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Abstract

In this research were aimed to determine the profiles of employees working at food and bever-
age establishments in Kyrgyzstan. Data of the research are collected by survey technique from
304 employees who work in different positions of 21 food and beverage establishments in Bish-
kek. According to findings; more than half of the employees are female and single, a majority
of them are between 17 and 30 years old and more than 50% of the participants are vocation-
al school or bachelor graduates. In addition to these findings, the results indicate that around
one of every two participants have no tourism education at any level. It is revealed that almost
half of the participants work from 9 to 12 hours and average wage of most of these employees is
under 250 dollars per month. Nevertheless, it was detected that almost half of the participants
were generally pleased to work in food and beverage sector.
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Introduction

A

As the tourism industry which has quite a complex structure is split into sub sectors, it is
sometimes quite hard to classify areas of activity included under that industry (Erdem, 2010:
118). Baker et al. (1998: 3) classifies the products and services included under tourism as follows:
. transportation businesses (i.e. rent a car companies, travel agencies and tour operators);
. food and beverage establishments (i.e. restaurants, bars, cafeterias);
+ accommodation establishments (i.e. hotels, guest houses, holiday villages);
«  recreation facilities (i.e. theme parks, aqua parks);
. other ancillary service businesses (i.e. souvenir shops).
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As seen from this classification also, one of the elements contained within the scope of tour-
ism industry are the food and beverage establishments. Pfitzer and Krishnaswamy (2007:6)
state that “as being crucial for human life and health all around the world, food & beverage
industry has a key role to prompt the economic opportunity”. Food and beverage establish-
ments can be defined as “the commercial enterprises that meets eating-drinking needs of peo-
ple” in the simplest way (Akin, Akin, 2013: 1). In Turkey in Article 26 of Regulations For Certi-
fication and Qualities of Tourism Facilities, the definition with respect to eating and drinking
facilities was given as restaurant. According to that, restaurants are defined as “the facilities
that meet eating-drinking needs with fixed menu, a la carte or special meal and services suit-
able to those meals” (internet 1).

Some authors predicate the development in food and beverage industry on the influenc-
es of industrial revolution. Accordingly, it is asserted that the rate of eating outside has start-
ed to grow due to factors after the industrial revolution such as the increase of women’s role in
business life, the extension of business hours in general and the raise in welfare level of peo-
ple (Kilig, Eleren, 2009: 93 cited by Olcay, Ozekici, 2015: 1254). In this context, it is told that the
first known form of food and beverage establishments in historical process are the coffee hous-
es and that the first coffee entrepreneurship were first met in England during the mid 1600s.
But it is stated that the first food and beverage establishment was opened in Paris in the year
1765 (Dogdubay, Karan, 2015: 25).

Besides, it is expressed that the demand towards food and beverage establishment at the
present time which grows each passing day, leads to an intense competition experienced
between such establishments (Giiler, 2007: 101). Likewise, Chan et al. (2014) also state that
food services industry is growing rapidly in the global market. In this context, the authors
assert that the entrepreneurship in the field of food and beverage establishment has increased
in business world in order to get more share from economic acquisitions created by the said
industry, and as a consequence, that a fierce competition has occurred between food and bev-
erage establishments. In a manner to support the said cases, some authors describe food and
beverage industry as a quite tough and competitive sector and state that the executives should
bear more responsibilities in this high risk industry (Kosan, 2013: 203).

According to Kosan (2013: 217), strategic decisions taken by the administration in order to
shape the future of the organization in establishments providing food and beverage service are
very important as in all other establishments too. One of these strategic decisions may be asso-
ciated with human resources.

Thus, the importance attached to information and intellectual capital in recent years have
made human the most important production factor. In this context, it is witnessed that today’s
organizations show more efforts than ever to attract qualified employees and keep them with-
in (Yelboga, 2008: 12). Likewise, Sabuncuoglu (2000) also asserts that the most important ele-
ment to steer a company and lead them to success or failure is the man power.

At the present time, the most critical factors for organizations related to human resources
are to recruit, train, energize and motivate talented employees and be able to employ them for
a long time. However, despite many organizations are aware of the importance of having tal-
ented labor force to stay competitive, a challenging effort is required to attract such employees
towards the establishment and keep them within (Dogan, Demiral, 2008: 152).

Although labor force is considered to be the main element for active establishments in all
sectors, it has a particular importance in terms of tourism establishments. “Tourism and hos-
pitality industries are creating many job opportunities for millions of people worldwide in dif-
ferent areas such as food and beverage, accommodation, airports, airlines, aircrafts, cruis-
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es, ships, boats, land transportations i.e. trail, bus; tour operation companies, travel agencies,
natural and cultural attractions i.e. monuments, caves, museums and galleries, national parks,
concerts, festivals, theatres, carnivals, conferences, exhibitions and trade show” (Aynalem et
al., 2016: 4). Aynalem et al. (2016: 1) suggest that “in tourism and hospitality sectors, the staff is
the heart for prompt and excellent service delivery system”. Similarly, according to Kusluvan
et al. (2010: 171), “for tourism and hospitality establishments, one of the most important key
points is regarded as the human resources”. Also, Baum et al. (2016: 1) suggest that “although
the technology and its substitution has largely replaced the labor within the workplace, tour-
ism organizations still depend on labour-intensive work done by their personnel”. The labor-in-
tensive characteristics of tourism industry makes labor force a strategic element for establish-
ments active in this sector. In this context, labor force in tourism establishments is considered
to be one of the most important source in reaching organizational effectiveness (Icoz, 1991;
Mullins, 1995; Akoglan, Kozak, 1995; Saldamli, 2000; Erdem, 2003; Akcadag, Ozdemir, 2005;
Usal, Kurgun, 2006; Nickson, 2007; Swain, George, 2007; Gruescu et al.,, 2008; Kusluvan et al.,
2010; Milié et al., 2011; Bhutia, 2014; Erdem, Gezen, 2014; Baum, 2015; Erdem et al., 2015; Her-
man, 2015; Prayag, Hosany, 2015; Erdem, 2016; Baum et al., 2016; Ganie, Dar, 2018; Hady, Chi-
ble, 2018, Erdem, 2019).

Besides, it is stated in some researches in the literature that operations conducted in food
and beverage establishments are based on labor force (Dogdubay, Karan, 2015: 25). Accordingly,
it can be said that employees are of critical importance for food and beverage establishments
to stay competitive. In this context, Crick & Spencer (2011: 469 adapted from internet 2) state
that “in food and beverage service, it is observed that employee performance is a critical point
in maintaining the quality”. However, Friddle et al. (2001) point out that the biggest problem
for foodservice industry is the labor shortage.

In this research, it was intended to reveal profiles of labor force that are employed at food
and beverage establishments in Kyrgyzistan. For this purpose, it was attempted to determine
demographic features of employees, whether or not they had tourism education, their experi-
ences in food and beverage industry, their levels of foreign language and pleasure to work in
the food and beverage sector.

In the relevant literature, studies focused on labor force profile at tourism establishments
in Kyrgyzstan are quite limited. Studies in the literature are generally focused on labor force
profile at accommodation enterprises. In this context, two studies were found related with this
subject. In one of those studies (Erdem et al., 2015), profiles of employees working at accom-
modation facilities active in the capital of Kyrgyzstan, Bishkek; and in the second one (Erdem
et al., 2016), the profiles of ones working at Issyk-Kul Lake and Osh regions of Kyrgyzstan were
revealed.

At least no study was found within the knowledge of researchers aiming to determine the
profiles of employees working at food and beverage establishments in Kyrgyzstan. According-
ly, findings obtained from this research are expected to contribute to the relevant literature.
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Overall View to Food and Beverage Sector in Kyrgyzstan
According to year 2018 data of National Statistical Committee of the Kyrgyz Republic, distri-
bution of the registered tourism establishments according to their types which are active in

tourism sector in the country is given in Table 1.

Table 1. The Types of Tourism Establishments in Kyrgyzstan

Types of Enterprises 2013 2014 2015 2016 2017
Hotels 142 146 157 168 181
Tourism Enterprises and Resting Facilities 202 210 224 230 244
Restaurants 380 393 41 424 457
Travel Agencies 2049 2172 2274 2402 2499
Sanatorium and Kurort 74 75 73 75 78
Nature Protection Areas and National Parks 19 19 19 19 22
TOTAL 2866 3015 3158 3318 3481

Source: internet 3

As seen also in Table 1, the area that dominates tourism sector in Kyrgyzstan is travel agen-
cies. As of the year 2017, total number of travel agencies is 2499. This is followed by restaurants,
tourism enterprises and resting facilities and hotels. Establishments which are included in the
category of tourism enterprises and resting facilities refer to accommodation enterprises other
than hotel establishments (holiday villages, lodgings, guest houses, camps etc.).

On the other side, only the number of restaurants can be found in these data of Nation-
al Statistical Committee of the Kyrgyz Republic for food and beverage enterprises. In the said
data, no information is available for other food and beverage enterprises other than restau-
rants. As seen also in Table 1, the number of registered restaurants in Kyrgyzstan as of the year
2017 is 457. Among these 457 restaurants, 399 are active in Bishkek (internet 3).

On the other side, the data in Table 2 is given related to number of employees working at
tourism establishments in Kyrgyzstan.

Table 2. Average Number of People Working at Tourism Establishments in Kyrgyzstan

Types of Enterprises 2013 2014 2015 2016 2017
Hotels 1643 1693 1641 1512 1235
Tourism Enterprises and Resting Facilities 1101 1164 1093 1518 1507
Restaurants 836 1194 1072 1072 1216
Travel Agencies 1418 1324 1454 1474 1574
Sanatorium and Kurort 2458 2512 2526 2020 2298
Nature Protection Areas and National Parks 681 666 659 688 644
TOTAL 8137 8553 8444 8284 8474

Source: internet 3

As seen also in Table 2, 1216 registered people are working at the restaurants in Kyrgyzstan
as of the year 2017.

On the other hand, monthly average wages of the employees working at tourism establish-
ments in Kyrgyzstan are given in data of Table 3.
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Types of Enterprises 2013 2014 2015 2016 2017
Hotels 12914 12632 13557 15300 17485
Tourism Enterprises and Resting Facilities 5602 6000 6829 7722 921
Restaurants 5148 6085 6211 6691 6531
Travel Agencies 6432 6784 7836 7684 8278
Sanatorium and Kurort 8780 9306 8771 9325 9784
Nature Protection Areas and National Parks 6419 7221 10064 1151 11599

Source: internet 3

As seen also in Table 3, monthly average wages of employees working at the restaurants
in Kyrgyzstan were recorded as 6531 Som as of the year 2017. In other words, it is understood
that the labor in restaurants are working for a monthly wage of 100 American Dollars approx-
imately.

Besides, number of the registered food and beverage enterprises and their regional dis-
tribution were also found in some data published by National Statistical Committee of the
Kyrgyz Republic. Accordingly, the number of registered food and beverage enterprises in the

country and their regional distribution are as given in Table 4.

Table 4. The Number of Food and Beverage Enterprises in Kyrgyzstan and Their Distribution by Region

Regions 2000 2003 2007 2011 2015
Batken 214 224 348 421 409
Jalal-Abad 570 464 595 622 724
Issyk-Kul Lake 118 132 153 18 130
Naryn 71 73 78 56 70

Osh 444 591 806 772 759
Talas 69 81 175 126 197
Chuy 396 436 433 381 419
Bishkek City 594 763 840 994 1016
Osh City 408 434 403 325 396
TOTAL 2884 3198 3831 3815 4120

Source: internet 4

As seen also in Table 4, the number of registered food and beverage enterprises in Kyr-
gyzstan as of the year 2015 is 4120. Great majority of these enterprises are active in the capi-
tal Bishkek. This is followed by Osh, Jalal-Abad, Chuy and Batken regions. However, it is not
clear which type of food and beverage enterprises that the said figures contain. Consequent-
ly, the above mentioned data had to be done with regarding the food and beverage enterpris-
es in Kyrgyzstan.
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Methodology

Purpose and Importance of the Research

As eating outside is increasingly becoming popular nowadays, it leads a growth for entrepre-
neurship in food and beverage field and allows a big market formation in that field. Thus, food
and beverage industry is accepted as one of the biggest sectors in the world due to its contri-
butions to the economy (Akin, Akin, 2013: 1). In this context, some authors describe hospitali-
ty industry as the shining star of today’s service industry and state that the first thing coming
to mind when hospitality industry is mentioned is the food and beverage enterprises (Cekal,
2013: 63).

Besides, the rapid growth of food and beverage industry worldwide has increased the com-
petition between the enterprises active in this industry. Although the food and beverage enter-
prises try different strategies in order to stay competitive in the said environment, the impor-
tance of having qualified employees in such enterprises still continue to be relevant. However,
the researches conducted in order to determine profiles of employees working at food and bev-
erage establishments are quite limited in the relevant literature. Particularly, there is a lack of
information on general profile of labor force working at service industry in developing coun-
tries. In this research which is conducted based on that point, profiles of employees working
at food and beverage enterprises active in Kyrgyzstan were tried to be found out. The findings
obtained from the study are partially expected to fill the gap in the relevant field literature.

Population and Sample

Population of this study consists of employees working at food and beverage enterprises in
Kyrgyzstan. For sample, the employees who are working at food and beverage enterprises
active in Bishkek were selected. However, it was impossible to get information on the num-
ber of total employees working at such enterprises. In these data, it is mentioned that there
are total of 399 registered restaurants active in Bishkek (internet 3). Except these 399 restau-
rants active in Bishkek, no other information was found for the number of any other types of
food and beverage enterprises. In this context, by using convenience sampling method among
non-probability sampling methods; 39 food and beverage enterprises in Bishkek were chosen,
these enterprises were visited one by one and permission was requested from relevant execu-
tives to participate to the research. Positive response was taken from all the said 39 enterpris-
es, however; data could be collected from 304 employees working at these enterprises (Table
5). Therefore, database of the research consisted of 304 employees working at food and bever-
age enterprises in Bishkek.
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Table 5: Food and Beverage Enterprises Participating to the Research

Number of Number of

Food and Beverage Enterprises Distributed Collected

Questionnaires Questionnaires
Enterprise 1 (Ala carte Restaurant) 20 17
Enterprise 2 (Coffee Establishment) 15 10
Enterprise 3 (Coffee Establishment) 20 0
Enterprise 4 (Coffee Establishment) 20
Enterprise 5 (Coffee Establishment) 15
Enterprise 6 (Coffee Establishment) 15
Enterprise 7 (Ala carte Restaurant) 20 15
Enterprise 8 (Bar Establishment) 20
Enterprise 9 (Coffee Establishment) 20
Enterprise 10 (Coffee Establishment) 20
Enterprise 11 (Coffee Establishment) 15 15
Enterprise 12 (Coffee Establishment) 20 13
Enterprise 13 (Coffee Establishment) 20 0
Enterprise 14 (Ala carte Restaurant) 15 13
Enterprise 15 (Coffee Establishment) 15 15
Enterprise 16 (Ala carte Restaurant) 25 15
Enterprise 17 (Coffee Establishment) 15 10
Enterprise 18 (Ala carte Restaurant) 20 20
Enterprise 19 (Bar Establishment) 15 0
Enterprise 20 (Fast-Food Establishment) 15 15
Enterprise 21 (Ala carte Restaurant) 30 16
Enterprise 22 (Coffee Establishment) 30 15
Enterprise 23 (Ala carte Restaurant) 30
Enterprise 24 (Ala carte Restaurant) 30
Enterprise 25 (Coffee Establishment) 20
Enterprise 26 (Ala carte Restaurant) 15 14
Enterprise 27 (Coffee Establishment) 20
Enterprise 28 (Coffee Establishment) 20
Enterprise 29 (Catering Establishment) 30 7
Enterprise 30 (Coffee Establishment) 5
Enterprise 31 (Coffee Establishment) 15
Enterprise 32 (Coffee Establishment) 20
Enterprise 33 (Coffee Establishment) 20
Enterprise 34 (Ala carte Restaurant) 20 14
Enterprise 35 (Catering Establishment) 20 20
Enterprise 36 (Catering Establishment) 20 15
Enterprise 37 (Catering Establishment) 20 20
Enterprise 38 (Fast-Food Establishment) 20 10
Enterprise 39 (Fast-Food Establishment) 10 5
TOTAL 755 304
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Data Collection Instrument and Analysis

Research data were collected by survey method. Questions included in questionnaire form
were prepared by utilizing the studies of Erdem et al. (2015), and by considering the national-
ities of the sample, the questionnaire form was copied in two languages (In Kyrgyz and Rus-
sian). The questionnaire was applied during June — September 2017 period by personally vis-
iting the establishments. Some parts of the questionnaires were filled by talking to employees
face to face, and some others were left to establishments and collected in later periods. How-
ever, some establishment directors stated that they were not able to make the employees fill in
the questionnaire forms by showing work load as reason. In this manner, 304 questionnaires
in number which were suitable to provide data could be obtained from 21 establishments. Fre-
quency and percentage calculations were made on questionnaire data.

Findings and Discussion

In the research, demographic features of the group that constitute the sampling were exam-
ined. The results are given in Table 6.

Table 6. Demographic Features of the Participants

Gender Frequency (n) Percentage (%)
Male 128 421
Female 169 55.6
No reply 7 2.3
Age Frequency (n) Percentage (%)
17-20 98 32.2
21-25 124 40.8
26-30 44 14.5
31-35 15 4.9
36-40 n 3.6
41-45 5 1.6
46-50 3 1.0
51and above 1 0.3
No reply 3 1.0
Marital Status Frequency (n) Percentage (%)
Married 92 303
Single 195 64.1
Widow 2 0.7
No reply 15 4.9
Nationality Frequency (n) Percentage (%)
Kyrgyz 274 90.1
Kazakh 8 2.6
Uzbek 1 0.3
Russian 10 33
Turkish 1 0.3
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Other 4 13
No reply 6 2.0
Educational Status Frequency (n) Percentage (%)
Secondary School 9 3.0
High School 82 27.0
Vocational School 92 30.3
Bachelor Degree 90 29.6
Master's Degree 4 13
No reply 27 8.9
Did You Have Tourism Education? Frequency (n) Percentage (%)
Yes, at associate degree 81 26.6
Yes, at bachelor degree 36 11.8
Yes, | participated to tourism training courses 30 9.9
No, | didn't have tourism education 144 47.4
No reply 13 4.2
Total 304 100

Based on the findings in Table 6, demographic features of the sampling can be summa-
rized as follows: More than half of the participants (55,6%) consist of female employees. In
terms of age groups, the options standing out in the distribution are “21 — 25” age range (40,8%)
and “17 — 20” age range (32,2%). Besides, it is remarkable that most of the employees are single
(64,1%). Predominance of Kyrgyz employees stands out among the participants (%90,1). When
we review the educational status of employees; we see that associate (30,3%), bachelor (29,6%)
and high school (27%) graduates stand out. However, it was identified that almost one of two
participants (47,4%) did not have a tourism education at any level. The ones stating that they
had tourism education at associate level are at a rate of 26,6%. And 11,8% of the sampling stat-
ed that they had tourism education at bachelor level. Based on these results, it comes to mind
that there is a problem of labor force having vocational tourism education at food and bever-
age enterprises in Kyrgyzstan.

In the next stage, distribution of participants was reviewed according to their titles. The
findings are given in Table 7.

Table 7. Distribution of Participants According to Their Titles

Position Frequency (n) Percentage (%)
Waiter 140 461
Commie 4 13
Bar Attendant 19 6.3
Finance/Account Attendant n 3.6
Guest Relations Attendant 8 2.6
Human Resources Attendant 9 3.0
Sales and Marketing Attendant 1 0.3
Other 92 30.3
No reply 20 6.6
Total 304 100
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As seen also in Table 7, approximately one participant out of two work in waiter position.
Other positions represent a small percentage, however; 30,3% of the participants marked the
option ‘other’ for the relevant question. Majority of employees marking this option stated that
they were working in positions such as cook, coordinator, dishwasher, team leader, cashier,
banquet manager, bellboy/cloakroom attendant.

In the next stage, how the group constituting the sampling are employed in their business
and their daily average working hours were reviewed. The findings are given in Table 8.

Table 8. Employment Forms of Participants and Their Average Working Hours

Your Form of Employment? Frequency (n) Percentage (%)
Full time 7 56.3
Part time 80 26.3
No reply 53 7.4
Your Average Daily Working Hours? Frequency (n) Percentage (%)
4-7 hours 24 79
8 hours 75 24.7
9-11 hours 90 29.6
12 hours 58 19.1
Above 12 hours 46 15.1
24 hours 5 1.6
No reply 6 1.9
Total 304 100

As also seen in table 8, more than half of the sampling are employed as full time in the
establishments they work. The ones working part-time have a rate of 26,3%. It was determined
that 54,3% of the participants worked 8 — 11 hours daily in average. 58 employees stated that
they worked 12 hours daily. The rate of employees working over 12 hours is 15,1%. Based on
these findings, it can be generally said that the problem regarding long hours of working in
tourism is also applicable for food and beverage enterprises in Kyrgyzstan.

In the next stage, job experiences and foreign language levels of the participants were
reviewed. The findings are given in Table 9.

Table 9. Job Experiences and Foreign Language Levels of Participants

:':JVBZ?I:Ea::VSeeZ::r?een Working In Food Frequency (n) Percentage (%)
1-5 years 110 36.2
6-10 years 119 391
11-15 years 53 174
16-20 years 10 33
No reply 12 39
Tourom Establshments? Frequency () | Percentage (%)
eNS(t)slt;\l/iiélszz:\;cs)rked at food and beverage 200 5.8
I worked at travel agencies 5 16
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| worked at airplane companies 3 1.0
| worked at hotels 45 14.8
Other 32 10.5
No reply 19 6.2
Total 304 100
Foreign Languages You Speak?' Frequency (n) Percentage (%)
English 87 18.2
Russian 285 60.0
German 12 2.5
Turkish 82 17.2
Other 10 2.1
Total 476 100

As also seen in Table 9, it was identified that three out of four participants had a job experi-
ence between 1 — 10 years in food and beverage sector. It is again understood from findings in
the table that majority of the group (65,8%) constituting the sampling do not have a job experi-
ence in tourism establishments other than food and beverage enterprises. Despite that, 14,8%
of the participants were detected to have worked also in hotels. Besides, 60% of the employees
stated that they had a knowledge of foreign language. The ones who gave ‘English’ to the rel-
evant question had a rate of 18,2% and the ones who gave ‘“Turkish” had 17,2%. It is considered
normal that the most given answer was marked as ‘Russian’ for the relevant question. Because
in Kyrgyzstan, Russian also used as official language together with Kyrgyz. Especially in daily
life, majority of young population speak Russian together with Kyrgyz. Moreover, it can be
said that the daily life flows with these two languages particularly in the capital Bishkek. But
it is remarkable that a relatively small part of the group constituting the sampling (18,2%) have
stated that they had a knowledge of English as foreign language. Considering that the number
of European tourists visiting Kyrgyzstan in recent years have increased and that these people
make consumption at food and beverage enterprises, the number of English speaking partici-
pants would be expected higher. Based on such a finding, it is likely to say that the number of
employees having English as foreign language are quite limited at food and beverage enterpris-
es in Kazakhstan. Again, that 17,2% of participants have marked “Turkish’ option as foreign lan-
guage could be considered an important finding. Particularly, an important population hav-
ing Turkish Republic citizenship residing in Bishkek could have affected on emergence of such
aresult. Or as the Turkish dialects are usually quite close to each other, it could have allowed
the young people in the country to learn Turkish in a short time and use Turkish at food and
beverage enterprises.

Finally in the research; participants’ reasons to work in food and beverage sector, their
monthly salaries and levels of satisfaction from the profession were reviewed. The findings are
given in Table 10.

In this question, the participants were allowed to choose more than one option.
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Table 10. Other Findings

Are You Working At Your Dream Job?

Frequency (n)

Percentage (%)

Yes 167 54.9

No 104 34.2

No reply 33 10.9
Total 304 100
Your Reason to Work at Food and Beverage Sector?? Frequency (n) Percentage (%)
To make money for a temporary period of time. 132 40.4

As my education background fits with this job. 80 24.5
Recommendation from my family, friends and teachers 16 4.9

As the food and beverage sector has high business advantages 32 9.8

As the owner of this enterprise is my relative/friend 33 10

As | have no other option 34 10.4
Total 327 100

Are you Pleased to Work In Food and Beverage Sector? Frequency (n) Percentage (%)
Pleased 145 477
Neutral 101 33.2

Not Pleased 47 15.5

No reply il 3.6
Total 304 100

Are You Pleased With the Job You are Currently Performing? Frequency (n) Percentage (%)
Pleased 129 42.4
Neutral 89 293

Not Pleased 73 24

No reply 13 4.3

Total 304 100

Your Monthly Wage At the Enterprise You Work in? Frequency (n) Percentage (%)
Below 250 dollars 222 73
251-500 dollars 47 15.5
501-800 dollars 9 3

Above 1000 dollars 2 0.7

No reply 24 79

Total 304 100

Are You Pleased With the Wage You are Earning At the Enterprise You Work in? Frequency (n) Percentage (%)
Pleased 106 34.9
Neutral 65 21.4

Not Pleased 7 38.5

No reply 16 53
Total 304 100

2
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Do You Think to Work In Food and Beverage Sector Also In the Future? Frequency (n) Percentage (%)
Yes, | definitely think 107 35.2
I think about working for some time 61 20.1
No, | definitely don't think to work 63 20.7
I haven't decided yet 60 19.7
No reply 13 43
Total 304 100

The findings in Table 10 can be summarized as follows: It is observed that more than half
of the participants (54,9%) work in their ‘dream jobs’. However, an interesting contradiction is
that 40% of the sampling see this job as ‘an instrument to make money for a temporary peri-
od’. The rate of ones who state that they work in food and beverage field as ‘it fits to education
they have received’ is 24,5%. 9,8% of the participants perceive business advantages of this sec-
tor as high. 10,4% of the sampling stated that they work in food and beverage sector as ‘they
don’t have any other option’. Nearly half of the participants (47,7%) are pleased to work in food
and beverage sector. But a section of 33,2% is in a ‘neutral’ tendency for that issue. Again 42,4%
of the sampling stated that they were pleased with the ‘job they are currently performing’. In
this case, the ones who marked the option ‘neutral’ has a rate of 29,3%. Besides, approximate-
ly each three out of four employees (73%) obtain a wage below 250 usd dollars from the estab-
lishments they work in. Nevertheless, 34,9% of the participants are pleased with their month-
ly average earnings in the establishments they work. The ones who gave ‘not pleased’ answer
for this question has a rate of 38,5%. Finally, it was determined that 35,2% of participants defi-
nitely think to work in food and beverage sector also in the future. 61 employees gave ‘I think
about working for some time” answere for the relevant question. The ones who definitely don’
t think to work in this field in the future has a rate of 20,7%. 19,7% of the sampling has a ‘neu-
tral” attitude for this issue.

Conclusion

As the food and beverage industry which has an important place in economies of both devel-
oped and developing countries keeps on growing rapidly, it is witnessed that the competition
among the establishments in this industry is gradually increasing. Although there are many
factors that determine the success of food and beverage establishments or allow them stay
competitive, the importance of having qualified labor force continue to be relevant. In other
words, it does not seem possible for food and beverage establishments to succeed today only
with their physical qualities. This issue has made labor force a strategical element in food and
beverage establishments.

Kyrgyzstan has an important superiority in labor market with its young population. The
number of establishments serving the country’s economy increases each passing day and this
situation brings new employment opportunities for potential employers. In the data of Nation-
al Statistical Committee of the Kyrgyz Republic 2018, the current number of registered food
and beverage establishments in the country is 4120. Great majority of these establishments are
active in the capital Bishkek. In the strategic plans that was put forward by Kyrgyzstan gov-
ernment, they declared tourism sector as one of the sectors to be improved with priority in
Kyrgyzstan. This situation gives clues regarding that tourism investments in the country will
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increase in the near future. It is thought that the investments related to food and beverage
establishments will also be effected positively from this development.

Based on the relevant assumptions, profiles of the employees working at food and beverage
establishments in Kyrgyzstan were attempted to be found in this study. As sample, the employ-
ees who are working at food and beverage enterprises active in Bishkek were selected. The most
remarkable findings in conclusion of the study can be summarized as follows:

+  Mostly female and single employees are working at food and beverage establishments
in Kyrgyzstan.

+  Majority of the employees are between 17 — 25 age range and mostly Kyrgyz citizens.

»  Though the employees show a balanced distribution according to educational status, it
stands out that high school, vocational school and university graduates are employed
more in the sector.

+  Job experiences for the majority of employees in food and beverage sector is between 1 —
10 years. It was determined that great majority of the participants had a job experience
only in food and beverage sector. Even at a small rate, a part of the employees stated that
they also had job experience at hotels.

»  Great majority of the employees indicated that they knew Russian as the foreign lan-
guage. Even at small rates, a part of the participants stated that they have the knowledge
of English and Turkish as foreign language.

+ It was detected that more than half of the sample worked 8 — 11 hours daily in aver-
age and that approximately three out of four of them obtained a wage of 250 dollars per
month. Despite that, it was identified that approximately one of two employees were
pleased to work in food and beverage sector.

+  Most of the employees indicated that they were currently working in the profession they
have dreamed of, but also as an interesting contradiction; that they preferred this field
to earn money for a temporary period.

o Finally, it was determined that approximately one third of the employees definitely
think of working in food and beverage sector also in the future.

Limitations and Suggestions for Further Researches

This research is limited with the employees working at food and beverage sectors active in
the capital of Kyrgyzstan, Bishkek. In the following studies, profiles of employees working at
food and beverage establishments in other important tourism destinations of Kyrgyzstan (i.e.
Issyk-Kul Lake, Karakol) may be reviewed. Also for the generalization of research results, the
research may be conducted on a broader sample mass.
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