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Dabyltaeva N.E.

Trends of business-tourism in the
global market

[JabbigTaeBa H.E.

BU3HEC-TYPU3MHLL, 31eM K
HapbIrblH AaMbITy
TeHAeHUManapsbl

[OabbinTaeBa H.E.

TeHAeHUMN pa3BUTUS MUPOBOTO
pblHKa 6U3Hec-Typusma

©2015 Al-Farabi Kazakh National University

The prerequisites for sustainable development of tourism is a>: i
perception that tourism is today - it's more than just a trip; it becj-*
urgent needs of humanity as capable of resolving one of the global re/ri
of our time - the problem of effective time management, opening u: M
possibility of parallel, and at the same time to effectively implement M
two functions - social (recreational, spiritual and humanitarian) and pa »
fessional business (agreements, meetings , the strategic objectives ¢ 71!
company, etc.). Actually, this explains the increase in the share of bus nel
tourism in the total volume of tourist services (according to the World Toms
ism Organization, the growth over the past five years was almost t\\i -i.

Therefore, studies on the issues of business tourism as one ofthe m |
promising areas of international tourism, is important, relevant and ti~>?4
demanded at the national level.

Key words: urism, business tourism, tourist market, market, : it
packages, tours.

Keliwn >xbingapbl xanblkapasblkK, TYpU3Mae Maubi3abl pengl 6ms— -
TYpU3M anagpl, eiTkexx canapnapgbil yikeH 6enll Kkepnik makc.- !
>kacanagbl. OcbiraH 6GalinaHbICTbl GU3HEC-TYpu3M 6yn - >Kubipma
Wbl racbipAbin heHOMeH! atasiraH onemal’k SKOHOMMKaHbIL, 6acTbl
K,03rasibiCTarbl cananapbiHbil, 6ipi. BusHec Cckepnlk) TYypu3mM OpkeHme
enemge Kenewen 6ap X3He TabbICTbl 6GU3HEC 6ONbIN TaHblAraH. B\ «m
KyHi, MaMaHgap apacbiHAa OpTaK, «OMU3HeC-TYpuU3M» TyciHiri XOK, b r-
nepgu, onbiHWa, 6yn - weTenre Kopme, KOH(epeHuwusra canap
6ackanap nanganbiHbl XKanIbIMEH 6ipiK Tipy, SITHW icKepAik Kenlcc; "1
XXYPN3Y X3He aH,a xepnepae Aemany; an yiuiHiui 6ipeyAep - «6i':-e
TYPU3M» AEreH XOK, OMTKEXX, aHblK,Tamacbl 6oibiHWa icKepAiK 6ov . M*
MYMKLI AeWAAr Bipak,, 6apfblK, OCbl TYa)KKTep MeH aHblK,Tamanapr; -4
pamacTaH, icKepAiK Typn3m yroiMbl 6ap >K3He 3KOHOMMKasbIK, 6 e\:e «
K,.anbIMTack,aH, Kenewen 6ap cana.

TywH ce3nep: TypusMm, 6usHec-TypusM, icKepAiK Typusm, TypMriu
HapbIK, TYPUCT:'K NakeTTep, Typnap.

He BbI3bIBAET COMHEHMs,, UTO GM3Hec-TypusMm 6yaeT passusas:- d
HeBEPOATHOI CKOPOCTbIO. 3TO, B NEPBYI0 O4epedb, CBA3AHO C Tem — 1
npeacTaBuTenn pPasInNYHbIX MUPOBLIX GU3HEC-CTPYKTYp cTpemsATca pa |
LWMPUTL CBOE BANSIHWE Ha Apyrue cTpaHbl. U, kak oTmeyatoT cheu/i «H
Tbl, AaXXe BO BPeMeHa TshKeneliwero Kpusuca JaHHblii cerMeHT TaT>M
Ma MeHbLLE MOABEMKEH CMOXMBLIMMCA ycnoBusiMm, Yem Bes 3kohov,s 1
Moatomy B 6vdkalilein NnepcrnekTBe passuTve GU3Hec-Typu3ma c
NPOUCXOANTb B MOMEHT MMPOBOro 3KOHOMMUYecKoro craga. Cneacts et
3TOro, COrNacHoO 3aKNYEHNAM IKCNEPTOB, OfHUM U3 OCHOBHbIX HETa~B
HbIX )aKTOPOB Pa3BUTMA MUPOBOIO PbIHKA AENOBbIX MOe3[0K BbiCT~"~1
[JeMIVHT, NPU KOTOPOM KOMMaHUN-3aKa34mKM CTPEMATCHA NOBbICUTL © 1
ponb Haf AEHEXHBLIMW NOTOKaMW, HEB3MpPas Ha kavectBo ycnyr. U *«
BCEM CTPEM/IEHUM MAKCUMAIbHO CHWU3WUTbL LEHY Moc/e NpoBefeHns ~—
[lepoB Kak KOMMaHWW, TaK U OpraHmM3aTtopbl MOTYT MOHECTU 3Had. -
Hble notepun. MO3TOMy «urpa» Ha LaHHOM HanpasfieHMU BefeTcs O-HL
TOHKas, U 06e CTOPOHbI MOCTOSAHHO NAaBUPYIOT MEXY KayeCTBOM .
HOIA. B nTOre MOXHO OTMETUTb, YTO U MUPOBBIA PbIHOK AEN0BbLIX Noea
cTpeMuTeslbHO HabupaeT 060pPOThI.

KntoueBble cfioBa: Typn3Mm, 6U3HEC-TYPU3M, LeNOBOA TYPU3M, T.T =
KWii PbIHOK, PbIHOK, TypnakeTbl, Typbl.



331.5:37(574)

RENDS OF BUSINESS-
TOURISM IN THE
GLOBAL MARKET

Dabyltaeva N.E.

Al-Farabi Kazakh National University,
Republic of Kazakhstan, Almaty
E-mail: nazym62@ mail.ru

The value of international tourism for development of economy,
culture and society cannot be overemphasized. It directly or indi-
rectly associated with approximately 30 branches, accounting for
8% of world exports, over 31% of the world market for services,
100 million jobs (every ten jobs in the world). Every year about 35
million sent for the international frontiers. Revenues from tourism
exceed one trillion dollars a year. World tourism revenue for 2014 is
$1.3 trillion dollars. It should be noted that since 1998, in the world
exports of services, tourism holds the first place [1].

The amount of tourists, who travelled abroad, was 940 million
of men in 2014. The volume of world tourism market reached $ 40
trillion in 2015 (2.5% of global GNP) [2]. Skidding economic re-
covery and the emergence of new financial and budgetary problems
brought growing instability to the tourist market. However, the trend
of recent months lead us to believe that international tourism keep
growing, although its growth was at a slow rate in 2014, creating es-
sential export opportunities and jobs for many countries.

And what kind of the situation is in Kazakhstan? Will the mar-
ket of business tourism grow in Central Asia? Let’s start with the
fact that there is no official data on the volume of business tourism
in Kazakhstan. There is some information on the total number of
tourists in the country. According to the study of Kazakhstan Indus-
try Development Institute (KIDI), it has been served 4100 thousand
people in | quarter 2014. Where, travel agencies served over 2,500
thousand people (including inbound tourism 1322.5 thousand):

1.USA (501 thous.)

2. CIS countries (479 thous., 350 thous. of Russia)

. India (338 thous.)

. Latvia (244 thous.)

. Israel (243 thous.)

. German (229 thous.)

. China (144 thous.)

. Korea (133 thous.)

. Netherlands (124 thous.)

10. Hungary (115 thous.)

11. Italy (112 thous.)

According KIDI, inbound tourism in Kazakhstan has a rising
tendency and amounted to 1322.5 thousand people in 2014. The
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number oftrips of Kazakhstan citizens abroad shows
that the rising tendency will grow, the number of
trips increased by 12.2% compared to the same
period of 2013 and amounted to 2105.3 thousand
trips. As before, the main goal was the holidays in
vacation time.

According to the Kazakh Statistics Agency,
the total volume of tourist services in Kazakhstan
amounted to 65.8 billion tenge in 2014 ($ 430
million). If we consider that the average business
tourism market is, according to experts, 60 to 80%
of the total tourism market, we can assume that it is
equal to the amount of $ 250-350 million, which is
much lower than in the developed and developing
countries.

Another feature of domestic tourism - tourism
imbalance between inbound and outbound tourisms.
At the same time, business trips precedence over
tourism in the foreigners’ inbound trips. No exact
statistics, but according to preliminary estimates,
this ratio is 9:1.

One-third of the growth in world trade over
the last decade is accounted by business travels,
improving global corporate productivity tenfold
and the creation of millions of worldwide jobs. In
accordance with this special study by economists
at the University of Oxford, on behalf of WTTC
(launched in May 2011) found that:

- Increased business travel in 2000 helped to
create over 40 million jobs, accounting for 20% of
the growth of global employment.

- If the business travel will be reduced by 25%
for two consecutive years, the global GNP will be 5%
lower, whereby it would be 30 million fewerjobs, an
average loss of global employment will be 1%.

- Business trips improve corporate perfor-
mance, obtaining a return on investment of 10: 1

- Business is an integral and an estimated part
of international trade, one-third of world trade was
due to international business travel over the past
decade [3].

According to experts of the WTO, the share
of business tourism in the world is 20%. Business
tourism is one of the most cost-effective forms of
tourism in the world. For about 50% of airline rev-
enues, approximately 60% of the income of hotels,
and more than 70% of the income rental companies
created by the service of this particular category of
tourists. Another feature of this sector is growth
in demand for combined programs, that combines
work for 3-4 days and 1-3 days a promotional holi-
day [4]. Business travellers are effective customers
ofhotels and travel agencies. 55-60% ofhotel rooms
around the world booked by businessmen and man-

agers of companies. Daily expenses of del
various business meetings, conferences, s
and so on exceed over $ 345, and the usu
spends per day on average $ 100-200 [5].

Almost halfofinternational tourists (51
million arrivals) in 2010 travelled with the
of leisure, recreation and celebrate holid
proximately 15% of international tourists
with the purpose of business and professioi
27% of trips happened for such purposes a
friends and relatives (VFR), religious rea
pilgrimages, health treatment, etc. The pi
the visit of the remaining 7% was not spec;

The analysis shows that the last few
over the world, the demand for services in
of corporate and incentive tours are growii
agers of companies make extensive use o
types of training, encourage and stimulate
ployees or partners.

With the crisis, the situation has chai
the one hand, companies have become mo
use of budgets, but on the other, it beca
that large firms will not abandon the busii
abroad. Currently, the need for business t
increased significantly, since companies
business meeting for the conclusion of agr
conferences and congresses to exchange :
the state of the market, to find new opportu

In 2009, the research firm Oxford Ec
for the first time established a link between
travel and business growth: every dollar in
business travel creates value in the amou
US dollar (thus manifested tourist busin
ism multiplier). Almost 40% of compan
confirmed that the reduction in business fti
negatively affected the results of their wc
decreased sales volume, 12% decreased b
ficiency of in-house communications, 10
number of effective internal business in
and 8% was the loss of customer loyalty. T
studies indicate the prospects of developm(
business tourism market as an essential co
ofbusiness success [7].

Business travel is a component of inte
trade in services, so statistics are reduced t(
goods, to eliminate direct communication a
on causation. It should also be noted that
correlation does not necessarily mean a tn
relationship.

In the world annually about 100 mill]
ness trips happen. By the number of busi
its, the global leader is Europe. The most (
wide-spread trips are to conferences, congr<
exhibitions.
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An analysis of statistical data shows that the
wading countries of business tourism in Europe are
Germany, Spain, France and Italy, in Asia - Thai-
and, Turkey, Singapore, Indonesia and China, as
-ell as the United States and Canada. Among the
Ejropean countries, who actively take business
:mists are Britain, the Netherlands, Sweden, Swit-
rerland and Belgium. Every tenth arrival in Belgium
ind France is carried out for business purposes, in
r. UK- onein three. In Russia, one o fthe leading

for the development of business tourism is

w.

“he largest outbound flow of business travellers
£ .rope generates Germany: more than 5 million.

;strips, ofwhich 3% - abroad, 21% - abroad

-t home, 76% - only in Germany. The average
on of a service trip to the country, located on
T continent, is 12 - 13 days within the region

5-6 days in Germany - 3-4 days. Germany is
monthly by thousands of business: manufac-
band retailers of textiles, carpets, building ma-

k. furniture, cosmetics, confectionery, equip-
for hospitals, etc. They attend special events

1 ilogne, Frankfurt, Munich, Stuttgart, Dresden
other German cities (most in January), get ac-
ted with the latest achievements in these sec-
acquire new products and establish business
‘ctions [7].

The second, after Germany, can be called Spain,
tourist season in Spain starts in May and ends

Jctober, so business trips take place mainly from

..ober to April.

In the UK, the market of business tourism is
ing rapidly. So, in 2002 it amounted to 3.5 bn.
ds, which is equivalent to 33% of all foreign
ors to the UK costs. In 2005, it was already re-
ed 6.8 million business tourists. On average,

-h remained spent 4 days 528 pounds in the UK

It should be noted that the powerful business

ters in Europe are France and Italy. In the French
odes as Paris, Lyon, Cannes, Toulouse, and Milan,
c*ly, Verona, Naples happens Specialized Exhi-
-don and Congress on construction and medical
e;uipment, a variety of conferences and forums in
be electronics industry, as well as the world’s larg-
est exhibition of fashion and branded clothing, tex-
-ies, exclusive goods and food. Every year there
re more than 200 business activities happens at the
Tongress Centre, where 22 equipped for a variety of
-jsiness meetings.

Approximately 65 thousand travellers come to
rarticipate in the corporate meetings, seminars and
;inferences in the archipelago of Malta. Malta an-
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nually receives more than 1.2 million guests. Ac-
cording to the Malta Tourism Association (MTA),
the number of foreign participants in corporate
meetings exceeds the number of delegates held in
Malta, congresses and conferences. This Mediter-
ranean country fully meets the European standards
of the hospitality industiy with its characteristic
high level of service, so popular with businessmen

in Germany, Britain, France and Italy. Concerning

Russia and some CIS countries in Malta operates
the facilitated visa regime [9]. After stabilization of
the national economies of the countries of Central
and Eastern Europe occupy a certain market share
in business travel, which is projected to grow WTO.

Significant flows of business people sent to the
United States, Canada and Mexico, which are lead-
ing in almost all segments of the tourist market in
the Western Hemisphere. Every eighth trip to the
America carried out for business purposes. In Latin
America, with economic development, expansion
and strengthening of business ties, many countries
have strengthened their position in the business
travel market, particularly Paraguay, Guatemala,
and Costa Rica.

In South-East Asia is also noticeable growth in
the number ofbusiness trips: one in five is a business
trip, a third of them in Hong Kong (Hong Kong),
Singapore and Taiwan.

In Africa, the recent rapid growth of business
tourism observed in the Republic of Congo, Zim-
babwe and Ethiopia. By the amount arrivals leads
Egypt, South Africa and Morocco. In the Middle
East the main streams of people heading to oil-pro-
ducing countries (such as Saudi Arabia and others.),
as well as Israel and Jordan.

However, in Africa and the Middle East busi-
ness tourism develops unevenly, which depends
mainly on the political situation in the region. In the
past few years, the political situation in the Middle
East, exacerbated, leading to a decline in all types
of tourism, including business. Therefore, there is
some difficulty to predict the prospects of its de-
velopment in these regions. The largest share in the
business tourism accounts for business trips, but not
less important segment - incentive tours. Currently
in the UK on incentive tours accounted for 40% of
total business spending for stimulating workers, and
in France and Germany almost 50%. The duration of
these trips is 3-7 days, the average cost for European
standards - $ 1,000 [10].

According to the Luxury Travel magazine, in
Europe, the number ofbusiness trips with the family
in the last 5 years has increased by 30%. At confer-
ences and exhibitions, as a rule, it leaves a group
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of colleagues (an average of 5 to 8 people), and
sightseeing, social and cultural programs are built
on the basis of the schedule of business events and
leisure time, as well as customers’ needs. About 1in
5 international business travellers (or 1% ofthe total
number of international tourists) perform a trip to
attend the congresses and conferences.

Suppressive form of travel in the market in-
centive tourism is a group tourism (more than 10
guests), which accounts for over 60% of all trips.
About 30% of incentive trips are made in small
groups - 2-5 people. And 10% are individual «pre-
mium» trip in which the journey takes place award
with his family or friends. [11] In our opinion, in the
coming years, this structure has not changed. As in
the past individual business trips will prevail for the
purpose of negotiating, contracting, etc. At the same
time, the rapid pace will develop incentive tourism
and tourism exhibition.

In our opinion, in the coming years, this struc-
ture has not changed.

In general, the structure of business travels is
most dynamically developing incentive tourism,
convention and exhibition.

The incentive tourism for about 80% of its trips
are in Europe, 10% in the US, 6% in the South-East
Asia, 4% is to other regions. Rating incentive tour-
ism destinations in Europe, led by France (Paris,
Strasbourg), Spain, Switzerland, Austria, Cyprus,
the United States (New York, Florida, West Coast),
and the Caribbean islands. Top Destinations of the
United States as promotional tour considered Mexi-
co, Great Britain, Asia and the Pacific.

According to the European Association of in-
centive tourism «SITE», the main leading countries
- suppliers for a long time are the United States
(about 60%), UK (20%), and Germany (11%). In
recent years, increased the number of incentive visi-
tors from Japan. The popularity of incentive tours in
the United States says, outpacing growth in spend-
ing of US companies in the incentive tourism in
comparison to the costs of material incentives for
workers. In the UK, they account for 2/5 of the total
costs of companies to reward their employees and
in France and Germany - almost half. The cost of
incentive tours range from 500 to 1,500 US dollars
per person and up, and length - from three to seven
days. [12]

As evidenced by the statistics, the situation has
not changed which is rated for 2011 in respect to
the countries. It should also be noted that almost
all countries have twofold increase in the number
of events, which did not take place in the cities. In
parts of cities, positions have changed. So Hong

Kong has moved from 5th to 22th place, S
from the 2nd to the 5th. The second place
Paris, which were not previously included i
five. Russia is on the 40th place in the ranki:
78 Moscow, St. Petersburg on 82. In the E
rankings of Russia occupies 22th place, Mo
the 40th place, St. Petersburg - on the 44th.

The study suggests a trend towards grow
share of business tourism in the structure ol
from international tourism. This makes the
tractive for development of different forms
and additional business in the global touri:
ket. On the other hand, the concept of ini
development of the world economy on the
globalization, integration and cooperation,
favorable conditions for Russia’s participate
international tourist traffic, the developmenl
tourist destinations, domestic tourism marke
ultimately will stimulate the growth of ma
nomic indicators of the country. The corresj
increase in the number of tourists will signi
increase the percentage of export revenues
state budget of the country. For example,
revenues from exports produce 60 and 40 pei
the budgets of Spain and Austria respectivel,

Today, Russia lies in the sixth place in 1)
of MICE of the world, as evidenced by the
of research Euro monitor International for
temational tourism exhibition World Trave.
in London. So, in 2011, according to Euro r
[14], about 2 million visitors from abroad
the various business activities that were carr
in Russia. Number one country in the worlc
MICE named China, which adopted in 2011
7.9 million guests. In second place France
lion), the third - Italy (about 3.5 million). T
10 countries of business tourism also includ
many, Spain, Turkey, Malaysia, Hong Kong ;
United Kingdom [15].

From the above, it can be concluded thr
current stage of business tourism developme:
mation of a complex of tourist services are n
demand in the field of incentive tourism. Inc
tourism is completely built on a unique coir:
tourist services, offered and completed a tour
tor in accordance with the requirements of ci
ers.

The prerequisites for sustainable deve':
of tourism is also a perception that tourism
day - it’s more than just a trip; it became |
needs of humanity as capable of resolving c
the global needs of our time - the problem
fective time management, opening up the pa
ity of parallel, and at the same time to effe:
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mplement the two functions - social (recreational,
spiritual and humanitarian) and professional busi-
ness (agreements, meetings, the strategic objectives
:: ihe company, etc.)- Actually, this explains the in-
.rease in the share of business tourism in the total

:lume of tourist services (according to the World

Tourism Organization, the growth over the past five
years was almost twice).

Therefore, studies on the issues ofbusiness tour-
ism as one of the most promising areas of interna-
tional tourism, is important, relevant and timely de-
manded at the national level.
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