
considered as an idea, practice, process or product that is perceived as new and
that offers a solution to an existing problem (Kanter 1983). In the field of
hospitality, true innovations that are able to create brand new services for an
entirely new market are much less frequent than fairly minor modifications of
already existing services (Ottenbacher 2007). Nevertheless, innovation is an
important factor in gaining competitive advantages (Slåtten and Mehmetoglu
2015) and in organizational effectiveness (Janssen, van de Vliert and West 2004).
The competitiveness of hospitality companies is highly dependent on their
employees’ efforts, dedication, behaviour and creativity as they perform service
or product innovations (Horng et al 2013).
Niche tourism is a relatively new phenomenon in the history of tourism
(Novelli 2005), which has emerged as a counter-point to mass tourism
development. During the last decades, in parallel with the globalisation of mass
tourism, a new, opposite trend has appeared in the international tourist market:
specialisation as opposed to homogenisation (Hall and Weiler 1992). The
increasing ratio of experienced travellers has brought about new demand
patterns, and has significantly influenced the services offered by many destinations
and companies. The importance of alternative tourism products has been increasing
(Michalkó 2007), and the gradual fragmentation of the supply led to the creation
of highly specialised niche products. The role of imagination, creativity and
innovation has become central, leading to the creation of financially profitable
products based on site-specific features that are also more compliant with the
criteria of economic, cultural and ecological sustainability (Novelli and Benson
2005).
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Although niche tourism products are highly diverse, they all satisfy the unique
needs of rather narrow segments (Novelli 2005). Consequently, the basis of
product development is uniqueness and a personal, tailor-made approach, with
the tourist’s active involvement in the product design and the service delivery
process (Ritchie and Hudson 2009). Thus, the phenomenon of co-creation is gaining
significance also in the field of tourism, meaning the co-operation of guests and
producers in the personalisation of services, and the opportunity of individual
mixing and matching of service components by the customers (Binkhorst 2005).
The unique hospitality service offered by Könyvbár & Restaurant is based
on the combination of literature and gastronomy. Literary tourism and food tourism
are two emerging niche tourism products despite the fact that both books and
culinary delights have long inspired travel in a variety of ways. Tourist services
with a literary theme – e.g. restaurants, cafés, hotels or visitor attractions – may
appeal to niche segments of literary fans, but can equally attract customers simply
searching for distinctive experiences (Becker 1987). Yeoman and McMahonBeattie (2016) argue that the increasing interest in food tourism is a representation
of contemporary tourism, in which culture has moved out of the classic domain of
museums and opera houses into the experience economy (Pine and Gilmore 1999).
According to the Future Foundation, the three most popular conversation topics
among consumers living in advanced consumer societies are books, food and
holidays (Future Foundation 2012, in Robertson and Yeoman 2014). Therefore,
developing tourist services based on a creative combination of food and literature
appears to be a potentially successful approach in the global hospitality market.
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The Case of KönyvBár & Restaurant
As demonstrated by the author in an earlier paper (Rátz 2017), the key factors of
the service product of Könyvbár & Restaurant are
 the physical characteristics of the restaurant (Image 1),
 its food and beverage offer,
 its staff and the service that they provide,
 the creativity of the owners and employees that is embodied in and
demonstrated by various features of the establishment.
Image 1. Könyvbár & Restaurant – Book of the week: The Lord of the Rings by
J.R.R. Tolkien

Photo by the author
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These four key components appear to play an equally important role in the
restaurant’s success. Creativity, a virtual resource, is reflected in the literary theme
of the restaurant, but it would not be sufficient on its own: customer demand and
subsequent profitability are dependent on the way that the owners’ and the
employees’ creative ideas have been materialized and transformed into fictioninspired dishes (Image 2) and a literature-themed servicescape.
Image 2. Dessert inspired by The Lord of the Rings –“Mount Doom”

Photo by the author

The key elements of the servicescape of KönyvBár are the following (Rátz 2017):
 Books, library and associated concepts such as bookstore and library
 The restaurant’s friendly atmosphere
 The unique theme of the restaurant and the creativity embodied in the plates
and interior design elements (Image 3)
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Image 3. Main dish inspired by Robert Merle’s The Island

Photo by the author

Another key factor of KönyvBár & Restaurant’s success is the quality of the service
provided by the staff (Rátz 2017). Guests particularly highlighted the friendliness
and professionalism of the waiters, their proactive, helpful behaviour, as well as
their enthusiasm for and pride in the restaurant’s unique literary theme.
Although the concept has basically remained the same since the opening of
the restaurant, various changes have taken place that have gradually transformed
the character of the business from a casual creative eatery to a fine dining
establishment (Images 4 and 5). The immediate popularity of the restaurant
confirmed the owners’ positive expectations concerning the viability of the concept,
but it took time to find the right kitchen staff, to fine-tune the operations –
particularly the conversion of the creative ideas into consistently high quality
courses –, and to set a price level that optimally reflected the value offered by
the restaurant. It is not surprising that the very first consumer reviews on TripAdvisor
(from 2015) repeatedly included references to “cheap prices or “brilliant value”,
in addition to the creative idea, the unique ambiance, the friendly service, and the
delicious food. In comparison, the current reviews (from 2019) highlight the five
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course tasting menu, the excellent wine pairing and the artistic presentation of the
food, all being key elements in a fine dining experience. However, no significant
difference may be observed in guests’ high satisfaction with service quality which
might explain, at least partially, the restaurant’s ever increasing success, since in
fine dining restaurants customer relations have proved to be the most important
attribute (Njite, Dunn and Kim 2008).
Image 4. A main course from 2015

Image 5. A main course from 2019

Photos by the author

Conclusions
In the hospitality sector where the majority of companies are SMEs, one possible
way to become more competitive is to follow an imitation strategy (Ding and Chung
2014). The owners of KönyvBár & Restaurant, however, have decided on a
distinctively different strategy, and have become successful thanks to the creativity
and personal commitment of all involved in this venture: factors that would be
rather difficult to reproduce by competitors (Rátz 2017). Since its opening in 2015,
the restaurant has undergone a number of changes: improved interior design, less
frequently changing literary menus, a shift towards fine dining with consequently
increasing price level and higher proportion of foreign guests. Its position as a
specific and well-defined niche in the otherwise increasingly saturated Budapest
restaurant market has been consolidated. Considering the four identified success
factors, the company’s future success is mainly dependent on the quality of its
employees, both in the kitchen and in the restaurant: since the creativity manifested
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in the literary theme mainly acts as a pull factor attracting first-time customers,
repeat visits can only be generated by consistently high food and service quality.
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Introduction
In the modern world, when it is time for a warm summer, everyone wants to go on
vacation to bask in the sun, to improve their health and also want to just spend time with
benefits, relax body and soul. That is why many decide to spend their holidays in a
sanatorium. The advantage of the sanatorium “Small salt” and any other is that it is not
easy to relax in it but also to complete a full course of recovery.
People living in the megalopolis need ecologically clean air, bright sun, beautiful
nature all this is the main restorative factors of sanatorium-resort treatment according
to the profile of health improvement in the sanatorium “Small Salts”.
The object of the research is the sanatorium “Small Salts” to provide therapeutic
and recreational services (treatment with therapeutic mud), operating in the Yaroslavl
region. Purpose of the study: to study the decision-making process and the tools used
by the consumer when choosing the sanatorium "Small Salts". Subject of study:
therapeutic and health services – therapeutic mud.
We will be analyze the competitive environment, which begins with the
identification of existing and potential competitors. Competitor analysis is presented in
comparative Table 1.
Analyzing Table 1, we can say that the sanatoriums have several similar criteria:
1. Sales strategy for products and services (market coverage strategy) is
differentiated.
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2. Main sales channels: owned sales channels, internet site.
3. Advertising and other methods of forming and stimulating demand:
a. Advertising on specialized sites
b. Advertising at tourism exhibitions
c. Creating loyalty programs (for example: the bonus system).
Table 1. Comparative analysis of competitors of the sanatorium, providing medical and
recreational services

Competitors

1. Red Hill
2. Golden
spike
3. Kstovo
4. Clear
Dawns
5. Big salts
6. Small salt

Market Financial
share stability
(%)*
ratio

Scope of comparison
Diversity
Average
Absolute
assortment price of the Duration of
Coefficient
services
procedure
the
Liquidity
(number
curative
procedure
procedures)
mud

0,020

0,7852

7.5

8

200

15-20 min

0,035

0,7853

7.6

9

150-200

15-25 min

0,029

0,9983

7.8

10

250-300

20-30 min

0,035

0,9985

8.4

11

250

10-40 min

0,036

0,9981

8.5

12

350

20 min

0,038

0,9982

9.4

12

250-350

15-40 min

Source: edited by the authors

Now consider the “Polygon of Competitiveness”, which will help compare the goods and
services provided by the sanatorium “Small Salts” with its key competitors, as well as
develop effective measures to improve the level of competitiveness.
The polygon of competitiveness is presented in Figure 1. Considering Figure 1,
one can see that one of the leading places is occupied by Kstovo sanatorium, especially
in terms of customer loyalty, a set of additional services and an atmosphere. The second
place is occupied by the sanatorium Small salt, it is inferior to the sanatorium Kstovo
only 5 points.
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Figure 1. Polygon competitiveness of sanatoriums –therapeutic mud
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4
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The uniqueness
of the services
offered

Sanatorium
concept

Brand loyalty
Advertising
activity
Kstovo

Atmosphere
Red Hill

Golden spike

Big salts

Small salt

Source: edited by the authors

In the market of medical and health services, the end user is always a specific person.
For this reason, the number of consumers and the number of days that all consumers
spent in sanatoriums together are key parameters for estimating the physical volume of
the health care services market. Potentially, every resident of Russia is a client of
sanatorium and health institutions, but in practice only about 5% of residents use the
services of health resorts.
The target audience of the sanatorium Minor salts using the services of therapeutic
mud are:
1. Age 18-29 years old → women→ average income → Representatives of this
segment are rarely visiting the sanatorium and rarely use the services of therapeutic
mud.
2. Age 30–49 years → Women → High and medium income → The buyer of this
category likes to experiment, come for a couple of months and almost every time
chooses a new service or similar with additional attributes.
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3. Age 50-60 years → Women → High and medium income → This type of customer
goes to the sanatorium constantly and uses the service of therapeutic mud. They prefer
to use loyalty cards and constantly choose similar services. Visit the resort every season.
Below are charts that reflect the proportion of each criterion.
Figure 2. Segmentation by gender
11%

Women
Men
89%

Source: edited by the authors

Figure 3. Demographic criterion – Age

18-29
14%

60 and more
16%

30-39
17%

50-59
21%

40-49
32%

18-29

30-39

40-49

50-59

60 and more
Source: edited by the authors
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Figure 4. Behavioral criteria (when choosing a sanatorium)
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Figure 5. Behavioral criterion: Status of the buyer
Potential
customer
5%

New customer
35%
Regular customer
60%

Potential customer
New customer
Regular customer

Source: edited by the authors

Analyzing all the criteria (Figure 2, 3, 4, 5) one can conclude that, to a greater degree,
women (89%) aged 40–49 years (32%) who have high and average incomes visit the
Small Salt Sanatorium. Usually, in this type of women, the behavioral criteria for
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choosing a sanatorium are qualified personnel (25%) and high-quality service (29%)
provided by the sanatorium. As a rule, women with such criteria are regular clients of
this sanatorium.
One of the important motivations for conducting a marketing research of the
sanatorium “Small Salts” in the Yaroslavl Region is that the tourism industry and the
sanatorium services market in this region is one of the competitive regions. This was
evidenced by the statistics of Rosstat, in 2017 about 62.3 thousand people were
accommodated in the resorts of the Yaroslavl region.

Conclusions
As a result of this marketing research, the following conclusions and results were made:
1. The analysis of the competitiveness of the sanatorium, which work on the territory of
the Yaroslavl region, in several ways.
2. The analysis of demand, potential of enterprises and the industry of the sanatorium
in the Yaroslavl region was carried out.
3. Conducted segmentation of consumers.
Thus, conducting a marketing study of the sanatorium “Small Salts” in the Yaroslavl
region provided information on the current situation on the sanatorium services market,
on the target audience, on the disadvantages and advantages of competing
sanatoriums, as well as on the problems of the sanatorium.
Through such a study, it is possible to establish the reasons for the low profitability
of any sanatorium and insufficient investment inflows.
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