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ABSTRACT
The research subject is the state of the restaurant business in the Republic of Belarus (RB) as an important 
part of the country’s hospitality industry. The purpose of the work is to form proposals in the prospects and 
current trends in the development of this industry, including considering the improvement of the restaurant 
business management system in the RB. The authors examined the specifics of its interaction with several industry 
complexes (detailed with tourism). Also, the paper identified the prospects and directions for its development, 
studied the features of management in this area, determined areas for improving the restaurant business 
management system in the country. The authors used statistical and comparative types of analysis, a systematic 
approach, and the use of a categorical apparatus in the food industry as a methodological basis of the study. 
The practical significance of the work spreads in the development of proposals that contribute to the effective 
development of this industry in the future and to overcome certain difficulties that currently exist in this market. 
As follows, the formation of professional management, the application of modern methods of work in this market 
beginning from implementing marketing concepts to the use of Internet marketing tools, as well as gastronomic 
tourism development and intensive interaction with the tourist infrastructure.
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Introduction
The National Strategy for sustainable socio-
economic development of the Republic of 
Belarus for the period up to 2030 defines the 
objectives, stages and directions of the coun-
try’s transition to post-industrial society and 
innovative development of the economy.1 This 
also applies to the service sector, including the 
hospitality industry, including restaurant and 
hotel business, organization of events, etc. and 
one of the main in the complex of tourist ser-
vices. [1]

In its content restaurant business rep-
resents the area of business activity, which 
aims to manage and organize both restaurant 
and other catering facilities, and focuses pri-
marily to the needs in a varied, healthy and 
nutritious food, and to make a profit. [2] For-
eign authors made a significant contribution 
to the development of the restaurant busi-
ness, such as Ph. Kotler, J. Bowen, J. Makens 
[3], J. R. Walker [4], J. Sala [5], R. C. Mill [6].

It is on the effective management in this 
field depends on its competitiveness, and 
also the opportunity to develop in new mac-
roeconomic realities.

Interaction of restaurant 
business with industry 

complexes
Modern restaurant business facilities can work 
closely with various industry complexes (table 
1). This service sector plays a crucial role in 
decision many socio-economic challenges not 
only of the country but also of the regions of 
the country. [7, 8]

Close interaction of the restaurant busi-
ness with the tourist infrastructure positive-
ly affects the image of the country. The last 
point will be solved in more detail.

1  National Strategy for sustainable socio-economic 
development of the Republic of Belarus for the period up to 
2030. URL: https://pervadmin.gov.by/page‑4830 (accessed on 
30 September 2021).

According to data from the Ministry of 
Statistics and Analysis, in the Republic of Be-
larus in 2020 was functioning 1 348 organi-
zations, which conduct their activities in the 
sphere of tourism, while in 2019 the number 
was the maximum and was 1 544 units.

2020 was a turning point for the hospital-
ity industry, as the tourism industry func-
tioned under the global tourism crisis caused 
by the coronavirus pandemic COVID‑19 and 
subsequent restrictive measures. In the first 
half of 2020, tourist traffic fell by 65% com-
pared to the previous year, the number of 
foreign tourists and excursionists who visit-
ed the Republic of Belarus in 2020, amounted 
to 27 290 people (on 9 351 less than in 2010). 
According to forecasts UNWTO,2 will take 2.5 
to 4 years to return to pre-crisis levels. [9, 10]

For the development of the hospitality in-
dustry, an innovative strategy was adopted 
for the formation of Minsk’s own style and 
its international visibility to promote the 
city among foreign tourists until 2035.3 Ac-
cording to data [11–13], has been the devel-
opment of rural, ethnographic, inclusive and 
other types of tourism.

Inbound tourism in the Republic 
of Belarus: American tourists

Inbound tourism in the Republic of Belarus is 
currently developing. [14]

According to the results of the state pro-
gram “Belarus hospitable”, published in 
2018,4 due to the plan to develop this sector 

2  UNWTO — ​World Tourism Organization, specialized 
intergovernmental agency of the United Nations system, 
comprising 158 member countries, 6 associated territories, 2 
observer territories and more than 500 affiliated organizations. 
URL: https://www.unwto.org/
3  Innovative strategy of formation of own style of Minsk and 
its recognizable international image for popularization of the 
city among foreign tourists until 2035. URL: https://minsk.
gov.by/ru/normdoc/4476/pril_276 _04022021_strategiya.shtml 
(accessed on 30 September 2021).
4  Information on the implementation in 2018 of the state 
program “Belarus Hospitable” for 2016–2020. Ministry of Sport 
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between 2016 and 2020, the number of for-
eign tourists exceeded expectations.

With regard to the composition of visi-
tors to the Republic for the last fifteen years 
(from 2005 to 2019) guests, must pay atten-
tion to the fact that in 2005, among others, 
there were 3% more Americans; in subse-
quent years, the rate did not exceed 0.9% and 
averaged was equal to 0.6% (from 2008 to 
2018). As a rule, most foreigners come to the 

and Tourism of the Republic of Belarus. URL: http://www.mst.
by/uploads/files_news/Tourism/Info-Progr-Tour.docx (accessed 
on 08 June 2020).

Republic from the CIS countries, so it should 
be considered the number of tourists from 
other countries separately. In this category, 
the percentage of Americans, although small, 
is slightly higher — ​an average of 3.4% in all 
years of this research.

In 2019, the number of American tourists 
in the hotel industry in Belarus were also 
positive, and the USA was in the top ten in 
terms of the number of visitors staying in 
hotels. [15] This was contributed to facili-
tated by the repeal visa regime by the Decree 
of the President of Belarus No. 8 “On the es-

Table 1
Interaction specifics of the restaurant business with other industry complexes and activity areas

Interaction of the restaurant business with 
several industry complexes and activity 

areas
Description

1. Cultural and entertainment complex Restaurant business facilities may include cultural and entertainment 
programmes

2. Therapeutic recreation complex
Implementation into practice the idea of a healthy lifestyle (HL) assumes 
the organization of diet and vegetarian food, which contributes to the 
increase in the number of restaurants specializing of a healthy lifestyle

3. Food and trade-distribution complex, 
complex of social protection of population

Creating new jobs in the industry, the restaurant business thus solves both 
economic and social problems

4. Tourist infrastructure

Restaurant business directly interacts with tourist and excursion complex, 
at the same time being a significant factor in the formation of tours 
that promotes the development of priority types of tourism in a region 
(country), stimulates the business activity of the region and its investment 
attractiveness

5. Non-commercial activities

Restaurant business facilities can be the organizers of non-profit, charitable 
and sponsorship events, and provide nutritional services and services for 
the production of culinary products and confectionary on a free basis or on 
payment terms for these services at a low level of social

Source: compiled by the authors based on [7].
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tablishment of a visa-free procedure for the 
entry and departure of foreign citizens” 5 in 
February 2017, and in July of the following 
year the period of stay without a tourist visa 
was increased from 5 to 30 days (provided 
that entry into the country and subsequent 
departure will pass through the state border 
at the Minsk National Airport). Simplifica-
tion of the entry process along with invest-
ments in the tourism sector, joint projects 
with EU tourism organizations have already 
brought benefits and led to an increase in 
the number of foreign (particularly Ameri-
can) visitors to the Republic.

The Republic does not stop work in this 
direction, despite the difficult conditions 
caused by the epidemiological situation, 
which began at the end of 2019 and contin-

5  Visa-free regime for foreigners in Belarus. URL: https://www.
belta.by/all-rubric-news/viewSuzet/bezvizovyj-rezhim-dlja-
inostrantsev-v-belarusi‑363/ (accessed on 03 June 2020).

ues to this moment. Positive trend, which 
can be considered as a positive impact on 
the tourism industry, can be considered in-
creased level of digitalization and dissemina-
tion Internet in the country. As noted in the 
research by E. Stryzhak and others, published 
in May 2021, the overall impact of digitiza-
tion on the tourism industry is positive, as 
it has the potential to offer an entirely new 
way of collecting statistical information and 
data, and providing new opportunities for 
developing countries to present and promote 
destinations, which could potentially lead to 
increased sales and revenues. [16] This is due 
to the ability to advertise tours and tourist 
events, and available destinations, book ho-
tels, work directly with customers and track 
tourist trends to correct policies and offers. 
N. Yunevich notes that, compared to 2020, 
Belarus has achieved a high level of digita-
lization largely due to comprehensive state 

Table 2
Main indicators of public catering development

Indicators 2010 2015 2016 2017 2018 2020 Deviation

Number of catering facilities 11 965 12 545 12 779 12 978 13 371 14 165 2200

Number of places in public catering 
facilities, thous. 738.9 768.5 769.7 773.0 775.0 773.8 +34.9

Number of places in public catering 
facilities per 10 000 people 780 812 813 818 822 828 +48

Source: compiled by the authors according to the National Statistical Committee of the Republic of Belarus Domestic trade and public 
catering of the Republic of Belarus. 2021; URL: https://www.belstat.gov.by/ofitsialnaya-statistika/realny-sector-ekonomiki/vnytrennia-
torgovlya/roznichnaya-torgovlya/publikatsii_6/index_39703/ (accessed on 05.12.2021).
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Table 3
The main types of public catering facilities in the Republic of Belarus

2010 2015 2016 2017 2018 2020

Total public catering facilities 11 965 12 545 12 779 12 978 13 371 14 165

Inter alia

Restaurants 437 539 516 516 513 504

Fast food restaurants 30 85 112 143 175 241

Cafe 1582 1936 1915 1954 2057 2315

Mini-cafe 741 1020 1154 1241 1425 1725

Canteens 5009 4668 4627 4592 4508 4393

Bars 1168 1205 1189 1172 1241 1359

Diners 861 539 533 558 548 484

Cafeteria 695 958 975 969 981 916

Buffet andcoffee shop 1442 1595 1758 1833 1923 2138

Summer (seasonal cafes) 271 369 397 408 409 366

Cookery store 414 239 269 253 281 243

Source: compiled by the authors according to the National Statistical Committee of the Republic of Belarus. Domestic trade and public 
catering of the Republic of Belarus. 2021. URL: https://www.belstat.gov.by/ofitsialnaya-statistika/realny-sector-ekonomiki/vnytrennia-
torgovlya/roznichnaya-torgovlya/publikatsii_6/index_39703/ (accessed on 05.12.2021).
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programs to increase informatization of the 
country. [17]

Status and development 
of the restaurant business 
in the Republic of Belarus

While researching the development of the 
restaurant business in the Republic of Belarus 
for the period 2010–2020, it is necessary to 
note positive trends, which are reflected in the 
data on table 2 and 3.

According to table 2 the total number of 
catering facilities increased by 2 200 units 
in 2020 compared to 2010 and reached in 
2020–14 165 units; seating capacity in 2020 
was equal to 773.8 thous., that 34.9 thous. 
more than in 2010 (per 10 000 people this 
indicator increased by 48 units and amount 
828 places).

On 12 April 2021, the Order of the Min-
istry of Antimonopoly Regulation of Trade 
of the Republic of Belarus was adopted No. 
26 “Classification of public catering facilities 
by type”.6 Development of different types of 

6  Classification of public catering facilities by type. URL: 
https://pravo.by (accessed on 08 June 2021).

public catering facilities in RB presented in 
table 3.

According to the table 3 the number of 
restaurants from 2010 to 2020 increased 
by 67 units and amounted to 504 facilities; 
in terms of fast-food restaurants, their 
number in 2020 increased by 211 to 241 in 
comparison with 2010.

The restaurant business in the Republic 
of Belarus is currently being reformed to the 
needs of the target audience, restaurateurs 
are trying to form maximally unique offers of 
their services. In the center of the city there 
are facilities with street food; some sellers 
offer gastronomic sets at a one price. There 
is a demand for dishes prepared according 
to ancient recipes and from domestic 
ingredients, as well as those that can be 
attributed to the “national cuisine”. Network 
objects of this culinary direction are created 
(for example, “Vasilki”). Popular house of 
the brand “Litvina”, as well as gastronomic 
festivals “Gastrofest”. Leaders among the 
famous cafes and restaurants related to eco-
brands are “Monkey Food” and “Happiness 
is”. Almost all catering companies have 
catering services and off-premise sales.
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Fig. 1. How many resources and reserves will be enough if the situation 
on the market and working conditions remain unchanged

Source: compiled by the authors.
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However, in 2020, the industry faced 
with some of serious problems caused by 
world corona-crisis, which was the impetus 
for the establishment of the Association 
of Restaurateurs of Belarus in April this 
year, the main mission of  which is  to 
support the restaurant business in the new 
business environment, and popularization 
of its positive impact on both the national 
economy and the cultural life of the country. 
The Association conducted research among 
400 respondents related to this field, which 

was devoted to the study of the development 
of the restaurant business in the light of 
corona- crisis. Fig. 1 presents data, received 
on responses to question (received in 
the context of this study): How long will 
resources and reserves last, if the market 
situation and working conditions do not 
change?

Based on fig. 1, it can be concluded that a 
number of serious measures must be taken 
to radically improve the situation in the 
restaurant business.

Quality management in 
the restaurant business 

 Financial management in the 
restaurant business 

Types of management in 
the restaurant business 

Innovative management in the 
restaurant business 

 Anti-crisis management in the 
restaurant business 

Fig. 2. Restaurant business management
Source: compiled by the authors based on [18].

Fig. 3. Stages of developing a financial strategy in the restaurant business
Source: compiled by the authors based on [18].

1. Determination of the period of 
formation of the financial 
strategy of management of 

objects in restaurant business 

2. Research of the external 
financial environment in the 

restaurant business 

3. Formation of strategic goals 
of financial activity of the 

objects in restaurant business 
 

4. Specification of targets of the 
financial strategy of management 
of objects in restaurant business 

 

5. Development of financial 
policy of management of objects 

in restaurant business 

6. Ensuring the implementation 
of the financial strategy for the 

management of objects in 
restaurant business 

 
7. Evaluation of the effectiveness of the developed financial 

strategy of management of objects in restaurant business 
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Specifics of management  
in the field of 

restaurant business
In accordance with the National tourism 
development Strategy unti l  2035, 7 one 
of the main problems in the hospitality 
industry recognized the lack of an effective 
management vertical in this area.

7  National strategy for the development of tourism in the 
Republic of Belarus until 2035 approved. URL: https: www.
belarustourism.by/news/utverzhdena-natsionalnaya — ​
strategiya — ​razvitiya — ​turizma — ​v—respublike — ​Belarus — ​
do2035—goda/ (accessed on 14 September 2021).

According to [18] data, management in 
the restaurant business can be presented as 
a number of components (fig. 2).

Consider in more detail each of them.
Quality management in the restaurant 

business has a distinctive feature, which is 
due to the characteristics of the product itself: 
for each of them, it is advisable to develop, 
manage and continuously improve quality 
policies. Having created a unified concept, 
it should be applied to each specific public 
catering facility, having previously adapted.

Fig. 4. Stages of an anti-crisis strategy
Source: compiled by the authors based on [18].

Development of a new 
management structure 

Development of goals and objectives for each entity and 
criteria for evaluating the effectiveness of its activities 

Selection leadership staff 
and team formation 

Development of 
industrial plan  

Development of 
financial plan  

Development of anti-crisis strategy in the restaurant business 

Technical solutions Strategic plan 
development 

Tactical action plan 

Determination of goals 
and objectives 
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Innovative management in this area is 
understood to be the process of management 
based on the application of innovative and 
creative principles and functions in this 
area. It is part of the development strategy 
of the restaurant business and should be 
foundation of it.

Financial management is the management 
of financial resources for the implementation 
of both strategic and tactical tasks. Financial 
strategy is formed on the basis of a system 
of long-term goals of the restaurant business 
and the most effective ways to achieve them. 
The stages of its development are presented 
on fig. 3.

In turn, anti-crisis management in this 
field is to: ме crisis prevention; activity in 
the context of crisis and developing mea-
sures to the crisis. The main stages of devel-
opment of the anti-crisis strategy are pre-
sented on fig. 4.

In the current economic conditions for the 
effective management of objects in the res-
taurant business it is advisable to implement 
service management. By “service manage-

ment in the restaurant business” accepted to 
understand the techniques of management 
of all systems of service in this field. First of 
all, it is the technology of service design, its 
implementation, training of staff, monitoring, 
evaluation and development. [19] Knowledge 
management is also relevant. According to 
[19] it is an ongoing process of developing, 
acquiring, preserving and using work in or-
der to improve of total value of objects of the 
restaurant business. Deeper involvement of 
managers in learning and training processes, 
development of their communication skills 
for more effective interaction with their em-
ployees — ​it is rational.

Ph. Kotler identified characteristics of this 
service industry: “intangibility, inseparabil-
ity, continuity of service production and con-
sumption, quality variability, changes, and 
the fragility and inability of these services to 
store”. [3]

Structure of “service management in the 
restaurant business” are presented on fig. 5.

The approaches to management are the 
aspect that should be a key in the develop-

Structure of service management in the 
restaurant business 

 
Production  Improve 

Training  

Evaluation 

Control 

Fig. 5. Service management structure in the restaurant business
Source: compiled by the authors based on [19].
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ment of modern service objects in the res-
taurant business.

According to the National restaurateur’s 
association (NRA) 8 it is considered that most 
of the changes that the restaurant business 
will face it be exclusively technological fac-
tors. The dissemination of modern technolo-
gies improves efficiency both by increasing 
the efficiency of services and by transforming 
the service. In the future, change will most 
affect such processes, as carrying out daily 
income and expenditure analysis, ensuring 
a balance “hith-tesh” and “high-touch” 9 — ​
restaurant parameters, increase number of 
computer programs for cost and effective-
ness evaluation of managers, integration of 
the system of settlement terminals with the 
system of receiving orders, increase of accu-
racy and speed of information removal from 
settlement terminals. [19]

Application of modern technology in res-
taurant operations will require, on the one 
hand, effective and efficient programmes 
that can improve performance, and on the 
other — ​the exact choice of the restaurant 
manager of those software products that 
are most suitable to the specifics of its ob-
ject. Restaurants will need IT-systems, the 
functions of which are not limited to the 
collection and accumulation of information 
obtained from sales outlets. Programs will 
be needed to reflect power safety, service 
speed, energy savings. Following IT-trends 
and complex improvement of technologies 
will contribute to higher level of power fa-
cility and attract new customers. It is also 
important to consider innovative trends in 
the tourism industry, closely linked to the 
restaurant industry, from the perspective of 
digital transformation. [20]

8  NRA — ​National restaurateur’s association. URL: https://
restaurant.org/ (accessed on 20 August 2021).
9  Hith-tesh– high technology; high-touch — ​is concerned with 
personal attention and service.

Prospects of restaurant 
business development 

in the Republic of Belarus
In the National Strategy for the Development of 
Tourism in the Republic of Belarus until 2035 10 
are presented the main directions of tourism 
development as a component of the hospitality 
industry. The focus is on improving the vertical 
of hospitality management, marketing and pro-
motion of the product, development of priority 
types of tourism (including gastronomic), inno-
vative technologies in this field, tourism infra-
structure, and objects of restaurant business.

In turn, the target indicators of the Inno-
vation Strategy of the formation of its own 
style of Minsk and its recognizable interna-
tional image for the promotion of the city 
among foreign tourists until 2035 11 are the 
presence of the capital of the Republic of 
Belarus among 100 leading cities — ​destina-
tions of the world, also receipt revenue from 
international tourism by 2035 in the amount 
of 1.5 billion USD.

From our point of view, it is advisable 
to make a number of proposals that will 
contribute to a higher quality development 
of the restaurant business as a component 
of the hospitality industry in the Republic of 
Belarus:

1. Development of gastronomic tourism. 
At the same time, it is advisable to provide 
representatives of the tourism industry 
and restaurant business opportunities for 
cooperation in order to create a competitive 
gastronomic tourist product.

10  National strategy for the development of tourism in the 
Republic of Belarus until 2035 are approved. URL: https: 
www.belarustourism.by/news/utverzhdena-natsionalnaya — ​
strategiya — ​razvitiya — ​turizma — ​v—respublike — ​Belarus — ​
do2035—goda / (accessed on 14 September 2021).
11  Innovative strategy of formation of own style of Minsk and 
its recognizable international appearance for popularization of 
the city among foreign tourists until 2035. URL: https://minsk.
gov.by/ru/normdoc/4476/pril_276_04022021 _strategiya.shtml 
(accessed on 30 November 2021).
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2. Positioning of Belarusian cuisine as an 
object of special attention, Promotion of 
gastronomic activities, including oriented 
towards promotion.

Consequently, it is important to promote 
a new product in Minsk — ​purposefully 
formed clusters, including both tourist 
objects and objects of restaurant business. 
At  the same t ime, act ive  cooperation 
between the participants of each cluster 
i s  i m p o r t a n t  i n  o r d e r  t o  p r o d u c e  a 
decent tourism product, promotion and 
encouragement of the establishment of 
small businesses in the restaurant industry, 
investment activity and infrastructure 
d eve l o p m e n t  i n  t h i s  a r e a , g i ve n  t h e 
principles of sustainable development of 
territories and high efficiency of the use of 
these objects.

3. Improvement of forms and methods 
of marketing in promotion of the national 
restaurant business of the Republic of 
Belarus, and as  a  market ing  strategy 
to  choose  divers i f icat ion, which wi l l 
promote the development of a variety of 
concepts in the restaurant business, able 
to meet the needs of a variety of target 
segments.

4. Using of online- services food delivery 
from restaurants is widely presented on 
the Internet now (delivio.by, dailyminsk.by, 
justarrived.by, globo, tokiny etc.).

5. Integrated implementation of modern 
approaches to management: innovation, 
anti-crisis, financial management, and 
also quality management, implementation 

o f  s e r v i c e  m a n a g e m e n t ,  k n o w l e d g e 
management in this area.

Conclusion
The following conclusions can be made from 
the research. It is argued that the restaurant 
business can function and develop effectively 
only in a market economy. In the Republic of 
Belarus, the regulation and direction of devel-
opment of the hospitality industry are defined 
in the State programme “Belarus Hospitable 
from 2021to 2025”, National Strategy for Sus-
tainable Socio-Economic Development of the 
Republic of Belarus until 2030, National Strat-
egy for the Development of Tourism in the Re-
public of Belarus until 2035, Innovative strat-
egy of formation of own style of Minsk and its 
recognizable international appearance for pop-
ularization of the city among foreign tourists 
until 2035 12 and other.

The article reflects the condition of the 
restaurant business in the Republic, the 
specifics of its management, as well as its 
relationship with a number of industry 
complexes (emphasis is placed on the tourist 
infrastructure).

The proposals contained in the above-
mentioned State documents, which will 
contribute to a higher quality development 
of this industry as a component of the 
hospitality industry in the Republic of 
Belarus, have been considered in detail.

12  State programme “Belarus Hospitable from 2021to 2025” are 
approved. URL: https://www.belarustourism. by/news/utverzhdena-
gosudarstvennaya-programma-belarus-gostepriimnaya-na‑2021–
2025-gody/ (accessed on 14 November 2021).
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