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CONTENTS OF THE EDUCATIONAL TOUR AND FEATURES OF ITS DEVELOPMENT

Abstract. This article examines the content of the educational tour and the features of its
development. The relevance of solving the problems of formation and strategic development of the
international educational tourism industry as a structural component of the service sector, the
formation of economic market actors as active participants in the socio-economic processes of the
national economy is increasing in the context of globalization of international relations,
internationalization of education at the national, sectoral and institutional levels in conditions of
increasing complexity of the content of the component of competition in the international market
educational tourism.

Educational tourism is a fast-growing branch of the tourism economy, which is gaining
recognition all over the world. Many researchers consider it one of the leading and most promising
sub-sectors of tourism. The specificity of educational tourism, manifested in the special nature of
demand, pronounced seasonal fluctuations, diversification of tourist products and hospitality
services, low susceptibility to crises and socio-political upheavals, dynamically developing
customer requests, requires detailed study and development of theoretical approaches,
methodological and systematic approaches to improving the interaction of all its participants.
Various approaches to segmentation of the international educational tourism market and the
development of segment profiles, the creation and application of strategies for effective partnership
of market entities based on the concept of customer-oriented business, expressed in increasing
customer satisfaction, forming consumer loyalty in the international educational market. the tourist
market requires systematization and optimization. In this regard, research aimed at improving
these important parameters is certainly relevant.
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Introduction

Every year the range of services offered in this industry is rapidly expanding. Educational
tourism, which a few years ago was in demand only among the elite, has now moved into the
category of a product for the middle class and is in steady demand. At the moment, this market is
experiencing rapid development, during which a number of problems are being identified that
require prompt solutions.

Despite the significant role of educational tourism in international economic and social
relations, the problems of organizing this type of tourism still remain outside the attention of
researchers in tourism economics. The identification of educational tourism as a branch of
international tourism in the literature is more of a popular-descriptive rather than scientific-
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analytical nature [1]. There are practically no works devoted to the theoretical and methodological
basis for the application of partnership marketing; the mechanisms for the practical application of
new market regulators, in particular, loyalty programs in this sub-industry of tourism and the
possibilities of horizontal and vertical integration of market entities, have not been established.

The complex multifactor structure of the concept of consumer perception of the quality of
basic and additional services of a tourist product sold on the international educational tourism
market requires the formation of a new look at the essence of the concept of a tourist product,
determines the objective need to develop mechanisms for assessing the perceived quality of service
for tourists, developing effective methods for monitoring, evaluation and improvement quality of
services in order to meet the needs of clients and build long-term relationships with them [2].

Various approaches to segmenting the international educational tourism market and
developing segment profiles, creating and applying strategies for effective partnerships of market
entities based on the concept of customer-oriented business, expressed in increasing the degree of
customer satisfaction, forming consumer loyalty in the international educational tourism market,
require systematization and optimization. In this regard, research aimed at improving these
important parameters is certainly relevant.

The purpose of the work is to develop the main provisions for the formation of the
international educational tourism market and substantiate scientific and practical recommendations
for its development.

In accordance with the goal, the following work tasks are formulated:

- Characteristics of a tour as the main product of a tourism enterprise

- Analysis of the essence of the educational tour and the features of its development

- Analysis of the process of developing foreign educational tours and their positioning

- Identification of areas for improving the activities of a tourism enterprise in the formation and
implementation of tours on the market (marketing and organizational and pedagogical activities).

A tour is a formed complex of basic and additional services provided to a tourist depending
on the purpose of the trip. Abroad, a standard range of services provided to a tourist depending on
the purpose of travel is called a package tour. It should be noted that the level of demand for them
varies significantly across countries. Tourist organizations, at the request of the client, can develop
and create a special tour according to an individual order. This range of services is called an
exclusive tour [3]. These are quite expensive and elite services. In Russia, they often attract tourists
due to the “snobbery effect” or “Veblen effect”, which manifests itself in the fact that high prices
stimulate demand and demonstrate prestige and wealth.

The quality of a tourism product is formed by various factors, which is a consequence of its
essence, since a tourism product is a set of complex elements that meets the needs of tourists during
travel and is the result of the efforts of many enterprises. Functions of the tourism product [4]:

* Impact on the economy

* is a source of income for the local population and the budget;

« stimulates the development of industries related to the production of consumer goods;

« promotes the development of educational and entertainment business, the hotel sector, transport,
communication services, souvenir production;

* promotes the influx of foreign currency into the country

* Socially humane functions:

* promotes the rapprochement of peoples;

* expands a person’s intelligence and horizons;
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* influences political relations;
« develops an understanding of the real picture of the world and concern for the ecology of the
planet.

The goals and objectives of strategic marketing in tourism, on the one hand, must be linked
to the principles of marketing and the general target orientations of modern marketing technologies.
On the other hand, its essence and specificity are determined by the peculiarities of the subject of
marketing, because sociocultural service and tourism is a rather specific type of activity with a
specific product. The following principles of tourism marketing can be formulated [5]:

1. The principle of advanced proposal. Marketing focuses not only on the real state of

demand and ensuring maximum compliance of production with the structure and content of
demand, but also on identifying unsatisfied customer requests, dynamics and prospects for the
development of demand [6]. The task of marketing is a thorough analysis of the state and dynamics
of demand, on the basis of which the feasibility, prospects and profitability of the production of a
particular product are determined, forecasting changes in demand, active influence on its structure
and content, as well as the design of goods and services that tomorrow will correspond to the
changed social -cultural situation and market conditions. Research has shown that consumers are
not always able to recognize their preferences for new types of goods and services or new qualities
of existing goods and services. In this regard, the task of marketing is to form groups of consumers
of a given product or service in the relevant segments, using all its technological capabilities for
these purposes [7].
Demand management involves not only taking into account the current needs, problems and
interests of a specific group of the population, but also stimulating the need for those goods and
services that the enterprise produces or is ready to produce, as well as the formation of new
consumption standards (in particular, the formation in the minds of consumers of the value of travel
and recreation in any season) [8].

2. The principle of profit stabilization, which assumes:

[1 production of services based on an analysis of consumer motivation of the corresponding market
segment, study of the internal and external market situation, taking into account the real capabilities
of the manufacturer;

1 improving the quality of services offered,

[1 ensuring an optimal proportion between supply and demand for specific types of services through
flexible response to demand dynamics and maneuvering of available resources;

(1 promotion of a tourism product on the market by expanding knowledge about its consumer
properties, forming a positive attitude towards the subject, consolidating the image of a range of
services in the consumer’s memory;

[1 obtaining a stable profit by creating a circle of reliable customers and increasing secondary
demand;

(1 establishing a flexible system of discounts and expanding the geography of organized travel,
allowing to smooth out seasonal fluctuations in demand.

) The principle of stabilizing the demand audience is implemented using [9]:

[] targeting of the services offered and ensuring maximum compliance of the consumer and
cultural-status properties of the product or service with the needs of the target audience;

[1 establishing stable relationships with clients in order to increase the share of regular clients in the
total number of services.

[1 The principle of expanding the demand segment by attracting new consumers. It dictates the need
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to actively adapt to changing consumer demands; influence on the formation of their consumer
motivation; ensuring the priority of consumer requests at all stages of development and
implementation of tourism products; displacing competitors by producing new types of tourism
products, improving their quality, flexible pricing policies, and informing consumers about their
advantages over competitors. The main ways to stimulate demand are: expanding the social base of
needs (this includes techniques such as “advancing” needs, focusing on fashion and values that are
prestigious in society, etc.); expanding the capabilities and areas of application of a product or
service for which there is already a need.

[1 The principle of expanding the supply market. Guided by this principle, marketing specialists
should actively search for new markets (market segments, windows and niches); constantly increase
the range of offers both by designing new types of tourism products and by expanding them with
new socio-cultural meanings that increase their attractiveness; update the range and constantly
develop new and promising products and services for this market segment. The principle of mutual
trust between manufacturer and consumer [10]. In addition to commercial goals, marketing solves a
whole group of problems, the non-commercial effect of which is manifested indirectly. This is, first
of all, the formation of a favorable image of the company, increasing the prestige of the company in
the eyes of consumers (both domestic and foreign), the manifestation of the national character of the
company, which not only acts to obtain immediate and maximum profit, but is also a responsible
subject of the domestic economy. The need to form a trusting attitude of the consumer towards a
travel agency and the quality of its services is caused by the specifics of the tourism product, in
particular such characteristics as the situational nature of the travel service, the vagueness of the
consumer properties of the tourism product, the uncertainty and subjectivity of the criteria for
assessing the quality of the tourism product. This task is carried out through public relations events,
organizing special advertising campaigns that introduce a positive image of the company into the
minds of consumers, positioning its product, which should acquire a “brand” and be easily
recognizable. The main goal of this kind of event is to create a field of trust between the
manufacturer and the consumer. foreign educational tourism competitive [11].

The principle of reliable partnership, which is of particular importance in socio-cultural
services and tourism due to the multi-subjectivity of tourism service providers and their spatial
disunity. In this regard, the extremely important tasks of marketing are finding reliable travel
agency partners and maintaining trusting and sustainable mutually beneficial relationships with
them; formation of a system of contractual relations with all elements and structures of production
and distribution, both in the domestic and foreign supply markets. In turn, the company itself must
become a reliable subject of partnership relations. This is largely achieved through a well-thought-
out system of events that instills in its employees a sense of responsibility, corporate pride and
professional ethics.

The life cycles that a tourism product goes through: introducing a product to the market,
growth, maturity, saturation, decline. Due to rapid changes in people's lifestyles and technological
changes, the life cycle of individual products has become shorter than it was before, so the concept
of product life cycle plays an important role in strategic planning and each stage of the life cycle
also has specific objectives for marketing.

The stage of introducing a product to the market. At this phase of the life cycle, costs are
required to stimulate demand (advertising a new product and service). This stage is characterized by
high costs, slow sales growth, and advertising campaigns to stimulate initial demand. It is in this
period of the life cycle of a tourism product that there is a large percentage of failures, and due to
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the high costs of introducing a product or service to the market, there are no profits at this stage yet
[12].

Growth stage. During this period, a new product (if it is in demand in the market) satisfies
the interests of the market, which is expressed in an increase in profits and sales. Increasing profits
can make a market attractive to competitors. The company's sales promotion costs remain high, but
here the emphasis is on motivating targeted selection and purchase of a particular company's
product, rather than on motivating consumers to buy and try this product. During the growth stage,
the number of retail outlets selling a product or service usually increases. Due to increased sales,
prices for goods (services) may decrease [13].

Maturity stage. A mature product is a product that has already been firmly established on the
market. The pace of its sales may continue to increase, but at a slower rate. Then they gradually
level out. At this stage of the product life cycle, many of the retail outlets selling the product are
very competitive [14]. Firms are trying to find ways to maintain their market share. Ski resorts are
the most suitable example of a mature product. After several years of increasing sales growth, sales
growth is gradually slowing down as resorts attempt to maintain their market share and diversify
their offerings.

Saturation stage. At this stage, sales volumes reach their highest point, the product
penetrates the market as much as possible. Mass production and the use of new technologies help
reduce prices and make the product more accessible to everyone.

Decline stage. Many tourism products remain at the saturation stage for several years. But
many of them become obsolete over time and new products are introduced to the market to replace
old ones. During the decline stage, demand for the product decreases and advertising costs decrease.
As demand and profits fall, firms that cannot withstand competition leave the market. Firms' offers
should be designed for a wide range of consumers with different income levels, in order to cover the
market as much as possible. To create a new tourism product, it is necessary to find out the opinions
of customers, which can be compiled by conducting a survey in the office and on the company’s
website. The questionnaire questions should contain such important points as preference for a
country, a particular sport, and the monetary equivalent of the tour.

You should also remember the emergence of a new client with the following psychological
and behavioral characteristics:

- awareness, high level of education;

- high demands on comfort and quality of services;
individualism;

greening consciousness;

spontaneity of decisions made;

mobility;

physical and mental activity on vacation;

the desire to receive a kaleidoscope of impressions from life.

Tour development is a complex multi-stage procedure that requires fairly high qualifications
and is the main element of tourism service technology. This procedure is time-consuming and
sometimes takes several months. If the route is custom (one-time), then the procedure for creating it
is simplified, with the exception of security measures.

One of the most important marketing decisions is the decision regarding setting the price of
a product. Price reflects how consumers perceive the product.

By pursuing a certain policy in the field of pricing, a travel company actively influences both the
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volume of sales and the amount of profit received. As a rule, a travel agency is not guided by
immediate benefits, selling tourism products at the highest possible price, but pursues a flexible
pricing policy.

The goals of the tourism organization that influence the pricing policy are: survival, profit

maximization, market share maximization, leadership in the field of tourism product quality.
The basis for determining base prices can be costs, customer opinions, and competitors' prices.In
Russia, tourism is a developing industry, and the influence of the tourism industry on the country's
economy is still insignificant. The underdevelopment of tourism infrastructure, low quality of
service, and the persistent myth about Russia as a high-risk country have led to the fact that our
country currently accounts for less than 1% of the world tourist flow.

Educational tourism is travel for a period of 24 hours to 6 months to obtain education
(general, special, additional), to improve skills - in the form of courses, internships, without
engaging in activities related to generating income from sources in the country (place) of temporary
stay.

The popularity of educational tourism is explained by a number of reasons:
modern people understand the need to obtain quality education for themselves and their children.
And the concept of a good education now includes both knowledge of foreign languages and
international experience. That is why trips for the purpose of obtaining education for
schoolchildren, students and adults are becoming increasingly in demand. In addition to improving
the level of education in general, they give a person the experience of international communication
that is so necessary in our time.

Literature review

Russian and foreign pedagogy has accumulated extensive experience in studying the
educational effectiveness of various hikes, excursions and expeditions. The origin of educational
tourism occurred in the Ancient World and, depending on the socio-economic, political, cultural
and historical situation at different historical stages, its development had its own characteristics.
The practice of international travel for educational purposes developed in Europe back in the 9th
century. due to the increase in the number of universities. From the 12th century scientific and
student exchange has acquired a steady tendency towards constant development. At the end of the
17th century. and the first half of the 18th century. under the influence of the ideas of the great
educators, some educational institutions in Europe practiced short excursions and walking tours for
students. Interest in tourism received ideological form in the philosophy of the Enlightenment. J.
Locke, J. J. Rousseau and other teachers in their works proved the need for long trips as a
prerequisite for the proper education of a person. From the middle of the 19th century. the
formation and specialization of new types of higher educational institutions (institutes, academies,
lyceums, colleges) in Europe and America had a positive impact on the dynamics of international
student mobility [15].

In Kazakhstan, educational trips have become one of the types of travel since the beginning
of the 18th century. Trips related to the study of various aspects of life in Western European
countries had a significant impact on the development of Russian culture. In school teaching,
teachers N.I. Novikov, F.I. Yankovic, V.F. Zuev and others used excursions from the second half of
the 18th century. Starting from the 19th century, excursions, hikes, and travel began to be used as a
way of learning in special and higher education, as well as for collecting scientific, geographical
and local history information about various regions of Russia. Organizers and promoters of
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excursion educational tourism in Russia since the mid-19th century. there were advanced teachers.
Among them are famous geographers N.A. Golovkinsky, D.N. Anuchin, V.I. Vernadsky, P. P.
Semenov-Tyan-Shansky, 1. V. Mushketov and many others.

At the end of the 19th - beginning of the 20th centuries. Many scientific and amateur
societies began to pay attention to the development of tourism, including the Russian Geographical
Society, the St. Petersburg Society of People's Universities, the Crimean-Caucasian Mining Club,
etc. Conducting educational excursions at the beginning of the twentieth century. (in particular,
educational and tourist organizations of St. Petersburg - Petrograd), can be assessed as the initial
stage of a large-scale pedagogical research to understand the importance of educational travel in
educational terms. The leader in the organization of educational tours of this period in Russia
should be recognized as the Commission for Educational Excursions, created in 1909 at the
Moscow branch of the Russian Society of Tourists.

Methodology

At the stage under consideration, the leaders and accompanying groups of students were
teachers. This led to an inevitable discussion in the teaching community and in society as a whole
about the quality of training of tourism organizers. The activities of teacher training courses and
tourist communities have become strategically important in this regard.

The development of educational tourism in our country is associated with the names of such
scientists and teachers as I.l. Polyansky, B.A. Fedchenko, S.P. Kravkov, M.P. Rimsky-Korsakov,
I.I. Mikhailov, S.T. Shatsky, N.A. Morozov, L.S. Berg, Yu.M. Shokalsky, A.E. Fersman, B.E.
Raikov, .M. Greves, L.A. llyin, N.P. Antsiferov, D.M. Kaygorodov and many others.

Over the century-long history, domestic school tourism has gone through periods of rapid

development and stagnation. The degree of tourist educational activity was usually determined by
the attitude of the secondary education system (and society as a whole) towards local history. Thus,
school tourism received active government support in the USSR in the 1920s. Tourism development
programs of those years provided schoolchildren with the opportunity to get acquainted with their
native land, understand the features of its nature, history and culture. Involvement in the study of
their native land in various forms - from the simplest descriptions to serious research works, had
social significance and practical value.
After a period of stagnation in the 1930s and 40s. The activity of educational children's and youth
tourism increased in the early 1950s. The predominant trips and hikes of schoolchildren were
historical-revolutionary, military-historical, historical-archival and natural history topics. Routes to
the sites of military battles of the Great Patriotic War have become especially popular. At the end of
the 60s, many schools and colleges carried out active tourism work with students. Routes on topics
such as “Love and Know Your Land”, “Along Lenin’s Places”, “Along the Green Belt of Glory”,
“Through Historical Places”.

The school and student tourist and excursion movement reached its greatest scope and mass
scale at the turn of the 1970s and 80s. This was facilitated by: increased attention of the pedagogical
community to tourism as an effective form of recreation and development for students, improved
conditions of payment for parents, the introduction of preferential travel on transport for students,
the opportunity to receive various social benefits at the expense of enterprises and trade unions,
increasing the cultural level of people and their awareness. Children's and youth tourism has
become widespread and has been focused on achieving two goals - recreation and education. The
traditions of organizing school educational tourism are supported in our time by the tourist and local
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history movement “Fatherland”. In organizing this movement, the main role belongs to the Center
for Children and Youth Tourism and Local History.

Results

Traveling abroad for educational purposes was rare in our country. On a global scale,
international educational tourism has been actively developing since the late 1940s. in parallel with
the expansion of international tourist relations. In the 1950s educational tourism in European
countries, the USA, Australia and Canada has become widespread.

Important areas of international cultural exchange of the present time are international
relations in the field of education, especially at its highest level. The student population is
traditionally characterized by mobility and sociability, a desire to change places and travel, and a
constant search for new knowledge and information. In this regard, educational international
contacts should be considered as one of the most dynamically developing and promising aspects of
humanitarian cooperation. The practice of international education has developed and is
strengthening, when education is received entirely or partially abroad. International student
exchange can occur at the state, non-state and individual levels. It is carried out on the basis of
concluding interstate agreements, strengthening ties at the level of public and other organizations,
individual universities, as well as on an individual basis.

Discussion

Education in leading developed countries is increasingly developing as an export industry.
Currently, two types of export of educational services can be clearly distinguished, conventionally
called “active” and “passive”. Passive exports involve foreign students studying in their own
country. This type of education export has been known for quite a long time and was characteristic,
in particular, of the USSR. Active exports appeared relatively recently and are associated with the
foreign expansion of universities and the creation of branches in other countries following the
model of transnational corporations. For Russian universities, active export is a new type of
activity. Successful development of active exports requires not only the creation of export potential,
but also the development of your own strategy for entering foreign markets using existing global
experience [16].

Having significant potential, the Russian Federation is far from fully realizing it. In recent
years, one cannot help but note the downward trend in the share of Russian educational services in
the world market.

« insufficient level of Russian language proficiency among foreign students;
* low return on information and advertising work.

Educational tours are a very common type of tourism, when during trips a tourist combines
relaxation with education. Three directions, or three markets for educational tourism, can be
distinguished [17]:

* language training tours,
* sports and educational tours,
* professional education.

Conclusion

Language learning tours. Tours with the study of foreign languages are very popular among
clients of different ages - from children and their parents buying tours to facilitate language
learning, to adult entrepreneurs interested in spoken business language for various negotiations.
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Language programs are designed for children from 5 years of age. But offers for such young
children are not yet in great demand, but parents are much more willing to send schoolchildren 10-
17 years old to study. The gradation of language tours by age is as follows: schoolchildren,
students, adults (the latter making up 10% of the total flow).

Combining language training with recreation and tourism in the country of the language
being studied gives very good results. Such tours are organized mainly to countries where the
national languages are the most commonly spoken languages in the world - England, USA, France,
Spain, Germany, Italy, Portugal. There are, of course, exceptions when English can be successfully
learned in Ireland, Malta, etc.

Language courses can be: intensive and general (standard); business courses, preparation for
international exams; holiday courses (combination of entertainment and language learning); one-on-
one and group training; academic courses aimed at entering the university.

The most popular language today is English, followed by German and Spanish/Italian.
Following them are proposals for learning French and Portuguese. These languages are often used
in the world as a means of interethnic communication. Less often, but still, there are offers to study
oriental languages during special tours to Asia - Chinese, Farsi, Japanese. But this is the exception
rather than the rule.

The average duration of tours is 2-3 weeks. Language learning tours can be individual or
group (most often these are business language groups, groups of schoolchildren). The main
programs of educational tours are educational and excursion-educational. In some cases, there are
also sports programs (mainly in children’s and youth tours). Curriculum - a special course of
language teaching in classrooms, language laboratories. Language classes can be organized at
different levels: for beginners, for advanced learners, etc. All programs include 2-4 classroom hours
(45 minutes) of foreign language classes per day. The first half of the day is devoted to learning a
foreign language, the second half of the day is provided for entertainment, leisure, sports and
excursions. Tours with intensive language study are also offered with a program of 20-30 hours per
week.

Excursion and educational programs include studying the culture and attractions of the
country being visited, its history and literature. One form of education can be visiting theaters.

Depending on the duration of the tour and the location of tourists, the program may include
sports programs (tennis, horse riding, swimming, canoeing, etc.). Basically, sports programs depend
on the capabilities of the school or college on the basis of which the language teaching tour is
organized. Various sports competitions and quizzes are organized among students, which also
indirectly encourages them to practice language during these events. Foreign language courses and
sports - this form of educational tours is becoming increasingly popular in the world (especially
among youth clientele).

Group tours with accommodation in camps, campsites, and colleges allow you to learn a
language among your peers without being too distracted from your normal environment. Here,
educational programs are combined with sports and leisure activities. These are so-called
entertainment-educational tours, in which education usually plays not the main role. Schoolchildren
really like this type of trip when they meet their peers of different nationalities and communicate
with them in the language they are learning.

A common proposal is to organize language tours for businessmen. For adult clients, the
main reason for training is the need to speak one or more foreign languages. The adult audience
goes on such trips at the expense of their companies and enterprises, individually or with their
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families. Favorite tours in this category are those that combine intensive courses with a large
cultural program.

The main feature of preparing a language learning tour is an exclusively individual
approach: schools and educational programs are selected for each person, taking into account his
language level, education, and age.

The organization of language learning tours is carried out mainly by specialized receptive
tour operators. They enter into agreements with local educational institutions (universities,
institutes, colleges, etc.) for the use of educational facilities, the work of teachers and the use of
teaching aids. Typically, a receptive tour operator for educational tours has agreements with not
one, but with several educational institutions that provide slightly different conditions for training
and other services (accommodation, leisure, sports, etc.), and therefore a greater choice for
tourists.Before starting the service, it is necessary to prepare methodological support for distribution
to tourists: training programs, textbooks, phrase books, city maps, guidebooks in the target
language.

BIBLIOGRAPHY

1. Yokep, Ixx. P. BBegenue B rocrenpunmctBo / Jx.P. Yokep. - M.: FOHUTU, 1999.-463 c.

2. Yynnosckuii, A.J[. Menemxment typusma / A.Jl. Uynnosckuii, M.A. XKXykosa. - M. -
2002 r. - 483c.

3. bekumena, I1I.H. Cepruduxanus: 3amura mis kuentoB / [IILH. Bexumesa. - Anmara,
Bectauks Pectoparopa. - 2021. - Ne 4. - C. 81-82.

4. BykonoB, B.H. Ponp Typu3ma B SKOHOMHKE M COLMaIbHOH cdepe COBpeMEHHOTO
Kazaxcrana. //KazaxcraHckoe OOLIECTBO CEroJHSA: COLMAIbHO-MHCTUTYLMOHAIbHbBIE CIOBUTU U
SKOHOMMYECKOe pa3BuTue. AnmMatel: YHuBepcutet "Typan" - 1998. — 216c.

5. U6paes, K. Kazaxcran npakTHuyecky HEU3BECTEH B MUPE KaK TYpPUCTCKOE HallpaBieHUE //
[Tanopama — 2004 Nel8.

6. Konnenmus pasButus Typusma B Pecrybnuke Kazaxcran. OmoOpeHa moCTaHOBICHHEM
[IpaBurensctBa Pecnybnuku Kazaxcran ot 6 mapra 2001 r. Ne 333.//TIpaBoBO# CrpaBOYHUK
«3akoHonaTenbeTBoY. - Anmatsl: FOpucr, 2021.

7. O TocynapctBenHoi#t nporpamme Pecnyonuku Kazaxcran "Bo3poxaeHne UCTOPUUECKUX
neHTpoB lllenkoBoro ImnyTH, COXpaHEHHME M IPEEMCTBEHHOE Pa3BUTHE KYJIbTYPHOIO HACIEIUs
TIOPKOSI3BIYHBIX TOCYJJApCTB, CO3/jaHne HHPPACTPYKTYphl Typusma': yka3 [Ipesunenra PecriyOmuku
Kazaxcran: [mpunsr 27 gespans 1998 r. N 3859] // Kazaxcranckas npasaa — 2007. - Nel

8. O I'ocynapcTBeHHOI mporpamme pa3BuTHs TypusMa B PecryOnnke Kasaxcran na 2001-
2005 ronawr: ykas [Ipesunenra Pecrryonuku Kazaxcran / Kazaxcranckas nmpasaa — 2001. - NeS

9. O nmnepBoouepeIHBIX Mepax pa3BUTHS TypuCTCKOW oTpaciu. IlocraHoBienue
[IpaButensctBa Pecriyommku Kazaxcran ot 29 nexabps 2000 . Ne 1947. // IIpaBoBoii cripaBOYHUK
«3akoHomaTenbCcTBOY. - AnMmartsl: FOpucrt, 2004.

10. O6 ytBepxkaenuu Ilmana meponpusTHil 1Mo (GOPMHUPOBAHUIO TYPUCTCKOTO HMUKA
Kazaxcrana Ha 2000-2003 rogsl. [locranosnenue IlpaButensctBa Pecnybnmuku Kaszaxcran ot 26
okts0pst 2000 T Ne 1604. // [IpaBoBoii cripaBOUHUK «3aKOHOAATENBCTBOY. - Anmartsl: FOpuct, 2022.

11. IlocranoBnenue IlpaBurensctBa Pecnybnmuku Kazaxcran ot 10 mrons 1996 r. N 723
«O6 ytBepxkaeHuu IlpaBuin KOHTposA, JOCMOTpa pPY4YHOH Kiagu, Oaraxa, Ipy30B, IOUTHI,
OOpTHHTaHUs, SKUMAXa BO3AYLIHOIO CyAHA M JMYHOTO JOCMOTpa maccaxupon». // IlpaBoBoit
CIIPaBOYHHK «3aKOHOJATENBCTBOY. - AnmMatsl: FOpuct, 2004.

81



Bulletin of the IUTH, Volume 1(3), 2024

12. Tlpukas Ilpencenarens Komurera rpaxkaanckor aBuaniuu MUHUCTEPCTBA TPAaHCIIOPTA U
kommyHukarmit PK ot 25 ampens 2003 roma N 182 «O6 yrtBepxknaenun llpaBun mepeBo3ku
MacCCaXUPOB, Oaraka W rpy30B Ha BO3AYMIHBIX JWHUAX PecryOmmku Kazaxcrany. // IlpaBoBoit
CIPaBOYHMK «3aKOHOJATENbCTBO». - Anmatsl: FOpuct, 2022.

13.Cembikuna, 0. Otapix - geno rocynapcrseHHoe / FO. Cembikuna. - A.: KOHTUTHEHT -
2001 - Ne 16. - c. 25— 28.

14. Cempikuna, 1O. Iloxanyiite k macrapxany! / 0. Cembikuna. - A.: Koatunent - 2001 -
No22.

15. TumommuuoB, B. Tpancnopt: B3rsin B XXI Bek / B. TumommunoB // Kazaxckuii koueBoit
OTUKET M JTHKA B Hciaame: Marepuaisl IEpBOM MEKIYHApOAHOM HAy4YHO-IPAKTUYECKON
KoH(pepeHmu. - Mun. O6pazoBanus u Hayku PK — A, 2021.

16. TeiauepoBa, 3.B. OCHOBBI IUIAHUPOBAHHUS U OPTAHU3ALUU TYPUCTCKOW NEATETBHOCTH /
3.B. TeinuepoBa, I.®. fArodapos // yuebd. nocobue. — Anmarsl - 2022 1. — 118 c.

17. Erlangga, R. A. (2021). Students’ motivation in learning English through English
learning videos making. Social Science Studies, 1(3), 177-189.
https://doi.org/10.47153/sss13.2542021

REFERENCES

1. Uoker, Dzh. R. VVvedenie v gostepriimstvo [Introduction to Hospitality] / Dzh.R. Uoker. -
M.: JuNITI, 1999.-463 s.

2. Chudnovskij, A.D. Menedzhment turizma [Tourism Management] / A.D. Chudnovskij,
M.A. Zhukova. - M. - 2002 g. - 483s.

3. Bekisheva, Sh.N. Sertifikacija: zashhita dlja klientov [Certification: protection for
customers] / Sh.N. Bekisheva. - Almata, Vestnik# Restoratora. - 2021. - Ne 4. - S. 81-82.

4. Vukolov, V.N. Rol' turizma v jekonomike i social'noj sfere sovremennogo Kazahstana.
[Porms Typusma B 3KOHOMHKE M colaabHOU chepe coBpemenHoro Kaszaxcrana.] //Kazahstanskoe
obshhestvo segodnja: social’'no-institucional'nye sdvigi i jekonomicheskoe razvitie. Almaty:
Universitet "Turan" - 1998. — 216s.

5. lbraev, K. Kazahstan prakticheski neizvesten v mire kak turistskoe napravlenie
[Kazakhstan is practically unknown in the world as a tourist destination] // Panorama — 2004 Nel8.

6. Koncepcija razvitija turizma v Respublike Kazahstan. [The concept of tourism
development in the Republic of Kazakhstan.] Odobrena postanovleniem Pravitel'stva Respubliki
Kazahstan ot 6 marta 2001 g. Ne 333. //Pravovoj spravochnik «Zakonodatel'stvo». - Almaty: Jurist,
2021.

7. O Gosudarstvennoj programme Respubliki Kazahstan "\Vozrozhdenie istoricheskih
centrov Shelkovogo puti, sohranenie i preemstvennoe razvitie kul'turnogo nasledija tjurkojazychnyh
gosudarstv, sozdanie infrastruktury turizma"[ About the State program of the Republic of
Kazakhstan "Revival of the historical centers of the Silk Road, preservation and continuous
development of the cultural heritage of the Turkic-speaking states, creation of tourism
infrastructure™]: ukaz Prezidenta Respubliki Kazahstan: [prinjat 27 fevralja 1998 g. N 3859] //
Kazahstanskaja pravda — 2007. - Nel

8. O Gosudarstvennoj programme razvitija turizma v Respublike Kazahstan na 2001-2005
gody: ukaz Prezidenta Respubliki Kazakhstan [On the State Program of tourism development in the
Republic of Kazakhstan for 2001-2005: Decree of the President of the Republic of Kazakhstan] //
Kazahstanskaja pravda — 2001. - Ne5

82


https://doi.org/10.47153/sss13.2542021

Bulletin of the IUTH, Volume 1(3), 2024

9. O pervoocherednyh merah razvitija turistskoj otrasli. [On priority measures for the
development of the tourism industry.] Postanovlenie Pravitel'stva Respubliki Kazahstan ot 29
dekabrja 2000 g. Ne 1947. // Pravovoj spravochnik «Zakonodatel'stvo». - Almaty: Jurist, 2004.

10. Ob utverzhdenii Plana meroprijatij po formirovaniju turistskogo imidzha Kazahstana na
2000-2003 gody. Postanovlenie Pravitel'stva Respubliki Kazahstan ot 26 oktjabrja 2000 g Ne 1604.
// Pravovoj spravochnik «Zakonodatel'stvo». - Almaty: Jurist, 2022.

11. Postanovlenie Pravitel'stva Respubliki Kazahstan ot 10 ijunja 1996 g. N 723 «Ob
utverzhdenii Pravil kontrolja, dosmotra ruchnoj kladi, bagazha, gruzov, pochty, bortpitanija,
jekipazha vozdushnogo sudna i lichnogo dosmotra passazhirov». [Resolution of the Government of
the Republic of Kazakhstan dated June 10, 1996 No. 723 "On approval of the Rules for control,
inspection of hand luggage, baggage, cargo, mail, flight equipment, aircraft crew and personal
inspection of passengers".] // Pravovoj spravochnik «Zakonodatel'stvoy. - Almaty: Jurist, 2004.

12. Prikaz Predsedatelja Komiteta grazhdanskoj aviacii Ministerstva transporta i
kommunikacij RK ot 25 aprelja 2003 goda N 182 «Ob utverzhdenii Pravil perevozki passazhirov,
bagazha 1 gruzov na vozdushnyh linijah Respubliki Kazahstan». // Pravovoj spravochnik
«Zakonodatel'stvo». - Almaty: Jurist, 2022.

13.Semykina, Ju. Otdyh - delo gosudarstvennoe [Rest is a matter of state] / Ju. Semykina. -
A.: Kontitnent - 2001 - Ne 16. - s. 25 — 28.

14. Semykina, Ju. Pozhalujte k dastarhanu! [Please come to the dastarkhan!] / Ju. Semykina.
- A.: Kontinent - 2001 - Ne22.

15. Timoshinov, V. Transport: vzgljad v XXI vek [Transport: a look into the XXI century] /
V. Timoshinov // Kazahskij kochevoj jetiket i jetika v islame: Materialy pervoj mezhdunarodnoj
nauchno-prakticheskoj konferencii. - Min. Obrazovanija i nauki RK — A, 2021.

16. Tyncherova, Z.VV. Osnovy planirovanija i organizacii turistskoj dejatel'nosti [The basics
of planning and organizing tourism activities] / Z.V. Tyncherova, G.F. Jagofarov // ucheb. posobie.
— Almaty - 2022 g. — 118 s.

17. Erlangga, R. A. (2021). Students’ motivation in learning English through English learning
videos making. Social Science Studies, 1(3), 177-189. https://doi.org/10.47153/ss513.2542021

S. NYSHANOVA A. NYSHANBAI
Candidate of Pedagogical Sciences Student of International University of
Associate Professor Tourism and Hospitality
International University of Tourism and Hospitality (Kazakhstan, Turkistan)
(Kazakhstan, Turkistan), E-mail: saltanur@mail.ru

Received 27.01.2024
Received in revised form 03.02.2024
Accepted for publication 29.03.2024

C. HBIIIIAHOBA*, A. HBIIITAHBAH*
1XansIKapansix Typu3M jxKoHe MEHMAHIOCTHIK YHUBEPCHUTETI
(Kazakcran, Typkicran), E-mail: saltanur@mail.ru

BIJIIM BEPY TYP MA3MYHbI ’)KOHE OHBIH JAMBITY EPEKIIEJIKTEPI
Anoamna. bByn wmakana 6inim  6epy mYpbIHbIH MA3MYHbIH JCOHE OHbIY  OAMY
epexwenikmepin Kapacmulpaovl. Kvizmem kepcemy canacvinviy KYpbliblMObIK Kypamoac 6enici

83


mailto:saltanur@mail.ru

Bulletin of the IUTH, Volume 1(3), 2024

peminoe XanvlKapanvlk Oinim Oepy mypusm uHOYCMpPUACHIH KAbINMACMbIPY HCIHE CMPAmeUsiiblK
oamvimy  npobnemanapeld  wewtyOiy — 63eKminici, YummovlK IKOHOMUKAHGIY — 21eyMemmiK-
9KOHOMUKANLIK NpOoyecmepiniy 0encenol KamviCYubliapbl peminoe HAPLIKMblY IKOHOMUKALbIK
cyOovekminepin Kanvlnmacmulpy XanblKapanvlk KAmulHACMApObly HCAhaHOaHybl, XanbiKapaiblk
Hapvikmazwvl bacexenecmixmi Kypaumolh MA3MYHHbIH KYpOeninici apmuln Keje JCamKan ica20anuod
YAMMOIK, Cananvlx JicoHe UHCTMUMYYUOHATLOBIK, OeHeellnepoeci Oinim bepyoi
UHMEPHAYUOHATIOAHOBIPY HCAROAUBIHOA apmbln Kelledi Oinim b6epy mypusmi.

binim 6epy mypusmi-oykin anemoe manvimMani mypucmix KOHOMUKAHBIY KAPKbIHObL OAMbIN
Kene olcamkan canacvl. Kenmezcen 3epmmeywiinep OHbl MYPUSMHIY JiCemMeKuli JicoHe eH
NepCcneKmueavbl KOCAiKbl cananapbinbly Oipine jxcamivizaovl. CypaHvlcmbly epekuie cunamulioa,
MAycolMObIK — ayblmKynapod, — Mypucmix — OHiM — MeH  KOHAKMCAUNbLIbIK — Kbl3MemmepiH
ApMapanmanovipyod, 0a20apbiCmap MeH KOAMObIK-CAACU —Kyuzericmepze a3 Yulblpayod,
KAUeHMmMepoiy KapKblHObl OAMbIN Kejle JICAMKAH CYPAHbICMAPLIHOA KopiHemin 0Oinim  Oepy
MYPUBMIHiy epexuienici meopusiivlk macindepoi, OublY OAPILIK KAMbICYUbLIAPLIHBIY 63apa ic-
KUMBLIbIH HCemiNOipyOiy 20ICHAMANbIK JHCIHe JCYUeNiK maciioepin ezoiceti-meoicelii 3epoeneyoi
Jcone 23ipneyoi manan emedi. Binim 6Gepy mypusminiy XanblKapanvlK HAPbIebIH Cce2MeHmmeye2e
JHcone ceemenmmep OelinOepin azipieyee, KIUeHmMmepoiy KAHA2ammauy 0apexicecin apmmulpyoa,
Xanvlkapanvlk 0inim 6epy HapvleblHOa MYMbIHYWBLIAPObIY A0ALIObIEbIH KAILINMACMbIPYOd KOPIHIC
mabamulH KiueHmke 6a20apianean OUHeC MYHCLIPLIMOAMACH] He2i3iHOe HAPbIK CYObeKMIinepiniy
muimoi apinmecmici Cmpameusiapbii KYpyed JHCoHe KOAOAHYea apmypii maciioep. mypucmik
HAapwIK, Jicylieney MeH OHMAUIaHObpYOul Kadcem emeodi. Ocvlean OAUIAHLICMbL OCbl MAHbBI30bL
napamempepdi scaxcapmyza 6a2elmmanzan 3epmmeyiep e3eKmi 60abin mabwviiaowl.

Kinm ce3dep: myp, 6inim, oamy, mypusm
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CONEPKAHHUE ObPA30OBATE/IBHOI'O TYPA H OCOBEHHOCTH EI'O PA3PABOTKH

Annomayusn. /lannas cmamosi paccmampusaem coOepicanue 00pazoeamenbHo2o mypa u
ocobenHocmu  e2o  pazeumus.  AKMYaibHOCMb — pewieHus — npooiem  opmuposanusi U
cmpame2uiecko20  pazgumusi MeNCOYHApOOHOU 00pa308amenbHOU  UHOYCMPUU  MYPUMA KAk
CcmpyKmypHotl cocmasusiioujell cgepvl ycaye, opmMuposaniuss IKOHOMULECKUX CYObEKMO8 PbIHKA
KAK aKMUBHBIX YUACMHUKOS COYUATLHO-IKOHOMUUECKUX NPOYECCO8 HAYUOHATbHOU IKOHOMUKU
gospacmaem 6 YCIOBUSX 2100ANU3AYUU MENCOYHAPOOHBIX OMHOWEHUL, UHMEPHAYUOHATUAYUU
006pa308aHUsL HA HAYUOHALLHOM, OMPACIE8OM U UHCMUMYYUOHATIbHOM YPOBHAX 6 YCIOBUSIX 6Ce
Oonvutell u 6obULel CLOHCHOCU COOEPAHCAHUSA, COCMABAIOUfell KOHKYPEHYUU HA MEHCOYHAPOOHOM
PbIHKE 00paz08amenbHO20 mypusmd.

ObpaszosamenvHolii. mypusm — ObLICMPOPACMYWAs OMPACib MYPUCULECKOU IKOHOMUKLU,
nonyuaowas npusHanue 80 ecem mupe. Muoeue ucciedoeamenu OmHocsm e20 K 0OHOU U3 6€0VUUX
u Haubonee nepcnekmuenvlx nodompaciei mypusma. Cneyughuka obpazoeamenvho2o mypusmad,
NPOSGIAIOWAsACs 6 0CcobOM — Xapakmepe CHPOCA,  BbIPANCEHHbIX — CE30HHbIX — KONeOAHUSX,
ougepcuurkayuyu mypucmcko2o npooyKma u yciye 20CMenpuumcmed, Maiot noO08epICeHHOCMU
KpU3Ucam u 00uWecmseHHO-nOIUMU4ecKumM NOMPICEHUIM, OUHAMUYHO DA3BUBAIOUUXCS 3ANPOCAX
KIUEHMOo8, mpebyem O0emanibHo20 U3V4eHUus U pa3spabomiu meopemudeckux nooxooos,
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MEMOOONOUYECKULl U CUCMEMHBINL NOOX00bL K COBEPUIEHCMBOBAHUI) 63AUMOOCUCMBUSL 8CeX €20
yuacmuukos.  Paziuunvie  nooxoovl K = Ce2MEHMUPOBAHUIO  MeHCOYHAPOOHO20 — PbIHKA
006pa306amenNbHO20 Mypusma u pazpabomke npouiell cecmeHmos, CO30aHUI0 U NPUMEHEHUIO
cmpamezuil  3ppekmusnoco  napmuepcmea  CyOvLeKmMo8 pulHKA HA  OCHO8e  KOHYenyuu
KAUEHMOOPUEHMUPOBAHHO20 ousHeca, gvipadcarouencs 8 nosblueHUU cmenetu
V008IeMBOPEHHOCMU KIUEHMO8, (POPMUPOBAHUU NIOSTbHOCMU NOmMpedumenei Ha MelcOyHapoOHOM
00pA3068AMENbHOM PbIHKE. MYPUCHUYECKULl PIHOK, MPebyiom CUCmemMamu3ayuu 4 OnmumMu3ayuu.
B cea3u ¢ smum uccrnedosanus, HanpasieHHvle HA YIVHUIEHUE SMUX BANCHLIX NAPAMEMPOS,
0e3yC06HO, aKMYalbHbL.

Knwoueswvie cnosa: myp, oopazosnue, paspabomia, mypusm
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