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COMMUNICATIVE CREATIVITY OF SPECIALISTS IN THE FIELD OF TOURISM

AND HOSPITALITY IN TURKESTAN: INDICATOR OF THE SERVICE QUALITY

Abstract. This study investigates the relationship between communicative creativity and
service quality among tourism and hospitality specialists in Turkestan, Kazakhstan. The research
employed a mixed-method approach, analyzing data from 245 specialists across 28 tourism
establishments over a nine-month period (January-September 2024). The study utilized the
Communicative Creativity Assessment Scale (CCAS), Service Quality Measurement Tool
(SERVQUAL), and Customer Satisfaction Index (CSI) to evaluate performance metrics. Results
revealed a strong positive correlation between communicative creativity and service quality (r =
0.78, p <0.01), with specialists scoring high in communicative creativity demonstrating superior
performance in customer satisfaction (4.6/5.0 vs 3.4/5.0), problem resolution (92% vs 67%), and
cultural adaptation (4.8/5.0 vs 3.2/5.0). Longitudinal analysis showed significant improvement in
communicative creativity scores following targeted training interventions, with mean scores
increasing from 3.4/5.0 to 4.3/5.0 (p <0.001). The findings suggest that communicative creativity is
a crucial determinant of service quality in tourism and hospitality contexts, highlighting the
importance of developing this competency among industry specialists.
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Introduction

The tourism and hospitality industry in Turkestan, Kazakhstan, has experienced significant
growth in recent years, particularly following the city's designation as the spiritual capital of the
Turkic world [1]. This development has heightened the importance of professional communication
skills among industry specialists, making communicative creativity a crucial factor in service
quality delivery. While previous research has extensively covered technical competencies in
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tourism management, the specific aspect of communicative creativity among tourism specialists in
Turkestan remains understudied [2].

The concept of communicative creativity in the context of tourism and hospitality
encompasses the ability to generate novel and effective communication strategies, adapt to diverse
cultural contexts, and resolve service-related challenges through innovative interpersonal
approaches [3]. This study aims to investigate the relationship between communicative creativity
among tourism specialists in Turkestan and the quality of service delivery, focusing on both
domestic and international tourism contexts.

Methods

The research employed a mixed-method approach, combining quantitative surveys with
qualitative interviews conducted between January 2024 and September 2024. The study sample
included 245 tourism and hospitality specialists (table 1) from 28 establishments in Turkestan,
including hotels, travel agencies, and tourist information centers.

Table 1 - Demographic Distribution of Study Participants

Category Number Percentage
Hotel Staff 98 40%
Travel Agency Specialists 76 31%
Tourist Information Center Staff 71 29%

Total 245 100%

The research instruments included the Communicative Creativity Assessment Scale (CCAS),
Service Quality Measurement Tool (SERVQUAL), and Customer Satisfaction Index (CSI) (table
2). The reliability coefficients for these instruments were consistently high (o> 0.85), ensuring
measurement validity [4].

The analysis revealed several significant findings regarding communicative creativity and
service quality:

Table 2 — Correlation Analysis Results

Variables Correlation Significance
Coefficient Level

CC-SQ 0.78 p <0.01

CC-Cs 0.82 p <0.01

SQ-CS 0.75 p <0.01

Note: CC = Communicative Creativity; SQ = Service Quality; CS = Customer Satisfaction

Results
The results demonstrated a strong positive correlation (r = 0.78, p <0.01) between
communicative creativity scores and service quality ratings [5]. Specialists with higher
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communicative creativity scores consistently received better customer feedback and demonstrated

superior problem-solving abilities in service situations (table 3).

Table 3 - Communicative Creativity Performance Metrics

Performance Indicator High CC Group Low CC Group Difference
S(;:)Jrs;omer Satisfaction 4.6/5.0 3.4/5.0 +12
Problem Resolution Rate 92% 67% +25%
Cultural Adaptation Score 4.8/5.0 3.2/5.0 +1.6
Response Time (minutes) 3.2 7.8 -4.6
Service Recovery Success 88% 61% +27%

Note: CC = Communicative Creativity; High CC Group (n=98), Low CC Group (n=147)

The quantitative analysis of performance metrics revealed significant differences between
high and low communicative creativity groups. Specialists in the high CC group (those scoring
above the 75th percentile on the CCAS) demonstrated notably superior performance across all
measured indicators:

o Customer Satisfaction: High CC group achieved a mean satisfaction score of 4.6/5.0
compared to 3.4/5.0 for the low CC group (t(243) = 8.45, p < 0.001).

e Problem Resolution: The high CC group successfully resolved 92% of service-related issues
on the first attempt, compared to 67% for the low CC group (32 = 15.32, p <0.001).

e Cultural Adaptation: High CC specialists scored 4.8/5.0 on cultural competence
assessments, significantly higher than the 3.2/5.0 achieved by the low CC group (t(243) =
9.12, p <0.001).

e Response Time: High CC specialists responded to customer queries in an average of 3.2
minutes, compared to 7.8 minutes for the low CC group (t(243) = -7.89, p < 0.001).

Table 4 - Service Quality Metrics by Establishment Type

. ERVQUAL
Establishment Type S QU CSI Score CC Score
Score

Luxury Hotels (n=5) 4.8/5.0 92% 4.7/5.0

Mid-range Hotels | 4 5.0 85% 4.1/5.0
(n=12)

Travel Agencies (n=8) 4.0/5.0 83% 3.9/5.0
(n_T;)“”St Info  Centers |5 650 80% 3.7/5.0

Analysis of service quality metrics across different establishment types revealed a clear
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pattern (table 4). Luxury hotels demonstrated the highest scores across all measures, with a mean
SERVQUAL score of 4.8/5.0 and a Customer Satisfaction Index of 92%. Statistical analysis
showed a significant difference between establishment types (ANOVA: F (3,24) = 12.45, p <0.001).

The study tracked performance metrics over the nine-month period, revealing consistent
improvement in communicative creativity scores among specialists who received targeted training:

e Initial assessment (January 2024): Mean CC score = 3.4/5.0
e Mid-point assessment (May 2024): Mean CC score = 3.9/5.0
o Final assessment (September 2024): Mean CC score = 4.3/5.0

This improvement showed a statistically significant upward trend (repeated measures
ANOVA: F (2,488) = 18.76, p <0.001).

Analysis of customer satisfaction data revealed that establishments with staff scoring high in
communicative creativity (>75th percentile) received 32% higher satisfaction ratings compared to
those with lower scores [6]. This difference was particularly pronounced in situations requiring
cultural adaptation and conflict resolution.

Cultural Competence and Communication

The study found that specialists with high communicative creativity scores demonstrated
superior cultural competence, effectively managing interactions with international tourists from
diverse backgrounds [7]. This capability was especially crucial given Turkestan's growing
importance as a cultural tourism destination.

Discussion
The findings underscore the critical role of communicative creativity in enhancing service
quality in Turkestan's tourism sector. The strong correlation between communicative creativity and
service quality suggests that this skill should be considered a core competency for tourism
specialists [8]. The results align with previous research indicating the importance of adaptive
communication in service industries [9], while adding specific insights about the Turkestan context.
Several key implications emerge:
1. Training and Development: The need for specialized training programs focusing on
communicative creativity development among tourism specialists [10].
2. Recruitment Practices: The importance of assessing communicative creativity during the
hiring process for tourism and hospitality positions [11].
3. Service Quality Enhancement: The potential for improving overall service quality through
targeted development of communicative creativity skills [12].
The study's limitations include its focus on urban establishments and the relatively short
observation period. Future research could explore rural tourism contexts and conduct longitudinal
studies to assess the long-term impact of communicative creativity development.

Conclusions

This research establishes a clear link between communicative creativity and service quality in
Turkestan's tourism sector. The findings suggest that investing in the development of
communicative creativity among tourism specialists can significantly enhance service quality and
customer satisfaction. These insights are particularly relevant as Turkestan continues to develop as
a major tourism destination.

The findings of this study on communicative creativity among tourism and hospitality
specialists in Turkestan yield several significant theoretical and practical implications that warrant
detailed consideration.
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The strong correlations identified between communicative creativity and various performance
metrics (r = 0.78 for service quality; r = 0.82 for customer satisfaction) extend beyond traditional
theoretical frameworks that primarily emphasized technical competencies. Our findings establish
communicative creativity as a fundamental predictor of service excellence, particularly in culturally
diverse tourism contexts.

The study also introduces a novel theoretical framework for understanding how
communicative creativity manifests in practical tourism settings. This framework integrates
elements of cultural adaptation, problem-solving efficiency, and customer satisfaction, providing a
more comprehensive model for analyzing service quality in tourism environments.

This research underscores the critical importance of communicative creativity in the tourism
and hospitality sector of Turkestan. The findings provide a strong foundation for both theoretical
advancement and practical application in the field. The clear correlation between communicative
creativity and service quality suggests that investing in communication skills development is not
merely advantageous but essential for the continued growth and success of tourism organizations.
As the industry continues to evolve, the role of communicative creativity will likely become even
more crucial in maintaining competitive advantage and ensuring service excellence.
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TYPKICTAH KAJIACBIHJAFBI TYPH3M JKOHE KOHAKKAHJIBIIIBIK CAJIACHI
MAMAH/TAPBIHBIH  KOMMYHHUKATHBTIK  LIIBIFAPMAIIBIIBIFBI:  KBI3SMET
KOPCETY CAIIACBIHBIH KOPCETKIIII

Anoamna. byn 3epmmey Kazaxcmanuwiy TypKicman KanacviHoagbl Mypusm HcoHe
KOHAKIHCAUIBLILIK, MAMAHOAPbl  APACLIHOAZbL KOMMYHUKAMUBMI  WUbIZAPMALUBLIBIK NeH Kbl3Mem
Kepcemy canacvl apacvblHoazvl dailianblcmel 3epmmetioi. 3epmmey moevi3 atioazvl (2024 sucviigvl
Kaymap-Kulpkytiek) 28 mypucmik mekemeoezi 245 mamanHuly OepeKmepiH Mandail Omulpuln,
apanrac  20icmi  KOa0amOwl.  3epmmeyde  OHIMOLNIK  KepcemKiwmepin  6azanay  yuwliH
Kommynuxamuemi woizapmawsiivikmer 0azanay wkaiacet (CCAS), xvizmem canacvin onwey
gkypanvl (SERVQUAL) ocone mymwinyuviiapowvly Kanasammany unoexci (CSI) natioananvinobi.
Homuoicenep xommynuxamuemi kpeamusminix nen Koizmem xopcemy canacwl (r = 0,78, p <0,01)
apacvlnoa Kyuimi o4 KopperayusHbl aHblKmaobvl, KOMMYHUKAMUEBMI WbI2APMAUBLIBIKIMA HCOLAPbl
oann anzan MamaHoap MymolHYusbliapobly KaHaeammanywsliviabinoa (4,6/3,0-ee kapcol 3,4/5,0),
Mmaceneni weutyoe (92%) ocozapwvt Homudice kepcemmi. Kapcvl 67%) orcone maodenu Oetiimoeny
(4,8/5,0 xapcer 3.2/5.0). Boiinblx manoay maxcammovl OKbIMY UHMEPSEHYUSLIAPLIHAH KelliH
KOMMYHUKAMUBMI  WbI2APMAWDBLILIK  YNAUIAPLIHGIY — AUMAPILIKMAL  HCAKCAPEAHBIH  KOpCemmii,
opmawa 6annoap 3,4/5,0-0en 4,3/5,0-ce oetiin ecmi (p <0,001). Homuoicenep xommyHuxamuemi
WBIRAPMAUBLIBIK MYPUSM MEH KOHAKMCAUIBLIbIK KOHMEKCMIHOe Kbl3Mem Kepcemy CAandcbiHbly
wewywi ¢hakmopvl 6onvin  mabwviiaodvl, OV Ccala MAMAHOAPbL APACLIHOA OCbl  KY3blpemmi
0aMblmyOblH MAHBI30bLILIEbIH KOPCEeMeOi.

Kinm ce30ep: kommyHukamuemi ubleapmMawiblivlK, Mypusm Mamanoapsl, KOHAKHCAUNbLIbIK
cexmopul, TypxicmaH, Kbizmem Kopcemy canachol, Kaciou KOMMYHUKAYUS, MYPUSM MEHEONCMeHMI,
MYMBIHYUBLIAPObIH KAHARAMMAHYUWBLIbIRbL, MIOEHU KY3blpemminiK
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KOMMYHUKATUBHASN KPEATUBHOCTbH CIHEINUAIUCTOB B C®EPE
TYPU3MA U TOCTEINPUUMCTBA B TYPKECTAHE: ITOKA3ATEJIb KAYECTBA
OBCJIY KUBAHUS

Annomayua. B 0aHHOM uUCCIe008aHUU U3YUACMCA 83AUMOCEA3L MENCOY KOMMYHUKAMUBHOU
KpeamusHoOCmvlo U KAYeCmeoM OOCIYHCUBAHUA CPeOUu  CNeyuaiucmos no mypusmy U
eocmenpuumcmsy 6 Typkecmamne, Kasaxcman. B uccrnedoganuu ucnonv3o8ancs cmeuanHbuli
Memoo: aHATUZUPOBANUCL OaHHble 245 cneyuanucmos u3 28 mypucmuyeckux yupexncoeHui 3d
O0esmuUMecau bl nepuod (aHeapvb-cenmsaope 2024 2.). B uccredosanuu ucnonvzosanuce wkaia
oyenku KommyHukamusHot Kpeamuenocmu (CCAS), uncmpymenm uzmepenus Kaiecmed
oocayacuseanus (SERVQUAL) u unoexc yooeremeopennocmu kiuenmos (CSI) ons oyenxu
nokasameneu  npouzeooumenvHocmu.  Pe3ynomamul  6b1A6UNU  CUTLHYIO  HOLONCUMENbHYIO
KOppenayuo mMexcoy KOMMYHUKAMUBHOU KPeamueHoCmblo U Kauecmeom oocayscusanus (v = 0,78,
p <0,01), npu smom cneyuanucmuol ¢ 6bICOKUMU NOKAZAMENAMU KOMMYHUKAMUBHOU KPEAMUBHOCMU
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0eMOHCIMPUPYIOM NPeBOCXOOHble NOKA3amenu y00s8lemeopeHHocmu Kiuenmos (4,6/5,0 npomue
3,4/5,0), pazpewenus npoonem (92% npomue 67%) u xyremypnas aoanmayus (4,8/5,0 npomue
3,2/5,0).  Jloneumwoouvii  aHaiuz  NOKA3AL — 3HAYUMENIbHOe — VIVUYUleHue  noxasameinel
KOMMYHUKAMUBHOU KpeamueHOCmuy nocje YeleHanpasieHHblX 00y4arnuux Meponpusmut, npu
amom cpeonue dannvl yeeauuunucey ¢ 3,4/5,0 oo 4,3/5,0 (p <0,001). Pesyrsmamul noxaszvieaiom,
Ymo KOMMYHUKAMUBHAS KPeamusHOCMb AGNAeMCa  pPeuaouum Gakmopom, onpeoensaiouum
Kayecmeo 00CIYIHCUBAHUSL 8 chepe MYPpUsMa U 20CMenpuUUMCcmed, 4mo noO4epKusaem 8adcHOCmb
pazeumusi Smotl KOmMnemeHyuy cpeou CReyuaIucmos Ompaciu.

Kntouesvie cnoea: KommyHukamueHoe meopyecmeo, Cneyualucmsl mypusma, cgepa
eocmenpuumcmea, TypkecmaH, Kauecmeo 0OCHYHCUBAHUSA, NPOPECCUOHANbHASL KOMMYHUKAYUS,
MYpPUCMUYECKULL MeHeONCMeHm, Y0081emEOPEeHHOCb KIUEHMO8, KVIbIMYPHAS KOMNEMeHmMHOCHb.
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