Typcunbaesa K.C.,
Abapeesa LLI.T., AptembeB A.M.

Typucrckue BO3MOXHOCTH
cTenHbIX permoHoB Kasaxcrana

Tursinbayeva K.,
Abdreyeva Sh., Artemyev A,

The tourism opportunities in
steppe regions of Kazakhstan

Typcunbaesa K.,
Abapeesa LLL., ApTembes A.

Ka3akCTaHHbIH, AQAa aHMaKTapbl-
HbIH, TYPHCTIK MYMKIHAIKTEpI

© 2015 Al-Farabi Kazakh National University

B cratbe paccmMaTpMBalOTCSi BO3MOXHOCTM Pa3BUTHSI BLE3AHOTO M
BHYTPEHHEro Typu3ma Ha crenHbix AaHAwadrax KasaxcraHa B CBsi3u C
dopmmnpoBaHmem Typuctckoro 6peraa «CrpaHa Beamkon crenus. O6oc-
HOBaHa MEepCrieKTUBHOCTb TYPUCTCKOTO OCBOEHWMS CTENHbIX Y4YacTKOB,
BKAIOUEHUSI UX B CTPATErnueckme raaHbl PErMOHaAbLHONO SKOHOMUYECKO-
ro pa3euiusi. Ha npumepe YHMKaAbHbIX OOBEKTOB CTEMHbIX TEPPUTOPUIt
KocTtaHanckon 06AacTyt BbIAEAEHbI SIAEMEHTbI TYPUCTCKOW aTTPAKTUBHOC-
1. I'lpyn 310M 0CO60€E BHMMaHME yaeAeHO reorandam kak o6bekTam KyAb-
TYPHO-MCTOPUYECKOTO HACAEAMS MUPOBOI'O YpoBHS. Ha ocHoBe aHaAu3a
TYPUCTCKO-PEKPEALIMOHHOTO NOTEHLMAAA PErMOHA MPEAAOXKEH BapUaHT
CermMeHTalLMm TYPUCTCKOro pbiHKA. AaHbl pekoMeHAALMK No (hopMHMpoBa-
HUIO KOHKYPEHTOCMOCOBHOIo TYPUCTCKOIO NMPOAYKTA, OPUEHTUPOBAHHO-
ro Ha BHYTPEHHUX U 3apybexHbIX notpedbuTesen.

Katouessble caoBa: crenHon Typu3m, Beankas Crenb, reorand, Ywro-
ravckuim keaapar, Topraickas cBacTmka.

The article discusses the possibilities of development of inbound and
domestic tourism on the Steppe Landscapes of Kazakhstan in connection
with the formation of the tourist brand “Land of the Great Steppe.” The
prospects of development of tourist areas of the steppe and their inclusion
in the strategic plan for regional economic development were substanti-
ated. The elements of tourist attractiveness on unique objects steppe areas
of Kostanai region were highlighted as a case study. Particular attention
was paid to the geoglyphs, as the objects of cultural and historical heritage
of the world level. Based on analysis of the tourism potential of the region
offered the option of segmenting the tourist market. Recommendations for
formation competitive tourism product, focused on domestic and foreign
consumers, were given.

Key words: steppe tourism, the Great Steppe, geoglyphs, Ushtogaysky
square swastika Torgai.

Makanraaa «Crpata Beankoin crenu» TypucTik 6peHs KaAbInTacybiHa
6ainAaHbICTbl Ka3ak CTaHHbIH AQAQ aiMaK TapbIHAQ Kipy XKOHE LbIFY TYPHU3M-
Al AAQMbITY MYMKIHAIKTEDI KApacTbipbiAFaH. AaAa aymakTapbiH TYPUCTIK
UrepyiHiH NepcnekTUBaAChbl ADAEAAEHIMN, OHbl AMMAKTbIH IKOHOMMKAABIK,
AAMYbIHBIH CTpATermsAblK, >KOCNapbiHA €Hri3dyi kepceTiareH. KocraHan
0OABICBIHBIH Biperei AaAa HbICAHAAPbIHbIH MbICAAbIHAA TYPUCTIK TapTbiM-
AbIAbIFbIHBIH 3AeMeHTTepi GeariaeHreH. COHbIMEH KaTap AYHMEXY3iAiK
MOAEHU-TApUXM MYPaHbiH HbICaHbl peTiHAe reorandTapra epekiie KOHiA
6OAIHreH. AIMaK TbiH TYPUCTIK-PEKPEALIMSIABIK, DAEYETIH TAAAAY HeridiHae
TYPUCTIK HAPbIKTbIH, CEMMEHTALMSACIHBIH HYCKACh! YCbIHbIAFaH. ILWKi XaHe
CbIPTKbl TYTbIHyUIbIAAPFa GaFbITTaAFaH, HApbiKTa BGoceKere >kapanTbiH Ty-
PUCTIK OHIM KAAbINTACTbIPY >KaiAbl Kerniaseme GepiareH.
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Tbl, TOpFar cBacTHKaChl.




