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Section 1. Executive Summary

The questionnaire was prepared by "Tour Advice" LLC within the frameworks of The EU4Business
“Innovative Tourism and Technology Development for Armenia’ project, co-funded by the European
Union and the Federal Ministry for Economic Cooperation and Development (BMZ) and implemented
by German Development Cooperation GIZ through the Private Sector Development and TVET South
Caucasus Programme. The project is part of the EU4Business initiative of the European Union.

The purpose of the questionnaire is to discover the range of services offered at the catering service
providers of Shirak, Lori and Tavush provinces. Due to the collected data, the types of offered food
and beverages, level of awareness on sanitary norms and its applicability was determined. As a result,

analyzing all the data, new menus will be created in cooperation with the selected beneficiaries.
Section 2. Objectives

The objectives of the survey are the following regarding the catering service providers of Shirak, Lori
and Tavush regions:
> toidentify the languages the menus are displayed in;
to find out the introduction level of the ingredients of the offered dishes and their photos;
to discover the origin of products catering service providers use for the dishes;
to estimate the average number of catering service providers that offer regional cuisine;

to discover the types of cuisine offered in the catering service providers;

>

>

>

>

» to find out the types of food Armenian travelers prefer;

» toidentify the types of beverages Armenian travelers prefer;

» toidentify the languages staff members communicate with;

» to discover the additional services offered by catering service providers;

» to discover the level of awareness on Covid-19 safety and sanitary norms of catering service

providers.

Section 3. Research Methodology

In line with conducting the online questionnaire, semi-structured interviews were employed with the
potential ventures. The method of purposive sampling was chosen in order to make contact with all
the existing catering service providers of the target regions. The size of the sample largely was based

on the data available on various travel websites, such as www.tripadvisor.com. In addition, there was



http://www.tripadvisor.com/

extensive collaboration with the travel professionals of Tavush Tourism Research & Development
Center, who provided us with the list of all the catering service providers of Tavush province.
Information about the catering service providers in Lori province was provided by our expert and
experienced tour guide from Lori region, Saro Ohanyan. Data on the accommodations of Shirak region

was extracted from the above-mentioned website.

Section 4. Interpretation of Results

Overall, the staff members of Tour Advice LLC has contacted more than 150 catering service providers
in the target regions of Lori, Tavush and Shirak via both phone calls and e-mail.
An online questionnaire was sent to more than 100 accommodation providers located in the target
regions. Here are the results:

a) 71 accommodations were contacted in Tavush province, out of which

- Response rate - 21

- Non-response rate - 35

- Not working in the times of Covid-19 pandemic - 15

b) 40 accommodations were contacted in Shirak province, out of which
- Responserate - 17
- Non-response rate - 15

- Not working in the times of Covid-19 pandemic -8

c) 36 accommodations were contacted in Lori province, out of which
- Response rate - 20
- Non-response rate - 12

- Not working in the times of Covid-19 pandemic - 4

As a result, overall 60 responses were accumulated.

Q1 Name of a catering service provider.

Surveyees were asked to fill out the names of their catering service providers so that they would later

be contacted. Total number of respondents is 60.

Q2 Location of a catering service provider.
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m Tavush = Lori = Shirak

Question 2 aims to discover the location of the catering service providers that participated in the
survey. The majority of respondents are from Tavush province, comprising 36.2% of the overall
response rate with 21 surveyees. Next comes Lori province, making up 34.5% of the total rate, with
20 participants. The least number of surveyees are recorded from Shirak province, being marked by

29.3% of the overall rate, with 17 participants. Total number of respondents is 58.

Q3 Identify the type of catering service provider.
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® Restaurant = Bakery/tavern = Diner = Fast food restaurant = Bar/pub = Café m Other

The aim of Question 3 is to discover the types of catering service providers that exist in the target
regions. Restaurants make up the majority of the surveyees with 31 participants /51.7%/. Cafés come
next with 15 respondents and contribute with 25% of the total response rate /15 responses/. Other
respondents include bakeries and taverns /6.7% with 4 responses/, fast food restaurants /5% with 3

responses/, etc. Total number of respondents is 60.



Q4 Do you have a menu?

Answer N of responses % ‘
Yes 56 93.3
No 4 6.7

The purpose of Question 4 is to find out if catering service providers have menus. The majority of the
respondents /56 surveyees/ mentioned they have corresponding menus marking up 93.3% of the total
response rate. Only 4 participants mentioned they either do not have menus or are currently working

on it. This marks up 6.7% of the overall response rate. Total number of respondents is 60.

Q5 In which languages are the menus are displayed in?

other I 7.6
English . 71.2
Russian  [Ie  590.6

Armenian | —— 2.3
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Question 5 is aimed at discovering in which languages menus are displayed in. The highest number is
recorded for Armenian, with 48 participants that makes up 92.3% of the total response rate. English
comes next with 37 responses and marks up 71.2% of the overall rate. Russian received 31 responses

and contributes with 59% to the overall rate. Total number of respondents is 52.



Q6 Are all the dishes mentioned in the menus?

The missing dish can be preapred [N 31
Party W 1.7
No M 34
Yes |, 6.2
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The goal of Question 6 is to find out if all the offered dishes are mentioned in the menu. The majority
of the surveyees /50 participants/ mentioned that they offer all the dishes mentioned in the menu,
thus marking up 86.2% of the overall rate. Moreover, 18 surveyees added that the missing dish can be
prepared if requested /31%/. Only a small part of surveyees claimed that some dishes may not be
included in the menus but will be prepared if there will be demand. Total number of respondents is

58.

Q7 Are the ingredients of the dishes mentioned in the menu?

30.2

45.3

\

® Yes /no info on alergens/ = Yes /with info on alergens/ No Partly

22.6
1

The aim of Question 7 is to identify if the ingredients of the dishes are mentioned in the menus of the
catering service providers of the target regions. The majority of the surveyees /24 responses/ claimed
that their menus display the ingredients of the offered dishes, thus marking up 45.3% of the overall

rate. Some other 16 catering service providers mentioned that ingredients are either not mentioned
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for all the dishes or the information on ingredients is not introduced in detail. This makes up 30.2% of
the total response rate. Other participants /12 responses/ reported that their menus do not indicate

the corresponding ingredients. Total number of respondents is 53.

Q8 Are the photos of the dishes displayed in the menu?

11.3

mYes = No = Partly

The goal of Question 8 is to discover if the menus of catering service providers display the photos of
the dishes. The majority of respondents claimed that their menus include photos of the dishes,
comprising 45.3% of the total rate with 24 responses. Some other 23 surveyees mentioned their
menus do not incorporate photos of the dishes and this makes up 43.4% of the total response rate.
Only 11.3% of the respondents claimed that not all the photos of the dishes are displayed. Total

number of responses is 53.

Q9 What is the origin of the products you use in the dishes?

Other 5.2
Both 61.4
Imported products 1.8

Regional products 31.6



The aim of Question 9 is to identify the origin of the products used by catering service providers. The
majority of respondents claimed that they use both imported and regional products, thus marking up
61.4% of the total response rate /35 responses/. On the contrary, minimum response rate is recorded
for ‘imported products’, marking up 1.8% of the overall rate with only 1 response. Total number of

respondents is 57.

Q10 What is the percentage of local dishes in the menu?

28.3

m (0-25 = 25-50 = 50-75 =75+

The goal of Question 10 is to identify the extent to which regional dishes are included in the menus.
The majority of respondents that comprises 19 surveyees mentioned that only 0-25% of their menus
include regional cuisine /31.7% of responses/. Regional cuisine that comprises 25-50% of menus were
reported by 17 participants /28.3% of responses/. 15 respondents /25%/ mentioned that 50-75% of
their menus include regional dishes. Only 9 participants claimed that 75+ % of their menus have

corresponding regional dishes /15% of responses/. Total number of respondents is 60.

Q11 Cuisines of which country do you offer?

Other NG 25.5
Georgian M 5
Eastern N 11.7
European NN 333
Armenian | —— 76.7
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Question 11 is aimed at discovering which cuisines are offered at the regional catering service
providers. The majority of the surveyees /46 responses/ mentioned that their menus include mainly
Armenian traditional dishes, marking 76.7% of the total rate. European cuisine is offered by 33.3% of
the surveyees /20 responses/. Minimum response rate is recorded for Georgian cuisine with only 3

responses, marking up 5% of the overall response rate. Total number of respondents is 60.

Q12 What are the best selling dishes among local travelers?

Other N 8.5
Fast food [N 133
International cuisine NN 35
Armenian traditional cuisine I 66.7
Regional cuisine I 45
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Question 12 identifies the top dishes preferred by Armenian travelers. The majority of the
respondents that comprise 66.7% of the total rate /40 responses/ prefer Armenian traditional cuisine.
Regional cuisine is chosen by 27 surveyees and makes up 45% of the total rate. 21 respondents prefer
international cuisine, marking 35% of the overall response rate. The minimum response rate is

recorded for “fast food”, making up 13.3% of the overall rate. Total number of respondents is 60.

Q13 What kind of dishes do Armenian travelers mainly order?

Other [N 10.2
Fish dishes NN 11.7

Dessert [INIIIENEGEGGEGEE 20
Hot dishes I 30
Appetizers GG 1.7
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The aim of Question 13 is to discover the type of dishes Armenian travelers prefer. Option “hot dishes”
received the majority of responses (48 surveyees), thus contributing 80% to the total response rate.
“Appetizers” was chosen by 37 surveyees and makes up 61.7% of the total rate. As for “dessert”, it
was picked by 12 participants, thus making up 20% of the overall response rate. Only 7 participants

chose option “fish dishes”, marking up 11.7% of the overall rate. Total number of respondents is 60.

Q14 What kind of food do Armenian travelers prefer?

6.8
34

89.7

m Carnivore = Vegan (vegetarian) = Other

The goal of Question 14 is to identify the origin of dishes preferred by Armenian travelers. 52
surveyees marked their customers as carnivores, totaling 89.7% of the response rate. On the contrary,
2 participants claimed their guests are mainly vegetarians, contributing 3.4% to the overall rate. Total

number of respondents is 58.

Q15 What kind of alcoholic and non-alcoholic beverages do Armenian travelers prefer?

Other I 32.3
Vodka I 441
Wi e | 49.2
Beer I 40.7
Refreshing drinks I 2?2
Mineral water I 23.7
Fruit compote . 30.5
Tan I 15.3
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Question 15 is aimed at discovering the types of beverages preferred by Armenian travelers. Among
alcoholic beverages, “wine” was chosen by the majority of surveyees (29 responses), contributing
49.2% to the total rate. “Vodka” was picked by 26 surveyees and marks up 44.1% of the overall rate.
Other options include “beer” /40.7% with 24 responses/, “fruit compotes’’ /30.5% with 18 responses/,
“mineral water” /23.7% with 14 responses/, “refreshing drinks” /22% with 13 responses/ and
“tan”/15.3% with 9 responses/. Among other drinks whiskey, Syrian vodka, cognac, types of tea and

coffee were mentioned. Total number of respondents is 59.

Q16 What languages does the staff communicate with?

Other M 5.1
Russian [N 08.3
English I 50.3

Armenian I 100
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The goal of Question 16 is to identify the languages staff members of catering service providers
communicate with. From foreign languages, “Russian” was chosen by 58 surveyees and makes up
98.3% of the overall rate. As for “English”, it was picked by 35 respondents and contributes 59.3% to
the total response rate. Other languages include Georgian, French, Arabic and Chinese. Total number

of respondents is 59.

Q17 Which of the below-mentioned services do you offer?

Other IR 897
Self catering NN 156
Master class /craftsmaking/ Il 4.4
Master class /food preparation/ N 15.6
Shows NN 156
Live music IS 20
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The aim of Question 17 is to find out what extra services are offered by catering service providers. The
following were mentioned: self-catering services /15.6% with 7 responses/, master classes of
craftsmaking /4.4% with 2 responses/ and food preparation /15.6% with 7 responses/, shows /15.6%
with 7 responses/ and live music /20% with 9 responses /. Other responses /59.7% with 26 responses/
include events, games connected with food preparation, master classes of cocktail preparation,

karaoke, fishing, overnight, etc. Total number of respondents is 58.

Q18 What kind of improvements are you going to make in order to mitigate the impact of Covid-19?

Other M 3.4

Limited number of guests GGG 60

Ventilation of area I 90
Social distancing at tables GGG /1.7
Disinfecting tables and dishes I 1.7
Masks I  66.7
Disinfectants I | 08.3
Anti-pandemic informative brochures NN 58.3

Temperature measurement I 35
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The goal of Question 18 is to find out the level of awareness on Covid-19 precautionary measures. The
majority of respondents /98.3%/ claim they use disinfectants /59 surveyees/. 55 surveyees mention
disinfecting tables and dishes, marking up 91.7% of the total rate. Other responses include ventilation
of area /90% with 54 responses/, temperature measurement /85% with 51 responses/, social
distancing at tables /71.7% with 43 responses/, availability of masks /66.7% with 40 responses/,
limited number of guests /60% with 36 responses/ and anti-pandemic informative brochures /58.3%

with 35 responses/. Total number of respondents is 60.

Q19 What changes or improvements in your services do you plan to make?

Question 19 is aimed at discovering future strategic and improvement plans of catering service
providers that will be implemented in the times of Covid-19 pandemic. Here is a list of the most
common answers:

e create new partnerships;

e find new methods of customer safety and security provision;

e implement daily disinfections;

14



e raise awareness on pandemic regulations;

e add new types of teas in menus /herbal teas/;

e plan discounting strategies;

e improve sanitary norms;

e implement new promotion campaigns;

e enlarge outdoor area;

e create new anti-pandemic informative brochures;

e add new dishes and beverages rich in vitamins to their menus;
e organize new events;

e |imit the number of customers;

use automatic dishwashers and disinfecting equipments.

Total number of respondents is 46.
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Conclusion

Summing up the results of the questionnaire, it can be clearly seen that regional catering service

providers were hard hit by the impacts of Covid-19 pandemic and plan to establish risk mitigation

strategies in order to meet the new standards. Total number of participants is 60, with the highest

rates in Tavush province. The objectives of the questionnaire are met through the elaborated

guestions. Based on the accumulated results, the following conclusions about the regional catering

service providers are drawn:

v

AR

D N NI N N N N N N

the majority of catering service providers that took part in the survey comprise restaurants
and cafés;

among foreign languages, the majority of menus are available in English and Russian;
ingredients of the dishes are introduced in the majority of menus of catering service providers;
half of the menus include photos of the dishes offered at the regional catering service
providers;

regional catering service providers use both imported and regional products;

only a small percentage of catering service providers offer regional cuisine;

half of the catering service providers offer Armenian traditional cuisine;

hot dishes are the most requested type of food by Armenian travelers;

the majority of Armenian travelers are carnivores;

wine and vodka are best-selling beverages among Armenian travelers;

the majority of staff members of catering service providers communicate in Russian;
precautionary norms considering Covid-19 pandemic, such as provision of disinfectants,
frequent air ventilation, limited number of guests and temperature measurement, are strictly

followed by all catering service providers

To overcome the impact of Covid-19, the majority of regional catering service providers plan to offer

new services that will adhere to the new preventative measures.
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Appendix

Zupgupbpphly uiinh Swnwympinibubp dwnmgnnutph hudwp

Zupguipbphlp Juquyky F "Tour Advice" wnmphunwlmb phlkpnipyul [npdphg EU4Business
“Innovative Tourism Action Grants in times of Covid-19” Spwgph spowlnulhbpnid: GU-i phqlikup hwdup
hwprudbplnipyull « bnpupupuwluwi nniphqdh b wkjinnghwbiph qupqugnid Zwjwuwnwih
hudwpy Spughpp hudwphbwbuwnpynid P Gypnyuwlmb dhnipypul b FEpdwiahugh nupbughi
hwbpuwybnnipypul nhnbuwlul hudwgnpéwlgnipnul b qupquguml hwpnupupniprul nndhg:
Ui ppuwluwinugymd b QEpdwbhuygh dhowmgquypll hudwgnpbwlgnyeyul phlkpnyeyub (QUZL)
«Uwubun/np hungwsh qupqugnid b dwubwghnwluwl [penyemnid o niunignid Zwpujughb
Unylwunid» Spugph §nnlhg:

Zupguypbpphlh wuwnmwli Fowwupgl;  Chpwlhp, Lnpm b Sunniph dwpgbpnid ubbnh
Swnuyniynibblp dunnnigny huununnnipinibbbph wppnuwnwipughl wpwbd iwhunnnyentbakpp b
dupwguiybph  puquuquibnyeniip:  Zujupwgpyus  ufjuybkph  ohnphpy  hlupun/np  §jhbh
puguhwpnk; Aniuhuughl dwpgbpnid ubbnh Swnuygniyemnibablbp Junnnignnikph gqnpénibbnipnui
opewliulip, qpnuuopohliibph bwpiplinpuws vhbnuunbuwfabpp o vwihwnwpuwbhghbiapl bnpdkph
dwupl ppuqbhymdniprul b fhpwnkipnipyul dulupnulp: Upyniapnid junkndyki gpnuwppouyhli
inp kppmightkp phpwhughl dupgkph spaguhwpnijwéd qpoumppeughll nignnupnibbikph onipe
bbpunkiny whkywlwb Gnp dwrwguialbp U [kgnippui  Juypkp, npnip  ppkig  hkpphl
Jhulwyunnwupnu ikl gnpéng vwbhwnwpwhhghbihl b wiyunwignipyul dnpdkphi:

1. Utunh opjtjinh muduunidp:

2. Qnpéniubnipjut Juypp:

© Chpwlh uwpq
o Lnnnt dwpq

o Suynigh dmipq

3. Uokp gnpéniubinipjut nkuwlp:

o [Fhuwnnpwl
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Zugunnit / wuwbigny
Swpwpuwl

Upwg utiinh Ytwn
Fap / qrup
Unpdwpwi

Uy

Unlw' & Suowuguly:

Upn
11y

0" {kgniikpny £ hwuwibih dwswguilyp /hiapudnp t 1-hg wbijh wunwuowly/:

Zuygipk
(Fniubpkl
Ulgikpku
Un

Swpuguitynid tkpuyugu’s ki pnpnp wpunbuwlibpp:

Upn
fly

Uwuwdp

Fuguluynn dwpwntuwyp jupnny Eywinpuunyt) hyniph gotynipjudp

Swpuguitynud tkpuyugu’s ki fwounnbuwlubph pununpmpntibbpp:

Ujn /wnwg wkpghutubph dwuht wkntynipjui/
Ujn /utpgbuttph dwuht nbkntnipemiup tkpundws L/
I3

Uwuudp
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8. Swpwgwulnid nhqunpyu’s ki tupibp:

o Um
o [y
o Ny pninp dwownbuwljutiph hwdwp

9. B’y mbhuwljh Upbpplbp p oquuugnpénud:

o SYju dwpgh wmpunwunpubpubp

o “tpuhg Ukpypynn wpunwnpubiplitp
o bBplniul

o Ujn

10. Qtp  fwowguilh pwih’ wnlnub ki Juqumd  wfjup  nkqubpht  pinpny

Swowmnbuwlutpp:

o 0-25
o 25-50
o 50-75

o 75-hg puipan

11. N’p kplypikph nhwingh fwpwnbuwlikpi kp dwnnignud:

o Zuwjjulul
o Bypnyuwlwi
o Uplbkpyut

o U

12. 2wy qpnuwopehljibpp 0 fwpwwnbuwlbphg ki wdbbwounnt - oquujnid
/wnuybjugnyup 2 yuunwupwy:
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13.

14.

15.

Siju mwpwswppgwth punpny wjwbnulju dwpwnbumlubp
2uyluljuit wiwbnuluwl junhuting

Zudwpwuphuyhtt unhwiingh wpwntuwlukp

Upwgq ulintuy

Un

Bty utmi b b wdkiwouinp yuum]hpnud hwy gpnuwppehikpp /Aunun]bjugniip 2
wunwujuwl/:

‘Lwjuntinbun
Swip ntinkun
Thubpn
Quuudptpp
Un

busujhuh” swquwt utnihin ki twhuptunpoid huy qpnuwspehlyubpp:

Uuuwjhtt
Pnruwljut
Ui

B’y nhuwlh wyynhnyujhtt & ny wyynhnjujhlt Judhspibp &o Gwjupnpmd huy

qpnuwppohljutipp /wpwybjugnyup 2 yuwnwupuwty/:

Pul

Unquyht jndynunn

Zwupwyhti 9nip

Ququynpyus pungpuwhwd pduythputp
Quphonin

Qhup
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16.

17.

18.

Onh
Uy

Uguuwplynn wohmunuljuqup bty (kqouikph b wppuybnnd /htwpudnp b 1-hg
wybh uunwupuwiy/:

Zuytipk
Ulgqtpku
Mniubpku
Un

Zhnlywy Swnwympymbtphg npn’tp bp wewgwpynid /htwpunp E 1-hg wykih
yunwupuwiy/:

Ghunwuh kpudownnipnil

Cnni dpuqnkp

Hwpy g nuubp /utiinh yunpuundwub/

Jwpytnwg quubp /wphtunuwgnpsuljub/

buptwuywuwpnud  /fwpwnbuwlubph  hupunipnyt  wwwpwunnd b

uywuwpynid/
Ui
Covid-19  hwlw]uwpwlh  wwpwsiwh  Yuwbwpgbpdwit  monlus — h'os

Uhongunnidubp tp hpujutwgunid /htwpwynp £ 1-hg wyb] quwwnwupwty/:

Qtpdwswihnid b dwwnywh ke gpuiignud

Swpwépnid nbknkjunduljut ppngniputph nknunpnid
Uinwhwidwt vhongubph wnjuynipinti

Uhwtquuju oginuugnpsdwt pdojujuts nhuwljutkiph wnjuynipniu
Utnuuubtph b uywuph wjupnwhnid
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o Utnuuukph mknunpnid 1.5 dkwnp hknpwynpnipjut Jpw
o Swpuwdph dpnnwujut onwthnjunid

o Ughniubph vwhdwtwthwl pubtuy

o Uy

19. higpnud Glp Gk 'ty pupbjudmudibp jud hnhnjunipynibiikp bp twunbund
hpuwlwbwgub:
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* gk
Fhpiluboljub
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