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Introduction

The notion of “public catering” or “catering services” has been turned into “restaurant business” and
“restaurant services” as a result of the worldwide changes taking place in Uzbekistan. This revolution
was place not only in terms of terminology, but also in terms of the unique arrangement of the
nourishment process.

Restaurant services are quite important in modern economic activities. Restaurant services are usually
provided by a different individual, group, or corporation. Restaurant services are generally focused on
offering specific catering services in exchange for a fee to a certain individual, organization, or location.
In such circumstances, it is critical to investigate the concepts of “restaurant services” and “restaurant
services industry.”
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The generalized definition of the concept of service is given by Uzbek scientists M.K.Pardaev
(M.Pardaev, 1.Ochilov, 2011), M.A.Yusupov, Sh.D. Ergashkhojaeva (Yusupov M.A., Ergashkhodjaeva
Sh.D., 2013), J. Kurbanov (J. Qurbonov, 2009), A. Bektemirov (Bektemirov A., 2014), N. M. Nabieva
(N.M. Nabieva, 2018), including in the author’s research.

When characterizing restaurant services, we believe it is important to pay attention to their unique
characteristics; the economic entities involved in this sector cover not only production and sale, but also
the consumer process, as well as numerous cultural and recreational activities. Specific characteristics
of services, such as imperceptibility, non-preservation, non-continuity of quality, and non-abstraction
from the source of the service, are also losing importance as a result of the influence of Information
Society factors (K.M. Ibodov, 2019). As a result, the need for a single, universal definition of the idea
of restaurant services becomes more pressing

Literature review. Restaurant services-this or that is a shift in the condition of goods or services that
are subordinated to the economic system as a result of the second system’s desire and the first system’s
ability and consent (K.M.Ibodov, 2020). As a result of activity, restaurant services must be evaluated, as
well as the subject of turnover or trade, as well as the sort of activity that does not separate directly from
the manufacturer.

Restaurant services, according to N.A. Platonova, are a beneficial result of important labor aimed at
meeting people’s basic needs (ITnatonosa H.A., 2005).

Restaurant services, according to Lifit .M., are a proposition by one party to be turned into a second
party, and the service process does not anticipate having or not having any future material goods or
services (JIudpum .M., 2001).

Restaurant services, according to Chervyakov N.Y., are entrepreneurial operations relating to the
organization and management of public catering, aiming at satisfying people’s needs for excellent,
varied, and healthful meals while also making a profit (Hepssaxos H.1O., 2019).

“A restaurant business is an organization that offers to satisfy the needs of customers for quality food in
specially allocated areas, as well as offering certain services (Music, Entertainment) in accordance with
the type of institution, with the goal of obtaining business benefits on the basis of all sanitary and
hygienic, legislative requirements,” according to Timchuk V.V. (Temmuyk B. B., 20006).

“A restaurant business is a type of service that delivers catering and beverages to consumers in
specified isolated locations and meets some fundamental and regulatory and hygienic criteria,”
according to V.V. Borodina (bopoguna B. B., 2004).

According to I.LE.Jidkova, a “restaurant” is “a common catering enterprise that is organizationally and
technically comprehensive, aiming at creating a profit through a wide range of assortment, service, and
a high quality of production.” From an institutional standpoint, the restaurant industry provides vital
social and economic tasks in the national economy, according to this definition OKunkos U. E., 2003).

T.N.Polyakova defines it as “a type of economic activity aimed at meeting the personal or collective
demands of members of society, homes, diverse firms, organizations, and associations” ((ITonsikoBa
T.H., 2004)), with reference to restaurant services.

Restaurant services, of course, have a place and value in addressing client wants even when market
relations have not been decided. As a result, scientists from our nation and outside offered differing
perspectives and descriptions based on the function and relevance of society in the system of economic
interactions to the notion of restaurant services. Restaurant services are the consequence of purposeful
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directed labor actions aimed at serving the wants of people in society, as these viewpoints and
definitions demonstrate.

Methodology for research. The study employed induction and deduction, as well as logical analytical
approaches. Tables and graphics were used to convey the study’s findings in a more holistic way.

Analysis and results.

We can see that it consists of the organization of rational nourishment, as well as entertainment for all
segments of the population, as well as a set of extra services associated to this activity, based on the
definitions offered in the field of restaurant services, as well as diverse approaches.

Many services in the modern market system are also explained by moderation or convergentization.
Bunda commodities have both intangible and tangible qualities, and services have both. It’s difficult to
envision restaurant services without modern interiors, kitchen appliances, restaurant ekstereri, varied
odors, colors, movements, and music, all of which contribute to the materialization of Restaurant
Services (European Journal of Business and Management/Vol.§, No.11, 2016). Those factors can also
be thought of as a “service landscape” for services. The interaction between the restaurant and the
customer is realized in this environment with the help of various material materials that allow to
simplify the service process and increase the level of perception, the services are distinguished from
competing restaurant services, and a high level of evaluation is guaranteed. Material items are
sometimes seen as a “service landscape,” and the general case is referred to as a service. In some
circumstances, material products and materials are used to improve the quality of services provided to
customers (K.M.Ibodov, Z.M.Bazarov, 2016).

Restaurant services are dependent on the restaurants’ location, the availability of a large number of
residents, and the property’s ability to be kept for an extended period of time, which necessitates the
clarification of the restaurants’ service limits (the economic and geographical limits of the services
market) (Pekisheva E.P., 2012).

During the development of the society, individual nutrition, which is primarily organized by one person
or in the family, is the most fundamental type of Organization of the process of people’s food
consumption. Economic development has a huge impact on various cultures, traditions, and food
consumption, particularly in connection to diet, and this food consumption is passed down from
generation to generation. It’s worth mentioning that the forms of nutrition organization evolved with
time, and the number and types of extra services supplied increased on a consistent basis. As a result,
external environmental conditions have changed, as have the interests and objectives of those providing
these services.

Restaurant services are now considered as a new section of public catering, consisting of a system of
holistic processes that encompasses reproduction, turnover, and consumption. This holistic process is
made up of structures like organizational, material-technical, technological, and commercial, all of
which are subject to the production and consuming spheres.

It’s worth noting that the majority of items used in the common diet are consumed in the same location.
As aresult, they can be understood as both a commercial and a food-related business.

The uniqueness of restaurant services, in our opinion, is reflected in the process of production,
consumption, and exchange in a given area and time. It has the following features as well:

» non-permanent clients;
» to cater to various consumer segments;
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» in a short amount of time, process raw materials, semi-finished products, and sell final products;
» a wide range of technologically required devices;

» reflect the interrelated system of production, distribution, and consumption;

» due of the frequent swings in consumer demand, ongoing marketing research is required.

Restaurant services also constitute a human activity sphere. As a result of the relationship between the
maker and the consumer, it arises. Restaurant services will not have a physical form, will not be able to
function independently, and will not be included in the brand value (K.M. Ibodov, 2021).

There is no one definition of restaurant services as a subject of turnover in the scholarly literature.
Restaurant services are viewed by some economists as a historical development and enhanced form of
human activity that may be found in a variety of social systems and production relations (K.M. Ibodov,
2021).

The consumption of material goods comes first in the arrangement of restaurant services, followed by
the restoration of the population’s working capability or labor force. Thus, the realm of restaurant
services provides an important socio-economic function by participating in a specific stage of
reproduction.

Because the maintenance and quality of restaurant services are not consistent, their use in the future will
be meaningless; the relationship between the manufacturer and the consumer will be favorable, and all
hygienic criteria will be met. This is a unique feature not seen in most services.

The restaurant’s services are unique in that they are, in our opinion, linked to their production and
consumption, which is carried out by the manufacturer in the process of providing these services to the
consumer, expressing the impossibility of separating the service from the source of production. Indeed,
restaurant services can be delivered directly to the consumer via manufacturer-to-consumer contact.

The examination of the above various points of view, which were aimed at defining the idea of
restaurant services, allowed for the development of a better definition based on the demands of the
present economic system.

Restaurant services, in our opinion, are a subset of the sphere of services, resulting in a new type of
material naflilik associated with the provision of highly individualized catering services,
organized around customers’ national, cultural, and consumer dishes, as well as sanitary and
hygienic requirements, as well as additional services related to the organization and
implementation of the consumer.

This description, in our opinion, adequately describes restaurant services as a source of good influence
while also not contradicting the basic definition of services. Restaurant services are a form of service
that will eventually materialize, be felt, and have a good impact on people through the discharge of
tangible items, cultural, and spiritual enjoyment.

In daily lives, restaurant services coexist alongside several areas of the service business. It is, however,
incorrect to presume that restaurant services are also suited for other commercial companies or
subsidiary farms that work with restaurants. As a result, restaurant services are offered by Production
Units or individual economic entities with the responsibility of delivering these services to the general
public and economic entities.

Another unique feature of restaurant services is that the majority of the workers in the area works in the
service industry. As a result, it is classified as one of the service industries. However, its importance to
the sphere of production or restaurant services should be determined by its contribution to the
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reproduction of gross domestic product and national income, as well as the labor characteristics of the
population working in the region.

Worker labor in the sphere of Restaurant Services takes on a tangible shape and is manifested at new
consumer values. Also, the work of restaurant hall employees or service people is a material service,
with the primary goal of completing finished items. This means that, due to the nature of labor and the
functions performed in the field of restaurant services, it serves to improve the competitiveness and
efficiency of peer sectors of the economy as a separate branch of the services industry, while services
related to the provision of material services to consumers are its own peculiarities. In my opinion, the
realm of restaurant services should be described as a separate branch of national economic services as
follows: (Figure 1).

National economy € -------- -
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Figure 1. Its position within the national enterprise in the food services sector
Source: Developed by the author based on research results

As a result, the social and economic significance of the restaurant services industry is expressed in the
harmonization of market players’ interests, resulting in the development and efficiency of the national
economy.

While the area of restaurant services is an important sector of the national economy, it is also a separate
sector whose activities and growth are mirrored in the national economy’s development and stimulate
more effective market relations decision-making.

Conclusion and recommendations. The following findings were obtained based on an examination of
the theoretical and methodological aspects of research in the field of restaurant services:

» due to the deepening of socioeconomic processes, the necessity for regular analysis of the services
market, including the internal and external environment of the restaurant services sector, is
becoming more important in the face of rising competition.

» the notion of “public catering” or “catering services” was transformed into “restaurant business” and
“Restaurant Services” as a result of worldwide changes taking place in our country.

» the fact that restaurant services are described as a subject intended to provide services for a fertile
layer of the population, as well as the services provided by it, has resulted in the future popularity of
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these types of services being limited, as well as the inability to keep up with the trend of providing
services related to catering organization in today’s world.

the postindustrial nature of the services sector’s development indicates that Restaurant Services
consists of organizing rational nutrition and recreation for all categories of the population, as well as
a set of additional services related to this activity, such as concurrently entering a mixed state,
recalculation or return of excess orders according to the wishes of customers;

restaurant services, in our opinion, are a singular network of highly personalized services associated
with the creation of a new type of materiality associated with the provision of catering services
based on national, cultural, and consumer practices, as well as the organization of consumption and
recreation. reflects a collection of extra services.
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