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TOURISM MARKET OF KAZAKHSTAN: KEY DIRECTIONS
OF INCREASING COMPETITIVENESS OF TRAVEL COMPANIES

This article presents a research based on the development of effective directions in the activi-
ty of travel agencies which have an impact on the competitiveness of tourism services. This study
analyzes the statistics of the Republic of Kazakhstan, the quantitative assessment of tourism com-
panies competitiveness by the experts from Kazakhstan tourist industry was conducted. The
research determines the 3 main areas of competitiveness: technical, economic and organizational,
and provides important information for tourists companies on improving their competitiveness,
meeting customer demands and maximize profits.
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KA3AXCTAHCBKHNY PUHOK TYPUCTUYHUX MTOCJIVYT:
OCHOBHI HAITPAMKM IIIABUIITEHHA
KOHKYPEHTOCITPOMOXHOCTI
TYPUCTUYHUX HIAIIPUEMCTB

Y cmammi docaidnceno i po3pobGaeno epexmueni nanpamku OiLAbHOCMI MYPUCMUYHUX
Komnaniil, wo 6nauearond Ha NiGUUWIEHHA KOHKYPEHMOCHPOMONCHOCINI MYPUCHUMHUX NOCAYe.
Ilpoanaaizoéano cmamucmuuni O0ani, KiAbKICHO OUIHEHO KOHKYPEHMOCHPOMOICHICIMD
mypucmuyHux Komnawiti Ha 6a3i excnepmuux OuiHOK (haxieuie mypucmuunoi 2aaysi
Kazaxcmany. Busnaueno 3 ocno6ni nanpamkxu nideuuieHHs KOHKYPEHHIOCHPOMONCHOCHIL:
mexHiuHull, exonomivHuli ma opzanizayiinui. Jlocaioxcenns micmumo eaxcaugy ingopmauiio
0451 KOMRAHIT w000 NIBUUIEHHA KOHKYDEHNOCHPOMONCHOCHI, 3A0060AEHHSL CILONCUBH020 HONUMY
i maxcumizauii npuéymexy.
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Apmvusim HypmaraméeroBa, Puna ArpideToBa
KA3AXCTAHCKWI1 PBIHOK TYPUCTUYECKHNX YCJIYT:
OCHOBHBIE HAITPABJIEHUA S ITOBBIIIIEHU AL
KOHKYPEHTOCIIOCOBHOCTHA
TYPUCTUYECKNX KOMIIAHUM

B cmamve uccaeo bl U pasp Hbl dhpexmuenbvie HanpasieHus OesmeabHOCu
mypucmueckux KOMnanuil, OKa3vlearowux 6AusiHue HA NOGbLUEHUE KOHKYPEHNOCNocooHocmu
mypucmuuecxkux ycaye. Ilpoanaauszuposansvi cmamucmuueckue OanHbvle, KO0AUHECHIGEHHO
OUeHeHa KOHKYPeHMOCNOCOOHOCHb MYPUCINUMECKUX KOMNAHUI HA OCHOBE IKCIEPMHbIX OUCHOK
cneuuaaucmos mypucmuyeckot ompacau Kaszaxcmana. Onpedeaenvt 3 ocnosnvix nanpasaenus
HOGbIUENUsT KOHKYPEHMOCNOCOOHOCHU: MeXHU4eCKoe, IKOHOMUMECKoe U OP2AHU3AUUOHHOE.
Hccaedosanue codepycum 6ajxcuyro ungopmauuro 04s KOMRAHUI NO NOBbIUEHUIO
KOHKYDPEHMOCnocoOHOCmU, Y006.1€MEOPEHUI0 NOMPeOUMeabCK020 CRPOCA U MAKCUMU3AUUU
npubvLau.
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Introduction. Tourism is one of the largest and most dynamic sectors of economy;
an important part of foreign economic activity of many developed and developing coun-
tries. High dynamics of its development, large amounts of foreign exchange earnings
actively affect different sectors of the economy, which help the tourism industry to be
formed. Tourism has a significant impact on the development of such important indus-
tries as construction, transport, communications, trade, consumer goods production,
agriculture, and acts as a catalyst of social and economic development of countries.

Kazakhstan after gaining its independence has opened greater prospects in
tourism development. Today there is an enormous interest to tourism in Kazakhstan,
a country with a big tourism potential. The interest in Kazakhstan to tourism is
expressed, first of all, in the form of legal provision by state of this activity
(Zholdasbekov, 2001).

This industry can and should be one of the supporting sectors of economic devel-
opment of the Republic of Kazakhstan, where an important factor of economic
development with significant potential for tourism are domestic and inbound tourism
(Nurgalieva, 2004: 3).

The analysis of the competitiveness ranking in travel and tourism has shown that
Kazakhstan in 2013 occupied the 88-th place, while in 2011 it was on the 93-rd place.
The 24 indicators of competitive advantage were identified. Among them, the "Health
and hygiene" (3rd place), "The cost of starting business” (8th), "Infrastructure"” (46th)
(Travel and Tourism Competitiveness Report, 2013).

The overall income in Kazakhstan GDP from the travel industry in 2012 was
5.2% (The Authority on World Travel & Tourism, 2013).

The positive dynamics of Kazakhstan travel business development should be
noticed. The income from tourism has increased by 43.6% during the last 4 years and
the direct contribution of the travel industry into the GDP of Kazakhstan in 2012 was
about 485.79 bln KZT. Moreover, visitor exports generated 272.8 bln KZT (1.9% of
the total exports) in 2012. This is forecasted to fall by 6.5% in 2013, and the grow by
0.3% during 2013—2023, to 263.4 bln KZT in 2023 (0.8% of the total) (The Authority
on World Travel & Tourism, 2013; Zhidkoblinova, 2013: 1079).

An important issue while observing the market in question is its competitive
environment. In order to attract systematically a certain segment of consumers, it is
necessary to identify, define, find or invent something that would have a continuing
interest among a wide range of people with sufficient income or between a narrow
range, however with a high level of income. At the same time, such idea should be so
attractive that all who have interest should be ready to put aside the issues of comfort,
which is today not sufficient (Iljina, 2004: 106).

The tourist market can be represented in the form of two relatively independent
spheres (submarkets): the market of supply and the market of demand. In real prac-
tice both markets are closely related to each other, they interact and produce, pro-
mote, define the contents and the structure of the industry and consumer demand.
Tourism business in Kazakhstan is characterized by a high degree of competition.

Huge competition at the market of tourist services reveals successful and lucra-
tive tourist industry based on knowledge of international legal norms and regulations,
tourism management and marketing, on a full knowledge of tourists' needs and
demands (Nurmaganbetov et al., 2003).
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Competition between travel companies in our country is enormous. Every year
we observe more and more new tourist companies, each with own characteristics,
advantages, new products, types of service, and experience.

It is useful to mention that every travel company has its own level at the market
and very often tourists do not know about the real authority of a company (Ismaey,
2006: 174).

Competition requires from firms to create a competitive product and service
(Wuthrich and Winter, 1995: 96). There is a dialectical relationship between compe-
tition and competitiveness — one follows the other. Of course, the categories "com-
petition" and "competitiveness" should refer to a fixed period of time and specific
market.

By analyzing the definitions of "competitiveness”, "company competitiveness"”, it
is clear that there is no single approach to the definition of these concepts
(Nurmagambetov, 2009).

Latest research and publications analysis. Fundamentals of the competitiveness
theory have been developed by Western economists. The works of the well-known
economists from the school of classic economic theory such as Adam Smith, David
Ricardo etc. were devoted to this issue. Theoretical and methodological aspects of the
"competitiveness”" category are often investigated in connection with the market
reforms in the CIS countries. Such Russian scientists as E. Iljina (2004), D. Ismaev
(2006), R. Fatkhutdinov (1999) etc. discuss the issues of competitiveness in the
tourism context at the level of individual producers and goods.

Some aspects of this problem can be found in the works of domestic scientists:
A. Alieva (2011), A. Alimbaev (2009), K. Nurmaganbetov (2009), A. Zholdasbekov
(2011) etc.

The competitiveness of services, firm, industry or country is represented by dif-
ferent levels, all interrelated.

Thus, a competitive service may be offered only by a competitive firm, and vice
versa, the competitiveness of industry or the national economy is defined by the pres-
ence of competitive firms (Fathytdinov, 1999: 47).

The purpose of the study is to develop effective directions of travel agencies' activ-
ity which have an impact on the competitiveness of tourism services on the example
of domestic tourism market in the Republic of Kazakhstan. We have supported our
recommendations by inquiring tourist experts.

Methodology. The analysis of the current domestic and foreign literature shows
that at present there is no single approach to the definition of products competitive-
ness, in particular to the definition of services competitiveness. Thus, competitiveness
relies on different things according to the level on which it is assessed: on the country
level competitiveness is the costs of optimization on the basis of the international
labor division; on the industry level it is optimization and rational combination of
economic factors; at the firm level it is effective actions on the basis of the new tech-
nologies introduction, saving regimes, the rationality of financial calculations; at the
product level (goods and services) it is quality, production costs, efficiency of con-
sumption etc.

We will support such definition of competitiveness: "the real and the potential
ability of companies and their available options to design, manufacture and sell prod-
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ucts which are on price and non-price characteristics together are more attractive to
consumers than competitors' products” (Nurgalieva, 2004: 3).

The whole system of competitiveness factors can be divided into several groups.
The first group consists of the factors of company competitive advantage (internal).
This group of internal factors includes various aspects of the market activities of
touristic companies, as well as the parameters which are reflecting the utilization
degree of the service factors.

The second group of factors (external) includes the parameters of socioeconom-
ic environment, which are beyond the direct influence of the travel company.

Factors of competitiveness are presented in Figure 1.

According to Figure 1, external factors of company's activity include the follow-
ing components:

- legislation — the set of laws or legislation, programs aimed at legal competi-
tiveness of domestic firms;

- taxation and tax liabilities;

- insurance — the creation of special reserve funds (hedge funds), designed to
redress losses, caused by adverse events and accidents;

- environmental conditions — the external environment of firm with its envi-
ronmental requirements to the production of tourism services, environment policies
and security;

- sphere of tourism development — the opportunities and facilities for compa-
nies to receive the latest global elaborations and implement them into practice;

- demand on services — a set of customer requirements to the market of tourist
services;

- size of a market — small part of a larger tourism market, which is constantly
in the situation of intensive development and one of the most promising markets;

- labor market — a human labor potential of a country, region.

The internal factors of the company include the following components:

- social policy — the policy within firm management as for social activities;

- geographical location, technology funds and equipment — the availability for
consumers — the key to success;

- maintaining the technology of tourist services — the main indicator for assess-
ing benefits of competitive advantage;

- development of operational management system, including new business
technologies, professional and scientific approach to financial resources' relocation,
quality control and promotion of human resources;

- labour resources — employees, trainings and constant improvement of quali-
fications;

- in order to improve competitiveness, management applies marketing strate-
gies on activity enhancement with the effective use of all resources;

- price relationships are distinguished in the whole reproduction process, from
the acquisition of material and technical resources to the final realization of tourist
services (Nurmagambetov, 2009).

In tourism the main form of goods is a tourist product — a set of non-real (in the
form of services) and real (commodities) values, provided to tourists in order to meet
their needs.
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Any product, as well as service providing to customers has a range of consumer
characteristics and informal characteristics, and together they create the quality of a
product or a service. As the technical category, quality reflects the multiplicity of
properties, objects, processes and phenomena. Consequently, the concept of "quali-
ty" is not applicable only to items (products in physical form), but also to services of
travel companies.

The quality of a service is defined as the totality of features and characteristics of
services that give it the ability to meet the needs in accordance with regulations.

Consumer value is the attitude of people, consumers of products to products'
properties, to the sum of them. This attitude may be positive in different degrees and
negative in different degrees (Porter, 2002).

The same product or service can meet the demand in varying degrees, so it has
the same quality, but different consumer value. Thus, under consumer value we shall
understand the aggregate of its most important properties that lead to the degree of
products suitability to meet specific needs in accordance with its purpose
(McConnell and Brue, 1999).

There is an objective need for strengthening the role of consumer value of serv-
ices as one of the decisive factors of the success of tourism companies at the tourism
market under the conditions of market economy. Therefore, particular importance
for competitiveness of tourist services evaluation, acquire such consumer properties
that characterize the level of consumer value, such as:

- the degree of accessibility (how easy it is to get access to services);

- company reputation (trust to company);

- knowledge (if company understands the needs of clients);

- reliability (consistency and reliability of a service);

- security (if services production and consumption might have danger and risk);

tangibility (material-technical base, interior etc.).

However for customers not only the outcome of services use is important, but
also the process of consumption itself, during which there is a contact with staff of a
company and they can be estimated by the following indicators of the customer serv-
ice level:

- staff competence (knowledge, professionalism);

- the level of communication (how well the company has brought to the con-
sumer the essence of service);

- courtesy (staff are polite, considerate and attentive to customers);

- staff response (if employees are showing the desire and the ability to provide
service quickly).

Hence, the following aspects are fitted to assess services competitiveness:

- the level of consumer value of services;

- the level of service (maintenance);

- the price of services.

In general, most of approaches to competitiveness evaluation on the sectoral
level are based on the classical theory of international division of labor and compar-
ative advantage. In accordance with the law of comparative advantage, countries spe-
cialize in manufacturing and exporting those goods and services which are less expen-
sive and importing those which are cheaper in production in other countries.
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The disadvantage of this method for evaluating services' competitiveness is the
impossibility to measure comparative advantage directly within the framework of this
theory; therefore, several indirect methods are proposed. The most common method
is based on the following assumption: the lower is the cost of production in the indus-
try, the greater are the advantages of the industry (and consequently a service compa-
ny) in relation to competitors.

Due to the methodology of advantages comparing, it is difficult to assess the
competitiveness of services or company, since the available advantages characterize
not only a particular firm competitiveness, but also the competitiveness of the whole
industry.

Therefore, it is advisable to use the methodology of quantifying evaluation of the
attractiveness of a service for a client in relation to other services of a competitor with
the same purpose and class (as proposed by K. Nurmaganbetov, 2009).

The advantage of this method is that it takes into account the most important
factor which affects company competitiveness — the competitiveness of services.
Business success at the tourist market is primarily determined by an attractive tourist
product. The implementation of market interest of a tourist company to its tourist
product determines the need for a detailed study of product's qualities and character-
istics, and identification of the most attractive aspects for tourists.

In determination of the level of consumer properties of the service (LCP), the
evaluation of its properties is carried out by using the method of expert scoring
assessments according to estimated property — to the extent to the actually achieved
level of the service to the requirements level for these properties from the client side.

We need to mention again that the methodology and problems regarding the
evaluation of tourism sector competitiveness are investigated in various scientific
studies. We support an idea that evaluation must be carried out by collecting, system-
atizing and analyzing the data of opinion polls and tourist surveys. These surveys must
examine the experts' opinions on different tourist destinations.

This approach is particularly suitable for collecting important data on specific
aspects of tourism destination competitiveness.

For this purpose we have conducted a set of inquires with the experts from such
companies as JSC "Akmolatourist”, "Astana Best Travel", "Baiterek Travel", "Horizon"
etc. Overall, 20 experts from the biggest domestic tour-operators (7 companies) and
Kazakhstan Tourism Association were interviewed and the aggregate results of their
estimation are presented (www.orexca.com).

LTD "Sayat" was selected as a subject of this research because this is one of the
most dynamically developing touristic companies at our market.

The expert gives the mark (in points) from 0 to 10 with the interval of 1 for each
evaluated service characteristics. Thus, the magnitude of the estimated parameter S
is established expertly in the range 0 < S < 10. In this case, the maximum score (S =
10), the property receives in that case, if its level is reached and, in expert opinion, is
fully consistent with clients' requirements. The minimum score (S = 0) can be
assigned only in special cases, because the service in accordance with its purpose can-
not be provided under certain conditions. In all other cases, the property will receive
a numerical score, which should reflect a particular expert relation to this property.
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Further, statistical processing of the data received after expertise is derived. For
this purpose, for each characteristic the average value given by the experts for evalu-
ation is calculated.

After that, the determination of the level of consumer properties (LCP) is made,
which is defined as the geometric average value of scores given by customers to indi-
vidual service levels, according to their relative importance:

LCP =S}, xS2, x...x8M" | (1)

1av
where Sy,,, Soa, ... Spay — score estimation of individual characteristic of a service;
ny, ny, ... n, — coefficients of the relative value of service characteristics.

The procedure of assessing the relative importance of different service properties
(characteristics) from customer point of view is a mandatory step in determination of
the level of consumer service properties. The significance of properties is set by the
expert estimates method by giving the appropriate numerical significance factor "n"
in points for each characteristics of the evaluated services. The evaluation of proper-
ties significance shall be done by the experts from the perspective of customer of the
evaluated service and shall be based on its primary purpose. During the calculations
process the following results can be obtained:

- if LCP = 10, consumer properties of a service are fully compliant with the
requirements of clients;

- if LCP = 0, it means that a client is not satisfied with a service and it is not
consistent with requirements completely;

- if LCP is within the interval 0 < LCP < 10, it shows how the level of service
corresponds to customer requirements.

Moreover, the price and the process of service also are playing a great role for
clients. Provision of services fully depends on the company's service level (SL), which
can be quantified. The assessment method of the SL is identical to the LCP assess-
ment method.

The service level is determined by the formula:

SL:X{Y;V xXgazvx"'XX:gv! (2)

where X4, Xoas --- X2y — the scores of properties that characterize the level of serv-

ice; ny, Ny, ... n, — the coefficients of relative importance of the properties of the
service level.

The client definitely will compare LCP, price, SL of services with LCP, price and
SL of the same services by competitors. And on the basis of such comparison the cus-
tomer will give preference to one or another service.

According to this approach, competitiveness of a tourist company services can be
estimated as follows:

LCPf ., ,Pc.s_  SLf
LCPC) ><(Pf ><(SIc) ) ©)
where a + B + y= 1; C/c — an indicator of competitiveness of the considered serv-
ice in relation to the service of a competitor; LCPf, LCPc — the evaluation (in points)
of consumer properties levels of firm's services and the services of competing firms;

Pc, Pf — the price of a service of a firm under consideration and the service of com-

C/e=(
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peting firms; SLf, SLf — evaluation (in points) of the levels of service of comparable
services; a, [3, y — the coefficients of relative importance of LCP, price and SL respec-
tively.

The coefficients a, B, y are determined by the marketing experts.

The essential meaning of the formula (3) is that the index which was calculated
with its help shows the attractiveness for client of the service of the considered firm in
relation to the same service of companies-competitors. If the value parameter is equal
to one, the estimated service of considered company has equal competitiveness with
the service of comparable competitors. If the indicator of competitiveness is greater
than 1, then the service of the considered company is more competitive than service
of competitors. If less than 1 the service is less competitive.

Key research findings. From the formula (3), the basic directions of competitive-
ness are the following: technical, economic, organizational.

Technical direction is connected with the improvement of the level of availabil-
ity, reliability, consistency, improvement of company's confidence, a clear under-
standing of customer needs, reducing of the risk and conditions improvement during
service provision. The economic trend is mainly the pricing policy. Although in the
service sphere, the consumer price index is not so essential, however, at the market of
tourist services we can observe a hidden price competition and price is important for
customers in the process of choosing a service.

Organizational direction is connected with the process of consumption, during
which customers come in contact with staff of a company. Despite the fact that
tourism companies are trying to achieve high degree of customer satisfaction, we can-
not forget about the proportion of costs and results. The philosophy of the company
must include the achievement of a high degree of satisfaction within available
resources. There is a great variety of options, methods and techniques to enhance the
competitiveness of services, starting from the quality of service improving and ending
with the choice at the market.

Practical implementation requires certain efforts and costs. The effectiveness of
these efforts and costs will be also different. Any action needs to be justified, espe-
cially economically (Nurmaganbetov et al., 2003).

As an example, let's consider such tourist companies service as selling tourist
trips to the Korgalzhyn Lake. In order to assess the services competitiveness which are
provided by the tourist company "Sayat", there was the need for conducting some
marketing research. It has shown that among competitors there are travel agencies
which offer their services on the market. Among them — JSC "Akmolatourist”,
"Astana Best Travel", "Baiterek Travel", "Horizon" and others.

The choice of this service was predetermined by the fact that the development of
domestic tourism should be a priority in the policy of every travel company.

The experts from the tourist company "Sayat" and from other Astana's travel
companies were involved in the evaluation process.

The expert evaluation of LCP of the service on the tours sales to the Korgalzhyn
Lake, the average score of the service characteristics by considered firm (on the scale
from 0 to 10), and services by companies-competitors obtained by an expert and the
values of the relative importance coefficients are shown in Table 1.
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Table 1. Estimation of the levels of the consumer services
of the tours sale to Korgalzhyn Lake

# Indicators that characterize the «Sayat»> | Company- | The coefficient of the relative
level of consumer service properties Ltd competitor | importance of the indicators

1 | Level of availability 4.0 4.5 0.18

2 | Company reputation 7.8 8.2 0.17

3 | Knowledge 8.5 9.0 0.14

4 | Reliability 8.3 8.9 0.16

5 | Safety 5.8 6.9 0.19

6 | Tangibility 5.0 7.6 0.16

8 | Level of consumer properties 6.35 7.19 1.00

Source: Created by the authors after the experts’ evaluation (www.orexca.com).

According to Table 1 and formula (1), LCP of the service on the tours sales to
the Korgalzhyn Lake are:

- for the service of "Sayat" Ltd — 6.35;

- for the services of companies-competitors — 7.19.

The price of this service at the "Sayat" Ltd is 60000 KZT, average price on the
same service by competitors is 65000 KZT.

The experts' evaluation of the service level and the average estimation of the
same indicators of the companies-competitors are provided in Table 2.

Table 2. Expert assessments of the customer service levels

# Indicators that characterize Sa Ltd Company- | The coefficient of the relative
the level of service «>ayaty Lt competitor importance of the indicators
1 | Staff competence 6.9 7.0 0.3
2 | The level of communication 8.3 73 0.1
3 | Courtesy 7.5 7.1 0.3
4 | Employee reaction 7.0 6.0 0.3
6 | Service level 7.02 6.72 1.0
Source: Created by the authors after the experts’ evaluation (www.orexca.com).

According to Table 2 and formula (2) the calculated levels of service for "Sayat"”
Ltd and its competitors are the folowing: SLf = 7.02; SLc = 6.72.

Then, we must determine the level of service competitiveness of "Sayat" Ltd for
the tours sale to the Korgalzhyn Lake towards the service of competing firms by for-
mula (3).

According to the experts evaluation, the coefficients of relative importance of
individual components of service competitiveness were defined as follows: a = 0.35;
B=0.24;,y=0.41.

After calculating of competitiveness by the formula (3) we found that the coeffi-
cient of competitiveness CCf/c = 0.95. This means there is a lack of attractiveness for
customers of the "Sayat" Ltd service in comparison with the same service of compet-
ing firms. Although, the price for the service suggested by "Sayat" is lower, compared
to the prices of competing firms, the company must pay more attention to consumer
properties of the service and to the process of customer service.

As a result of the competitiveness analysis for "Sayat" Ltd, it is recommended to
develop a package of measures aimed to improve the competitiveness of the compa-
ny in the occupied segment of the domestic tourism market.

Moreover, for more efficient development of domestic tourism, company should
refer to the differentiation strategy — focus on the first places by the level of service,
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product quality, technology, service, etc. at the domestic tourism market of
Kazakhstan. Within the strategy of differentiation, "Sayat" Ltd should pay attention
to the creation of its own recreation base in different resort areas of Kazakhstan. With
its head office in Astana, it can build and develop the recreation center at the Borovoe
resort, moreover, since the company has the branch in Pavlodar, other recreation cen-
ter should be build and developed on the territory of the Bayanaul resort.

Of course, the existing base on the Korgalzhyn Lake is a significant advantage,
because the company can offer domestic product to tourists. However expansion of
the network of its own resorts will help "Sayat" Ltd satisfy customers' need inside the
country.

Therefore, it has to be underlined that current conditions provide wide opportu-
nities for satisfaction of requirements of Kazakhstan in different tourist services.
Moreover, it is possible to consider internal tourism as one of the most important
activity spheres of the modern economy targeted at the satisfaction of the people's
need and increasing the quality of their lives.

Conclusions. We evaluated the competitiveness of tourist companies' services on
the example of tours sales. In the result of the study by the expert estimates method,
we have developed the most effective ways for tourist companies, which will be able
to force the improvement of the tourist services competitiveness. The results of this
study might be important for tourist companies to improve competitiveness, meet
consumer demand and maximize profits.
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RIGPyYHUK

Mae rpu¢ migpyunuka Bix MOH Ykpainm.

VY naHoMy MiApy4YHUKY BUKJIAJEHO Marepial, SKui
A€ CHCTeMHE YSIBIICHHS IIOA0 MEHEIKMEHTY. Komir-
JIEKC TIPEICTaBICHNX HaBYAJIbHUX MaTepialiB CTOCYETh-
Cs1 BIIHOCHH YIIPaBJIiHHSI Ha MaKpO- Ta MiKpPOPiBHI €KO-
HOMIYHOI CUCTEMHU, 1110 J03BOJISIE C(POPMYBATU CYyTHiC-
He 0aueHHS 1100 MEHEIKMEHT-B3a€EMO3B'SI3KiB Pi3HO-
MaHITHUX BUJIIB AisSUIbHOCTI. ¥ 1IiJIOMY BUKJIAQIeHUI MaTepiajl CYyTTEBO MOLIUPIOE
TEOPETUYHI i METOANYHI YSIBJICHHS 1100 MEHEIKMEHTY.

[MinpyyHHMK BKJIIOYAE TEOPETUYHI 3acaay MEHEIXKMEHTY, iCTOPit0 AOr0 BUHUK-
HEHHS i pO3BUTKY, POPMHU i METOAU TOKYMEHTOOOOPOTY MPH 3iiICHEHH] yIIpaBJIiH-
CbKOI isUTBHOCTi, OCHOBH ONepaliiiHOro MeHEIKMEHTY, PO3KPUBAE HOBI TEHIEHIIIl
Y PO3BUTKOBI CTPaTETiYHOTO MEHEMKMEHTY. MIiCTUTh TaKOX MEHEIKMEHT-TIpaK-
TUKYM III0JI0 OCHOBHUX 3acajl yIIpaBIiHHSI.

Ilpusnauenuii O0as cmydeHmie GuUUUX HABUAAbHUX 3AKAA0i8, 6UKAAOAYis,
acnipanmis, a MmaKoic 8Cix mux, Xmo yikasumascsa NUMAHHAMU YRPABAIHHA.
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