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ABSTRACT

Purpose—This study aims to investigate the environmentally and socially-conscious behavior of Kazakhstani
consumers in the sector of hospitality and tourism.

Methodology — This empirical research is based on the quantitative research method and applies a survey
data collection technique. The self-administered questionnaires were distributed among potential consumers
relying on a convenience sampling technique. The attitudes of consumers towards responsible business
practices of hospitality and tourism firms have been examined by the application of the Pearson Correlation
Analysis.

Originality / value — The study contributes to the theory building in the field of consumer behavior by
responding to a contextual gap in the literature on environmentally and socially-conscious behavior of
Kazakhstani consumers focusing on their attitudes towards sustainable business practices in hospitality and
tourism and offers practical implications for domestic tourism and hospitality service providers.

Findings — The findings show that consumers with higher levels of awareness about sustainable business
practices and principles tend to pay higher pricesfor environmental and socially friendly hospitality and tourism
offerings corresponding to sustainability standards and such kind of behavior does not depend on income or
education level of individuals.

Keywords: consumer behavior, environmentally and socially-conscious behavior, consumer attitudes,
responsible business practices, tourism and hospitality.

INTRODUCTION

The value of work. This study addresses theoretical as well as practical gaps and investigates
environmentally and socially-conscious behavior of Kazakhstani consumers focusing on their attitudes
towards sustainable business practices in hospitality and tourism. The paper extensively reviews the literature
in the realms of corporate sustainability practices and consumer attitudes and provides up-to-date empirical
data exploring under researched aspects of the behavior of local consumers. The scope of the research covers
the hospitality and tourism sector of Almaty, particularly focusing on 5* and 4* hotel guests as the potential
respondents.

The importance of study. The hospitality industry is one of those business sectors which have been
deeply affected by social changes and global consumption trends such as growing environmental concerns
worldwide and the broader movement toward greater corporate social responsibility across different economic
sectors along with the increasing popularity of green lifestyle and responsible consumption. These increasing
concerns are rooted in global issues such as diminishing natural resources, world population growth, effects
of urbanization and worsened environmental problems [1]. Furthermore, there is a general agreement that the
market of environmentally and socially-conscious consumers is constantly growing [2] as a result of which
a greater number of hospitality firms is trying to exploit new opportunities in the niche market emerged due
to the green consumerism trend [3]. On the other hand, majority of business entities operating particularly
in hospitality related sectors follow the socially responsible trend on the way of sustaining a competitive
advantage, since the sustainable business practices are considered as a strategy of differentiation that helps to
build positive image with stakeholders and general public [4].
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In fact this trend is dictated by socially-conscious “ethical consumers” mainly motivated by self and public
responsibility awareness, which are defined as two important dimensions of socially responsible behavior [5; 6].
Socially responsible consumers are willing to buy and pay a premium for products and services that are ethical
(fair traded products, actions associated with donations, services contributing to community developments).
Socially-conscious behavior depends on cultural values of individuals and the nature of moral consciousness.
For instance, prior research conducted in 12 European countries indicated that 70% of respondents were
highly concerned about socially responsible practices of companies when consuming products or services,
while 40 % were ready to pay extra for socially responsible and environmentally-friendly products or services
[7]. Moreover, female consumers are considered more socially-conscious than their male counterparts [8].
An increasing power of socially-conscious consumers in service-oriented industries requires new practical
marketing approaches and detailed consumer research.

The forms of socially responsible consumption are very diverse. They range from rational consumption,
ethical business models, social support actions, to nature-friendly practices [9]. Foreign scholars and experts
made a special emphasis on a growing importance of an environmentally-friendly business concept defined
nowadays as one of the major a trend, which has emerged as a response to the rapidly increased demand of
environmentally-conscious consumers. It is argued that environmentally-friendly offerings are perceived by
customers more attractive and safer; hence consumers tend to evaluate such kind of products and services
higher than other alternatives.These trends are also emerging in Kazakhstani markets, especially in the food
sector, in restaurant business and hospitality and tourism industry. Therefore, it is significantly important to
understand local consumers’ behavior and how domestic hospitality and tourism firms will respond to modern
trends.

The relevance of the issue.Kazakhstani consumers began to consume more eco-friendly products and
services. The number of eco-accommodations and nature-friendly lodgings has been also significantly increased
during the last decades [10]. However, domestic companies operating in hospitality and tourism sectors of
Kazakhstan still do not provide the full spectrum of environmentally and socially-friendly services meeting
the standards of sustainability practices. The majority of offerings are limited to eco-friendly location, healthy
menu and the nature-friendly business concept. In fact, sustainable practices such as energy and water saving,
using recyclable packing and environmentally-friendly furnishing are not implemented and promoted as an
integral part of services and products offered by tourism and hospitality firms. Only international chain-branded
5* and 4* star hotels operating in Kazakhstan are able to promote such kind of practices. Domestic consumers
and even service providers usually associate sustainable business practices with the eco-friendly business
concept and have limited understanding of functional principles of the corporate sustainability practices.

MAIN PART

Corporate sustainability practices. Global changes and increased environmental concerns forced modern
hospitality firms to rebuild traditional strategies and business practices by seeking alternative models of doing
business with a shift to corporate sustainability integrating economic, social and environmental efforts of
companies. Under the prevailing circumstances hospitality business entities are increasingly demonstrating
public commitment via implementation of effective management systems ensuring sustainable entrepreneurial
orientations. On the one hand, the hospitality sector responds to sustainability trends throughout the
implementation of responsible production and consumption practices due to the impact of social and
governmental forces. Prior research also indicated that sustainability practices improve a company’s corporate
image, has a positive impact on brand awareness, job satisfaction as well as customer loyalty, and enhances
market competitiveness while improving cost-effectiveness [1]. Moreover, the previous study in the field of
tourism revealed that responsible practices positively affect visit intentions of both local and international
tourists [11].

Lager and more luxurious hospitality industry brands tend more frequently incorporateresponsiblepractices
into their operations. Gonzalez-Rodriguez et.al [12] analyzed responsible initiatives of the top ten US hotels
and revealed that 80 percent of hotels were primarily engaged in charity activities, 60 percent of hotels
developed and implemented a diversity policy and 40 percent of companies considered responsible practices as
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an integral part of their corporate missions. In fact, experience has shown that corporate social responsibility
(CSR) practices of leading hospitality companies are structured around multiple sustainability commitments
integrating simultaneously economic, environmental and social values. For instance, Marriott International
within the framework of its CSR strategy launched the “Serve 360: Doing Good in Every Direction”
sustainable business initiative aimed at promoting benefits for customers, partners, employees, government,
the environment and society at large through four priority directions such as “Nurture Our World”, “Sustain
Responsible Operations”, “Empower Through Opportunity” and “Welcome All & Advance Human Rights”
[13]. Within these responsible development directions positive sustainable changes are becoming a core value
of Marriott’s strategic vision set by 2025 [14]. Accor Hotels Group adopts the “Planet 21” programme which
focuses on key areas defined by the company as “Our People”, “Out Guests”, “Our Partners”, “Communities”,
“Food” and “Our Building”. Hilton Worldwide uses “LightStay” system implemented to manage waste and
carbon outputs as well as water and energy consumption. Moreover, the company initiated different sustainable
projects and campaigns such as “Global Volunteering”, “Disaster Response” and “Human Trafficking
Awareness” while developing a human rights policy, employee assistance and strengthening communities
programs [15]. A commitment of Intercontinental Hotel Group to operating business in a sustainable way
complements the company’s corporate culture and its entire strategy. Nowadays sustainable contributions of
Intercontinental hotels to environmental protection and community improvement are ensured by “IHG Green
Engage™ system” and “THG Academy” programs on a global scale. According to Boston Hospitality Review
[16] Marriott International, Kimpton Hotels, Hyatt Hotels, Hilton Worldwide, and Wyndham Worldwide
distinguished by a strong ethical commitment and have been ranked as the best companies to work for.

Consumer attitudes towards sustainability. Previous studies have examined consumer willingness to pay
for sustainability oriented services. For example, it has been found that modern tourists are willing to pay
higher prices for tourism destinations with sustainability orientations. This is due to the contemporary tourist
behavior demanding personalized experiential services. Agarwal and Kasliwal [17] investigated the factors
influencing consumer attitudes and behavior towards green practices in hospitality industry and in contrast
reviled that although consumers preferred accommodations with green practices, they were not willing to
pay more for environmentally-friendly services. In addition, the study reflects that only those consumers who
are more sensitive to environmental issues and rely on a conscious choice during buyer decision making are
usually ready to pay extra for the desired value. Moreover, Karavasilis et. al. [18] argued that technologically
savvy Generation Y demonstrated negative willingness to pay for environmentally sustainable services of
hotels, moreover this segment requires specific transformational communication strategies.

Cross-cultural studies conducted on consumer attitudes found out that Greek consumers expressed stronger
concerns about environmentally responsible practices than American consumers and were greater affected by
sustainable practices when selecting an accommodation. Another realm of cross-cultural studies, conducted
among US, British and Australian tourists gives an insight into economic dimensions of sustainability and
emphasized commitment to hotels that support local communities and treat employees fairly by developing an
effective code of conduct. Additionally, research found that spirituality has no significant impact on attitudes
towards CSR. However, Craafland [19] revealed that Christian religiosity except the Orthodox Protestant
raises positive attitude towards socially responsible offerings. Jeseviciute-Ufartiene [20] divides responsible
consumers into two categories:

1. Responsible to environment — consumers avoiding purchase from firms that negatively affects the
environment.

2. Responsible to society — consumers avoiding purchase from firms causing harmful social effects.

Both consumers are motivated by willingness to associate themselves with hospitality firms having a good
reputation, since such companies are often perceived as socially-oriented, reliable and responsible in their daily
operations, and demographic parameters determine customer attitudes towards CSR practices, suggesting that
a socially conscious guest tend to have greater purchasing power and a strong educational background [21].
Similarly, previous studies revealed that consumers with higher income and education level demonstrated
higher willingness to support corporate sustainability practices of hospitality firms. Based on an extensive
literature review the research hypotheses have been formulated as:
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H1: There is a correlation between the level of consumer’s awareness about sustainable business practices
and intention to stay, satisfaction, positive perception and willingness to pay.

H2: Kazakhstani consumers with higher education level are more willing to support sustainability practices.

H3: Kazakhstani consumers with higher income are more willing to support sustainability practices.

Applied research methods.This study adopts a survey data-based approach relying on a questionnaire
data collection technique, since it is considered as a suitable method for investigation of consumer behavior
including preferences and perceptions. In particular, the empirical study was based on quantitative research
method and applied the self-administered survey instrument to data collection process. The survey was
conducted in Almaty between 5* and 4* star hotel guests relying on a convenience sampling technique. Each
respondent was personally guided and instructed about the completion of questionnaires. For the purpose
of primary approbation of the research instrument a pilot study was conducted by inviting 15 loyal clients
of selected hotels. In total 310 respondents were directly and online approached with an overall response
rate of 71 % representing 220 received questionnaires. After the control check two invalid questionnaires
were excluded and finally 218 valid responses were analyzed. The initial data has been tested for reliability.
The Cronbach alpha (a) correlation coefficient was above recommended level of 0.70, providing satisfactory
evidence for reliability of the measures. Questions indicating consumer attitudes were measured by 5-points
Likert scale ranged from 1 — “strongly disagree” to 5 — “strongly agree”. The demographic profile of the
respondents is given in Table 1.

Table 1 — The demographic profile of the respondents

Gender

N %
Male 73 33.49
Female 145 66.51
Income Level ($/month)

N %
Below 1000 34 15.60
1001-2000 136 62.39
2001-4000 27 12.39
4001-5000 16 7.34
Above 5000 5 2.29
Education Level

N %
Diploma and below 24 11.00
College degree 10 4.60
Bachelor 122 56.00
Master 58 26.60
PhD 4 1.80
Note — developed by the author based on survey results

RESEARCH RESULTS

Research results and discussion. Correlation analysis has been conducted to test the research hypotheses.
According to the results there is a strong positive correlation between “consumer’s awareness” and “willingness
to pay” indicated by the Pearson Correlation coefficient amouted to 0.186™ (Table 2). It means that the first
research hypothesis was partially supported showing that consumers with higher levels of awareness about
sustainable business practices and principles tend to pay more for hospitality and tourism offerings corresponding
to sustainability standards. However, the results of the test showed that there was no any correlation between
the level of “awareness” and other hypothesized variable such as “perception”, “satisfaction” and “intention
to stay”.

On the other hand, the analysis revealed a strong correlation between “perception” and other variables
such as “satisfaction” (Pearson Correlation = 0. 532™), “intention to stay” (Pearson Correlation = 0.523")
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and “willingness to pay” (Pearson Correlation = 0.165%). These findings indicate that personal interest in
sustainable business practices and positive perception towards environmentally and socially friendly services
significantly increases customer satisfaction, intention to stay and willingness to pay.

Table 2 — The results of Pearson Correlation Analysis between awareness, perception, statisfaction, intention
to stay and willingess to pay

Correlations
AWARE-
NESS PETI?(():EP_ SA?%};?C' INTENTION TO WILLING-
[ am familiar . . STAY NESS TO PAY
. I am interested | I will be very .
with hotels and | ~. . . . If available, [ I am happy to pay
. .| instayingat |satisfiedifahotel | . :
their suppliers . . intend to stay at | more to stay at this
sustainabilit this type of | can provide such this type of hotel type of hotel
N hotel level of service P P
practices
AWARE- Pearson -
NESS Correlation 1 110 018 -.066 .186
I am familiar Sig
with hotels and (2-t.ailed) 105 791 334 .006
their suppliers’
sustainability 218 218 218 218 218
practices
PERCEP- Pearson - o «
TION Correlation 110 1 532 523 165
I am interested Sig
in staying at this (2-t.ailed) 105 .000 .000 .015
type of hotel
N 218 218 218 218 218
SATISFAC- Pearson - o -
TION Correlation .018 532 1 304 179
I will be very Sig
satisfied if a hotel (2-t.ailed) 791 .000 .000 .008
can provide such
level of service |N 218 218 218 218 218
INTENTION TO | Pearson o - o
STAY Correlation -.066 .523 304 1 211
If available, 1 Sig.
intend to stay at (2-tailed) 334 .000 .000 .002
this type of hotel 218 218 218 218 218
WILLING- Pearson - . - -
NESS TO PAY Correlation 186 165 A79 211 !
I am happy to pay Sig.
more to stay at (2-tailed) .006 .015 .008 .002
this type of hotel
218 218 218 218 218

**_Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

Note — developed by the author based on results of statistical analyses

According to the findings of previous studies consumers with higher income and education levels are
more willing to support environmentally and socially responsible business practices of hospitality and tourism
companies, however in case of Kazakhstani consumers we have received the controversial results opposite to
this fact. The second and third hypotheses of the study were not confirmed and the results of the test revealed
that there was no correlation between the motivation to support responsible business practices and income as
well as education level of respondents (Table 3 & Table 4).
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Table 3 — The results of Pearson Correlation Analysis between motivation to support responsible business
practices and income level

Motivation to
Variables support responsible Below Income Income Income Above
PPOrt respons 10008 | 10018-20008 | 2001$-40008 | 4001$-5000$ | 50008
business practices
o Pearson. 1 -.005 000 072 -.026 -014
Motivation to | Correlation
support responsible | Sig.
business practices | (2-tailed) 943 1.000 287 706 838
N 218 218 218 218 218 218
Note — developed by the author based on results of statistical analyses

Table 4 — The results of Pearson Correlation Analysis between motivation to support responsible business
practices and income level

Motivation . Post-graduate | Doctorate
to support Any Diploma College & Degree
Variables upP Level and & Bachelor s &
responsible Below Degree Master’s &
business practices Degree Higher
. Pearson
Motivation Correlation 1 -.129 -.087 -.013 .015 .090
to support Si
responsible & .058 .199 .844 .826 .188
. . (2-tailed)
business practices
N 218 218 218 218 218 218
Note — developed by the author based on results of statistical analyses

Willingness to be involved in sustainable consumption and responsible practices depends on individual’s
awareness about corporate social responsibility initiatives of hospitality firms [20]. As it has been shown by
study results Kazakhstani consumers are willing to pay higher prices for environmental and socially friendly
products and services as a result of personal level of sustainability awareness and such kind of behavior
does not depend on income or education level of individuals. In this respect, prior research indicated that
consumers’ awareness of responsible practices may enhance customer engagement in environmentally
responsible practices of hotels. Moreover, hospitality firms are suggested to pay more attention to customer
education to raise awareness about responsible practices, which consequently enhances trust and facilitates the
consumers’ participation [21].

Practical suggestions and recommendations. This study provides industrial recommendations to
hospitality and tourism service providers operating in Kazakhstan as it represents the knowledge on modern
consumers’ behavior. Constantly changing customer behavior and emerging tourism and hospitality trends
require an innovative approach in delivering recreational services. In order to ensure constant economic
growth domestic tourism and hotel businesses need to correspond to increased consumer expectations for
sustainability. In this respect domestic hospitality and tourism firms should redesign traditional operations by
implementing eco-friendly or green initiatives in a form of different offerings and actions such as biological
food, organic products, ecological cleaning products, energy saving, recycling and alternative green energy
policies, water saving strategies and the use of fair-trade products.

Conclusion. This research paper addresses important gaps in the literature on environmentally and socially-
conscious consumer behavior in terms of geographical scope and scale, as it considers Kazakhstani consumers’
attitudes towards sustainable business practices in hospitality and tourism and offers practical implications for
domestic tourism and hospitality service providers, destination planners and service marketing managers to
develop efficient customer-oriented strategies adapted to modern consumer needs. The empirical study showed
that Kazakhstani consumers have social awareness about responsible business practices of hospitality and
tourism firms. In general hospitality and tourism service consumers demonstrate positive attitude towards
environmentally and socially friendly offerings. Local consumers understand the value and importance of
sustainable products and services which is reflected in their environmentally and socially-conscious behavior.
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KA3AKCTAHABIK TYTBIHYIBIJIAPJABIH 9JIEYMETTIK
KAYANKEPIIJIIKKE HET'I3AEJII'EH MIHE3-KYJIKbI

A. C. KenebaeBa
OJICYMETTIK JKOHE TeHCPIIIK 3epTTeyJiep HHCTUTYThI, AnMathl, Kazakcran PecryOsukachsl

AHIATIA

3epmmey maxcamvl — KOHAKKAWIBIK TEH TYpU3M CallaChIHIAFbl Ka3aKCTaHIBIK TYTHIHYIIBUIAPIBIH
IKOJIOTHSUTBIK JKOHE 9JICYMETTIK CaHalbl MiHE3-KYJIKbIHA Taljay jKacay.

O0icHamacel. DMITUPHUKAIIBIK 3€PTTEY CaHIBIK OICKE HEri3zelreH, OacTamkbl MOJIMETTEep cayajHama
HOTHXKeCiH/e XKMHaKTanraH. CayainHamanap «bIHFAMIBl ipiKTey» oici OOHBIHIIA OJIEyeTTi TYTHIHYIIbLIAP
apacelHa TapaTbulAbl. TYTHIHYIIBUIAPABIH OJIEYMETTIK JKayalKepIIUIKKe HETi3JIelreH TYypU3M JKOHE
KOHAKKAMIIBIIBIK KOCITOPBIHAAPBIHBIH casicaThiHA KATBICTBI MiHE3-KYJIKbI [[MpCOHHBIH KOPPEISIIUSIIBIK Tall-
Jlay 91iCi HEeri3iHAe 3epTTEIIl.

3epmmeyoiy Oipeceiinici / KyHOuLIbIZLL. 3EPTTEY Ka3aKCTAHIBIK TYTHIHYIIBUIAPIBIH AKOJOTHSIIBIK KOHE
QJIEYMETTIK CaHAJbI MiHE3-KYJIKBI TYPaJIbI IIEKTEYITi TEOPHSIIBIK O1TiMI1 KEeHEUTe 1, 9JIey € TTi TY THIHY IIbLIap ABIH
KOHAKKAMIBUIBIK KOHE TYPHU3M CaJlaChIH/IaFbl QJICYMETTIK KayalKepIIIKKe Heri3aelred ousHec hopmaa-
pBIHA KaTBICTHI KO3KApachlH 3ePTTEHIl jKOHE IIIKI HAPBIKTAaFbl KbI3MET MpoBaiaepiepl YIIiH MPaKTHKAIBIK
HIenriMiep YChIHAIbI.

3epmmey nomuorcenepi OU3HECTIH TYPAKThl MOJICIIBJIEPI JKOHIHIE Xabapaap TYThIHYIIBUIAP YKOJOTUSIIBIK
Kayilci3 eHiMAep MEH TYPaKThUIBIK JKOHE OJIEYMETTIK jKayanKepIIUlK CTaHAapTTapblHa COWKEC KeJeTiH
YCBIHBICTAPFa JKOFaphl Oara TeJieyre JaibiH jkoHEe OyJI MIHE3-KYJIBIK aJaMIapblH KipiciHe HeMece OimiMiHe
TOYeJJIi eMeC eKEeH/IIrH KOPCeTTi.

Tytiin coe30ep: TYTHIHYUIBIHBIH MIHE3-KYJIKbI, SKOJIOTHSJIBIK JKOHE QJICYMETTIK CaHallbl MiHE3-KYJIBIK,
TYTBIHYIIIBI KO3KAPACHI, dJIEYMETTIK JKayalKepUIUTiKKe HeTi3e]reH Ou3Hec, TypU3M JKoHEe KOHAKKAITBIK.

COIIUMAJIBHO OTBETCTBEHHOE MOBEJEHUE KABAXCTAHCKHUX IIOTPEGUTEJIEN

A. C. KenedaeBa
HUU «ConualibHbIX ¥ FeHACPHBIX UCCIIeIOBaHUY, AnMarel, Pecniyonuka Kazaxcran

AHHOTALOUSA
Lenv uccreoosanus — N3y4eHUE 3KOJIOTUYECKU U COLUAIBHO CO3HATEIBHOI'O IIOBEACHUS Ka3aXCTaHCKUX
MoTpeduTeNel B CEKTOpE FOCTEIPUAMCTBA U TypU3Ma.
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Memooonoeus. IMIUPUUECKOE UCCIIEIOBAHUE OCHOBAHO Ha KOJIMYECTBEHHOM METOJE C UCIOIb30BaHUEM
orpoca B KauecTBe MHCTPYMEHTa cOopa MepBUYHBIX JaHHBIX. AHKETHI, ObUTH pacipeesIeHbl CPeIu MOTeHIIN-
aJbHBIX TIOTpeOUTEeNel MPH MOMOIIM METOoa «yJOoOHON BRIOOpKM». OTHOIIEHNE MOTpeOUTENell KacaTenbHO
COLIMAITLHO OTBETCTBEHHBIX CTPATETHH U MPAKTUK MPEANPUSTHIA TYpPHU3Ma U TOCTEIPUIMCTBA OBLIO U3YUEHO C
IIOMOLIbIO KOPPEJIIUOHHOI0 aHanu3a [lupcona.

Opuzunanvrnocms / yennocmo ucciredosanus. MccnenoBanue paciupsieT OrpaHUUCHHBIC TCOPETHIECKUE
3HaHUA 00 IKOJIOTHYECKH U COLMAIBHO CO3HATEILHOM ITOBEICHNHN Ka3aXCTaHCKUX MOTpeOuTeNnei, nzydas ot-
HOIIICHUE TTOTEHIIMAIBLHBIX TIOTPEOUTENEeH K yCTOHYMBBIM (hopMaM BeJieHUs1 OM3Heca B chepe rocTenpruuMcTBa
U TypHU3Ma, U TpeJylaraeT NpakTUYecKue peKOMEH IAINH [T TPOBaiIepOB YCIIYT.

Pesynomamul ucciredosanus MOKa3bIBAIOT, UTO MOTPEOUTENH C 00JIee BBICOKUM YPOBHEM OCBEIOMIIEHHO-
CTH 00 yCTOHYMBBIX MOJENSAX BeJCHHsA OM3Heca, KaKk MpaBWIO, TOTOBBI 3aIUIATUThH OoJiee BBICOKHE IICHBI 3a
9KOJIOTHYECKH OTBETCTBEHHBIE MMPOIYKTHI M COLIMATBHO OPUEHTHUPOBAHHBIE MTPEITI0KEHHSI, COOTBETCTBYIOIINE
CTaHJAapTaM YCTOHYUBOCTH, U TAKOE [IOBEJCHUE HE 3aBUCUT OT YPOBHsI J0X0/a WU 00pa30BaHUsl JIr0ei.

Kniouesvie cnosa — noTpeOUTENBCKOE IIOBEACHUE, YIKOJOIMYECKH U COLUAIBHO CO3HATENIbHOE II0BEICHUE,
MOTPEOUTENBCKOE OTHOIIICHNE, COIMAIILHO OTBETCTBEHHBION3HEC, TYPU3M U TOCTCIIPUAMCTBO.
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ANALYSIS OF KEY STEPS TO OVERCOME THE CRISIS
IN TOURISM DURING A PANDEMIC:
THE EXPERIENCE OF KAZAKHSTAN AND THE UNITED KINGDOM

A. Nurpeissova', D. Md. Z. Islam'
'KIMEP University, Almaty, Republic of Kazakhstan

ABSTRACT

Purpose of research. The coronavirus (COVID-19) pandemic lockdown has created a significant threat to
the global economy as well as the life of each of us. This paper examines the effect of coronavirus on tourism
and proposes a framework of how Kazakhstan can adopt strategies from the international experience (e.g., the
UK, Italy, Spain) in order to support tourism sector.

Methodology. To achieve the above-mentioned purpose, the study applies qualitative research meth-
od that includes in-depth literature reviews of secondary data including research publications (books,
peer reviewed journal, reports, government portals, conference papers, online news/article sources
etc.).

Originality / value. The study includes the analysis of the secondary data concerning the consequences of
COVID-19 on economy through comparative analysis between the actions concerning the recovery process of
two governments: Kazakhstan and the UK. Based on that the most appropriate recovery steps were presented
that would be helpful for tourism support.
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