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THE HOSPITALITY ECONOMY IN A PANDEMIC

Conducted research on the impact of the COVID-19 pandemic on hospitality industry participants in response
to the emergence of comments from scientists and analysts in countries.

The level of risk exposure to dependence on a country's GDP shows that there is a high dependence on the
pandemic for countries where the level exceeds 20 percent. In this case, the economy of such countries was reor-

ganized into domestic tourism.

World practice has shown that cases of disappearance of tourists, re-treatment and dissemination of IT tech-
nologies have been identified due to the occurrence of cases of loss of the probability of distribution.

Using the given statistical data on the development of the tourism and hospitality industry of the Republic of
Kazakhstan, the authors analyzed the influence of some factors influencing the development of the tourism industry.

Conclusions and practical recommendations can contribute to the development of measures to improve the
process of tourism infrastructure facilities, effective management of innovative activities in the tourism and hos-

pitality industry.

Keywords: tourism, tourism industry, tourism market, digitalization, infrastructure, hospitality industry,
domestic hospitality economy, regional hospitality industry, risk sensitivity, economic recovery.
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mMypa,uHOyCmpus 20CMenpuUUMCcmed, 0OmeyecmeeHHas IKOHOMUKA 20CIENPUUMCINGd, PeUOHANbHASL UHOYCIPUs
20CMenpuUMCcmed, 4y8cmeumenbHOCMb K PUCKY, 60CCMAHOGIEHUE IKOHOMUKLL.

Introduction.The World Tourism Organi-
zation's (UNWTO) latest update in December 2020
states: «The decline in the first ten months of 2020
represents 900 million fewer international tourist
arrivals compared to the same period in 2019 and
results in an annual loss of $935 billion» [1].

Although UNWTO's extended scenarios for
2021-2024 indicate a recovery in international tour-
ism by the second half of 2021, a return to 2019
levels in terms of international arrivals could take
2.5 to 4 years [1]. Given the impact of the pan-
demic on countries' economic losses, this shift is
not surprising, but what exactly are scholars in the
hospitality industry writing about the pandemic and
its implications for tourism? What new insights can
the COVID-19 literature provide into the sustain-
ability of the hospitality industry?

Before answering these two questions, it is
essential to say something about the views on what

sustainable tourism is. Here we take Saarinen's ty-
pology of sustainable tourism as our starting point,
in which he identifies three perspectives.

Firstly, the view that sustainable tourism is about
sustaining the tourism business, meaning giving
priority to the financial viability of the industry [2] .

The second view prioritises environmental
concerns such as carrying capacity in order to limit
tourism. Even if concepts such as carrying capacity
seem attractive, they are difficult to implement.

A third perspective goes beyond the hospitality
industry when considering sustainability and rather
focuses on places and in people where tourism, travel
and tourism and hospitality related industries take
place, i.e. at the local level.

Research methods. In the process of research, the
following methods were used: abstract-logical, econo-
mic-statistical, monographic, as well as methods of sys-
tem analysis, economic comparison, expert assessments.
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Literature Review. More than 40 per cent
of countries relied on travel and tourism for more
than 10 per cent of their GDP and employment in
2019 according to WTTC

1. 76 countries rely on travel and tourism for
more than 10 per cent of their GDP; 19 of these are
low- and lower-middle-income countries.

2. Globally, the countries that rely most on trav-
el and tourism are small island countries (by GDP
in 2019). A total of 16 small island countries with
more than 30 per cent of GDP in travel and tourism.

3. In terms of employment, the picture is sim-
ilar. In 79 countries, more than 10 per cent of em-
ployment is in tourism; 17 of these are low- or
low-income countries.

The influence of the hospitality industry has
been growing steadily, occupying a certain part
of the world economy. Many countries have only
turned to the hospitality industry in tourism to
achieve their country's economic growth in recent
decades (since the 1970s).Globally, travel and tour-
ism directly contributed an estimated 2.9 trillion
USDJ[2,3] to GDP in 2019. The WTTC produces
policy reviews, studies and research reports on
issues and publishes a globally acceptable over-
view of the economic impact of travel and tourism,
covering 185 countries and 25 regions. Lately,
a significant number of researchers have focused
on tourism and economic growth [3].

The problems of the development of the hotel

industry are given great attention by such scientists
as: Saarinen J. [2], Risso W.A. [4] Kubis K. and
Schroeder A. [5] and others.

Main part. The tourism industry has a major
role in the economic growth of many countries.
In most developing countries, the tourism sector
contributes significantly to their GDP or economy.
Thus, good management of the tourism sector can
improve government revenues, foreign exchange
earnings and local employment, with a positive im-
pact on the economy as a whole. The impact of the
tourism industry on economic growth has already
been addressed in many studies prior to COVID-19.
Many scholars have found a link between tourism
and economic growth [4]. Durbarryhas identified
the counteracting and causal relationship between
tourism and economic growth in Mauritius, and
tourism has contributed to economic growth. The
table presented below shows all 177 countries in
the WTTC GDP dataset grouped according to their
economic dependence on tourism. The results are
divided into four categories of dependence: heavy,
high, medium and low. Regionally, Latin America
and particularly, the Caribbean, Europe and Central
Asia, East Asia and the Pacific have the highest
number of countries heavily dependent on tourism.
Although COVID-19 will affect these economies
the most, the economic impact on small islands in
all regions is likely to remain heaviest due to the
low economic diversification of their economies.

Iceland, Montenegro

Estonia, Italy,
Portugal, Slovenia,
Spain, Turkey

Republic, Denmark, Finland,
France, Germany, Hungary,
Kyrgyz Republic, Ireland,
Kazakhstan, Latvia, Lithuania,
Luxembourg, Moldova, North
Macedonia, Netherlands,
Norway, Romania, Serbia,
Slovak Republic, Sweden,
Switzerland, Tajikistan,
Ukraine, United Kingdom

Table 1
Dependence of a country's economy on tourism's
contribution to GDP, WTTC 2019 (country names)*
Region Heavy =2>20% of | High =10-20% of Medium = 5-9% Low=<5%
GDP in tourism GDP in tourism of GDP in tourism of GDP in tourism
1 2 3 4 5
East Asia and | Cambodia, Fiji, Australia, China, Brunei Darussalam, Indonesia, | Republic of Korea,
the Pacific Macao SAR, Hong Kong, Japan,Vietnam, Lao PDR, Papua New Guinea,
Philippines, Vanuatu | Malaysia, New Mongolia Myanmar
Zealand, Singapore,
Solomon Islands,
Tonga, Thailand,
Kiribati
Europeand Albania, Croatia, Armenia, Austria, Azerbaijan, Belarus, Bosnia | Belgium, Ireland,
Central Asia Georgia, Greece, Bulgaria, Cyprus, and Herzegovina, Czech Poland, Russia,

Uzbekistan
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1

2

3

4

5

Seychelles

Gambia, Lesotho,
Madagascar,
Mauritius, Namibia,
Rwanda, Tanzania

Ethiopia, Ghana, Kenya,
Malawi, Mali, Mozambique,
Niger, Senegal, South Africa,
Sudan, Eswatini, Togo,

Latin America | Antigua and Chile, Costa Rica, | Argentina, Bolivia, Brazil, Colombia,
and the Barbuda, Aruba, Cuba, Dominican Ecuador, Guatemala, Haiti, GuyanaParaguay,
Caribbean Bahamas, Barbados, |Republic, El Peru, Trinidad and Tobago, Puerto Rico,
Belize, British Virgin | Salvador, Honduras, | Venezuela Suriname
Islands, Cayman Mexico, Nicaragua,
Islands, Dominica, Panama, Uruguay
Grenada, Jamaica,
Saint Kitts and Nevis,
Saint Lucia, Saint
Pietersberg, Vincent
and the Grenadines
Countries in Bahrain, Jordan, Algeria, Egypt, Arab Republic, | Libya
the Middle Malta, Lebanon, Iranian Islamic Republic, Iraq,
East and Morocco, Tunisia, | Israel, Kuwait, Oman, Qatar,
NorthAfrica United Arab Saudi Arabia, Syrian Arab
Emirates Republic, Republic of Yemen
North America Bermuda Canada, USA
South Asia Maldives SriLanka India, Nepal, Pakistan Bangladesh
Sub-Sahara Cape Verde, Sao Botswana, Comoros, | Benin, Cameroon, Central Angola, Burkina
Africa Tome and Principe, |Cote d'Ivoire, African Republic, Republic, Faso, Burundi, Chad,

Congo-Dem. Rep. of
Congo, Congo Rep.
of Gabon, Guinea,
Nigeria, Sierra Leone

Uganda, Zambia, Zimbabwe

Notes: Shaded are the countries most dependent on tourism.

* Rebuilding Tourism Competitiveness: Tourism Response, Recovery and Resilience to the COVID-19 Crisis

https://openknowledge.worldbank.org/handle/10986/34348

While, in general, tourism's contribution to GDP
and total employment is correlated, there are some
countries that rely heavily on tourism for job cre-
ation, despite tourism's lower contribution to GDP.
In these cases, the overall impact of reduced travel
and tourism may not be immediately obvious, but
will be felt later, when those employed in this sector
are left virtually jobless and permanently employed.

Restoring the domestic and regional potential
of the hospitality industry. When planning their next
trip, travellers look first to places in close proximity
to home[4]. This trend was evident, for example, in
China, one of the first countries to reopen: 77% of
Chinese travellers prioritised domestic travel [4] in
the three months following the peak of the crisis. A
similar perception can be heard around the world:
71% of Americans are turning to their homes, up
from 58% last year [5]. According to Keith Barr,
chief executive officer (CEO) of InterContinental
Hotels Group (IHG), it could be a «renaissance of
the great American road trip» in the near future, with
47% of Americans considering road trips to the state
as their next holiday, a trend that is sweeping across
the globe given current concerns about crowded
places. The desire to stay close to home and travel
within the country or region is also driven by the

comfort of familiarity and the fear of becoming in-
fected or quarantined at a distant destination [5], with
86% of recent air travellers stating that they were
somewhat or very worried about being quarantined
when travelling. To promote local research, NYC
& Company launched its «NY C-Cation» initiative,
which encourages locals and visitors to the region
to stay and support the rebirth of New York City
through research in these challenging times.

Unemployment is rising in OECD countries,
and middle-class consumption is declining, with
more people falling into poverty[6]. Unemployment
is rising in OECD countries and middle-class con-
sumption is declining, with more people falling into
poverty. Citizens are also increasingly concerned
about losing their jobs to the pandemic, with 60%
of Americans fearing job loss. In this context, cost
will have a major impact on travel decisions in the
short and medium term[6].

Sensitivity to risk.Being substantially more
likely to travel alone, the younger generation has
the most flexibility to travel without the risk and
fear of exposing a loved one at home to a virus [7].
A survey of travellers found that «fear of exposing
othersy» was a major concern for 39% of travellers in
the UK and 31% in France [8]. In this context, risk
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tolerance will remain low or close to zero for those
whose family members are immunocompromised or
have family members over the age of 65 [8].

The journey is likely to be initiated by less
risk-averse travellers and pioneers, from adventure
travellersand hikersto surfers and mountain climb-
ers. Apart from being more fearless, these types
of travellers are typically niche verticals associat-
ed with immersing themselves in nature, staying
active and visiting remote communities, and as
such, they do not generate the same fear of crowds.
For example, after the 2015 Nepal earthquake,
adventure travel was the segment that recovered
faster [7]. Variations in risk aversion can be seen
across cultures, with some nationalities demanding
greater confidence in the safety of travel destina-
tions. While 12% of Chinese travellers would go
abroad on their next vacation trip, 54% of Britons
and 52% of German travellers would do so. While
Scandinavians are more comfortable with ambig-
uous situations, travellers from Japan and South
Korea are more risk-sensitive and are likely to
rely more on traveller feedback than marketing
campaigns. Young families with parents aged 25-
40 have also shown a propensity to travel abroad
in the near future. This family trend, dubbed 'co-
hesion', emerged after 9/11 and the 2008 financial
crisis, which some attribute to a desire to use any
time together, despite everything[8].

Off-the-grid experiencesTo avoid the crowds,
travellers will increasingly likely look «out in the
wilderness» for nature and outdoor destinations. In
fact, nearly 40% of US travellers said COVID-19
has caused them to rethink the types of destinations
they will choose, with beach destinations (38.2%)
and small towns/rural areas (30% ) heading the
list [9]. These intentions are already translating into
more future bookings for remote destinations, such
as Alaska, and chartered rafting trips.

There is still scepticism about virtual reality
as a substitute for travel, as people want to expe-
rience something new and real more than ever be-
fore. Steve Armitage, director general of Auckland
Tourism, Events and Economic Development
(ATEED), explained that «digitisation is a lure
for people to experience what it would be like to
visity, but travellers will be looking for - hands-on
experiences. More and more travellers are expect-
ing an unforgettable individual experience: 79% of
people say they are more likely to visit their dream
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destination after the restrictions are lifted [9].
Gaining comfort in planning. With all the
uncertainty, more than 75% of U.S. travelers said
they will make a somewhat elaborate or very well
thought-out plan for their next travel trip [10].
Pinterest, the visual discovery engine, has become
a popular form of travel escapism during home or-
ders; a survey conducted in early May found that
56.1% of US travellers missed out on planning a trip.
In this new context, travellers will want to
optimise their limited travel options, favouring
longer and more meaningful holidays over shorter
trips. Short-term rentals, which used to be booked
on average for 3.5-5 days, are now 8.5-9 days[10].
Among North American travellers, nearly 70%
said the flexibility to change dates without penal-
ty would persuade them to book a future holiday
during the COVID-19 outbreak - more than any
other factor, including assurances of disinfection.
The private sector is listening: companies such as
Emirates are extending their fee waiver scheme,
while Royal Caribbean offers a highly flexible
'cruise with confidence' booking policy.
Mechanisms for restoring trust. In response
to COVID-19, changing regulatory and customer
requirements, businesses will need to reassess their
operating models in the short term and, in some
cases, their business models as a whole. To gain
the trust of customers and employees, many travel
companies have implemented protocols on areas
such as screening guests and crew members, phys-
ical distancing, the need to walk around wearing
medical face masks, establishing hand sanitisation
stations, extending meal times and limiting the
capacity of establishments. In Las Vegas [11], for
example, casinos have installed Plexiglas screens or
require masks at tables and are introducing mobile
food ordering. In hospitality, the franchise model
may become more attractive, partly because it may
be easier to follow protocols issued by corporations.
Given the need for consistency and coordination
at a global level to rebuild traveler confidence, the
WTTCbrought together private sector representa-
tives from ten industry verticals to develop effective
SafeTravels protocols to optimise recovery across
the sector [3,12]. To demonstrate compliance with
SafeTravels protocols and recognise destinations that
have implemented like-minded protocols, WTTC
launched its SafeTravels stamp of approval. Itis very
important to build on the experience of the key or-
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ganisations. Thus, WTTCrecommends that the avia-
tion and airport industries refer to International Civil
Aviation Organizationguidelines and frameworks.

While dynamic pricing has been used in the
sector for many years, measures relating to physical
distancing could further aggravate this effect. Paul
Griffiths, CEO of Dubai Airports, noted that «phys-
ical distancing in aircraft significantly undermines
the economic model of airlines, which will have to
raise fares to stay in business at a time when cus-
tomers have less disposable income, which in turn
makes tickets more expensive. While theme parks,
such as Six Flagsand Walt Disney World, now re-
quire advance reservations to meet local security
and crowd management requirements.

Economic recovery. In the broader macroeco-
nomic context, the industry will face a slowdown in
economic growth at best, and a full-blown recession
at worst. According to the latest current WTTC sce-
nario [3], a total of 121.1 million jobs in the global
travel and tourism sector will be affected, resulting
in a global GDP loss of $3.4 trillion. Meanwhile, the
number of visitors worldwide would drop by 53%
for international arrivals and 34% for domestic arriv-
als. Paul Abbott, CEO of American Express Global
Business Travel (GBT), said the economic impact
would surely lead to reduced spending on business
and leisure travel. As a result, many businesses, es-
pecially SMEs, which account for 80% of the sector,
will face severe revenue shortfalls and liquidity prob-
lems; with a significant proportion going underwater.
Matthew Upchurch, chairman and CEO of Virtuoso,
said that «if the recovery is too long, the nature of
agencies as small businesses means that a significant
number of them may not survive. This will have

devastating consequences that are disproportionate
to women, minorities and small businesses».

Conclusion. More broadly, COVID-19 has
fundamentally changed the way we live. Our so-
cial interaction, our professional dynamics and our
whole relationship using internet technology is
being transformed. The hospitality industry as part
of the economic system is certainly no exception
and is not immune to this transition either.

Seemingly overnight, hundreds of countries
have suspended flights or stopped international
travel. Even domestically, national and regional
bodies have been ordering more restrictive mea-
sures in their operations than in providing finan-
cial support and assistance. Many businesses were
forced to close down temporarily, unfortunately
often to the point of final closure (without finding
any way out of the situation).

As research data and journalist observations
show, the business environment is reshaping itself
and helping the community cope with the challenges
that have arisen. Moreover, hospitality businesses are
seizing the moment to come together and use their
experiences to improve their situation. To recover
faster, experience has shown the importance of a
globally coordinated approach with public-private
cooperation, the need to improve the current seam-
less travel experience, the adoption of global proto-
cols for health and hygiene such as the WTTC Safe
Travel Protocols to restore traveler confidence and
welcome accelerated technological change. At the
same time, it will be important for governments to
continue to support throughout the recovery period
by gradually lifting previously established restric-
tions (on travel, restaurant visits, etc.).
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A. Epukksizbl, J.B. Beioycosa
MAHJIEMMS KE3IHAETT KOHAKXAMJIBLIBIK SKOHOMUKACHI
AHparna

3eprrey Covid-19 nanaeMusiCbIHBIH KOHAK)KaHIBUIBIK, MHY CTPUSICBIHBIH KaThICYIIbIIIaPbIHA 9CEPiH Kopce-
TEJI1, MBICAJIBI, XKEKEJICTCHEIICPAIHFATBIMIAPEIMCH TaJI Ay IBUIAPBIHBIH HIKipIepi KOPCETUITEH.

Ennig XIO- neri KOHAKKAMIBUIBIK YIACCIHIH YCHIHBUIFAH KOPCETKIIITEPI MaHAeMus JaeHreii 20 maib3nan
acKaH eJJIep YILUIH JKOFaphbl TOYENIUTIKTI KepceTeni. by sxarnaiina MmyHaail ennepain OyKiin SKOHOMUKAChI 1IIKi
TypHU3MIe KaiTa KypbUIIbL.

OeMIiK TOXIprOe KepceTKeH e, keiibipenaep Typuctep OoiIMaraHKe3Ie, CalaraiereH CeHiMHIH KOFaTybl
cangapblHaH KOHAKKaHIbUIBIK 9KOHOMUKachiHa [T TeXHOMOrHsIapblH KaiiTa KYpyFa >KoHE €HI'13yre ThIpbICabl.

Kazakcran PeciryOiauKachIHBIH TYpU3M XKoHE KOHAK)KaHIIBUIBIK MHYCTPHSCHIHBIH JIaMybl Typajibl OepiireH
CTAaTHCTHKAJIBIK MAJIIMETTEP/II MaiiiaiaHa OTHIPBII, aBTOPIap TYPU3M HHIYCTPHUSCHIHBIH JaMyblHa 3cep €TeTiH
KeiOip axkTopiapibIH SCepiH Tanaa bl

KopbITBIHABIIAD MEH MPAKTHKAJIBIK YCBHIHBICTAp TYPU3M MH(PaKYpbUIBIMBI OOBEKTIJIEPIHIH YAEPICIH JKaK-
CapTy, TYpU3M XoHEe KOHAKKAMIBUIBIK MHY CTPUSICBIHAAFbl MHHOBALMSUIBIK KBI3METTI THIM/II OacKapy OolbIHIIA
HIapajap/sl 93ipieyre bIKIIajl eTe anajibl.
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A. Epukxkbizbl, J.B. BeioycoBa

IKOHOMUKA T'OCTEIIPUUMCTBA B YCJIOBUSAX TAHAEMUN
AHHOTaN M

[IpoBenenHoe nccnenoBanue oTpaxkaeT Biusaue nmangeMun Covid-19 Ha y9acTHUKOB MHIYCTPHH TOCTE-
MPUMUMCTBA Ha IPAMEpe KOMMEHTAPHI YUCHBIX U aHATUTHUKOB OTACIBHBIX CTPaH.

IIpencraBneHHble oka3aTesnu 10U roctenpurMcrsa B BBII cTpaHbl HOKa3bIBa€eT, YTO BHICOKA 3aBUCUMOCTh
OT HaJIMYMUS MaHAEMHAH UL CTPaH, T ypOBeHb IpeBbinian 20 mporieHToB. B 3ToM ciy4yae Bcs 5KOHOMHKA TaKUX
CTpaH MepecTponyIachk Ha BHyTPEHHUN TYPH3M.

MupoBasi MpaKTHKa CBUICTEIHCTBYET O TOM, YTO OTACITBHBIC CTPAHBI B OTCYTCTBUH TypPHCTOB, ITBITAIOTCS PEOP-
raan30Bath 1 BHecTH VT TEXHOIOTHH B SKOHOMHKY TOCTEHIPHUIMCTBA TI0 IPHIHHE MTOTEPH JOBEPHS K OTPACITH.

Vcnone3ys, NpUBEJCHHBIC CTATHCTUYECKHWE NaHHBIC Pa3sBUTHS WHIYCTPUU TypH3Ma W TOCTETIPHHMCTBA
Pecrry6nmuku Kazaxcran, aBTopaMu IpOBEICH aHAJIN3 BIHSHUS HEKOTOPHIX (PaKTOPOB, BIUSAIOMINX HA Pa3BUTHE
WHIYCTPUH TypH3Ma.

BrIBOIBI M IpakTHYECKHE PEKOMEHIAIIMH MOTYT CIIOCOOCTBOBATH pa3paboTKe MEPOIIPHUSATHII ITO COBEPILICH-
CTBOBAHMIO MpOIIecca NEATEIHPHOCTH 00BEKTOB TYPUCTCKONH HHMPACTPYKTYPHI, 3PPEKTUBHOTO yIIpaBIeHUS WH-
HOBAITMOHHON AEATEIEHOCTHIO MHIYCTPUH TYPH3Ma U TOCTEIIPUIMCTBA.
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