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Abstract

The restaurant business was always among profitable enterprises all over the time. Annually people spend

around $1 billion on eating out. Kazakhstan is no exception when it comes to fancy restaurants and good

eating places. It is very important for restaurants that they are well organized and pursue their values in

order to maintain good client base and be profitable. There are many different aspects that need to

considered before opening a restaurant. Among them are qualified personnel, verified suppliers, creative

interior and many others. Nowadays, steakhouses become very popular among middle and high income

class customers. It is a place that focuses on meat dishes that came to our country from American culture.

CRUDO steakhouse, GoodBeef steakhouse are examples of Almaty finest places. I analyze the operations

of full life cycle of restaurant business in Almaty, from registration of the enterprise to its operation,

marketing channels and costs, through marketing concepts such as SWOT Analysis, Porter’s 5 forces and

marketing 4 Ps. The main objective is to analyze all components of restaurant business in Kazakhstani

market using the example of the CRUDO steakhouse.
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Streszczenie

Dla restauracji jest bardzo ważnym, aby były dobrze zorganizowane i realizowały swoje wartości, aby

utrzymać dobrą bazę klientów i przynosić zyski. Istnieje wiele różnych aspektów, które należy rozważyć

przed otwarciem restauracji. Należą do nich wykwalifikowana kadra, sprawdzeni dostawcy, kreatywne

wnętrze i wiele innych. W dzisiejszych czasach restauracje typu steakhouse stają się bardzo popularne

wśród klientów o średnich i wysokich dochodach. Jest to miejsce, które koncentruje się na potrawach

mięsnych, pochdzących z kultury amerykańskiej. Steakhouse CRUDO, steakhouse GoodBeef to

przykłady najlepszych miejsc w Ałmaty. Zamierzam przeanalizować działalność pełnego cyklu życia

restauracji w Almaty, od rejestracji przedsiębiorstwa do jego działalności, kanałów marketingowych i

kosztów. Analiza zostanie przeprowadzona z użyciem koncepcjych marketingowe, takich jak analiza

SWOT, 5 sił Portera i marketing 4 Ps. Głównym celem jest analiza wszystkich składników działalności

restauracyjnej na rynku kazachskim na przykładzie steakhouse CRUDO.

Słowa kluczowe

Restauracja typu steakhouse, analiza, promocja, model biznesowy, innowacje
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1. Introduction  

 

The restaurant business differs from all other types of business as one of the 

most profitable business, it is on par with the sale of oil, real estate, gold. People spend 

$1,000 billion (more precisely, $1.5-2 trillion a year) for food in restaurants. Most of 

this money is concentrated in the US, following by Europe and Asia. It is an enterprise 

that combines art and traditions, the mechanisms of activity and experience of 

marketers, the philosophy of service and the concept of forming a potential audience. 

    From year to year, the restaurant business is developing rapidly. There is a 

serious competition for visitors. This crucial factor makes top managers think over, not 

only the basic strategy and style of the restaurant, but also the details that make their 

place unique and exclusive. 

   Only with the formation of a competently developed concept and the consistent 

integrated implementation of all components, success is guaranteed in the development 

of the restaurant. 

Restaurants play a very important role in our everyday life. In addition to 

satisfying physiological needs in nutrition, "going out" to a restaurant has an important 

social function. 

 A human being needs not only to eat, but also to interact in the society. Restaurants - is 

one of the few places where all major senses come to action, which generate a general 

sense of satisfaction. Taste, sight, smell, tactile sensations are combined in the 

evaluation of the dishes, the service and the atmosphere of the restaurant. 

   Effective operation of the restaurant depends on many factors. Like any complex 

system, the restaurant begins with the intention of its founders and ends with the 

monitoring of the functioning of the place. 

   The main role in this is carried out by the practical philosophy of its owner and / 

or director. It reveals the approach of doing business, which determines the ethical and 

moral values that are possessed in the process of functioning of the enterprise. The core 

idea of the founders of the restaurant will determine its creed, and it is designed to 

satisfy visitors as much as possible. 

   The purpose of this graduation project is to study the concept of restaurant 

business development in city of Almaty, Kazakhstan. 
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1.1 Description of the business  

   In country where people can enjoy the taste of natural meat together with 

comfortable place it became popular to create a new business in Almaty, that is called a 

Steakhouse. In terms of food businesses Kazakhstani market is full of supply, however 

not every business can afford a care and comfortability for the customers and some of 

the businesses face failures at the beginning of its’ operation. The customer who pays 

money most likely want to spend their time in very comfortable places with good music, 

excellent service, creative design and very delicious food, some people prefer low cost 

cafes, accordingly with lower service. Steakhouse is very great innovation for our 

country, the steakhouse in Almaty is not only about very delicious meat, but also it is all 

about the place that cares about their clients. It is meant to create place not for the 

regular steaks, that everyone can make by themselves, but for the place where people 

will have a chance to see all advantages of open kitchen, all kinds of steak, description 

of each type and professional service.  

       In Kazakhstan, people got used to have some special purposes, to invite their 

partners, family, friends to luxury restaurants. Steakhouse is a restaurant that specializes 

on meat dishes. In addition to traditional procedure of opening restaurant business, it 

has its own rules of opening. The term - steakhouse, was created in USA, and it has 

great contribution in cooking business. Steakhouse defined as the place, that serve 

people meat with the luxury service, it means that just piece of meat cannot be identified 

as a part of steakhouse.  Steakhouse is the place, that has very broad menu based on 

beef and optionally different meat. At the first view, the preparation of the steak does 

not seem very difficult, but it has a lot of nuances.  

1.2 Innovation 

Steakhouse in Almaty is not considered as a place for everyday visiting. It is 

common, that it will not have same customer number every day. 

In 2017, there was a scandal about donkey meat used in cafes and restaurants. 

Mass media was writing different articles about checks of appropriate state agencies. 

Cafes that were agreed to have an inspection in their places, were checked and they 

could prove, that everything is fine and no donkey meat in there. This situation caused 

fear of inappropriate meat in places, because most of our cafes and restaurants do not 

have open kitchen and to check the type of meat, it is a long process of asking 

permission of responsible person, asking state agencies, etc. By implementing a new 

type of kitchen the problem like distrust is excluded. Open coolers, where customers 
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can choose what type and size of steak they would like are included. Open kitchen will 

show how chief is cooking, as the result customers will see, that everything goes in right 

way.  

Generally, in steakhouses all dishes are cooked in open kitchen, that leads to 

more trust from customers. Open kitchen means, that people who order a steak will see 

how the product is cooked, and if something goes wrong, customer can see it. The main 

reason for transparency in methods of cooking is- trust. Trust is very important in food 

business, because customer should know what they eat and how it is cooked.  

 

1.3 Business Canvas Model 

No business can succeed without creating a business model before starting its 

operations. It is vital to visually represent all ideas before even writing a business plan 

itself. Most of the businesses use business model Canvas to visualize the working 

processes between all components. Positive correlation between these blocks lead to 

successful operation and by creating this model before even starting, we can represent 

the idea of our business.  

By creating Business Model Canvas, we can determine the most important 

objectives for our business and set them in different blocks to see how they work with 

each other and change easily if something goes wrong.  

   Many entrepreneurs write their business models to describe how a company 

creates, delivers and captures value.  

 Business Model Canvas helps you to determine and align business activities in a 

simple and creative way. There are nine key elements to consider in a business model.  

Each one of it defines a specific part of the business. 
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Table 1– Business Model Canvas  

Key partners  

- Suppliers  

- Dastarkhan  

- Trainers  

 

 

 

Key 

activities  

- Train staff  

- Promotion  

- Create 

individual 

steaks  

Value 

proposition 

- different type of 

steaks  

- individual steak  

- steakhouse 

community  

 

Customer 

relationship  

- loyalty 

cards  

- trained 

waitress staff 

-  

 

Customer segment 

- certain event  

- Dating people  

- family dinner  

- celebration of 

important event 

 

Key 

resources  

- patent  

- trainings  

- employees  

Channels 

- Social 

media 

platforms 

- outdoor 

banners 

 

Cost structure  

- Promotion 

- Trainers  

- Rent for the place on web-site Dastarkhan - 

Salary  

- Operational costs  

Revenue stream  

- Increasing during special events 

- Clients from Dastarkhan 

- Main clients  
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2. Company Overview and its business model 

2.1 Mission statement 

To bring more enjoyment and pleasure in to Almaty people’s life by delivering 

best service and best quality delicious steaks for a good price.  

2.1.1 Vision 

To become the best and the most famous restaurant in Almaty by building the 

biggest base of loyal customers and by generating constant positive word of mouth.  

2.1.2 Keys to Success  

In order to make a customer experience as enjoyable, and as special as possible, 

the restaurant will focus on working closely with each visitor. Giving fresh and tasty 

cooked steaks is the easiest way to show masterpiece in their cooking without speaking 

with words. It will pay high attention to customers’ desires and will expand and each 

time the number of guests will increase. A cook, or an officer with an administrator, 

will spend individual time with each customer, to choose a suitable meal. The restaurant 

will prepare different roast beef steaks from different types of meat, using a variety of 

modern cooking methods. It also offers a dish from chef chefs and other gift discounts 

for regular customers. 

Exceptional service - is vital for the restaurant business. The restaurant will 

have well-maintained social media pages with the faster possible response time as well 

as throughout attention to all of the feedback with consequent constant improvements, 

very pleasant environment inside of the restaurant, professional, well-trained, polite, 

friendly and helpful employees, who can create positive feeling and uniquely 

deliciously cooked meals.  

Openness – the management should be open and friendly for individuals and 

corporate clients, business partners, media and society.  

Involvement - it values employees to come up and implement their ideas for 

development of the restaurant. 

Innovation – creation of something new, whether it is new methods of cooking 

steaks or new ways to promote. 

Ownership 

 The first step when finally opening a business is to register it officially and 

legally. For this restaurant business the most appropriate type of ownership is the 
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individual entrepreneurship. The procedure for registration is quite easy and fast in 

Kazakhstan. The certificate of registration can be issued just in one day.  

 There is also a need to receive an Individual Identification Number (IIN) in a 

public service center of Republic of Kazakhstan. Plus it will take about two working 

days to register within tax authority. The restaurant will monthly provide its financial 

reports and pay taxes accordingly.  

 Furthermore, a patent is needed for this business. It is a document, which is only 

given by the state tax authority. It states that the business has paid all the necessary 

taxes for realizing its activities. Registration is made in the specific territory, according 

to the place of implementing these business activities. 

 

2.2 Business model description 

2.2.1 Customer segment 

Customer segment is a center of any business model, business cannot operate 

without understanding who are the clients. In Business Model Canvas, customer 

segment are the people to whom business wants to sell the product.  

It is targeting customers who want to have a special event, who comes not to just 

have a dinner or lunch, but comes for a certain goal. These goals are considered to be an 

important event that lead to invite people for a certain reason. These reasons are: date, 

friend meeting, family dinner, celebration of important event.  

Especially on important events, customer got used to invite someone in places, 

where they can spend their time and actually enjoy it. Customers are ready to pay for 

the quality, good atmosphere and delicious food, even if the product is overpriced. 

Steakhouse will be the best place to have a delicious steak with the good sound of 

music, polite waitress staff, and to be considered as special guest. The concept of 

"special guest" means, our customers are those who are ready to pay for non-repeated 

steaks, even they are similarly cooked, but the transparent kitchen will show them, that 

each steak is cooked individually, so clients are considered as specials.  

The target group is located in the Almaty, people who have middle and high 

level of income. During the holidays like St. Valentine Day or International Women 

day, men invite the important for them people to have a date in such places like 

restaurants, cafes. Steakhouse will fit in this criteria and as it is considered as a meat 

restaurant, our customers are men, who invite their partners to have a date. 
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2.2.2 Value proposition 

The core value of a business is another important part of Business Model 

Canvas, because it shows, what attracts people and what is the fundament for business 

to operate. We can also call it as main criteria of creating a product. Value proposition 

shows us, what principles have a business and in what aspects, we differ from our 

competitors. We differ from simple cafe or restaurant, because we are focused on 

specific product.  

Steakhouse will provide different types of steaks. The customer will get variety 

of steaks and will have a chance to choose, what type of cooked steak he or she wants. 

In compare with substitutes, we provide not only steak, but we also care about other 

aspects, like music, temperature, design, and even branded dishes. By having a brand, 

we will also attract people by creating a special status, that will tell, that the customer is 

a member of special group, who eats steaks in a steakhouse place. 

 

2.2.3 Channels  

 This section in Business Model Canvas means, how we communicate with our 

clients, and the certain way of how we share our core value with our customers. 

Communication with the customer is very important, because it is a part of our value. 

We care about our customer, so we do not just serve them, but also listen them and 

consider their opinion as a positive and negative feedback, that will lead to 

improvements in business. 

 For the steakhouse it is very important to communicate with the society, because 

we are not first need business, so we should be active in social networks and attract as 

much people as we can. By setting up an advertisement in social networks, we can 

attract more followers from different ages, so they know about us and they can get 

information of who we are and what we provide. In addition to our social networks, we 

want to create a partnership with Dastarkhan, so they post our product in their delivery 

menu. People will know about our prices and service through the social networks and 

our partners.  

 Social networks are considered as the low cost tools to communicate with 

people. For the new business it is very important to survive in the market, so for the first 

year, it is very convenient to use social networks. We plan to promote our products 

though the social networks like: Twitter, Instagram, Facebook. For the first steps of 

promotion, we will mainly use Instagram, to have more targeted audience in our 
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followers list.  

 As a long run objective we want to create our own web-site, where we will have 

online menu, booking service, contact information, location information and other 

important for customer information. 

 

2.2.4 Customer relationship 

As we are providing product, that costs more, than the average food service, it is 

very important to understand, that we should treat our customer on a very attentive 

level. Each feedback should be analyzed and if needed, changes should be implemented. 

Furthermore, steak is not considered as a basic product, that is used in everyday 

cooking. People might need the explanation of different types of steak, so the waitress 

staff should be always ready to answer questions.  

Polite waitress staff will always ready to answer the question regarding the steak 

types and drinks that associated with a certain type of steak. In order to achieve such 

level of steak knowledge, we will provide needed information about the types of meat, 

technology of cooking and teach them what drink goes with a certain steak.  

In restaurant business, it is very important to construct loyal relationships with 

the customers. As for many businesses it is very important to have loyalty system, that 

they can implement in relationship with the customer. We plan to provide loyalty cards, 

that will give different kinds of bonus, so the customer will have a desire to come back 

again.  

During the final stages before official opening, we want to attract people to try our 

product with the lower price, so they can taste and give feedback. This group will be 

called "adopters", by satisfying them, we also attract their friends with the "word of 

mouth". Adopters by the definition means, that they adapt the product to the market, so 

it is very important to invite those people who have influence on others.   

 

2.2.5  Revenue streams 

Revenue streams block shows us, how the business will receive the cash from 

customers. In our business we will have two types of customers, which will be primary 

customers and secondary customers. Primary clients are those, who comes to our place 

and orders food for the certain amount of money. Secondary clients are those, who order 

food through the Dastarkhan service. For our business it does not matter from which 

customer we will receive cash, because both of these types will bring equal amount of 
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cash from the same ordered receipt. Exceptions are: loyalty card holders.  

We also expect increasing in the revenue stream on the special days, when 

people have a special occasion such as St. Valentine day, International Women day and 

etc. As it was mentioned, people call each other for the special purpose, to have a good 

time and eat delicious and not ordinary food.  

In addition, for revenue stream, we will organize the special events like banquets 

for 20 people maximum events. The event will be accompanied with the certain 

additional service like violinist, constant waiter. In this way we attract some cash in 

terms of fee for organization.  

 

2.2.6 Key resources 

This block helps us to maintain the value proposition and generate the product. 

As we are considered as food business, it is very common for us, that our key resource 

is food ingredients. In our list of key resources are also included: Meat, place, 

equipment, dishes, human resource, intellectual property. These resources are the most 

important parts of our business, without at least one part, we lose all another.  It is also 

important to have a good location, so it will be visible even for bystanders.  

As we are entering in a competitive market, we should analyze the competitors, 

find their weaknesses and use it for our benefit. Human resource should always 

reactively respond on changes of competitors and find the gap in their quality of service 

and food, so we use it in order to not have such gaps.   

We also plan to give trainings to our employees, so we consider trainings as a 

knowledge, that only our employees should gain and that is why we consider it as an 

intellectual property. Teaching employees the theory of restaurant service is very 

complicated thing, so probably we will invite a trainer, who will give workshops to 

increase the qualification of our staff.  

 

2.2.7  Key activities 

In order to have successful business we should also do some key activities in 

order to not fail in the market. First of all, it is very important to create a kitchen policy, 

that will explain how to organize the products, where to locate them and what are the 

rules of saving them in coolers. First thing each kitchen needs, is cleanliness. It is not 

only a rule of the kitchen, but also a regulation requirement. Second important action is 

"rotation", means that we should always substitute old products with new ones. This 
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system works in way, that old products always stay first and the new one placed behind.  

We provide not only food, but also service. Out key activity is to teach 

employees, how to serve people, what are the general rules and we should apply all 

knowledge in practice. The quality of the service and product play a huge role in our 

business, because our core value is all about making customer special, not like 

everyone.  

Human resource should hire a responsible staff, in order to have high 

performance of employees and reactive respond to clients wish. 

 

2.2.8 Key partners 

This sector plays very important role in terms of having external effect on our 

business. We will have different partners, that will contribute in our business. External 

partners are very important to run the business. For us they will be: Trip Advisor 

application, Internet food delivery companies. Suppliers of meat will be mainly from 

Almaty, in order to have loyal prices on meat.  

Dastarkhan delivery service is also our key partner, because we place our 

product on their platform, so they promote our product in their web-site. By creating a 

partnership with Dastarkhan we get some clients from their list and attract them to our 

product.  

 

2.2.9 Cost 

Cost plays a big role in price setting and it varies differently depending on what 

company is doing and what service or product it has. “In some industries, prices are 

determined almost entirely by market force”  

Cost structure block explains us, what costs we will face during the operation 

and it visualization of all nine block helps us to regulate and optimize the cost like we 

can afford to ourselves. In our business we have different types of costs such as fixed 

and variable costs. In fixed cost, we have the costs that are usually constant, such as 

rent, suppliers fee. In variables cost, we include the salaries, cost of resources. As it was 

studied in marketing class, it is very important to have good advertisement and 

promotion, so we plan to invest in marketing. 
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3. Strategic analyses of the new business venture 

3.1 SWOT analysis 

Strengths:  

Convenient location 

Parking 

Strong promotional campaign     

Access to delicious meat 

Creative designers 

Customized individualized approach 

No days off  

Wide assortment of menus 

Latest design trends  

Wide range of prices 

Fast service 

Weaknesses:  

Buying meat in bulk, as costs are high 

Prices: products are medium to high 

priced 

Too many restaurants 

Few employees for big orders such as 

banquet 

Lack of the customer base in the 

beginning of the operation 

Lack of experience 

Low awareness 

 

Opportunities:  

Taking large orders to conduct: collective 

gatherings, anniversaries, birthday parties, 

etc. 

Open a website for online reservation 

Open several locations in other places in 

Almaty 

More convenience for customers: 

accessible parking 

Use technology to monitor what good 

quality to order more 

Threats: 

Too many competitors in Almaty 

Competitors offer a wide range of menus 

High transportation costs: delivery of 

equipment from abroad 

Supplier of meat can increase prices  

Economic issues: crisis, there is a higher 

rate of unemployment, people spend less 

Table 2. SWOT Analysis of the Steakhouse Restaurant 

3.1.1. Strengths 

First of all, the strength of the restaurant is represented by its strong 

Advertising/Marketing communications including business cards, word of mouth, 

promotion through social media and personal meeting with the corporate clients of the 

enterprise in order to achieve some regular customers for arranging business meetings.  
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One more strength is its unique not comparable creative brought from the best 

European and American practices. Moreover its staff is dedicated to the highest level of 

the customer service consequently increasing the level of the customer satisfaction day 

after day. For meeting customer wants and needs in every way possible it will introduce 

excellent working timing of the restaurant. The restaurant will be open seven days a 

week from Monday till Sunday without days off.  

The next strength is a very convenient location in the center of the city which is 

close to main business centers where the representatives of target audience mostly work 

and close to the central apartment buildings where they live.  

Among other strengths is product variety fresh meat, European cuisine, varieties 

of cocktails, a diverse menu of the latest amazing design trends. 

Comparing to other top restaurants, this one promotes wide variety of prices, 

including affordable options and employs enough staff to provide fast quality services. 

 

3.1.2. Weaknesses 

The prices might be too high for certain levels of income, which might be earned 

by customers so that they cannot afford buying products more frequently. Products and 

services mostly tend to be from medium to high priced category.  

Moreover, there is no online store (no web page) but only social media accounts 

which the shop will employ for online promotional and selling activities, which is 

planned to be solved in the couple of first years of operation of the restaurant since it 

will provide additional opportunities for development.  

The restaurant will have enough employees for daily operations inside the 

restaurant and the social media. However there are still too few employees for big 

orders such as birthdays, business meetings decorations which might be a weakness 

since it might affect daily operations in a negative way by creating longer lines. 

 

3.1.3 Opportunities 

There is a perfect opportunity for further development in opening a website 

which will make online reservations a frequently occurring and regular source of 

income.   

Another important opportunity to consider is opening more than one restaurant 

in other locations in Almaty to make it even more convenient for customers who might 

be residing in other parts of the city but still are willing to be loyal customers.  
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Since the restaurant is located in the center of the city and close to the main road 

it would be very convenient for customers if it will take care of accessible parking close 

to the shop.  

It can also start using innovative modern technology to monitor what is being 

sold more frequently and how much of this exact product it needs for the upcoming 

order from suppliers thus adjusting business to the needs and preferences of customers.  

 

3.1.4. Threats 

Among the threats listed in the table above it can be seen that there are too much 

competitors who has entered the market earlier and by this time has built a more or less 

strong customer base which this restaurant is only planning to achieve in the half of the 

year or so.  

Moreover it is important to understand that there are perishable items which 

should be prepared as soon as possible which might pose an additional threat for the 

security of the business and be associated with revenue loses.  

High transportation costs can also be a characteristic deriving the restaurant from 

the success of the operations. Equipment for the restaurant delivered from abroad thus 

making the transportation costs bigger than those of competitors. Since its suppliers are 

belonging to the foreign economies, the economic conditions in their countries might 

also affect their prices and channel they use for delivery taking into account the current 

world political agenda and overall instability.  

Moreover this business can also be affected by the economic factors on the 

domestic level. Due to the crisis situation unemployment rate is tending to grow and 

many people stop going to restaurants, preferring to eat or eat at home. 

 By looking at this SWOT analysis, Steakhouse restaurant has numerous 

strengths that they should still work hard on to stay competitive with other restaurants in 

Almaty. It should develop marketing strategies further to gain more loyal customers and 

achieve higher profits.  

 The target market of Steakhouse restaurant is everybody who is seeking a 

reliable restaurant for any event or special event or just to spend time and have a 

delicious meal. Compared to its competitors, the restaurant will offer high-quality 

products for much lower prices. It will use social media such as Facebook, Instagram 

and Twitter to gain more followers and attract more people. They will have a chance to 

view the pictures of different dishes, various ideas for an occasion; they can also reserve 
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tables too on the Internet. The restaurant will promote company via the Internet, using 

billboards and other effective tools.  

Overall, competition is exceedingly high in the restaurant business. There are 

already a huge number of restaurants in Almaty and every year the number of places is 

growing. Restaurants are competing with each other for attracting the same customers, 

those who visit restaurants for any occasion. Mostly all firms provide same or similar 

menu. They have same products, style, trend in the restaurant market. They buy those 

products from the same suppliers and one has to be really creative to be able to differ 

from the others and make something unique. This is the only way to outstand your 

competitors. One needs to attract customers by offering same dishes but in a more 

beautiful and eye-catching approach.  

 

3.2  4P (Product, Promotion, Place, Price) 

4p (Price, Promotion, Place, Product) is very important part of marketing 

strategy. It is the low cost and efficient method for setting up the objectives. This tool 

help business to systemize the working process and control improvements. Product is 

the main part of this tool, and marketing strategy starts with identifying what is our 

product and how we want to present it to our customers. Price is the important part of 

financial sustainability of the business and if the price set up properly, business will get 

profit. Place, especially for the restaurant business, is very important in terms of sales 

and brand awareness. Geographical location is important, because people will consider 

the whole location that surrounds the location and associate with our business. 

Promotion is the part, where business should communicate with the customers in order 

to hear their feedbacks or complains about the service in order to improve.   

 

3.2.1 Place 

We have many places in Almaty, where steakhouse will find its best place. 

During analyzing the market was decided to locate the business in the city center. The 

city center has many elite houses, and there are not so many restaurant competitors. In 

the area on Toktogul street, starting with Abaya street, ending with Al-Farabi street is 

very good place for steakhouse. In this area lives people, who have medium or high 

level of income, because there are elite houses, that are affordable for middle and high 

income level people, so they can afford themselves to go to the steakhouse. It is good 

area, because people go in this area, mostly to have food and enjoy their time, have a 
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meeting or date. Our price will be based on our costs. We will position our restaurant as 

luxury place, that provide high level service. The place will give a perception of 

comfortable place, where customer can enjoy their time. The channel of distribution of 

our product will be steakhouse. The place for the product like steak should be known 

for all Almaty people. 

The design has very different perceptions. Our clients should feel like they are 

very special in our steakhouse, so the design will be very minimalistic, dark light, more 

red. We are using red color and dark place, because based on psychological research, 

red color and dark light have positive influence on the order of the customer. 

During the research we used 4P marketing tool- Product, Place, Price, 

Promotion. As a steakhouse we provide delicious and different kind of steaks, also we 

provide our customer good place for having dates, business meetings, friend meetings in 

specially designed interior. In order to be recognized product, we should have a logo 

and name of the steakhouse, that will be registered in governmental agency. As already 

mentioned the main difference will be transparency of the product. All products will be 

uncooked and fresh in refrigerators, that customers can take out and cook them at home, 

and kitchen will be open, so customers will see how steak was prepared. On the starting 

point we will provide only steaks and after this business will work successfully, we will 

diversify the business.  

 

3.2.2 Pricing strategy 

Because of having high level of supply and demand for restaurant places, we 

assume, that at the stage of penetrating the market, we target on having more customers 

and attract them with the help of pricing strategy, that is why we chose the penetration 

pricing strategy. Penetration pricing strategy is about attracting new customers to new 

business and penetrate the market using lower prices, than competitors use. We want to 

set up the prices lower, because we want to attract the customers, that are currently 

using our competitors service. It is important to use this pricing strategy for a new 

business, because it is good marketing strategy, because it can increase the sales and 

customer occupancy rate, brand awareness. The disadvantage of this strategy is that we 

cannot always expect the profit, even if the sales volume will grow. “To make profit, 

companies should produce at a cost below the market price. This is not always possible, 

so some periods of loss inevitably result” (Hilton, 1999) 
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Table 3 (Prices on beef in the Kazakhstan's cities, prices are in KZT) 

Almaty Astana Shymkent Aktobe Aktau Karaganda Kyzylorda Pavlodar 

1400 1500 1380 1450 1450 1450-1500 1250-1375 1625-

1700 

  

Source: (Tengrinews,2017) 

As we can see, the price on the beef in Almaty, is not the highest one among all 

cities in Kazakhstan.  

 

3.2.3. Product 

As it was mentioned before, we position our self as high-quality service and we 

want to make our customer feel like they are special, while they are eating in our 

steakhouse place. The main goal for us is to create a trustful relationship between 

business and customer. If we will have trust with our customer, we can attract more 

customers with the help of word-of-mouth. Steak is considered as luxury product, that 

should be served with high-qualified staff. Steak meat is the most expensive in 

comparison to the other parts of beef. We will have different types of steaks and 

customer will have a possibility to choose the type, that he or she wants.   

 

3.2.4. Promotion 

For promotional strategy the main tool will be billboards and social media 

sources. For billboard advertising we will use those, that are located in the city center, 

because our target market will be those, who live in city center, near elite houses and 

one big billboard on the south highway. The price for 1 billboard in the city center will 

cost us 90,000KZT for 1 month we will use 2-3 billboards in the city center, on the 

south highway we will use 1 big billboard, that will cost us 150,000KZT. 

In order to attract more customers, we will communicate with them through 

social web-sites and official web-site, where they can always write a comment for 

feedback. Participation in local expo of restaurants will be helpful, in terms of getting 

known among the customers. At the same time, it is good opportunity to get some 

networks with the companies, that can be the partners in future. 
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3.3 Porter`s 5 Forces analysis 

 

Table 4-Porter`s 5 Forces  

Competitive Rivalry  

 Survive in competition  

 Competitors that provide 

steaks in their menu  

 Food places that qualify 

themselves as a "restaurant" 

Buyer power  

 Our target group are those 

who want to spend their time 

in restaurant and taste a 

steak  

 We do not provide 

substitutes for steak  

 Specialized on 1 meat type 

steak  

Threat of new entry  

 Finding supplier  

 Financial threat  

 Certification process  

 Cooking skills  

 Cook & service knowledge  

Supplier power  

 More than 360 suppliers of 

the meat  

 Total number of cows 

757,423 

Threat of substitution  

 Restaurants that provide 

same product as we do  

 Substitution with another 

meals  

 

Source: Developed by student  

  

Generally, steakhouse is using a beef meat, so we decided to research local market to 

see how many alternatives we have and how supplier`s affect our business. The national 

statistics department writes that on 2015 year, there are 757,423 units. Each year the 

amount of cows in Kazakhstan increases. In 2013 year the amount of cows was- 

718,516 units, in 2014 year- 744,336 units, in 2015 year- 757423 units. We can see that 

the difference between 2014 and 2015 year is almost 2%, means that in each year, the 

amount of cows increases. As a business that is based on cow meat, we should have 

different alternatives that will give us best option. In Kazakhstan the volume of the 

market is full of supply, so we can choose the best one. For today the price of cow's 

meat is- 1465 KZT on average. Because of the full market of meat, we can say that we 

as a buyers have more power, than it has supplier.  
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Steakhouse business is defined as a place, where people do not go just to eat 

meat, as they would go in fast food place. Steakhouse as was mentioned refers to luxury 

food place industry, where people go to have not only food, but also have high quality 

of service, means attentive waitress staff, professional cooker, polite manager. The 

average receipt for steakhouses place is more than 5000KZT, means that people expect 

care and very attentive service from steakhouse. The importance of any problem will 

increase twice, because people are giving high importance to places, that is not primary 

need place. We risk to lose our customer, if something like bad service or bad quality of 

meat would appear. So what we plan to do is to target not on steak house as itself, but 

more about the service. We want to innovate restaurant business in terms of services. 

What we mean by that is: quality, knowledge and care.  

 As a restaurant business we have many competitors in our type of business. We 

positioning our business as a food business, but there are also many different cafes and 

restaurants, that are identified as substitutes to our business. Means that our high price 

and low level of service, might make our customer to choose another place, that is not 

mandatory steakhouse, but any other food place. That is why it is very important for us 

to hold our customer and monitor our competitors and see, how we can attract buyers 

from our competitors. At the same time, it is very hard to control the price level, when 

Kazakhstan market has different substitutes of food business. Switching the level of 

price or other aspects may affect negatively to the number of our customers. As a 

newcomer in food industry, we will penetrate the market with the slogan like: "We love 

the meat as you do". We as a food place, should ensure our customer, that we 

understand how likely he or she want to try very delicious steak. The thing that Almaty 

market is full of different types of food place, that are our substitutes, makes our 

business work very attentively and provide innovation in food industry. For us it is very 

important, that our customer will come back again after first visit, so we will be sure, 

that he or she did not find a new place. To save the customers we will change the 

traditional food place visiting. We will ensure our customers, that he or she is very 

important for us, but not with words, but actions. The process of visiting our steakhouse 

will be very detailed. First thing that customer will see is reception, where manager will 

meet our clients, after that customer will have a chance to see the cooler and all meat, 

waitress staff will carry our customer till the empty table. When customer will have any 

questions, water must know each type of steak meat and answer clients question. 

The entry process to our market is very easy, the thing is that, because of high 
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amount of different food places, each place should surprise their customers, so they 

would come back again. As a newcomer, we want take a position in market with 

efficient promotional strategy and save the position by giving our customers care.   

 

 

3.4 Competitors analysis 

In competitor analysis we found out, that they target on high level income 

people and they do not actually bring a knowledge of what is steakhouse. We finalized 

our decision in that opinion based on trying and asking people about their service. So by 

creating new concept for Kazakhstan such as care for customer in terms of service, we 

can earn trust from our customers.   

We analyzed our competitor and picked some very specific products, that will be 

analog to our product. Analysis showed, that in Almaty, the main competitors might be 

to restaurants:  

 1) Steakhouse CRUDO 

2) GoodBeef Steakhouse 

 

  Here is the table of their prices and explanation to them. 

Table 5- (Steakhouse CRUDO) 

Sirloin 

Beef 

Mushroom 

steak 

Classic 

pepper 

steak 

Assorted 

meat for the 

company of 

4-6 people 

3745KZT 3745KZT 3745KZT 16495KZT 

Source:  

We can see here, that Steakhouse CRUDO tries to use psychological price strategy to 

attract people. They put in their price numbers ending with "5". Very good option for 

Steakhouse CRUDO is to provide the assorted meat for the company, they are attracting 

more people by ordering only 1 dish. 
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Picture 1 

 

    The restaurant is located on 263 Rozybakieva street, (shopping center "MEGA 

Alma-Ata", 3rd floor) street place, where mostly people go to have a food, walk, date 

and ready to spend some money. The design of their steakhouse is concentrated by 

using cow everywhere. They positioning them as business that provides steaks from 

beef, but in fact they have only 5-6 dishes from beef, the rest is from different meat. 

They also diversify their products, so they suggest you more, than just steaks, but many 

different meals. 

 

Picture 2 


