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COMPREHENSIVE ASSESSMENT OF HOTEL COMPETITIVENESS

Abstract

The article focuses on developing methodological and practical recommendations for assessing hotel
competitiveness, aimed at identifying weaknesses and determining priority development areas. The study outlines
the use of methodological approaches to evaluating competitiveness, calculates key indicators, and reveals the
competitive positions of hotels in the market. The research methodology combines several tools. Consumer surveys
and analysis of online feedback provide insights into customer perceptions. Additionally, indicators such as hotel
infrastructure and pricing are analyzed to offer an objective perspective on competitiveness. This dual approach
ensures a comprehensive evaluation. The findings emphasize the importance of identifying competitive gaps in
services, infrastructure, or pricing to develop targeted strategies for improvement. By leveraging these insights, hotels
can enhance their offerings, strengthen their market position, and respond to evolving consumer demands. Regular
assessment is also highlighted as a critical component for adapting to changing market dynamics. Overall, the article
provides a practical framework for assessing and improving hotel competitiveness. It serves as a valuable resource for
hotel managers and marketers, offering actionable insights to enhance strategic decision-making and achieve long-
term success in the hospitality industry. This concise and structured analysis contributes to a deeper understanding of
competitiveness in the hotel sector.

Key words: competitiveness assessment, methodological approaches, qualimetry method, price characteristics,
complex indicators, single indicators, evaluation criteria.

Introduction

The number of hotels in Kazakhstan is growing rapidly enough every year, which, accordingly,
creates tough competition in the market. At present, there is a high level of competition between hotel
enterprises presenting services of different classes.

The set of factors determining the competitiveness of hotel enterprises turns out to be so significant
and peculiar that it is impossible to offer a single methodology of data collection on these factors, their
processing and identification for a full diagnosis of the level of intensity of competition in this market.

Increase of hotel competitiveness implies introduction of new elements, closing of old ones,
modernization of existing ones. In other words, renewal. But developing the hotel, it is important to
remember that each hotel is distinctive, and it is necessary to preserve the most attractive elements of
this identity. It is also obvious that the hotel business can positively influence the country’s economy
if sufficiently developed. For example, new jobs are created with its help. In recent years, there have
been some changes in the hotel business — today it is much more profitable to create large hotel chains.

The relevance of the topic under consideratio’ is that all enterprises and organizations to a greater
or lesser extent face such a problem as competition, so to survive in such conditions, as well as to
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develop, it is necessary to analyze the current situation in the market, as well as to make decisions
about measures to improve competitiveness.

The subject of this article are complex methodological approaches to analyze the competitiveness
of hotels in Almaty, taking into account both qualitative and cost parameters. Theoretical and
methodological basis of the article was formed by theoretical and methodological developments of
specialists and scientists in the field of competitive analysis, application of the quality indicator of
hotel services on the basis of the integral method and the method of qualimetry. The results of the
research are the possibilities of using methodological approaches to assess the competitiveness of
hotels. This methodology for assessing competitiveness can be applied so that the hotel can manage
quality parameters and not waste resources on all parameters, but only on those that are most important
for consumers and in which the hotel is weak. The integrated approach allows to understand what
competitive advantages should be developed by the hotel, what competitive advantages are more
effective and relevant for different types of hotels.The combined methodology of competitiveness
assessment was tested on the hotels of Almaty city.

As a result of the analysis, the competitiveness indicators were calculated and the competitive
positions of hotels in the market were identified. To improve the competitiveness of hotels it is important
to achieve competitive advantages, which can be divided into internal and external advantages. For
hotel business, external and internal competitive advantages are ambiguous and depend on the class
and type of hotels. External competitive advantages are achieved by increasing the efficiency of work,
higher emotional and aesthetic satisfaction, are based on the strategy of differentiation (distinction) of
hotels, which could be realized within such directions as improving the quality of services provided,
improving the culture and speed of service, increasing brand recognition, price reduction relative to
competitors.

Materials and methods

The assessment of hotel competitiveness involves a systematic analysis of the hotel’s activities,
determining its competitive position and advantages. Comparative analysis of hotels, as a rule, shows
the use by the hotel of this or that marketing strategy, its actual position in the market and its allocation,
respectively, among competitors.

For a comprehensive analysis of the competitiveness of hotels in Almaty, we have identified the
system-forming indicators by quality characteristics and price. Therefore, to conduct a comparative
analysis of hotels in Almaty, the competitiveness of services was assessed on the basis of the method
of qualimetry and price characteristics. The use of this method allows us to approach the evaluation
taking into account not only internal but also external attributes and relying on both material and
visual indicators. When using the method of qualimetry to assess competitiveness, it is advisable
to determine the selection of the most significant and important indicators, their choice should be
justified [1].

Results and discussion

Let’s consider step-by-step the process of competitiveness assessment with the help of this model:

1. Initially, the indicator of hotel services quality is determined, which is based on the integral
method, i.e. as a product of the weight of quality characteristics on the evaluation by consumers of
service culture and real evaluation of additional services, interior and exterior decoration.

2. Formula 1 is used to calculate the values of single indicators for the analyzed hotel service and
for the basic model (generalized indicator of competitiveness of the service).

n
CI =Zmiqi (1)
i-1
where CI is competitiveness indicator;
qi is a complex indicator of i — property;
mi is the ponderability coefficient of a complex indicator.
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3. At the third stage, the cost of residence in a hotel is determined, given that the price of the
standard room of the hotel, a junior suite, and a suite are used. As the prices of different hotel rooms
are various, we will calculate the average cost of residence in a hotel room per day (formula 2):

ri mri
N

PS (2)
where PS is service price;
mri is the sum of the price of a hotel room fund for i-hotel, in tenge;
N is a total number of the compared rooms.
In order to assess the competitiveness of hotel services in terms of cost, it is necessary to compare
the value obtained with the minimum value offered in one of the hotels compared (formula 3).

CS=PS1/PS0O 3)
where CS is relative cost of the service;
PS1 is the price of the service of the considered enterprise, in tenge;
PS0 is minimum price from all compared hotels, in tenge.
4. The competitiveness index of service is calculated on the basis of the generalized indicator of a
hotel service quality in relation to relative cost of a hotel room fund (formula 4).

C=SQI/CS 4)
where C is competitiveness index;

SQI is the generalized indicator of a service quality of a distributor;

CS is the relative cost of staying in the hotel.

The proposed methodology is adapted to the characteristics and specifics of the hotel business
and shows that the higher the competitiveness indicator, the more effectively the hotel works. A basis
of the offered method is formed from the indicators characterizing hotel activity and criteria of their
assessment (table 1).

Table 1 — Index of the quality of hotel services and the criteria of their evaluation

Qualitative characteristic

Complex index

Complex
index

Single index

Score

Evaluation criteria

1

2

3

4

5

1. Quality of
the offer of
goods

1.2
Range index

1.2.1 Index of full
service range

4

3

-the best indicator of full service range
from 1-0,7

- the indicator of full service range below
0,7-0,5

- Relative indicator of full service range
below 0,5

2. Service
quality

2.1 Culture
of trade
service

2.1.1 Friendliness
and hospitability
2.1.2 Manners
2.1.3 Carefulness,
tactfulness

2.1.4 Excellence
2.1.5
Thoughtfulness,
accuracy,

2.1.6 Skillful usage
of smile

2.1.7 Extensive
knowledge

2.1.8 Self control
2.1.9 Politeness
2.1.10 Care of
their company’s
goodwill

- Presence of 9-10 indicators

- Absence of 2 to 4 indicators

- Absence of more than 4 indicators
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Continuation of Table 1

3. Esthetic 3.1 Terms of 3.1.1 Esthetic level 4 - Lack of remarks from consumers
parameters service of hotel
- Remarks of up to 2 indicators
3 - Remarks of more than 2 indicators
2
4. Ergonomic 4.1 Terms of | 4.1. A Set of the 4 - Lack of remarks from consumers
parameters service services providing
convenience of stay - Remarks of up to 3 indicators
in hotel 3
- Remarks of more than 3 indicators
2
5. Evaluation 5.1 Technical | 5.1.1 A set of 4 - Lack of remarks from consumers
of a technical conditions indicators on a
condition of indexes condition of hotel 3 - Remarks of up to 3 indicators
hotel and technical
providing 2 - Remarks of more than 3 indicators
6.Evaluation of | 6.1 6.1.1 A set of 4 - Lack of remarks from consumers
hotel food Additional indicators on
services quality of a 3 - Remarks of up to 2 indicators
breakfast
2 - Remarks of more than 3 indicators

Note: Compiled by the authors on the basis of sources [2].

On the basis of the developed method the evaluation of indexes of a hotel service quality was
account the conducted survey on the three hotels of Almaty. Results of the

carried out taking into

analysis are presented in table 2.

Table 2 — Evaluation of the activity and competitiveness of Almaty hotels on the basis of the qualimetry

method
Indexes KazakhstanHotel Grand Tien Shan Hotel Otrar
1 2 3 4
1. Service quality 1.Friendliness and 1. Friendliness and 1. Friendliness and
hospitability hospitability hospitability
2. Manners 2. Manners 2. Manners
3.Carefulness, 3. Thoughtfulness, 3. Carefulness,
tactfulness 4. Self control tactfulness

4. Excellence
5. Thoughtfulness
6. Politeness

5. Carefulness, tactfulness
6. Politeness
7. Excellence

4. Self control
5. Politeness

2. Full service range 30

19

20

21

3. Room fund variety

3 room types

7 room types

6 room types

- too small rooms;
- lack of air-
conditioning

- lack of tea or coffee in a
room;
- adverse atmosphere

4. Esthetic parameters Remarks: Remarks: Remarks:
- out of date design no - out of date design;
- old furniture;
- incomplete rooms
5. Ergonomic Remarks: Remarks: Remarks:
parameters - smells; - not effective work through | - old repair;
- poor noice isolation; booking ; - poor WiFi service;

- not working sockets;
- too small rooms
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6. Technical condition of
hotel

Remarks:
- old repair;
- poor WiFi service

Remarks:

- old repair;

- poor WiFi service;

- not working sockets

3amevaHus:

- old repair;

- poor WiFi service;

- water supply failures

double room, tenge

7.Hotel food Remarks: Remarks: Remarks:
- poor food range; no - lack of a buffet;
- limitation of meat - poor quality of dishes
products

Average cost of standard | 29500 28500 21500

Note: Compiled by the author on the basis of sources [2].

For calculation of a price index, we will consider the lowest price in the three analyzed hotels.
Minimum price for the standard double room is at Otrar hotel. Therefore, the price index in this hotel
will make 1.

While evaluating competitors’ activity not absolute, but relative indicators are important. Relative
indicators turn out when comparing with competitors. The main relative indicators at evaluation of
competitiveness are the relative price and relative quality of services. The price index represents the
indicator reflecting the relative room rate in a hotel.

We will calculate a price index for “KazakhstanHotel” by the above-presented formula:

CS =29500/21500 = 1,38
We will similarly calculate an indicator of the relative cost for Grand Tien Shan Hotel hotel.
CS =28500 = 1,86

The following stage is providing evaluation on all quality indicators on the basis of the developed
criteria.

The evaluation of indexes in points on the main backbone indicators of competitiveness are
presented in table 3.

Table 3 — Evaluation of the activity and competitiveness of Almaty hotels on the basis of the qualimetry
method

Indexes Kazakhstan Hotel Grand Tien Shan Hotel Otrar
1. Service quality 3 4 2
2. Full service range 30 0,64 0,67 0,7
3. Room fund variety 0,38 0,88 0,75
4. Esthetic parameters 3 4 3
5. Ergonomic parameters 3 3 2
6. Technical condition of hotel 2 3 3
7. Hotel food 3 4 3
Price indexes 1,38 1,32 1
Note: Compiled by the author on the basis of sources [2].

At creation of economic model of the evaluation of a hotel competitiveness level in the conditions
of strengthening of the competition from foreign hoteliers it is necessary to make a start from the most

229



«Typan» yHUBEpCUTETIHIH XabapIbIChly FRUIBIMU KypHabl 2025 x. Ne 1(105)

important qualitative characteristics of hotel service. When developing a method of evaluation of the
hotel service quality indexes it was necessary to resolve the following issues:

¢ to define ponderability of complex indexes;

* to establish the nomenclature of single indexes as a part of complex indexes;

¢ to define criteria for evaluation of single indexes.

For the evaluation of the final index estimating service quality, it is necessary to determine the
weight or the importance of each index.

For a definition of ponderability of indexes the method based on diffusion model of commodity
marketing has been used. The calculation procedure assumes that if the indicator is significant and
obligatory for consumers, it gets 1 point, if the indicator is desirable, it gets 0,5 point, if the client is
indifferent to this indicator, it gets 0 point. This method allows defining the importance of indexes for
consumers and the survey results are presented in table 4.

Table 4 — Ponderability of quality indexes of Almaty hotels

Indexes Significance values Total Single
Obligatory Desirable Indifferent (0 points index
(1point) (0,5point) point)
1. Service culture 35 5/2,5 - 37,5 0,155
2.Full range coefficient 25 13/6,5 2/0 31,5 0,13
3.Room fund variety 10 24/12 6/0 22 0,09
4. Esthetic parameters 26 14/7 - 33 0,14
5. Ergonomic parameters 38 2/1 - 39 0,165
6. Technical condition of hotel 30 10/5 35 0,15
7. Hotel food 40 - - 40 0,17
Total points 238 1,00
Note: Compiled by the author on the basis of sources [2].

By results of the carried-out analysis among complex indexes the most significant is the hotel food,
i.e., it is important for consumers how the food quality in hotels meets their expectations. According
to consumers’ answers ergonomic parameters i.e., convenience and comfort are on the second place of
importance. At the same time, it should be noted that ergonomics have to be in a complex, including
sound isolation, lighting, comfort of furniture and its location in a room hotel.

The third important thing is a service culture. A guest comes and gets to the new place where he
needs to feel comfortably, and the friendly, attentive and understanding personnel are necessary for
this purpose.

The technical state is also one of the vital indicators since a consumer daily faces the work of
technical constructions and the satisfaction of guests depends on how they work and how they are
available to use.

All other indexes are of less importance; however, they can also influence the competitiveness of
a hotel.

The interest of hotel enterprises in commercial success strengthens the need to improve
the competitiveness of the services offered, this requires improving the work of all services and
departments of the hotel. Competitiveness acts as the most important factor in ensuring the safety of
the object (its survival in conditions of financial and economic crisis and decreasing demand) and its
subsequent effective development. An integrated approach to hotel competitiveness management can
become a tool for solving strategic tasks of competitiveness improvement. The purpose of developing
and building a model of competitiveness of a hotel enterprise is the correct definition of competitive
strategy, coordinated with the conditions of the hospitality sector, skills and capital that a particular
hotel possesses [5].

Theoretical issues devoted to the problems of competitiveness management are developed in the
works of domestic and foreign researchers Azoev G.L., Ansoff 1., Bagiev G.L., Virsema F., Golubkov
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E.P., Drucker P., Korobov Y.P., Kotler F., Lamben J.-J., Latfullin G.R., Mason R. Mescon M., Porter
M., Treacy M., Chamberlain E., Fatkhutdinov R.A., Yudanov A.Y. and others.

On the basis of the obtained data, we can calculate an index of service quality of the three hotels
and define which of them shows sufficient results.

We will calculate the index of quality of hotel services for “KazakhstanHotel” according to the
formula presented above:

SQIk =3 * 1,55+0,64*0,13+0,75*0,09+3*0,14+2*0,165+3*0,15+3*0,17 = 6,5107

For the calculation of the index of quality of hotel services we will use results of calculations for
Grand Tien Shan Hotel:

SQIt =4 * 1,55+0,67*0,13+0,88*0,09+4*0,14+3*0,165+3*0,15+4*0,17 = 8,5513
The latest calculation of the index of quality of hotel services in Otrar hotel:
SQlo =2 * 1,55+0,7*0,13+0,75*0,09+3*0,14+2*0,165+3*0,15+3*0,17 = 4,9685

The quality system in hotel business has its own peculiarities, but it mainly depends on the
activity of the hotel personnel. The quality of hotel services is a complex index which includes not
only the indicators listed above, but also work rationing, the developed standards, corporate culture,
the attitude towards qualification of personnel, motivation of personnel. In this case, the presented
indicators are internal and as hotels are not open, it is impossible to create an exact picture on these
indicators. However, we received the results on the indexes, which are estimated by hotel consumers.
The total rating is presented in the figure 1.

B.55713

o

S =k B W a0 & o~ S W
%

Figure 1 — Rating 4* hotels according to the indexes
of the quality of hotel services

Note: Compiled by the author on the basis of sources [3].

As the carried-out analysis of the quality indexes showed, the greatest point was got by “Grand
Tien Shan Hotel” thanks to the high culture of service, i.e. effective work of personnel, and also
the advantage in esthetic parameters and quality of hotel food. The medium index is received by
KazakhstanHotel hotel, it is equal 6,5107 points generally because in all respects has average indicators.
The last place is given to Otrar hotel. Otrar hotel was not able to be reconstructed to the requirements
of market economy and it still has the negative aspects peculiar to the Soviet period. In particular, the
hotel has low index of service culture, not enough attention is paid to the convenience and comfort.

It is expedient to use this method to make a hotel manage qualitative parameters and not to waste
their recourses on all parameters, but only on those which are the most significant for consumers and
in which hotels are weak.

The following stage in the evaluation method is the calculation of the final indexes of the
competitiveness which considers both qualitative characteristics, and the price. The calculation is
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carried outaccording to the formula presented above. We will calculate the generalizing competitiveness
index for KazakhstanHotel hotel.

Clk=6,5107/1,38 =4,7179
For calculation of the competitiveness index, we will use results of the calculations for Grand Tien
Shan Hotel:
ClIt=8,5513/1,32 =6,4783
The latest calculation of the competitiveness indicator is for Otrar hotel.
Clo =4,9685/1 = 4,9685
In general, the presented calculations have shown that price parameters have to some extent
affected a final index of competitiveness, however the ‘Grand Tien Shan Hotel” hotel has obvious
advantages over the other two competitors. Having generalized all indicators, we will construct the

result in table 5.

Table 5 — Matrix of the competitiveness of Almaty hotels

Synthesizing factor of Average evaluation Index The integrated factorial index
competitiveness rang
Hotel Hotel
No. 1 No. 2 No. 3 No. 1 No. 2 No. 3

1 2 3 4 5 6 7 8
1. Service culture 3 4 2 0,155 0,465 0,620 0,31
2. Full range coefficient 0,64 0,67 0,7 0,13 0,0832 0,0871 0,091
3. Room fund variety 0.38 0,88 0,75 0,09 0,0342 | 0,0792 0,0675
4. Esthetic parameters 3 4 3 0,14 0,42 0,56 0,42
5. Ergonomic parameters 3 3 2 0,165 0,495 0,495 0,33
6. Technical condition of hotel 2 3 3 0,15 0,30 0,45 0,45
7. Hotel food 3 4 3 0,17 0,51 0,68 0,51
8. Relative price 1,38 1,32 1
Competitiveness coefficient 4,7179 6,4783 49685
No. 1 — Kazakhstan hotel, No. 2 — Grand Tien Shan hotel, No. 3 — Otrar hotel.
Note: Compiled by the author on the basis of sources [2].

For the complex evaluation of the hotel competitiveness three 4* hotels were chosen. They are
direct competitors and do not belong to any international chains. The calculations of a complex index
of the hotel competitiveness will not only allow to define their evaluation, but also to understand what
changes are necessary to be made in the development strategy to improve their competitive position.

For the deeper analysis and the accounting of a situation with hotels, which enter the world hotel
chains we will carry out the competitiveness, evaluation for three five-star hotels of Almaty, which
enter the international hotel chains (table 6).

In general, the analysis of activity of Rixos Almaty hotel showed that, despite the most part of
positive reviews, there are certain shortcomings, in particular, partial repair is already required, the
personnel do not always smile, air conditioners are noisy, and also quality and a variety of food does
not correspond to the price level. The location of the hotel is wrong due to the not favorable ecological
situation.

The InterContinental Almaty hotel has a part of rooms that are not spacious, also main remarks on
quality of food, the personnel of the hotel do not work really effectively.

The TheRitz-CarltonAlmaty hotel which entered the market of Almaty not long ago has an
attractive location and more appreciation, but at the same time guests note that the personnel are not
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always competent and do not have a synergy in their work. The main remark of consumers is the fact
that there is no zone for smokers.

Table 6 — Evaluation of the activity and competitiveness of Almaty hotels of on the basis of the

qualimetry method
Indexes Rixos Almaty InterContinental Almaty The Ritz-Carlton Almaty
1 2 3 4
1. Service quality Friendliness and 1. Friendliness and 1. Friendliness and
hospitability hospitability hospitability
Manners 2. Manners 2. Manners
Carefulness, 3. Thoughtfulness 3.Carefulness, tactfulness
tactfulness 4. Self control 4. Thoughtfulness,
Excellence 5. Politeness accuracy, precision
Thoughtfulness 6. Excellence 5. Self control
Politeness 6. Politeness
Self control 7. Care of their company’s

goodwill

2. Full service range - 30

24

22

25

3. Room fund variety

8 room types

15 room types

12 room types

dowble room, tenge

4. Esthetic parameters Remarks: Remarks: Remarks:
- repair is needed no no

5. Ergonomic parameters Remarks: Remarks: Remarks:
- noisy air - too small rooms - no smoking zone
conditioning

6. Technical condition of Remarks: Remarks: Remarks:

hotel no no no

7. Hotel food Remarks: Remarks: Remarks:
- poor food range; - poor food range; - the quality of food does
- food quality - food quality not match the level of the

hotel
Average cost of deluxe 49247 54264 56840

Note: Compiled by the author on the basis of sources [2].

The carried-out analysis of the market of hotel services, in particular five-stars hotels in Almaty,
allows to draw a conclusion that they more conform to modern requirements and use the international
standards according to the franchise contract. These hotels are less vulnerable since they make use
of the acquired experience, competences, skills and ability to work. At the same time, as practice
shows top management members are foreign experts, then linear employees and contact personnel are
presented by local people that not always positively affects indicators of a hotel.

For the calculation of the price index, we will consider in what of the three analyzed hotels, the
lowest price is. Minimum price for the double room deluxe at RixosAlmaty hotel is 49247 tenge.
Therefore, the value index in this hotel will make 1.

We will calculate a price index for “InterContinental Almaty” by the formula presented above:

CS =54264/49247 = 1,102
We will similarly calculate the index of relative cost for TheRitz-CarltonAlmaty hotel:
CS =56840/49247 = 1,154

The following stage is definition of an evaluation on all quality indexes on the basis of the
developed criteria.
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The evaluation of the activity and competitiveness of Almaty hotels on the basis of the qualimetry

method is presented in table 7.

Table 7 — Evaluation of the activity and competitiveness of Almaty hotels on the basis of the qualimetry

method
Indexes Rixos Almaty InterContinental The Ritz-Carlton

Almaty Almaty

1. Service quality 4 3 4

2. Full service range 30 0,8/4 0,73/4 0,83/4

3. Room fund variety 0,53/3 1/4 0,8/4

4. Esthetic parameters 3 4 4

5. Ergonomic parameters 3 3 3

6. Technical condition of hotel 4 4 4

7. Hotel food 3 3 3

Price indexes 1 1,102 1,154

Note: Compiled by the author on the basis of sources [2].

In general, using similar calculations on the previous scheme we will define complex indexes of
the competitiveness for three five-star hotels (table 8).

Table 8 — The Matrix of the competitiveness of the hotels

Average evaluation The integrated factorial index
Synthesizing factor of Index
competitiveness Hotel rang Hotel
No. 1 No. 2 No. 3 No. | No. 2 No. 3
1 2 3 4 5 6 7 8

1. Service culture 4 3 2 0,155 0,620 0,465 0,62
2. Full range coefficient 4 4 4 0,13 0,52 0,52 0,52
3. Room fund variety 3 4 4 0,09 0,27 0,36 0,36
4. Esthetic parameters 3 4 4 0.14 0.42 0.56 0.56
5. Ergonomic parameters 3 3 3 0,165 0,495 0,495 0,495
6. Technical condition of hotel 4 4 4 0,15 0,45 0,45 0,45
7. Hotel food 3 3 4 0,17 0,51 0,51 0,68
Total index of service quality 3,285 3,36 3,3685
8. Relative price 1 1,102 1,154
Competitiveness coefficient 3,285 3,049 2,919
No. 1 — Rixos Almaty, No. 2 — InterContinental Almaty, No. 3 — The Ritz-Carlton Almaty
Note: Compiled by the author on the basis of sources [2].

From the submitted data we can see that in spite of the fact that The Ritz-Carlton Almaty hotel has
the highest rates of quality of the provided services which made 3,3685 points, but the competitiveness
index is the lowest and made 2,919 points. Such distinction of indicators is connected with the fact
that evaluation of the hotel competitiveness does not only cover the service quality, but also the price
parameters.

At the same time, the price indexes in the ‘luxe’ segment are not so important, consumers are
less sensitive to them, therefore the most important index in this method is the service quality. The
comparative analysis of indicators of quality and competitiveness of the hotels considered is shown
in figure 2.
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Figure 2 — The indexes of the quality and competitiveness
of the five-star hotels of Almaty

Note: Compiled by the author on the basis of sources [4].

As a result of the made calculations, it is possible to observe that there is a considerable gap
on indexes of the quality and competitiveness and in InterContinental Almaty and The Ritz-Carlton
Almaty hotels.

Conclusion

The increase of the competitiveness of hotels requires the achievement of competitive advantages
that can be divided into internal and external advantages. The external competitive advantage is based
on distinctive qualities of service, which is of value for the buyer. The internal competitive advantage
of a firm is based on expenses and management, which is of value for the seller, allowing receiving
smaller distribution costs, than at competitors.

For the hotel business, the external and internal competitive advantages are ambiguous and
depend on a class and type of hotels. Therefore, the mechanical evaluation of competitive advantages
is insufficient; it is expedient to define what competitive advantages are more effective and urgent for
the different types of hotels.

The external competitive advantages are reached due to increase in overall performance, higher
emotional and esthetic satisfaction, and are based on the strategy of differentiation.

It is possible to differentiate activity of hotels in several directions:

+ having improved quality of the provided services, for example, having proposed some design
solutions attractive to consumers;

¢ having improved culture and speed of service;

¢ having increased recognition of brands that is more relevant to the hotels entering the
international hotel branded chains;

¢ having reduced the price compare with competitors.
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KOHAK YWJIEPIIH BOCEKETE KABLJIETTIIITTH
KEWEHAI BAFAJIAY

Anjgarna
Maxana KoHaK yinepaiH 0ocekere KadimeTTimirin Oaramayra KaTbICTBI 9ICTEMEINIK JKOHE MPAaKTUKAJIBIK YChI-
HBICTAPIBI salpneyre apHaJIFaH. ByJ1 ycIHBICTAp 9JICI3 TYCTap/bl aHBIKTAyFa JKOHE JAMY/IBIH 0ackIM GaFBITTaprH
alKbIHIAyFa MYMKIHIIK 6epe):[1 3epTTey,ue Oocekere KabUIETTIIIKTI 6aranay;1mH 9IICTEMENTIK TOCUIICPIH KOIIaHy
JKOJTApbIHA TOKTAJIBII, HET13T1 KOPCETKIIITEP CCENTENII )KOHE KOHAK YIJICPIH HAPBIKTAFbl 0OCCKEIIK MO3UIUSIIAPEI
aHBIKTAJIBL. 3epTTey dJicTeMeci OipHemie caThliaH Typaabl. TYTHIHYIIBUIAP apachlHOa cayajHaMa XYpPrizy jKOoHE
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OHJIAH TiKipJIepAl Tajay KIMSHTTEeP/IIH TaHAayblH TYCiHyre MyMKiHJiK 0epeni. CoHbIMEH Karap, Oacekere Kabijer-
TUTIKTI 0OBEKTHBTI Oaranay yIIiH KOHAaK Yi HH(PaKypbUIBIMBI MEH 0ara cascaThl CHSAKTHI KOPCETKIIITEp 3ePTTEIIE/I.
MyHpaif eki>KaKThI TOCUT KeIIeH 11 OaranayFa Heri3 Oonaabl. 3epTTey HOTHKENEepi KBI3MET KopceTy, HHPPaKypHITHIM
HeMmece Oara Oenriniey canachIHIaFbl KEMIIUTIKTeP/Ii aHBIKTAYIBIH KOHE OJapAbl TY3ETYTe apHaFaHMaKCaTThl CTpa-
TerusuIap 93ipieyaiH MaHbI3ABUIBIFBIH KopceTeni. Ockl OUTIMHIH KOMETIMEH KOHAK YHJIep JaMBITy >KOCHapiapbiH
JKETUIIIPIN, HAPBIKTAFbI TIO3UIMSUIAPBIH HBIFANTHIM, TYTHIHYIIBIIAP/IBIH 9P TYpJIicypaHbIcTapbiHa Oelim/iene anabl.
Conpnaii-ak TypakThl Oaranay HapbIKTaFbl ©3repMeri JKaFnaiapra OciiMaenyiH MaHbI3Ibl KypaMaac 0eJIiri 0okl
TaObUTa b1 JKaNIEl anFaHIa, MaKaiaia KOHAK YIJIepaiH Oocekere KaOlIeTTUIIriH Oaraay KoHe apTThIpY VIIiH Ipak-
THUKAJIBIK OareIT-Oarmapiamarnap Oepimemi.On KOHAK Yi MEHEKepIiepi MGH MapKeTOJIOTTaphl VIIiH KYHIBI aKrmapaT
K631 peTiHzae KBI3MET eTeKOHEe CTPATET sUTBIK MIeITiMaep KaObuiaayFa jkoHe KOHAK Yii OM3HeciHAe y3aK Mep3iMIi
TaObICKA JKETyre KoMeKkTecemi. byl KbIcKa opi MaHBI3ABITANIAY KOHAK Y CEKTOPBIHIAFbI Oocekere KaOuIeTTimKTI
TEpeHIpeK TYCIHyTe bIKNa eTeATiH 00Ja bl

Tipek ce3mep: KoHAK yilnepiy Oocekere KaOUIETTUIIrH Oaranay; 09CEeKeHIHAPTHIKIIBUTBIKTAPHI; 9IICTEMEIIK
TOCUIIep; KBaTMMETPHs JKOHE Oaranay oIicTepi; KOPCETKIIITEpiH MAaHbI3BL, OipiiK KOpPCETKIIITEepiHiH HOMEHK-
Jatypacsl; OipiIik KepceTKimTepin Oaranay KpUTepHIIepi.
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. Anmarsl, Kazaxcran

KOMIIVIEKCHASA OIIEHKA
KOHKYPEHTOCHOCOBHOCTH OTEJIA

AHHOTANUA

Crarbst OCBsIIIEHA pa3pabd0TKEe METOANYECKUX M MPAKTHYECKUX PEKOMEHIALMH 10 OIIEHKE KOHKYPEHTOCIO-
COOHOCTH TOCTHHUII, HAITPABJICHHBIX Ha BBISBICHHUE CIa0bIX CTOPOH M ONpEeIeHHe NPHOPUTETHBIX HaIpaBICHUH
pa3BuTHs. B HccnenoBaHuM ONMMCaHO MCIIOIb30BAHHE METOAMYECKHX IIOIX0/I0B K OILIEHKE KOHKYPEHTOCHOCOOHOCTH,
pacCcunTaHbl KIIOYEBLIC MOKA3aTCIM, BBIABJICHBI KOHKYPCHTHBIC MO3UIUM TOCTUHHUI] HAa PBIHKEC. MCTO)IOJ'IOFI/ISI uc-
ciieIoBaHus 00beIMHSIET HECKOJIBKO HHCTPYMEHTOB. OIpOCHI MOTpeOHTeNIeH U aHaIn3 OHIAHH-0T3bIBOB ITO3BOJISIOT
MOJTYYUTh MPEACTABICHNE O BOCHPHUSITHH KINEHTOB. KpoMme Toro, Juist 00beKTHBHON OIEHKH KOHKYPEHTOCIIOCOOHO-
CTH aHAJIM3UPYIOTCS TaKMe MOKa3aTeNH, Kak HHPPACTPYKTypa OTels U LeHooOpa3oBaHue. Takoil IBOHHOW MOAXOA
o0ecrieunBaeT KOMIDIEKCHYIO OLICHKY. Pe3ysIbTaThl Hece1oBaHMs OTYEPKUBAIOT B)KHOCTD BBISBIICHUS HEOCTATKOB
B chepe yciryT, HHPPACTPYKTYpBI HITH IICHOOOPAa30BaHNUS IS pa3paOOTKH [ENIEBBIX CTPATETHH 110 YITyqIICHUIO CUTYa-
ouu. HCHOHBByH OTH 3HAHUA, OTCJIM MOTYT YIIYUIINTb CBOU IIPEAJIOKCHUA, YKPECIIUTh ITO3UIMHU HAa PBIHKE U pearupo-
BaTh Ha MEHSIOUIMECS 3anpockl OTpeOuTeneil. PerynspHas oleHKa Takke MMOJUepKUBACTCS KaK Ba)KHEHITHN KOM-
TTOHEHT aJIaNTalluy K MEHSIONIEeH s TMHAMUKE PhIHKA. B 11es1oM crarhs mpeacTaBisieT co00i MpakTHYECKYI0 OCHOBY
JUISl OLICHKH 1 TOBBIIIEHHSI KOHKYPEHTOCIOCOOHOCTH oTeniei. OHa CITyKHUT [EHHBIM HCTOYHHKOM MH(OpPMAINH ISt
MEHEIDKEPOB U MapKETOJIOTOB TOCTHHHLI, IIPeiIaras NpakTHYeCKUe PeKOMEHAAINY JUTS IPUHATHS CTPATETHYeCKIX
peIICHUIl U TOCTHKEHUS JOJITOCPOYHOTO ycIexa B TOCTHHHYHOM OM3HEce. DTOT KPaTKHH M CTPYKTYPHUPOBAHHBII
aHaJIM3 CIOCOOCTBYeT OoJiee IIIyOOKOMY MOHUMaHUIO KOHKYPEHTOCIIOCOOHOCTH B TOCTUHHYHOM CEKTOPE.

KaroueBnie cioBa: OILICHKa KOHKypeHTOCHOCOGHOCTI/I, MCTOAOJIOTUYCCKUC MOAXO0JbI, METOJ KBAJIUMECTPUU,
HCHOBLIC XAPAKTCPUCTHUKHU, KOMITJICKCHBIC ITOKA3aTCIIN, CANHUYHBIC ITIOKA3aTCIN, KPUTECPUN OLICHKH.
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