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Abstract: This study is based on an understanding of the state of development of small tourism businesses in Almaty, one of
the oldest settlements located along the Great Silk Road. The aim of the study was to obtain accurate data on the current state
of development of small tourism businesses in Almaty and to identify problems and prospects. In the course of the research,
655 questionnaire responses from business owners and managers meeting the selection criteria were selected and rigorously
monitored over a period of 3 months. As a result of the study, the most important problems of small tourism businesses in
Almaty were identified, which include: 75.7% of respondents lacked knowledge about tourism activities; 53.6% of
entrepreneurs do not conclude contracts with employees; 82% of business representatives do not have marketing plans; and,
as a consequence, inability to obtain loans from banks; and the consequences of the war in Ukraine. However, we also saw
some positive trends in the survey: the willingness of respondents to overcome the consequences and the crisis of the covid
pandemic-19; motivation to develop their own business; 28.7% of young entrepreneurs; 74.7% of individual entrepreneurs
invest in small tourism businesses. Thus, this study is an auxiliary tool for solving the problem of sustainable development of
tourism infrastructure of Almaty, service activities, problems arising in small tourism business.
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* * * * * *

INTRODUCTION

In today's global economic environment, tourism is becoming one of the leading and dynamic industries. After all,
tourism contributes to the development of key sectors of the economy by increasing tax revenues to the budget, the inflow
of foreign currency, the number of jobs (Haque and Islam, 2018; Mirsayakova, 2016). Tourism can also represent socio-
economic and cultural heritage, create jobs, increase investment and products, and provide technological development
(Aktymbayeva et al., 2020; Tlesova et al., 2020). Tourism business as an academic field with interdisciplinary linkages
focuses on the personal qualities of entrepreneurs, the entrepreneurial process, especially the venture creation process, and
the entrepreneurial environment, relationships and interactions (Kirzner, 2009; Abouelhassan et al., 2021).
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Entrepreneurship plays an important role in the formation and development of tourism business destinations (Russell and
Faulkner, 1999, 2004; Li, 2008; Shaw and Williams, 2004). A small tourism business is a tourism business with less than
50 employees (Tomassini et al., 2021), so many scholars consider any business offering travel-related services to be a small
tourism business, including travel agencies, hotels, eateries, gift shops and more (Thomas and Thomas, 2005).

Small tourism businesses are of great importance within the national economy as they create conditions for job creation,
increase total production and relative investment and production (Ateljevic, 2007). In addition, it helps to balance disparities in
development between regions ready to adhere to technological development and increase competition. It enables adaptation to
innovation in a changing economy. Small tourism enterprises play a key role in local tourism development (Orlovskaya and
Bogdanov, 2022). In comparison, in terms of technology and capital, it allows people to start a business, meet the employment
needs of the business owner, and gain direct employment for family and other locals (Getz and Petersen, 2005; Bhagat et al.,
2022). However, the lack of theoretical and empirical evidence in the study of small tourism businesses is one of the problems
of current research. Given the scale of tourism business in many countries, sample surveys or regional studies are usually the
only available basis for many academic studies (Ateljevic and Doorne, 2004; Ateljevic, 2022). Kazakhstan is located not only
in a favourable geopolitical environment, but also possesses natural (mountains, rivers, lakes, reservoirs), and recreational
resources and world historical and cultural heritage sites. Kazakhstan has all the prerequisites to become a major player in the
tourism business in Central Asia (Dévid, 2004; Duda-Gromada, et al. 2010; T6th, et al, 2010; Baiburiev et al., 2018).

However, at present, the pace of tourism business development is declining, and the socio-economic effect on the scale of
the country is insignificant. The reason is that the quality of services is low and the price is high (Tursynova et al., 2019).
Therefore, it is very important to increase the capacity of the industry by reducing barriers and strategic planning in order to
increase the tourist flow across the country (David et al., 2007; Allayarov et al., 2018). In this regard, domestic scholar
Yerdauletov et al. (2013) point out that the driver of the tourism industry in the Republic of Kazakhstan is the city of Almaty.
Indeed, in the economy of Almaty, the tourism business is in second place after light industry (Kozbagarova et al., 2022).

Thus, the city of Almaty, playing an important role in the development of Kazakhstan's economy, leads in the formation of
the tourist market, development of competition, satisfaction of demand for goods and services, introduction of new
technologies. However, for the city of Almaty there is no sufficiently accurate data regarding domestic or international travel,
tourism revenues, employment in the tourism sector and small tourism businesses. There is no information other than that
provided by the Statistics Agency of the Republic of Kazakhstan. Therefore, the purpose of this study was to understand the
current state of small tourism businesses in Almaty (assessing their contribution to the development of the tourism industry),
to obtain accurate data and to identify problems and prospects for small tourism businesses based on tourism planning in the
region. This study helps to understand barriers to increasing efficiency of small tourism business in Almaty, marketing aspects,
human resource management structure, the level of development of small tourism business industry, strengths and weaknesses,
opportunities and risks of tourism enterprises, major problems and prospects of small tourism business.

LITERATURE REVIEW

1. The concept of entrepreneurship in the tourism business

Entrepreneurship in tourism business covers the fields of behaviour and activities of entrepreneurs, individuals in small
business, entrepreneurship education and training, new business and corporate entrepreneurship (Page et al., 1999;
Aitzhanova, 2019). Entrepreneurship, as an academic field with interdisciplinary overlap, aims to better understand the
social phenomenon of new venture creation. However, as most research is based on individual entrepreneurs and small
businesses, research into the venture creation process is limited (Kazmagambet, 2018). Therefore, the decisions made by
entrepreneurs directly determine the direction in which the business will evolve. The study of tourism entrepreneurship
focuses on the personal qualities of entrepreneurs, the entrepreneurial process, especially the process of setting up an
enterprise, and the entrepreneurial environment and the relationships between them. Indeed, the physical and social
environment of a region has a significant impact on entrepreneurship. For example, Davidsson and Henrekson (2002) noted
the importance of values, beliefs, culture, networks and other regional factors. This is because a free and competitive
market, profit generation, introduction of incentive programmes, compliance with business legislation and limited taxation
are all conducive to small business development. It also offers significant opportunities for entrepreneurs operating in a
rapidly changing environment (Mallinguh et al., 2022). The European Union has defined a small tourism business as a
tourism business with less than 50 employees. Thus, there are different types of small tourism businesses.

Many scholars believe that the category of small tourism business includes any enterprise providing travel-related
services (Thomas et al., 2011), which includes accommodation, catering, souvenir shops and more. Compared to large and
medium-sized tourism enterprises, small tourism enterprises are characterised by low investment, lower margins and
flexibility of operations (Sakhidauletulu, 2019). The goal of most small tourism business owners in the UK is to create
family needs, income and a better lifestyle (Shaw, 2011). Relatively speaking, life-oriented entrepreneurs get better
market opportunities, deliver innovative products to their destination, create market segments and promote the
sustainable development of directions (Kassai et al., 2016). Also, as a result of the review of the literature, factors
affecting the attraction of entrepreneurs to tourist destinations were named, which include: natural beauty and climate;
sports, recreational and educational institutions; infrastructure; cultural and social characteristics; accessibility of the
region; price level; trade and commercial facilities; and attitude towards tourists, etc (Bujdosé and David, 2013).

Russell and Faulkner (2004) note that tourist destinations are constantly evolving, creating different opportunities for
entrepreneurs. Later, based on the study of the Gold Coast of Australia, he additionally explained how it works. A case
study conducted by Fuchs (2022) showed that the development of entrepreneurship is significantly influenced by regional
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characteristics and the business environment. The business environment and direction support are key factors in
entrepreneurial success. The more popular the entrepreneurial culture in society, the more prone people are to risky actions
and failures, and they stimulate the financial independence of young people, helping to develop entrepreneurship, exchange
resources. Shaw and Williams (1996) stressed the importance of cooperation and communication within destinations for
small tourism businesses. The quantity and quality of support from the local community and the government plays a
decisive role in the creation of small tourism business enterprises (Priatmoko et al., 2021).

Thus, it can be said that the study of the impact of regional conditions on entrepreneurship is limited. Although
researchers have listed potential influencing factors, it is very rare to find empirical studies of decisions about setting up a
venture capital enterprise, especially location decisions. At the same time, all current statements and conclusions are based
on the experience of a developed society, therefore, an empirical study of developing economies is necessary. Otherwise,
entrepreneurships may have opportunities for cross-border cooperation (Bujdoso et al., 2015).

2.2 Economic importance of small tourism business

Small business is known to all of us as an important participant in economic development, job creation, innovation,
income generation and national and international economy, health and well-being. Due to the importance of small business,
many international and national agencies around the world provide various support for small business development.
However, as practice shows, support programs (the specific needs of target small enterprises) did not achieve the desired
results due to the fact that they were not taken into account when creating programs. It is known that small enterprises
make up a statistically significant share of the national and international economy. For example, small businesses account
for 98.4% of all enterprises in Turkey, 99.7% of all firms in the US and about 70% of all jobs in Japan, 99.2% of all
enterprises in the UK and about 99% of all enterprises in the European Union (Akbaba, 2012). These statistics are also
reflected in the tourism industry. Internationally, the tourism industry has traditionally been described as a small, independent,
peripheral, seasonal and often family-run business. Despite the importance of small businesses to a country's economy and
their significant role in the tourism industry, the study of small tourism business is insufficient (Sergeeva, 2019). Most
studies of small tourism businesses focus on agro tourism, with a particular focus on the accommodation sector (Plokhikh et
al., 2022; Ogutu et al., 2023). In addition, small tourism businesses are often less visible in urban and resort settings than large
ones, so they receive less attention. Although small enterprises share many characteristics, the medium-sized sector in which
they operate needs to be considered when analysing the performance, features or management issues of small enterprises.

From a review of small business and tourism literature, access to the general definition of small tourism business is a
big problem. Most studies in this area do not specify the definition they use. Rhodri Thomas and Huw Thomas (2005)
define small businesses as "independent commercial enterprises that make operational decisions.” Also, the small tourism
business considered: "an enterprise with a small number of physical capabilities, production capacity, services, market
share and staff, financed by one person or a small group and managed by its owner ()" (Thomas and Thomas, 2005).

As mentioned in this definition, there are various indicators that can be used to determine the size of the tourism
business. Number of employees; salary paid over a period of time; amount of capital; sales revenue; number of rooms /
beds; provision of some premises such as conference rooms, banquet halls and restaurant halls and their capacity;
availability of ancillary services such as swimming pool, parking, shops, etc.; all this can be counted as the basis for
classification. Among them, the number of employees is the most accepted and used indicator. In his research, Thomas et
al. (2011) defined a small business as "an enterprise that employs fewer than 50 people.” In the world, many countries use
the definition of "small business" that Thomas uses. The use of the same definition not only makes it possible to apply a
comparative methodology, but also to cover a significant part of tourist enterprises, since the small tourism business makes
up the majority of the industry (Bekzhanov, 2018). Morrison and Teixeira (2013) say that “"traditionally the tourism
industry has been dominated by small businesses"”. In the UK, the share of small and medium - sized enterprises in the
tourism industry is relatively high - they account for 80% of the sector's enterprises (Morrison and Teixeira, 2013).

The Australian Bureau of Statistics defines small businesses as businesses with fewer than 20 people employed,
accounting for 91% of businesses in tourism-related industries. A similar picture is observed in Turkey. In Turkey, small
enterprises account for 98.4% of all enterprises, they account for 47.1% of employment and 14.1% of gross value added.
The situation is similar in the Turkish tourism industry (Y1ildirim et al., 2015).

Small enterprises are of great importance in the analysis within the framework of national economies, as they allow
creating jobs, increasing the total volume of production and, relatively speaking, investments and products. In addition, it
helps balance development inequality between regions that are willing to follow technological development; supports
individual accumulation and provides flexibility to adapt to changing economic conditions and innovation. In addition to
these general benefits that small businesses offer, they also offer special benefits for the region and community in which
they operate. Small tourism business provides jobs for local residents, contributes to economic diversity and stability;
accelerates the development of the region and helps to increase the level of Social Development (Orymbaeva, 2014).

Bengtson, Pahlberg and Pourmand (2009) noted that strategic marketing activities in small travel firms are neither
permanent nor complex. These shortcomings are the cause of many difficulties in doing business, and this leads to low
productivity, failure in business. The development of small tourism business in developing countries is hampered by a
number of factors. There are no such factors in developed countries. Rural tourism in South Africa, for example, is
dominated by the number of informal sector enterprises operating at the lowest level of livelihood; government support
services in marketing, infrastructure, supply chains, business communities and information are essential. According to the
Rogersons, structures inherited from the colonial period can interfere with the entrepreneurial activity of residents or
restrict them to certain sectors. Incoming or returning migrants often dominate entrepreneurship, while local elites prefer to
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develop business ties with international travel agencies (Rogerson and Rogerson, 2010). On this occasion, Getz and Carlsen
(2005) studied small and family businesses on the Danish island of Bornholm, noting that these businesses can easily adjust
the degree of participation in terms of investment and time. In the low season, many business owners prefer to temporarily
suspend their activities and engage in other activities, while in the high season they may restart or even expand the business to
cover the increase in demand. Such flexibility is important to minimize the impact of extreme seasonality for the destination.

Although the generally accepted definition of local economic development remains unclear, there is a certain
consensus that includes focusing on a particular territory, as well as taking care of sustainable economic, social and
environmental well-being. The development of small tourism businesses is consistent with these comprehensive ideas,
as they open up the prospect of using local resources and skills and provide significant and proven development benefits
for local communities. It is believed that having a small business makes it easier for the local population to control their
economic participation and the development of tourism, in addition, it provides greater independence and dynamism in
dealing with changing economic conditions. This corresponds to one of the main features of local economic
development, namely, it seeks to stimulate growth and diversify the local economic base.

BACKGROUND

1. The state of small tourism business in Almaty

The city of Almaty is one of the oldest settlements on the Great Silk Road, known in the first millennium of our era
(Aktymbayeva et al., 2020). It is considered the southern capital and financial center of the Republic of Kazakhstan. The
city is located in the foothills of Alatau, has a tourist status, is one of the unique places in Kazakhstan where tourist activity
is developed. Therefore, the city of Almaty has a unique natural potential for the development of tourism, a rich historical
and cultural heritage, a developed transport and logistics infrastructure and the opportunity to develop the tourism business
(Téth et al., 2012). Strategic priorities for the development of tourism in the country are set out in the state program for the
development of the tourism industry of the Republic of Kazakhstan for 2019-2025 (Resolution of the Government of the
Republic of Kazakhstan dated May 31, 2019). Within its framework, the mountain cluster of the Almaty region was included
in the top-10 destinations of the country (Figure 1) (Makenova et al., 2020). This will help to develop a small tourist business,
taking into account the importance and priority of the development of eco and mountain tourism in the region.
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Figure 1. Priority tourist territories for the development of the tourism industry of the
Republic of Kazakhstan (Source: Resolution of the Government of the Republic of Kazakhstan dated May 31, 2019)

Before the onset of COVID-19 in Almaty, there was a positive dynamics in the growth of tourists every year. Every
second foreign tourist of Kazakhstan comes to Almaty. In the period from 2015 to 2019, the number of foreign tourists
in the city increased 1.4 times from 301 thousand to 435.6 thousand, and the number of domestic tourists increased 2.1
times from 420 thousand to 898 thousand. The average annual growth rate was 10-12%. The largest influx of foreign
tourists is observed from Russia (26%), China (8%), Uzbekistan (6%), Kyrgyzstan (5%), India (5%) (Research on the
portrait of the consumer of travel services in Kazakhstan for May, 2020). There are also tourists from Turkey, South
Korea, Germany, USA, France, Italy, Hong Kong and Japan. Most of the tourists from these countries came to the city
to participate in business events, while the rest came on a personal visit and to participate in various events. Among
them, there is a special demand for the types of excursion, mountain and event tourism (David, 2009).

According to the calculations of the International Tourism Organization (UNWTO), due to the pandemic, international
tourist flows around the world fell by 74% (according to the results of 2020). A similar situation was observed in Almaty.
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For example, in 2020, 163.8 thousand foreign tourists visited Almaty. This is 72.7% less than in 2019. The number of
domestic tourists amounted to 624.9 thousand people (-30.4%, in 2019 — 898.5 thousand people). Taking into account the
opinion of international experts, the Department of Tourism of Almaty, according to forecasts for improving the
epidemiological situation, will determine the number of tourists by 2024 to the level of 2019 (1.2 million people). man) the
goal was set to achieve. Further, the annual growth is planned to be 6-7% (Report of the mayor's Office of Almaty for 2021).

According to the analysis conducted by the international consulting company "KPMG" by the survey method, it was
found that almost half (46.7%) of foreign tourists visiting Almaty received information about the city of Almaty from
school textbooks. And the remaining 53.3% marked as sources of information social networks, internet platforms such as
"TripAdvisor”, "Booking" (Transparency Report. KPMG., 2020). Also, the analysis conducted by Kazakh Tourism JSC
showed that Kazakhstan's budget for marketing tourism promotion is 4 times less than in Azerbaijan, 5.5 times less than in
Georgia, and 21 times less than in Turkey. However, according to the results of 2021, investments in the tourism industry
of Almaty amounted to 56.8 billion tenge (2.4 times more than in 2020). This is 10% of the total investment in the city
(Official website of JSC National Company "Kazakh Tourism™). Thus, the tourism industry and small tourism business in
Almaty began to gain momentum thanks to the state program for the development of the tourism industry of the Republic
of Kazakhstan for 2019-2025 and the efforts of the local administration. Light industry, trade and tourism occupy an
important place in the economy of Almaty. Among them, the tourism industry ranks second after the light industry. There
are few reliable, accurate data on the small tourism business of Almaty for domestic or international visits, revenues from
tourism, employment in the field of tourism, etc. Only general statistics are available. Also, since any successful planning
of the city of Almaty requires accurate and reliable data on the current situation in the tourism industry, and small tourism
enterprises are the basis of this industry, data on the characteristics of the Almaty tourism industry is of great importance.

MATERIALS AND METHODS

The lack of academic research on small tourism business and their role in tourism leads to the perpetuation of some
generally accepted decisions (Rogerson, 2004). There are several assumptions and opinions on this issue in the literature.
For example, the tourism industry is usually characterized by small and medium-sized businesses, the small tourism
business is one of the means of spreading the economic and socio-cultural benefits of Tourism and achieving the
Sustainable Development Goals of Tourism. Therefore, Morrison and Teixeira (2013) point out the need to reassess and
welcome traditionally accepted realities in small tourism business studies for new knowledge and ideas to flourish. In this
regard, this study was aimed at a better understanding of the prablems and prospects of small tourism business through the
analysis of certain aspects of small tourism business in Almaty, the Republic of Kazakhstan. To determine the development
of a small tourism business in the study Thomas et al. (1997), Page et al. (1999), Morrison and Teixeira (2004), Akbaba
(2012), Koens and Thomas (2015), Fuchs (2022) conducted a theoretical analysis of the research. This made it possible to
draw a number of generalizations, as well as to study small businesses in the field of Tourism.

Given the small number of reliable data on the small tourism business of Almaty, we received comprehensive data
through an independent survey that gives an idea of the current state of the small tourism business and serves as the basis
for planning tourism in the region. The preparation of the questionnaire began with a review of the literature. Relevant
literature, survey tools used in other studies and information from small tourism business owners formed the basis for the
development of the "survey". The survey was developed to obtain data on the characteristics of the small tourism business,
marketing, human resource management and problems of the small tourism business. The survey was attended by
representatives of the small tourism business of Almaty, owners and managers of enterprises answered fifteen planned
questions. The study involved enterprises that meet the selection criteria, both small (with 1-49 employees) and located in
the city. However, companies were identified over the phone to see if they were willing to participate in the study. The
main study was carried out from March to September 2022. This period was chosen deliberately, since some tourist
enterprises work only in the summer. The survey was distributed among enterprises that agreed to participate in the study
and https://docs.google.com the site was implemented with the help of. Thus, we received survey responses from 764
enterprises. However, to ensure the accuracy of the research results, 655 responses were selected from enterprises that fully
meet the requirements. The selection passed strict control for 3 months. Of the 8 districts of Almaty that took part in the
survey, the most active were small tourism business enterprises of Medeu, Auezov, Bostandyk and Almaly districts. At the
district level, this level of response was achieved by calling the owner and managers of each enterprise in advance.

* Obtaining

reliable data Adopted
e research method

* Presentation and
interpretation of
results

» Simple random
sampling and
SWOT analysis.

current
problems
and

*» Quantitative

research method

problem

Research

LU USLLL
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Figure 2. Research method flowchart
RESULTS
The results of the study were obtained through an independent survey of small tourist business enterprises of Almaty
(the largest metropolis of Kazakhstan), located along the Great Silk Road and in the foothills of the Trans-1li Alatau. 764
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enterprises from 8 districts of the city took part in the survey, and a total of 655 respondents were selected. The selection
passed strict control in the amount of 3 months. Therefore, in the city: 39 hotels, 147 restaurants, 36 banquet halls, 158
cafes, 109 pubs or bars, 27 karaoke, 48 coffee shops, 6 souvenir shops, 2 museums, 11 tour operators and 72 travel
agencies met the requirements (Table 1). Entrepreneurs from Medeu, Auezov, Bostandyk and Almaly districts were active
in the study, making up 68.7% of the total number of respondents (Figure 3).

Table 1. Number of small tourist enterprises surveyed, N=655 (compiled by the authors)

Name of th Ban P ff venir Tour | Travel B

adistrc:ctt ® | Hotel | Restaurant ﬁa?ll;a Cafe gzli)r/ Karaoke Cs?wge Sosl;mep Museum ope%;tor age:anet dist?/ict

1. Alatau 4 12 7 10 3 2 5 2 - - 3 48

2. Almaly 6 23 4 17 14 3 4 - 1 3 18 93

3. Auezov 9 17 1 33 27 5 9 1 - 2 11 115

4. Bostandyk 5 19 6 21 18 7 10 - - 1 7 94

5. Medeu 6 27 2 27 34 8 14 2 1 5 22 148

6. Nauryzbay 4 21 5 9 6 1 - - - - 6 52

7. Turksib 3 13 7 28 5 - 2 1 - - 3 62

8. Zhetysu 2 15 4 13 2 1 4 - - 2 43

Total /N 39 147 36 158 109 27 48 6 2 11 72 655
After analyzing the responses of the respondents who answered the o Tuekal

survey, the sex distribution of the respondents was 53% of men and 47% g =

of women. This result deserves attention, after all, many researchers note ’;f;;f" -

the predominance of women leading small businesses in tourism and the \ ("

hotel business. Getz and Carlsen (2005) declare that culture can influence ‘

gender roles and can be the owner or manager of a small tourism business. e SO Almaly

The data on gender segregation obtained during this study can be | 17.6% 12

interpreted as a consequence of these facts. The largest proportion of \ ‘/ Medeu

respondents (33.4%) falls on the age group 46-55, followed by the age Nesrisbiey 22,6%

group 36-45 (29%). It was found that the majority of respondents were the 7,9% /

sole owner (70.1%) and shareholders (20.1%). The remaining 8.8% were

managers (Figure 4). These results show that the survey covered the target

audience of business owners or managers who gave an idea of their

business and involvement in tourism. Respondents to the question about /

education in the survey (62.9%) indicated that they have a diploma of

incomplete higher education (Bachelor's degree); it turns out that only “‘;"'4‘;',‘{"

13.7% of respondents have a higher education (Master / PhD), and the
remaining 23.4% of respondents have a secondary education (college

Figure 3. District share of small tourism enterprises that
participated in the survey, % (compiled by the authors)

diploma / school graduation certificate). 75.7% of the participants reported

that they did not receive any education in the field of Tourism. While the remaining 24.3% of the 151 participants who
claimed to have knowledge in the field of Tourism, 71.5% (108 participants) took one or two - month short-term vocational
training courses organized by local authorities and private enterprises. As for the characteristics of enterprises, a significant
part of enterprises (27.9%) have worked for 11-14 years and (5.6%) for more than 15 years (Figure 5).

c) a)

3645

Year 3 years or less
= 7-10 years

4-6 years

Yes = No 11-14 years

= Men

=25 and under =26-35

‘Women = Private business ~Shareholders

= Business manager 46-55 = Over 56 years

Figure 4. Gender (a), Respondent (b), Age (c). Profile of respondents, %
(Source: compiled by the authors)

Figure 5. Education in the field of Tourism (a), Work
experience in the field of Tourism (b). Education and
work experience in the tourist industry, %

When the survey asked about methods of mutual contracting with employees, it was found that 351 respondents
(53.6%) used verbal agreements to fill vacancies, while 230 respondents (35.1%) wrote personal statements. 74 (11.3%)
respondents who indicated a different choice stated that they or family members worked in the business, so they did not
need to contract with anyone. Interestingly, no businesses used the local or national press to find employees. Currently, in
the Almaty context, special applications and websites (olx.kz, qyzmet.kz, zarplata.kz and so on) are mostly used. As for
the marketing aspect of the business, out of the 655 respondents surveyed, only 118 respondents (18 %) stated that they
had a formal or informal marketing plan. Among them were only 21 (17.8%) enterprises with an official plan, the plans
of the remaining 97 (82.2%) enterprises were unofficial. In the case of Kazakhstan, banks and other financial institutions
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that provide loans or stimulate business require formal planning, therefore, as this study shows, 17.8% of small
businesses can receive funds from banks and government sources. From this we can see that the share of enterprises
implementing the official marketing plan is very low. However, the report on the state of development of small and
medium-sized businesses in Kazakhstan of the Entrepreneurship Development Fund of the Republic of Kazakhstan™
Damu " (Joint Stock Company) notes that the portfolio of loans to small businesses in Almaty increased by 33.4%
(Report on the state of development of small and medium-sized businesses in Kazakhstan, 2022). As you may have
noticed, there is a discrepancy between the report of private small businesses and the reports of the Government (Joint
Stock Company "Damu" Entrepreneurship Development Fund). In the survey, we asked respondents to indicate which
advertising methods they had used in the last 3 years. As a result, we found that the most frequently used method was
"internet networking" (50.7%). Of those, the highest proportion of social media was Instagram (25.6% of respondents),
Facebook (10.5%) and Tik-Tok (6.3%). However, among small entrepreneurs, the share of "direct advertising" creators
was 16.5%. Another oddity in this result is that 1.8% of respondents said they do not use advertising methods.

Table 2. Advertising distribution tools (total number and percentage %) (compiled by the authors)

Methods Type Price Entering the target audience | Number (N) | Percentage (%)
Information tools Television . 18 27
Radio High () Low () 23 35
Information sides 37 5.7
Facebook 69 10.5
Internet network YouTube . 13 2.0
Instagram Low (+) High (+) 168 25.6
Tik-Tok 41 6.3
Others 4 0.6
Periodicals Magazines and newspapers | Average (£) Low (-) 11 1.7
Billboards 35 5.3
Video screens 16 2.5
External and internal Roller displays 7 1.1
advertising structures Electronic scoreboard Average () Low (-) 19 2.9
Direct advertising 108 16.5
Poster stands 3 0.4
Decorative indicators - -
Email-distribution Send message Free Average (1) 17 2.6
Presentation 36 5.5
Conference 9 1.4
PR-event Briefing Average (£) Average (£) 5 03
Sponsorship activities 5 0.8
Other - - - 2 0.3
Did not use advertising methods | - - - 12 1.8
Creating employment 239 T 147
Level of productivity 40.3 [ & - 25.9
Quality of goods and services 36.8 o a2 19
Net profit 12,7 G 40.8
Overall business turnover 18.5 o s72 243
Average spending by customers 16.4 . e73 16.3
Number of customers 243 . A86 271
0% 10%  20%  30%  40%  50%  60%  70%  80%  90%  100%

Figure 6. Performance indicators of small tourism business enterprises of Almaty in 2021, % (compiled by the authors)

As for the economic consequences of business, a number of business indicators were studied to study the respondents '
perception of trends in business over the past year. These were the number of customers over the past year, average
customer costs, net profit, quality of goods and services, productivity level, number of successful new products, and job
creation. The results of the answers to these questions can be seen in Figure 6. We asked the respondents if they see any
obstacles to improving the efficiency of their business. 18.9% of respondents cited high rental rates (office rent) as the main
obstacle, followed by high interest rates in obtaining loans (16.5%) and lack of consumer demand (14.6%) (Figure 7). Of
the obstacles, competition among local entrepreneurs was 11.7%, which showed the development of small businesses in the
city. In this regard, if we compare the competition between enterprises with the results of the Turkish Akbaba study (2012),
we can see that its result showed a percentage of 8%. The respondents ' concern about the unstable conditions in the
country is explained by the socio-economic structure of the country and the ongoing war in neighboring countries (Ukraine
and Russia) and political instability (China and the United States) (David et al., 2007). This can be considered concern, the
proximity of the country to this region and membership in small tourism business organizations and business associations,
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as well as insufficient support and recommendations from local executive bodies. However, in the course of the study, we
conducted a SWOT analysis of the work of 11 tour operators and 72 travel agencies that responded to the survey to identify
the strengths and weaknesses of the small tourism business. As a result, the strengths and weaknesses of tourist enterprises
and opportunities and threats were clearly known (Table 3). Thus, in order for small travel firms to maintain their
competitive position and position in the market, it is necessary: to develop a powerful advertising campaign; develop
customer service programs; develop new tourist destinations and be as open as possible to their regular customers. Also,
organizational measures aimed at increasing the competitiveness of travel agencies can be presented as follows:

- ensuring quality indicators that prioritize the products of a travel agency in the market;

- identify the advantages and disadvantages of similar products produced by competitors and correctly use the results in
the interests of the travel agency;

- research of competitors ' similar products that appear on the market and develop measures that give them an advantage
over competitors;

- it is necessary to determine the possible types of tourist product by improving such qualitative characteristics as
reliability, external design.
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Figure 7. Barriers to improving the efficiency of small tourism business, Quantity (compiled by the authors)

Table 3. SWOT analysis matrix (compiled by the authors)

Opportunities

Threats

1) Development of technologies in the field of Tourism.
2) Development of relations between countries.

3) Introduction of a flexible system of discounts for
regular customers.

1) Economic crisis.

2) Deterioration of the situation between Ukraine and
Russia.

3) The emergence of new competitors.

Strengths:

1. Well-established work
with major tour operators

1) Increase sales, improve development dynamics, offer
new directions.

2) Possibility of faster processing of documents,
reduction of the cost of the services provided.

1) Leads to a decrease in sales volume.
2) Development of low-cost tourist routes.
3) Tourist safety on new routes.

2. Highly qualified staff.

1) The same leads to customers reusing the firm's
services. Becomes a regular customer.

1) An increase in extreme tourist routes.
2) Outflow of customers due to the provision of similar
services by competitors.

3. High quality services
provided

1) Leads to an increase in the client base.
2) Customers will be confident in the quality of the
service provided.

1) Improving customer service technology and retraining
of tourist packages.
2) Increase in costs.

4. Stable financial position of
the firm

1) Gain a large market share.
2) Become a leader in the tourism services market.
3) Increase sales.

1) The cost of the tourist package increases significantly,
which leads to a decrease in the net income of the
enterprise.

Weaknesses:

1. Poor development of
tourism services to European
countries and the Americas.

1) To work out issues of cooperation with tour operators
providing tourist routes to these regions.

1) Study and determine the directions of tourist routes to
other regions.

2) Prevent the departure of customers by creating
individual programs and routes.

2. Weak advertising

1) Strengthen your advertising campaign to gain a larger
market share and build your own brand

1) Explore new competitors, apply all the management
mechanisms, try to become a leader.

3. Employees do not upgrade
their qualifications

1) Sending employees to various trainings, courses,
conferences, exhibitions to strengthen competitiveness.

1) Ensuring high-quality professional development of
employees, both in financial and practical terms.

In conclusion, the indicators of most small tourism enterprises were neither good nor bad, as evidenced by the
indicators of the level of satisfaction with business growth and competitiveness, respectively. Business growth was more of
a macroeconomic problem than a problem at the individual level, as high-satisfaction respondents and low-satisfaction
respondents were grouped in different directions, and no statistically significant differences in demographic and business
characteristics were observed between the two groups. This suggests that the development of a small tourism business, that
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is, the popularization of the destination, is still important. It was not surprising that the respondents had an impartial
assessment of the competitiveness of the business, since in the city enterprises offer the same goods and services.

DISCUSSION

In the World Tourism literature, there is very little research on the tourism business of the Republic of Kazakhstan. The
existing tourist research itself is of a natural and geographical orientation. And there is almost no research on the problems
and prospects of business development. Therefore, in this study, we aimed to study the problems and prospects for the
development of the small tourism business of Almaty. It was also important to understand the current state of the tourism
industry by obtaining data on the general characteristics of small tourism business in Almaty, marketing aspects, Human
Resource Management and the level of district development of small tourism business. In this study, we used the survey
method to identify and understand the potential of the small tourism business of the city. The study was attended by 655
enterprises from 8 districts of Almaty (total: 39 hotels, 147 restaurants, 36 banquet halls, 158 cafes, 109 pubs or bars, 27
karaoke, 48 coffee shops, 6 souvenir shops, 2 museums, 11 tour operators and 72 travel agents) who shared their current
problems and prospects for development. After selecting and analyzing the results of the survey, we saw a set of problems
of small tourism business in Almaty. These include: 75.7% of respondents do not have any knowledge in the field of
tourism or services; 53.6% verbally conclude mutual contracts with employees; 82% do not have a marketing plan of the
enterprise; as a result, 17.8% cannot receive funds from banks and public sources; the ongoing war in neighboring countries
(Ukraine and Russia) and political instability (political discord between China and the United States). Therefore, this study
differs significantly from the results of a similar study in Turkey, Great Britain, Thailand, New Zealand and South Africa.
This is due to the fact that when evaluating the results of the study, the authors set clear limits for 8 districts of Almaty.
Thus, the relevant results do not include results for the Republic of Kazakhstan or other areas of mass tourism.

However, since the small tourism business in Almaty accounts for a significant share of the tourism industry of
Kazakhstan, all reliable data and results obtained play an important role in the planning of the tourism business. This is
due to the fact that the results of entrepreneurs of the local small tourism business show the tourist potential of
developed and developing regions and districts (Baiburiev et al., 2018), professional competence of specialists in the
tourist and local lore, cultural sphere (Issakov et al., 2022; Ayzhan et al., 2021), the motivation for the use of technology
(Nurbol et al., 2020), discloses the socio-economic and environmental situation (Mukhambetov et al., 2014; David et al.,
2012). Consequently, the results of this study can be useful for the whole population. Consequently, future studies could
use alternative approaches to fully reach out to small tourism entrepreneurs and involve them in voluntary participation.
For example, by getting support from local administrations, tourism organisations and other business communities or by
providing some kind of incentive to those who agree to participate in the study. Future studies could expand the research
area to cover more or less different aspects of small tourism businesses. In this regard, Tinsley and Lynch (2001) believe
that family business development plays an important role in the small tourism business, although very little research has
been done in this promising area. This is due to the fact that the problems of small family business continue to be the
result of neglect in the study of small tourism business. The largest economic profit in Almaty, in comparison, comes
from small business owners with limited income of their own. Enterprises run mainly by marginalized groups bring
much less economic benefits. However, the above analysis does not mean that the development of small businesses as
part of urban tourism is not profitable. Instead, the competent authorities should recognize the complexity of the socio -
economic situation of settlements. It should also appropriately consider business development measures and promptly
develop small businesses after Covid-19 Although many negative situations are associated with COVID-19, one of the
main conclusions is the sustainability of local small tourism business owners, which allowed them to adapt to these
conditions and change their business models. This will allow businesses to survive the crisis and lay the necessary
foundation for their future achievements. Therefore, we hope that these changes are an automatic, but temporary
reaction to the pandemic, and after the start of normalization, enterprises will return to their previous business models.

CONCLUSIONS

In conclusion, as a result of the theoretical and practical study of the small tourism business of Almaty, the problems
and promising areas of small business were identified, and we came to the following conclusion on the way to increasing
the competitiveness of the business:

1.Small business in the tourism industry includes the behavior, activities, professional knowledge and training of
entrepreneurs and individuals, family business, new business and corporate entrepreneurship.

2. Small tourism enterprises play a key role in the development of local tourism. In terms of technology and capital, in
comparison, it allows entrepreneurs to start their own businesses. The business not only meets the employment needs of the
owner, but also serves as a direct source of income for the owner's family and other residents.

3. The analysis of the survey showed that 75.7% of respondents do not have any knowledge in the field of tourism or
services; 53.6% verbally conclude mutual contracts with employees; 82% do not have a marketing plan of the enterprise; as
a result, 17.8% cannot receive funds from banks and government sources; the consequences of the ongoing war in
neighboring countries (Ukraine and Russia) and political instability (political disagreement between China and the United
States) were identified as the main problems of the small tourism business in Almaty.

4. As well as resilience of respondents to positive development, overcoming the consequences and crisis of the COVID-
19 pandemic and willingness to use gained experience and knowledge for the future; motivation of 655 respondents who
agreed to take part in the study to develop their businesses; predominance of men 53%; 28.7% of respondents (36-45) are
young entrepreneurs; 74.7% are individual entrepreneurs; investment in small tourism business and contribution to the
development of small tourism business in Almaty city can be attributed to.
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5. In future studies, it is necessary to try to use incentive methods to fully cover representatives of small tourism
businesses and involve them in voluntary participation. For example, the provision of incentives from local administrations,
tourist organizations and other business associations.

6. Almaty's tourism infrastructure, technology, services, inter-city trade and logistics, education systems and
digitalisation need to be developed.

Acknowledgments: We would like to express our gratitude to the executives and managers of the 764 enterprises
(respondents) who took part in the survey in Almaty for their participation in the survey and for their contribution to our research.
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