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Abstract. This article considers theoretical, methodological, and applied
aspects of the formation and promotion of the tourist brand of small towns of
Turkestan region based on the cultural and historical heritage of the region. The
relevance of the research topic is inextricably linked to the need for sustainable
development of regional tourism, the importance of increasing investment
attractiveness, and forming a unique image of the region.

The study aims to identify the potential of small towns as a tourist destination,
to analyse the degree of perception of the tourist brand by tourists and the local
community, and to develop a conceptual model based on the cultural identity
of the region. The research used the methods of content analysis, sociological
survey, and SWOT analysis. The empirical base constitutes the results of the
research obtained in Sauran.

As aresult of the study, the key advantages and disadvantages in the formation
of tourism brands in small towns of the region are identified. The developed
conceptual model plays an important role in the strategic planning of tourism
development in small towns.

Keywords: small towns, Turkestan region, historical heritage, cultural
heritage, tourism brand, cultural identity.

Introduction

In the conditions of globalisation and high competition in the modern tourist market,
regions and small towns are forming and promoting a unique tourist brand based on cultural
and historical heritage. Turkestan region, which has a rich cultural and historical heritage,
has significant potential for the development of domestic and international tourism. However,

Received 23.02.2025. Revised 17.05.2025. Accepted 14.06.2025. Available online 30.06.2025

350

*corresponding author


https://doi.org/10.32523/2789-4320-2025-2-350-364
https://orcid.org/0000-0002-0574-3562
https://orcid.org/0000-0002-0381-6799
https://orcid.org/0009-0009-6719-320X

Promotion of the tourism brand of small towns of Turkestan region through historical and cultural heritage

as the city of Turkestan has received increasing attention, other smaller cities in the region
remain unnoticed despite their rich history, architectural historical sites, and unique traditional
appearance.

The creation and promotion of a tourism brand in small towns based on historical and cultural
heritage can notonly increase tourist flow butalso contribute to the socio-economic development
of the region, preservation of cultural identity, and involvement of local communities in tourism
activities. Of particular relevance in this context is the process of studying the mechanisms of
formation of a sustainable tourism brand consisting of cultural and historical narratives, local
traditions, and symbolic resources.

This research is aimed at studying the tools that are important for small towns of Turkestan
region to actively appear on the tourist map of Kazakhstan, using their cultural and historical
capital in the formation of a tourist brand. The study aims to analyse the possibilities for
promoting the tourism brand of small towns in the Turkestan region through the effective use
of historical and cultural heritage, and to develop recommendations for creating a sustainable
and attractive image of the region based on local identity. In accordance with the purpose of
this study, the following tasks were set: 1. To analyse theoretical methods of small towns' brand
development and integration of cultural heritage into the tourist product on the basis of world
experience; 2. To study the potential of the historical and cultural heritage of small towns of
Turkestan region as a resource for the formation of a tourist brand; 3. To assess the current state
of the tourist image of small towns in the region and identify the key barriers in this process;
4. To study the level of perception of tourist brand of small towns by the target audience - the
local population, tourists, and participants of the tourist industry. In this context, the object of
the study is the cultural and historical potential of small towns in Turkestan region. And the
subject of the study is the features and mechanisms of the formation of tourist brands using the
historical and cultural potential of small towns.

The scientific novelty of the study lies in the fact that, for the first time in the Kazakh scientific
discourse, a comprehensive analysis of the process of formation of the tourist brand of small
towns in Turkestan region with a focus on the cultural and historical potential was conducted.
The general model of integration of cultural heritage elements into the process of branding of
small towns was also proposed.

Literature review

Tourism development through cultural heritage elements involves the effective enhancement
of local traditions, historic sites, and communities to shape the region's economic growth and
sustainable tourism practices. This strategy not only attracts tourists but also creates a deep
interest in cultural features.

According to Sumi and others, cultural heritage as an economic catalyst helps to create
sustainable tourism while developing local traditions and tourism offer practices with
new economic opportunities for the tourism region [1, p. 28]. In addition, focusing on the
development of spiritual and cultural attractions is considered as one of the important steps
to increase tourist growth. And this step will lead to more investments to be designated by the
government for the improvement of such places [2].
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The Sustainable Development Goals, which are now gaining global relevance, reflect the
importance of local society's involvement in tourism development through cultural heritage
[1, p. 35]. The integration of cultural heritage in tourism marketing can contribute to the
development of cultural commodification opportunities, enhancing the attractiveness of a
tourist destination [3, p. 990].

And the use of digital technologies in tourism development through the potential of the
cultural heritage of small towns will improve the tourist portrait of the region and increase the
motivation of tourists to visit the region[3, p.998]. Unique traditions and culinary experiences
in small regions diversify tourism offerings, increase tourist satisfaction with tourism services,
and encourage repeat visits to tourist destinations [4].

The development of tourism in small towns in countries around the world through historical
heritage sites has a positive impact on economic growth. One of the interviews with business
operators and residents of one of the small cities in China, such as Guangxi, revealed that the
tourism sector brings changes in the structure of small towns, providing economic growth,
development of local regions, and popularity of historical and cultural heritage. That is, it
increases the popularity of cultural heritage sites and innovates society's perception of tourism.
In this context, it is noted that through special strategic planning, it is possible to achieve great
success in the development of small town tourism through the collaboration of members
of society and stakeholders [5]. Tourism development in small towns implies sustainable
development of the local economy at the expense of local culture and local cultural resources.
That is, it is an integrated form of all cultural and historical resources of the tourist destination.
It attracts the attention and interest of tourists and visitors. There is a close relationship
between cultural tourism and local cultural heritage. This is due to the fact that cultural and
historical heritage constitutes valuable information about the history of human life [6]. The
formation of tourism brand in small towns should be in line with the goals of global sustainable
development. That is, the influence of cultural and historical heritage on the formation of
sustainable tourism in the regions can be highly appreciated. The development of tourism in
small towns through cultural and historical heritage is carried out with the participation of local
communities and entrepreneurs, which opens new opportunities for the sphere of tourism in
the region [7]. Through cultural and historical heritage, understanding all the features of the
area and developing links between important concepts such as tourism, it is possible to form a
tourism brand in small towns. This is achieved by involving local communities in the process of
tourism development [8].

Cultural heritage elements such as historical and cultural sites, traditional practices,
national festivals and local community arts play an important role in shaping a unique tourism
experience. For example, some small provinces in France receive more than 2 million tourists
annually. The display of cultural heritage sites in these cities is developed along with gastronomic
experiences and recreational tourism activities [9]. Also, the tandem development of traditional
sites and national events in local regions and small towns in Austria is carried out in order to
form sustainable tourism [10].

Collaboration with local stakeholders is the key to proper tourism brand building in small
towns. The tourism brand in small towns in Germany was formed due to the participation of
farmers and local residents in sustainable tourism development [11]. In addition, the Marche
Food and Wine Memories project in Italy was created with the aim of preserving culinary
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heritage by local communities and businesses [12]. In the mountain towns of Spain, remote
from major cities, the preservation of cultural identity and the demonstration of it to tourists
have been firmly embraced to attract tourists. The project has helped somewhat to boost the
local economy [13]. In Mertola, a small Portuguese town, the tourism brand has been shaped by
the rich cultural heritage of the region. The cultural heritage of the town has greatly contributed
to local development through tourism development with the help of various stakeholders [14].
And the city of Jiajiu in China was designed a tourism brand through the modernisation of
national-style houses and the participation of local people in the process. In this way, by involving
cultural heritage and the local community, the city formed a unique tourism picture in front of
tourists [15]. Cultural heritage plays an important role in building a tourism brand. However,
this process requires constant monitoring of the flow of tourists, proper communication with
community members, and the creation of a unified system plan [16].

Methodology

This study uses comprehensive qualitative and quantitative analysis methods aimed at
a comprehensive study of the potential of historical and cultural heritage in promoting the
tourism brand of small towns in the Turkestan region.

The main research question is:

How can the competent exploitation of the potential of historical and cultural heritage
contribute to the promotion of the tourist brand of small towns in the Turkestan region?

The working hypothesis of the study is as follows:

- if the branding of small towns in the region is systematically integrated with the potential
of historical and cultural heritage, taking into account local characteristics, this will lead to an
increase in the attractiveness of the region as a tourist destination, an increase in tourist flow
and a strengthening of the socio-economic potential of the territory.

Stages and methods of research:

- Analytical review of literature:

Attheinitial stage, a systematic analysis of scientific literature was carried out in the following
areas:

Research by leading domestic and foreign scientists in the field of tourism branding of
territories;

Review of foreign experience in the effective use of historical and cultural heritage in the
formation of regional brands;

Analysis of theoretical models of territorial marketing and approaches to integrating cultural
heritage into tourism strategies.

- Analysis of the current state of the information field:

To determine the level of coverage of the tourism potential of small towns in the Turkestan
region in the media space, content analysis of publications in authoritative publications,
including national tourism portals, social networks and the media, was used.

Particular attention was paid to:

- The frequency of mentions of key tourist attractions;

- The tone of publications (positive, neutral, negative);

- The identification of stable associations related to small towns in the region;
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- Collection of primary data.

To identify public perceptions of tourism potential and historical and cultural heritage, a
sociological study was conducted, including:

- Asurvey ofthelocal population of one of the small towns in the Turkestan region (the specific
town will be indicated below), aimed at studying residents' attitudes towards the development
of tourism, their willingness to participate in tourism projects, and their identification of local
cultural values;

- In-depth interviews with representatives of local government bodies, tour operators,
museum staff, and local historians.

- SWOT analysis of tourism potential.

A detailed SWOT analysis was conducted to identify the strengths and weaknesses, as well
as the opportunities and threats associated with the development of a tourism brand based on
historical and cultural heritage. The analysis took into account:

- The state of infrastructure;

- The level of identification of cultural objects;

- Problems with the perception of the city's tourist image;

- Opportunities for cooperation with regional and international structures.

Development of a conceptual model

Based on the empirical data obtained, as well as the analysis of theoretical sources, a
conceptual model for promoting the tourist brand of small towns through historical and cultural
heritage was developed. The model takes into account:

- Local specifics;

- Tools of visual and semantic identity;

- The potential of digital marketing;

- The participation of local communities in brand formation.

Findings and discussion

Turkestan region is a region located along the ancient Great Silk Road. Therefore, there are
a lot of cultural-historical, sacred places and objects in the region. Many objects of cultural and
historical heritage, testifying to the tourism potential of small towns of Turkestan region, are

reflected on the websites and social pages of local akimats (Table 1).

Table 1. Cultural and historical sites in small towns are reflected in social networks

No. Object of Small information about the tourist attraction
cultural and town
historical
heritage
1 Sauran Sauran The ancient city of Sauran is a very valuable archeological and
settlement architectural monument of national importance in Kazakhstan,
known for its high, preserved walls, residential quarters, public
buildings, and ancient agricultural lands. The city of Sauran is
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the only one in Kazakhstan, preserved in its original state, fully
reflecting the origin, development, prosperity of one city [17].

2 Ukash Ata Kentau Visitors make a pilgrimage to the Mausoleum to the Ukash ata
Mausoleum well. The well is located 200 metres from the Mausoleum [18].

3 Keme Kalgan Kazygurt | On the right side of the entrance to the small town of Kazygurt,
Monument you can see several mountains 40 kilometres from the town. On
top of the mountain, there is a monument resembling a large
ship. This is the sacred mountain Kazygurt, and the monument
itselfis called ‘Keme kalgan’. For tourists who want to relax, there
are many parks in the region. One of them is the ethno-historical
complex ‘Kazyna’. Here you can see the Monument of Baidibek bi,
who was a hero of his time, a wise ruler. The green park ‘Nauryz’
also combines a marble architectural picture and beautiful gates.

4 The Complex In the complex it can be seen all the historical information from
of “Babalar the ancient times of the Kazakh people to the present day. There
ruhyna tagzym” are also presented buildings from each region of Kazakhstan. For
“Mangilik el” example, the monument ‘Sages of the Great Steppe’.

Park

5 Otrar Otrar [t consists of the city-complexes of the ancient cities of Tarband,
settlement Turarband, Turar and Farab.

5 The Mausoleum Located 2 kilometres from the town of Otrar. Arystan Baba is
of Arystan baba the teacher of Khoja Ahmed Yasawi. For this reason, tourists

make their trips starting from Arystanbab Mausoleum and then
visiting the mausoleum of Khoja Ahmed Yasawi.

6 Sutkent Shardara | At the site of the ancient city, there are many ancient tables,
settlement ceramic matter jars. Allows tourists to visually see and
understand information about the cities of ancient times [19].

Note - Compiled by the authors based on[17, 18]

As can be seen from Table 1, judging by the information on social pages and websites, it can
be noted that historical and cultural themes are little used in the tourist popularisation of small
towns. In the sources, there is insufficient information about the cultural object. Some do not
display a photo of the object attracting tourists, and in some, the information is not presented in
full. Among the cultural and historical tourist objects, there is relatively much information about
mausoleums and ancient towns. And a unified branding style was not observed in the sources.
[t can be noted that there is little use of digital channels in promoting the tourism brand. This
reduces the degree of popularity of the rich historical and cultural potential in small towns.

To assess and analyse the knowledge of residents and visiting tourists of the city of Kentau
and Sauran, a small town of Turkestan region, about cultural and historical objects and their
importance in the formation of the tourist brand, a sociological survey and interviews were
conducted. The number of tourists to the city of Sauran, Sauran district, who took part in the
survey was 28, and local residents of Sauran district - 35 (Tables 1, 2).
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Table 2. Results of the survey taken from tourists

No. Question Tourists' responses and Question Inference
frequency of mention motive
1 How did you find | Recommendations - 30% Source of Recommendations and
out about this Social media - 25% information social media are the main
town (Sauran Travel websites/blogs - 20% about the channels, which means
settlement)? TV and advertising - 5% tourist object | that promotion in these
Spontaneous decision - 20% areas is a priority
2 | What was the Interest in history and culture | Motive for Almost half of tourists
main reason for -45% visit are motivated specifically
your visit? Pilgrimage - 20% by cultural interest -
Recreation or diversity - 15% historical and cultural
Participation in events or heritage should be a
festivals - 10% central tool in shaping
Occasional itinerary visit - 10% the tourism brand.
3 | What places or Ruins of an ancient city - 60% | Objects/ A tourism brand can
objects impressed | Natural landscapes - 15% themes be shaped through the
you the most? Local hospitality - 10% heritage of Sauran city as a
The atmosphere of ‘forgotten sacred site and an example
history’ - 15% of cultural identity
4 | How quick and Very easy - 12% Level of Information support is
easy was it to find | Almost accessible - 28% information weak. Need to create
information about | Had to look it up myself - 35% | accessibility | guides, audio guides,
the city? Difficult, little information maps and digital
available - 25% promotion in general
5 [s there a sense Yes, very vividly felt - 30% Level of The city is rich in
of historical Almost felt, but not always - tourists' cultural heritage, but it is
and cultural 40% perception necessary to strengthen
atmosphere Faintly felt - 20% of the tourist | this potential through
around the city? Not felt - 10% object the design of the urban
environment and events.
6 In your opinion, Improving the quality of roads | Tourists' The lack of basic
what needs to -35% suggestions infrastructure hampers a
be improved Creating more clean toilets, positive impression even
in the tourist hostels and catering facilities - with interesting facilities.
infrastructure of | 25%
this city? Providing information boards
and signs - 20%
Developing tourist routes - 10%
Offering souvenirs, workshops
-10%
Would you Yes, absolutely- 42% Tourists' The majority of tourists
recommend other | Partly- 28% satisfaction are willing to recommend
visitors to visit Perhaps, with a certain amount | level the city, which indicates
this city? of interest - 18% the high potential of the
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7 No -12% city, but also raises the
issue of removing key
barriers.

Note - Compiled by the authors based on the survey.

According to Table 2 above, it is known that the vast majority of visiting tourists heard about
the city of Sauran through recommendations from other people and through social media. In
addition, the main motivation for tourists' trips is an interest in history and culture, as well as
religious travel. The vast majority of visiting tourists expressed interest in the ancient city and
natural landscapes. According to the tourists, they found information about the city themselves,
which indicates a lack of data on social media. In addition, during the survey, visitors expressed
their dissatisfaction with the quality of the road to the old town and the quality of roadside
toilets. They said they would advise other tourists to visit.

Table 3. Results of the survey taken from tourists

No. | Question The most frequent answers
1 |Inyour opinion, what makes your city Historical importance, religious sites, and
unique and special? traditions

What attractions are attractive to tourists? | Ruins of an ancient city, nature

How do you feel about the arrival of Positive (50%), neutral (30%), cautious (15%)
tourists?

4 | Are you willing to participate in tourism | Excursions, accommodation, and workshops, one
initiatives? part of respondents don't know how to participate

5 | How do you think it is possible to attract | Advertising, festivals, improved services, and
more tourists to this city? accessibility of facilities.

6 | Are you proud of the cultural heritage of | Yes, thanks to history, one part of the respondents
your city? hasn't thought about it

7 | What suggestions do you want to Routes, improvement, job creation, cultural and
recommend to improve tourism in the ethnographic events
city?

Note - Compiled by the authors based on the survey.

As can be seen from Table 3, through the survey of local residents and tourists, it can be seen
that there are some advantages and disadvantages in the tourism potential of a small town in
the region. Provided that these minor disadvantages are taken into consideration and resolved,
sustainable tourism development can be achieved in the region due to the rich tourism potential.

In order to identify internal and external factors affecting the promotion of the tourism
brand of small towns in the region, a SWOT analysis was conducted. The results of the analysis
are shown below (Table 4):
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Table 4. SWOT analysis

S - Strengths

W - Weaknesses

Presence of rich cultural and historical
potential;

Presence of cities of archaeological
significance;

Presence of important tourist information
knowledge in local communities.

Low quality of infrastructure;

Small number of hotels and guest houses;
Lack of navigation systems for tourists;

Lack of visual brand;

Low level of information provision for tourists.

O - Opportunities

T - Threats

Emerging interest on the part of tourists in
cultural and historical tourism;
Development of state programmes aimed at
the development of regions and small towns;
Possibility of attracting foreign investors.

Emergence of competition from major tourist
centres in other regions;

Obsolescence of historical and cultural objects in
case of failure to launch appropriate protection
activities or to carry out restoration works;

Seasonality of tourist flow.

Note - Compiled by the authors based on the survey.

The results of the study allow us to develop the following recommendations aimed at
effectively promoting the tourism brand of small towns in the Turkestan region through their
historical and cultural heritage:

Social perception of the tourism brand

To strengthen the positive perception of the brand among the local population, it is
recommended to develop mechanisms for public participation in brand formation, strengthen
the role of cultural identity in positioning the city, and conduct information and educational
campaigns aimed at raising residents' awareness of the tourism opportunities in their region.

Communication and marketing strategies

Effective promotion of a tourism brand requires the implementation of modern digital
marketing tools, including social media, visual storytelling, and the development of online
platforms with a multilingual interface. It is necessary to create targeted marketing campaigns
that take into account the specific historical and cultural heritage of each city and focus on
domestic and foreign tourists.

Infrastructure conditions

The most important condition for sustainable tourism development is the development
of basic and tourist infrastructure. It is recommended to increase investment in transport
accessibility, the quality of hotel services, the creation of a navigation environment, and
convenient tourist routes. Particular attention should be paid to the improvement of cultural
heritage sites and adjacent areas.

Sustainable development

When creating a tourism brand, it is necessary to take into account the principles of
sustainable tourism: preservation of cultural heritage, minimisation of negative impact on the
environment, and participation of the local population in the tourism economy. Models aimed
at evenly distributing the load on resources and promoting environmentally and culturally
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responsible behaviour among tourists and operators should be implemented. Based on
the above research, a conceptual model for promoting the tourism brand of small towns in
Turkestan region is proposed. According to the model, cultural and historical heritage is the
central element of tourism brand formation, and strategic emphasis is based on cross-sector
partnership, participation of digital technologies and local community.

~
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projects and initiatives

/

-

Infrastructural

availability
routes
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Picture 1. Conceptual model of promotion of the tourist brand of small towns of Turkestan
region through historical and cultural heritage
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The central idea of the model is that historical and cultural heritage acts as the core around
which the whole process of formation and promotion of a unique tourist brand is built. The
interest of local residents, quality positioning, accessible infrastructure and sustainable
development form a sustainable interest in small towns and turn these towns into attractive
routes on the tourist map of Turkestan Region.

Conclusion

The conducted research allowed us to comprehensively consider the main issues of formation
and promotion of the tourist brand of small towns of Turkestan region on the basis of historical
and cultural heritage. The analysis revealed that small towns have a potential that plays an
important role in the development of sustainable tourism in the regions, but has not yet been
fully disclosed.

In the era of growing competition and globalisation, to attract the attention of tourists,
cultural and historical heritage is an integral component of small towns' identity formation.
International experience confirms the high effectiveness of historical and cultural heritage as
the main tool of tourism brand formation. The results of the empirical research, such as content
analysis of information sources, questionnaires of local residents and tourists, interviewing
representatives of the tourism industry, revealed several major shortcomings in the formation
of the tourist brand. In particular, small towns of Turkestan Oblast are not sufficiently spread
in the media space, and information and visual data of tourist products do not always fully
reflect the unique cultural features. Nevertheless, the vast majority of the population notes
that there is an interest in participating in brand initiatives that involve the local community in
the process of tourism development. According to the results of the SWOT analysis, the main
key advantages of the region can be named rich cultural and historical heritage and favourable
geographical location, as well as the presence of interest in ethno-cultural tourism. However,
it can be seen that there are difficulties in the formation of a tourism brand due to the limited
tourism infrastructure and insufficient coordination of stakeholders.

Based on the conducted research, a conceptual model for promoting the tourism brand of
small towns in the region has been developed. According to this model, cultural heritage serves
as a central element of tourist identity. And the main emphasis will be placed on cross-sector
partnerships, digital technologies, and local community participation.

Thus, we can say that the tourist formation of small towns in Turkestan region is possible in
the conditions of using integrated strategies of cultural resources and elements of sustainable
development, modern branding. The recommendations presented in the research work allow
not only to increase the tourist attractiveness of the region, but also to preserve its unique
historical and cultural image, to launch socio-economic processes, and to consolidate regional
identity.
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H. Hypmaran6eTtkspi3bl*, A.A. ’Kakynos, B.JK. [llapanaeBa
Espasutickull HayuoHa1bHbIU yHU8epcumem umeru JIL.H. ['ymunesa, Acmaua, Kazaxcmau

IIpoaBMKEHME TYPUCTUYECKOT0 GpeH/a MaJIbIX ropoAoB TypkecTaHCKOH 06/1aCTH Yepes
HCTOPUKO-KY/JIBTYPHOE HacJeaue

AHHOTanus. B faHHOUN cTaThbe paccMaTpPUBANOTCA TEOPETUKO-MeTOAUYeCKHWe U NpUKJIaJHbIE
acrnekTbl GOPMHUPOBAHHUS M NPOABHKEHHS TYPUCTCKOTO OpeHJla MaJibiXx TopoJioB TypKecTaHCKOH
06J1aCTH Ha OCHOBE KYJIbTYPHO-UCTOPUYECKOT0 HAC/Ie1UsI peTU0HA. AKTYaJIbHOCTb TEMbI UCCJIe[J0BAHUSA
Hepa3pbIBHO CBSI3aHA C HEOOXOAHWMOCTbIO YCTOWYMBOTO Pa3BUTHS PETrMOHAJIbHOIO TYpHU3Ma, BaX-
HOCTBIO MOBBIIIEHUS NHBECTULIMOHHOM MPUBJIEKATEIbHOCTU U GOPMUPOBAHUS YHUKAJIBHOIO UMHU/IXKA
pervoHa.

Llenpto Hccief0BaHUSA SIBJASETCA BbISIBJ€HHE MOTEHLMaka MaJblX FOPOJOB KaK TYPUCTCKOH Jec-
THUHALUH, aHA/IU3 CTENeHU BOCIPUSATUS TYPUCTCKUM OpPEH/IOM TypHUCTAMH U MECTHBIM COOGIIECTBOM,
a Tak)Ke pa3paboTKa KOHIeNTyaJlbHOU MO/IeJTM, OCHOBAaHHOM Ha KYJbTYPHOU CaMOOGBITHOCTHU pETHOHA.
B xozme uccnenoBaHus OGbLIM HCIOJIb30BaHbl METO/bl KOHTEHT-aHAIN3a, COLMOJIOTMYECKOr0 ONpoCa,
SWOT-aHasn3a. IMnupuyeckas 6a3a COCTaBJISIET pe3yJIbTaThl UCCAeIOBAHUM, MOyYeHHBbIX B CaypaHe.

B pesy/abTaTe ucciieJ0BaHUS BbISIBJIEHbI KJII0UEBbIe IPENMYIIECTBA U HE0CTAaTKU B OPMUPOBAHUH
TYPUCTCKOTO OpeHJia B MaJiblX ropojiaX perdoHa. PazpaboTraHHasi KOHIENTya/lbHash MOJENb UTPaeT
BaXKHYIO POJIb B CTPAaTErM4eCKOM IJIaHUPOBAHUU Pa3BUTUS TypU3Ma B MaJIbIX FTOPOJAAX.

Kinio4yeBble cioBa: Majible ropoza, TypkecTaHcKast 06/1aCTh, KyJIbTypHOE Hacjiejhe, UCTOPHUYEeCKoe
Hacjejue, TYPUCTUUECKUN OpeH/, KyJAbTypHast UIeHTUYHOCTb.

H. HypmaraH6eTKpbI3bl*, A.A. JKakynos, B.JK. lllapanaeBa
JLH. l'ymuaee amvindarsl Eypasus yaimmelk yHueepcumemi, Acmana, Kazakcmau

TypKicTaH 06/IBICBIHBIH, HIaFbIH KaJIaJap TYPUCTIK GPeH/iH TApUXU-MIJ,€HU MYpPa apKbLIbI
irepisery

Anpgarna. AtaaMbliin MakasiaZa TypkicTaH 06JIBICBIHBIH IAaFbIH KaJlaJapblHbIH TYPUCTIK OpeH/iH
Ka/IBINTACTBIPy MEH iJrepisieTy[iH ©HipAiH MaJeHHU-TapUXU Mypachbl HeETi3iHJe TeOpHUAJBbIK-9/icTe-
MeJliK 9He KoJ1JaHbOa/bl acleKTijiepi KapacThIpbLIaAbl. 3epTTeY TaKbIPbIObIHBIH, 63€KTiliri eHipaik
TYpU3M/JII TYpPaKThl JAAMBITY KaXKETTUIIriMeH, WHBECTULUSJIBIK TapTbIMJbUIBIKTbl apTThIPYABIH,
MaHbI3/IbIIBIFBIMEH KoHE aWMaKThIH Oiperel MMU/KiH KaJbIITaCThIPYMEH ThIFbI3 6aiJIaHbICTHI.
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Promotion of the tourism brand of small towns of Turkestan region through historical and cultural heritage

3epTTeyAiH MakKcaThbl WIAFbIH KajaJapJblH TYPUCTIK JeCTUHALUA peTIHAEri dJieyeTiH aHbIKTAy,
TYPUCTEP MEH KepriJliKTi KaybIMJaCTBIKTBIH TYPUCTIK O6peHATI Kabbliay JopeKeciH Tanaay, COHAau-
aK, eHipJiH MaJleHU epeKlleJliriHe Heri3ieJireH KOHLEeNTyaaAbl MOJeJb/li 93ipJiey 60JIbll TaObLIaAbI.
3epTTey GapbICbIH/A KOHTEHT-Ta/l/ay, a/1eyMeTTik cayasHaMma, SWOT Tanjay aficTepi KoJaHbLI/bL.
IMnupuKaablK 6a3a CaypaH KaJacblHZA aJIbIHFAH 3epPTTey HOTHKeJIepiH Kypanibl.

3epTTey HOTHXKeCiHJe aWMaKThbIH IIaFbIH KaJjaJapblHAA TYPHUCTIK OpeH/]; KaJbINTacThIpYAaFbl
TYHiH/i apTHIKIIBLIBIKTAP MEH KEMILIIJIIKTEP aHbIKTaJIIbl. O3ipJIeHI'eH KOHIeNTYa/1/ibl MOJIeJb IIaFbIH
KaJslajlapZa TYpU3M/i JaMbITYAbl CTPATETUSJIBIK XKOCapJay[a MaHbI3/1bl peJ aTKapajbl.

Ty#iH ce3aep: marblH Kajanap, TypkicTaH 06JibIChbl, M3JIEHU MYpa, TAPHUXHU Mypa, TYPUCTIK OpeH/,
M9/IeHH epeKIIeIiK.
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