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SCIENTIFIC FOUNDATIONS IN FORMATION
OF COUNTRY’S INTERNATIONAL TOURISM BRAND

Abstract

International tourism in the context of globalization has become an important component of modern international
economic relations and at the current stage of its development is a global phenomenon. Any country that operates on
the international tourism market enters into a complex system of competitive relations with other territories, regions,
countries, and the role and place of each state in the international tourism market depends on how effectively the
tourism policy is organized and implemented. The problem of forming a positive perception of the international
tourism brand is of special importance for Kazakhstan, which is in the process of transformation and integration.
The creation of an effective international tourism brand for Kazakhstan is an instrument to strengthen the country’s
international competitiveness and is an important factor in ensuring the growth of tourism business revenues, the
replenishment of the country’s budget, and the improvement of the welfare of its population. The article summarizes
the approaches to the definition of concepts that characterize various aspects of branding, considers the points of
view presented in the scientific literature regarding the formation of brand constituents of the territory, and proposes
a model of the process on forming the country’s international tourism brand.
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Despite a large number of publications in the scientific literature on the formation and positioning
of the country’s brand, certain theoretical and practical aspects remain unresolved. In particular,
there is no single theoretical approach to the interpretation of the economic nature of the country’s
international tourism brand, a clear typification and structuring of factors affecting its formation is
also lacking. So far, theoretical and practical approaches to the integrated presentation of the process
on forming the country’s international tourism brand have not been formed. All this determines the
urgency of the problem of creating and effective international positioning of the tourism brand of
Kazakhstan in the international market of tourist services.

The aim of this work is to study the theoretical and applied aspects of branding the territory as a
resource for the development of domestic and inbound tourism.

In order to obtain reasonable conclusions, general scientific and special methods, such as: methods
of analysis and synthesis, deduction and induction, analysis methods, comparisons, modeling methods,
were used in the process of the work.

The information base for the study was provided by the Committee on Statistics of the Ministry
of National Economy of the Republic of Kazakhstan. Also in the course of the study, special literature,
materials of scientific and practical conferences, reference materials, periodical publications were
used.

At present, the key discussion issues of forming the brand of the territory as a resource for the
development of domestic and inbound tourism are: the definition of the essence of the “territory
branding” concept, as well as the “territory brand”, and the formation of brand constituents of the
territory (city). Let us consider the available approaches to solving these issues. Table 1 (p. 120)
summarizes the approaches to the definition of concepts that characterize various aspects of branding.
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Table 1 — Interpretation of the essence of the “territory brand” concept and the concepts cognate to it
in the scientific literature

Author The concept Definition
S. Anholt Branding Systematic process of coordinating actions, behavior,
(National) investments, innovations and communications of the country

for the implementation of the national security strategy and
competitive identity

D. Vizgalov Territory brand broad, systemic concept, which includes such aspects as:

- a unique emotionally positive image, due to specific features
of the territory, which became widely known to the community;
- guarantee of qualitative satisfaction of the consumer’s needs
of the territory, obtaining certain benefits;

- the most important factor of competitive advantages and
incomes of the territory, a valuable intangible asset of its

economy
World Tourism Brand of the The combination of emotional and rational representations,
Organization country which is the result of a comparison of all the signs of the

country, own experience and rumors that affect the creation of a
certain image

0O.Zh. Ustenova City Branding instrument of state regional policy, in which authorities, the
public and business should be involved

S.R. Erdavletov, O.Zh. Brand of the region | The set of impressions about the region that form in the minds

Sagimbay of consumers and determine its position in the market, that is,

the rating among other regions

F. Kotler Territory brand A set of unique qualities, enduring human values, reflecting
the uniqueness, original consumer characteristics of a given
territory and community, widely known, received public
recognition and enjoying a stable demand of consumers of this
territory

M.R. Smykova Brand of the region | a key element of the territorial development strategy;
demonstrates competitive advantages and increases the
attractiveness of the region for investors and various groups of

the population
D.L. Biktasheva National branding | reputation, image of the country
Yu.N. Ababkov Brand of the a complex trade proposal is an emotionally strong brand
country that has not only a name or design solution but also a whole

complex of associations and identifications through which
consumers perceive it

A.M. Godin Territory brand An extremely important non-material asset of its economy,
provides growth of competitive advantages of economic
entities, as well as political subjects of a particular territory

S.A. Starov Territory brand Socio-humanitarian technology aimed at ensuring the
interaction of such concepts as «territorial identity», «territorial
interestsy, «territorial community», etc.

A. Sharomov Brand of the region | One of the key tools for implementing the long-term political
and macroeconomic strategy of the region

Note — Compiled by the authors on the basis of the source [1-7].

Based on the aforesaid, it can be concluded that each researcher concentrates on one of prominent
features when considering the concept of “brand of the country”, which is of particular interest to
them, depending on the basic author’s definition, scientists suggest ways to improve the strategy of
tourism branding, most definitions emphasize the country’s perceptions, its image and ability to meet
the needs of tourists. Thus, in most scientific sources, the essence of the “territory brand” concept is
determined through the statement of its features such as a complex of associations, emotional and
rational representations, a strategic orientation (expectations of long-term results), and the ability to
attract investment resources.
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Within the framework of the second discussion issue, it is advisable to consider the points of
view presented in the scientific literature regarding the formation of brand constituents of the territory.
Schematically hierarchical structure of the tourism brand of the state can be viewed as the process of
entering the market of a unique tourist product, positioning and promoting its brand by consumers in
order to meet tourist needs, interests and motives (Figure 1). Proceeding from the named scheme, the
tourism brand should be considered as a combination of qualitative features of the tourist image and
the tourist image of the state, perceived through the image attributes, such as: logo, slogan, design,
symbols, etc. [8]. The tourist image of the state inherent stability and a complex structure that absorbs
the natural, socio-economic, political, cultural and other features of the administrative-territorial unit.
The tourist image of the state is a dynamic education, is transformed in time and space, is its business
card and is formed under the influence of many factors. According to our vision, they include:

¢ human activity (study of historical and cultural, geographical features, information, etc.);

¢ communication: a tourist arriving from one country to another is associated with the tourist
image of his country and gets acquainted with the tourist image of the host country;

¢ purposeful propaganda of the country by attracting the attention of the world public to the
history, daily life of the state (sports championships, Olympiads etc. are held for this purpose);

¢ activities to create a tourist image through marketing (advertising, public relations, exhibitions,
sponsorship), etc.

| Tourism brand of the country |

Formation, positioning and promotion of the brand through integrated marketing
communications

Factors of brand formation

( N\
Touristic image of the country matching Touristic character of the
country
\. /
Formed by: Formed, confirmed or denied:

- certain management decisions

of the state structures: - under the influence of personal

impressions in the place of

{)lrl?i);zzse.ntatlves of the tourism < matching > consumption of the tourist product
means ; £ marketin (tourist destination, region, country);
. & - transfer of impressions from
communications;

previous consumers (friends,

. R . relatives, acquaintances
- public organizations in tourism - acd )

. / o /

\L'\, Formation, positioning and promotion of the brand through integrated marketing < J/

communications

- information sources;

Figure 1 — Tourism brand of the country

Note — Compiled by the authors on the basis of the source [6].

The formation of the tourism image of the country is of great importance in the context of
preserving the national identity of the territory. Therefore, it is important to identify the dominants
of cultural, historical and natural-social features of a certain territory. Considering them, the tourism
brand of a country opens new opportunities for establishing cooperation between representatives of
state authorities, tourism business and the public. In this process, it is important to highlight the special
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qualitative characteristics of the tourism brand of a country as a set of additional brands, namely
brands of tourist destinations, brands of accommodation facilities, brands of tourist products, souvenir
brands that work for a single integrated brand of the state. However, it is necessary to distinguish
the tourism brand and tourism branding, which are components of the overall process of formation,
positioning and promotion of the tourist product and its access to a higher level of promotion.

An innovative mechanism for promoting the country as a national tourist product to the domestic
market and beyond is the tourism branding process of creating and managing a tourist product, which
is achieved through its advertising, promotional activities, promotion and positioning in the minds of
consumers. Travel branding identifies a tourist product, person or place, in such a way that the buyer
or user experiences a special, unique added value that best suits his/her needs. At the same time, the
prerequisite for the success of a tourism brand is its ability to maintain these added values despite
competition [4].

The international tourism brand of the country should reflect its mission and development
strategies. The following model of the process on forming the international tourism brand of the
country is proposed (Figure 2).

Stages in formation of the international tourism brand of the country

~~

1. Evaluation of the tourist 2. Selection 3. Selection of priority directions in
potential of the country: of international tourism activities on the basis of
- recreational; segments assessing the country's tourism
- resource; oftourist potential (business, (or)
- financial; j services market |:> recreational, or (and) event)
- investment; ‘
- socio-cultural;
- environmental

A4

5. Creation of organizational and institutional 4. Definition of the principles for the formation of an
bases for brand management (hierarchy): international tourism brand on the basis of a comparison
- the state; <:] of existing and the target state with the areas of priority
- territorial authorities; development of the country's tourism

- subjects of tourist business
(tour operators, travel agents)

E';L 6. Development of a general tourism brand
of the country and sub-brands

.

7. Development of a strategy for the development
of the country's international tourism brand

A

9. Current management of the country's 8. Development of specific marketing plans and brand
international tourism brand promotion programs to create a high positive image
4<"] (adoption of the concept and marketing programs)

|

Formation of the country’s international
tourism brand value

Results of the country’s international
tourism brand formation

Figure 2 — The process of forming country’s international tourism brand

Note — Compiled by the authors on the basis of the source [4].
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The purpose of forming an international tourism brand of the country is to create an image that
corresponds to the theme and composition of tourist services, taking into account the preferences,
habits and mentality of tourists.

At the first stage in the process of forming country’s international tourism brand, the country’s
tourism potential is assessed, at the second stage, the selection of international segments of the tourism
services market takes place.

The next stage is the creation of organizational and institutional foundations for brand ma-
nagement, which implies the development of a system of normative legal acts, instructions, decisions
regarding the development of tourism activities in the region according to the hierarchy “state
— territorial authorities — tourism business entities (tour operators, travel agents).” At each level,
favoring conditions should be created, including a sound and effective tool to promote the formation,
development, dissemination of information on the international tourism brand of the country. Each of
the tools should be justified for application at the appropriate level, in order to promote the creation of
the brand’s value in the international tourism market in the most effective manner.

The stage on development of the country’s general tourism brand and sub-brands, provides for the
selection of the most appropriate tools for presenting the image of the country as a tourist attractive
according to specific levels in perception of the country’s international tourism brand. The general
methodical approach to the development of the international tourism brand of the country can be
based on considering it as a process that consists of three stages: 1) the formation process; 2) the
promotion process; 3) the implementation process. It is advisable to depict the process in the form of
a sequence of processes (Table 2).

Table 2 — Structure and characteristics of the process on creating country’s international tourism brand

Stages of implementation process The sequence of actions and the content of the stage
1. Creation of a structure, The working group includes politicians, civil servants, representatives of
working group responsible for the industry, media, education, art, tourism, who have a definite position on
implementation of the national various aspects of the country’s tourism brand: economic, social, cultural,
branding campaign etc.

2. Survey of competitive environment | It provides for market research with the help of marketing tools,

and assessment of the current state of |structuring and clarification of marketing information, preparation of
the country’s image analytical materials for making managerial decisions, determining target
audiences and content of communications for each of them, engaging to
work with target audiences

3. Formation of the identity of the The «design team» is responsible for developing the system, which

country’s international tourism brand. |creates a positioning system, values, a single image, and forms ways of

Brand image development implementing and methods of communicating the image and values of the
brand to the target audience. This process assumes a certain sequence of
actions:

3.1. Definition of the philosophy and values of the country’s international
tourism brand;

3.2. Development of the communication platform of the country’s
international tourism brand;

3.3. Development of a creative component of the country’s international
tourism brand

4. Creation and implementation of the | Working group:

concept of the country’s international |4.1. Develops a national program for the introduction and adaptation of
tourism brand the brand concept for each strategic government program, as well as ways
to implement it;

4.2. Coordinates the implementation of the national program in all areas
of public administration — from government departments and embassies
to private and public organizations whose activities are related to the
formation of the country’s image

5. Development and implementation | Provides the following actions:

of the strategy for the country’s 5.1. Identification of the main areas of the strategy application;
international tourism brand 5.2. Determination of the key tools for implementing the strategy;
5.3. Implementation of the strategy on the country’s international tourism
brand
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Table 2 (continued)

It provides for the creation of an international tourism brand evaluation
system based on available information and sound evaluation criteria and
methodological apparatus

6. Monitoring and evaluation of the
country’s international tourism brand

7. Correction of the country’s Consistent improvement of each item in stages 1-5 of this process based
international tourism brand and its on the results of monitoring and evaluation of the international tourism
implementation strategy based on the |brand if the effectiveness criteria for the positioning of this brand in the
results of the evaluation international tourism market are not met

Note — Compiled by the authors on the basis of the source [6].

Thus, the process of the formation, promotion and implementation of the country’s international
tourism brand implies control over the compliance of the events held: a single message, the main
idea that the international tourism brand of a particular country bears. The management of the
country’s international tourism brand provides for the identification of target audiences and content
of communications for each of them. The outcome of the formation and management of the country’s
international tourism brand includes the formation of its value, that is, the intangible asset that the
country has in case of successful implementation of its identity.
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AnjiaTna

XKahannany >xargalbIHAAFBl XalbIKapalblK TYpH3M 3aMaHAyH XalbIKapasblK SKOHOMHKAJBIK KaTbIHAC-
TapJblH MaHbBI3Abl Kypampaac Oeiiri OoJbIl TaObLIaAbl KOHE OHBIH Kas3ipri Ke3eHiHne kahaHIblK KyObUIbIC
Ooutbln TaObLIa bl XalbIKAPAJIbIK TYPU3M HapBIFBIHJA JKYMBIC iICTEHTIH Ke3-KelreH en 0acka ayMaKTapMeH,
OHIpIIEpMEH, CIIePMEH 09CEKENIECTIK KapbIM-KaThIHACTBIH KYPAE *KYHeCiHe eHEeIl )KOHE XaIbIKapalblK TypU3M
HApBIFBIHJIA Op MEMJICKETTIH POJIi MEH OPHBI TypPHUCTIK CasCaTThIH KAaHIIAIBIKTHI THIMAI YHBIMAACTHIPBLTYBIHA
JKOQHE XKY3ere achIpbLIyblHA OallIaHBICTHI. XaNbIKapalblK TypUCTIK OpPEHATI OH KaObLIJaylbl KaJbIITACTBIPY
Maceseci TpaHcopMalus KOHE HMHTerpanus yaepicinae TypraH KaszakcTaH YIIIH epekile MaHbI3Fa HUe.
Kazakcran ymriH THIMJI XaJlbIKapaiblK TYPUCTIK OpeHA Kypy eNiMi3iH XanbIKapalblK 0ocekere KaOineTTUIirn
HBIFAUTY/IBIH KYpaJibl KOHE TYPHUCTIK OM3HECTIH TaOBICBIH apTTHIPY, €JJiH OIOKETIH TOJBIKTBIPY KOHE Xa-
JIBIKTBIH OJI-ayKAThIH >KaKCapTyAbIH MaHbI3AbI (hakTOphl OONbIN TaObuiaabl. Makanana OpeHIUHITIH 9pTYpil
ACTIEKTUIEPIH CUMATTAUTBIH TYKbIphIMAAMAalapAbl aHBIKTAyFa apHAJIFAH TOCLIJICP JKUBIHTBIFBI, ayMaKTbIH
OpeH KypaMIapblH KaJBIITACTRIPY Typajbl FBUIBIMU d7¢OHETTEep Ieri Ko3KapacTap KapacThIpbUIFaH, COHAAM-
aK eJIiMi3/IiH XaJbIKapajbIK TypUCTIK OpEH/IIH KalbIITACTBIPY YAEPICiHIH YITiCi YChIHBIIFAH.

Tipek ce3nep: OpeHAUHT, TypHU3M, OaFbITTap, TYPUCTIK casicat, 6acekere KabieTTiliK, TaObICTap, dN-ayKaT.
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AHHOTALUA

MeXIyHapOIHBII TYypU3M B KOHTEKCTE IIO0ANM3alMy CTall Ba)KHBIM KOMIIOHEHTOM COBPEMEHHBIX MEXKIyHa-
POIHBIX PKOHOMHUYECKHX OTHOLICHHH, M HAa COBPEMEHHOM JTalle €ro pa3BUTHS — 3T0 IobanbHOe sBinenHue. Jlobas
CTpaHa, KoTopasi paboTaeT Ha MEXIAYHApPOIHOM TYpPHCTCKOM DPBbIHKE, BXOJIHUT B CIIOXKHYIO CUCTEMY KOHKYPEHTHBIX
OTHOIIEHHUH C JPYTMMH TEPPUTOPUSIMH, PETHOHAMH, CTPaHaMH, a POJIb U MECTO KayK/I0TO TOCY/IapCTBa Ha MEKTyHa-
POJIHOM TYPHCTCKOM DPBIHKE 3aBHCHT OT TOTO, HACKOJIBKO AP (PEKTHBHO OPraHU30BaHa M BHEPEHA TYPUCTCKAs ITOJIH-
THKa. [IpobiemMa popMHUpOBaHKS O3UTHBHOTO BOCIPHUATHS OpeHla MEXIyHAPOIHOTO TypU3Ma UMeeT 0coboe 3Ha-
gerne 1t Kazaxcrana, KOTOPBIH HAXOMUTCS B TIpoliecce Tpancopmarin u nHTerpanun. Cozganne 3¢dekruBHOTO
MEXIyHapOJHOIO TYPUCTCKOro Openpa Juii KazaxcraHa sBisieTcsS HHCTPYMEHTOM YKPEIUICHHS MEKTyHapOIHOH
KOHKYPEHTOCIIOCOOHOCTH CTPAHBI M CIY)KUT BOKHBIM (haKTOPOM 00eCIIeYeHHsI pOCTa JJ0XOI0B TYPHCTCKOTO OM3Heca,
TIOTIOJTHEHHMsI OIOJKETa CTPaHBI M YIyUILIeHUs! 01aroCOCTOSIHUS ee HaceleHus. B cTaTbe KpaTko M3J1araroTcst HOAXObI
K OIPE/CICHUIO MOHSATHH, XapaKTepHU3yIOLIMX pa3INuHble aCIeKThl OPEHMHIa, PACCMaTPUBAIOTCSl TOUKH 3PCHUS,
NpeCTaBJICHHbIC B HAYYHOH JINTEpaType OTHOCUTENBHO (POPMHUPOBAHHMS COCTABHBIX YacTeld OpeHa TepPUTOPHIA, a
TaKoKe peyIaraeTcs MOAeNb Iporecca GoOpMUPOBAHHUS MEXKIYHAPOJHOTO TYPUCTCKOIO OpEeH/Ia CTPaHBI.

KH}O‘{GBBIG CJIoBa. 6peHJII/IHF, TypI/I3M, JCCTHHAIIUH, TypI/ICTCKaSI IIOJIMTHKA, KOHKprHTOCHOCO6HOCTI), J0X0ObI,
0JIar0COCTOSIHHE.
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