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ENHANCING THE DEVELOPMENT OF THE TOURISM SECTOR
BY IMPROVING ITS COMMUNICATION SUBSYSTEM

Abstract. In the article, it is relevant to study and develop theoretical foundations and tools that increase the
effectiveness of the communication subsystem of both an individual enterprise and the tourism sector as a whole,
allowing you to make decisions depending on the market situation. The relevance of these issues, their lack of
development determined the choice of the topic of the diploma research.

However, currently, economic growth in the tourism sector in Kazakhstan is constrained by lack of information
transparency, a focus on the provision of tourism services, which is inconsistent with emerging social and economic
communication of innovations, significantly changed the conditions and possibilities of realization of processes of
interaction of people and socio-economic systems, the high (relative to developed countries) level of income
differentiation of the population, require diversification of the tourism product. Thus, the most significant element
determining the effectiveness of management of the tourist complex and individual economic entities operating in
this area is the level of development of the communication system.

The solution to the problem of increasing the intensity of communication flows is connected not only with the
implementation of innovative means of collecting and processing information, but also with the level of knowledge
of the methodology, the ability to creatively apply it depending on a specific market situation. The well-known
theoretical tools that could be applied to the process of formation and functioning of the communication system in a
tourist organization are insufficient, because it does not provide a theoretically sound methodological basis for
implementing this process in the context of constantly changing social, competitive and economic characteristics of
the external environment.

Inbound tourism is particularly important in terms of boosting economic development, which increases
employment and creates a multiplier effect. This fact is supported by a relative slowdown in the growth rate of the
volume of services provided compared to the growth rate of the number of people employed in the tourism sector.
The decrease in the growth of indicators of the effectiveness of the use of labor potential, as well as the main funds
of the tourism sector may be explained by existing problems in the mechanism for managing its development. In this
regard, the paper examines the structure of existing relations between the subjects of the tourism market.

Keywords: tourism, development, efficiency, communication flows, communication technologies, innovations,
socio-economic opportunities.

Introduction. Tourism in the modern world is considered as a socio-economic phenomenon that has
a direct and indirect impact on the development of all related infrastructure. Tourism is based on a high
level of transport, social and service development, which ultimately turns it into a highly profitable
economic activity. At the same time, tourism is recognized at the international level as the most promising
area of activity, which is of great importance not only in terms of economic growth, foreign exchange
earnings and employment, but also for the consolidation of peace and the development of international
cooperation.

In many countries, tourism plays a significant role in the formation of the gross domestic product,
creating additional jobs and employment, and activating the foreign trade balance. In turn, the


https://doi.org/10.32014/2020.2224-5294.119
mailto:akmira777@mail.ru

ISSN 2224-5294 Series ofsocial and human sciences 4. 2020

development of tourism is influenced by various factors: demographic, natural and geographical, socio-
economic, historical, religious and political and legal. The importance of tourism as a source of foreign
exchange earnings, a way to expand international contacts and provide employment for the population is
constantly growing.

Methods. The initial theoretical and methodological basis of the research was the scientific and
practical developments of Kazakh and foreign researchers in the field of management of territorial socio-
economic systems, a comprehensive study of which allowed us to develop a fundamental context of
institutional, organizational and instrumental support for the development of tourism through the
introduction of communication technologies.

Mainpart. The tourist market as a sphere of manifestation of economic relations between producers
and consumers of a tourist product performs numerous functions: informational, intermediary, regulating,
price-forming, stimulating, creative-destructive, differentiating. But as the fundamental functions of the
tourist market we can distinguish the following:

- realization ofthe value and consumer value contained in the tourist product;

- organization ofthe process of bringing the tourist product to the consumer (tourist);

- economic provision of material incentives to work.

Features ofthe tourism industry as an object of management are as follows:

- first, when planning tourism activities, the needs, needs and desires of end users should be put at the
forefront. In this regard, the location of a tourist enterprise (due to its attraction to the direct end user) is
determined, on the one hand, by the location of the main contingent of consumers oftourist products, and
on the other-by the location of recreational resources, which are practically the main factor (part) of the
tourism industry [1];

- secondly, the non-primary nature of the tourist service. Although in the modern world, the
importance of tourism as a means of restoring strength and health is huge, the tourist product has not yet
become a basic commodity and is unlikely to become one in the near future. In addition, tourist services
are affected more than other paid services by changes in the purchasing power of the population. The
development oftourism is also strongly influenced by political and environmental phenomena;

- third, marketing is much more important in the tourism industry. This is due to the fact that the seller
of a tourist service, not being able to present its sample-standard (as is practiced in the sale of goods),
must find arguments in favor of their product - service, and this can only be done with a well-established
marketing system. In addition, due to the impermanence of the quality of the service, subjectivism in its
assessment, there is a need for its constant monitoring, i.e. this function of management becomes
particularly important. In this regard, tourism management should focus on creating a SORI system (a
system for collecting, processing and distributing information);

- fourth, the tourist service is unique (it is not possible to repeat it in all aspects) - it is the route of the
trip, terms of service, cost, etc.Even two tours on the same route for the same company often go
differently (this is the state ofthe vehicle, events in the host country, etc.).

Thus, these features actualize the study of processes in the communication and information
environment, which eliminates the problems of territorial dispersion of individual elements that determine
the promotion of travel services to the market [2], and solves the issues of coordination of their interests.
On the other hand, communications are an essential element of the tourism management system [3]. Since
economic systems cannot develop without the reproduction of all types of intellectual capital, without the
renewal of educational, cultural and scientific potential, the communicative factor in the development of
economic tourism systems becomes a condition for economic progress and an internal element of
sustainable economic growth [4].

The challenges of communication management in the tourism industry require a new combination of
technologies and tools that allow meaningful reform of the communication management of the economic
system, using an integrated approach.

Communication management is directly related to information technologies: customer relationship
management (CRM); supplier chain management (SRM); intelligent decision support; situational
management; corporate collaboration technologies [5].

The function of organizing the process of bringing a tourist product to the consumer is carried out
through the creation of a network of travel agents and tour operators for its implementation. As follows
from the above diagram, the integration of efforts of heterogeneous participants in the tourism market and
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interested in its development departments ofterritorial management systems is observed rather at the level
of properties ofthe communication environment than at higher levels, that is, at the level of performance,
but not their motives, causes and methods of implementation.

The synergistic effect of using technologies and tools of communication management is to achieve an
effective end result of the functioning of the economic system. This can serve as another argument in
favor of integrated communication as the basis of communication management in tourism.

To effectively solve this problem, it is necessary to detail the structure of relations between actors
operating in the market and synthesize on this basis a model for managing the development of tourism by
modifying the properties of its communicative subsystem.

Various types of companies specializing in operator and Agency activities, or combining these
functions in various proportions, operate in the Kazakhstan market of tourist services, thus providing a
competitive characteristic ofthe market. The nature of competitive relationships changes with hierarchical
transitions. Taking into account this factor and the communicative nature ofthe activities of these subjects
of the tourist market, it is necessary to form a functional block that provides for increasing the
effectiveness of vertical and horizontal communications and reducing negative manifestations of
competition.

The most important factor in enhancing the role of communications is the use of various elements
against the backdrop of constantly changing social, competitive and economic forces. Consider the
following major factors and the impact they have on communication and promotion management
practices:

1. The removal of restrictions on the activities of various companies in many industries has led to
numerous mergers and, consequently, to a reduction in the number of competitors. These events have
affected marketing and, consequently, the promotion of services to the market due to the opportunity to
increase advertising costs and the formation of special forms of promotion, such as a program for «regular
customers» who often use the company's services, etc [6].

2. The development of institutions in the tourism sector has activated banks and other financial
organizations in conducting aggressive advertising and using numerous forms of incentives - special
prizes, presentations to attract and retain customers - tourism businesses.

3. The intensification of global competition and increased communication capabilities have also
had a strong impact on marketing. Companies changed their marketing programs, including promotion, as
tourism markets began to become Intercontinental.

4. Increased interest in personal physical condition and well-being, rapid growth of the health
industry. Consumers have changed their interests in food, games during recreation, and their expectations
of life, including the content of a tourist product.

5. The role of the time factor when purchasing goods and services increases. Consumers are now
more determined than before to ensure that the operating mode of tourism service providers would meet
their interests.

Analysis of the role and place of tour operators in the functioning of the tourist market allows us to
make several negative points:

- the rules of behavior of this type of entities are sufficiently formalized, which ensures their clarity
and accessibility for potential and new market participants;

- the sphere of activity of tour operators is characterized by relatively low unit costs (compared, for
example, with industrial production and, especially, agriculture) or the possibility of transferring a
significant part ofthe costs to the consumer ofthe services provided,;

- the range of consumers is limited (travel agents), methods ofworking with them are well replicated;

- it is possible to create unique products, which allows you to distance yourself from competitors [7];

- as follows from the figure, it is tour operators who are influenced by the degree of infrastructure
development (transport, communications, etc.) and use local resources (natural, cultural) in their activities.

These characteristics determine the existence of a significant growth potential of this component of
the tourism market, which is possible both through the involvement of new participants in this type of
activity, and on the basis of increasing the volume of services offered by existing market entities.

Features of travel agents in accordance with the scheme shown in figure 12 are as follows:

- the need for direct interaction with the end user (tourists), who are a fairly large group;

192



ISSN 2224-5294 Series ofsocial and human sciences 4. 2020

- the complexity of promoting your product to the market, due to the mass of potential consumers of
services, the «blurring» of the boundaries of target market segments. Each resident is a potential tourist-
consumer ofthe services provided by the travel agent, but the share ofthe population using the services of
travel agencies is significantly lower than in other sectors of the service sector (education, health,
transport, communications, consumer services);

- sufficiently high concentration of enterprises of the same type or similar profile on the market, the
presence of competition;

- opportunities, as well as for tour operators, to transfer their own costs to the end user of services,
which reduces barriers to entry to the market for new participants;

Taking into account the above, we can identify the following problems, the solution of which
determines the possibility of activating tourism:

1. The weakening of the market positions of travel agents due to the presence of competition
between them, which is the main factor that constrains the entry of new participants into the tourist
market.

2. Communication problems between travel agents and end users.

All participants in the tourist market operate in an environment that is a superposition of several
fields that are distinguished by various characteristics and criteria:

- legal framework that defines the boundaries of possible changes in the behavior of market entities;

- information field that provides opportunities to promote the services produced on the market;

- communication environment that determines the effectiveness of business communications in the
tourism sector;

- territorial infrastructure that provides reproduction processes in the tourism industry and includes
enterprises that produce services (hotels, resorts, etc.) transport communications, communications, etc.

This decomposition of the environment for the functioning of tourism enterprises allows us to
attribute the most significant problems in the development of this sphere to separate fields, in particular,
the problems highlighted above belong to the communication and information field [8].

Thus, improving the environment for implementing communication processes can be considered as a
tool for activating tourism in a particular region. In accordance with the basic position on the dual nature
ofthe communicative subsystem ofthe travel services market, its main properties are:

- consideration of the communication system from two main points of view - system-wide (regional,
territorial) and local (enterprise level) [9];

- dynamics is taken into account by identifying two stages in the process of implementing a
communication system-organization (initial costs for creating an organizational structure, information
channels, including elements of the tourism sector [10], for which it is necessary to provide them with
market advantages when using this system), and after achieving positive effects of coordination, unity of
rules of behavior of market entities, consistency of their management decisions, the transition to the next
stage is made - self-sufficiency and replacement of the region's functions (management subsystems,
territories) with self-regulation that ensures movementto the target targets.

Results and discussion. Modern information technologies should play an important role in improving
the mechanisms of information and communication interactions between regional tourism market entities.
W ith the growing maturity ofthe information technology (IT) market, there are processes for optimizing it
and improving interaction with companies. One of the main aspects of optimization is the assessment of
the scale of information technology costs and their impact, as well as the organizational aspect.

One of the options for optimizing IT within regional structures, where IT is possible to expect the
maximum effect from this process, is the organization of an administrative unit in the communication and
information field ofthe region, which will oversee the field of information technology to perform the tasks
oftourist enterprises in the region.

Information technology is the basis for the success of modern companies and one of the most
important resources at their disposal. Recently, the role of this resource has significantly increased. The
efficient operation of the IT system and [11], as a result, the construction of a managed it infrastructure
have become the basis for the successful operation of the business. However, when organizing an IT
infrastructure, you should consider the problem of opacity of it expenses and excessive complexity of the
IT structure. In addition, the presence of extensive regional information networks creates difficulties in
coordinating them and eliminating duplicative functions.
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The problems that regional IT companies are created to solve can be different and depend directly on
the specifics ofthe region. However, a number of common tasks can be identified:

- integration of all subjects of the regional tourism market into a single information space based on
common technical and software solutions (standards);

- improved coordination of implementation and maintenance of information systems and software
complexes (ERP, EAM, CRM, SCM, PLM, etc.), communication systems, automated control systems of
the upper and lower levels.

- technical protection of objects and information security;

- creating a single technical support service for all interested parties;

- ensuring the technological development of the region in the field of IT through a unified policy and
strategy;

- solving personnel problems (for example, optimizing the IT of a city-forming enterprise helps to
improve the service of employees and thereby save staff).

The practice of regional IT companies allows us to highlight their main advantages and
disadvantages.

The analysis of information technologies currently used in the tourism industry allows us to conclude
that there is a unified approach to the organization of a system for promoting services to the market. The
existing system assumes selecting a ready-made tour from a certain database based on a set of parameters.
This approach can be called «passive», in which the client is offered a choice of what is formed in
advance. In contrast, this paper suggests using an "active" approach - creating tours directly based on the
requests of potential clients.

Obviously, the application itself must be formalized to some extent, allowing for generalization and
systematization. The paper suggests one ofthe possible «active» approaches to formalization, based on the
use of a single system of parameters that reflect different areas and stages of promotion of travel services
to the market, which eliminates the duplication of IT efforts of travel agencies.

An important component of an industry-specific regional information system should be a database as
a structured set of information that allows you to get the information necessary for decision-making due to
effective organization and compliance with the following requirements:

- no data duplication;

- mobility ofthe database structure;

- ability to expand the database;

- independence of processing programs from the data format;

- can be used by different users with different needs;

- ease of use.

Thus, its application provides an opportunity to improve the indicators of the information and
communication environment for almost the entire range of properties.

A.T. KeKeHoBal U.1O. XaH2 A.A. Cagblikb6ekoBa3 XX.K. TypebaeBa2 A.P. LLlan6aeBa 2

1Xanbiwapansi, ryMaHnUTapblK-TeXHUKaAbIK yHUBepcUTeT LUBIMKEHT, KasaKcTaH;
2Mwpac yHusepcuteT” LUbIMKeHT, Ka3akcTaH;
3Ll bIMKeHT yHUBepcuTeT” LLbIMKeHT, Ka3akcTaH

KOMMYHUKATVBT1K K11 XXYWEHI XET1N41PY HEI131HAE
TYPU3M CANACBIH JAMbBITY Abl XXAHOAHOBIPY

AHHOTauua. Makanafa HapblKTarbl Xargaiira 6alinaHbiCTbl LUeWiM Kabbligayra MyMKLIIK 6GepeTil Xeke
K3CLUOPbIHHBIH, COHAA-aK »anmnbl TYPU3M canacbiHblH KOMMYHWUKaTUBTX Killli Xy#ecw iy TIWMALWMH apTTblipaTbiH
TEOpUANbIK Hen3gep MeH Kypangapfbl 3epTTey XsHe fambITy e3ekn 60/bin caHanadbl. KepceTwireH mMacenenepaty
€3eKTLLU N, oNnapAblH XeTKiNiKCi3 3a3ipneHyi aTanraH 3epTTey TakblpblOblH TaH4ayra ceben 60n4bl.

CoHbIMeH KaTap, “ipri yakbiTTa KasakcTaHfarbl Typu3m canacblHAarbl 3KOHOMUKabIK €cy aKnapaTTbiK
albIKTbIKTbIH, TUMMNK TYPKbI3METL YCbIHYra 6argapAbiH XeTKinikci3giri texxenyge, 6yn agamgap MeH 3neymeTnk-
3KOHOMUKANbIK XYie 3MeMeHTTepiHiH e3apa ic-KWMbIN yaeploTepw icke acpy wwapTTapbl MeH MYMLUHKTepLU
anTapnbiKTall e3repTkeH 3/1eyMeTTiK-3KOHOMUKANbIK  KOMMYHUKAUMAMbIK WHHOBaLMANapAblH naiga 6o0nraH
MY MKIHAIKTEPiIHE, TYPWUCTIK eHIMAi 3pTapanTaHATpyAbl Tanan eTeTiH XanblK TabbICblH capanayfblH Xorapbl
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(canbiCTbipMabl faMbITaH engepre) feurewHe Kaiwbl kenedi. Ocblnalilla, TYPUCTIK KELLIEHA X3He OChl canaja es3
KbI3METLU >Ky3€ere acblpaTblH XeKejereH Lwapyawbinblk XYprisywi cyobvekTinepai 6ackapyably, TUIMAINIriH
aliKbIHAAATBIH HEFYPAbIM MaLbI3/bl 31eMeHT KOMMYHUKaLmManap XYWeciiu gamy geyrew 600bin caHanagp!.

KOMMYHMKaUWANbIK arbiHAapabIL, KapKblHAbIALITbIH apTThIPy M3CE/eciH Lelly aknapaTThbl XXMHAY MeH Kaita
eufeyail dkauawbll KypangapblH iCKe acblpyMeH Katap, 3ftOHaMaHbl Meurepy feureiiMeH fAe, OHbl HaKTbl
HapbIKTbIK >Xarpalira 6ainaHbiCTbl LiblrapMallbliblKneH KonjaHy KabweTTwnHe fe 6ainaHbiCTbl. TYpUCTIK
yiibiMaa KOMMYHMKaLms XY VeCiH KanbinTacThipy XaHe Kbi3MeT eTy YjepiciHe Kocyra 60naTbiH 6enriu TeopusbIK
Kypangap XeTKinikci3, enTKeHi CbIpTKbl OpTaHbll, TypakTbl e3repin OTblpaTbiH 3/eyMeTNK, 63ceKeNnecTiK X3He
3KOHOMWKanbIK cunaTTamanapbl XargavblHAa KepCeTinreH esrepicTi icke acblpy YLiH TeOpUSANbIK Herisgenrex
apicTeMenik 6a3aHbl yCbIHOANAbI.

OKOHOMUKANbIK AaMyfbl XaHAaHAblpy TYPrbiCblHAH XYMbICMEH KamTyfbl apTTblpyAbl XX3He MyAbTUNANKa-
TUBTX 3cepfil TyblHAAyblH KaMTamachl3 eTeTiH Lpy TypusMmi epeklle Maupbisra uve. byn dakTww, naigacbiHa
TYpPU3M canacblHAa >XXYMbICMEH KaMTblraH4ap CaHblHbIL, ecy KapKblHbIMEH CanbiCTblpraHia KepceTinreH Kbi3MeT
KeneMiHiL, ecy KapKbIHbIHbIL, canbiCTbipMansbl TYPgeri 6asynay KapKbiHbl apKbinbl ganenfeHepa. Eubek aneyeTiH
naiganaHy TWMALWN KepceTKiWTepiHil, coHAali-ak TYpM3M canacbiHbIL, HEM3n KOpnapbiHbIL, ecy KepceTKiliH
TEMEHAETY OHbIL, AaMy >KarfjaliblH 6ackapy TeTTHAEeN Kasipri macenenep apkbiibl TYCiHAIpinyi Mymk1H. OcbiraH
6alinaHbICTbl XYMbICTa TYPU3M HapbIrbIHbIL, Cy6ObEKTiNepi apacbiHAarbl Kasipri KaTblHacTapfbll, KYpblibIMbl
3epTTenenr

TYWiH cesaep: TypusMm, famy, TIIMALIK, KOMMYHUKATUBTIK arblH, KOMMYHUKATUBTIK TEXHONOTWS, MHHOBALS,
371eYMeTMNK-3KOHOMUKaNbIK MYMKIHAIK.

A.T. KoKeHoBal, .10. XaH, A.A. CaabikbekoBa 3 X.K. Type6aeBa2 A.P. LLlan6aeBa 2

1MeXxayHapogHbli F'yMaHUTapHO-TEXHUYECKNIA YH1BepcuTeT, LLbiIMKeHT, KasaxcTaH;
2YHusepcuteT Mupac, LUbIMKeHT, Ka3axcTaH;
3LLbIMKEHTCKMI yHMBepCuTeT, LLIbIMKEHT, KasaxcTaH

AKTUBUN3ALNA COPEPbI TYPUSMA HA OCHOBE COBEPLUEHCTBOBAHUNA
EE KOMMYHWKATVWBHOMN MOACUCTEMBbI

AHHOTauus. B cTaTbe MpeacTaBnseTcs akTya/lbHbIM U3y4YeHWe W pasBUTUE TEOPETUYECKUX OCHOB U UHCTPY-
MEeHTapus, MOBbILIAOWLEr0 3(HEKTUBHOCTE KOMMYHWUKATUBHOW NOACUMCTEMbI KakK 0TAeNbHOIo MpegnpusTvs, Tak u B
LLeNioM Ccepbl Typu3ma, MO3BOMSIOWEro MPUHUMATbL PELUeHMs B 3aBUCMMOCTM OT CUTyalun Ha pbiHKe. AKTyanb-
HOCTb YKa3aHHbIX BOMPOCOB, WX HeAgocTaTouHas paspaboTaHHOCTb OMNpedenunn BbIGOP TeMbl AMMIOMHOIO
1CCnef0BaHms.

BmecTe ¢ TeM, B HacTosiliee BpPeMsi SKOHOMUYECKMIA pOCT B chepe Typuama B KasaxcTaHe CAepXuBaeTcs
He0CTaTOYHOW WMH(OPMALMOHHON NPO3PAYHOCTbIO, OpWeHTaUMeil Ha MpeaocTaBneHUe TUMOBLIX Typycnyr, uyTo
BCTYMaeT B MPOTUBOPEYME C MOSIBUBLUMMMUCA BO3MOXHOCTSIMM COLMa/IbHO-3KOHOMMUYECKUX KOMMYHUKALMOHHbIX
WHHOBALIMIA, 3HAYNTENIbHO U3MEHMBLLUX YCMIOBUS U BO3MOXHOCTMW peann3alum npoLeccoB B3aMmMo/elicTBUs N0Aei 1
3/1eMEHTOB COLMa/IbHO-3KOHOMWUYECKUX CUCTEM, BbICOKUM (OTHOCWUTENbHO Pa3BUTbIX CTpaH) YPOBHeM AudipepeH-
UMalMU [OXOL0B HaceneHus, TpeGyIoLWUM AMBEPCUUKALIMM TYPUCTCKOrO NpoaykTa. Takum o6pas3oM, Haubonee
CYLLECTBEHHbIM 3/1EMEHTOM, OMpeAensioLUM 3deKTUBHOCTb YNPaBIeHNs TYPUCTCKUM KOMTIEKCOM U OTAeNbHbIMM
X03AMCTBYIOLW MU CYy6BEKTaMM, OCYLLECTBMAIOWMMU CBOK [esTeNbHOCTb B AaHHOM ciepe, ABNSETCS YPOBEHb
pasBUTMS CUCTEMbBI KOMMYHUKALWA.

PelieHne npoGnaemMbl TMOBbILEHUS WHTEHCMBHOCTM KOMMYHWKALMOHHBIX MNOTOKOB CBSI3aHO He TO/bKO C
peanusaluei HoBaLMOHHbIX CpeacTB c6opa U NepepaboTKM MHAOPMALIMK, HO U C YPOBHEM BNafeHWst MeToaomMorvel,
CMOCOBHOCTLIO TBOPYECKM MPUMEHSATL €e B 3aBUCMMOCTM OT KOHKPETHOW PbIHOYHON cuTyauun. W13BECTHbIN
TEOPETUYECKUI A WMHCTPYMEHTapuiA, KOTOPbIi MOXHO 6bl10 6bl MPUAOKWUTL K npoueccy (OpPMUPOBaHUA U
(hYHKLMOHNPOBAHWS CUCTEMbI KOMMYHWKALMIA B TYPUCTCKOW OpraHusauum, HefocTaToueH, T.K. He npegocTaBnsieT
TEOpeTNYECKM 060CHOBAHHO MeToguUecKoli 6asbl AN peannsalmy yKasaHHOro npoLecca B YCMOBUSX MOCTOSHHO
MEHSIIOLLMXCS COLMaIbHBIX, KOHKYPEHTHbIX 1 3KOHOMUYECKUX XapaKTepUCTUK BHELLHENR cpeabl.

Oco6yto BaXHOCTb C TOYKWU 3pEHWUst aKTUBM3ALUUM 3IKOHOMUYECKOTO pasBUTUS UMeeT Bbe3AHOW Typusm,
o6ecneynBaroLL il NOBbILLEHME 3aHATOCTU U BO3HUKHOBEHME MYNbTUMIMKATUMBHOTO adhdekTa. B nonb3y 3Toro (akTa
CBWETENbCTBYET OTHOCUTENLHOE 3aMef/ieHre TemMna PocTa 06beMa OKasaHHbIX YCayr M0 CPaBHEHWUID C TeMmamm
pOCTa 4ncna, 3aHATbIX B cepe Typusma. CHdKeHVe pocTa nokasateneit apheKTMBHOCTY UCT0Nb30BaHMS TPY40BOrO
MOTeHUMana, a TakKe OCHOBHbIX (HOHAOB Cepbl Typur3Ma MOXET O6bACHATHCS CYLLECTBYHOWMMM Npobnemamu B
MexaHM3Me YNpaBfieHWs ee pasBMTMEM. B CBA3M C 3TUM B paboTe WCCNeayeTcs CTPYKTypa CYLLECTBYHOLMX
OTHOLLEHUI MeXAY Cy6beKTaMM pbiHKa TypU3ma.

KntoueBble cnoBa: TypuaMm, pasBuTue, 3(HEKTUBHOCTb, KOMMYHWKATMBHbIE MOTOKM, KOMMYHUKATUBHblE
TEXHONOMMMW, NHHOBALMW, COLMANIbHO-9KOHOMUYECKME BO3MOXHOCTM.
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