
1 

RUSSIA / ÐÎÑÑÈß 

HOSPITALITY 
ÃÎÑÒÈÍÈ×ÍÀß ÍÅÄÂÈÆÈÌÎÑÒÜ 

MARKETBEAT 

A Cushman & Wakefield Hospitality Publication 
2011 

The distinctive trend of the Moscow hospitality market in 
2011 became the difference in occupancy for the luxury 
and upper upscale segments as compared to the other – 
more affordable – segments. The upscale, upper mid-scale 
and mid-scale segments all registered an occupancy peak 
in Q3 of 74%, 82% and 77% respectively. This was the 
highest quarter for occupancy – yet it was the summer 
season. At the same time though ADR for Q3 was by far 
the lowest in the year. This indicates that summer group 
leisure business is becoming an important part of the an-
nual hotel occupancy for hotels out-with the luxury seg-
ment. The boost to occupancy does come at a drop in 
rate but such groups will in turn spend money on other 
services such as breakfast and group meals so it is worthy 
business certainly. 

Îäíîé èç èíòåðåñíûõ òåíäåíöèé íà ãîñòèíè÷íîì ðûíêå 
Ìîñêâû â 2011 ãîäó ñòàëî òî, ÷òî òðåíä ïî çàãðóçêå 
ãîñòèíèö êëàññà ëþêñ è âåðõíåãî ïðåäåëà âåðõíåãî öå-
íîâîãî ñåãìåíòà îòëè÷àëñÿ îò òðåíäà ãîñòèíèö áîëåå 
äåøåâûõ êàòåãîðèé.  Çàãðóçêà ãîñòèíèö âåðõíåãî, âåðõ-
íåãî ïðåäåëà ñðåäíåé öåíîâîé êàòåãîðèè è ñðåäíåãî 
öåíîâîãî ñåãìåíòà äîñòèãëà ìàêñèìóìà â III êâàðòàëå è 
ñîñòàâèëà ñîîòâåòñòâåííî 74%, 82% è 77%. Íåñìîòðÿ íà 
òî, ÷òî ýòî áûë ëåòíèé ñåçîí, èìåííî â III êâàðòàëå çà-
ãðóçêà ãîñòèíèö ýòèõ ñåãìåíòîâ äîñòèãëà ìàêñèìàëüíûõ 
çíà÷åíèé. Â òî æå âðåìÿ ïîêàçàòåëü ADR (ñðåäíèé òà-
ðèô) áûë åäâà ëè íå ñàìûì íèçêèì çà âåñü ïðîøëûé ãîä. 
Ýòî ñâèäåòåëüñòâóåò î òîì, ÷òî ëåòíèé ñïðîñ ñî ñòîðî-
íû òóðèñòè÷åñêèõ ãðóïï íà÷èíàåò îêàçûâàòü áîëüøîå 
âëèÿíèå íà îáùóþ ãîäîâóþ çàãðóçêó ãîñòèíèö âñåõ êà-
òåãîðèé, çà èñêëþ÷åíèåì ëþêñîâîãî ñåãìåíòà. Ðîñò çà-
ãðóçêè ïðîèñõîäèò çà ñ÷åò ñíèæåíèÿ òàðèôà, îäíàêî òó-
ðèñòè÷åñêèå ãðóïïû îáû÷íî ïðèíîñÿò ãîñòèíèöàì äîõîä 
íå òîëüêî çà ñ÷åò ðàçìåùåíèÿ, íî è çà ñ÷åò èñïîëüçîâà-
íèÿ òàêèõ äîïîëíèòåëüíûõ óñëóã, êàê ïèòàíèå (çàâòðàêè, 
îáåäû è ò.ä), ïîýòîìó, áåçóñëîâíî, ýòî âûãîäíûé áèçíåñ 
äëÿ ãîñòèíèö. 

Source: Cushman & Wakefield Hospitality , STR Global 

LUXURY 

ÑÅÃÌÅÍÒ ËÞÊÑ 

UPPER UPSCALE 

ÂÅÐÕÍÈÉ ÏÐÅÄÅË ÂÅÐÕÍÅÃÎ ÖÅÍÎÂÎÃÎ          
ÑÅÃÌÅÍÒÀ 

MOSCOW 2011 RESULTS PER SEGMENT / QUARTER 

ÃÎÑÒÈÍÈ×ÍÛÉ ÐÛÍÎÊ ÌÎÑÊÂÛ: ÈÒÎÃÈ 2011 ÃÎÄÀ ÏÎ ÑÅÃÌÅÍÒÀÌ È ÊÂÀÐÒÀËÀÌ 
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Â öåëîì ïî ãîðîäó ðîñò ïîêàçàòåëÿ RevPAR ñîñòàâèë 8% 
ïî ñðàâíåíèþ ñ 2010 ãîäîì – ñëåäñòâèå ðîñòà çàãðóçêè 
íà 5% è ñðåäíåãî òàðèôà íà 3%. 2011 ãîä ñòàë ãîäîì 
ñòàáèëüíîãî è äàæå çíà÷èòåëüíîãî ðîñòà. Ñëåäóåò îòìå-
òèòü, ÷òî óæå âòîðîé ãîä ïîäðÿä íà ãîñòèíè÷íîì ðûíêå 
ñòîëèöû íàáëþäàåòñÿ ðîñò, ïðè÷åì ýòà òåíäåíöèÿ ñî-
õðàíèòñÿ è â 2012 ãîäó ñ òîé ëèøü ðàçíèöåé, ÷òî óâåëè-
÷åíèå òàðèôîâ ìîæåò ñëåãêà îïåðåäèòü ðîñò çàãðóçêè. 

Ñàìûé çíà÷èòåëüíûé ðîñò íàáëþäàëñÿ â ñðåäíåì öåíî-
âîì ñåãìåíòå, âåðõíåì ïðåäåëå ñðåäíåãî öåíîâîãî ñåã-
ìåíòà è ãîñòèíèöàõ âåðõíåãî öåíîâîãî ñåãìåíòà 
(óâåëè÷åíèå RevPAR ïðèìåðíî íà 10% âî âñåõ ñåãìåí-
òàõ). Ýòî ñíîâà ñâèäåòåëüñòâóåò î òîì, ÷òî ïîêóïàòåëü 
ïðåäïî÷èòàåò âûãîäíîå ñîîòíîøåíèå öåíû è êà÷åñòâà. 
RevPAR â ñåãìåíòå êëàññà ëþêñ, êîòîðûé âêëþ÷àåò òàêèå 
ãîñòèíèöû, êàê Ritz Carlton è Park Hyatt, âûðîñ íà 3%, â 
îñíîâíîì, çà ñ÷åò ðîñòà òàðèôà, à íå çàãðóçêè. 

The city in general closed 2011 at 8% RevPAR increase 
over 2010 figures. This came from a 5% growth in occu-
pancy and 3% in average rate. It was steady, if not spec-
tacular, growth. Importantly it was the second straight 
year of growth and the similar trend is expected in 2012 – 
with perhaps a slightly higher rate growth over occupancy. 

The highest growth was recorded in the mid-scale, upper 
mid-scale and upscale segments (around 10% RevPAR for 
all) – again showing a preference for value for money on 
the market. The luxury segment (that features hotels like 
Ritz Carlton and Park Hyatt) grew by around 3% RevPAR 
– mainly in ADR and not in occupancy. 

2011 RESULTS / ÈÒÎÃÈ 2011 ÃÎÄÀ 

UPSCALE 

ÂÅÐÕÍÈÉ ÖÅÍÎÂÎÉ ÑÅÃÌÅÍÒ 

UPPER MIDSCALE 

ÂÅÐÕÍÈÉ ÏÐÅÄÅË ÑÐÅÄÍÅÃÎ ÖÅÍÎÂÎÃÎ          
ÑÅÃÌÅÍÒÀ 
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MIDSCALE 

ÑÐÅÄÍÈÉ ÖÅÍÎÂÎÉ ÑÅÃÌÅÍÒ 
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