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Annotation

This article is devoted to one of the most important economic problems of strategic management
in industrial enterprises. The goal of developing strategic management in industrial enterprises is to
solve problems and find ways to ensure the economic stability of enterprises at the expense of internal
reserves. Strategic management is currently experiencing an upswing due to the revision of its basic
postulates in connection with the changed business environment, and not least due to the emergence
and widespread use of integrated systems.

Today, strategic management is undergoing a stage of revision of its main postulates conditionally,
based on the changed business conditions of enterprises and due to the emergence and widespread use
of integrated systems.

The results of the research article the main problems of the processes of strategic management in
industrial enterprises: a mismatch of methods of developing managerial decisions in the conditions of
functioning of economic systems; the lack of a precise definition of strategy as an economic category;
the relationship of stages of strategic goal setting and analysis and their methodological features; the
problem of justification and the expression of the strategy through a system of economic indicators;
the lack of time available for adjustments to the strategy during its implementation. The solution of
these problems and the correctness of the chosen management methods largely depend on the knowledge,
qualifications and experience of the Manager.
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TOURISM BRANDING OF KAZAKHSTAN AS ADRIVER FOR TOURISM
INDUSTRY DEVELOPMENT

Many countries made efforts to develop tourism as a promising and highly profitable industry,
which caused high competition between destinations in the international tourism market. In such
conditions the state’s marketing policy played a huge role at national and regional levels.

The article is devoted to the analysis of the current level of tourist complex development in the
Republic of Kazakhstan, as well as its competitiveness on a global scale. During the analysis of statistical
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data, the authors identified the place of the tourism industry in the Republic of Kazakhstan, its importance
for the national economy, the main development trends wereformulated. In addition, based on the
analysis of Travel and tourism Competitiveness report over the past 6 years, factors for increasing the
competitiveness of the national tourism industry were pointed out. Particular attention is paid to the
analysis of the competitive advantages of domestic tourism and its prospects in the competition. Based
on the analysis, the authors tried to formulate the directions of the strategy for improving the
competitiveness of the tourism industry in the Republic of Kazakhstan through increasing the

effectiveness of marketing and branding.

Keywords: tourism branding, tourism destination, tourism development, tourism competitiveness,
marketing, Kazakhstani tourism, global ranking, tourist arrivals, growth, tourism management.
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JEL classification: L83, M31, Z32, Z33

Introduction. The continued growth of
international tourism confirms that this sector
of the economy has become one of the most
important components of the modern economic
space [1]. Over the past six decades, world tou-
rism has shown steady growth and diversi-
fication, becoming one of the largest and fastest
growing sectors of the economy in the world.

Kazakhstan possessing unique natural re-
sources, cultural heritage, historical monu-
ments, including those located along the Great
Silk Road, can harmoniously integrate into the
international tourism market and achieve its
intensive development, which will ensure sus-
tainable growth of employment and the deve-
lopment of related industries, increased income
and investment inflows into the national
economy [2].

But at the same time, Kazakhstan with rich
tourism and recreational potential is characte-
rized by an insufficient level of tourism deve-
lopment. According to the Travel and tourism
competitiveness reports by World Economic
Forum (WEF), its share in GDP is 1.6% [3].
However, today the existing potential and
opportunities are not fully used, and the impact
of tourism on the economic growth of Kazakh-
stan is insignificant and does not correspond
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to the tasks set in the annual Messages of the
Head of State, in particular, «The Way of
Kazakhstan—2050: Common Goal, Common
Interests, Common Future» [4 ], «Nurly Zhol -
The Path to the Future» [5].

The purpose of this study is to analyze the
competitiveness of tourism in the Republic of
Kazakhstan using the travel and tourism com-
petitiveness index published in the report of the
World Economic Forum and make relevant sug-
gestions regarding further tourism industry
development through comprehensive branding.

To achieve this goal, comparative analysis
method based on data in 2013, 2015, 2017 and
2019 was employed. Inaddition, the study used
statistical methods, such as the grouping and
statistical analysis methods. The results of the
analysis showed that although the tourism in-
dustry of the Republic of Kazakhstan improved
its position as compared to 2013, it was unable
to improve its own competitive strength com-
pared to other countries, and it was located in
a group of countries with low level of tourism
competitiveness.

Literature review. Tourism destination
branding is a relatively new problematic field
of research in tourism marketing, which has
recently attracted the attention of a growing
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number of specialists. Abroad, one of the first
works in this area appeared in the second half
of the 1970s. From the very beginning, the
study of the phenomenon of the brand of the
tourist territory followed the mainstream of
marketing research of the essence of the brand,
the mechanism of its functioning and the bran-
ding methodology. Building on key marketing
branding concepts [6, 7], the authors tried to
apply them in a tourist context and take into
account the specifics of tourist destinations as
a special type of products and objects of pro-
motion. Building strong brands isbeneficial for
a number of stakeholders, including the consu-
mer and the branding company. The benefits
of effective branding from a consumer perspec-
tive, which according to Keller [6], include «...
identification of the source of the product,
lower risk, lower search costs, quality signal».

Aaker [7] defines the benefits for a corpo-
ration in terms of brand value as increasing the
efficiency and effectiveness of marketing ex-
penses, brand loyalty, ability to maintain hig-
her prices/margins, trading (distribution net-
work) leverage, the ability to add brand extensi-
ons and a competitive advantage. He describes
brand equity assets as brand loyalty, name reco-
gnition, perceived quality, other brand associa-
tions and brand assets, such as trademarks.

The consumer-based brand concept was
applied to travel destinations by Pike [8], who
explored the concepts of brand significance,
brand associations, and brand resonance with
potential short-range consumers in Queens-
land, Australia.

An analysis of the literature on branding
shows that most authors have identified the
benefits of branding in terms of the target area
or marketing organization. Most often, the
main benefit of branding includes the «greater
competitive advantage».

The primary role of destination marketing
organizations (DMOs) is to increase the com-
petitiveness of their tourist destinations. Pike
suggested that a competitive tourism destina-
tion has a balance between an effective market

position, a profitable tourism business, an at-
tractive environment, a positive experience for
visitors and the support of local residents [9].
Market positioning is an attempt to be seen
among competitors and to uphold something
significant in the minds of target consumers
[7]. Positioning requires the consistent use of
a narrow focus on one or more attributes or
advantages that are decisive in the minds of
the target segment. This requires compromises
in deciding which features to enable and exclu-
de in marketing communications. Among Ka-
zakhstani reputable authors engaged in research
in the field of branding, the following should
be noted: A.Tleuberdinova [10], L. Iztleuova
[11], B. Akhatova, K. Pavlenko [12] and others.

Discussion and results. According to the
Concept of the tourism industrydevelopment
in the Republic of Kazakhstan until 2023[13],
the potential of Kazakhstani tourism s not fully
realized, since the development of the tourism
industry directly depends on the creation of a
modern competitive tourism complex, inclu-
ding natural and climatic conditions, the neces-
sary infrastructure (transport, aviation, railway,
engineering, communications and «soft infra-
structure»), tourist attractions, places of enter-
tainment, catering establishments, etc., provi-
ding vast opportunities to meet the needs of Ka-
zakhstani and foreign citizens in travel services.

According to experts, one of the main
reasons for the insufficient development of the
tourism sector in Kazakhstan is the lack of
acceptance of tourism as an economic activity
by local administrations.The tourism industry
is a powerful socio-economic and political
factor that determines the development of the
economy and politics of many countries and
regions of the world. In some countries, tourism
has become the main sector of the economy,
which made its economic situation dependent
on international tourism.The volume of inter-
national tourist flows, which is one of the main
indicators of tourism development in the count-
ry, is presented in table 1.
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Table 1

Dynamics of international tourist flows in Kazakhstan in 2013-2018, people *

2013 2014 2015 2016 2017 2018
Number of visi-
tors for outbound
tourism 10143 710| 10449 972| 11 302 476| 9 755593 | 10 260 813|10 646 241
including:
CIS countries 9037804| 9375785|10356151| 8958939 9257 951| 9549 292
Foreign
countries 1105906| 1074187 946 325 796 654| 1002 862| 1096 949
Number of visi-
tors for inbound
tourism 6841085 6332734 6430158| 6509390| 7701196, 8789 314
including:
CIS countries 6213390| 5655246 5835592 5935690| 7060630| 8177 101
Foreign countries 627 695 677 488 594 566| 573700 640566 612213

* Note - compiled by the author based on the

Between 2013 and 2018, there has been
an increase in the number of arriving tourists
by almost 2 million people. The maximum
(8 789 314) inbound tourist inflow was re-
gistered in 2018, as an effect of the Interna-
tional Specialized Exhibition EXPO-2017, which
is called a strategic bonus for the industry.

The main trend in the flows of both in-
bound and outbound tourism is that they occur

source [14]

between Kazakhstan and the CIS countries. In
order to form a complete understanding of the
trends that took place between 2013 and 2018
regarding the number of tourists (including
residents and non-residents) served by the
accommodation, it is necessary to analyze them
by the regions of the Republic of Kazakhstan
(Table 2, Table 3).

Table 2
The number of inbound tourists served by placements in the period
from 2013 to 2018 by regions, people
2013 2014 2015 2016 2017 2018
Quan- [Share, Quan- |Share,| Quan- |Share,| Quan- |Share,| Quan- |Share,| Quan- |Share,
tity % tity % tity % tity % tity % tity %
1 2 3 4 5 6 7 8 9 10 11 12 13
The Re-
public of
Kazakh-
stan 586 038| 100| 679018| 100|692 213| 100|722 515| 100(891911| 100|830922| 100
Akmola 9 260 2| 13678 2| 8025 1| 12609 2| 17235 2| 13747 2
Aktobe 8520 1| 10061 1] 9411 1] 10323 1| 9900 1] 12251 1
Almaty 1 065 0 748 0 735 0| 1914 0| 2327 0| 3958 0
Atyrau 122074| 21]| 99688| 15| 70672| 10| 58060 8| 55530 6| 67 146 8
West
Kazakh-
stan 13 241 2| 11813 2| 15178 2| 14085 2| 21415 2| 20937 3
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1 2 3 4 5 6 7 8 9 10 11 12 13
Zhambyl 1290 0] 1905 0| 1984 0| 2545 0| 2742 0| 3940 0
Karaganda| 15 918 3| 17832 3| 14952 2| 17509 2| 20827 2| 19804 3
Kostanay 6 820 1| 7516 1| 8425 1] 12111 2| 18 049 2| 20408 3
Kyzylorda | 1262 0| 1754 0| 1742 0] 2939 0| 3173 0| 3396 0
Mangistau | 29 162 5| 29870 4| 47 840 7| 28114 4| 28 726 3| 28720 4
South Ka-
zakhstan * | 14 638 2| 10750 2| 11650 2| 13045 2| 22 341 3| 10570 1
Pavlodar 7835 1| 7122 1] 11399 2| 8565 1| 10 262 1| 11 466 1
North Ka-
zakhstan 3145 1| 3459 1| 3442 0| 5058 1| 8242 1| 6847 0
East Ka-
zakhstan | 18 846 3| 19279 3| 20587 3| 22 463 3| 23177 3| 28846 4
Astana
city ** 109952| 19| 155327 23(164 777| 24|205188| 28|294157| 33|191681 23
Almaty
city 223010| 38|288216| 42|301394| 44\307987| 43|353626| 40|365137| 44
Shymkent

- - - - - - - - - -| 22068 3

* South Kazakhstan region was renamed into Turkestan
** Astana was renamed to Nur-Sultan
Note - compiled by the author based on the source [14]

As shown in Table 2, the leading regions
in the number of foreign tourists served at
various locations is Almaty (with a share of
38%, 42%, 44%, 43%, 40% and 44% for the
analyzed period), so we can say that appro-
ximately 40% of all non-residents coming to
the country were placed in Almaty.

The following Table 3 provides similar
information on domestic tourist flows.

Compared with the share of foreign
foreign tourists served in hotel establishments,
priority among residents was given to other
destinations, namely the Almaty region, the city
of Almaty and the city of Astana.

Table 3

The number of domestic tourists (residents) served by accommodation
in the period from 2013 to 2018 by regions, people

2013 2014 2015 2016 2017 2018
Quan- | Share,/ Quan- | Share,| Quan- | Share,| Quan- | Share,/ Quan- | Share,/ Quan- | Share,
tity % tity % tity % tity % tity % tity %
1 2 3 4 5 6 7 8 9 10 1 12 13
The Re-
public of
Kazakhstan| 2721714| 100| 3125429 100| 3110012| 100| 3495267 100| 4387495| 100| 695942 100
Akmola | 240189 9| 238263 8| 218 165 7| 287830 8| 324 164 7| 324 951 7
Aktobe 75738 3| 74956 2| 74178 2| 74421 2| 90550 2| 112150 3
Almaty 115 477 4| 195970 6| 264 084 8| 433325 12| 701336/ 16| 805836| 17
Atyrau 110 209 4| 89477 3| 141084 5| 141943 4| 128 823 3| 141914 3
West Ka-
zakhstan 57 791 2| 61117 2| 79283 3| 72783 2| 90906 2| 79749 2
Zhambyl | g5133) 3| 95171| 3| 91685] 3| 88231] 3| 101170| 2| 11699
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1 2 3 4 5 6 7 8 9 10 11 12 13
Kara-
ganda 199065 7| 243086 8| 243963| 8|223751 6| 271682 6| 260 895 5
Kostanay | 175016 6| 178 701 6| 152834| 5|134479 4| 174125 4| 192845 4
Kyzyl-
orda 37 423 1| 39733 1| 37631| 1| 46546 1| 56019 1| 60120 1
Man-
gistau 147 136| 5| 144616 5| 128228| 4|163967 5| 177178 4| 212078 5
South Ka-
zakhstan *| 103147 4| 122556 4| 132910| 4|185470 5| 247633 6| 139967 3
Pavlodar 86339| 3| 98422 3| 99057| 3|105492 3| 137223 3| 115274 2
North Ka-
zakhstan 62051 2| 61064 2| 64771 2| 85958 2| 112423 3| 145277 3
East Ka-
zakhstan 368 184| 14| 433784| 14| 403749| 13|438415| 13| 462980 11| 536184 12
Astana
city 498 365| 18| 575486| 18| 558 055| 18(527576| 15| 695048| 16| 575906| 12
Almaty
city 360446| 13| 473027| 15| 420335| 14|485080| 14| 616235| 14| 719854 15
Shymkent |- |- |- |- | -] 155946 3

* South Kazakhstan region was renamed into Turkestan

** Astana was renamed to Nur-Sultan

Note - compiled by the author based on the source [14]

To determine the competitiveness of the
tourism industry, the results of a number of
international ratings are used. In the world, the
most recognized and respected competitiveness
rating is the Report of the World Economic
Forum, published every two years [3, 12, 13,
14].The Travel and Tourism Competitiveness
Index (TTCI) in 2013 contains data for 140
countries.The Travel and Tourism Competiti-
veness Index (TTCI) in 2015 included 141
countries. The Travel and Tourism Competiti-
veness Report for 2017 covers profiles of 136
countries, while in 2019 the number of coun-
tries covered by the study amounted to 140,
and contains extensive data on global ratings
taking into account 90 indicators in accordance
with the TTCImethodology.

Datasets representing global ratings for
all indicators give an idea of the global situation
with the most relevant available indicators in
the field of tourism and travel. Through detailed
assessments of TTCI around the world in nu-
merous areas, the ratings can be used by any
interested parties to improve industry com-
petitiveness in their respective national eco-
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nomies. It also allows country authorities to
track their progress in various areas measured
over time[3, 15, 16, 17].

According to estimates by WEF experts,
in 2019 Kazakhstan occupies the strongest
positions in the rating for the development of
information and communication technologies
(60th place), safety and security (63rd place)
and the favorable business climate (49th place).
In terms of price competitiveness, Kazakhstan
ranks 4th among 140 countries.

In terms of the quality of tourism infra-
structure (hotels, resorts, entertainment ve-
nues), Kazakhstan occupies 90th place. Experts
did not appreciate the country’s openness to
international travelers (113th place). Among
the criteria by which openness was assessed,
visa requirements should be especially noted,
Kazakhstan takes 81st place in the world in
this indicator, and according to the concluded
agreements on air services, the country takes
123rd place.

According to the ecological situation
(ecosystem sustainability), the country took
118th place. In the category «Health and
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Hygiene» Kazakhstan occupies 12th place in
the world. The authors of the rating explain
this high result by the presence of a large
number of doctors and hospital beds, as well
as the absence of cases of malaria.

The final benchmark of the TTClreport
is the prioritization of travel and tourism in-
dustry, the information on which is presented
in Table 4. In general, the position of Kazakh-
stan in determining priorities in the field of

travel and tourism improved by 2 points, taking
only 91st place in 2019. WEF experts assessed
government spending on tourism development
(45th place) as individual criteria for the «Pri-
ority of Government in Tourism and Travel»
position, while the effectiveness of marketing
and branding in promoting the country as a tou-
rist destination slightly improved its position,
taking 99-th place. The country branding strategy
rating worsened from 102 to 120 lines in 2019.

Table 4

The position of Kazakhstan in the ranking of WEF TTCI-2013, 2015, 2017, 2019
in the context of determining the priority factors of tourism and travel

Indicator 2013 2015 2017 2019

Rank | Score | Rank | Score | Rank | Score | Rank | Score

Prioritizing Travel and

Tourism 90 4.2 84 4.4 93 4.3 91 4.3

Government Priority in Travel

and Tourism 95 4.8 103 4.6 94 4.3 82 4.7

Public expenditures on T&T,%

of the state budget 50 4.1 50 4.1 46 4.2 45 4.2

The effectiveness of marketing

and branding to attract tourists 125 3.2 111 3.8 102 3.6 99 3.8

Completeness of annual T&T

data, 0-120 (best) 28| 80.0 46 78.0 59 72 81 64

Timeliness of providing

monthly / quarterly data, 0-21

(best) 71| 135| 120 94 88| 16.5 87| 165

Country brand strategy

ranking, 1-10 (best) - - 50 74.2 102| 64.7 120 61

Note - compiled by the author based on the source [3, 15, 16, 17]

The most deteriorating indicator is the
country’s branding strategy rating, which
evaluates the accuracy of the strategy of the
National Tourism Organization in the field of
tourism. A low rating indicates two possible
problems: incorrect promotion of destination
brand tags, which is measured by the total
number of online requests; or lack of focus on
best-selling brand tags.Much attention should
be paid to improving the effectiveness of mar-
keting and branding to attract tourists. Howe-
ver, some work was done in this regard, pulling

Kazakhstan from the bottom of the rating (125th
place in 2013) to 102nd in 2017 and 99th place
in 2019, the need to continue it is obvious.
The priority of the government in the field
of travel and tourism is also noteworthy, at the
moment Kazakhstan is 82nd out of 140 tourist
destinations in the world.Thus, the Govern-
ment of Kazakhstan needs to develop a com-
prehensive strategy for the development of the
tourism industry through appropriate activities
in the field of marketing and branding to attract
foreign tourists, as well as align standards on
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tourism statistics in Kazakhstan with interna-
tional requirements.

Conclusion. The development of tourism
is one of the priority areas for the development
of the economy of the Republic of Kazakhstan,
which necessitates further research on its com-
petitiveness, identifying competitive advanta-
gesinorder to create a strong brand of domestic
tourism, attracting tourists’interest from both
near and far abroad, and as a result boost the
number of international arrivals in Kazakhstan.

World experience suggests that countries
that are actively developing tourism, allocate
significant budgetary funds for the imple-
mentation of national projects and programs,
providing high-quality tourism services.

The main reasons hindering the acce-
lerated development of tourism in Kazakhstan,
based on the conducted research of TTCI re-
ports include:

1) Inadequate country brand strategy (ran-
king 120 out of 140 countries);

2) Low effectiveness of marketing and
branding to attract tourists (99thposition);

3) Timeliness of providing monthly /
quarterly data (87th position);

4) Insufficient Government priority in
travel and tourism (82" position).

5) Completeness of annual T&T data,
which suggests that the data provided is not
comprehensive enough (81% position).

In this regard, it is necessary to constantly
monitor the competitive positions of Kazakh-
stan as a tourist destination, improve its mar-
keting and promotion, as well as make every
effort in providing relevant data in timely and
complete manner. It is also necessary to regu-
larly analyze the concepts of perception of fo-
reign citizens for the timely adoption of mea-
sures that will help significantly strengthen the
image and position of Kazakhstan, as well as
contribute to the development of Kazakhstani
tourism and the diversification of the country’s
economy as a whole.

Analyzing the change in the main econo-
mic indicators of tourism development, the
potential of Kazakhstan tourism can be fully
realized through the creation of amodern com-
petitive tourist complex. The creation of a mo-
dern competitive tourist complex is able to ma-
ke a significant contribution to the development
of the country’s economy through tax revenues
to the budget, the influx of foreign currency;,
an increase in the number of jobs, as well as
ensuring control over the conservation and ra-
tional use of cultural and natural heritage.
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KA3AKCTAH TYPU3MIHIH BPEHIWHTT TYPU3M HHIYCTPASICHIH
JAMBITYIBIH JPAWBEPI PETIHJE

AHaarna

Kenreren enmep Typu3M/Ii MepCIeKTUBAIIBI KOHE )KOFAPBI TAOBICTHI Calia PETIHJE NaMBITY YIIiH
eIeyITi Ky II-Kirep d)yMcar Keiei, Oy 63 Ke3eriH/Ie XalbIKapaliblK TYPUCTIK HApbIKTaFbI IECTUHAIUSIIAD
apachIH/a XKOFapbl 09CEKEIeCTIK TynbIpaasl. MyH/al jxaFaaiia MEMIICKETTIH MapPKETUHTTIK casicaThl
VITTHIK JCHTeH/Ie J1e, OHIPIIIK JICHTel Ie Ie YJIKEH POJIb aTKapabl.

Makana Ka3akcran PeciyOnukachlHAaFbl TYPUCTIK KeIISHHIH Ka3ipri jaMy AeHIeliH, COHIali-aK
OHBIH 9JIEMJIK ayKbIMIAFbl O9ceKere KaOUIeTTUIIrH Tangayra apHainral. CTaTUCTHKAJIBIK JepeKTepi
Tanaay 6apsiceiHa aBTopiap Kazakcran PecriyOnukachiHIAFbI TypH3M HHYCTPUSICBIHBIH OPHBIH, OHBIH
VJITTHIK SKOHOMHUKA YIIIiH MaHbI3bIH aHBIKTAJIBI, JaMYIBIH HETI3T1 YpIaicTepi TYKBIpbIMIanasl. byaan
0acka COHFBI 6 XKbUIa casixaT IeH TypU3MHIH O0oceKere KaOIeTTUTIT] Typallbl €CeNTi Tannay Heri3iHe
WITTBIK TYpU3M HHIYCTPHACBIHBIH O9ceKere KaOIeTTiIiriH apTThIpy dakropiaapsl Kepceerinai. OTaHAbIK
TYPHU3M UHIYCTPHUSCHIHBIH 0OCEKENECTIK apTHIKIIBUTBIKTAPBIH )KOHE OJAp/IbIH J1aMy ITePCIICKTHBAIAPBIH
TaljiayFa epeKie Hazap aynapbuiibl. XKypri3iireH Tanaay Heri3iH e apTopiaap MapKeTHHT ITeH OPEeHIMHT
TUIMAUTITH apTThIpY ecebineH KazakcTan PecriyOnukachiHia Typru3M HHIYCTPHUSICBIHBIH Oacekere Kai-
JIETTLIITIH aMBITY CTPATErUsICBIHBIH OaFbITTaPbIH TYKBIPBIM/IayFa THIPHICTHI.

K.II. Mycuna, A.b. Baiim6etroBa, M.III. KymenoBa

BPEH/IMHT TYPU3MA KA3AXCTAHA KAK JIPAUBEP JIJISI PA3BUTHA
NHAYCTPUU TYPUZMA

AHHOTANNA

MHorue cTpaHbl MPUIaraioT 3HAYUTENIbHbIC YCUITUS 1Sl pa3BUTHUS TypU3Ma Kak IepPCIIeKTHBHOM
1 BBICOKOZIOXOTHOM OTPACIIH, YTO B CBOIO 0YEPENH TOPOKIAET BHICOKYIO KOHKYPEHIIUIO MEXy JECTH-
HAIMSIMH Ha MEXIYHAPOIHOM TYPHUCTHUYECKOM PBIHKE. B TaKMX yCIOBUSAX MapKETHHIOBas MOJIMTUKA
rOCyAapCcTBa UrPacT OrPOMHYIO PONb KaK Ha HALIMOHAJIBHOM, TaK U HAa PErHOHAJILHOM YPOBHSX.

CraTps oCBsIIlIcHa aHATIN3y COBPEMEHHOT0 YPOBHS pa3BUTH TypH CTUYECKOro KoMILIekca B Pec-
nyonuke Kazaxcran, a Takke ero KOHKypeHTOCIIOCOOHOCTH B MUPOBOM Maciutabe. B xone ananuza
CTaTUCTHYECKUX JaHHBIX aBTOPHI BRIABHIIN MECTO MHIYCTpUU TypusMa B PecnyOnuke Kazaxcran, ee
3HauYEHHE JJ1s1 HALIMOHAJILHON YKOHOMUKH, C(hOpMYITUPOBaHbI OCHOBHBIE TEHICHIIMN pa3BUTHs. Kpome
TOTO, Ha OCHOBE aHaJIN3a OTYETa O KOHKYPEHTOCTIOCOOHOCTH My TEIIECTBUIA 1 TypU3Ma 3a ocienHue 6
nieT ObUIM yKa3aHbI ()aKTOPBI MOBBIIIEHU KOHKYPEHTOCIIOCOOHOCTH HAIMOHAIBHOM HHAYCTPUH Typu3Ma.
Oco60e BHIMaHUE yIeJICHO aHATTN3Yy KOHKYPEHTHBIX MPEUMYLIECTB OT€UECTBEHHON HHIIYCTPHH TypH3Ma
U TIEPCIIEKTHB UX pa3BUTUA. Ha oCHOBaHMM NMPOBEIEHHOTO aHAIN3a aBTOPHI MOIBITATINCH chopMymnu-
pOBaTh HaMpaBJICHUS CTPATETUH PAa3BUTHSI KOHKYPEHTOCIOCOOHOCTH HHAYCTPHH Typu3Ma B PecriyOnmke
Kazaxcran 3a cuer noBbIieHHst 3GHEeKTHBHOCTH MaPKETUHTa U OpeH I HTa.

— NS —

69

KA3AK D3KOHOMUKA, KAPXbI )KOHE XAJIBIKAPAJIBIK CAVIA YHUBEPCUTETIHIH, X)XAPUIBICHI, 2020. — Ne3(40)



