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The formation of the marketing strategy of the enterprise in competition

Abstract. The article is aimed at considering theoretical and practical approaches to the study of the
development of the tourism industry based on the formation of a marketing strategy as a tool to ensure the
competitiveness of firms in the field of tourism and hospitality.

The need for the development of strategic marketing with the aim of its application to determine the
long-term prospects of enterprises providing tourist services is considered and substantiated.

The development of a marketing strategy is justified to determine the competitive advantages of a
tourism enterprise, namely in terms of providing quality tourism services and its competitiveness in the
world market.

The article analyzes the current state of the tourism industry in Kazakhstan and identifies the main
factors determining the advantages and problems of the development of this industry in the context of
globalization and offers recommendations on developing a marketing strategy for enterprises in the tourism
industry.
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Introduction

Theoretical aspects of the study of the development of the tourism industry at the present
stage indicate that the effectiveness and importance of the marketing strategy in tourism has a
high multiplicative effect, and therefore can stimulate the intensive development of the related
and auxiliary industries and infrastructure complexes [1].

Strategic marketing of tourism enterprises is focused on satisfying market demand (needs
and requirements) of consumers by creating new demanded and innovative tourism services, and
increasing sales of these services by applying marketing promotion methods aimed at generating
net profit.

A marketing strategy based on the principle of economic content is grouped into the
following types: country marketing, marketing of goods and services.

The industry in question applies and uses in the formation of a competitive strategy - service
marketing. This type of marketing is applicable for enterprises in the tourism industry, taking
into account external and internal factors, the level, scope, capabilities and characteristics of the
development of the tourism market.

Formulation of the problem

From the point of view of a strategic object, the main problems that marketing solves are the
following changes in the enterprise:

- definition of a specific goal;

- formation of a development strategy (methods and tools to achieve the ultimate goal).

Summarizing the scientific and theoretical approaches to determining the choice of marketing
strategies for enterprises, it is possible to determine the following stages for the tourism industry:

1) marketing strategy design (development of strategies aimed at achieving the ultimate
goal);

2) the formation of a common strategy of strategies to determine the effectiveness of the
competitive advantages of the enterprise, taking into account the strategic goal of its development;
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3) the choice of an alternative within the framework of the formed marketing strategy, their
analysis and assessment of risk sustainability in order to achieve the strategic goals of tourism
industry enterprises, to increase the content of marketing strategy achievement tools by developing
effective strategy tactics.

An analysis of the scientific results and research of foreign scientists and economists in the
field of the goal of the marketing strategy of tourism enterprises helps to draw certain conclusions:

- the implementation of the survival strategy, its essence leads to the fact that companies in
the tourism industry should strive to maintain their position in the tourism market;

- search for new market segments, expansion and entry into new segments of the market and
marketing of tourism services (growth strategy);

- the provision of quality tourist services for profit (the strategy of “skimming the cream”);

- business diversification - the formation of new services;

- improving the standard of living of the population - a social goal [2].

According to the authors of the scientific article, the definition of the competitive strategy of
the country’s tourism industry should reflect the content of the goals of the marketing strategy of
firms, while the strategic marketing of the enterprise itself should be interconnected with its goals
and objectives and the functions of marketing.

Marketing research features include:

- analytical assessment of the tourism market;

- pricing policy for tourism services;

- by forming a market offer for popular tourist services;

- satisfaction of market demand and sales in the tourist market;

- ensuring the life cycle and promotion of tourism services;

- determination of an exclusively strategic nature with a long-term perspective of the choice
of places for providing tourist services.

Goal

The purpose of this study is to determine the significance and functions of marketing in the
promotion of tourism services.

History

This study was launched as part of a dissertation study of undergraduates and doctoral
students in 2017 to design a concept for the development of tourism and hospitality in Kazakhstan.

Based on this study, an analysis of the current state of the tourism market was carried out
and priorities for their development in Kazakhstan were determined.

Research methods

In the process of writing a scientific article, empirical and statistical methods were used and
applied, as well as the method of economic and mathematical modeling.

Results / Discussions

The scientific article was condemned at conferences and the following results were generated:

The concepts of strategic marketing are theoretically substantiated based on a generalization
of the scientific works of scientific economists and the author’s approach to the application of
marketing strategies in the tourism market is presented taking into account the attractiveness
and development prospects of the tourism industry. Marketing strategy as a tool for managing
enterprises in the tourism industry allows the implementation and implementation of a systematic
policy of enterprise growth in the tourism market, based on its competitive advantages.

1. A model of managing an enterprise in the tourism industry based on the methods of
pricing tourism services by applying correlation and regression approaches to the interaction of
pricing factors and tariffs for tourism services is presented.
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Conclusion

The results of scientific research allowed us to draw the following conclusions:

1. A pricing methodology for the services of travel agencies has been developed, while a
travel agency determines the price of the services provided based on an analysis of the real market
situation. At the same time, it is also necessary to compare strategic and tactical goals, assess
the resource potentials and capabilities of the company, which contributes to the development of
specific mechanisms for the marketing strategy of the enterprise.

2. The proposed model of pricing for tourism services allows you to obtain detailed,
quantitative and qualitative information about a systematic approach to pricing, taking into
account external and internal factors of the market, for making operational and strategic decisions.

3. To ensure the flexibility and efficiency of market prices for tourist services of a company
(tariffs), as well as to form a competitive pricing strategy, it is necessary to take into account the
current tasks in the enterprise, which in turn determines the competitive advantages of the tourism
industry.

4. Competition is an important component of the market. At the same time, the survival of
any company, taking into account the specifics of its activity and the market sector, depends on
external and internal factors. Therefore, the competitiveness of tourism companies is determined
by indicators of efficiency and profitability, but these indicators are purely economic components
of a competitive strategy, the main thing is the ability to adapt the company to changing conditions
in the market of the tourism industry. It is important to know your competitors in the market,
therefore, companies providing tourism services need to conduct SWOT analysis in order to
improve the quality of the company’s competitive strategy. Accordingly, we have identified a
number of priority areas for the development of the tourist industry, specifically for micro-entities
of this market:

1) Creation in the organizational structure of the enterprise of the marketing service;

2) Continuous training on the development of professional competencies and policies of
motivation;

3) Reducing total costs (fixed and variable) and increasing the volume of services, which
affects the reduction in the cost of tourism services;

When forming the strategic goal of a travel agency, it is necessary to evaluate their own
potential and methods when developing a marketing strategy in order to optimally distribute their
resources to meet customer needs.

The process of forming a marketing strategy is shown in Figure 1.
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Figure 1. The process of forming a marketing strategy
Note: compiled by the authors based on [3]

Therefore, when developing a marketing strategy for an enterprise in the field of tourism,
the following important aspects should be taken into account:

- definition of goals (mission) of the business;

- the study of internal and external market factors from the position of the company;

- assessment of opportunities and financial, labor and material resources for the organization
of entrepreneurship;

- the formation of the goal of marketing;

- developing a strategy to achieve these goals;

- Creation of information systems and databases.

The strategy in the tourism industry, as Stephen Culver, professor at the Bournemouth
University Graduate School of Services (UK), points out, is related to two main economic
indicators - the level of business activity of consumers and the level of wages (income) of
consumers allocated on vacation.

Foreign scientists identify five principles by which enterprises of various industries can
form their marketing strategy (Figure 2).

| Marketing principles

The process of strategy formation is based The type of activity is not chosen at
on a database random, and its success depends on the
consideration of market requirements.

External factors matter

Strategic alternatives are limited. You can
Strategic centers in organizations can be focus on marketing, production or
identified and can be defined as strategic distribution

business units

Figure 2. Principles of forming a marketing strategy
Note: compiled by the authors based on [4]
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In the process of implementing the strategic marketing goals of the company, it is difficult to
control the application of the marketing strategy. The following control methods are used:

- determination of the share of net profit from the business;

- analysis of load factors;

- organization and conduct of internal and external audits of the business environment to
determine the success of the applied strategy;

- conducting research on individual products and the market itself [4].

Thus, it should be noted that the marketing strategy of tourism enterprises determines their
position in the market of tourism services, depending on the marketing strategy. To build an
effective marketing strategy, a travel company must determine its market position by conducting
a SWOT analysis. Based on this method, you can determine your strengths and weaknesses. It
is weaknesses that contribute to the development of specific proposals for their improvement,
thereby building a competitive strategy based on marketing tools.

The key problems in the development of the tourism industry lie in the communication
plane.

The first problem is the lack of established relations, coordination and effective interaction
between players in the tourism market (tour operators, travel agents, travel agencies, service
providers, associations, central and local executive bodies, etc.).

The second problem is weak branding, marketing and promotion of Kazakhstani tourist
destinations, insufficient information support about places of tourism in Kazakhstan, even in the
domestic market [5].

The process of forming a marketing strategy for tourism services should be considered in
terms of the significance and content of external and internal factors, which can be grouped as
follows:

Factor I. Consumer demand (f1).

Factor III. Distribution channels (f3).

Factor IV. State

Factor V. Production factor (f5).

Factor VI. Management factor (f6).

Factor VII. Structural and organizational factor (7).

Of the proposed factors, in the process of forming a marketing strategy, an important pricing
strategy is important, while external and internal factors interact and are interconnected, taking
into account the characteristics of the tourism market and the strategy of pricing tourism services.

The current state of the tourism market of the Republic of Kazakhstan has its own peculiarity,
which is evidenced by the development indicators of this industry: according to the Global Travel
and Tourism Competitiveness Index of the World Economic Forum in 2017, Kazakhstan ranked
81st out of 136 countries, while positions were slightly improved.

The highest tourism development potential in Kazakhstan is reflected in the following rating
indicators, which is reflected in Figure 3.
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Figure 3. Rating indicators
Note: compiled by the authors based on [10]

Nevertheless, according to the World Economic Forum, factors are identified that worsen
the rating of domestic enterprises in the tourism industry, as shown in table 1:
Table 1
The deteriorating factors of rating indicators in the field of tourism

Ne Rating Indicators Place
1 low quality of tourist infrastructure (hotels, resorts, | 121
cultural and entertainment facilities, etc.)

2 lack of open air traffic 121

3 visa difficulties 114

4 low quality of route 106

5 weak presence of car rental companies 113

Note: compiled according to the Committee on Statistics of the Republic of Kazakhstan

The published results of the World Economic Forum ranking, apart from legislation and
infrastructure, also indicate that marketing in the tourism industry is not well developed. At
the same time, the following factors were noted, which restrains the development of tourism in
Kazakhstan:

- low activity of marketing and promoting the country as a place of tourism;

- indicators of digital demand. Moreover, in terms of the number of online searches for
cultural and recreational tourism, Kazakhstan is in 105th place (3 points out of 100);

- natural tourism - at 118th place (2 points out of 100).

As the analysis of statistical data shows, in 2018, 7762.3 billion tenge was attracted to the
tourism industry of Kazakhstan in the total volume of investments in fixed assets, of which a little
more than 1% - 80.8 billion was directed to the development of accommodation and food services
tenge, which is 40% more than in 2016. In 2016, 0.9% of the total amount of attracted investments
-68.8 billion tenge was directed to the sphere of art, entertainment and recreation, which was also
reduced by 40% compared to the previous period.

Large investment projects in the tourism industry are not being implemented, including due
to the insufficient development of state support mechanisms and the lack of “long” and affordable
money for industry entities [6].

Analysis of the current state of the tourism market is characterized by the following data.

105



JLH. I'ymunee amovinoazet EYY Xabapuwivicoinoviyy Ikonomuxa cepuscot, Ne 4-2019

So, for the period from 2016 to 2018, the number of hotels increased by 11.9% (from 1719 to 1923
units), and the number of hotel rooms increased by 2 times and, as of June 2018, reached 47.6
thousand units . The largest number of hotels is in the Almaty region -199, and the smallest in the
West Kazakhstan region -39 units.

On average, in Kazakhstan for the first half of 2018, 24.5 rooms per hotel. The largest
placements are located in Almaty, where 47.4 rooms are on average per 1 facility and 43.1 rooms
in Astana, on average 11.8 rooms per North Kazakhstan region, and in the Zhambyl region 11.9
numbers, these are the smallest indicators in the republic.

Of the total number of hotels, 86.4% do not have a category, 22 hotels are five-star, 80 have
four stars, 126 have three stars, 20 have two and 14 have one star.

An important factor negatively affecting the occupancy of hotels in the republic should be
called the discrepancy between the price and quality of the hotel services provided.

In the formation of the volume of hotel services rendered, a significant share is still occupied
by hotels with restaurants. The volume of services provided by hotels with restaurants in 2017 is 77
billion tenge (80.3%), hotels without restaurants account for 19.5 billion tenge (19.7%). According
to the Statistics Agency of the Republic of Kazakhstan, the number of public catering facilities
increased from 2 to 2017 more than 2 times and amounted to 19.343 thousand establishments. In
the regional context, Almaty holds the leading position in the volume of catering services (41.502
billion tenge). Atyrau takes the second place (20.983 billion tenge), the third - Astana (16.069
billion tenge) [7].

Recently, the need for tourism and hotel-restaurant services continues to increase due to the
intensive growth of the economy, including international events like “EXPO” and “Universiade”.

In 2017, the number of hotels amounted to 1,851 units, which is 132 hotels or 7.5% higher
than in 2016 and 684 units (58.6%) higher than in 2013.

According to the results of the study, for the first half of 2018 the number of hotels reached
1923 units, the increase in the number of places in relation to the corresponding period of the
previous year was 8.1%.

At the end of 2018, non-category hotels account for 1,661 units, or 86.4%. 262 hotels have
a star category. The share of such placements is 13.6% of the total number of hotels (Figure 4).

B hotels that have a star
category

® hotels without category

Figure 4. Category of hotels
Note: compiled by the authors based on [10]

An analysis of the activities of “3-star hotels” indicates that the largest number of
accommodations belongs specifically to these categories of hotels, which is confirmed by their
share in 2017 and 2018. this indicator amounted to 138 units or 51.4%, the number of 5-star hotels
was 20 units (8.1%), 1-star hotels - 15 units (5.1%) (Figure 5).
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Figure 5. Number of placements by category
Note: compiled by the authors based on [10]

The global economic crisis has an impact on the development of the tourism industry as a
whole. There is a price imbalance in the hotel services market, which hinders the development of
the hotel sector and, accordingly, domestic tourism. It is this factor that affects the occupancy of
hotels (Figure 6).
Nur-Sultan
Almaty
East-Kazakhstan
North-Kazakstan

Pavlodar

South-Kazakhstan - 2018
Mangystau 2017
Kyzylorda m 2016
Kostanay = 2015
Karaganda m 2014
Zhambyl m 2013
West Kazakhstan

Atyrau

Almaty region

Aktobe

Akmolinsk

40 50 60

Figure 6. Dynamics of occupancy of hotel enterprises by regions of the Republic of
Kazakhstan for 2013-2018
Note: compiled by the authors based on [10]

The results of the analysis of the statistical data of Table 1 allow us to conclude that the hotel
occupancy rate (national average) in 2018 was 23.2%, which is 1.2% higher compared to 2016. The
decrease in occupancy rate is due to the global economic crisis As a result, many companies have
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reduced travel expenses, including the cost of accommodation and the number of days of stay.

As of January 1, 2018, in the regional context, the occupancy rate indicates that the leaders
are the West Kazakhstan region (32.4%), Atyrau (32.3%), Almaty (24.9%), East Kazakhstan
( 23.6%), North Kazakhstan (23.2%), Kostanay (23.2%), Pavlodar (22.8%) and Mangystau
(22.3%) regions. Low occupancy rate in such regions as: South Kazakhstan (20.2%), Zhambyl
(17.6%), Karaganda (16.6%), Pavlodar (14.5%), Astana (16.0 ), Almaty (17.3%) and Aktobe
(15.9) regions, which is associated with the outdated and worn-out material and technical base of
hotel complexes, the amenities of many hotel enterprises are located either on the floor or on the
street [8].

In 2018, more than 5.5 million people served Kazakhstani hotels, motels and other
accommodations. This is 237.2 thousand more than in 2017. However, growth did not occur in all
regions. Demand for hotels fell in the Karaganda, Akmola, Pavlodar, West Kazakhstan regions, as
well as in Nur-Sultan.

The situation has especially changed in the capital. In the year of the EXPO, Astana was
visited by 989.2 thousand people, in 2018 - only 767.6 thousand (Figure 7).

The number of visitors served by placesin 2018, thousand people

1200

Figure 7. Number of visitors served by placements in 2018
Note: compiled by the author based on [7]

Currently, in the tourism industry, the main tourist center of Kazakhstan is Almaty and
Almaty region, the city of Nur - Sultan is significantly inferior, and the lowest figure in the West
Kazakhstan region is slightly more than 100 thousand.

industries in the regions of Kazakhstan are low, while the limiting factor is the low quality
of service due to the lack of a competitive environment in this market.

Summing up the analysis of the tourism industry in Kazakhstan, one can note the development
trends of this market: the hotel sector has a dynamic development, the number of hotel enterprises
has increased 7 times, the one-time capacity 4.2 times, the number of visitors served 3.7 times
over the past ten years, which primarily associated with the development of tourism.

An analysis of the current state and development of the tourism industry in Kazakhstan allowed
the authors of this study to develop and propose a number of recommendations for improving the
assessment of the quality of tourism services in terms of hotel activities, to determine the development
priorities of this industry, as well as the prospects for the development of the tourism market in the
country, based on a SWOT analysis according to the state of tourist services, which is shown in table 2.
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Table 2

SWOT analysis of the financial and economic activities of small and medium-sized
companies in the tourism industry in 2019

Weaknesses

Strengths

-undeveloped system of rational management
inthe activities of medium and small enterprises
in the tourism sector;

- lack of marketing strategy;

- high cost of tourism services for Kazakhstan
consumers;

- non-competitiveness of small and medium
tourism enterprises;

- low quality advertising and lack of marketing
research;

- not developed tourism market infrastructure.

- the presence of a permanent reserve of
placements;

- development of strategic management and
marketing mechanisms based on a continuous
analysis of the tourism business;

- adaptation of foreign practice of tourism
development in the Kazakhstan tourism
industry;

- development of pure competition in the
market of tourist services;

- development of the legislative framework of
the tourism industry.

Opportunities

Treatments

- security improvements;

- the predominance of outbound tourism over
inbound tourism within the territory, constantly
leading to a decline in the situation of the hotel
industry and leading enterprises to bankruptcy,
which leads to a reduction in tax crime;

- weak legislative framework, lack of clear
priorities for the industry;

- development of tourism market infrastructure
- expansion of advertising in the countries
of near and far abroad, which ensures the
availability of information through the use of
digital technology in the development of the
tourism market

- Improving the development of hotel chains,
creating the basis for improving the quality of
service;

- development of a marketing system that
increases the attractiveness and competitiveness
of hotel services;

- low level of customer safety;

- low level of service in restaurants;

- staff turnover in hotels and restaurants.

According to analysts, the tourism and hospitality market is sufficiently developed in
Kazakhstan only in the cities of Almaty and the city of Nur-Sultan. The structure of the tourist
services market in these cities is represented mainly by local low-level hotels and high-quality
brands, which leads to an unstable situation in the market.

At present, the domestic hotel services market needs comfortable and inexpensive hotels
with the concept of “serviced apartments” (as a small apartment belonging to the structure of a
hotel with its own kitchen, bathroom and bedroom), as well as hotels of a low price category, but
exclusively for business travelers.

The authors proposed tools based on the use of the hierarchy analysis method (MAI) to
build and select a development strategy for tourism enterprises in order to develop a marketing
strategy.

This model involves the development of scientifically based mechanisms, taking into
account the scientific and technological potential, production and marketing capabilities of tourism
enterprises to achieve their goals.

Using the MAI model, one can select the priorities of the selected criteria. Table 5 presents
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a matrix for pairwise comparison of the choice of marketing strategy of tourism and hospitality
enterprises.

Table 5
Matrix of pairwise comparison of the choice of a marketing strategy for competitive
advantages
Indicators Strategies Estimated figures
1 2 3 4 5 Generalized | Normalized | A priority
vector vector
1. Reducing the |1 4 5 2 5 2,4 1,06 1
cost of tourism
services
2.Differentiation | 1/4 1 1 3 1/3 1,11 0,12 4
of travel services
3. Segmentation | 1/5 1 1 1/5 (12 0,6 0,04 5
of the tourist
market
4. Innovation 12 |1/3 |5 1 3 1,96 0,3 2
5. Immediate|1/3 |3 2 173 |1 1,32 0,13 3
response to
market demand
Amount 2,25 19,3 |14 6,5 (9,8
Note: compiled by the authors based on [9]

The procedure for filling this square matrix is carried out by independent experts and the
following scheme:

1. The first strategy (reducing the cost of tourism services) is consistently compared with
other strategies, as a result of which the first column and the first row are filled.

2. Pairwise comparisons are made in terms of the dominance of one of the elements over
the other.

- if element A dominates element B, then the cell corresponding to row A and column B is
filled with an integer, and the cell corresponding to row B and column A is filled with the inverse
number to it;

- if element B dominates element A, the opposite happens: an integer becomes in position
BA, and the reciprocal is automatically in position AB;

- if it is believed that A and B are the same, then a unit is put in both positions.

Thus, the comparison of the significance of the marketing strategy is carried out as follows:
if, for example, the first element (lowering the cost of tourism services) has a greater impact on
the future development of the tourism market than the second strategy, then it is assigned an
integer (in this case, 4), and the second (differentiation of tourist services) (less important) is its
reciprocal (i.e. 1/4). Similarly, the second column and second row are filled in, etc. until the matrix
is completely filled [9].

3. Then, to determine the priority of the identified factors, the values of the generalized and
normalized vectors are determined:

- usually the values of the generalized vector are determined in two ways: as the arithmetic
mean and geometric mean. In this case, this indicator is calculated as the arithmetic average.

Speaking about measures to solve the investigated marketing strategy, we can offer the
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following:

1) Creation of a marketing office;

2) development of a motivation policy and ensuring the improvement of professionalism of
employees;

3) Reducing the cost of tourism services by reducing fixed and variable costs, which affects
the increase in the volume of tourism services;

4) Development of a policy of working with consumers.

The calculation of the economic effect of the proposed measures, taking into account the
information collected, allows us to make the following conclusion:

1) It is necessary to create and develop an information-analytical program for tourism and
hospitality enterprises:

2) To attract (accept) marketing specialists with professional competencies (especially in
the field of tourism) who could implement the principle of “lifelong learning”, which affects the
quality of tourist services. For example, a marketer for conducting marketing research and events,
a PR manager, for implementing public relations.

3) Implement the work of the enterprise, attracting popular social networks.

4) Work on the pricing policy of the enterprise.

The costs of improving marketing activities will pay off in 0.05 years, which is a very short
time in the scale of the organization.

Thus, the marketing strategy of the company will ensure its competitiveness in the market
of tourist services.

Thus, the marketing strategy of the company will ensure its competitiveness in the market
of tourist services.

References

1. EppemoBa M.B. OCHOBBI TEXHOJIOTUH «TYPUCTHYECKOTO OM3HEca»: yueOHoe mocobue. - M.:
«Ocb - 89, - 2011. - 478 c.

2. Levis A.O., Quinn J.B. Readings in the Strategy Process. —Ed.3th. -New Jersey: Prentice Hall,
- 2008. -240 p.

3. BTA (British Nourist Authority) Framework for Marketing. Training manual: Management. -
4th Edition. - 2008. — 384 p.

4. Mopo3osa M.A. DxoHOMUKa 1 OU3HEC B TYPUCTCKOHN Opranuzanuu. YueOHuk. - M.: Akagemus,
-2004. —P. 85-106

5. Kucenesa 1. A., C.O. Uckamxsn. Cdepa yciryr Kak OCHOBA pa3BUTHUSI COBPEMEHHON HKOHOMHU-
ku // KypHan «PuHaHCOBAs aHAIUTHKA: Tpodaemsl U pemeHus». —2013. —T. 1. Ne 46 (184). —C.
16-20.

6. Konnenmus pasButus TypucTckod otpacnu PecmyOnmuku Kazaxcran mo 2023 roapa. Ilocra-
HosieHue IpaButensctBa Pecnyonuku Kazaxcran ot 30 utons 2017 roasr Ne 406

7. O6ume ceenenus no « IKCIIO —2017». [Dnexrponnslii pecype]. — URL: https://www.tourister.
ru/world/asia/kazakhstan/city/astana/artgallery (nara o6pamenus: 15.05.2019)

8. IlepciekTuBbI pa3BuTUs TypusMa B KazaxcTaHe Mo JaHHBIM ONpPOCa yYaCTHUKOB BBICTAB-
ku «Typusm u nyremectBusi» KITF 2017 [Onexrponssiii pecypc]. - URL: http://www.invest.
kz.com/articles/9072.html. (nata o6pamenus: 20.05.2019)

9. Kakue HacTpoeHHUs LIapAT Ha Ka3aXCTAaHCKOM PbIHKE TypHu3Ma. [DnekTpoHHsbIH pecypce]. - URL:
http://forbes.kz/stats/kakie nastroeniya tsaryat na kazahstanskom ryinke turizma (mata oGpa-
menust: 30.05.2019)

10. O¢punmaneHbiil caiit MunuctepcTBa s3koHOMUKH PK, koMuTeT 1o craructuke [DneKTpOHHBbIH
pecypc]. — URL: stat.gov.kz (nara o6pamenus: 19.05.2019)

111



JLH. I'ymunee amovinoazet EYY Xabapuwivicoinoviyy Ikonomuxa cepuscot, Ne 4-2019

H.H. Hypmyxametos', A.b. BaiimoeroBa?, P.b. CentoBa®
L2J1. H. I ymunes amvinoaewt Eypasus ynmmulx ynueepcumemi, Hyp-Cyamarn,
Kazaxcman
I Anmamol mexnonozusnvlx ynueepcumemi, Aimameor Kazaxcman

Bacekere KadineTTiliK JKaFAalbIHAA KICINMOPBIHHBIH MAPKETHHITIK CTPATETHSICHIH
KAJIBINTACTBIPY

AnpaTna. ATajMblll Makajiaja TypHU3M MEH KOHAKKaMIbIK c(epachlHAaFbl KOCIIOPbIHIAPAbIH
Oocekere KaOUIETTIIIriH KaMTaMachl3 €TETIH KypaJl peTiHAerT MapKeTHHITIK CTpaTerus HEeTri31Hae TYpPHUCTIK
CaJIlaHbIH JIaMYbIHA 3ePTTEYIiH TCOPHSUIBIK KOHE MPAKTUKAIBIK OaFbITTapbl KAPACTBIPUIFaH.

Makanazsa TYpHCTIK KbI3METTEpJl KOPCETETIH KOCIMOPBIHHBIH OONalIakTarbl y3aKMep3iMAUTIITiH
AHBIKTAy YILiH, OHBIH aJIIaFbl YaKbITTa CYPaHbICThI MaKcaTTa MaiJalaHbUIaThIH MAPKETHHITIK CTPaTer -
HBI IaMBITY KQKETTLIII KapacThIPbUIFaH JKOHE HEeTi3AesreH.

MapKeTHHITIK CcTpaTerusi KalbIITacThIpy, Typu3M cepachliHIarbl KOCIMOPBIHHBIH OdceKere Ka-
0171eTTi OachbIMIBUIBIFBIH aHBIKTAY YIIiH, a1 HAKThl alTaThIH OOJICAK, camajbl KbI3MET KOPCeTyAe dJIeMIiK
HapBIKTa TYPUCTIK KbI3METTEP MEH OHBIH 0dcekere KaOileTTUTiriHe MaHbI3AbUIBIK JKacaabl.

Makanana KazakcTaHHBIH TYPHUCTIK CallaChIHBIH Ka3ipri jkarJaiiblHa Tajfay »acajbIHFaH >KOHE
kahannany >karnaiiblHia aTajaMbIH CajaHbl JaMbBITy MAceneiepi MeH OachIMIbUIBIKTApbIH aHBIKTAUTBIH
Herisri ¢akTopiap anbiKTanrad. COHBIMEH KaTap, OCbl MoceJeNepAl KallblHa KeJITipy YLIIH, TYPH3M ca-
JachIHJa KbI3MET KOPCETETIH KOCIOPBIHAAP YIIiH MApPKETHHITIK CTPATETUsIHbI KAJIBINTACTBIPY OONBIHIIIA
YCBIHBICTAP KAaCaJIbIHFaH.

Tyiiin ce31ep: MapKETHHI, CTPATETUsUIBIK MAPKETHHT, TYPHCTIK KociMOpbIHAAp, Oacekere KadiieT-
TLTIK, TYPUCTIK HAPBIK, IIBIFBIHIIAP.

H.H. Hypmyxametos', A.b. BaiimoeroBa?, P.b. CentoBa®
2 Eepasutickuti nayuonanvuvitl ynusepcumem um. JI.H.Iymunesa, Hyp-Cynimarn,
Kazaxcman
S Anmamuncruti mexnonosuueckuil ynueepcumem, Aimamet, Kazaxcman

®opMupoBaHHEe MAPKETHHIOBOM CTPaTernu NpeANPUSTHA B YCIOBUAX KOHKYPeHIHH

AnHotanus. CraThsl HalpaBjIeHa Ha PACCMOTPEHHE TEOPETUYECKUX U MPAKTUUECKUX MOIAXOA0B K
MCCIIeIOBAaHUIO Pa3BUTHSI TYPUCTHUYECCKOM OTpaciIn Ha OCHOBE (POPMHUPOBAHUS CTPATETHH MAapKETHHIA KaK
MHCTPYMEHTa 00ecreyeHns1 KOHKYPEHTOCocoOHOCTH GupM B cepe Typu3Ma U rOCTSIIPUUMCTBA.

Paccmotpena n 000ocHOBaHa HEOOXOAUMOCTh PA3BUTHUS CTPATEIMYECKOTO MAPKETHHTA C LEIbIO €T0
MIPUMEHEHUS JUIs ONIPEIENIEHUS JOITOCPOUHBIX TIEPCIEKTUB MPEANPUATHH, OKa3bIBAIOIINX TYPUCTCKHUE yC-
JYTH.

Pa3zpaboTka MapKeTHHIOBOW CTparerud OOOCHOBaHA ISl ONpPENENICHHUs] KOHKYPEHTHBIX MpPEHMY-
HIECTB NpeanpusTHs chepbl Typu3Ma, a UMEHHO, B YaCTH OKa3aHHUS KaY€CTBEHHBIX TYPUCTHYECKHX YCIIyT
Y UX KOHKYPEHTOCTIOCOOHOCTH HAa MUPOBOM PBIHKE.

B crarbe mpoaHamuM3MpoBaHO COBPEMEHHOE COCTOSHUE TypUCTCKOM oTpacnu Kazaxcrana, ompe-
JIeJICHBI OCHOBHBIE (DaKTOPBI, ONPEACISIONINE IPEUMYILECTBa U IPOOIEMBI Pa3BUTUS JAHHOW OTpPaciiu B
YCIOBUAX TI00ANN3ALMH, U MPEUIOKEHBI PEKOMEHAINH [0 pa3padOTKe MAPKETUHTOBOM CTpaTreruu JJis
NPEANIPUATHH B cepe Typu3ma.

KuroueBble cj10Ba: MapKeTHHT, CTpaTErHYECKUN MapKETHHI, TyPUCTCKOE NPEANPHUATHE, KOHKYPEH-
TOCIIOCOOHOCTb, TYPUCTCKUH PBIHOK, 3aTPaThl.
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