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Abstract

Business tourism is one of the most dynamically developing segments of the modern tourism industry and plays
an important role in the socio-economic development of states. Hosting international conferences, forums, exhibitions,
and corporate events contributes to the development of business ties, the exchange of knowledge and technologies, and
also stimulates the development of urban infrastructure and the service sector. A distinctive feature of business tourism
is a higher level of tourist expenditure and a significant multiplier effect that extends to related sectors of the economy.
This article examines the influence of innovative management methods on the development of business tourism and its
economic effect for host destinations. The purpose of the article is to investigate the impact of innovative management
methods on the development of business tourism, assess their economic effectiveness for the host territories and
substantiate the importance of digital technologies and modern management tools in increasing the competitiveness and
sustainable development of the MICE industry. Special attention is paid to the analysis of the digitalization of event
management, the introduction of CRM systems, event management platforms, demand analytics tools, and modern service
quality management methods. Based on the analysis of international practice and statistical data, the economic results of
implementing innovative management solutions in the MICE industry (Meetings, Incentives, Conferences, Exhibitions)
are assessed. The results of the study show that the use of innovative management methods contributes to an increase in
the number of business events, higher spending by business tourists, lower operating costs, and a stronger multiplier effect
on the economy. The findings confirm that innovative management is an important factor in increasing the
competitiveness of tourist destinations and ensuring the sustainable development of business tourism.

Keywords: business tourism, MICE industry, innovative management methods, economic effect, tourism
multiplier.

Introduction

Business tourism has formed as an independent branch of the tourism industry and is one of the
most fast-evolving areas of modern tourism. It plays an important role in the development of the
national economy of any country, actively contributing to its integration into the world market,
serving as an essential condition for the successful functioning of modern business, and making a
significant contribution to economic development. Being among the most effective and diversified
types of tourism, it often plays a stimulating role for other sectors of the national economy as well.

This topic is relevant because the development of business tourism is closely linked to resolving
socio-economic problems, employment creation, infrastructure development, and the strengthening
of international business ties.

The international business tourism market is developing rapidly and has significant growth
potential. At the same time, the influence of this industry on related sectors and its contribution to the
national economy as a whole are of particular importance. According to international experts, the
multiplier effect of business tourism can reach a ratio of 1:5 to 1.7, which means that every monetary
unit invested in the development of this sphere can generate 5-7 units of income in related segments
of the economy, including tourism, transport, hospitality, catering, culture, trade, and other industries.

In the post-pandemic period, the business travel market has demonstrated steady recovery rates.
Specifically, according to the Global Business Travel Association (GBTA), global business travel
spending was projected to reach approximately USD 1.57 trillion in 2025, setting a new historical
record and indicating an almost complete recovery of the industry after the crisis caused by the
COVID-19 pandemic. Compared with the previous year, spending increased by about 6.6%, despite
ongoing macroeconomic risks and geopolitical instability [1].
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For comparison, in 2017 global business travel spending amounted to USD 1.3 trillion, which
was 5.8% higher than in 2016. According to forecasts, by 2022 this figure was expected to rise to
USD 1.7 trillion; however, the COVID-19 pandemic significantly adjusted these expectations. In
2020, business travel spending decreased by 53.8% and amounted to USD 661 billion. Despite
forecast growth in 2021, actual global spending on business travel totaled USD 697 billion. In 2022,
it increased by 34%, reaching USD 933 billion, which corresponded to only 65% of the pre-pandemic
level. Nevertheless, by 2025 the business tourism market had not only recovered but also exceeded
its pre-crisis indicators, confirming its strategic importance for the global economy [2].

Demand for business tourism as an independent segment of the tourism services market
increases as the general economic system and business environment develop. Business tourism plays
an important role in the development of business, cultural, and scientific relations between regions
and countries. The development of the national economy and its integration into the global market
directly influence the formation and expansion of business tourism, strengthening its importance as
an instrument of international economic interaction.

It is well known that business tourism combines business travel and the meetings industry
(MICE — Meetings, Incentives, Conferences, Exhibitions/Events), forming a comprehensive segment
of the tourism industry with high economic and social impact. The economic recognition of business
tourism is confirmed by fundamental theoretical and applied studies conducted by such international
organizations as the United Nations (UN), the World Tourism Organization (UNWTO), the
International Congress and Convention Association (ICCA), Meeting Professionals International
(MPI), as well as other authoritative international associations and institutions. The purpose of this
article is to examine the role of business tourism in economic development and to assess how
innovative management methods influence its development in Kazakhstan.

Under conditions of transformation of the global economy and increasing competition among
tourist destinations, business tourism is becoming one of the key instruments of economic growth,
investment attraction, and the integration of national economies into global value chains. In this
regard, the use of innovative management methods aimed at improving the efficiency of the business
tourism industry, increasing its competitiveness, and strengthening its multiplier effect on the
economy acquires particular significance.

Research materials and methods

The methodological basis of the study rests on a set of general scientific and economic-
statistical methods of analysis, which make it possible to assess the impact of innovative management
methods on the development of business tourism and its contribution to the economy. The study uses
a systems approach that considers business tourism as an element of the tourism industry exerting a
comprehensive influence on economic development and related sectors.

The theoretical basis of the study consists of the scientific works of domestic and foreign
authors in the field of tourism economics, tourism industry management, and the development of the
business events industry (MICE). The information base includes statistical data from international
organizations, including the World Tourism Organization (UNWTO), the Global Business Travel
Association (GBTA), the International Congress and Convention Association (ICCA), as well as
analytical reports and data from national statistical agencies.

The following methods were employed during the study: economic and statistical analysis,
which was applied to examine the dynamics of the global business tourism market, changes in
business travel volumes, and the structure of business tourists” expenditures. The analysis of statistical
data made it possible to identify the main trends in the development of the MICE industry.
Comparative analysis was applied to examine international experience in business tourism
management and to identify the most effective management practices used across various countries
and destinations. The method of multiplier analysis was used to assess the economic effects of
business tourism through an approach based on the tourism multiplier, allowing the determination of
the direct, indirect, and induced impacts of tourist expenditures on the economy. In addition, the
analysis of innovative management tools involved the examination of modern digital and
organizational instruments for managing the business events industry, including CRM systems, event
management platforms, demand analytics systems, and service quality management methods.
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The comprehensive application of these methods made it possible to determine the impact of
innovative management methods on the efficiency of the business tourism industry and to assess their
role in enhancing the economic performance of tourist destinations.

Results and their discussion

Innovative management methods in business tourism represent a set of managerial,
organizational, digital, and analytical tools that optimize the processes of planning, organizing,
promoting, and evaluating business events (business travel and MICE). Their implementation makes
it possible to move from fragmented and reactive management to a systematic, predictable, and
measurable model of industry development.

World practice shows that countries and cities that consistently implement innovative
management approaches in business tourism demonstrate higher growth rates in the number of events
and delegates, as well as stronger economic outcomes, compared with destinations using traditional
administrative methods.

One of the key innovative management methods in business tourism is the digitalization of sales
processes, registration, and event analytics. The use of CRM systems, event management systems,
demand analytics tools, and dynamic pricing makes it possible to significantly increase the efficiency
of attracting and servicing organizers of business events.

According to international CRM and sales analytics studies, the implementation of CRM
systems and analytical tools can improve sales productivity, customer data management, forecasting
accuracy, and overall return on investment [3]. In the MICE industry, these effects may be reflected
in higher inquiry-to-event conversion, shorter decision-making cycles, and an increase in repeat
events.

In practical terms, CRM and analytical tools in the MICE industry may contribute to:

-an increase in the conversion of inquiries into confirmed events by 12—-25%;

-areduction in the average decision-making cycle / lead time by 15-30%;

-an increase in the share of repeat events by 10-20%.

In business practice, after CRM implementation companies often observe improvements in lead
conversion due to centralized contact management, automated inquiry processing, and sales funnel
analytics. According to an industry case study, the implementation of an Al-enabled CRM inquiry
workflow increased lead conversion from 12% to 31% within six months, representing a growth of
approximately 19 percentage points, or more than 2.5 times [4].

Other industry sources indicate that automation of lead-capture workflows and CRM
synchronization can improve lead-processing efficiency by up to 50% compared with manual
processing [5].

Automation of inquiry processing and CRM analytics allows participants to receive faster
responses, offers, and tailored solutions, which reduces the duration of the sales cycle.

According to industry case studies, CRM implementation may reduce the sales cycle. In one
commercial case, the average sales cycle decreased from 45 to 28 days, which represents an
approximately 38% reduction [6]. CRM analytics makes it possible to quickly identify bottlenecks in
the funnel and accelerate inquiry processing, as reflected in reports on the digitalization of sales and
marketing management [7].

Although sector-specific CRM studies in the MICE industry remain limited, data from
commercial implementations show that CRM reduces lead time by 15-30% on average, especially in
qualification and event approval processes.

Real practices show that the use of CRM in event management can increase the conversion of
inquiries into confirmed events by 10-25% and more, depending on the level of automation and data
integration.

In economic terms, this leads to an increase in the number of events held and delegates served
without a proportional increase in costs. For example, if the host destination holds 100 international
business events annually, an increase in the number of international business events by just 10%
would mean 10 additional events. With an average of 300-500 delegates per event and average
spending by one business tourist of USD 1,200-1,500, this may provide additional direct annual
income of USD 3.6-7.5 million for the host destination, based on the author’s calculation and general
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international business travel spending trends [8]. CRM outcomes vary with the degree of
implementation, data quality, the level of integration with other business systems, staff training, and
the maturity of digital processes [9]. Most empirical CRM data relate to sales and services in
B2B/B2C sectors rather than MICE as a separate industry. However, the logic and mechanisms of
CRM, including lead management, behavioral analytics, and communication personalization, remain
applicable to MICE-related business processes [10].

In the context of MICE, it is important to consider the complexity of the process, the
involvement of multiple stakeholders, and the length of approvals; therefore, enhanced analytics and
automation indeed produce a noticeable effect. According to practical cases and empirical studies on
CRM implementation, automation of lead management and analytics can increase the conversion of
incoming inquiries into confirmed events by approximately 12-25%, reduce the average decision-
making cycle (lead time) by 15-30%, and, through improved customer interaction, increase the share
of repeat events by 10-20%. Such effects are recorded in corporate automation cases where CRM
platforms contribute to data centralization, communication optimization, and faster inquiry
processing, which is especially important in the segment of complex B2B events and MICE. These
figures reflect average efficiency values of CRM implementation in commercial industries and can
be reasonably applied to assess the impact of CRM in the business tourism and MICE industry.

Innovative quality management methods based on the principles of service design, TQM, 1SO
9001, and customer experience management (CEM) have a direct impact on the sustainability of
demand and the reputation of a destination in the international business tourism market [11].

Based on the relationship between conference service quality, delegate satisfaction and future
behavioural intentions, the following author’s applied estimates may be used:

-an increase in the delegate satisfaction index (CSI) by 10 points may raise the probability of
repeat destination choice by 8-12%;

-a 10-point increase in NPS may be associated with an average 15% increase in
recommendations and repeat bookings;

-a reduction in operational failures, including queues, registration delays and logistics
problems, by 20-30% may decrease organizers’ hidden costs and strengthen their loyalty [12].

From the perspective of business tourism economics, improving service quality increases not
only the number of events but also the average spending of a business tourist through the consumption
of additional services, including excursions, cultural programs and premium accommodation. In the
author’s applied estimate, well-organized events may ensure a 7-15% increase in average delegate
spending, based on the relationship between service quality, delegate satisfaction and future
behavioural intentions [13].

The implementation of a process approach (BPM), Lean methods, and standardized operating
procedures makes it possible to significantly improve the manageability of the business tourism
industry. This aspect is especially important for large-scale events and congresses involving dozens
of contractors and hundreds of employees.

Based on industry benchmarks and author’s applied estimates, supported by event management
and quality management literature [14]:

- optimization of event organization processes may reduce operating costs by 10-18%;

-automation of procurement and logistics may reduce event preparation time by 20-25%;

- standardization of processes may increase staff productivity by 15-20%.

At the destination level, this means the ability to host more events using the existing
infrastructure, without the need for significant capital investment. Thus, innovative management
methods increase the “capacity” of business tourism and accelerate the return on infrastructure
investment.

The use of innovative management solutions affects the tourism multiplier through an increase
in delegates’ length of stay, growth in the share of additional services, and broader participation of
local businesses in the value chain [15]. Thus, assuming an increase in the average spending of a
business tourist from USD 1,200 to USD 1,350 (+12.5%) and applying a tourism multiplier of 1.8,
the total contribution of one delegate to the economy rises from USD 2,160 to USD 2,430. For an
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event with 1,000 delegates, this represents an additional economic impact of USD 270,000 (author’s
calculation).

The multiplier effect of business tourism (MICE) in Kazakhstan is significant: every tenge spent
by a business tourist generates additional income in related industries (transport, catering, services)
with a coefficient that can exceed 1.5-2.0. The growth in visitor numbers (11.5 million foreign
visitors in the first 9 months of 2024) ensures a large-scale contribution to GDP through the chain
“accommodation — food — logistics — leisure” [16].

The main components of the multiplier effect in MICE are as follows. The direct effect refers
to spending on accommodation, conference hall rental, and flights. The indirect effect encompasses
purchases made by hotels and restaurants from local producers of food, renovation materials, and
cleaning services. The induced effect reflects growth in the income of tourism sector employees, who
then spend their wages in other sectors of the economy.

The multiplier shows how much additional income is created by each unit of tourist spending.
As a rule, the Keynesian income multiplier is used in calculating the multiplier effect:

k=1/(1-MPC) (1)

where:

- k is the tourism multiplier;

- MPC (marginal propensity to consume) is the marginal propensity to consume within the
economy;

- the more money remains in the country, the higher the multiplier.

It shows how many times total economic income increases when expenditures rise (for example,
investments or tourist expenditures).

However, in tourism a broader formula is often used, since in the real economy there are
leakages from the system: imports, taxes and savings. Therefore, a more precise model is applied.

1
k =
MPS + MPI + MPT

)

where:

- MPS is the propensity to save;

- MPI is the propensity to import;

- MPT is tax leakage.

This formula is more often used in tourism and MICE studies.

For tourism and the regional economy, extended models with leakages are usually used (0.3—
0.5 of income leakages), therefore the real values of the multiplier are often 1.5-2.0 rather than 3-4.

For example, in the first 9 months of 2024, Kazakhstan was visited by 11.5 million foreign
visitors. Studies of MICE show that business tourists spend more than ordinary tourists. Let us
assume:

Table 1 — Total Expenditures of MICE Tourists

Expenditure item Average expenditure (tenge)
Accommodation 120,000
Food 80,000
Transport 70,000
Conferences and services 130,000
Leisure 50,000
Total 450,000
Note: Compiled by the authors

If 11.5 million visitors 450,000 tenge = 5.17

If we assume:
5.17 trillion tenge % 1.7 = 8.79 trillion tenge.
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The direct effect of visitors and their expenditures is 5.17 trillion tenge. To calculate the
coefficient of the indirect effect of business tourism, the following is usually assumed:

Table 2 — Types of Tourist Effects

Type of effect Share

Direct 55-65%

Indirect 20-30%

Induced 15-25%

Indirect coefficient for MICE tourism 0.4

Note: Calculated by the authors (each 1 tenge of direct expenditure creates 0.4 tenge of additional purchases
from suppliers)

The formula for calculating the indirect effect is:
Indirect = Direct x a2 (3)
where Indirect is the indirect effect, Direct is direct expenditure, and a. is the coefficient of inter-
industry purchases.
Indirect 017 x 04

Indirect = 2.068 trillion T

Thus, the result is 2.1 trillion tenge.
These 2.1 trillion tenge arise because hotels and restaurants purchase goods and services from
other sectors.

Table 3 — Example Distribution

Industry Volume (tenge)
Agriculture (food products) 0.52 trillion
Furniture and textile manufacturing 0.31 trillion
Cleaning and building maintenance 0.21 trillion

IT and digital services 0.17 trillion
Transport and logistics 0.41 trillion
Other services 0.48 trillion
Total 2.1 trillion
Note: Compiled by the authors

The indirect effect is calculated through the coefficient of inter-industry purchases. With direct
tourist expenditures of 5.17 trillion tenge and an indirect multiplier coefficient of 0.4, the volume of
the indirect effect amounts to:

Indirect =5.17 x 0.4 = 2.07 trillion tenge (2.1 trillion tenge).

This effect is generated through purchases by hotels and restaurants from related sectors of the
economy (agriculture, furniture production, cleaning, IT services, transport).

The induced effect is calculated through workers’ incomes, which arise due to the direct and
indirect expenditures of tourists and are then spent in the economy. The standard calculation scheme
is presented below. The induced effect arises when:

1. tourists pay hotels, restaurants, and transport companies;

2. these enterprises pay wages to employees;

3. employees spend their wages on goods and services (shops, transport, housing,
entertainment);

4. these expenditures create additional economic turnover.

Induced = (Direct + Indirect) x w x MPC 4)

where Direct is the direct effect, Indirect is the indirect effect, w is the share of wages in the
income of the industry, and MPC is the marginal propensity to consume.

5.17 + 2.1 = 7.27 trillion tenge. In tourism, the wage share is usually 30-40%.
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Let us take 35%.

Salary = 7.27 x 0.35
Salary = 2.54 trillion tenge.

Let us assume:

MPC = 0.6

This means that 60% of wages is spent within the economy. Thus:

Induced = 2.54 x 0.6 = 1.52 trillion tenge.

The induced effect is formed through the consumer spending of employees in the tourism
industry. With total industry income of 7.27 trillion tenge, a wage share of 35%, and a marginal
propensity to consume of 0.6, the induced effect amounts to:

Induced = (5.17 +2.1) x 0.35 x 0.6 = 1.5 trillion tenge.

Table 4 — Types of Effects from MICE Tourist Expenditures

Type of effect Volume (trillion tenge)
Direct 5.17

Indirect 2.1

Induced 1.5

Total effect 8.7-9.0

Note: Compiled by the authors

Every 1 tenge of expenditure by a MICE tourist generates approximately 1.7 tenge of economic
activity, which confirms a multiplier of 1.5-2.0. If 1,000 foreign business tourists spend an average
of USD 1,000 each (USD 1 million direct effect), then taking into account a multiplier of 1.8, the
total contribution to the economy will amount to USD 1.8 million. The development of infrastructure
(hubs, hotels) in Almaty and Astana strengthens this effect despite current infrastructure constraints.

Innovative destination management is of particular importance for the development of business
tourism. The establishment and strengthening of Convention Bureaus, the implementation of the
“one-stop shop” model, portfolio management of the event calendar, and stakeholder coordination
make it possible to ensure systematic growth of the industry.

Quantitative estimates show that destinations with active Convention Bureaus:

- attract 30-50% more international association events;

- demonstrate greater stability in hotel occupancy on weekdays;

- recover more quickly after crises.

For the national economy, this means growth in the export potential of services, increased
investment attractiveness, and the establishment of the country's brand as a sustainable business
destination.

Despite the obvious advantages, innovative management methods do not always produce the
expected effect. The main risks are associated with:

- formal digitalization without process reengineering;

- a shortage of qualified personnel,

- the absence of a unified system of performance indicators;

- fragmentation of management between the state and business.

In the absence of institutional coordination, innovations remain local in nature and do not lead
to systemic growth in business tourism.

Conclusion

The conducted analysis confirms that innovative management methods have a systemic impact
on the development of business tourism and on the economic performance of host destinations.
Digital CRM tools, event management platforms, data analytics, quality management systems and
process-based approaches make it possible to improve the efficiency of attracting, organizing and
servicing business events. Their combined use contributes not only to operational improvements, but
also to the strengthening of the destination’s competitiveness in the international MICE market.

First, digitalization and CRM-based management improve the quality of interaction with
organizers and delegates. Centralized data, faster inquiry processing, sales funnel analytics and
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personalized communication help increase the conversion of inquiries into confirmed events, reduce
the average decision-making cycle and support repeat demand. These effects are particularly relevant
for MICE, where the decision-making process involves several stakeholders and usually requires a
longer negotiation and approval period.

Second, innovative quality management methods, including service design, TQM, ISO 9001
principles and customer experience management, increase delegate satisfaction and strengthen
behavioral intentions such as repeat destination choice and recommendations. In practical terms, this
means that better organized events can increase average delegate spending, reduce hidden costs for
organizers and improve the reputation of the destination as a reliable platform for international
business events.

Third, process optimization, automation of procurement and logistics, and standardized
operating procedures increase the capacity of the destination to host more events using the existing
infrastructure. This reduces operating costs, shortens event preparation time and increases staff
productivity. As a result, innovative management accelerates the return on investments in tourism
and event infrastructure.

The multiplier analysis shows that the economic impact of business tourism is formed not only
through direct delegate spending, but also through indirect and induced effects in related sectors,
including accommodation, catering, transport, logistics, cultural services, retail and local suppliers.
Therefore, even a moderate increase in the number of business events, average delegate spending or
length of stay can generate a substantial additional effect for the host economy.

Overall, innovative management methods should be considered not as auxiliary instruments,
but as a foundational factor in the sustainable development of business tourism. For Kazakhstan, their
consistent implementation may strengthen the country’s position in the international MICE market,
increase the export potential of services, support local businesses and contribute to the transformation
of business tourism into one of the drivers of socio-economic development.
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ICKEPJIIK TYPU3MAI JAMBITY IATBI BACKAPY 9JICTEPIHIH POJII

AHgaTrna

Ickepix Typu3M Ka3ipri 3aMaHFbl TYPUCTIK HHAYCTPUSHBIH KapPKBIHABI TaMBIT KeJle )KaTKaH CerMEeHTTepiHiH Oipi
Oonmblnl  TaOBUTAABI JKOHE MEMIICKETTEP/IH QJIeyMETTIK-3KOHOMHKAIBIK JaMYybIHAA MAaHbBI3ABI POl  aTKapassl.
XanblKapasiblK KOH(pepeHIsIapapl, (GopymaapIpl, KepMelep MEH KOPIOPAaTHBTIK ic-Iapaiapibl ©TKI3y 1CKepIiK
OailaHbICTapAbl JaMbITyFa, OUIIM JKOHE TEXHOJOTHSUIAapMEH anMacyra BbIKNAl eTell, COHAai-ak KalajibIK
UH(PaKyphUIBIM MEH KbI3MET KOPCETy callaChlH JaMbITY/bl BIHTAJIaHABIPaAbl. [CKepIlik TYpU3MHIH €peKIIeNiri o
TYpPHUCTEP/iH SKOHOMHKAHBIH apajiac cajianapblHa TapajaTbhlH INBIFBIHIAPBIHBIH JKOFapbl OONYBI JKOHE aWTapibIKTai
MYJIBTUILIMKATUBTI ocep eTyi 0ombIn Tabbutanbl. Makanana 6ackapyIblH HHHOBALMSUIBIK 9AICTEPIHIH ICKEePIiK TYpU3Mi
JIAMBITY/IaFbl aJIaTBIH OPHBI XKOHE TYPUCTEPAl KaObUIJAYILBI ayMaKTap YIIiH SKOHOMHUKAIIBIK THIM/IUIITT KapacThIpbLUIa/IbL.
MaxanaHbIH MaKcaTbl-0acKapyIbIH HHHOBAIMSIIBIK SICTEPiHiH ICKEPIK TypU3M/L JaMBITYFa dCEepiH 3epTTeyY, OJIapabIH
KaOBUIIAYIIBl ayMaKTap YIIIH SKOHOMHKANBIK THIMAUITIH Oaramay >xoHe MICE wHOycTpusCHHBIH Oocekere
KaOLIeTTINri MEH TYPaKTHl JaMybIH apTTHIpyNaFrbl MUMPIBIK TEXHOIOTHAIAP MEH 3aMaHayd 0acKapy KypailapbIHBIH
MaHBI3IBUIBIFBIH HeTi3aey. Y nepic Oapeiceiana Ic-mmapanapasr 6ackapynsl mudpranappynsl Tangayra, CRM xyiienepin,
OKuFanap/pl 0ackapy miaTgopManapslH, CYpaHBICTHI TAJIAAY KYpallapblH )KHE KbI3MET CallachblH 0acKapyAblH 3aMaHayH
ONICTEpiH EHTI3yre epeKile Hazap ayaapbliabl. XaJbIKapalblK TKIPpHOE MEH CTaTUCTUKAIBIK JAEPEKTepAl Tanjgay
uerizinge MICE (Meetings, Incentives, Conferences, Exhibitions) wuHmycTpusicbiHIa WHHOBAIMSJIBIK Oackapy
HICHIIMACPIH CHII3YIH SKOHOMHUKAIBIK HOTHXKeNepl OaranaHaabl. 3epTTey HOTHXKEIepi 0acKapyIblH HHHOBAIIMSIIBIK
ONICTEpiH KOJIJAaHy ICKepJiK ic-lIapanap CaHbBIHBIH apTyblHA, ICKep TYPHUCTEPHAiH UIBIFBIHAAPBIHBIH apTYybIHA,
OIepalysyIbIK LIBIFBIHAAPIBIH TOMEHJICYIHE >KOHE SKOHOMHMKA YIIIH MYJIbTHUIUIMKATUBTI 9CEP/IH KYLICIOIHE BIKIAI
€TeTIHIH KepceTelmi. AJIBIHFAH KOPBITHIHIBLIAP HWHHOBALMSUIBIK Oackapy TYPHCTIK JACCTHHAIMSUIAPIBIH Oocekere
KaOUIETTINITiH apTTHIPY/IBIH XKOHE ICKEPIIiK TYPU3MHIH OPHBIKTHI JaMYBIHBIH MaHBI3IBI (PAKTOPHI OOJIBINT TAOBLIATHIHBIH
pacraiiapl.

Herisri ce3aep. Ickepumik Typusm, MICE-unmycTpus, 6ackapyIIH HHHOBAIMSIIBIK 9/TiCTEPl, SKOHOMHKAIIBIK acep,
TYPHUCTIK MYJIbTUILUTUKATOP.

POJIb UTHHOBALIMOHHBIX METOJOB YIIPABJIEHUSA B PA3BUTUU
JAEJIOBOT'O TYPU3MA

AHHOTAUUA

JenoBoil Typu3Mm sBIs€TCA OJHMM M3 HamOojiee AMHAMHYHO PAa3BHBAIOLIMXCS CErMEHTOB COBPEMEHHOM
TYPUCTCKOH WHIYCTPUH W WIPAeT BaXKHYIO POJb B COIMAIbHO-3KOHOMHYECKOM pa3BHTHM TocynapcTs. IIpoBeneHue
MEXAYHApOAHBIX KOH(EpeHIUH, (opyMOB, BBHICTAaBOK M KOPIIOPATHBHBIX MEPONPHITHH CHOCOOCTBYET DPa3BUTHIO
JIETIOBBIX CBSA3EH, 0OOMEHY 3HAHUSIMHU U TEXHOJIOTHSAMH, a TAK)KE CTUMYJIMPYET POCT FOPOACKON HHPACTPYKTYPHI U chephl
yeiayr. OcoGeHHOCTh JIETIOBOTO TypH3Ma 3aKifouaeTcsi B 0ojiee BHICOKOM YpOBHE PacXoJI0B TYPHCTOB U 3HAYHTEIHLHOM
MYJIbTHUIUIMKATUBHOM 3] deKTe, pacpocTpaHsIomeMcs: HA CMEXHBIE OTPaciii SKOHOMHUKH. B crartbe paccmarpuBaercs
BJIMSHIE WHHOBALMOHHBIX METOJOB YNPABJICHHS Ha Pa3BHTHE JIEJIOBOIO Typu3Ma M ero SKOHOMHuYeckuid sddekt mis
MIPUHUMAOIINX TeppuUTOpuid. Llens cTaTh — HcciieJ0BaTh BIMSIHNAE HHHOBAIIMOHHBIX METO/IOB YIPABJICHUS HA Pa3BUTHE
JIETIOBOTO TypH3Ma, OLEHHUTh HX JKOHOMHYECKYI0 3(P(PEKTHBHOCTH IS NPUHUMAIONINX TEPPUTOPUH W 0OOCHOBATH
3HaYMMOCTh IU(POBBIX TEXHOJOTMH ¥ COBPEMEHHBIX VYIPABICHYECKUX HMHCTPYMEHTOB B  ITOBBIIICHUHU
KOHKYPEHTOCTIOCOOHOCTH H ycToWumBoro passutua uHmyctpun MICE. Ocoboe BHuUMaHWE yAETSICTCS aHAIN3Y
uudpoBuzanuu  yrnpaeiaeHus MepornpusTusmu, BHeapeHuto CRM-cuctem, mnardopm yrpaieHHs COOBITHSIMHY,
MHCTPYMEHTOB aHAIUTHKH CIPOCA U COBPEMEHHBIX METOJOB yIpaBlIeHUs KauecTBOM yciyr. Ha ocHoBe aHammsa
MEXJYHApOAHOM MpakTHMKM M CTATUCTUYECKUX JAHHBIX OLEHMBAIOTCS 3KOHOMUYECKHE pEe3yJIbTaThl BHEIPEHUS
WHHOBALIMOHHBIX ympaBlieHuYeckux pewenuii B unayctpun MICE (Meetings, Incentives, Conferences, Exhibitions).
PesynbraThl nccne10BaHMUS OKA3bIBAIOT, YTO IPHMEHEHNE HHHOBALMOHHBIX METO/I0B YIIPABIICHUS CHOCOOCTBYET POCTY
yycaa JENOBBIX MEPONPHUITUHN, YBEIIMYEHUIO PACXOJOB JEJIOBBIX TYPHCTOB, CHIKEHHIO OIEPALMOHHBIX HU3AEPKEK U
YCUJICHHIO MYJIbTUIUIMKATUBHOTO d(deKTa a1t 5KOHOMHKH. [1oryueHHbIe BHIBOABI HOATBEPKIAIOT, YTO HHHOBAILIMOHHOE
YIpaBICHUE SBIACTCS BaKHBIM (DAKTOPOM MOBBIMICHUS KOHKYPEHTOCIOCOOHOCTH TYPUCTCKHX JAECTHHALUA U
YCTOWYHMBOTO Pa3BUTHUS JICIOBOTO TYpU3Ma.
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