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Abstract: the restaurant business plays a vital role in the hotel industry in tourism. Marketing analysis plays an
important role for restaurant business in determining the present or future potential of a new product or
restaurant. The restaurant also helps identify potential customers in the new product. In this article, we will
review the marketing analysis restaurants in Bukhara hotel. Tourist restaurants in Bukhara are mainly
decorated in oriental style and serve mainly for foreigners. Therefore, marketing analysis plays an important
role in how a business operates and what it uses to develop it. We conduct marketing analysis into several parts.
Keywords: restaurant, catering service, marketing analysis, new product, competitive analysis, type of services,
competitors, visitors.
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 Tasponos Hemamxysica Onunosuy — npenodasamens;
2Paiisuesa Caiitiopa Kyopamosena — npenooasameny;
3lcomos Bekmypod Caiipumourosuy - doyenm,
Kagedpa mypusma u 20CmuHUYHo20 busHecd,
byxapckuii cocydapcmeennbiii ynugepcumenm,
2. Byxapa, Pecnybauxa Y3bexucman

Annomayun: pecmopannvlii OUHeC uespaem OYeHb 8aANCHYIO POilb 6 cihepe Mypuma 8 2OCHUHUYHOM XO35UCHEe.
Mapremuneogulil ananu3s SAGIAEMCs BANCHLIM 8 OnpedeileHuy mekyuell u 6yoywel cumyayuu 6 HO6OM NPOOYKMe
UNU PECMOPAHHOM NOMEHYUaLe OISl OesIMeNIbHOCHU PeCmopanHo2o busneca. B mo sice epems pecmopan 6yoem
CyrcUms  Olisl ONpedesieHusi CRpoca NOMEHYUAIbHBIX KIUEHMO8 HA HOblll npooykm. B smou cmambe Mbi
PAccmMompum 6 OCHOBHOM MApKemuHeagel anauus pecmopanos 2ocmunuy 6 byxape. Typucmuueckue
pecmopanbl Byxapul opopmienvl 6 B0CMOUHOM CIujie U CYHCAm 8 OCHOGHOM mypucmam. Taxum obpazom, yensb
NPOBEOEHUs. MAPKEMUH208020 AHANU3ZA USPAEM BAXCHYIO POIb 6 MOM, KAK npeonpusmue pabomaem u 4mo OHO
ucnonvzyem 0715 e2o pazeumus. Mol npo6oOUM MAPKEMUH208bILL AHANU3, PA30ETUE €20 HA HECKOIbKO YACMEll.
Kniouesvie cnosa: pecmopan, obwecmeennoe numauue, MapPKeMUH208bIll AHAIU3, HOBBUL NPOOYKM,
KOHKYPEHMHbIU AHANU3, 8UO YCILY2, KOHKYDEHMbl, NOCEMUMENU.
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“Malika Bukhara” began service in the spring of year 2005. Located not far from the Labi Khaus, the hotel
gives a warm and a national atmosphere. The hotel consists of two floors with 45 rooms, a restaurant for 85
people and a conference hall for 50 people. In addition, “TEA-house” has been set up in order to have a rest after
a long and exciting tour in the heat of summer time.

Tourist restaurants in Bukhara are mainly decorated in oriental style and serve mainly for foreigners.
Therefore, marketing analysis plays an important role in how a business operates and what it uses to develop it.
We conduct marketing analysis into several parts [2, 126].

Multidimensional analysis of product acceptance.

At present, restaurant of Malika hotel continues to operate in other part of Uzbekistan such as, in Tashkent,
Samarkand and Khiva (two). That is, 80% of the customers are around the hotel.

a) Competitive analysis.

The question that can be addressed in the competitiveness of restaurant business is to determine who exactly
the restaurant is. We know that any restaurant strives to create its own individuality, atmosphere and comfort.
When identifying the restaurant’s competitors:

- The range of dishes offered;

- Cost;



- Purpose of the kitchen;

- ldentify where you want your ads to be.

Those are also help in determining the classification of the restaurant. Again, when analyzing competition,
answers to the following questions are needed:

- Who are the main competitors?

- Competitor’s strategies (what is their main mission)?

- Organizational structure and management;

- Competitor’s Marketing and Advertising Strategy;

Methods used in competition;
A set of services.

Comparing the Malika restaurant, this restaurant differs from other competitors by its many conveniences [6,
12]. The main competitors of this restaurant are:

- Asia restaurant (by its location and management);

- Old Bukhara restaurant (by its price policy and assortment);

- Badruddin restaurant (by its atmosphere);

- Adras (in interior design and assortment);

- Chinar (price policy).

All this information was revealed by personal practice.

Their advertising and marketing strategy is mainly through the internet. That is, via Facebook social
networking site, TripAdvisor and other promotional sites. In addition, the subjects are also tourists. They are
offered good service and low cost so they can offer their friends after they leave [7, 64]. Similar social networks
and web pages are used here. Free guides will be provided for the tour guides. This is because the visitor is
mostly communicating with the guide. Therefore, this method is used for the guide group. There are also various
cocktails, drinks, snacks and desserts [1, 63].

The range of services provided by competitors also varies. That is, each restaurant has its own set of services.
But Malika restaurant is at the top. Because all of the Offices have at least 3 years of experience in tourism and
training. As you can see, the level of service can also be appreciated.

b) Production of new services and goods.

You have to be very careful about new services and products, that is, you should balance the attractiveness of
your restaurant, which is reserved for regular customers and offer additional services and products [4, 25].

Conclusion: The purpose of marketing research is to get information about the mood in the communication
community, to anticipate the most likely actions against the firm, and to choose the tools to build effective
partnerships with the community. Consequently, hotels operate not only in the restaurant market, but also in
different environments and influences that create an outside marketing environment. The relationship between
the environment and the firm varies and may be controlled or uncontrolled by the firm’s influence.
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