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Branding of the Kazakhstan territories

In the conditions of universal expansion of world economic relations, development of production capacities
and, as a result, the formation of harsh conditions for competition, it is necessary to use new tools that allow
the manufacturer to feel confident both on the domestic and foreign markets. One such tool is branding,
which has become an integral part of the marketing programs for a long time of the most of Western compa-
nies. The process of formation and development of market relations in the Republic of Kazakhstan is accom-
panied by increasing competition between business entities, a constant change in the external and internal
marketing environment, which requires the improvement of entrepreneurial and marketing activities to create,
distribute and consume goods and services. First of all, the International Information Committee is responsi-
ble for promoting and strengthening the positive image of our country abroad. In the globalised information
world, there is the need to work out new approaches to creating a positive image for a country, which is why
many countries are currently “re-branding” themselves to increase their recognisability and attractiveness.
Kazakhstan is no exception, especially when we are trying to join the club of the top 50 most competitive
countries in the world. Competitiveness starts with recognisability and the stability of a brand.

Keywords: branding, export, territory, branding of places, logo, infrastructure, brand-book, export brands, re-
source, economics.

In recent years, competition in attracting investment, tourists, cultural and sports events between coun-
tries and cities is becoming more active. In connection with this, since the 1960s, the field of research of the
image of the country and the branding of territories has become popular.

In 2002, for the first time, the term «branding places» was introduced by one of the world's leading
branding specialists S. Anholt who, on the basis of this, developed a comprehensive, diversified approach to
branding of territories and the concept of competitive identity by presenting it as a hexagon, the system for
evaluating the results of the national branding «Anholt Nations Brand Index», which includes six elements of
the territory’s modern brand:

* tourism;

* export;

* policy;

* Investments;

e culture;

* human capital (Fig. 1).
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Figure 1. Hexagon of National Brands
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In contrast to this theory, the second specialist in territory branding Keith Dinny pays attention to
branding of cities. According to his UN report“Revision of WORLD Urbanization Prospects” it is said that
for the first time in the history of mankind half of the Earth’s inhabitants live in cities». Thus, K. Dinny fo-
cuses on the fact that cities but not countries havealready entered the world arena by entering into competi-
tion with territories and organizations [1].

The world practice of branding of territories demonstrates its economic and political effectiveness.
What creates opportunities for attracting tourists, investments and also achieving certain goals.

In recent years, Kazakhstan managed to occupy quite a strong position in the world arena. Holding such
events as the Asian Games, Universiade 2017, Expo 2017, as well as a number of major international busi-
ness forums forced the city authorities to think about branding the country and creating a logo of the cities of
Astana and Almaty to attract tourists and potential investors.

The development of the territory’s image and branding becomes an actual direction of the Kazakhstan
regional policy in the field of tourism. The attractiveness of the subjects of the Republic of Kazakhstan as
tourist territories is determined by the totality of tourist resources withdeveloped tourist and recreational in-
frastructure that implemented by economic, social, environmental and cultural projects. The need to form
your own territory’s brand and enhance its recognizability are obvious, as it helps to attract attention to the
country and cities and will give an opportunity to more effectively promote its interests.In connection with
this, since 2011 tenders for the development of cities and the country’s logos have been announced by state

bodies (Table).
Table
Tenders for development of logos cities and countries
Requirements The purpose
Name of the . Date of Tasks of the The result of the
. Organizers for the of the .. o
competition event . o competition competition
competition competition
1 2 3 4 5 6 7
The compe- | OYL «Civ- |01.08.2011| The logo | Promotion of | ¢ Attach the | Kyzylorda —
tition for the | il Alliance — should be easi- | the = modern | population of | Aikimbayev Dauren
development | of Kazakh- {12.10.2011| ly  readable, | identity of | the country to | Karaganda —
of logos of | stan» un- include the | Kazakhstan's the celebration | Ganyushin Roman
cities in Ka- | der the original graph- | cities, in order | of = Kazakh- | Taldykorgan —
zakhstan is | support of ic element and | to develop a | stan’s anniver- | Popova Svetlana
carried out | the Minis- the font name | sense of love | sary of Inde- Kostanay —
within  the | try of Cul- of the city- | and respect for | pendence; Maxim Agapov
framework ture of the participant of | the = mother- | « Encourage Petropavlovsk —
of the infor- | Republic the Competi- | land, aware- | Kazakhstanis Komarov Alexander
mation cam- | of Kazakh- tion. In the | ness of the | to express | Kokshetau —
paign «Con- | stan. process of | modern  Ka- | their feelings | [slankina Xenia
gratulations, developing the | zakhstan's for their city ["Kapchagai
the  coun- logo, it is nec- | involvement through a logo | Akimgojayev Nurym
tryl», timed essary to take | in his city and | reflecting its Rudny —
to celebrate into account | country. essence  and | Mustafin Anuar
the Kazakh- the  require- individuality. Aralsk -
stan's  20th ments pre- Shubenok Dmitry
anniversary scribed in the Zhezkazgan —
of Independ- the Republic Bekeshey Vadim
ence. of  Kazakh- -
p tan' L Ekibastuz —
(6) stan’s aw Alibayev Timur
«On  Trade- Uralsk -
marks, Service Urazaliev Maxim
Marks and Ak
Appellations v- .
. Shemshura Irina
of Origin» of
Ust-Kamenogorsk -
26.07.1999 =
Shubenok Mikhail
No. 456-1
Pavlodar -
Komarov Alexander

Cepusi «9koHomukay». Ne 3(87)/2017

167



A.Saiken, Zh.N. Yerniyazova et al.

Table continuation

tourist brand

auxiliary col-

projects for the

1 2 3 4 5 6 7
Aktobe —
Abdrazakov Vadim
Shymkent—
Ospanov Magzhan
Taraz —
Usenbaev Dulat
Semipalatinsk —
Kydyrmolaev Eldar
Turkestan—
Kokshebaev Zeynur
Competition | Akimat of [07.05.2012
for the best | Astana -
tourist sym- 25.05.2012 Undefined
bol of Asta-
na
Competition | Minister of [31.08.2016- The applica- | Creation and | Increase of
to determine | Infor- 15.10.2016| tion must con- | determination | image attrac-
the national | mation and tain a logo, a | by the open | tiveness and
brand of | Communi- slogan, a brief | tender of the | recognition of
Kazakhstan | cation of concept, writ- | best proposal | Kazakhstan in ..
- . Competition to de-
@) the Repub- ten in free | for the for- | the interna- . .
. . . ) termine the national
lic of Ka- form and re- | mation of the | tional arena; .
. . - brand decided to ex-
zakhstan vealing the | National brand | Strengthening
. L. tend (source
central idea of | of the Repub- | of patriotism
the work lic of Kazakh- | of  Kazakh- http://today.kz/news/
) stan tanis: kazahstan/2017-03-
' e 01/737201-konkurs-
Promotion of o-opredelenivu-
information po-op yu
tion of natsionalnogo-
promo brenda-kazahstana-
unique - Ka- 1o ohili-prodiit))
zakhstani tour-
ist sites, at-
traction of
foreign in-
vestments.
Competition | Akimat of |1.02.-15.02.| Logo;  color | “Identification
for the crea- | Almaty 2016 and color scale | of the best
tion of the (basic and | conceptual

(brand-book) ors); motifs of | creation of the
of the city of ornamental brand-book of
Almaty and decorative | Almaty city,
plastics;  the | most fully
use of graphic | taking into
elements in the | account its
urban  envi- | town-planning The concept
ronment dur- | traditions, developed by
ing the festive | contributing to TigranTuniyanets
decoration; the renewal of
graphic in the | the city and
festive decora- | the consolida-
tion of the city; | tion of its in-
photo style in | dividual char-
the image de- | acteristic, tak-
sign of the city; | ing into con-
the formula- | sideration both
tion of urban | the cultural
transport; and historical
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End of Table

4

5

6 7

public
transport stops
and navigation
in the city;
souvenir pro-
duction.

heritage  and
the trends of
modern devel-
opment”, -
said in the
service

press
of the akim

GI «Archi-
tecture and
Urban
Planning
Depart-
ment of
Astana»

26.01. -
5.04.2017

Competition
for the best
sketch-idea
of the capi-
tal’s  tourist
symbol. (8)

The symbol,
the sign
(brand) should
reflect the
status of the
city, its tourist
attraction,
attractions,
features of the
landscape and
history.  The
symbol should
be bright, con-
cise and mod-
ern. The color
scheme should
reflect the
color and
compositional
traditions  of
the decorative
art of the Ka-
zakhs.

Undefined

Table shows that people began to pay attention to the branding of cities and countries in the last 15
years, mainly for the cities of Almaty and Astana. The only contest for the development of the logos of the
remaining 20 cities of Kazakhstan was timed to the Republic of Kazakhstan’s 20th anniversary of Independ-
ence and was organized by the OYL «Civil Alliance of Kazakhstan with the support of the Ministry of Cul-
ture of the Republic of Kazakhstan. After analyzing all the organized competitions, it is possible to see that
in the requirements for creating a brand of territories the main criterion is a visual illustration — the logo of
the city / country, at the same time everyone can take part..

According to international experience, in the process of developing the brand of the territory,
in addition to designers, relevant specialists from different fields of activity are involved and passes in sever-
al stages:

1. Research (questionnaire);

2. Development of concepts;

3. Testing and finalizing concepts;

4. Preparation of the HydeLines and Presentation of the Brand;

5. Monitoring results.

This process of work on the terms takes at least one year [2].

Often, the branding strategies of the two major cities Astana and Almaty emphasize only their material
characteristics - buildings and events (Asian Games, Universiade, Expo, Summit, etc.), while small cities use
intangible aspects - history, slogan and logo (as an example of the logo of Zhezkazgan, the author Bekeshev
Vadim) (Fig. 2).
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Figure 2. Historical logos

Contests held to create a brand of cities and countries are held at the following stage:

1. The development of territory branding is understood as the development of a kind of «beautiful pic-
turey for attracting tourists.The essence of territory branding lies in the analysis of the strengths and weak-
nesses of the territory of competitors and the development of the identity of the place, taking into account the
concept of this territory.

2. Branding of cities is developed taking into account «onlyy iconic buildings or symbols of the city. Ef-
fective branding of the city requires a clear understanding of its future and an appropriate brand development
strategy (2) as well as the target audience.

3. Customers of projects - state authorities of the regions usually do not fully represent what the project
for branding the territory is. As a result:

3.1. the sample is taken by the visual perception of the city's logo by the commission, without analysis
of the concept and strategy of the development of the territory.

3.2. there is no understanding of the scope of work (often for development is given from 15-20 days),
whereas for a full analysis of the potential of the territory, a survey of residents and tourists, the development
of a concept for the development of the city, etc. Takes more than six months.

3.3. understanding the costs of human resources (it is necessary to create a working group consisting of
specialists from different fields of activity). In the contest, designers and advertising agencies are often in-
volved. While issues of site identity, concept analysis and brand strategy development are beyond the de-
signer's competence. In the development of the brand, the designer acts only as an artist.

3.4. to successfully create and implement a brand of the territory, it is also necessary to involve the in-
habitants. Since they are primarily both carriers and owners and consumers of the brand of their territory [3].
As an example, the rejection of the chosen symbol of Almaty by the city residents.

Whatever contests are held to develop the brand of the territory, one of the components of the brand's
success and recognition is the brand's promotion with the help of the media and government agencies, as
well as use in the design of the city and replicating on souvenirs.

Having a neighborhood with regional competitors such as Kyrgyzstan, Uzbekistan, with which Kazakh-
stan has a similar ornamentation, culture and way of life and which is inferior to climatic conditions, it is dif-
ficult to stand out for its unique features and not to strengthen common features. The real problem is to de-
termine which of the many national features of Kazakhstan best responds to key stakeholders and key con-
sumers of the brand.

Over the years, Kazakhstan has been spending huge amounts of money on image-based video clips
broadcast on global channels, which shows the sights of Kazakhstan. At the same time, attracting the interest
of a potential tourist is not an easy task. Becoming tourists, a person acquires a «tourist's look». According to
the theory of the British sociologist Urry, the «look of the tourist» depends on the society and is formed by
society and develops due to the large flow of information transmitted through media channels. At the same
time, according to Urry, tourists and places of interest are manipulated, accordingly, cities can draw tourists'
attention to those landmarks and places of interest they want [4].

Thus, successful branding of the city can be an excellent tool for creating a tourist image of the whole

country.
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A. Ceken, X.H. Epnuszosa, A.M. llIlunemanosa, A.C. OMapoBa

Ka3zakcran aiiMaFbIHAaFbl OPEeHIUHT

JXKahauaplk 3KOHOMHUKAJIBIK KaThIHACTApIbl KEHEHTY YVIIIH JaMBITy JXOHE OOCEKENECTIKTiH MIapTTapblH
KaJIBIITACTBIPY, IIIKI jKOHE CHIPTKBI HApBIKTa CEHIMI Ce3iHYre jkaHa KypajgapblH IaiiganaHy xaxer. by
Kypanmapasly 0ipi — OpeHAMHT, of1 06aThiC ipi KOMITAHHSIIAPBIHBIH MapKETHHITIK OaraapiamMaiapbIHbIH
axpipamac Oedirine aiHanmsl. On e©3iHAE KYpbUTY, KYIICIO, PEHO3ULMsUIAHY, JKaKcapy JKoHE Jamy
CaThUIAPBIHBIH ©3repyi JKOHE OHBIH KEHEI JKOHE TepeHIey IpouecTepin Koca anmaipl. Kasakcran
Pecry6kachIHbIH HapBIKTBIK KaThIHACTAP.IbIH KaJbIITACYbl MEH JlaMy IPOILIeCi, Tayapiap MEH KbI3METTepAi
KYpy, TapaTy >koHe TYTHIHY YVIIiH OW3HEeC >KOHEe MapKeTHHI KBI3METIHIH >KEeTUIAIpyIi Tajam eTesi.
XaJbIKapalblK aKmapar KOMUTETI eTiMi3IiH [MeTeNe )KoHe OH UMHJDKIH HBIFaiiTyFa xayar Oepeli. Onemue
skahaHIIBIK aKNapaTTHIK XKaHA TOCUTIECP OH HMUJKIH KaIBINTACTRIPYFa KKETTUIIr 0ap, COHABIKTAH J1a Ka3ipri
YaKpITTa KONTEreH enaep «peOpeHIUHr» ©3iHe ayiapy MakKCaThIMEH OJapAblH TapTHIMIBUIBIFBIH JKOHE
TaHBIMAJBIFBIH apTThIpanpl. Kazakcran enmi yumiiH Oocekere kabimerti 50 en KaTapblHa KOCBLTY YIIiH
TYPaKThUIBIK OpeHx kepek. On Oaocexere KabinerTimikTeH xabapaap 0oiybl MeH OpPeHA TYpaKThUIBIFBIHAH
Gacranazapl. BpeHAMHr aymakTapabl AYHHEXKY3UIIK MPAKTHKAHBIH SKOHOMHKAIBIK KSHE CasCH THIMIUIrIH
kepcetei. On TypucTepi TapTy YIIiH MYMKIHIIKTEp »Kacay, HHBECTUIMSUIBIK )KoHe Oenrini 6ip Makcarrapra
KOJDKETKi3y OOJIBIT TaObLIa IbL.

Kinm ce30ep: OpeHAWHT, SKCIOPT, ayMak, OPCHIMHI OPBIHABIK, JIOTOTHII, MH(PaKypbUIbIM, OpeHa-Oyk,
SKCTIOPTTHIK OpeHATEp, pecypc, IKOHOMHKA.

A. Ceken, X.H. Epnuszosa, A.M. lllunemanosa, A.C. OMapoBa

Bbpenaunr reppuropuii Kazaxcrana

B yci10BHSIX OBCEMECTHOTO PACIIMPEHHUS MUPOXO3IHCTBEHHBIX CBA3CH, PA3BUTHS IPOU3BOACTBEHHBIX MOIL-
HOCTEH U, KaK CJIEACTBUE, (POPMHUPOBAHUS KECTKHUX YCIOBHH KOHKYPEHTHOH GOpHOBI HEOOXOIMMO HCHONB30-
BaHME HOBBIX HHCTPYMEHTOB, IIO3BOJIIOIUX IIPOM3BOAUTENIO YBEPEHHO UYBCTBOBATh CeOSl Kak
Ha BHYTPEHHEM, TaK U Ha BHEIIHEM pbhIHKaxX. OJHUM M3 TaKMX HHCTPYMEHTOB SIBIISIETCS OpEHIHHT, TaBHO
CTaBIIMH HEOTHEMJIEMOI 4aCThI0 MapKETHHTOBEIX IPOTPaMM BCeX KPYIHEHIMX 3amagHbIx koMnanui. I1po-
necc GOPMHUPOBAHUS M PA3BUTHS PHIHOYHBIX OTHOLIEeHHMH B PecryOnuke Kasaxcran conpoBoskiaercst ycuie-
HHMEM KOHKYPEHTHOI G0pbOBI MEXIy XO3SHCTBYIOLIMMH CYObEKTaMH, MOCTOSHHBIM W3MEHEHHEM BHEIIHEH
Y BHYTPEHHEl MapKeTHHIOBOil cpeibl, 4YTO TpeOyeT COBEpIICHCTBOBAHMS IPEANPHHUMATENbCKON
Y MapKETUHTOBOW IEATENBHOCTH 110 CO3JAHMIO, PACIIPENICICHUIO U MOTPEOICHHUIO TOBAPOB U YCIyr. Mexy-
HapOIHBIN HHPOPMAIMOHHBIH KOMHTET OTBEUAET 3a MPOABIKCHUE U YKPEIUICHHE OJIOKHUTEIBHOTO HMHUDKA
Hamed crpaHbl 3a pyOexoMm. B rinoGampHOM HMHGOPManMOHHOM MHpE CYHIECTBYET HEOOXOIMMOCTh
B pa3pabOTKe HOBBIX ITOJXOJOB K CO3AHHIO ITOJIOXKUTEINEHOTO MMUJUKA JUISl CTPAHBI, TO9TOMY B HACTOSIIEE
BpeMs MHOTHE CTpaHbl «peOpeHAMHr» Ce0sl HCIONB3YIOT [UIS IIOBBINICHHS WX y3HaBa€MOCTH
U IpHUBJIeKaTelnbHOCTH. Ka3axcTaH He sBISETCA MCKIIOYEHHEM, OCOOCHHO KOIZia MbI IBITAEMCS BCTYIHTb
BKIy0 50 Hambonee KOHKYpEHTOCIIOCOOHBIX CTpaH Mupa. KOHKYpEeHTOCIOCOOHOCTh HAuHWHAETCS
C Y3HaBaEMOCTH U CTaOWIBHOCTH OpeHsia. MUpoBas IpakTHKa OpeHIuHra TEPPUTOPHI IEMOHCTPUPYET CBOIO
9KOHOMHYECKYIO U MOJIUTUYECKYIO 3()(PEKTHUBHOCTD, YTO CO3/1aeT BO3MOXKHOCTH JUISl IIPUBJICYEHNUS TyPUCTOB,
HWHBECTHUIINH, a TaKKe JOCTIDKSHUS ONPEISIICHHBIX IIeNeH.

Kniouesvie cnosa: OpeHAMHT, SKCIIOPT, TEPPUTOPUH, OPECHANHT MECT, JIOTOTHUII, HHPPACTPYKTYpa, OpeHI-0yK,
SKCIOPTHBIE OPEH/IBI, peCypc, SKOHOMHUKA.
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