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KAZAKHSTAN TOURIST BRAND CREATION -
FROM COUNTRY TO REGION!

The current stage in the development of the world tourism market shows that competition between
tourist destinations regarding investments, information, transport and tourist flows, environmental, eco-
nomic, social and cultural projects, ideas and, of course, specialists with value in the labor market is
becoming more acute. Further, according to experts’ forecasts, interregional competition will intensify,
and in the best position will be those of the tourist regions that not only possess the claimed regional
resources, but also will be able to use them with benefit for their development. In the conditions of such
interregional competition, the role of the formation of one’s own individuality, allowing the tourist desti-
nation to attract and increase resources for its development, increases. Thus, the relevance of the theme
of creating a tourism brand is determined by a new stage in the development of society, accompanied
by the growth of the influence of mass media and the formation of brand perception as a new intangible
asset creating added value and a new competitive advantage. The creation of a tourist brand is, in a
sense, also a requirement of time, determined by the growing strength of market relations in the context
of globalization.

The purpose of the article is to demonstrate the primary role of the construction of the country’s
tourism brand in the development of the Kazakhstan tourist industry. The authors provide a multi-level
system of marketing strategy for promoting the country’s tourism brand at the level of the country,
region and product; suggest specific steps and mechanisms for its creation; give examples of foreign
practice; outline the vision of the country’s tourism product line at the regional level and with a single
link to the common brand.

The construction of the country’s tourism brand and high-quality effective implementation of the
marketing strategy for its promotion will increase the flow of foreign tourists and bring the industry to a
more developed level.

Key words: brand, branding, tourist brand, destination, tourism, logo, travel product.
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Ka3zakcTaHHbIH, TYpUCTIK GPEHAIH Kypy — eAAeH eHipAepre!

OAEMAIK TypM3M HapblfblH  AAMbITYAbIH Kasipri KeseHi TypucTik 6arbiTTap apacbliHAAFbI
MHBECTULMSIAAD, aKMapaT, KOAIK XKeHe TYPUCTIK aFbIHAQP, SKOAOTUSABIK, SKOHOMMKAABIK, DAEYMETTIiK
KOHe MaAeHU >Kobanap, MaesAap >keHe, apuHe, eHOEK HapbIFbIHAAFbI KYHAbBIAbIFbI 6ap MamaHAap
apacblHAAFbl 6aCEKEAECTIK KypaeAeHe Tycyae. byaan 6acka, capaniublAapAbiH 6oAXKaMAApPbIHA CAVIKEC,
ariMakapaAblK, 68CEKEAECTIK KyLLEene TYCEAl, aA eH >KaKCbl XKafAanmAa, aliMaKTbIK, pecypcrapra MeAik
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eTrei, COHbIMEH KaTap OAapAbl AaMbiTyFa Mamaacbl 6ap TYpUCTIK arfMaKTapAblH >KarAanbl >KaKCbl
60AaAbl. MyHAQM arMmMakapabik, 6CEKEAECTIK >KaFaalblHAQ, TYPUCTIK GafFbITTbl TapTyFa XKOHE OHbl
AAMbITY YLIIH PECypCTapAbl YAFaTyFa MYMKIHAIK OepeTiH >KeKe AapPaAbIKTbl KaAbINTACTbIPYAbIH
peai apta Tyceai. OcblAanila, TYPUCTiK BpeHA Kypy TakblpblObiHbIH ©3eKTiAir OyKapaAblK, aknapar
KYPAAA@PbIHbIH bIKMAAbIHbIH ©CYiMEeH >8He OpEHATI KabblAAQyAbl KOCbIMLIA KYHAbI >KOHE >aHa
6aceKkeAiK apTbIKLbIABIKTbI KYPaMThbiH >KaHa MaTepUaAAbIK, EMEC aKTUB PETIHAE KAAbINTACTbIPYbIMEH
Gipre KOfam AaMybliHbIH >KaHa Ke3eHiMeH aHbIKTaAaAbl. TypucTik OpeHA Kypy — 6ip >kafFblHaH,
>kahaHaaHy TypFbICbIHAH HAPbIKTbIK, KATbIHACTAPAbBIH, KYLIEIOIMEH aiKbIHAAAATbIH YaKbITTbIH TaAaObl.
MakaAaHblH MakcaTbl Ka3aKCTaHAbIK, TYPUCTIK MHAYCTPUSIHbI AaMbITyAQ EAAIH TYpPUCTIK OpeHAi
KYPbIABICbIHbIH 6aCTbl PEOAIH KepceTy 60AbIn TabbiAasbl. ABTOPAAP EAAIH TYpU3M OpPEHAIH — eAAiH,
aMaKTbIH, YX8HEe OHIMHIH AEeHreriH KeTepmeAey YLUiH MapKeTUHITIK CTpaTerusHblH, Kemn AeHrenAi
>KYMECIH YCbIHAAbI; OHbl KYPYAbBIH HaKTbl KaAaMAAPbl MEH TETIKTEPiH YCbIHYFa; LeTeA TaXipnbeciHiH
MbICAAAAPbIH KEATIPY; aliMaK TbiK, AGHIeMAEr| TYPUCTIK OHIMAEP XKEAICIH kaHe opTak, 6peHAKe OipbiHFa
CiATeMe apKbIAbl KO3Kapac KaAbINTACTbIPy. EAAIH TypmCTiK BpeHAIH Kypy >KOHEe OHbIH MapKeTUHITIK
CTpaTeruscbiH TMIMA] iCKe acblpy YLIiH LWIETEAAIK TypMCTep afbiHbl apTbiM, MHAYCTPUSIHbI GapblHLLA
AaMblfaH AeHremre >XeTKi3eAi.

Ty¥iin ce3aep: 6peHa, BPEeHAMHT, TYPUCTIK OPeHA, TaFarmbiHAQY, TYPU3M, AOTOTHI, TYPUCTIK BHIM.
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Co3saaHue TypucTuieckoro 6peHaa Kasaxcrana — ot cTpaHbl K perMoHy!

CoBpeMeHHbI 3Tan PasBUTUSI MUPOBOFO TYPUCTUUYECKOrO pbiHKA CBMAETEAbCTBYET O TOM, YTO
060CTPSIETCS KOHKYPEHLMS MEXAY TYPUCTUUECKMMM AECTMHALMSMM B OTHOLLEHWM WHBECTULIMIA,
MH(OPMALIMOHHbBIX, TPAHCTMOPTHBLIX M TYPUCTUYECKMX MOTOKOB, 3KOAOIMYECKMX, IKOHOMMUECKMX,
COLIMAABHbIX U KYABTYPHbIX MPOEKTOB, MAEN M, KOHEYHO e, CMeLMaAnCTOB, MMEIOLLMX LIeHHOCTb Ha
pblHKe TpyAa. B AaAbHeriuem, Mo nporHosam 3KCMEpPTOB, MEXPErvoHaAbHasi KOHKypeHuus Oyaer
YCUAMBATBCS, @ B AyUllleM MOAOXKEHUMN OKXKYTCS Te U3 TYPUCTUUECKMX PErMOHOB, KOTOPbIE He TOABKO
006AaAQI0T BOCTPEeBOBaHHbIMM PErMOHAAbHbIMKM PEeCcypcamu, HO M CYMEIOT C BbIrOAOW AASl CBOEro
pa3BUTUS BOCMOAb30BaTbCs UMMK. B yCAOBUSIX TakoW MeXpPermoHaAbHOM KOHKYpeHLMW BO3pacTaeT
pOAb (POPMMPOBAHUSI COOCTBEHHOM MHAMBUAYAAbHOCTM, MO3BOASIOLLEN TYPUCTUUYECKON AECTUHALMM
NPUBAEKATb M HAPALLMBATHL PECYPChl AASI CBOErO Pa3BUTHS. TaKMM 06Pa3oM, akTyaAbHOCTb TEMbl CO3AAHMS
TypucTrueckoro 6peHaa obyCAOBAEHA HOBOWM CTYMEHbIO Pa3BMTMS OOLLECTBA, COMPOBOXAQIOLLENCS
POCTOM BAMSIHUSI CPEACTB MaCCOBOM KOMMYHMKAUMM 1 (hOpMUpPOBaHMEM BOCMpUsiTUS BpeHaa Kak
HOBOIO HemMaTepuaAbHOIrO akTMBa, CO3AAIOLEr0 AOMOAHWTEABHYIO LleHHOCTb M HOBOE KOHKYPEHTHOe
npeumyiectso. Co3aaHue TypucTMyeckoro 6peHaa — 370, B HEKOTOPOM CMbICAE, TakxKe TpeboBaHue
BPEMEHM, OMPEAEAIEMOE YCUAMBAIOLLIEICS CUAOW PbIHOUHBIX OTHOLLIEHMIA B YCAOBUSIX TAOBaAM3aLMM.

LleAb cTaTbM — MPOAEMOHCTPUMPOBATb MEPBOOYEPEAHYIO POAb MOCTPOEHUS TYPUCTUUYECKOrO
6peHAa CTpaHbl B Pa3BUTMM Ka3axCTAHCKOM TYPUCTCKOM OTPAcAU. ABTOPbI MPUBOAST MHOrOYPOBHEBYO
CUCTEMY MAPKETWMHIOBOWM CTpaTeruu npoABMXKEHWS TYPUCTUUECKOro OGpeHAQ CTpaHbl — Ha ypOBHe
CTpaHbl, PErMoHa 1 MPOAYKTA; MPeAAaraloT KOHKPeTHbIE Warv 1 MeXaHM3Mbl M0 ee CO3AAHMIO; MPUBOAST
npuMepbl 3apyBeskHON NPaKTUKK; 0OPUCOBBLIBAIOT BUAEHME MO TYPUCTUUECKON MPOAYKTOBOW AMHENKe
CTpaHbl Ha PErMOHAABHOM YPOBHE 1 C EAMHO YBSA3KOM K 06LeMy 6peHAy.

[MocTpoeHre TypucTMUeckoro OpeHAa CTpaHbl M KadecTBeHHasi 3(heKTUBHAS peaAm3alms
MapKeTUHOBOW CTpaTerum no ero NPOABUKEHUIO MO3BOAUT YBEAMUUTb MOTOKM 3apyOesKHbIX TYPUCTOB
M BbIBECTM OTPACAb Ha GOAEe Pa3BUTbLIN YPOBEHD.

KatoueBble caoBa: GpeHp, GPEHAMHI, TYPUCTUUHCKMIA OpeHA, AECTUHALMS, TYpU3M, AOTOTM,
TYPMNPOAYKT.
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Introduction

Throughout the world, tourism demonstrates
high growth rates, contributes to a significant
improvement in living conditions of the population
and sustainable development of the country. Thanks
to tourism, cash flows to the country are increased,
new jobs are created. In Kazakhstan, tourism
is at the stage of its formation. The presence of
rich natural resources, historical monuments and
attractions can not yet be represented in a worthy
manner in the world tourism market in conditions
of high competition. The development process is
significantly hampered by the lack of a positive
positive image of the country formed. Currently,
preliminary work is being done to create a
Kazakhstan tourist brand at the state level.

The object of the study is Kazakhstan, as a
brand-destination. The subject of the study is the
creation of a tourist brand of Kazakhstan.The
purpose of this study is to determine the principles
of building a tourist brand of Kazakhstan at the level
of the country, region and product. The objectives
of the study include: analysis of current problems
in the construction of the country’s tourism brand; a
review of foreign practices; Proposal of the main
mechanisms and principles for the construction of
the country’s tourism brand.

Materials and methods

The methodological sequence of the study
is presented in the article as follows. Initially, the
theory of research of the tourism industry and its
role in the development of the country on the basis
of the method of generalization of the studied data
is considered.The result is the proposed structure for
the creation of a tourism brand in Kazakhstan. The
main result is the identification of the necessary
sequence of the formation of a tourist brand — from
the country to the region and tourism products, where
a single idea, a single slogan and a single message to
the consumer should be through. At the next stage of
the research, an attempt is made to consider the main
directions for the formation of a brand transforming
into a comprehensive strategy for its development.
The result of the research is the determination of
the directions of the brand development through the
increase of the activity of market subjects. Further,
the key ideas for the development of a tourist product
are substantiated in the context of its improvement
and modernization. In accordance with this sequence
of studies, we will consider the creation of a tourist
brand in the Republic of Kazakhstan in theoretical
and practical aspects.

ISSN 1563-0358

Literature review

Unlike many management technologies, the
concept of constructing a tourism brand is not
a product of fundamental or applied research,
but arises from the rapidly growing number of
disparate practices of specific territories that,
based solely on their experience and calculations,
are engaged in brand building. Often this happens
almost spontaneously, intuitively, without project
development and budget planning. However,
despite the fact that there is already a lot of branding
practice in the world, the system theory of territorial
brandbuilding, which would summarize practical
experience, gave an assessment of tools and
technologies, based on specific successful examples,
is still missing. In the works of such specialists
as S.Anholt, K.Asplud, T.Ahelis, T. Burtseva,
I.Vazhenina, T.Mihan, I.Oleinik, A.Pankrukhin,
there are studies of only certain areas of territorial
branding, however, the system theory of brand
management of the tourist Destination is currently
not formed.

There are several directions in the theory of
branding. One of them is connected with the name
of David Ogilvy and the concept of “brand image”
proposed by him in the first half of the 50s. Here, the
brand is understood as a combination of impressions
produced by consumers (Randall J., 2003).

As the theory of branding evolved, many
interpretations of the term “brand” arose. If earlier
the term was interpreted mainly as a sign promoting
the identification of goods and bearing a certain
meaning and association, then the understanding
of the brand as a complex phenomenon involving
many components (Anholt S., 2008) came to
replace it. The fullest disclosure of the meaning of
the term “brand” in the works of Jeffrey Rendell,
who combined two different approaches: the brand
as the core of the rightholder’s strategy for it and
the brand as a whole image in the mind of the
target audience. Thus, in the broad sense, the term
“brand” can be understood as a stable impression,
a whole image that arises in the consciousness
of the target audience at every contact with the
trademark (own name), symbolic means associated
with this trademark (own name) and contributing
to the most full achievement of the goals facing
the rightholder of the trademark (own name). And
branding will be understood as the management
and control of the process of creating a whole
image in the minds of the target audience (Randall
J., 2003). If as the main object of the process of
building a brand to consider a tourist destination,
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then the brand will be understood as a unique and
competitive image of the territory for domestic
and international positioning as an attractive
place for visits and tourism. And branding will
be called a systematic process of coordinating the
actions, behavior, investments, innovations and
communications of the territory to implement a
strategy of competitive identity (Hall D., 1999). The
term “tourist brand” has not been methodologically
studied in full measure and, as a rule, the tourist
destination is perceived more as a commodity,
and tourists as buyers (Pankrukhin A.P., 2006).
World practice shows that the most desirable

Tourism. The attraction of the territory
as a direction for tourism and the
intention of residents of other countries
to visit the destination is considered.

Export. The readiness of
inhabitants of other territories to
search and trust the products of
the analyzed territory is
investigated.

People. Hospitality, openness and
goodwill of the inhabitants of the
territory. Desire to be friends and to
work with local residents, etc.

Territorrial
brand

type of relationship between a tourist destination
and a target audience is when consumers become
actively cooperating partners, and the territory is
transformed into a single image with a developed
infrastructure and services.

An integrated approach to brand development
was proposed by Simon Anholt. The Territory
brand by Anholt Hexagon includes 6 elements,
the work with which contributes to the formation
of a complete competitive identity of the territory:
tourism, exports, investment, management systems,
heritage and culture, and local residents, as shown in
Figure 1 (Anholt C., 2004).

Heritage and culture. Assessment of
historical and cultural heritage, as well as
modern cultural potential (cinema, art,
music, literature)

Investments and immigration.
The ability of the territory to attract
external financial resources and
high-quality human potential for
living, working, studying

Control system. Tthe credibility of the
government actions, the degree of decisions
taken implementation, the contribution to the
peace and stability

Figure 1 — Model of the hexagon of the territorial brand by S.Anholt (Anholt C., 2004).

This model translates the position that the
development of tourism is not the only priority goal
in the development of the brand: there are so-called
“sub-sections” in the brand architecture aimed at
destroying unfavorable opinions and stereotypes
in various areas of the life of the destination.
The authors of this article consider the creation of
a tourist brand on the basis of a hierarchical model
from the country level to the regional one with a
single product idea, which will be considered below.

Results and discussions

To assess the role of the tourism industry for
the economy of Kazakhstan, we suggest turning to
the figures of the World Council for Tourism and
Travel. The amount of gross added value, created
by tourism, grows annually. So, in 2013, compared

to the previous period, its growth amounted to
51 billion tenge, reaching 415.1 billion tenge,
compared to 2010 — the amount increased by 155.6
billion tenge. (Tourism of Kazakhstan 2008-2012:
a statistical compilation). Direct contribution to the
economy in 2014 amounted to 629 billion tenge,
more precisely 1.7% of GDP. The total contribution
of tourism to GDP in 2014 was KZT 2.041 billion
or 5.6% of GDP. In addition, according to the
World Council, the country’s tourism industry
in 2014 alone created 152,000 jobs, 1.8% of the
country’s total employment. The service of one
tourist generates about 9 jobs in total (Albekova
A., 2016). According to the Travel & Tourism
Competitiveness Index, Kazakhstan has improved
its position in this sector, rising from 93rd place in
2011 to 88 in 2013 from 140 countries (Blanke J.,
2013: 214p.).
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However, despite the fact that Kazakhstan
has a huge tourist potential, we can speak about
the tourism brand of Kazakhstan at the moment
only in the long run, unfortunately. What do we
mean by the tourist brand? A travel brand is the
creation of a positive image of the country, both
in the international tourist community, and the
promotion of a strong national image within the
country. This is also a certain way of communication,
establishing trustful relationships with target
audiences (investors, tourists and local residents).
We suggest turning to the experience of Western

nee&
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countries in building a tourism brand through the
analysis of logos as the basis of the strategy.

Spanish tourist sign “Espafia — [ need
Spain”. The logo in the form of an image of
the sun in colors of the national flag allows to
completely transfer associations with Spain
(Tourist brands: Western experience, 2016). In
our opinion, this is one of the most successful
and recognizable logos and slogans, besides the
skillful combination of the logo in variations
using situational slogans does not lose the
integrity of the brand recognition.

Wecesito

Espana

Figure 2 — Tourist logo and slogan of Spain

Tourist brand of the USA. The slogan “Discover
America” attracts tourists not to separate regions of
the USA, but to the country as a whole. The logo
is a “USA” inscription consisting of numerous
multicolored dots. The creators of the brand said that
the United States provides unlimited opportunities
for everyone and the brand as it says: “The US
welcomes everyone!” (Anholt S., 2010). This
is an example of a successful, in our opinion,
construction of a tourism brand on the basis of a
single understandable recognizable idea and a clear
message to the consumer.

DiscoverAmerica.com

Figure 3 — Tourist logo and slogan of USA

Great Britain has as a sign “Welcome to Great
Britain” with a relatively long history, and more
modern signs of the series “Visit Britain” (Dinnie
K., 2003). In our opinion, the unique unique style of
the brand is not very clearly expressed here.

ISSN 1563-0358

WELCOME TO v'#’:‘;&
GREATF ]
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Z\ VisitBritain

Figure 4 — Tourist logo and slogan of Great Britain

The Finnish tourist brand “Visit Finland”,
recently rebranded, has a logo in the form of a
somewhat abstract image. Perhaps, in this way, the
creators portrayed the image of silence with which
Finland is associated. Trips to Finland for quiet and
calm are advertised on many marketing channels
in Europe and Asia (Gronow K., 2017) But full of
confidence that the sense of positioning is conveyed
visually in the logo is not, perhaps because the image
is not supported by the slogan. “Visit Finland” — this
is a general enough wording against a background
of not quite clear image.

Figure 5 — Tourist logo and slogan of Finland
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However, tourism brands are created not only for
countries, but also for individual cities and localities
(Kavaratzis M., 2005). In this case, it is necessary to
clearly understand the hierarchy of brand building
— the brand and sub-brand should not contradict
each other, but rather maintain a single message,
strengthen it, remaining unified and recognizable as
a result of situational variations.

Turning to the Kazakhstani realities, it should be
noted that while Kazakhstan does not have its own
tourism brand, but work on this is actively carried
out. In this article, we propose to consider the creation
of a tourist brand of Kazakhstan from the position of
integrated marketing communications at different
levels: country, regional, cluster and grocery.

Here are the main vectors at the country level in
the creation of the tourist brand of Kazakhstan.

1. Kazakhstan needs an effective and memorable
tourist brand, which will clearly convey the specifics
of our region. Kazakhstan is a multinational, friendly
country with a stable political situation in the world
community. It is very important to consolidate
behind Kazakhstan the image of a secure country
that pays much attention to the development of
international tourism. In addition, Kazakhstan
tourism — it’s beautiful nature, a variety of leisure
(from mountain to beach holidays), national flavor
and identity, the attendant modern infrastructure. It
is important to single out a single cross-cutting idea
at all levels from country to region and product, as
well as to have the possibility of further variations
of the logo and slogan depending on possible events
and events.

Also an important step is to develop not only
the tourism brand of Kazakhstan, but a marketing
strategy. It is very important to go from the image of
the country as a tourist object to individual regions
and clusters, not vice versa. In Kazakhstan, this is
happening now, when there are numerous attempts
to create a tourist image of individual regions and
clusters without the existing base of the formed
tourist image of the country.

2. It is necessary to ensure the qualified work of
a single body for the management of the country’s
tourism industry. During the period from 1990 to
2016, the tourist industry was transferred from the
department to the department six times. And with
the regular change in departmental subordination,
both the internal structure and continuity, as well
as the progress in the implementation of plans
and programs, took into account changes in the
budget. In July 2017 the national company of JSC
«Kazakh tourism» was established (Albekova A.,
2016). Its main functions are:

— promotion of Kazakhstan as an international
tourist destination (territory for visiting tourists);

— professional management of the tourist brand
of Kazakhstan;

— formation and implementation of marketing
strategy;

— attraction of inbound and internal tourists;

— stimulating the flow of foreign and domestic
investment in the tourism industry;

— Minority participation in investment projects;

— Creation of centers for training qualified
specialists for the tourism industry.

— As additional functions, it is planned that in
2018 the Organization will act as a lessee operator
under the Support Program of the domestic
manufacturer.

— The organization will act as coordinator of the
pilot project on hunting and trophy tourism within
the framework of PPP.

The most important, in our opinion, is the
budget of the national company and its phased
development. From the point of view of marketing,
the priority items of expenditure should be attributed
not to advertising on international sites, but first of
all, the creation of a tourist brand of Kazakhstan:
the development of a logo, a slogan, an image and
a strategic concept. Otherwise, advertising costs
will be in vain — first brand, then promotion. This
work requires high qualification of the developers,
immersion in the national specifics.It is important
here not to repeat the practice of neighbors, confining
ourselves to holding national competitions to create
a tourist logo of the country. Yes, such contests are
useful as a common vision of the people that can
inspire developers, but it should be understood that
not just a picture, a logo is created, apart from an
integrated marketing strategy for the tourist brand
of the whole country, in which sub-brands — regions,
clusters and further on the hierarchy themselves
tour products. In addition, the strategy includes a
full view of the development of each region and
cluster, planned investments and costs for each, thus
creating a general marketing budget. It is important
to have a common marketing strategy and budget
for each individual region.

3. It is necessary to more effectively promote
the tourist image of the country, which Kazakhstan
lacks in the international tourist market during
international events. Kazakhstan regularly conducts
international level events of political, sporting,
cultural significance.Among the most important
events can be noted the OSCE Summit 2010, the VII
Winter Asian Games 2011, the World Weightlifting
Championship 2014, the winter stages of the World
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Cup in ski jumping from the springboard of 2016,
the world championship in women’s boxing in
2016, negotiations to resolve the situation in Syria
2017, Winter Universiade-2017, and one of the
major world events in Kazakhstan is the international
exhibition = EXPO-2017  (Abilmazhitova A.,
2017). Of course, the maintenance of an influx
of visitors within the framework of such events
increases the competition between the subjects
of the tourist industry, as well as the regions of
Kazakhstan, which improves the quality of the
services provided (Albekova A., 2016). But if the
holding of these events had a strategic approach to
building the tourist brand of Kazakhstan, then the
effect from them would be much more significant
both on the external and internal markets. For
example, it is proposed to include a mandatory block
for covering tourism products in Kazakhstan, taking
into account the seasonality, themes and relevance
of the product, the uniform format, purpose, image,
and the possibility of a brief «test-drive» excursion
for all participants and guests of the event. So, in the
framework of EXPO, in addition to standard stands,
tour packages, it would be appropriate to make a
«living corner» with several hour free trips to the
farms with eco-products presented at the exhibition,
on eco-tours, with the target audience not only
international guests, but also internal customers. le
the construction of a tourist brand is an orientation
of actions not only to the foreign market, but also
to the internal market as well. The inherent pride of
the local population over the holding of such large-
scale events at their home destination should be
supported at the product level, then this will have a
wide social impact. Thus, it should be noted that it is
very important to actively use alternative marketing
tools in product development at similar events,
considering their significance for both foreign and
domestic tourists, and not only at the expense of
the means and efforts of local travel agencies, but
with a qualified submission of the main supervisory
authority.

4. A key question in this subject is qualified
personnel who have the skills of hospitality,
management, marketing, sales, and organizing
events in the field of tourism. If we talk about
existing personnel and, in general, about the
educational program, then the following figures
should be cited. At present, there is a tendency
to reduce the number of universities that train
specialists for tourism. If in 2012 there were 54 such
educational institutions, in 2013 — 51, then in 2014
they significantly decreased — to 40 (Albekova A.,
2016).Partly this is due to the closure of the specialty,
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in part because the universities themselves have not
confirmed compliance with the requirements of the
MOES and have not extended the licenses.One can
also note the isolation of the existing educational
program from the requirements of the modern tourist
market. We are experiencing an acute shortage of
qualified personnel.

To tour programs were interesting to the tourist of
any level, professional work of guides, interpreters,
guides is necessary.That’s why regular trainings,
motivational programs for freelancing workers of
this sphere, for young specialists are so important at
this stage. At the same level as the work of the main
department for tourism, which should form similar
programs for tourism workers, the question arises
of attracting foreign experts for obtaining advanced
experience and knowledge.

Now let us consider the regional level, which
in terms of marketing, in our opinion, implies the
following transformation:

1. Identify the tourist identification feature
of the region and present so that it is at the same
time integrated with the general tourist brand of the
country, but has additional value. It is important to
understand that no region can not go in isolation
from the general tourist image concept, it should be
an umbrella principle, but disclosed at the regional
level in more detail.

2. To provide a worthy quality of tourist
service in each tourist region in the field of food,
transport, hotel services. The subjects of the
tourism industry do not fully take advantage of
the opportunities of the country’s advantageous
geographical position. Taking into account that the
most popular tourist places, such as resort areas,
tourist bases, sanatoriums, national parks, tourist
routes, are located outside the regional centers, one
of the main factors in choosing a place of rest is the
conditions for a comfortable and safe journey to the
destination (Kiryanko A.V. , 2009). But, according
to the Committee of Roads of the MIR RK, in the
country only 19% of regional and regional roads
have a good condition. In other words, today many
of Kazakhstan’s sights are difficult to access.

3. Develop a unified structure for tourism
management in the regions. At the regional level, the
tourism industry often refers to a tourism department
with a staff of two or three people to various
administrations under akimats: sports, entrepreneurship,
trade and external relations. So, tourism is in charge of
independent management at akimats of Almaty, Almaty,
Akmola and Mangistau oblasts. At the same time, there
is no single approach to organizing the management of
tourist activities in the regions.
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Considering the product level directly, the
following should be noted:

1. It is necessary to develop package tour
products, various ready-made integrated circuits
for their combination within the framework of a
single holistic concept, as well as a motivation
program for tour operators to work in the domestic
market. Kazakhstan has both infrastructure
and products for tourism development. But the
institutional framework is not sufficiently integrated,
making Kazakhstan, as a destination, that is, as
a center with all sorts of amenities, facilities and
services, suffers from poorly developed tourism
products and lack of advancement. The issues of
marketing promotion of tourism products should
also have a common format and purpose. It is
important to understand that the end user has a clear
message from different communication channels.

2. One of the most attractive tourist products that
exist in each region is ecological tourism. This is one
of the priority areas, including travel to places with
relatively untouched nature.According to a survey
conducted by the National Chamber of Entrepreneurs
in 2015 as part of a study of the mechanisms for
the development of entrepreneurship in the field of
tourism, an increase in visitors was revealed in all
state national nature protected parks (SNNPs). For
example, in Bayanaulsky National Park in 2013,
97175 people visited, and in 2014 the number of
visitors increased to 134600 people. The Ile-Alaute
National Park in 2013 was visited by 91310 people,
and in 2014 already 119547 people (Albekova A.,
2016). The development of ecological tourism in
remote settlements, positively affects the welfare
of the local population.Since ecotourism implies
the maintenance of the traditional way of life,
the preservation of cultural and natural heritage,
accordingly, tourists consume local products, goods
and services. Taking into account the availability
of natural healing sources in various regions of
Kazakhstan, such as therapeutic mud baths, hot rodon
springs, medicinal mineral waters, pantotherapy, salt
mine and medical holding in Astana, Kazakhstan
has the potential to develop medical and health
tourism, attracting not only Kazakhstani people, but
alsoforeign citizens. According to the Committee
on Statistics of the Ministry of National Economy,
in recent years the number of visitors served by
hotels and hotels, the purpose of which has been the

medical and recreational procedures, has more than
doubled.

3. Business tourism also occupies one of the
most important segments of the market. In 2014, the
number of visitors served in accommodation sites
that visited Kazakhstan for business and professional
purposes was more than 54%. Of the total number
— 3.8 million visitors came for business purposes
— 2.1 million people (Albekova A., 2016). In this
regard, Kazakhstan is attractive for investing in
the construction of high-end business hotels. So,
in recent years, such large hotel chains as Hilton,
Marriott and Ritz-Carlton have come to the market.

Conclusion

Thus, summarizing all of the above, let us cite
the advantages that the creation of a strong tourist
brand entails:

— tourists who know about the destination-brand
are more willing to travel long distances to visit the
respective territory;

— the presence of the brand contributes to
the greater success of new products, activities or
services, both within the sectoral tourism level and
within the country image;

—asuccessful brand provides additional leverage
when establishing partnerships with investors, as
well as for obtaining international grants and public
investments;

— Strong brand has a serious social aspect in
the country, creates a sense of pride, loyalty to the
tourist destination;

But it should be noted that only in case of
competent well-coordinated work at all levels, we will
be able to count on a full-fledged return in figures from
the creation of the country’s tourism brand. Do not
forget about the stage of implementation of planned
activities, because the brand and its promotion will do
its job — the flow of foreign tourists will increase, but
the most crucial period will come later when tourists
receive real information on the spot and ensure either
subsequent tourist flows by including “word of mouth”
or all efforts can be considered vain. It is important
that all systems work as efficiently as possible, then
we can get an increase in the flow of tourists from
all potential markets and have a synergistic effect on
both internal socio-economic aspects and external
ones.
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