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— Adoption of a number of measures for advertising support in the field of attracting 

investment in tourism; 

— To develop sectoral grant mechanisms at the regional level for different types of 

tourism products — cultural tourism, winter sports, etc. 

In addition, to us, as Turkey’s close neighbors, in which tourism is sufficiently top-level, 

we can pay attention to their features in its development and promotion. We can also, like them, 

offer certain quotas for the product at a reduced price in order to satisfy the need for recreation for 

low- and middle-income social groups and students. At the same time, special programs will be 

developed for school and student youth, single people of middle age, who in general make up 20% 

of the country's population [4].  

The purpose of the socio-economic development of the region are such as increasing 

incomes, improving education, nutrition and health, reducing poverty, improving the environment, 

equal opportunities, expanding personal freedom, enriching cultural life. Some of these goals are 

identical, but under certain conditions, they can have significant differences [5]. 

In conclusion, we conclude that Kazakhstan should revise the plan for the development of 

inbound tourism and its promotion. Pay attention to certain problems and solve them systematically. 

A correctly constructed algorithm, tasks and development models of other countries can be 

successful for our country in the tourism sector. 
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Technology and the Internet have revolutionized tourism marketing. The Internet is the 

most important innovation since the development of the printing press[1]. The Internet not only 

inspires and provides consumers with information about potential tourist destinations, but also 

allows them to take immediate action by booking online. Internet marketing communications are 

attractive for the tourism industry, because "travelling is an information product, and the Internet is 

a lot of information." Internet marketing, also called online marketing or E-marketing, is marketing 

using the Internet. The interactive nature of Internet media, both from the point of view of instant 
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response and from the point of view of receiving an answer in general, is both unique qualities of 

Internet marketing[2]. Internet marketing brings together the creative and technical aspects of the 

Internet, including design, development, advertising and sales. Internet marketing techniques 

include search engine search, display advertising, email marketing, ad marketing, interactive 

advertising, blog marketing and viral marketing. The Internet combines many of the features of 

existing media with new interactivity and advertising opportunities. Thus, it changes not only how 

people conduct their affairs with each other, but also the very essence of what it means to be a 

person in society[3]. Currently, millions of people around the world rely on the Internet for work, 

study, communication, entertainment, leisure and shopping. The Internet has been identified as cost-

effective and also easier to set up and upgrade than traditional marketing. Internet marketing 

communications have four difficulty levels: from a simple website without interactivity to a website 

with interactive email, a website with internal transactions, to a complex website with online 

transactions, full interactivity and distribution[4]. The aforementioned study clearly shows the 

growing trend of booking online tours from 2015 over the years. In 2016, the value of the online 

travel market in the United States was still higher than in the UK, China, India and Brazil 

combined. Further in the same report it was indicated that customers who bought travel products 

online in 2017 made the majority of purchases through online agents in the amount of almost 50%, 

followed by search engines and websites of tour operators. In the category of mobile reservations, 

hotels were most often booked, accompanied by flights and trips. 

Tourism is inevitably affected by business process reengineering that has occurred as a 

result of the technological revolution. Since information is the lifeblood of the travel industry, the 

efficient use of information technology is a key factor. Therefore, the whole IT system is rapidly 

spreading throughout the tourism industry, and no player can escape its impact[5]. Unlike durable 

goods, intangible travel services cannot be physically displayed or verified at the point of sale 

before purchase. They are bought before they are used and away from the place of consumption. 

Therefore, they depend solely on the representations and descriptions provided by the travel 

company (for example, information in brochures), on their ability to attract consumers. Timely and 

accurate information that meets the needs of consumers is often the key to meeting tourism demand. 

Therefore, IT-specialists provide an information basis that facilitates tourism[6]. 

The advantages of Internet marketing in the tourism industry for buyers: 

- It is convenient and easy to use, and also provides confidentiality - buyers do not need to 

leave the room for purchase; Buyers do not need sellers and their outlets. 

- It offers greater access to the product, choice and, therefore, comparative information - 

customers have easy access to a wide range of alternatives, and it is much easier for them to 

compare alternatives. 

- Online purchases are interactive and immediate. This nature of the buying process allows 

customers to interact immediately with seller’s sites to configure the required information, products 

and services. 

- It gives customers more control over the buying process: customers can choose their 

flight seats via the Internet. 

Benefits for sellers: 

- It is a powerful tool for building customer relationships - sellers can interact with their 

customers. 

- Online and learn about the needs and desires of your customers using questions asked by 

customers and the comments provided. 

- It reduces the cost of doing business and increases speed and efficiency: there is no 

physical store for online stores that sell travel goods, and they can inform customers about their 

orders in a few seconds. 

- It provides greater flexibility - it allows participants in the hospitality market to make 

continuous adjustments to its offers and programs. For example, a hotel can easily adjust its rooms 

depending on the predicted living conditions. 

The advantages of online marketing in the tourism industry: 
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Cost reduction. This is achieved by reducing the need for sales and marketing requests 

performed by telephone operators, and reducing the need for printing and distribution of materials 

on marketing communications, which are instead published on the website. 

Opportunities. The Internet provides new opportunities for new products and services, as 

well as for the development of new markets. 

Competitive advantage. If a company introduces new opportunities over its competitors, 

then it will gain an advantage until its competitors get the same opportunities. For example, 

customers who switched to Federal Express because of its new Internet services are more likely to 

be less likely to return to an existing courier, as they are “tied” to using certain tools provided by 

Federal Express. 

The control. The Internet can provide better marketing research by tracking customer 

behavior and staff delivery methods. 

Improving customer service. It is provided with interactive database queries containing, for 

example, questions about stock availability or customer service issues. 

As the world's population continues to switch to new technologies, more and more people 

get their news, information and information from the Internet. Thus, online advertising has several 

advantages. 

- Internet advertising is open for combining almost any other type of medium. Ads can be 

submitted in print, audio or video with high quality colors and images. 

- A huge amount of information can be presented in online advertising. Consumers can 

click deeper and deeper in advertising as their interest rises. Messages can be layered through links 

in ads. 

- Online advertising has the ability to directly turn into a sale. If consumers like what they 

see in the advertisement, they can place an order right away. 

In conclusion, it should be noted that over the past few years, the importance of the 

Internet for the travel and tourism industry has grown rapidly. Travelers relied heavily on the 

Internet because of the intense information specific to travel products. Tourism products are 

generally intangible (for example, products cannot be touched or returned), are inseparable 

(products must be produced and consumed at the same time, although they are often paid in 

advance), heterogeneous (products are difficult to standardize) and perishable products (products 

cannot be stored). Thus, tourism products are usually purchased before use, consumed after arrival 

at the place of travel, and are best evaluated after consumption. Due to all these unique 

characteristics, the purchase of travel products is associated with a higher level of perceived risks 

compared to tangible products. Therefore, consumers seek more information over the Internet to 

reduce risks. The Internet allows travelers to access reliable and accurate information, as well as 

reserve places for the time, cost and inconvenience required by conventional methods. Thus, they 

improve the quality of service and increase the satisfaction of tourists. In addition, the Internet 

provides access to transparent and easy-to-compare information about destinations, travel packages, 

travel, accommodation and leisure services, as well as their prices and availability in real time. 

Consumers are increasingly using commercial and non-profit websites to plan, search, book, 

purchase and make changes to their travel products. They can also receive immediate confirmation 

and quick documents, allowing potential travelers to book last-minute deals. Experienced travelers 

are empowered with ICTs and use information and reservation systems to enhance their personal 

effectiveness and competencies. 
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Many catering establishments are small businesses, with a significant proportion of them 

being franchised restaurants. A significant proportion of small restaurant employees are immigrants. 

Reflecting the relatively low cost of starting a business and the cultural characteristics of food. 

Vienna is a magnificent city that is sure to leave the best impressions about itself. But in 

anticipation of a trip, you need not only to buy tickets, book a hotel, choose excursions and plan a 

route. But also to think over your budget, including food. For many Austrians, lunch rather than 

dinner is considered the main meal of the day. As a rule, restaurants and eateries are open for lunch 

between noon and 14.00, and dinner is offered from 18.00 to 21.30. Although in cities and major 

tourist centers, many establishments remain open until 23.00-24.00. Most places have a full menu, a 

separate lunch, a day menu, and special two-or three-course lunch offerings. Often simply chalked 

on a special Board outside. It should be borne in mind that the bread is not recorded anywhere when 

serving. Often the waiter just asks how much it was eaten and will make a separate item on the bill. 

For Austrians, daytime and evening recreation traditionally centers around cafes that have 

ancient traditions. Here you can drink coffee, read the press, have a snack and just relax in a 

pleasant and calm atmosphere. Many Austrian (especially Viennese) cafes are real chamber 

establishments with rich traditions. But there are also many very democratic establishments. Most 

cafes usually also offer alcoholic beverages. 

Austria is one of the most developed countries in Europe. Including the development of 

small and medium-sized businesses. The organization of public catering is quite serious. Opening a 

catering place in Austria requires a lot of effort and money. Each institution goes through several 

stages of checks - sanitary inspection, managers of the premises, government employees checking 

the norms of the location of the premises and external and internal objects. 

It is quite difficult to comply with all the conditions and rules, for example: summer 

terraces of restaurants/cafes/bars are opened on a certain day - about March 4 each year. Businesses 

have the right to open earlier only after having issued documents in advance and there should be 

only 10% of seats on the terrace from the entire institution. Summer terraces are also closed on 

certain days chosen by the state. Summer terraces of any public enterprises can only work up to 23 

hours by law. If we analyze the current state of public catering enterprises, we cannot say that bars, 

restaurants, cafes, etc. they have a constant property to develop. Mostly people visit places where 

they are already "regulars". Each restaurant and cafe have its own regular customers, who are 

known not only by the waiters, but also by the administration. 

Basically, the Austrians have a cult of restaurants and cafes. In the daytime, you can see a 

lot of elderly people in cafes and restaurants with a glass of wine or beer. In the evening, Austrian 

restaurants are teeming with visitors of all ages. Also, on weekends, Austrians prefer to spend 

family breakfasts/ brunches in a cafe, that is. It is quite difficult to find a free table in an institution 
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