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Currently, the hospitality and catering industry is one of the most competitive areas of
business, which leads to the search for effective marketing strategies to ensure sustainable
functioning. One of the most relevant and productive management tools today is benchmarking.
Its effectiveness is due to several circumstances. Firstly, the fact those companies are aware of
the need for a detailed study and use of the best achievements of competitors. Secondly, the
need for quality assurance, since in a situation of a variety of products and services, consumers
pay significant attention to it. In turn, benchmarking is aimed at improving quality, improving the

! Apxunosa O.B., npodeccop kaceapbl FOCTUHMYHOTO U PeCTOpaHHOro 6uaHeca, AOKTOp (MNocodCKNX HayK, AOLIEHT;
SIrbOY BO "CaHkT-lNeTepbyprckuii rocyaapCTBEHHbIN 3koHOMUYeckuid yHusepeuteT”, r. CaHkT-NeTepbypr

Arhipova O.V., Professor of the Department of Hotel and Restaurant Business, Doctor of Philosophy, Associate Pro-
fessor; Federal State Budgetary Educational Institution of Higher Education "Saint-Petersburg State University of Eco-
nomics", Saint-Petersburg

E-mail: olva@list.ru

2 Narytoe K.10., acniupanT; ®rBEOY BO "CaHkT-MeTepByprekuil rocy4apCTBEHHbI TEXHONOMMYECKUI MHCTUTYT (TEXHU-
yeckuin yHusepcutet)”, r. CaHkT-MNeTepbypr

Liagutov K.J., Postgraduate; Federal State Budgetary Educational Institution of Higher Education "Saint-Petersburg
State Institute of Technology (Technical University)", Saint-Petersburg

E-mail: informationlk@mail.ru

% 3eneauHckuii A.J1., AOLEHT Kadheapbl MEHeIXKMEHTa 1 MapKeTUHTa, KaHAWAAT NeJarornyecknx Hayk, OLEHT;
SIrbOY BO "CaHkT-lNeTepbyprckuii rocyaapCTBEHHbIN TEXHOMOMMYECKUA MHCTUTYT (TEXHUYECKUIA YHUBEPCUTET)", T.
CaHkT-lMeTepbypr

Zelezinskii A.L., Associate Professor of the Department of Management and Marketing, PhD in pedagogics, Associate
Professor; Federal State Budgetary Educational Institution of Higher Education "Saint-Petersburg State Institute of
Technology (Technical University)", Saint-Petersburg

E-mail: uchposob@yandex.ru

25


mailto:olva@list.ru
mailto:uchposob@yandex.ru

1. MPOBJIEMbl MEHEIDXKMEHTA 1 MAPKETUHIA. NOTMCTUKA OkoHomunyeckunin Bektop Ne4(35) 2023

process or product. Thirdly, benchmarking allows evaluating strategies and goals of work in
comparison with first-class enterprises to ensure a long-term position in the market [1].

Benchmarking is a method of comparing the key indicators of an organization with the
corresponding indicators of competitors or with the average level in the industry in order to rank
it, "the process of identifying, separating and using knowledge and best practices" [2]. Bench-
marking is also the process of identifying, understanding and adapting existing examples of the
effective functioning of an organization (business process) in order to improve their own similar
processes.

The theoretical foundations of benchmarking were laid in the works of quality manage-
ment specialists E. Deming (as part of a series of lectures on statistical quality control methods),
J. Juran ("Quality Management Manual"), F. Crosby ("ZD" program ("Zero defects")), K. Ishika-
wa (development of a methodology for improving the quality system), T. Taguchi (TQC con-
cept), W. Shuhart ("Statistical methods from the point of view of quality management"), etc.

The productivity of benchmarking is determined by the fact that when using it, produc-
tion and marketing functions become the most manageable. Some scientists consider bench-
marking to be strategically oriented research, since they are directly related to the use of the
main provisions, methods, approaches, systems, principles and tools of benchmarking. The
main goal of benchmarking is to ensure the success of the company in the future based on re-
search, and to choose the right development strategy. From this, we can conclude that bench-
marking can be considered one of the main directions of strategically oriented marketing re-
search. When developing and choosing a marketing strategy, the company always relies on
market research data, but in modern business conditions, it is not enough just to study market
conditions, competitors. Whenever possible, it is necessary to use a benchmarking concept so
that, because of strategy development, the most successful and appropriate experience of other
companies under existing conditions is taken into account in order to ensure a greater probabil-
ity of success and risk reduction. Table 1 presents a comparative characteristic of the value of
benchmarking in the process of conducting statistically oriented marketing research.

Table 1 — Comparative characteristics of the value of benchmarking in the process of
conducting strategically oriented marketing research [3]

Characteristics of the The importance of benchmarking in strategically oriented marketing research
research process Market research Competitor analysis Benchmarking
Common goal Market analysis, market . L Analysis of the experience
Analysis of competitors . -
segments and product strategies of competitors or leading
recognition enterprises
Subject of study Business methods that
Customer needs Competitor strategies meet the needs of cus-
tomers
Object of study Goods and services Markets and goods Business methods,
products
Main limitations SD;?Sr; ((e:t(i)grfustomer Market activity Not limited
i‘glﬂi‘;‘gance for decision- Insignificant Some Very big
Main sources of Buyers Industry experts and Leading companies in the
information analysts industry, competitors

The benchmarking approach changes the decision-making procedures in marketing,
since traditionally marketing decisions were made based on the results of marketing research
and managers' intuition regarding the marketing mix. Based on this, the company's marketing
strategy was developed. Modern business conditions lead to the fact that such actions are not
enough to ensure the competitiveness of the company and its stable position. It is necessary to
study the experience of business leaders' activities and behavior in the market to increase the
validity of marketing strategies.

The process of marketing planning, which sets strategic directions for business devel-
opment, is the most important area for which benchmarking is crucial. The goals and guidelines
that depend on the mission of the enterprise are largely determined by the results of bench-
marking. The use of benchmarking in the process of strategic marketing planning ensures that
the requirements imposed by the external environment and customers are considered on the
basis of verified data.

In the process of developing marketing strategies, an outside view is important, as it
sets the strategic direction of development and promotes the allocation of limited resources.
Knowledge about the working methods of the best firms and the needs of buyers obtained in the
process of benchmarking is important information necessary for the development of the enter-
prise and ensuring its competitiveness. Figure 1 shows an enlarged scheme for developing a
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marketing strategy using a benchmarking approach. In the process of such transformations, a
marketing manager should study and analyze how much his company is adapted to the re-
quirements of the market, how and by what means his activities can be improved, what needs to
be done for this, etc. That is, the initial problem is the transformation of activities within the en-
terprise in accordance with the requirements of the market [4].
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Figure 1 — Development of a marketing strategy using a benchmarking approach

In the process of benchmarking, not only business processes or products can be com-
pared. Completely different elements of a business can be considered. At the same time, it is
important to understand that it is important to identify the main reasons for high efficiency, and,
therefore, it is necessary to clearly understand the consideration of which objects can find out.
One of the most common objects of benchmarking research are products and services. Product
research gives the company a more complete understanding of its position in the market, com-
petitive positions. In turn, the study of services is not so easy, since it is much more difficult to
measure the effectiveness of services with a reference comparison. Therefore, in this case it is
necessary to conduct more interviews and field research.

Another object of benchmarking research may be financial indicators. It is worth noting
that the study of this object may not always provide an explanation for the reasons for the high
competitiveness of the enterprise, but it helps to quantify possible achievements and formulate
tasks. At the same time, the analysis of this object is not accompanied by very large costs, and
allows you to use publicly available information.

The analysis of business processes in benchmarking is the most effective, since busi-
ness processes are of great importance, reflect the capabilities of the company, and are closest
to the fundamental tools for implementing competitiveness. It is often possible to observe that
companies have access to the same resources, and the same circle of customers, but at the
same time, one company organizes its business processes much more efficiently, and as a re-
sult has a higher quality with lower costs. The main disadvantage of studying this object is that it
is not easy to get detailed information about the processes of another company. The second
disadvantage is the lack of clarity of leaders in business processes for reference comparison. In
addition, it is important not to limit ourselves to considering one business process, it is neces-
sary to study the entire value chain in which it enters, for example, including suppliers and dis-
tributors.

In addition, the objects of benchmarking research can be functions, groups, and organi-
zations. The main goal of benchmarking is to understand how other companies manage to
make any process, product or service effective. Therefore, the study of the structure of the or-
ganization, the organization of activities, namely functions, divisions, business units, employees
of the company, all these components can most clearly characterize the company, and under-
stand the reasons for success [5].

Let us denote the methodological basis of benchmarking for evaluating the restaurant
business. The proposed methods are divided according to the stages of benchmarking at which
they can be applied and according to the tasks to be solved (Table 2).
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Table 2 — Methodological basis of benchmarking for a catering company [6]

Stage of the
benchmarking pro- Benchmarking tasks The method used
cess
Identifying a comparison partner | Method of prioritization of compared competitors
who is a leader in a particular
field
Determining competitor priority 1. Competitor search method
Planning 2. The method of assessing the competitive status
3. Competitor Map
The choice of the method of | 1. Competitive intelligence method
collecting information and its | 2. Partner information exchange method
direct collection 3. Mystery guest
1. The method of assessing the competitiveness of
the restaurant
Identification of gaps, weak- | 2. GAP analysis
nesses and development pa- | 3. Evaluation of the effectiveness of the analyzed
Analysis rameters process at a competitor restaurant '
4. The method of building competitor profiles
5. The method of scoring
Forecasting the future meas- | Linear programming method
urement level of the object of
comparison
Discussion of comparison results | 1. The method of synectics
2. The method of brainstorming
Preparation of 3. M_ethod .635
conclusions - — 4. D|scu55|on_ -
Setting goals for organizational | Method of building a goal tree
units to achieve a new level of
development
Development of plans to achieve | Management method by goals
goals
Assessment of the introduction | Assessment of the economic and social effectiveness
Implementation and | of innovations of transformations resulting from the use of bench-
evaluation of results marking:
1. The method of strategic matrices
2. The method of calculating the ratio of costs and the
resulting effect

The marketing strategy of a catering company is a set of long-term solutions that are
associated with determining ways to meet customer needs with internal resources of the enter-
prise and external capabilities.

The presence of a marketing strategy gives the company several advantages:

* reducing the degree of uncertainty and risk in the implementation of marketing activi-
ties;

« provision of certain resources to meet the needs of selected target market segments;

« coordination of decisions and actions in the field of marketing;

* reducing the desire to maximize current profits instead of investing in solving long-term
problems;

» development of marketing programs focused on the set goals;

» motivation of staff through the link between the achievement of their personal goals
and the effectiveness of marketing activities;

» creating the necessary grounds for evaluating and monitoring the results of marketing
activities.

A marketing strategy is a general direction of development and cannot do without con-
cretization through marketing programs. The program necessarily describes the marketing ele-
ments that will be used, and the marketing complex as a whole, in addition, the distribution of
financial resources within the marketing budget is indicated.

Marketing strategies used by catering companies can be divided into three groups: de-
velopment strategies, portfolio strategies, and competitive strategies. Development strategies
involve various models of enterprise management through the choice of the type of business
activity. Portfolio strategies imply options for the allocation of limited resources, which are ac-
companied by the use of criteria for the attractiveness of market segments and the capabilities
of the restaurant's business units. Competitive strategies are aimed at providing a competitive
advantage for the company in the market.

In addition, benchmarking is the optimal tool for the formation and adjustment of a mar-
keting strategy. In the restaurant business, benchmarking is most often aimed at selecting effec-
tive customer service practices. The algorithm for forming a marketing strategy based on
benchmarking is shown in Figure 2.
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Figure 2 — Formation of a marketing strategy based on benchmarking

It is worth noting that unstable market conditions can complicate the application of the
benchmarking approach, since the variability of external marketing factors and abrupt unpre-
dictable changes in indicators and the entire market situation reduce the value of benchmarking
as a tool for strategic development of the company, and does not allow to assess its real eco-
nomic efficiency. In favorable conditions, benchmarking will help in long-term planning of activi-
ties and a catering company can get many advantages when using benchmarking technology
(Figure 3).
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Figure 3 — Advantages of using benchmarking in restaurant marketing activities

Thus, the marketing strategy of a catering company is a set of long-term solutions that
are associated with determining ways to meet customer needs with internal resources of the
enterprise and external capabilities. The presence of a marketing strategy gives the catering
company pronounced advantages, and its implementation is aimed at creating competitive ad-
vantages and effective use of the conditions that have developed in the market to achieve its
strategic goals. In turn, the productivity of introducing benchmarking elements into the process
of forming a marketing strategy consists in evaluating competitors' enterprises, analyzing the
data obtained to improve their own similar processes.

References

1. Oyposuy A.TN. MapkeTuHr B Typuame / dyposud A.l1. — M.: UHOPA-M, 2010. — 316 c.

2. NenkoBa O.B. MNogxoapl K MOHMMaHUIO cywHocTn G6eHumapkunra / O.B. JleHkosa //
dyHaameHTanbHble nccrnegoBanua. — 2014. — Ne 3-4. — C. 790-794.

3. Knsum A.A., babak B.A. MapkeTuHroBble acnektbl 3PEeKTUBHOIO KEMTEpUHra Ha
COBPEMEHHOM dTane pasBUTUS MeXOyHapoO4HOro pecTopaHHOro 6usHeca [ONEKTPOHHBLIN pe-
cypc] / A.A. Kusum, B.A. babak // )XypHan "Hayka n obpasoBaHue: XO39MCTBO U IKOHOMMKA;
npeanpvHMMaTenbCTBO; MNpaBoO W ynpasBneHue". — Pexum pgoctyna: http://www.journal-
nio.com/index.php?option=com_ content&view=article&id=2009&Itemid=12#centarmain. — 3arn.
C 3KpaHa.

4. ApeHkoB WN.A, ConoBbeBa KO.H. MapkeTuHroBble uccnegoBaHust U GeHUYMapKUHT /
N.A. ApeHkos, H0.H. Conoebera. — CI16. : M3a-Bo CM6IM3Y. — 2013. — 100 c.

5. GIA. BeHumapknHr: OCHOBHbIE MOHATUSA U NPOLECC peann3aunn [ONEeKTPOHHbIN pe-
cypc] / GIA /[ KopnopaTuBHbii MeHegXMeHT. — 2021. - Pexum pgoctyna:
http://lwww.cfin.ru/management/controlling/benchmarking_meths.shtml. — 3arn. ¢ akpaHa.

6. CagmkoBa M.O. TlloBbiweHne KOHKYPEHTOCMOCOBHOCTM NpeanpUHMMAaTENbCKNX
CTPYKTYP FOCTUHUYHOIO Gu3Heca Ha ocHoBe BeHumapkuHra [TekcT]: AucC... kKaHg. 3KoH. H. / M.O.
Capukosa. — CI16.: CMNolrdy, 2008. — 162 c.

30



