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DEVELOPMENT OF THE SPHERE OF TOURISM ON THE BASIS
OF INNOVATIVE MARKETING TECHNOLOGIES

Abstract. The way to an innovative Kazakhstan has already been defined and has its own directions
and guidelines. The conducted researches have shown that the construction of a model of a knowledge-
based economy requires new and new corrections of the country's innovation course, as well as its clear
legislative support. This article summarizes the accumulated theoretical and methodological
foundations for researching innovations in the global tourism industry and identifies ways to improve
the efficiency of tourism development on the basis of innovative marketing technologies, the main of
which are: the organization of advertising campaigns; implementation of e-business; logistics services
for consumers of tourism services on the basis of the introduction of innovative advertising and
information and communication technologies; reengineering of business processes through interaction
of a tourist enterprise, market and consumers; The application of the concept of geomarketing in
the field of tourism.
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Introduction. The actualization of the issue of innovation research in the tourism industry is
connected with the rapid growth of competition in the world tourist market in the early 21st century
and the consideration by the scientific community of innovations as the main source of increasing
competitiveness in the tourist market. At the same time, the interrelation between innovation and
competitiveness is manifested at three levels: macroeconomic (interrelation of state innovation policy
and international competitiveness of the national economy), mesaseconomic (dependence of
competitiveness of the national tourist product and tourism industry on the effectiveness of the
innovative component of the national tourism policy) and microeconomic (increasing the
competitiveness of a tourist enterprise based on the application of innovation) .

It is necessary to note the insufficient scientific level of theoretical and methodological research of
innovations in the tourism industry and, as a result, the multiplicity of methodological approaches to the
problems of innovative development in tourism.

In Kazakhstan, national and regional innovation systems have been created with a network of
technopolis, technology parks, technological business incubators, innovative clusters are being formed,
national development institutions are operating, including JSC «National Agency for Technological
Development», National Innovation Fund, etc. To coordinate their work, the Concept of Innovative
Development of Kazakhstan was developed, state strategies and industrial innovation s program. Their
main provisions are aligned with the requirements of Strategy-2050 and are systematically reflected in
the State Strategic Program «Kazakhstan-2030». The contours of the national model of innovative
development of Kazakhstan are formalized in the form of a knowledge-based economy model with the
support of human capital. Priority directions are the development of innovative projects and
commercialization of technologies, large-scale attraction of direct investments into the economy,
especially foreign ones. To implement a knowledge-based model, you need to have not only the
appropriate technologies, but also innovative resources. Human capital, of course, is the main resource
of the innovative economy. It's time to more clearly differentiate the concept of «human capital» and all
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that is behind it. It is very important to form a new layer of modern engineers and engineers, but
together with them, workers of a new warehouse are needed - with a technical mindset, without which
development and implementation of innovative projects is impossible. In addition, we need innovative
managers who must perfectly know the information on the markets, know what resources are needed,
where to attract investments, where to send the output, etc. It is important to clarify the competencies
necessary for the needs of modern production and determine the target orders for training of
innovative workers and managers [1].

The market (innovative) model of the country's economy is based directly on the use of new
scientific results and their technological introduction into production, which provides an increase in the
gross domestic product (GDP), mainly due to the development and implementation of knowledge-
intensive products and services. The main goal of this development model is the improvement of the
system for determining priority directions for the development of science and technology, the
mechanisms for their implementation and the mobilization of financial and logistical resources to ensure
the set goals. In the article we considered priority areas: development of the tourist industry, tourist
business, which is one of the most dynamic and profitable among all branches of the world economy.

Theoretical and methodological approaches. The conceptual basis was the work of foreign
researchers: P. Drucker [2], M. Porter [3], J. Schumpeter [4]. These authors have considered in detail the
problems of innovation as a socio-economic phenomenon. Special attention should be paid to such
authors as S.M. Hall, E. Paget, F. Dimanche, & J.-P. Mounet. Various aspects related to this area were
considered even more numerous literatures A.-M. Hjalager. For example, over the past decade,
contributions have been made to research networks and clusters in the field of tourism innovation M.
Novelli, B. Schmitz, & T. Spencer, innovation systems in tourism SM. Hall, A.M. Williams, the emergence
of new tourist products D. Edwards, I. Martinac, G. Miller, innovation in tourism and internationalization
A.M. Williams, G. Shaw, the application of new IT technologies, communications and management in
the tourist activities of Moscardo, as well as the recently transboundary regional innovation systems and
the impact of tourism on promoting the innovative processes of A.Weidenfeld. However, despite the
growing interest in empirical research in the field of innovation, no model has been developed for the
innovative behavior of firms in the field of tourism [5]. These issues have not yet been studied in the
domestic economic science.

A certain contribution to the study of the development of innovations in tourism was made by
domestic researchers: A. Aldasheva, S.R. Erdavletov, G.K. Kaliyeva, A.Zh. Saduov, O.B. Mazbaeva, Z.R.
Karbetova, Sh.R. Karbetova, S.K. Suraganova, A.T. Tleuberdinova.

According to statistics of the World Tourism Organization, tourism accounts for 10% of the world's
gross product, 7% of total investment, and 5% of all tax revenue. At the present stage of development of
tourist activity, it is essential to increase the efficiency of tourism development on the basis of
innovative marketing technologies, which will contribute to the creation of a competitive tourist
product.

Research in marketing services refers to the third quarter of the twentieth century. To date, there are
dozens of research groups in universities and universities abroad, studying management and marketing
services. Marketing services, problems of the marketing concept are considered in the works of
domestic and foreign researchers and practitioners: F. Kotler, K.L. Keller, T.A. Primak, A.M.
Kostyuchenko, E.V. Innovators, etc. In the studies of these authors, a thorough analysis of the essence
and problems of marketing of tourist services was carried out. Thus, in the work of N.E. Kudla marketing
tourism services is defined as a set of activities related to the definition and development of a tourist
product, as well as its promotion in accordance with the psychological and social factors that must be
taken into account to meet the needs of individuals and groups of people in recreation, entertainment,
by providing them with housing, transportation means, food, leisure and so on. Marketing in the field of
tourism is a system for studying the tourist market, a comprehensive impact on the buyer, his requests



with the aim of providing the maximum quality to the tourist product and making profit by the tourist
firm [6].

The purpose and objectives of the article. Summarize the accumulated theoretical and
methodological foundations of innovation research in the global tourism industry and identify ways to
increase the efficiency of tourism development on the basis of innovative marketing technologies.

Statement of the main material of the study.

Conceptual differences in the study of innovation among the world scientific community raise the

issue of determining innovation as a socio-economic phenomenon, as well as highlighting the distinctive
characteristics of this phenomenon (Table 1) and the features of innovations specific to research in the
global tourism industry.

Table 1 - Distinctive characteristics of innovation 48 @ soCio-economic phenomenon

Characteristic Description of the characteristic Researchers

Radicality Qualitatively new level of functioning of innovative svstem in comparison | 1. Schumuter
with outdated

Assini lation The need to introduce and master nnovation i order to obtain a
qualitatively new result

Celicity Innovation in the development process goes thiough 4 stages of the life | Gongalo G, Aleixo
cycle and  Alexandra B,

Processivity The process of creating a qualitatively new way of functioning of the | Tenera
sysiem

Profitability Extraction of additional profit by increasing labor productivity, reducing | P. Drucker
prodduction costs, producing a product with unique characleristics

Market demand The opportunity o pain competitive advantages in the market M. Porter.

The basis  for  the | Innovation is based more on the accumulation of minor improvements and

accumulation of a | achievements than on a single technological breakthrough

number of achievemsants

Civilization of | Civilized changes (the transition of mankind from the collection of fruits | E. Toffler,

development trends and hunting to the agrarian, industrial, post-industrial stages, and in the | H. Toffler,
215t century to the knowledge economy) enable us to achieve sustainable | A King,
development trends through innovative technol ogies B. Schneider,

V. Poskrobko,
R.Tiborovski
Source — data | 7]

Specificity of the development and introduction of innovations in the world tourism industry is
associated with a number of distinctive characteristics of tourism and tourist products as objects of
innovation:

- immateriality (the client cannot independently study the physical characteristics of the tourist
product before making a decision to purchase);

- impossibility of getting a tourist product in the property;

- impossibility to use tourist product either as an object of fixed assets or as a negotiable asset;

- simultaneous production and consumption of tourist products;

- the human factor (a lot of people are involved in the process of rendering tourist services: staff,
clients, other tourists and local residents);

- the inconsistency of quality and the complexity of managing it in the sphere of tourism;

- multi-component (tourist product consists of several individual services, the quality of which
affects the perception of the trip as a whole);

- seasonality (fluctuations in demand and prices for individual services);

- inelasticity of supply of suppliers (transport companies, accommodation and food cannot accept
more guests than they have available seats for a specific date).

Given these features, it can be concluded that innovation in tourism is a qualitatively new way of

producing a tourist product, its implementation or creative action on the tourist market, which aims to
attract a tourist, satisfy his needs and at the same time bring income to the tourist organization.

The study of innovations in tourism is a relatively new field of research. For the first time this
direction appeared as a separate sphere of research of innovative problems in the 1980s, which is



connected with the rapid development of the world tourist market and the need to comprehend the
changes that are taking place. In the 2000's innovations in tourism have been at the center of attention
of the scientific community due to the fact that the world tourism industry has become the third largest
after the petrochemical and engineering industries and the first in the service sector. It is possible to
single out the following features of research of innovative development of the world tourism industry:

- domination of research of technological and marketing innovations;

-applied nature of ongoing research;

- a narrow focus of research within the individual components of the tourism industry: food
enterprises, transportation, accommodation facilities, etc.);

- client-oriented (most of the studies are commissioned by transnational corporations, international
hotel chains and international organizations);

- domination of the process approach [7].

Over the past decades, a significant amount of research has been accumulated in the global tourism
and hospitality industry. The following main directions of studying innovative problems in tourism can
be singled out: general theoretical provisions of innovative activity in tourism, evaluation of the
effectiveness of innovation in tourism, innovations in ensuring the sustainability of tourism
development, marketing innovations in tourism, the interrelation of innovations and competitiveness,
innovations in specialized fields of activity (hotel business, SPA industry, transport, information
technologies, etc.). A brief review of the main scientific achievements of foreign researchers on the
directions is given in table 2.

Table 2 - Brief review of foreign scienti fic achievements in the study of innovations in tourism (in directions)

Researchers | Country Main results | Years
General theoretical provisions of innovation in ourism
A-M. Hjalager Denmark A classification of innovations in tourism has been developed: | 1997
fond, process, manaperial and institutional
An innovative modal for tourism has been developed [B] 2002
M. Ottenbacher New Zealand Innowative determinants in the tourism industry are selected: | 2005

market choice, personnel  management  strategy,  market
susceptibility, etc. [9]

Evaluation of the effectiveness of innovation in lourisim

Sipuaw, Simpson, & Usa A oconceptual model of what innovation 8 and how it is | 2006
Enz, 2006 implemented in the service sector has been developed. The

LA, Siguaw, P.M. methods of evaluation of innovation in hospitality. [10]

Simpson, C.A. Enz

M. Ottenbacher New Zealand The measurement of the economic effect from the introduction of | 2007

innovations in wurism was carried out on the basis of a three-
dimensional model: market, financial and reflexive indicators of
the development of the consumer and the personnel of the
orpanization

Lori 1. Sipe, Mark B, | USA A comprehensive methodology  for assessing  the effect of | 2009
Testa introducing innovations in the work of a tourist enterprise [11]

Marketing innovations in tourism
I Sundbay Sweden The notion  of innovation marketing s introduced,  the | 2007
interrelation between the results of the enterprise’s economic
activity and its innovation activity is grounded [12]

D. Buhalis United Kingdom The notion of e-tourism {e-tourism) and reasoned reality for the | 2008
promotion and creation of tourism projects based on social
media, online resources and mobile applications [ 13]

E. Martinez-Ros Spain Two types of innovations are distinguished: radical and gradual. | 2009
The innovative potential of participants in the value added chain
in tounsm is considerad [ 14]

Q. Wu Hong Kong The necessity of using dvnamic pricing a8 a basis  for [ 2011
manapement of tourist demand is grounded. [15]

In a competitive market environment, each firm uses certain marketing tools to successfully operate,
meet market demand and achieve profitability. The marketing system is a complex system that includes
a wide range of programs to create, maintain and implement the company's most effective activity in
the market. The target orientation of marketing depends on the type of company (tour operator, travel
agent) and is based on a list of those problems that need to be addressed both in the short and long
term.



For development of tourism in the republic a number of state programs and concepts were adopted.
In the Concept for the Development of the Tourism Industry of the Republic of Kazakhstan until 2023
from June 30, 2017, six cultural and tourist clusters have been identified reflecting the tourist offer of
Kazakhstan. These are: «Astana is the heart of Eurasia», «Almaty is a free cultural zone of Kazakhstan»,
«Pearl of Altai», «Revival of the Great Silk Road», «Caspian Gates» and «Unity of Nature and Nomadic
Culture». To effectively promote the image of the country and attract a large flow of tourists, it is
planned to conduct a large-scale marketing and advertising campaign abroad and within the country.

According to the World Tourism and Travel Council (WTTC), Kazakhstan has a relatively high level
of public investment in tourism (46th among 140 countries). However, marketing activities to attract

tourists in general remain ineffective (102nd place among 140 countries).

At the same time, Kazakhstan significantly improved its indicators on price competitiveness in the
sphere of tourism (from 73 places in 2013 to 8 places in 2016).

Table 3 - Number of visitors for entry and exit tourism, people

Years [Mokanar e
Mumber of visitors for | Number of visitors to | Szrviced by visitors to Of the total number of tourists
outhound tourism inbound tourism places of non-residents residents
aconmindation
2012 | 9065 579 6 163 204 3 026 227 519222 2 307 005
2013 10 143 710 f 841 085 3307 752 586 038 2721714
2014 10 449 972 332 734 3 B04 447 679 018 3125 429
2015 11 302 476 6430 158 3 BO2 225 082 213 3110012
2006 | 9755593 6 509 390 4217782 722 515 34495 267

Source — data [16]

As can be seen from the table, the number of visitors for outbound tourism that traveled abroad
increased by 7.6% in 2012-2016; foreign citizens who visited Kazakhstan - by 6.1% of tourists; the
visitors served by the places of accommodation of Kazakhstan - by 39.4%.

One of the theorists of modern management, Peter Drucker, defined the marketing goal: «The goal
of marketing is to make sales permanent. The goal is to know and understand customers so well that the
product or service is suitable for them and sold themselves» [17]. This means that advertising and
promotion of goods and services should be part of a system whose work is aimed at meeting the needs
of customers. Advertising and promotion will achieve maximum efficiency in the event that the needs
and interests of customers are first determined, and then the goods and services available to them will
be offered.

Marketing in the tourism industry is designed to identify the needs of tourists, create attractive tourist
services for them, to acquaint potential tourists with the tourist products available to them, inform
them about the place where these services can be purchased. As the practice of marketing activities of
leading tourist firms in the world has shown, it is advisable to follow the standard sequence of seven
marketing events that have been called the «Seven P Tourist Product» [18]: product (product), planning
(planning), place, people (people), prices (prices), promotions (promotion), process (process).

Of particular importance is the problem of developing and using innovative potential, especially for
the tourist industry, where the human factor - the manager, the tour operator, the tourist services
worker, is important, which is due to the need to solve strategic tasks at the micro- and macro- level. At
the same time, both technical development and innovation potential will contribute to the
strengthening of the innovative nature of tourism activities, the formation of a special innovation sphere
with its specific features and subjects.

Considering the tourist industry, it should be noted that the representation of the population about
the best types of recreation are changing, as is the fashion for prestigious recreation places. In the last



century, very popular and prestigious resorts were Nice, Baden-Baden, where you could meet the whole

color of European society. And nowadays Nice is known mainly as a health resort and is not a prestigious
vacation spot, which it was in those days.

A travel company must constantly monitor all changes occurring in the tourist products market, have
time to react to each of them: lagging behind more capable and prudent faces the consumer's distrust
of the travel company, can lead not only to loss of customers, but also to a drop in the overall image of
the tourist companies, that is, to the loss of a significant part of potential and regular customers.

In conditions of growing competition on the international tourist market, the global trend towards
strengthening the role of the state in providing tourism development, the domestic tourist product is
becoming less attractive and competitive. The sphere of tourism in the state is not able to ensure the
full implementation of economic, social and environmental functions, does not contribute to the
preservation of the environment and cultural heritage, filling budgets of all levels, creating jobs,
increasing the share of services in the GDP structure in January-June 2017, the share of tourism in The
GDP of the Republic of Kazakhstan amounted to 1.6%, or over 346.5 billion tenge [16].

In 2016, the export of tourist services, that is, residents' income from the stay of foreign citizens in

Kazakhstan, amounted to $ 1.5 billion, which is 1% higher than in 2015.
Table 4 - Export of tourist services in Kazakhstan

mln. USD

2012

2013 2014 2015 2016 Girowth Proportion, %
2015-2016
Total 13472 1 522.0 | 467.3 1 533.6 1 548.5 109 1005
Business 1272 1413 143 8 1435 161.5 12.6% 10.4%
Personal 12200 1 380.7 13235 1.390.2 1 387.1 -0.2% B9.6%
Source — data [19]

In the structure of export of tourist services, as seen in the diagram below, other personal trips
prevail, that is, expenses of foreign citizens, the purpose of the trip, to which Kazakhstan was not
education or treatment, 89.3% of exports or 1.4 billion dollars . The second most profitable article is

«business travel», exports for this item in 2016 amounted to 161.5 million US dollars, which is 12.6%
higher than in 2015.

Expenditures of non-residents of Kazakhstan related to education amounted to $ 4.1 million (share in
exports - 0.3%). The income received from foreign citizens related to treatment increased 1.8 times,
amounting to 0.8 million US dollars. Peak exports for this item were in 2008 at $ 3.8 million.

Other personal trips
1 382,10

1 connaction
with training
4.1

11 connaction
with treatment
0.9

B Business ™ Personal

Pucyrow | — Structure of export of tourist services, mln, USD [16]



Imports of tourism services totaled $ 1.7 billion in 2016, down 16.2% or $ 321.2 million compared to
2015, mainly due to a decrease in imports under «other personal travel» and «personal travel in
connection with treatment».

The largest share in the import of tourism services, i.e. the largest volume of expenses of Kazakhstan
citizens traveling abroad, accounted for personal trips not related to treatment or education — 87% of
imports or S 1.4 billion. USA. Training-related travel is the second largest importer of tourism services, $
8.4 million or $ 139.3 million. USA. Business travel imports accounted for 3.5 per cent or $ 58.4 million.
USA.

Table 5 - Import of ourist services in Kazakhstan
min. USD 2012 2013 2004 2015 2016 Girowth Proportion, %
2015-2016
Total 1 6R5.5 | 8433 1 932.0 1 979.0 1 657.8 -16.2% 1%
Business 93 8 483 50,4 56,7 58,4 3.01% 3.5%
Personal 1 5918 1 7940 1 BRl.6 19223 | 59494 -16,8% M. 5%
in connection with | 10,7 9.7 10,7 35,1 17,7 449 7% 1,19
Lraining
In connection iTh 63,1 733 140.9 1393 -1,1% §.4%
with treatment
Other personal 15434 17213 17977 1 7463 | 442 4 -17.4% 7.0
trips
Source — data [19]

In the context of countries, the largest amount of money was spent on trips of Kazakhstanis,
committed for personal, non-business purposes to Russia, Uzbekistan and Kyrgyzstan. The data of the
three countries account for 72% of all imports of tourism services in Kazakhstan.

One of the central elements of the marketing activities of tourist firms is «conducting advertising
campaigns. Advertising in tourism acts as a form of indirect communication between a tourist product
and a consumer. It has a significant psychological and socio-cultural impact on consumers of services,
encouraging them to one or another action. However, civilized advertising is not the manipulation of
public opinion, but the formation of actual needs aimed at the self-development of a person» [6].

According to scientists, «the formation of an innovative economy involves the creation of such
institutional conditions under which innovations are the main source of maximizing the individual
income of the owner» [6]. The development of the modern economy is becoming more dependent on
the effective generation, dissemination and application of innovations. In the course of evolution, based
on innovative concepts of economic development, a theoretical presentation of economic processes
under cyclic changes was made, the role of innovations as sources of growth and causes of economic
imbalance was revealed, and the foundations for forecasting real processes were formed. With the
introduction of the concept of «innovative potential» into the theory and practice, the essence of most
of the concepts (J. Shumpeter's innovation theory, J. Forrester's capital theory of capital accumulation,
R. Solow's neoclassical theory of macroeconomic growth, S. Hicks equilibrium growth theory, effective
growth theory U. Sharp, the theory of long-term development of S. Glazyev, the concept of large cycles
N. Kondratieff).

New approaches to business organization, concentration processes in the sphere of tourism make it
necessary to systematize advanced approaches to the marketing activities of tourist enterprises.
Information and innovation technologies, modern business tools provide support for marketing by
providing information on innovations necessary for making marketing decisions, directions for using
marketing information in tourism; means of advertising on the Internet; a new interpretation of the
concept of «electronic business» and its main components (e-marketing, e-commerce), which are more
detailed in view of industry specificity.



The need to use powerful tools and management methods in the conditions of competition stipulates
the application of the most progressive, radical and universal method - business process reengineering
with the use of the integrative nature of tools for supporting reengineering, where the interaction
between the business processes of the tourist enterprise, the market and consumers is important.

Rigid competition in the tourist services market forces managers to maximally apply new
technologies, use new opportunities to meet the needs of target consumers that are constantly
changing, and attract the unreached segment of potential customers at this point in time.

To attract potential customers, constant work is carried out on new services and technologies. Non-
standard approaches, novelty of innovative advertising technology attract consumers. Innovative
advertising is based on the use of modern technical support, the latest computer technologies and non-
standard ways of presenting information in promotions. One of the new marketing innovations is the
use of interactive tables, ultra-modern interactive projections, new generation TVs, and the latest
computer technologies [20]. Interactive table is a revolutionary multi-touch computer that allows you
to interact with digital content in simple and easy ways without the use of additional equipment. It gives
an opportunity to present a tourist enterprise, to familiarize with a virtual tour, which is an excellent
marketing course for attracting tourists to tourist establishments, as it allows you to transfer a three-
dimensional image of hotel rooms, surrounding spaces, restaurants and lounges, to inspect them,
rotating the picture 360 degrees, rooms in another, to appreciate their coziness and style. At business
meetings, the "interactive table" can be transformed into a collective work area for negotiations,
planning, dynamic task modeling, document viewing, presentations, diagrams and graphs. Such a
decision actively involves clients in working activities, saves considerable time, helps to effectively and
efficiently visualize research results, provide necessary information, and this is an additional image of
the company.

One of the new innovative marketing technologies in the sphere of tourism is the use of geomarketing
and methods of tourism development in various concepts of marketing in tourism. The basis of these
concepts is the provision that all activities of the tourist organization take place on the basis of constant
monitoring of market conditions and is based on reliable knowledge of the preferences and needs of
potential buyers, their evaluation and consideration of possible future changes. The financial basis for
such integration is the production of only those tourist products and services that are necessary and
popular with tourists.

Conclusions and prospects for further development. Quality tourism product and successful
marketing programs, as emphasized in the training materials, begin with the definition of needs and
requests of consumers, comprehensive planning, collection, analysis of data needed in the marketing
situation in which the tourist company is located. Marketing research specialists carry out a whole range
of services, which include such activities as studying the potential of the tourist market and the market
share of tourist companies, assessing the level of consumer satisfaction and buying behavior; research
of the tourist product, methods and strategies of pricing, distribution and promotion of the tourist
product.

Thus, the development of tourism in Kazakhstan requires modernization through the introduction of
innovations both in the production of tourism services and products, and in the management process at
all levels of the economic system. For successful transition to an innovative way of development it is
necessary to take into account the revealed features of innovative activity in the sphere of tourism.

Conceptual measures to increase the effectiveness of tourism development on the basis of innovative
marketing technologies in tourism should be:
- promotion of Kazakhstan as a tourist destination in the world and domestic market;
- stimulating the development of small and medium-sized businesses in all areas relevant to
tourism;



- attraction of investments for the implementation of innovative projects in the field of tourism, as
well as for the construction and restoration of tourist infrastructure facilities;

- development of transport accessibility and improvement of the quality of transport services
provided.

Practical measures to increase the efficiency of tourism development on the basis of innovative
marketing technologies in tourism should be: dissemination of the practice of introducing modern
technologies in the field of culture and tourism, in particular, virtual tours and walks, panoramic images,
3d and 4d travel, virtual and real reconstructions events, virtual interactive maps with a 3D image,
multimedia projects, etc. — al these are modern technologies that are used to ensure the availability of
cultural and tourist products for all consumer segments.

The most important technologies are acquired when used for:

- assistance to people with disabilities, for their social and cultural adaptation, ensuring inclusion
in tourism;

- population with low or insufficient payment capacity, to ensure the sublimated demand for
tourist trips or expand the geography of tourist interest, as well as the formation of a sustainable
consumer
interest in the presence of deferred demand for tourist services;

- the formation of an indirect channel for promotion and dissemination of information on cultural
and tourist sites showing the country, expanding the possibility of presence in the Internet and Smart
spaces;

- influence on such a consumer segment as «innovators» who have progressive views, modern
thinking, high consumer and consumer activity, who want and can buy new tourist products;

- formation of the image of the country, clusters in the international market.
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1KaparaHAWHCKMIA SKOHOMUYECKMIA yHUBepcuTeT KasnoTpebcotosa, KasaxcraH
; 2YHusepcuteT CaHTbaro ge Komnoctena, MicnaHma

PA3BUTUE CPEPBI TYPU3MA HA OCHOBE MHHOBALIMOHHbIX
MAPKETUHIOBbIX TEXHO/TOTUI

AHHOTauuA. MNyTb K MHHOBALMOHHOMY Ka3axcTaHy y»Ke onpeaenieH U MMeeT CBOM HanpaBsieHua u
opueHTupsbl. MpoBeaeHHbIe UCCAea0BaHWUA MOKa3anu, YTO MOCTPOEHME MOAEAN HAyKOEMKOW
3KOHOMMKM TpebyeT BCce HOBbIX WM HOBbIX KOPPEKTUPOBOK MHHOBALMOHHOMO Kypca CTpaHbl, a TaKKe
€ro YeTKOro 3aKoHoZaTesIbHoro obecneyeHus. B gaHHOM cTaTbe 0606LLEHbI HAKOMIEHHbIE
TEeopeTUYeCcKMe U MeTOLO0I0rMYECKNE OCHOBbI UCCIeA0BaHMUA MHHOBALMI B MMPOBOIM WHAYCTPUU
TypuY3Ma W onpegeseHbl NyTM NO MOBbIWEHUIO 3PPEKTUBHOCTM pPas3BUTMA chepbl Typuama Ha



OCHOBE WHHOBALMOHHBIX MAapKETUHIOBbIX TEXHOJ/IOTUI, OCHOBHLIMM M3 KOTOPbIX ABASIOTCS:
OpPraHM3aLMaA PEKNaMHbIX KaMMaHWUM; OCYLEeCTB/IeHWE 3/IeKTPOHHOMW KOMMEPUYECKOW AesTeNbHOCTH;
NoTUCTUYECKOoe 0bCyKMBaHWe NoTpebuTeneir TYPUCTCKUX YCAYr Ha OCHOBE BHeApeHwus
WHHOBALUMOHHbBIX PeKNaMHbIX M MHOOPMALMOHHO-KOMMYHUKALMOHHbLIX TEXHONOTUMN; PEUHRUHUPUHT
6U3Hec-NpoLeccoB NyTem B3aMMOZLENCTBUA TYPUCTCKOTO NPeAnpUATUSA, PbiHKa U NoTpebutenei;
NPMMeEHEHMEe KOHLENLMM reOMapKeTUHra B chepe Typusma.

Kntouesble cnosa: TYPUCTCKaAA OTPaC/b, TYPUCTCKNE yCnyru, UHHOBaUMNOHHbIE MapPKETUHIOBbIE
TEXHONI0TUN

P.C. becnaeBa, P.O. byrybaeBa, MaHyanb ®. pena

NHHOBALUWMANBbIK MAPKETUHITIK TEXHOTOTMA HETI3IHAE
TYPU3M CANACBIH AAMBITY

AHHoOTaumua. MHHOBauMANbIK Ka3aKCTaHfa »KeTyAdiH *KO/bl 9/14€KaAllaH aHbIKTaNfaH }KoHe O3iHiH,
6arbITbl-6aFrmapbl 6ap. HyprisinreH 3epTTeysiep KepceTKeHAen fbinbiMAbl Ka*KeTCiHEeTiH 3KOHOMMKA
MoZeniH Kypy engiH, 6apnblk KaHa *KoHe XKaHa TY3eTiNreH WHHOBAUMANbIK KypCblH, COHAAMN-aK
OHbIH, allKblH 3aHHaMaiblK, KamMTamacbl3 eTinyiH Tanan etedi. byn makanaga anemgik Typusm
WMHAYCTPUACBIHAAFLI KaHALWbIABIKTbI 3epTTey 6apbiCbiHAA KUMHAKTANFAH TEOPUAbIK XKaHe
94iCHaMaNbIK Herisgemenep Kannblnama Typae anblHAbl KoHE WHHOBAUMANBIK MAPKETUHITIK
TEXHO/I0rNANAP, Herisrinepi mbiHanap 60/bin TabblAATbIH: KAPHAMAbIK KaMMaHUANapAbl
YMbIMAACTbIPY; 3/IEKTPOHAbIK KOMMEPUMANDIK KbI3METTEpPAi *Ky3ere acblpy; WHHOBALMANDIK
*KapHaMa/blK *XaHe aKNapaTTblK KOMMYHUKAUMANBIK TEXHONOTMANAPAbI EHTi3YAiH apKacbiHAA TYPUCTIK
KbI3METTi TYyTbIHYLUbI/IApFa JIOTUCTUKANBIK KbI3MET KOepCeTy; TYPUCTIK KaCinopbiHAApP, HapbIK, *KaHe
TYTbIHYLWbIAPAbIH, ©63apa apeKeTTecy XKoAbiMeH BU3Hec-ypaicTepre PEeUHXUHUPUHT Kacay; TYpusm
CaNacblHAA rEOMAPKETUHI TYXbIPbIMAACbIH KONAAHY HerisiHAae TYpu3m canacbiH 4aMbITy TUIMAINITIHIH
apTTbIpy ¥ON4apbl akKbIHAANAbI.

TyWiH ce3pep: Typn3am canacbl, TYPUCTIK KbI3METTEP, MHHOBALMABIK MapKETUHITIK TEXHONOTUANAP.
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