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WAYS OF USING MARKETING TECHNOLOGIES IN THE DEVELOPMENT OF
ETHNOGRAPHIC TOURISM

Abstract. Ethnographic tourism holds strategic importance as an instrument for preserving
cultural heritage, strengthening national identity, and diversifying regional economies. The Turkistan
Region, characterized by its rich historical and cultural resources, represents a promising destination
for the development of ethnographic tourism. The purpose of this study is to identify effective
approaches for promoting regional ethnographic tourism through the application of social media
and modern marketing technologies. The research was conducted using a quantitative methodology.
Data were processed through descriptive statistics, correlation analysis, and segmentation analysis.
The findings indicate that the target audience demonstrates a strong preference for visual and
interactive content, while historical sites and traditional crafts constitute the core elements of the
ethnographic tourism product. A strong positive correlation was identified between the level of
interest and the likelihood of participation. Furthermore, social media platforms were found to exert
a significant influence on the formation of the regional tourism brand image. Among digital channels,
Instagram and TikTok proved to be the most effective marketing platforms. In conclusion, the
implementation of a comprehensive digital strategy based on social media and a coherent brand-
platform approach enables the effective promotion of ethnographic tourism, enhances audience
engagement, and increases the value of the regional tourism brand.

Keywords: ethnographic tourism, Turkistan Region, digital marketing, social media, brand
platform, tourism product.

Introduction

In the context of globalization, tourism has evolved into a strategic sector characterized by a
high multiplier effect and a significant contribution to territorial development. In recent years, the
global tourism market has demonstrated increasing demand for products based on authenticity,
cultural experience, and direct interaction with local communities. Within this trend, ethnographic
tourism has gained particular relevance not only as a recreational activity but also as an instrument
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for preserving cultural heritage, strengthening national identity, and diversifying regional economies
[1].

The Turkistan Region is one of Kazakhstan’s areas with a high concentration of historical and
cultural assets. Among its distinctive heritage sites are the Mausoleum of Khoja Ahmed Yasawi,
ancient settlements, traditional craft centers, and ethnocultural spaces [2]. These resources provide a
solid foundation for the development of ethnographic tourism and contribute to the region’s symbolic
and cultural capital. Moreover, traditional crafts, including ceramics, jewelry-making, wood carving,
and felt production, enhance the tourist experience and reinforce the economic potential associated
with the creative industries [3].

However, the competitiveness of ethnographic tourism depends not only on the availability of
resource potential but also on the effectiveness of promotion mechanisms. In the contemporary digital
environment, the commercialization of tourism products requires systematic brand development,
audience segmentation, image management, and the strategic use of social media tools. Intensifying
competition among regions for investment and tourist flows necessitates the scientifically grounded
integration of modern marketing technologies [4].

In this regard, the purpose of the present study is to systematize the theoretical and
methodological foundations for applying marketing technologies in the development of ethnographic
tourism in the Turkistan Region and to elaborate practical recommendations aimed at enhancing the
region’s tourism potential. The research focuses on the effective positioning of regional ethnographic
tourism products within the digital environment.

Literature Review

Issues related to ethnographic tourism have been widely examined in the fields of tourism
management, territorial marketing, and cultural policy. Scholars commonly conceptualize
ethnographic tourism as a component of cultural tourism, defining it as an experiential product
grounded in the daily life, traditions, crafts, and intangible cultural heritage of local communities.
Within the framework of experience-based tourism, ethnographic tourism is interpreted as a value-
creation model centered on active tourist participation and emotional engagement [5].

The principles of sustainable cultural tourism development are systematically articulated in the
strategic documents of the World Tourism Organization (UN Tourism). The organization emphasizes
the preservation of cultural heritage, the inclusion of local communities, and the protection of
authenticity as strategic priorities. In parallel, the concept of destination marketing is substantiated as
a comprehensive mechanism for managing and promoting cultural resources in competitive tourism
markets [6].

In tourism marketing theory, particular attention is devoted to territorial branding, positioning,
and image formation. The effectiveness of a destination brand is widely considered to depend on its
unique cultural code, historical continuity, and symbolic identity. From this perspective, the Turkistan
Region, characterized by a high concentration of historical and cultural assets, is regarded as a
promising area for regional branding. The Mausoleum of Khoja Ahmed Yasawi, recognized as an
internationally significant cultural monument, functions as a symbolic anchor of the region’s tourism
identity [7].

Under conditions of digital transformation, social media has become a central channel of
tourism marketing. Empirical studies demonstrate that visual content and user-generated content
(UGC) exert a direct influence on tourists’ decision-making processes, destination image perception,
and travel intentions. In particular, interactive formats and video-based materials show a strong
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positive correlation with destination awareness and attractiveness [8].

The literature associates the effectiveness of social media marketing with several interrelated

components:

— content marketing and the stimulation of UGC;

— ensuring visual identity and brand consistency;

— interactive communication with target audiences;

— platform-adapted strategies and data-driven management [9].

These approaches contribute to increasing brand equity and strengthening customer
engagement in tourism markets [10].

Recent studies further indicate that the rapid development of digital technologies has
significantly transformed destination marketing practices. In particular, the integration of artificial
intelligence, big data analytics, and machine learning enables tourism organizations to analyze
consumer behavior, forecast tourism demand, personalize marketing communications, and optimize
promotional campaigns across multiple social media platforms. Al-powered recommendation
systems and sentiment analysis tools improve audience targeting and enhance the effectiveness of
digital marketing strategies, making them increasingly important instruments for destination
competitiveness [11].

Another important stream of research highlights the role of local communities in the sustainable
development of ethnographic tourism. Scholars argue that authentic tourism experiences can only be
achieved through the active participation of local residents in tourism planning, cultural preservation,
and digital content creation. Community-based tourism not only safeguards intangible cultural
heritage but also strengthens destination authenticity, increases visitor satisfaction, and supports long-
term regional development. Moreover, cooperation between local stakeholders, tourism authorities,
and digital influencers contributes to creating trustworthy destination images and improving the
credibility of social media promotion [12].

At the same time, although Kazakhstani studies address the resource potential and regional
development aspects of cultural and ethnographic tourism, comprehensive analyses of social media
as a strategic promotion tool remain limited. Existing research primarily focuses on tourism resources,
heritage preservation, and regional planning, while comparatively little attention has been paid to
empirical assessments of digital marketing effectiveness, audience engagement, and platform-
specific promotion strategies. In particular, there is a need for empirically grounded research on the
integration of marketing technologies within specific regional contexts, including the application of
contemporary digital communication tools for promoting ethnographic tourism in the Turkistan
Region [13].

Thus, while the existing body of literature establishes the theoretical foundations of
ethnographic tourism and destination marketing, the systematic application of digital marketing
instruments in the context of the Turkistan Region remains insufficiently explored. This gap
determines the scientific novelty of the present study and justifies the need for an integrated analysis
of both theoretical and applied aspects of promoting ethnographic tourism through social media.

Materials and methods

This study aims to assess the marketing effectiveness of ethnographic tourism development in
the Turkistan Region. The research is based on a quantitative approach and was conducted using a
structured survey method. This method enabled the identification of tourists’ levels of awareness,
interest, primary information sources, and the degree of influence exerted by social media platforms
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on their travel intentions and destination perception [12].

The survey was administered to 150 respondents. The questionnaire structure included socio-
demographic characteristics, behavioral indicators, perception variables, and marketing-related
factors. The composition of the survey instrument is presented in Table 1.

Table 1 — Structure of the Survey Instrument

No | Question Content Response Format / Options
1. | Have you heard about ethnographic tours in
the Turiistan Region? o Yes /No
2. | What is your level of interest in participating in | 5-point Likert scale (1 — Not interested at
an ethnographic tour? all, 5 — Very interested)
3. Frqm .WhiCh sqcial media platform c}o you Instagram, TikTok, VKontakte, Other
obtain information about ethnographic tours?
4. | Does social media advertising influence your 4-point scale (1 — No influence, 4 —
decision to participate in an ethnographic tour? | Strong influence)
5. | What type of content attracts you the most? Video, Photo, Craft demonstrations, Text
6. | How would you evaluate the Turkistan Region . .
as an ethnogrgphic destination? i >-point scale (1~ Low, 5 — Very high)
7. | Which element of an ethnographic tour is most | Historical sites, Handicrafts, Traditional
important to you? cuisine, Animation programs
8. etizz;f;pi?; tzfliilsri[ifalflégnage of the 5-point scale (1 — Poor, 5 — Excellent)
9. | What is the likelihood of your participation in 4-point scale (1 — Will not participate, 4 —
an ethnographic tour in the future? Definitely will participate)
10.| Does social media activity influence the image
. . Yes / No
of ethnographic tourism?
Note: The survey questionnaire was developed by the authors.

All survey questions were designed to identify respondents’ intention to participate in
ethnographic tours, their level of trust in information channels, and the perceived influence of social

media on their attitudes and decision-making processes. The questionnaire structure allowed for the
assessment of behavioral intention, communication effectiveness, and destination image perception
within the context of ethnographic tourism development in the Turkistan Region. The socio-
demographic characteristics of the survey participants are presented in Figures 1 and 2.

Age Education level
18- 0 ® Secondary
20% education
263
m Bachelor degre|
364
m46- Master or High
Education

Figure 1 — Socio-Demographic Profile of Survey Participants (Age and Education Level)
Note: Compiled by the authors based on survey resullts.
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According to the survey, the majority of respondents are aged 18-25 (33%), followed by 26—
35 (30%), while 3645 and 46—60 age groups account for 20% and 17%, respectively. Education
level is high: 80% university graduates (60% Bachelor’s, 20% Master’s or higher), and the rest 20%
with vocational/specialized secondary education.

Gender Place of residence

20% m Turkestan city

= Male . 43%  mTurkestan reg

(suburban are

H Female 37% cher region /
city

Figure 2 - Participant's Gender Distribution
Note: Compiled by the authors based on survey resullts.

The survey included the following geographical area responses: 43% of respondents were from
the City of Turkistan, 37% were from the Turkistan Region, and the remaining 20% were from a rural
area outside of the Turkistan Region or the Turkistan Region itself.

By gender, women comprised 60% of the audience, and men 40%, indicating that female
participants are more actively engaged with visual and cultural content, particularly materials related
to handicrafts and history.

The survey was conducted online and distributed via social media and electronic platforms of
tourism organizations. Participants were informed of the study’s purpose in advance, and data
confidentiality was ensured. All responses were collected anonymously.

Data processing was performed using SPSS software. The following statistical methods were
applied:

- Descriptive statistics: mean (Mean), standard deviation (Std.Dev), minimum (Min),
maximum (Max) [13];

- Correlation analysis: to identify potential relationships, e.g., between interest level and
likelihood of participation [14];

- Segmentation analysis: to categorize the audience based on content preferences, important
tour elements, preferred platforms, and social media influence [15].

Results

Studying the dynamics of tourist flows in the Turkistan Region allows for an assessment of the
region’s tourism attractiveness and the development of ethnographic tourism. Turkistan region has
shown sustained increases in tourism, as confirmed by the official data. Even though the increase in
tourist arrivals to this region began in 20222023, an additional peak towards the region emerged in
2024-2025, specify that demand continues to grow in this area.

This positive trend is associated with several complementary factors, including the active
development of tourism infrastructure, increased investment in cultural heritage preservation, and the
growing use of digital marketing tools for destination promotion. At the same time, the expansion of
social media communication and the increasing visibility of ethnographic attractions have contributed
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to strengthening the region's image and attracting a broader domestic and international tourist

audience.

Table 2 — Turkestan region tourism flow (2022-2026)

Year Year Number of tourists (total) Growth, %
2022 470 000 —

2023 562 800 +19,7%
2024 611 500 +8,7%
2025 708 113 +14,5%
Note: Compiled by the authors based on data from stat.gov.kz [16].

The table presented above show a fairly consistent increase in overall travel demand throughout
the increasing trend (2022-2025) and an obvious increase in demand from year to year. In 2022, the
number of tourists reached 470,000, which increased by 19.7% to 562,800 in 2023. Growth slowed
somewhat in 2024, reaching 8.7% with 611,500 tourists. In 2025, tourist flows accelerated again,
rising 14.5% to 708,113. Overall, the period under study demonstrates a consistent positive trend,
reflecting the ongoing development of the region’s tourism sector.

In 2025, the total investment attracted to the region’s tourism sector amounted to 81.2 billion
KZT [17]. These funds were primarily allocated to the development of tourism infrastructure,
construction of new hotels, enhancement of information systems, and improvement of service quality.
This level of investment indicates the establishment of both institutional and material foundations for
systematic modernization of the tourism industry in the region [18].

The increase in investment not only supports the effective utilization of tourism resources but
also emphasizes the need for professional-level promotion of these resources in the market [19]. In
particular, the implementation of marketing technologies in the ethnographic tourism segment is of
strategic importance, as competitiveness in the modern tourism market depends not only on
infrastructure but also on the quality of communication policies [20].

The characteristics of tourism products directly influence advertising and marketing content.
First, since tourism offerings are largely intangible, promotional information requires high accuracy
and authenticity. Second, service quality is initially “invisible,” making informational campaigns,
image-based communication, and PR tools crucial. Third, the visual component plays a decisive role:
high-quality photos, videos, and interactive content increase the attractiveness of tourism sites and
influence potential tourists’ decision-making [21].

Thus, combining investment growth with digital marketing tools creates an opportunity to
elevate ethnographic tourism to a qualitatively new level. The survey conducted for this purpose
produced the following descriptive results (Table 3).

Table 3 — Descriptive Statistical Analysis

No Variable Mean Std. Dev | Min Max
1 Awareness of ethnographic tours 1.72 0.45 1 2
2 Interest level 3.88 0.94 1 5

Table 3 (continued)
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Continuation of Table 3

3 Information source (coded) 1.98 0.97 1 4
4 Influence of advertising 3.06 0.88 1 4
5 Preferred content type 1.90 1.02 1 4
6 Evaluation of the region 4.14 0.89 1 5
7 Important tour element 2.02 1.01 1 4
8 Brand image 3.84 0.91 1 5
9 Likelihood of participation 3.08 0.87 1 4
10 . Influence of social media 174 0.44 | )
on image
Note: Compiled by the authors based on survey results.

The results of Table 3 quantitatively illustrate how ethnographic tourism in the Turkistan
Region is perceived by the audience. According to the survey, 72% of respondents were aware of the
tours, while 28% had not yet received information (Mean = 1.72, Std. Dev = 0.45). Interest in the
project was about average as was respondents’ likelihood to participate (interest M=3.88 SD=0.94);
and likelihood to participate M=3.08 SD=0.87). The social network most commonly used for
information was Instagram (42% of respondents), while 26% of respondents used Tiktok; and 20%
of respondents used VKontakte (Mean=1.98 SD=0.97). Advertising had a moderate effect on
participation (Mean = 3.06, SD = 0.88) but is not being utilized to its fullest extent. The most
compelling type of media was visual content (like videos) and 44% of individuals said they prefer
using it (Mean = 1.90, SD = 1.02).

The most highly valued tour content included heritage sites (38%) and craft products (34%).
There was a positive assessment of the region's tourism potential (Mean = 4.14, SD = 0.89) with
similarly positive assessments for its ethnographic tourism branding (Mean = 3.84, SD = 0.91). The
influence of social media on brand identity was substantial; 74% of respondents acknowledged this
influence (Mean = 1.74, SD = 0.44).

These indicators provide a solid empirical basis for developing targeted promotion strategies
for ethnographic tourism.

Table 4 — Pearson Correlation Coefficients

Variables Probable Interpretation
Correlation
(Pearson R)
Interest <« Likelihood of | Positive (r>0.6) As interest increases, the likelihood of
Participation participation also rises; emotional content
is effective
Evaluation of the Region <> | Positive (r = 0.5—-| Higher evaluation of the region
Brand Image 0.7) strengthens the brand image
Influence of Advertising < | Positive (r=0.5) Advertising affects behavior; targeted
Likelihood of Participation advertising is effective
Social Media Influence «» | Positive (r= 0.6) Managing brand image via social media
Brand Image is important
Information Source <> Social | Positive (r = 0.5— | Instagram and TikTok platforms play a
Media Influence 0.6) decisive role in shaping brand image
Note: Compiled by the authors based on survey results.
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The correlation analysis results reveal the relationships between audience behavior and
marketing influence in ethnographic tourism in the Turkistan Region. A strong positive correlation
was observed between interest and likelihood of participation (r > 0.6), indicating that emotional and
interactive content is effective in attracting the audience to tours. A moderate-to-strong positive
correlation exists between evaluation of the region and brand image (r = 0.5-0.7), suggesting that
higher perceived tourism potential of the region enhances brand image.

The relationship between advertising influence and likelihood of participation is also positive
(r=0.5), demonstrating that targeted advertising and influencer marketing have a tangible impact on
behavior. Social media influence shows a moderate-to-strong positive correlation with brand image
(r=0.6), while the link between information sources and brand image formation confirms the decisive
role of Instagram and TikTok platforms.

These findings provide a solid analytical foundation for developing effective promotion and
marketing strategies for ethnographic tourism.

Table 5 — Analysis of segment

Key Indicators Interpretation
Segment
Content Tvpe Video — 44%, Photo — 22%, | The audience prefers visual and dynamic

P Craft demonstration — 20% | content
Important Tour Historical sites — 38%, Tour content is primarily based on
Element Handicrafts — 34% historical and cultural elements
TG — - - —

Platform Instagram — 42%, TikTok The main audience engages through digital

26% platforms
Like.li.hoo.d of 76% high likelihood Inte?re'st t'ranslates into probable
Participation participation
Social Media 74% influenced Brafld image is shaped through social
Influence media
Note: Compiled by the authors based on survey results.

An analysis of the components used, gives us valuable knowledge of how audiences behave,
and will help provide a basis for an effective marketing strategy regarding ethnographic tourism in
the Turkistan Region. The audience demonstrates an elevated interest in visual and dynamic content,
with video (44%) generating the highest level of interest, followed by photos (22%), and craft
demonstrations/tourism (20%). Cultural sites (38%) and historical sites (34%) are the two main pillars
of cultural value demonstrated by the tour content; therefore, storytelling is a highly effective way to
relay the message intended by the audience.

The majority of the audience participate in Instagram (42%) and Tik Tok (26%); therefore, it is
evident that efforts to promote and advertise using traditional and/or digital media will be a high
priority. The data indicates that there is a significant interest (76%) in the participation of
ethnographic tours, thus providing an opportunity to convert that interest into action through using
calls-to-action, providing discounts, and having the ability to book online. Additionally, social media
is a major factor in establishing the image of brands, with social media being responsible for 74% of
brand image creation; thus, influencer marketing, interactions through posts and other means, and
active posts should be a key part of the brand's social media strategy.
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From the analysis, it can be determined that promoting ethnographic tours in the digital
environment through several social media networks, rather than only one channel, will ultimately be
more successful.

For Turkistan ethnographic tours, the main platforms are VKontakte, Instagram, and TikTok.

Promotion via social media aims to attract the audience, maintain continuous engagement, and

build brand loyalty. The specific objectives of promotion include:
- Conducting informational and educational campaigns about Turkistan ethnographic tours;

- Improving service quality through visitor feedback;

- Establishing a positive image of the regional ethnobrand,;

- Increasing sales and profitability;
- Actively engaging the youth audience.

Table 6 — Selling capabilities by using internet

Using tools Benefits Formats
- Access to a large audience | - Long (textual) posts - Photo albums
(especially in the CIS) - Video clips or videos of the
- Ability to deliver targeted ads ethnological tour
VKontakte - Deve}opment of a loyal supporter | - Onl@ne (virtual) tours of the
community ethnological tour.
- Ability to hold online discussions
between supporters and those involved
in the ethnological tour.
- Visual focus - Short video clips of the crafts (a tour
- Formats for posting (Stories and | of the local crafts)
Reels) - «Turkistan one day experience»
Tnstagram - Showcasing tourism aesthetics video clips
- Influencer marketing - Live Instagram events with artisans
(each of the tours)
- Photographs of local souvenirs and
cultural events.
- The potential to create a viral effect | - Short clips instructional videos on
through the use of (dynamic) video how to make various crafts
- A direct platform that connects the | - «Before/After» videos of ceramics
tour directly to the youth audience being created
TikTok - Showcasing the creation of | - Videos of animated performances
traditional cultural elements by using a | wearing traditional dress
modern approach - Videos that show tourists being
emotionally  affected by  their
experiences.
Note: Compiled by the authors based upon the results of the research.

Discussion and recommendation
1. Brand platform strategy for implementations of strategy
A brand platform is an entire, integrated collection of official, social media pages and

communities related to the ethnographic tour product.
It is designed to convey the tour’s cultural and tourist values to the audience, build brand image,

and increase participation likelihood.
Development stages:
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- Audience research and segmentation — based on age, interests, and platform preferences.

- Establishing a unified visual style — to enhance brand consistency and ensure cohesive content
appearance.

- Content plan development — including posts, Stories, Reels, and TikTok video materials.

- Targeted advertising and influencer marketing — promotion through advertisements and
collaborations with bloggers directed at the main audience.

- Analysis and adjustment — continuous improvement of content and strategy based on
analytics.

2. Content Policy
Content should engage the audience, be relevant, and interactive. The primary goal is to
showcase the uniqueness of the ethnographic tour and its cultural values.
Content formats:
- Photo — handicrafts, historical sites, regional landscapes.
- Video — excursions, masterclasses, cultural ceremonies.
- Text publications — informative content and cultural context.
- User reviews — presenting experiences and emotions.
- The real world aspect of content and an easily recognizable cultural identity.

3. Audience Engagement Tools

To attract audiences to the ethnographic tour, a variety of channels will be utilized:

1. Seeding — distributing information within groups interested in tourism/culture,

2. Friending — personally inviting the target audience and adding them to communities,

3. Advertising using media include: Banners, targeted web context ads, and partnerships with
bloggers and other people who have a large audience.

4. Influencer marketing - creating awareness and trust with public figures.

5. Working and creating contests/challenges to involve the target audience in creating material
about your business.

4. Communication Strategy

The implementation of the communication is based on three major directions:

1. Organizing conversations — enabling participants to dialogue on the brand’s platform,

2. Providing timely recipient feedback — answering questions quickly and providing advice
about the tourist experience,

3. Offering the participant expert and cultural-educational content — clear historical and
ethnographic content of master classes and details about what will be offered in the tour.

Publishing activities related to the company's social responsibility (education of young people,
cultural festivals, and community support) will aid in creating a positive perception/image of the
company and build credibility. This method of promoting the tourist destination will help develop a
loyal fan base for your brand.

Conclusion

All people around the world have totally different cultures. Developing unique cultural
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complexes and programmatic activities will help develop and demonstrate the Turkistan region as an
ethnographic tourism destination and will require strategic marketing through various social media
channels.

If managed correctly, then through the use of a comprehensive digital marketing strategy, the
ethnocultural heritage of Turkistan will become one of the primary drivers for tourism to the district
therefore creating a solidly competitive brand within both domestic and international markets.

The results of this study show a major role played through the various social media and branding
platforms toward developing ethnographic tourism in the Turkistan district. The survey results
indicate that 72 per cent of respondents know about the ethno-tour and that most of the respondents
received their information from either Instagram or TikTok thus demonstrating the effectiveness of
digital marketing methods as well as demonstrating the effectiveness of online marketing
communications in promoting the product.

The level of interest in the ethno-tour and likelihood of participation rate highly (mean scores
of 3.88 and 3.08 respectively) indicates that the audience feels positively about the contents of the
tour. The most attractive content type is video (44%), followed by photos (22%) and master classes
(20%). Historical sites (38%) and handicrafts (34%) are identified as the key elements, enhancing the
cultural value of the ethnographic tour.

Statistical analysis revealed positive correlations between audience interest, social media
influence, advertising effectiveness, and brand image. These results provide a solid foundation for
marketing decisions and for refining content strategies.

The proposed strategies and content policies are aimed at audience engagement:

- Organizing information through a unified visual style and brand platform;

- Developing content that is emotional, interactive, and culturally distinctive;

- Actively engaging the audience via seeding, friending, media advertising, influencer
marketing, and challenges;

- Implementing communication through discussions, prompt feedback, and cultural-
educational content.

Additionally, social responsibility initiatives (e.g., youth education, cultural festivals, charity
projects) strengthen brand image and foster a loyal audience.

In conclusion, digital marketing, social media, and content strategy play a central role in
developing ethnographic tourism in Turkistan Region. The study provides concrete recommendations
for tour operators and local authorities to effectively promote ethno-tours, increase audience interest,
and enhance brand value. Future research is recommended to further explore audience behavior
patterns and evaluate the effectiveness of advertising formats on online platforms.
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A. TOJKEH?, JT. TYBEKOBA*3, . AIMYXAMBETOBA? A. FAHMBETOBA’
JLLH. T'ymuteB ateiagarel Eypasust yiaTTeik yHUBepcuTeTi, (Kasakcran, Acrana)
ZX anpIKapajblK TYPH3M JKOHE MEHMaHIOCTHIK YHUBEPCUTETI
(Kazakcran, Typkicran), E-mail: dana.tubekova@iuth.edu.kz
ITHOI'PA®UHAIBIK TYPU3IM/II MAPKETHHI'TIK
TEXHOJIOTHAIAP/ABI KOJI/IAHY KOJI/IAPBI

Anoamna. Omuocpauanvlk mypusm MaO0eHU MYpaHvl cakmay, YAmmoelx Oipezeunikmi

JIAMBITY /1A

HBI2ALIMY HCIHE OHIPIIK IKOHOMUKAHBL IPMAPANMAHObIPY KYPAIbl peminoe CIpame2usiivlk Maybl32a
ue. Typkicman 0b6avicol mapuxu-maoenu pecypcmapea 6ai oyip peminoe SMmHOmypusmoi 0amvimyed
nepcnekmueanvl anay 001bln mabwiiadvl. 3epmmey Mmakcamvl — 21eyMemmiK ofceniiep MeH
MapKemuHemix mexHo102usNapobl KOI0AHA OMbIPbIN OHIPIIK d9MHOSPAPUATLIK MYPUIMOI 0aMbLMY
HCONOApLlH  aHblkmay. 3epmmey CcaHObIK 20iCneH Jicy3eze  acbipbliobl, OHOA OepeKkmepoi
0eCKpUnmuemix Ccmamucmuxa, KOPPeIsYUsIbIK JHCIHe Ce2MEeHMMIK manoay apKulibl 6HOelOl.
Homuoicenep xopcemrenoeti, ayoumopus 6u3yanosl api UHMepaKmuemi KOHMeHmKe Kbl3bl2YULbLIbIK
MAHBIMMbl  HCOHE MAPUXU HbICAHOAD MeH KOloHep Hezizel 2lemenmmep 00abin mabwliobl.
Koizvieywwinvlk 0eneeili men Kamoicy bIKMumMaioblebl apacblHOd Hcoapsl Oy OAIAHbIC, COHOAU-AK
aneymemmix sceninepoiy bpeno umuoxcine acepi auxbin bauxanowvl. Instagram scane TikTok necizei
Mapxkemunemix niamegopmanap peminoe muimoi. Kopvimvinovinail Kene, aieymemmik xceiiiep MeH
Openo-niamgopma apxviivl  HCypeizinemin KeweHOl yuppivlk cmpamezusi SMHOSPADYUATBLIK
MypusmMoi HAcCuxammay, ayoumopusinbl Mmapmy HcoHe mypucmix OpeHo KYHObLIbIRbIH apmmulpyaa
MYMKIHOIK Oepeoi.

Kinm ce3dep: smnocpaguaneis mypusm, Typkicman o001vicvl, Yu@dpivlk Mapkemume,

aneymemmix dfceninep, OpeHo-niamg@opma, mypucmix eHim.
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'EBpasuiickuii HarmoHanbHBINM yHUBEepcuTeT UM. JI.LH. I'ymunesa, (Kazaxcran, Acrana)
MexayHapOIHbIA YHUBEPCUTET TypPU3Ma U TOCTENPUUMCTBA
(Kazaxcran, Typkecran), E-mail: dana.tubekova@iuth.edu.kz

CITOCOBbI HCITOJIb30BAHHUSA MAPKETHHT OBbIX TEXHOJIOTHH B PA3BHTHH
ITHOI'PA®HYECKOI'O TYPHU3MA

Annomayun. Omuocpauueckuti  mypuzm — umeem cmpamecuyecKkoe 3HAYEHUe  Kax
UHCIMPYMEHM COXPAHEHUsl KYIbMYPHO20 HACAeOUsl, VKPENleHUs HAYUOHATbHOU UOEHMUUHOCMU U
ousepcugpurkayuu pecUOHAIbHOU KOHOMUKY. Typkecmanckas obracmov, 6oeamas UCMOPUKO-
KVIbMYPHLIMU PECYpCamu, A6NISemcs NePpCHeKmuHol niowaokoll O0isi pa3eumus SMHOMYpUsMd.
Llenv uccneoosanusi — onpedenums nymu pazgumusi pecuoHaIbHO20 IMHOZPAPYUUECKO20 MYPUsMa ¢
UCNONb306AHUEM COYUATbHBIX Ccemel U MAapKemuHeo8blx mexuonocuti. HMccnedosanue OblL1o
NnpoGe0eHo ¢  NpUMEHeHUeM  KOJNUYECMEEHHO20 Memood; OdaHHble 00pabamvléanucy ¢
UCNONBL308AHUEM OECKPUNMUBHOU CMAMUCMUKY, KOPPEIAYUOHHO20 U Ce2MEHMHO20 aHANU3d.
Peszynomamuor noxazanu, umo ayoumopus nposeisem unmepec K U3yaibHOMY U UHMEPAKMUBHOMY
KOHMEHMY, a MAaKaice 4mo UCmopuieckue 00beKkmvl U HApOOHblE pemMecia AGNIAIOMC KIOYe8blMU
aemenmamu. SMHOmMypa. Buvisieiena eblcokas noiodcumenvHas ces3b Mexcoy ypoeHem unmepeca u
BEPOSMHOCMbIO YYACMUL, 4 MAKJICE ABHOE GNUSHUE COYUATbHBIX cemell Ha OpeHO-umudc. Instagram
u TikTok okazanucey naubonee s¢hghexmuenvimu mapkemuneoevimu niameopmamu. Takum oopaszom,
KOMNIEKCHAsL yughposas cmpamezus depe3 COYUAIbHble cemu U OpeHO-nAam@opmy no360sem
npoosucams IMHOSPAPUYECKULl MYPU3M, NPUBTEKAMb aYyOUMOPUr0 U HNOBbIUAMb YEHHOCHb
MypUCmuyecko20 opeHoaq.

Knwouesvte cnosa: smuocpapuueckuti mypusm, Typkecmanckas obracmv, yugposoi
MapKemuHe, Coyuaivbhvie cemu, OpeHO-niamgopma, mypucmuyeckuil npooyKm.
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