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Conceptual foundations of the category of tourist destination

Abstract

Obiject: object of research is the essence of tourist destination.

Methods: The presented research is analytical in nature. The research methods are based on the principles of sys-
tem-structural analysis, the methods of bibliographic analysis and classification have applied.

bibliographic analysis: which made it possible to update information on publication activity within the framework
of the considered scientific problem through the creation and analysis of the search query “tourist destination”;

classification method: which made it possible to obtain a classification of types of tourist destination based on the
identified features of the grouping.

Findings: The article analyses the key concept of modern tourist discourse — “tourist destination”. The article dis-
cusses various approaches to the formation and content of the concept of destination, its meaning, and also examines its
main features. The analysis of the use of the term "tourist destination™ in domestic and foreign scientific literature is
carried out, the author's vision is given.

In determining the features of the tourist destination, the 6A system was considered, which groups the main ele-
ments inherent in it. The importance of proper planning of the life cycle of a tourist destination in the successful man-
agement and development was also revealed.

Conclusions: Contemporary tourism scholars consider the tourist destination from two points of view: visitor’s
and manager-developers’. Tourist destination consists of several elements: attraction, accessibility, convenience, inter-
mediaries and auxiliary services, the organization of tourist services, and the availability of ready-made tourist products.
Having considered the typology of tourist destinations given above, it can be described as a place that can arouse any
tourist interest. In conclusion, the destination is a tourist direction with a developed infrastructure and service that can
concentrate the interests of tourists and attract them.

Keywords: tourism industry, destination, attractiveness, tourist product, 6A, tourist destination life cycle, tourist
motives.

Introduction

The modern international tourism market occupies a leading position as a large developing sector of the
global economy. Considering that tourism is extremely important for any country, including the Republic of
Kazakhstan, it is necessary to pay attention to the quality of tourist destinations and increase their attractive-
ness. The question of the ways of development of the destination is the most urgent, requiring creative solu-
tions and a new look in connection with the rapidly changing trends in world tourism. Thus, the winners in
the field of tourism will be those countries that have attractive tourist destinations that will attract many visi-
tors.

The formation of the modern domestic tourism industry as a complex economic, social and ecological
system is based on the interaction of its subjects, that is, tourists, and objects — tourist destinations. It is the
tourist destination that acts as a key component of the tourist system, since it is formed by functionally relat-
ed elements (tourist resources, tourist and general infrastructure of the territory, labor potential and manage-
ment), which are located on a certain territory, have information and communication structures to ensure the
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implementation of strategies and tactics for the production and sale of tourist products aimed at effective
economic, social and environmental activities in it.

Traditional theories look at a tourist destination as a geographical area but new approaches consider
tourism destination as constantly changing socially constructed units. The article summarizes the main theo-
retical approaches to determining the essence of the economic category “tourist destination”. The character-
istic of the main approaches to the content of the tourist destination is given. The author’s approach to the
structure and components of tourist destinations is proposed.

Literature Review

The concept of the destination means “address” in Latin, even though it is one of the main terms for
tourism researchers and practitioners over the past 30 years, one cannot state that there exists a single, gener-
ally accepted definition or even approach to this term. A destination is a place rich in recreational resources,
located in comfortable geographical and transport conditions, and provides tourists with sufficient infor-
mation about it.

Leiper was one of the first to localize the concept of destination in tourism. One of the first scientifical-
ly based concepts of tourist destination was proposed in 1988 by R. Pozzer, who considers the concept to be
“a space for stabilizing tourist flows” (Bogoljubov V.S., 2005). In addition, it combines four principles for
tourist purposes: environment, attractiveness, service, residents, heritage and culture.

According to S.R. Yerdavletov (2002) “tourist destination is a locality, a place of residence, a natural
object, where complex of tourist and excursion services is created on the basis of recreational resources. The
tourist complex consists of tourist accommodation facilities (tourist bases, hotels, boarding houses, etc.), ca-
tering, shopping centers, sports equipment locations, institutions providing sightseeing and other tourist ser-
vices”.

In foreign literature, the concept of tourist destination is mainly associated with the system of Land
Management. Research by C. Metelka (1990) and C. Gunn (2020) define the destination as “a geographical
area to which a person travels”, or “the territory of the tourist market”. Furthermore, a tourist destination can
be any geographical location that is interesting for a person engaged in tourism, for example, a city, village,
rural locality, special tourist service centers, rivers, lakes, sea (ocean), mountain massifs, landscapes, nation-
al parks, nature reserves, etc.

Table 1. Definitions are given to the concept of “destination” in foreign literature

Author Definition

Leiper N. (2004) Tourist destination regions — locations that attract tourists to stay temporarily, and in
particular those features which inherently contribute to that attraction.

World Tourism Organiza- | A tourist destination is a physical space, in which a visitor spends at least one over-
tion (2002) night. It includes tourism products such as support services and attractions and tourism
resources within one day’s return travel time. It has physical and administrative bound-
aries defining its management, and images and perceptions defining its market com-
petitiveness.

Kotler Ph. (2017) A tourist destination is a multidimensional tourism product (complex of intangible and
tangible elements): main, accompanying, complementary, and enhanced products.

Buhalis D. (2000) Destinations are amalgams of individually produced tourism amenities and services
(accommodation, transportation, catering, entertainment, etc.) and a wide range of pub-
lic goods (such as landscape, scenery, sea, lakes, socio-cultural surroundings, atmos-

phere, etc.).

Cooper C. (2005) A tourism destination is the concentration of favorable conditions and services for tour-
ism activities.

Baggio R. (2010) Destinations are considered complex systems, represented as a network by enumerating

the stakeholders composing it and the linkages that connect them. (...) A tourism desti-
nation shares many of these characteristics, encompassing many different companies,
associations, and organizations mutual relationships of which are typically dynamic
and nonlinear.

Ritchie, Crouch (2003) Tourist destinations are geographical regions explicitly branded and positioned for
tourist enjoyment and all sorts of travel activities.

Note — compiled by the authors on basis of literatures
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The views presented above show that a tourist destination is a specific territory that has the ability to
provide a wide range of tourist services and is the purpose of tourist’s journey (Table 1). In general, tourist
destination is a territory with recreational potential and developed infrastructure (transport roads, hotels, res-
taurants, entertainment centers, urbanization and etc.) to serve a number of tourist contingents. Also, it is the
dominant unit of the tourist system, and it can be described as a center with maximum convenience, services
that meet the needs of the service sector and tourists.

Methods

The presented research is analytical in nature. The research methods are based on the principles of sys-
tem-structural analysis, the methods of bibliographic analysis and classification have applied.

bibliographic analysis: which made it possible to update information on publication activity within the
framework of the considered scientific problem through the creation and analysis of the search query “tourist
destination’;

classification method: which made it possible to obtain a classification of types of tourist destination
based on the identified features of the grouping.

Discussion

The peculiarities of the development of the tourism industry and the modern needs of consumers im-
pose several strict requirements on the development and formation of tourist destinations. According to the
traditional concept, the tourist destination is considered as “a place where people spend their holidays”, the
characteristic elements of which are the following: place (development of tourist area and structure), people
(demographics, motivation, arrival rating and employment in the destination) and recreation (activities of
tourist during the holidays).

Contemporary tourism scholars consider the tourist destination from two points of view:

1. Visitor’s perspective — an area so chosen by people to spend their holidays and resulting impacts of

their activities.

2. Developer/Manager’s perspective — managing the demand for tourism as well as managing the im-
pacts of tourism on the destination. Concepts like carrying capacity, visitor expectation, and resource
protection help in managing the fine balance between tourist expectation, tourism demand, and con-
sequences for the destination.

The role of the local community in tourist destination development, guiding and modifying tourist be-
haviors for minimization of impacts, delivering unique destination experiences, synchronizing the public-
private partnerships, and managing the conflicting interests of various stake holders are some of the emerg-
ing destination paradigms.

Results

Classification features and types of destinations

One of the main signs of a tourist destination is tourist interest. The emergence of tourist interest is as-
sociated with the motivation of travelers to the destination, that is, consumer preferences are different. For
example, it is clear that the interest of a tourist who is going to embark on a pilgrimage journey differs from
that of vacationers for recreational purposes. Despite the various reasons for travel, it is possible to get the
main factor called tourist enthusiasm, making the main goal of the trip. These incentives allow tourists to
choose a specific tourist destination, which is the end point of the trip (Erdavletov et al., 2007). Visiting a
particular tourist destination is typically motivated less by the elaborated physical characteristics of the site
than by the powerful mental and emotional image or “pre-experience” the tourists have for the expected ex-
perience at the destination.

At the same time, the types of tourist incentives can also be described by the concept of “tourist motiva-
tion”. According to some authors, mainly natural and climatic, cultural, economic, and psychological moti-
vations are the main motives for travelers (Fig.1).

Figurel. Types of tourist incentives
Note — compiled by the authors on a basis of (Erdavletov et al., 2007)
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A good understanding of tourist incentives allows the manager to form the best tourist destination, pur-
sue a favorable tourism policy and develop the tourism economy and the region (Erdavletov et al., 2007).

Tourist incentives are a combination of cultural, psychological, physical, etc. needs that satisfy the de-
sires and interests of tourists and affect theirs in thinking about the tourist centers. There are many types of
tourist incentives that define a wide variety of types of tourism. Moreover, as tourism spaces, destinations are
deliberately constructed to fulfill specific tourist expectations (Meethan K., 2006). The values associated
with specific destinations play a crucial role regarding the degree to which people will consider their travel
experiences as satisfying and as meeting their expectations (Meethan K., 2006).

Tourist destination establishes the objective and subjective ratio of tourism. 1969 I.VV. Zorin examines
the factors that form tourist destinations into three groups:

e Formative (according to the needs of tourists);

o Developer (depending on resources);

e Consolidating (related to informing the population) (Cooper et al., 2005).

For long-run tourism growth, it is very important to develop a destination in a well-planned manner.
Each destination is characterized by its own specificity, although today the tourist destination can be system-
atized through its elements as follows (Table 2). The elements of the destination directly affect its attractive-
ness and popularity. Also, these basic elements can be broken down into attractions (“must see” and “must
do”) and other elements. The provision and quality of these elements will be influential in the visitor’s deci-
sions to make their trip.

Table 2. System of destination elements

Elements Elements value
It includes all those factors which attract tourist, attractions make people interested in
Attraction visiting them because they are exciting, for example: a place, nature, lakes, beach, mon-
uments, etc.
Accessibility Availability of internal and external communication and transport links in the destination.
Ways to reach.
Amenities A set of enterprises that provide high-quality tourist services and goods: restaurants,

shopping centers, sanitary, and many more.

The supporting facilities inside and around tourist destinations. Even though some of
these facilities may not directly relate to tourism, they are often needed by some visitors:
communication channels, internet services, bank ATMs, medical services, and postal ser-
vices.

o All kinds of activities that visitors are able to do in a tourist destination: sightseeing,
Activities swimming, outbound, playing, and taking photographs.

Ancillary services

Ready-to-sell tourist products prepared according to needs of tourists. You will be able to
find various packages which have been combined into one package for the purpose of
offering to visitors. They include guiding services, organized tours, and special interest
tours.

Note — compiled by the authors on a basis of (Tran et al., 2017).

Available packages

The first four elements illustrated in the table can be attributed to the first and second levels of tourism
infrastructure. The first level is not directly related to tourist activities, but includes production facilities that
are necessary for the provision of tourist services (for instance means of communications, energy, public util-
ities, finance, insurance, etc.). If the quality of service for objects of the first level is low, this, in turn, nega-
tively affects the attractiveness of destinations.

The second level provides a set of structures that tend to form effective tourist destinations without
tourist demand. But their activities expand when they are located in a place of tourist interest (for example,
car rental, accommodation, catering, entertainment, and treatment enterprises) (Tran et al., 2017).

The elements “activities” and “available packages” belong to the third level of tourism infrastructure,
which is represented by complexes of enterprises, activities of which are aimed at forming and satisfying
tourist needs — tour operators and agencies, producers of individual tourist services.

Thus, the tourist destination provides for the needs of tourists, so that it is an isolated geographical
space consisting of certain tourist attractions that create an impression of the place. Each destination has its
own characteristics, although they can be divided into four groups in general:
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1. The destination consists of the following components: attractions, amenities, accessibility, additional

services, etc.

2. The destination offers cultural values: visitors should perceive the destination as an attractive place

that justifies the time and money spent on the trip.

3. The destination is indivisible, that is, the tourist product is produced where it is used, and in order to

consume it, tourists must be in the destination.

4. In addition to tourists, the services of the destination are also used by people: local residents, and

employees serving in the travel area.

The stated properties become criteria for different approaches to destination classification. T. Bieger
classified tourism destinations according to their size: continents, international areas, countries, regions, vil-
lages, tourism localities, and places of attraction (Bieger, T., Beritelli, P., 2012). Another classification of
destinations according to geographical properties is offered by Kotler, it consists of a division of macro- and
micro-destinations. Macro destinations include a region consisting of thousands of micro destinations, such
as the USA: districts, States, large and small cities, and inner-cities destinations.

According to the functional structure, tourist destinations can be classified as follows:

- Climatic centers offering sunbathing: cold beaches (North, Baltic seas) and hot beaches (Mediterra-

nean, Caribbean);

- Balneological and mineral springs;

- Traditional sports (swimming, winter sports, golf) and sports adventure centers (Safari, fishing,

Olympic Games);

- Historical, destinations where historical and architectural monuments are located (Egyptian pyra-

mids, Louvre, Hermitage museums);

- Religious, centers where different religious duties are performed and which are symbols of different

beliefs (Jerusalem, Mecca, Lourdes);

- Cultural, visiting exhibitions, concerts, theaters, film, opera seasons, conferences and congresses,

folklore, national holidays, fairs, and music-based centers;

- Business and shopping centers, visits to fairs, various exhibitions, and organization of business meet-

ings, conference centers, seminars, symposiums, and scientific and political forums;

- Entertainment centers — zoos, casinos, attractions, etc.

However, the market of tourism products is expanding, and at present, we can add new categories to
this list. The examples are:

- Dark tourism destinations, associated with death, war, and violence, for instance, concentration

camps, cemeteries, etc.;

- Gastronomic tourism destinations, providing new cuisine and food experiences for the customers.

As a tourism product, destinations fall into two categories: mass and alternative. Mass tourism destina-
tion is characterized by an extreme concentration of tourists there. Usually, these are all-inclusive resorts,
and guided package tours organized by tour operators and agencies (Vainikka V., 2016). Alternative tourism
concerns a variety of approaches: eco-tourism, agro-tourism, community tourism, ethical tourism, etc.
(Duterme B., 2006). Tourism objects and areas, providing services for these industries may be viewed as al-
ternative tourism destinations.

Classification of destinations according to tourism infrastructure: capital cities, towns being hubs of
touristic routes, centers specially built for tourists, or promotion of national or regional culture (Cooper et al.,
2005).

Taking destinations as points of touristic routes from the point of consumers, J. Holloway and C. Hum-
phreys (2016) have defined the following destination types:

o Centered destinations, i.e. one locality is chosen for the most time of visit;

o Base destination, i.e. place of stay where tourists stay for a visit with the aim of exploring nearby

countryside;

e Multicentered destination, i.e. two or more places of visit chosen for travel;

o Touring destinations i.e. stop of touristic routes, such as ports at cruises;

o Transit destinations, i.e. stop being made on the way to the final destination.

Each of these types of tourist destinations requires special facilities for tourism and tourism-related ser-
vices.
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The life cycle of tourist destination

The notion of the life cycle of a tourist destination is used in the implementation of Destination Man-
agement. This concept was introduced by Butler (1980) to explain the progress of a tourist destination over
time. This progress is estimated with the number of tourists coming to a destination and their view of the
destination. The life cycle of a tourist destination is important in planning a destination and choosing a strat-
egy for its future development (Butler, 1980).

Pre-tourism stage

v

Increase in the number of returning tourists

v

Investing in the hospitality and catering industry

v

Increasing the number of tourists by promoting
destinations in the tourist market

Additional investments in the tourism and hospi-
tality infrastructure

v

Creation of new jobs, changes in the field of ar-
chitecture, environment, culture, emergence of
new residents

v

Loss of novelty and attractiveness at the destina-
tion (decrease in the number of tourists)

v

Decrease in the occupancy rate of hotels

4/‘\*

Tours at the reduced prices, discounts Rejuvenation

Figure 2. Tourist destination life cycle

Note — compiled by the authors basis on (Butler, 1980)

A destination undergoes an evolutionary cycle of six stages as listed below:

140

Exploration (pre-tourism) stage - national and cultural-historical objects of the region have not yet
been affected by tourism. The destination is remote with a shy or unknown look, with little or no
touristic development.

Involvement stage — visitors / tourists from the congested city centers are fascinated by the calm and
unspoiled landscape of the destination. During this stage, people from different groups work together
for the betterment of tourism.

Development stage — the number of tourists increases and at peak periods it is more than the size of
the local population.

Consolidation stage — the destination becomes a fully fledge known destination among the tourists.
Stagnation stage — the tourism landscape becomes overriding and little scope is available for further
expansion.
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o Decline stage — the destination loses its charm and tourists find out some newer destination of the
same choice. There are chances of two more events in the declining stage and these are:
a) Stagnation (in the declining stage);
b) Rejuvenation (in declining stage);
c) Declining (in the declining stage).

However, this model of destination development by Butler is not applicable or appropriate for each des-
tination as Choy (1992) suggested that it is better to treat each destination individually. Each destination is a
unique entity, and if managers decide to control development and limit the construction of tourist facilities
before the destination reaches the stagnation stage, the destination can live for a longer time.

Tourists” destination life cycle finds out the long-term profitability of any destination by using it as a
conceptual framework, as a tool for forecasting, and as a guide to strategic planning and development.

Conclusion

To carry out effective, competitive activities, many tourist centers perform their activities in the form of
destinations. Contemporary tourism scholars consider the tourist destination from two points of view: visitor’s and
manager-developers’. It is characterized as a destination for visitors, a final destination for tourist travel, and
for managers — developers - a place of concentration of tourist requests and their management. Each tourist
destination is characterized by its own characteristics. It combines several elements: attraction, accessibility,
convenience, intermediaries and auxiliary services, the organization of tourist services, and the availability of
ready-made tourist products. Having considered the typology of tourist destinations given above, it can be
described as a place that can arouse any tourist interest. It can be from large cities to small thematic parks. In
general, the role of the destination location, infrastructure, local population, and quality of service in the or-
ganization and development of destinations is also special. And the most important condition for creating a
destination today is the presence of an information system. It performs the main function of promoting desti-
nations in the market, awakening tourist interests. The wide spread of information about tourist destinations
increases the demand bag for them. Therefore, in the organization of tourist destinations developed at any
high level, much attention is paid to marketing. In conclusion, the destination is a tourist destination with a
developed infrastructure and service that can concentrate the interests of tourists and attract them.
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B.J. Kanginaa, P. llloxan, /I.I'. MampaeBa
TypuCTik 1ecTHHAIMSA CAHATHIHBIH TY’KbIPbIMAAMAJIBIK Heri3aepi

Anoamna

Maxcamur: 3epTTey HBICAaHBI TYPHUCTIK ASCTUHAIMSHBIH YFBIMBIHBIH MOHI aHBIKTAY.

Odici: ¥YCHIHBUTFaH 3epTTEY aHATUTHUKAIBIK OOJBINT TaOBIIANBL. 3EpTTEY OMICTepl peTiHme KYHETiK-KYphIIBIMIBIK
Tangay NpUHIMIITEpiHe HETi3AeNTeH, ONOIHoTrpadusIbIK Tanaay KoHe KIKTey 9icTepi KOIAaHBIIFaH.

- 6ubIUOCPAPUATLIK MANOAY: KTYPUCTIK NECTHHALU» 1311y CYPaHBICHIH TANIAy KOHE KYPY apKbUIbl KapacTBIPHI-
JIBIIT OTBIPFaH FRUIBIMH Macelle IeHOepiH/Ie XKapusUlaHFaH aKImapaTTapAbl TOJIBIKTEIPYFa MYMKIHIIK yKacaisl;

- Jicikmey 20ici: aHBIKTAIFaH TONTACTHIPY OENTrijepi Heri3iHie TypHUCTIK AECTHHAIMS TYPJIEPIiH KIKTeyre MyMKiH-
Ik Oepi.

Homuoicenep: Makanana xa3ipri TypUCTIK AMCKYPCTBIH HEri3ri TyKbIpbiMaaMachl — «TypHCTik OaFbIT TajnaH-
raH. Makanana JeCTHHAIMS YFBIMBIHBIH KaJIbINTAaCybl MEH Ma3MYHBIHA, OHBIH MaHbBI3bUIBIFBIHA KaTBICTBI SPTYPJI To-
ciiep KapacThIPbUIFaH, COHBIMEH KaTap OHBIH HETI3Ti epeKIIeniKkTepi 3epTreared. OTaHIbIK KOHE MICTSNIK FUIBIMU
oneduerTepae "TYpUCTIK JecTHHAIMA" TEPMHUHIHIH KOJIJAaHbUTYbIHA TAJIAY )KacallFaH, aBTOPJIBIK Ke3Kapac OepiireH.

TypucTik OaFbITTHIH SpeKIICTIKTepiH aHBIKTaY Ke31He OFaH TOH HETi3Ti AIeMEHTTep i TONTACTHIPAaThIH OA Xyiie-
ci Tankputanrad. CoHmali-aK TaOBICTBI O0acKapy >KOHE JaMBITy YIIIiH TYPHCTIK OaFBITTBIH OMIPIK IUKIIH AYPHIC KOC-
napiayIbslH MaHbI3AbLIbIFbl AHBIKTAFaH.

Kopvimeinowr: Kazipri 3aMasfbl TYpU3M 3epTTEYIIUICpi TYPUCTIK JECTUHAIMSHEI €Ki TYPFBIIaH KapacThIpaIbl: Ke-
JYIIiIep TYPFBICHIHAH JKOHE 931pJIeyIli MeHeKepiIep TYPFeICHHAH. TypUCTIK OaFbIT OipHEIIe AIeMEHTTEPICH TYPA b
TapTHIMIBLIBIK, KOJI )KETIMJIUTIK, BIHFAHIBUIBIK, NENAANIbIK )KOHE KOMEKIII KbI3METTEp, TYPUCTIK KbI3METTEp/l YHbIM-
JIaCTBIPY JKOHE JalbIH TYPHUCTIK OHIMIEpAIH 00iybl. TypUCTiK OaFbITTBIH KOFaphIJaFbl THIIOJIOTUSCHIH KapacThIpa OThI-
PBII, OHBI K€3 KEJIreH TYPHUCTIK KbI3BIFYIIBUIBIK TYABIPAThIH OPBIH PETiHJe cunarrayra 0onanbl. KopeITeIHABLIAN KeTe,
JIECTHHAIMSL — OYJI 1aMblFaH MHPPaKypbUIBIMBI MEH KbI3METi 0ap TYpUCTIK OarbIT, OJ1 TYPUCTEPIH MYZJIENepiH 1Io-
FBIPJIAH/IBIPBIIL, OJIAP/Ibl TAPTA ANabl.

Kinm co30ep: Typu3M MHIYCTPHSACHI, IECTUHALIUS, TAPTHIMJIBLIBIK, TYPUCTIK OHIM, 6A, TYPHUCTIK JIECTUHALIUSHBIH
OMIPIIIK UK, TYPUCTIK MOTUBTEDP.

B.J. Kanninaa, P. Hloxan, I.I'. MampaeBa
KoHuentyajJbHble 0CHOBbI KATETOPUHU TYPUCTCKOI T1eCTUHAIIUN

Annomauusn:

O6vexm: OOBEKTOM HCCIIENOBAHNUS ABISIETCS CYIIHOCTD TYPUCTHIECKON IeCTHHAIINY.

Memoowi: TlpencraBiieHHOE MCCIEI0OBaHNE HOCUT aHAINTHYECKUIT XapakTrep. MeToabl HCCileloBaHusI OCHOBAHBI
Ha NPUHIUIAX CUCTEMHO-CTPYKTYPHOTO aHaJM3a, IPUMEHEHBI MeTO (bl OMONMnorpadguyeckoro aHanmsa 1 Kiaccuduka-
UM

- bubnuoepaghuueckuil ananu3: KOTOPBHIA MO3BOJII OOHOBUTH MH()OPMAIMIO 0 MYOIUKAIIMOHHON aKTUBHOCTH B
paMKax paccMaTpuBaeMOl HaydyHO# MpoOJIeMBbl, IIyTeM CO3aHHs U aHaJIn3a MIOMCKOBOTO 3arpoca “TypucTuueckas aec-
THHALMS

- Memoo Kiaccughukayuy: KOTOPbIH MO3BOJIMII MOJTYYUTh KJIACCU(PHUKAIMIO THUIIOB TYPUCTUYECKUX HAINPaBJICHHIM
Ha OCHOBE BBISIBJICHHBIX MPU3HAKOB IPYIIUPOBKH.

Pesynomamul: B craTbe NpOaHAIM3UPOBAHO KIFOUEBOE MOHSATHE COBPEMEHHOTO TYpPHCTHYECKOTO AHMCKypca —
«TYpHUCTHYECKas IECTUHALHS». PaccMOTpeHbI pa3inuHble MOJAX0/bl K ((OPMHUPOBAHUIO U COJACPIKAHUIO MOHSATHS «Jec-
TUHAISI», €¢ 3HaYeHHe, a TAK)Ke NCCIIe/I0BaHbI €€ OCHOBHBIE 0coOeHHOCTH. [IpoBeieH aHalln3 UCIONB30BaHUs TEPMHUHA
«TYPHCTKas AECTHHALMSD B OTEYECTBEHHOH M 3apy0eKHOM HaydIHOH JIMTEpaType, JaHO aBTOPCKOE BHCHUE.

[Ipu onpeneneHnn 0COOEHHOCTEH TYPUCTHYECKOTO HANpaBJIeHUs Obljla pacCMOTpeHa cucteMa 6A, KoTopas rpyI-
IIUPYET OCHOBHBIE AJIEMEHTHI, IpUcynye ei. Takke ObuIa BBISIBICHA BAXXHOCTh ITPABMIILHOTO TUIAHWPOBAHUS KH3HEH-
HOT'O IMKJIa TYPUCTHYECKOTO HAIPaBJICHUS JUIsl YCIEHIHOTO YIPABJICHHS i PA3BUTHS.
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Bvi6o0b1: CoBpeMEHHBIE MCCIIEN0BATENN TyPU3Ma PACCMAaTPUBAIOT TYPUCTCKYIO JECTHHAIMIO C JIBYX TOYEK 3pe-
HUSL: C TOYKH 3pEHUS HOCETUTENS M MEHEIKEPOB-pa3pabOTUMKOB. TypHUCTHYECKOE HANPABIECHHE COCTOUT U3 HECKOJIb-
KHX 3JEMEHTOB: IPHUBJIEKATEIbHOCTD, JIOCTYITHOCTh, Y00CTBO, NOCPEAHMYECKHE U BCIIOMOTaTeIbHbIE YCIYTH, OPraHu-
3alus TYpUCTUYECKUX YCIYyT U HaJU4ue FOTOBBIX TYPUCTHYECKUX NPOAYKTOB. PaccCMOTpeB NpHUBEIEHHYIO BBIIIE TUIIO-
JIOTHIO TYPUCTKON AECTUHALIUH, €€ MOKHO 0XapaKTepU30BaTh Kak MECTO, KOTOPOE MOXKET BBI3BATh JII000H TypHcTHYEC-
KUi uHTepec. B 3awitoueHrne MOXHO CKa3aTh, YTO JECTUHALUS — 3TO TYpHUCTUYECKOE HAINPaBJICHHE C PA3BUTOM MH-
(bpacTpyKTypoii U CEpBUCOM, KOTOPOE MOKET CKOHIIEHTPUPOBATh HHTEPECH! TYPUCTOB M IIPUBIIEYD HX.

Kniwouegvle cnoea: nHIyCTPUs TypU3Ma, NECTHHAIMNS, IPUBICKATEIbHOCTD, TYPUCTHICCKUI MPOAYKT, OA, XH3-
HEHHBIN OUKJI TYPUCTCKOH AECTHHALNH, TYPUCTCKUE MOTHUBHI.

References

Baggio, R., Scott, N., & Cooper, C. (2010). Network science: A review focused on tourism. Annals of Tourism Re-
search, 37(3), 802-827. Retrieved from https://doi.org/10.1016/j.annals.2010.02.008

Bieger, T., & Beritelli, P. (2012). Management von Destination. Oldenburg Verlag. Retrieved from
https://doi.org/10.1524/9783486721188

Bogoliubov, V. S., & Orlovskaya, V. P. (2005). Ekonomika turizma [Tourism Economy]. Moscow: Akademiia.
https://tourlib.net/books_tourism/bogolubov.htm [in Russian].

Buhalis, D. (2000). Marketing the competitive destination of the future. Tourism Management, 21(1), 97-116.
https://doi.org/10.1016/S0261-5177(99)00095-3

Butler, R. W. (1980). The Concept of a Tourist Area Cycle of Evolution: Implications for Management of Resources.
Canadian Geographer. 24(1), 5-12. Retrieved from http://doi.org/10.1111/j.1541-0064.1980.tb00970.x

Choy, D. J. L. (1992). Life Cycle Models for Pacific Island Destinations. Journal of Tourism Research. 30(3), 26-31.
Retrieved from https://doi.org/10.1177/004728759203000304

Cooper, C., Fletcher, J., Gilbert, D., Fyall, A., & Wanhill, S. (2005). Tourism: Principles and Practices. Pearson Educa-
tion.

Duterma, B. (2006). Expansion du tourisme international: gagnants et. perdants. Alternative Sud. 13. 7-22.
https://www.collectif-communiste-polex.org/librairie/tourismeduterme.pdf

Erdavletov, S. R., Podvalov, A. Yu., & Titova, M. A. (2007). Turistskii Klaster i problemy formirovaniia industrii tur-
izma Kazakhstana [Tourist cluster and problems of formation of the tourism industry of Kazakhstan]. Materialy 111
Mezhdunarodnoi nauchno-prakticheskoi konferentsii «Geografiia turizma: aktualnye voprosy teorii i prakti-
Ki»/Materials of the III International Scientific and Practical Conference “Geography of tourism: current issues of
the theory and practice”’], 5-10 [in Russian].

Erdavletov, S. R. (2002). Industriia turizma, usloviia i faktory ee razvitiia i territorialnoi organizatsii [Tourism industry,
conditions and factors of its development and territorial organization]. Problemy stanovleniia industrii turizma Ka-
zakhstana — Problems of the formation of the tourism industry of Kazakhstan, 13-26 [in Russian].

Gunn, C. A., & Var, T. (2020). Tourism Planning: Basics, Concepts, Cases. Routledge: Oxfordshire.

Holloway C. J., & Humpreys C. (2016). The Business of Tourism. Harlow Pearson Education.

Kotler, Ph., Bowen, J.T., Makens, J.C., Baloglu, S. (2017). Marketing for Hospitality and Tourism. Pearson.

Leiper, N. (2004). Tourism Management. Pearson Education.

Meethan, K., Anderson, A., & Miles, S. (2006). Tourism consumption and representation: Narratives of place and self.
CABI.

Metelka, C. J. (1990). The Dictionary of Hospitality, Travel and Tourism. Delmar Publishers.

Ritchie, J. R. B., & Crouch, G. I. (2003). The competitive destination: A sustainable tourism perspective. CABI Pub-
lishing. Retrieved from http://doi.org/10.1079/9780851996646.0000

Tran, H. M., Huertas, A., & Moreno, A. (2017). (SA) 6: A new framework for the analysis of smart tourism destina-
tions. A comparative case study of two Spanish destinations. Congr.-Semin. Destin. Tur. Intel., 190-214 Retrieved
from https://rua.ua.es/dspace/bitstream/10045/70149/5/Actas-Seminario-Destinos-Turisticos-Inteligentes_09.pdf

Vainikka, V. E. (2016). Tourist guide reflections on the spatialities of mass tourism: A case study of Finnish package
tourism in Crete. Fennia: International Journal of Geography, 196(1), 64-78.
https://fennia.journal.fi/article/view/40925

WTO (2002). Think tank. World Tourism Organization. Retrieved from https://world-tourism.org/

Cepus «3koHoMukax». Ne 4(108)/2022 143





