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KEUICH/I1 JaMbITy OOWBIHIIA FEUTBIMU 3epTTEYJIEPl KY3€ere achlpybl YIIIH KbI3BIFYIIBUIBIK TYABIPYbl MYMKIH.

3epmmey nomuoiceci — KazakCTaHHBIH aybUIIBIK alMaKTapbIHBIH HHQPAKYPBUIBIMMEH KAMTaMachl3 eTiTyiH
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Japapl, KOMMYHAIJIBIK XKOHE QJIEyMETTiK HHQpaKypbUILIMMEH KaMTaMachl3 €TYiH TOMEH JICHI eHiH aHbIKTayFa
MYMKIHJIK Oepi, Oy aybIIIbIK ayMaKTapAblH TYPUCTIK OAFBITTAp PETiHJEC TAPTHIMCHI3IBIFBIH KOHE MOTEHIIN-
QB TYPUCTEP TapalnblHAH CYPAHBICTHIH TOMEH/IITIH aHBIKTAN/IbI.
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ABSTRACT

The purpose of the research is to analyze the impact of electronic word of mouth as a moderator between
country image and intention to visit Republic of Kazakhstan.

Methodology. This research is qualitative study. 48 foreign citizens who have never been to the Republic
of Kazakhstan participated in the survey. The questions were conducted in English. The data was coded using
Atlas.ti software.

Originality /value of the research. Understanding the country image of The Republic of Kazakhstan through
the eyes of foreign citizens will help to determine the features and characteristics of the parties for the develop-
ment of tourism in the country and reveal an understanding of exist gaps in the development of this industry.

Findings of this research actively demonstrates that Republic of Kazakhstan is not well covered in the
world market and the relevant authorized bodies should pay attention and take measures to promote the coun-
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try's image in the world market. The authors confirm moderator effect of electronic word of Mouth on country
image and intention to visit the Republic of Kazakhstan.
Keywords: country image, intention to visit, Republic of Kazakhstan, tourism.

INTRODUCTION

In the first quarter of 2020 the global indicators of inbound tourism were inferior to the data of the previous
year by only 28,6 %. In the second quarter, when the most stringent quarantine restrictions were introduced
around the world up to a full lockdown, the global flow of foreign tourists dropped by 18.4 times. In the Re-
public of Kazakhstan, in the same period, the decrease was 16.7 times. In general, in 2020, according to the
World Tourism Organization, the global flow of foreign tourists decreased by 3.6 times [1].

The Republic of Kazakhstan has all the prerequisites for the development of tourism: a favorable geograph-
ical position which is relative proximity to the main destination markets — Europe and Asia, a vast territory,
rich cultural and historical heritage, living traditions, hospitality, excellent gastronomy, and relatively low cost
of resources [2]. The mass media are called upon to play an important role in shaping the image of the country
since communication has become a system-forming element. Electronic word of mouth allows countries at the
stage of their development to build the image of their country and destinations [3]. UNWTO defines that tour-
ism comprises activities of people traveling and staying in places outside their usual environment for not more
than one consecutive year for leisure, business, and other purposes [4].

The systematic approach to information resource in the process of forming the image strategy of the coun-
try that can bring success, while it is important to combine the efforts of all channels of mass communication:
television, radio, print and internet resources. Previous research suggests that the consumer tends to evaluate a
particular product negatively or positively [5].

Kazakhstan actively promotes tourism destinations using modern communication tools: from traditional
methods — magazines, television, outdoor advertising to digital channels, social networks, and various tourist
Internet resources. Nowadays, important to actively promote the Republic of Kazakhstan as a tourist destina-
tion. We can see successful experiences of our neighbor countries and how through massive advertising on
television and online media, through anchor events they achieved a quick result.

In 2017, Kazakhstan held the Winter Universiade in Almaty and the EXPO-2017 exhibition in Nur-Sultan
[6]. These events gave a significant impetus to the development of tourism industry. National Company "Ka-
zakh Tourism" since then has been established. For 1.5 years, significant work was done, key events were held,
several info tours, blog tours and expeditions were organized with the participation of over 30 travel bloggers
from different countries, a huge bank of 3000 photos and 5 hours of video was collected, the country tourism
portal was re-launched Kazakhstani travel and much more [7].

Many factors influence the intention to visit the country. The country's image is one such factor [8]. Many
of previous studies noted the image of the country is a "halo" for its consumers and affects some factors of
the product, but not the product itself [9]. When consumers have more experience with goods of the country,
on the other hand, country image functions as a composite construct, in which consumers’ opinions about the
product attributes influence country image [10]. According to MacKay and Fesenmaier, the image of the coun-
try is appraised a lead point in tourists’ expenditure and decision-making procedure [11]. However, Alvarez
and Campo argued the country's image affects the intention to visit the country for the first time and return to
the country again [12]. Meanwhile, Chen and Tsai propose tourists are said to use the country's image as shown
for their expectations and idea of the first visit and comparison with previous experiences [13].

According to S. W. Litvin and R. E. Goldsmith, electronic word of mouth is one of the factors when
consumers choose a product and draw conclusion about it [14]. B. Pan believes that this factor is especially
important in the field of hospitality and tourism since it is considered intangible, and it should be difficult to
be assessed before it is used [15]. By digitizing electronic word of mouth, consumer’s reviews are spreading
across social media at unprecedented rate. Electronic word of mouth can be classified as free advertising for
a product that will lead to success and increase productivity, but at the same time, negative reviews can seri-
ously damage the image [16]. M. Sotiriadis determines that social media, blogs, reviews, and electronic word
of mouth are increasingly used in tourism industry [17].
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Plans to take an action may include plans to make positive appeals, give advice and purchase a product or
service as well as a business trip or / or visit to the state [18]. According to S. Baloglu and M. Mangaloglu,
consumer's intentions differ depending on the type of their behavior [19].

MAIN PART

Methodology. The current study is qualitative research. The data were collected via survey and coded us-
ing Atlas.ti Software. Survey questions were based on country image of Kazakhstan, their intention to visit
the country, and what they know about Kazakhstan. The questions were conducted in English language. 48
respondents of this research are foreign citizens and representatives of the following continents: America,
Europe, Asia, Africa. All respondents are both female (79,2 %) and male (20,8 %) with age between 18-24
(52,1 %) and 25-39 (47,9 %). The most represented countries in this research included Spain, USA (10,4 %),
France (7,9 %), Lebanon (6,3 %) and other countries with (4,2 %) and (2,1 %). In terms of education, major-
ity of the respondents have graduate degrees (47,9 %), undergraduate degrees (39,6 %), and college degrees
(12,5 %). The sample were represented different occupations: management (10,4 %), business and financial
(25 %), computer (4,2 %), architecture (18,7 %), social sciences (2,1 %), arts (4,2 %), education (10,4 %), legal
occupations (2,1 %), healthcare practitioners (4,2 %), healthcare support (2,1 %), food preparations (4,2 %),
office support (2,1 %), and others (10,4 %). Marital status of respondents both married (18,8 %) and single
(81,3 %) with different levels of income: less than 100$ (10,4 %), 100-200$ (4,2 %), 200-500$ (14,6 %), 500-
1000$ (27,1 %), and income over 10008 (43,8 %) per month. 21 respondents are European, 11 are Asians, 6 are
African ethnicity, 2 are American, 3 are from Middle East, and 5 others. The survey included 12 questions and
1 open question where they asked to indicate their level of agreement (1-5; 1 = strongly disagree, 2 = disagree,
3 = neither, 4 = agree, 5 = strongly agree).

Survey questions:
. I have a positive idea of Kazakhstan
. I consider Kazakhstan as politically/economically stable country
. I consider Kazakhstan as a modern country
. Bilateral relations between my country and Kazakhstan are friendly
. I associate Kazakhstan with other “STAN” countries
. I predict that I should travel to Kazakhstan in the future
. I would visit Kazakhstan rather than any other tourist destinations
. I am willing to visit Kazakhstan in the future

9. I often read other tourists’ online travel reviews to know what destinations make good impressions on
others

10. To make sure I choose the right destination, I often read other tourists’ online travel reviews

11. I often consult other tourists’ online travel reviews in order to help to choose an attractive destination

12. If I do not read tourists’ online travel reviews when I travel to a destination, I worry about my decision

Open question:

What do you know about Kazakhstan?

0 3N N B WIN—

Findings. The geographical position of Kazakhstan, connecting East and West, its rapid economic devel-
opment, political stability give hope that soon the republic will turn into one of the most visited countries in
the world by tourists, because, along with the above, the main tourist product is the hospitality of the Kazakh
people, their originality and peacefulness. Furthermore, creating a positive and attractive country image of
Kazakhstan as a country of tourism in the minds of potential tourists, carrying out activities to promote the
tourism potential of Kazakhstan in the global tourism market, along with assisting Kazakh tourism service
providers in entering international tourism markets are the main priorities that need to be addressed shortly.
The presence of natural and even the creation of a tourist infrastructure does not guarantee the country, city,
and any other territorial entity popularity among tourists. Very often, the decisive factor for the development
of inbound tourism is the image formed by the external audience about this territory.

Survey of the current research were divided into 3 main factors: electronic word of mouth, country image
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and intention to visit the Republic of Kazakhstan by foreign citizens. Analyzing collected data, the authors re-
vealed the fact that the Republic of Kazakhstan has a good image among them. Most of the respondents (69 %)
consider Kazakhstan to be among the developed and modern countries, and only few people either could not
answer the question or have stereotypical ideas (6 %), and the rest of them are neutral (25 %). The following
figure 1. demonstrates proportion of 48 respondents regarding country image of the Republic of Kazakhstan.

Strongly di
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Strongly agree 4%
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54%

Figure 1 — Proportion of the answers regarding the image of Kazakhstan
Note — The chart shows the percentage of respondents who answered the question regarding the image of the
Republic of Kazakhstan according to the five-point scale. Complied by the authors based on data collected
through the survey

Respondents from the neighboring countries of Central Asia and Russia noted that they have much in
common with our country, while the respondents from distant countries have no idea about Kazakhstan at all.
However, figure 2 demonstrates the intention of the interviewed potential tourists to visit Kazakhstan.

Disagree

Strongly agree 29,
21% be u Disagree

Neutral Neutral
35% u Agree
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Figure 2 — Proportion of the answers regarding intention to visit the country
Note — The chart represents percentage of respondents who intend to visit the Republic of Kazakhstan.
Complied by the authors based on survey
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Even though 6 % of the respondents noted their disagreement with the positive image of Kazakh-
stan, but even so they would choose it for their future destination. Moreover, respondents were able
to answer one open-ended question aiming to understand in more detail what foreign citizens associ-
ate Kazakhstan with. The answers to this open — ended question were coded using the Atlas.ti Software
(Figure 3).

Despite the fact that 6 % of the respondents answered that they do not have a positive vision of the image
of Kazakhstan, they still have basic knowledge about the country and intend to visit it in the future.

Respondents from the countries of the former Soviet Union are more familiar with Kazakhstan, they note
the language of communication in the country, traditions, natural resources, and oil. Respondents from more
distant countries (respondents from Europe and America) mark the geographical position of the country on the
world map.

It is located in Central Asia, ethnically diverse
lommy.mﬁlyo!puplhﬂonapnkﬂwlan

| Notmuch, justthat t s ocated in Centra Asia

I Beautiful country with a rich and long history and culture
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- ) | i ]
I Balkonur cosmodrome Is a launch site for satellites mmwm .
| primary language, horse meat
commonly eaten, education
seems important, family is very
Important there

Figure 3 — Answers of the respondents for open — ended question about Kazakhstan
Note — Complied by the authors using Atlas.ti Software for coding

The fact that the location of Kazakhstan and the presence of natural resources pleases, but it can also be
concluded that popular tourist sites, holy places, high mountains, numerous rivers, forests, rare animals and
culture are not so much consecrated by word of mouth. None of the respondents mentioned the slogan of the
Republic of Kazakhstan, the capital city, our endless steppes or at least one tourist distance. Besides, few re-
spondents noted that they do not know much information about Kazakhstan, which is actively demonstrates
that the country is not well covered in the world market and the relevant authorized bodies should pay attention
and take measures to promote the country's image in the world market via electronic word of mouth in order
to in order for tourists to want to visit our country.

CONCLUSION

Word of mouth has always been the most important factor in choosing the destinations for tourists to travel.
Most travelers now rely entirely on online platforms to plan and book their trips. The rise in the use of social
media and travel blogs has exacerbated this trend, reducing the influence of institutional and traditional com-
munication channels on destination selection. This is a cost-effective marketing opportunity for lesser-known
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destinations to build a strong travel brand and image among consumers in target markets and global segments.
In The Republic of Kazakhstan social networks are poorly used as important tools for promoting tourism.
Word of mouth can be an excellent service for Kazakhstan and will help attract a large number of foreign
tourists. The most important thing is to "catch" one foreigner, show that Kazakhstan is developing country and
then he will tell his friends and acquaintances. Tourists are generally ready share their opinion about hotels
and tours — more than half willingly leave reviews and share their impressions, only a quarter do not report
anything on the Internet. At the same time, customer reviews are a significant factor when choosing a vacation
spot. In conclusion, we recommend that business representatives and destination management organizations to
be present on various social networks, depending on the potential audience, to be active and interact with their
audience, including through various campaigns, while calling for interaction through prompts to share photos
and encouragement. For limitations of this study the authors consider single case of Kazakhstan and limited
amount of the respondents. For the future research the authors plan to consider the cases of Central Asian coun-
tries using benchmarking. Practical implication for this study can be further relations between local authorities,
companies, and businesses to create marketing strategies to improve the country's image on the world stage.
The results of this study can be used in further works in the field of tourism of the Republic of Kazakhstan. The
main theoretical positions and conclusions of the study are proposed for use by the governing bodies of tourism
and services to optimize the regulatory framework, including when developing a concept, strategic plans, and
programs national development of tourism services.
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MEMJEKETTIH O31 TYPAJIbI YCBIHBIC IEH KA3AKCTAH PECIYBJIUKACBIHA
CAIIAP MAKCATBI APACBIHJAFBI ©3APA IC-KUMBLIJbI AKBIHAAY MOCEJECIHJE
SJIEKTPOHJBIK «Y3bIHKYJIAK» PAJUOHBIH MAHBI3ILLIBIFBIH TAJIAY

C. E. O6apaxmanoBa’', M. M. HypneiiicoBa'*
'Hapxo3 Yuusepcuteri, Anmatsl, Kazakcran PecryOnmukacs

AHIATIHA

3epmmey maxcamvl — MEMIEKETTIH 031 Typaibl HWICSHBIH >oHe Kaszakcran PecmyOnukaceina
carapapachlHIarbl OaiIaHbICTRIPYIIBI OYBIH PETIHAC ANEKTPOH B «Y3bIHKYJIAK» PAJAHOCHIHBIH dCEPiH 3epTTey.

Qodicnamacel. Byn 3eprrey camaibl Tangay 0oJblll TaObuIabl. 3epTTeyre Karbicylibuiap — Kazakcran
PecniyOnukacbiHa emkamaH KeiaMmereH 48 ImeTenjik aszamar. 3epTrey cayalHamaiapsl KazakcraH
PecniyOnukacbiHa KaTBICTBI O0JNa/ibl, PECIIOHACHTTEPre TOH EPEKINEeNiKTep, OJapAblH eire Kelly HHUeTTepi,
onapabeiH Kazakcran Typayibl He Olfiel jKOHE oyiap ©3 JeMaJIbIChIH OTKi3y VIIIH aliJlaFbl OarbIT PETiHJIE
Kazakcran PecryOnukachiH TaHiai Ma JIereH TYCIHIK HeriziHae Kypbuiasl. CayaiHamaap arbUIIIbIH TITIHIS
KYPri3inmi. AJbIHFaH JepeKTepai Tanaay yiriH Atlas.ti. Garaapiamachkl KOJJaHbUIbL.

3epmmeyoiy bipezeiiniei / epexweniei. lllerenik azamaTrapabiH ke3iMeH Kazakcran PecriyOnukachl Typasib
TYCIHIK eJieri TYpU3MIi IaMbITy acleKTUIePiHiH epeKIIeNiKTepi MEH CHITaTTaMalapblH aHBIKTAYFa )KOHE OChI
caJlaHbl TaMBITY/1a KEMILIUTIKTEepIiH 0OJybI Typajibl ©3apa TYCIHICTIKTI aHBIKTayFa MYMKIHJIIK Oepeti.

3epmmey Homuoicenepi Kazakctan PecrnyOJMKachbIHBIH QJIEMIIK HapbIKTa KETKUIIKTI TypJe KaKChl
YCHIHBUIMAFaHBIH afKbIH KOPCETE/l OHE THICTI YOKUIeTTI opraHaap OyfaH Hazap ayJaapyFra >KoHE eJJliH
QJIEMJIIK HapBIKTaFbl HMUJIKIH 1IrepijieTy )KeHiH e mapaiap Kadbuiaayra THiC.

Tytiin co30ep: MEMIIEKETTIH UIMHJIXKI, Kelly MakcaThl, Kazakctan PecryOiMkackl, Typu3M.
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BU3HEC U YITPABJIEHUE: ITPOBJIEMbI 1 PEILIEHU A
BUSINESS AND ADMINISTRATION: PROBLEMS AND SOLUTIONS

AHAJIN3 3BHAYUMOCTHU JIEKTPOHHOI'O CAPA®AHHOI'O PAINO
B ONPEJIEJIEHUM B3AUMOJIEMCTBUS MEXKY IMPEICTABJIEHUEM O
I'OCYIAAPCTBE U HEJIbIO BU3UTA B PECIIYBJ/IUKY KA3ZAXCTAH

C. E. Aoapaxmanosa'!, M. M. Hypnencosa'*
'Vausepcurer Hapxos, Anmartsl, Pecry6nmka Kasaxcran

AHHOTALIMUA

Llenvro dannozo ucciedosanus — SBIAETCS U3yUeHHE BO3ACUCTBUS dJIEKTPOHHOTO capadaHHOTO Paguo B
KadecTBE CBA3YIOIIETO 3B€HA MEXIy IPECTaBIEHHEM O CAMOM T'OCYIapCTBE U C IeNbI0 BU3nTa Pecrrybonukn
Kazaxcran.

Memooonozus. lanHOE MICCIIeOBAHUE SIBIISIETCSA KAUECTBEHHBIM HCCIIEIOBAHUEM. Y HACTHUKH HCCIIETIOBAHUS
— 48 WHOCTPaHHBIX TPAKIaH, KOTOPBIC HU pa3y He rnocemanu Pecyomuky Kazaxcran. Ompocsr ucciieoBaHus
OpIT chOopMHUpPOBaAHBI HA OCHOBE TIpencTaBiicHUs o PecrmyOnmke Kaszaxcran, XapakTepHBIX O0COOCHHOCTEH
PECTIOHICHTOB, UX HAMEpPEHHS MMOCETUTh CTPaHy, YTO MM M3BECTHO O JAHHOM CTpaHe W MPEANOYTYT JH OHH
PecnryOnmky Kazaxcran B KauecTBe TPECTOSIIETO HAIIPABICHUS IS POBEEHHS CBOETO OTITycKa. Ompocs
MIPOBOAMIINCH HA aHTIIMICKOM S3bIKe. J[71s1 KOaMpOoBaHMS TOTy9eHHBIX TaHHBIX ObliIa MPUMEHEHA TPOTPaMMBI
Atlas.ti.

Opueunanvnocms / yennocmo uccieoosanus. IlpenacraBnenne o Pecmybmuke Kazaxcram rmazamu
WHOCTPAHHBIX TPaK/IaH MO3BOJIHUT OTPEAETUTh OCOOCHHOCTH U XapaKTEPUCTHUKHU acTIEKTOB Pa3BUTHS TypHU3Ma
B CTpaHE ¥ BBISIBUTH B3aMMOIIOHMMAHHE O HAJTMYUH HEJOCTATKOB B PA3BUTHH TAHHOW OTPACITH.

Pe3zynomamul uccnedosanus HarIsIIHO CBUIETENBCTBYIOT O TOM, uTO PecnyOnmka Kazaxcran HeocTaToOgHO
XOpOIIIO TpeACTaBIeHa Ha MUPOBOM PBIHKE, COOTBETCTBYIOIIHNE YIIOJTHOMOYEHHBIE OPTaHbl JOJDKHBI 00paTuTh
Ha 3TO BHUMAaHWE U MPUHITH MEPHI 110 TIPOIBIKEHUIO MUK CTPAHBI HA MUPOBOM PBIHKE.

Kurouegvle cnosa: MUK CTpaHBL, 11eNb ocenenns, Pecybnmka Kasaxcran, Typusm.
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