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evaluating the results of the national
the territory’s modern brand: 

• tourism; 
• export; 
• policy; 
• investments; 
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• human capital (Fig. 1). 
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In contrast to this theory, the second specialist in territory branding Keith Dinny pays attention to 
branding of cities. According to his UN report“Revision of WORLD Urbanization Prospects” it is said that 
for the first time in the history of mankind half of the Earth’s inhabitants live in cities». Thus, K. Dinny fo-
cuses on the fact that cities but not countries havealready entered the world arena by entering into competi-
tion with territories and organizations [1]. 

The world practice of branding of territories demonstrates its economic and political effectiveness. 
What creates opportunities for attracting tourists, investments and also achieving certain goals. 

In recent years, Kazakhstan managed to occupy quite a strong position in the world arena. Holding such 
events as the Asian Games, Universiade 2017, Expo 2017, as well as a number of major international busi-
ness forums forced the city authorities to think about branding the country and creating a logo of the cities of 
Astana and Almaty to attract tourists and potential investors. 

The development of the territory’s image and branding becomes an actual direction of the Kazakhstan 
regional policy in the field of tourism. The attractiveness of the subjects of the Republic of Kazakhstan as 
tourist territories is determined by the totality of tourist resources withdeveloped tourist and recreational in-
frastructure that implemented by economic, social, environmental and cultural projects. The need to form 
your own territory’s brand and enhance its recognizability are obvious, as it helps to attract attention to the 
country and cities and will give an opportunity to more effectively promote its interests.In connection with 
this, since 2011 tenders for the development of cities and the country’s logos have been announced by state 
bodies (Table). 

T a b l e  

Tenders for development of logos cities and countries  

Name of the 
competition 

Organizers 
Date of 
event 

Requirements 
for the 

competition 

The purpose 
of the  

competition 

Tasks of the 
competition 

The result of the 
competition 

1 2 3 4 5 6 7 
The compe-
tition for the 
development 
of logos of 
cities in Ka-
zakhstan is 
carried out 
within the 
framework 
of the infor-
mation cam-
paign «Con-
gratulations, 
the coun-
try!», timed 
to celebrate 
the Kazakh-
stan's 20th 
anniversary 
of Independ-
ence. 
(6) 

OYL «Civ-
il Alliance 
of Kazakh-
stan» un-
der the 
support of 
the Minis-
try of Cul-
ture of the 
Republic 
of Kazakh-
stan. 

01.08.2011 
– 

12.10.2011 

The logo 
should be easi-
ly readable, 
include the 
original graph-
ic element and 
the font name 
of the city-
participant of 
the Competi-
tion. In the 
process of 
developing the 
logo, it is nec-
essary to take 
into account 
the require-
ments pre-
scribed in the 
the Republic 
of Kazakh-
stan's Law 
«On Trade-
marks, Service 
Marks and 
Appellations 
of Origin» of 
26.07.1999 
No. 456-1 

Promotion of 
the modern 
identity of 
Kazakhstan's 
cities, in order 
to develop a 
sense of love 
and respect for 
the mother-
land, aware-
ness of the 
modern Ka-
zakhstan's 
involvement 
in his city and 
country. 

• Attach the 
population of 
the country to 
the celebration 
of Kazakh-
stan’s anniver-
sary of Inde-
pendence;  
• Encourage 
Kazakhstanis 
to express 
their feelings 
for their city 
through a logo 
reflecting its 
essence and 
individuality. 

Kyzylorda – 
Aikimbayev Dauren 
Karaganda – 
Ganyushin Roman 
Taldykorgan – 
Popova Svetlana 
Kostanay –  
Maxim Agapov 
Petropavlovsk –
 Komarov Alexander 
Kokshetau – 
Islankina Xenia 
Kapchagai – 
Akimgojayev Nurym 
Rudny –  
Mustafin Anuar 
Aralsk -  
Shubenok Dmitry 
Zhezkazgan – 
Bekeshev Vadim 
Ekibastuz –  
Alibayev Timur 
Uralsk -  
Urazaliev Maxim 
Aktau -  
Shemshura Irina 
Ust-Kamenogorsk - 
Shubenok Mikhail 
Pavlodar -  
Komarov Alexander 
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T a b l e  c o n t i n u a t i o n  

1 2 3 4 5 6 7 
      Aktobe –  

Abdrazakov Vadim 
Shymkent– 
Ospanov Magzhan 
Taraz –  
Usenbaev Dulat 
Semipalatinsk – 
Kydyrmolaev Eldar 
Turkestan–
Kokshebaev Zeynur 

Competition 
for the best 
tourist sym-
bol of Asta-
na 

Akimat of 
Astana 

07.05.2012 
– 

25.05.2012 

   

Undefined 

Competition 
to determine 
the national 
brand of 
Kazakhstan 
(7) 

Minister of 
Infor-
mation and 
Communi-
cation of 
the Repub-
lic of Ka-
zakhstan 

31.08.2016-
15.10.2016 

The applica-
tion must con-
tain a logo, a 
slogan, a brief 
concept, writ-
ten in free 
form and re-
vealing the 
central idea of 
the work. 

Creation and 
determination 
by the open 
tender of the 
best proposal 
for the for-
mation of the 
National brand 
of the Repub-
lic of Kazakh-
stan. 

Increase of 
image attrac-
tiveness and 
recognition of 
Kazakhstan in 
the interna-
tional arena; 

Competition to de-
termine the national 
brand decided to ex-

tend (source 
http://today.kz/news/
kazahstan/2017-03-
01/737201-konkurs-

po-opredeleniyu-
natsionalnogo-

brenda-kazahstana-
reshili-prodlit/) 

Strengthening 
of patriotism 
of Kazakh-
stanis; 
Promotion of 
information 
promotion of 
unique Ka-
zakhstani tour-
ist sites, at-
traction of 
foreign in-
vestments. 

Competition 
for the crea-
tion of the 
tourist brand 
(brand-book) 
of the city of 
Almaty 

Akimat of 
Almaty 

1.02.-15.02. 
2016 

Logo; color 
and color scale 
(basic and 
auxiliary col-
ors); motifs of 
ornamental 
and decorative 
plastics; the 
use of graphic 
elements in the 
urban envi-
ronment dur-
ing the festive 
decoration; 
graphic in the 
festive decora-
tion of the city; 
photo style in 
the image de-
sign of the city; 
the formula-
tion of urban 
transport; 

“Identification 
of the best 
conceptual 
projects for the 
creation of the 
brand-book of 
Almaty city, 
most fully 
taking into 
account its 
town-planning 
traditions, 
contributing to 
the renewal of 
the city and 
the consolida-
tion of its in-
dividual char-
acteristic, tak-
ing into con-
sideration both 
the cultural 
and   historical 

 

The concept  
developed by 
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E n d  o f  T a b l e  

1 2 3 4 5 6 7 
   public 

transport stops 
and navigation 
in the city; 
souvenir pro-
duction. 

heritage and 
the trends of 
modern devel-
opment”, - 
said in the 
press service 
of the akim 

 

 

Competition 
for the best 
sketch-idea 
of the capi-
tal’s tourist 
symbol. (8) 

GI «Archi-
tecture and 
Urban 
Planning 
Depart-
ment of 
Astana» 

26.01. –  
5.04.2017 

The symbol, 
the sign 
(brand) should 
reflect the 
status of the 
city, its tourist 
attraction, 
attractions, 
features of the 
landscape and 
history. The 
symbol should 
be bright, con-
cise and mod-
ern. The color 
scheme should 
reflect the 
color and 
compositional 
traditions of 
the decorative 
art of the Ka-
zakhs. 

  

Undefined 

 
Table shows that people began to pay attention to the branding of cities and countries in the last 15 

years, mainly for the cities of Almaty and Astana. The only contest for the development of the logos of the 
remaining 20 cities of Kazakhstan was timed to the Republic of Kazakhstan’s 20th anniversary of Independ-
ence and was organized by the OYL «Civil Alliance of Kazakhstan with the support of the Ministry of Cul-
ture of the Republic of Kazakhstan. After analyzing all the organized competitions, it is possible to see that 
in the requirements for creating a brand of territories the main criterion is a visual illustration — the logo of 
the city / country, at the same time everyone can take part.. 

According to international experience, in the process of developing the brand of the territory, 
in addition to designers, relevant specialists from different fields of activity are involved and passes in sever-
al stages: 

1. Research (questionnaire); 
2. Development of concepts; 
3. Testing and finalizing concepts; 
4.  Preparation of the HydeLines and Presentation of the Brand; 
5.  Monitoring results. 
This process of work on the terms takes at least one year [2]. 
Often, the branding strategies of the two major cities Astana and Almaty emphasize only their material 

characteristics - buildings and events (Asian Games, Universiade, Expo, Summit, etc.), while small cities use 
intangible aspects - history, slogan and logo (as an example of the logo of Zhezkazgan, the author Bekeshev 
Vadim) (Fig. 2). 
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Contests held to create a brand 
1. The development of territory

ture» for attracting tourists.The ess
nesses of the territory of competitors
concept of this territory. 

2. Branding of cities is develop
fective branding of the city requires 
strategy (2) as well as the target aud

3. Customers of projects - state
for branding the territory is. As a re

3.1. the sample is taken by the
of the concept and strategy of the de

3.2. there is no understanding 
whereas for a full analysis of the pot
of a concept for the development of 

3.3. understanding the costs of 
specialists from different fields of a
volved. While issues of site identity
signer's competence. In the developm

3.4. to successfully create and 
habitants. Since they are primarily b
As an example, the rejection of the c

Whatever contests are held to 
success and recognition is the bran
well as use in the design of the city a

Having a neighborhood with re
stan has a similar ornamentation, cu
ficult to stand out for its unique fea
termine which of the many national
sumers of the brand. 

Over the years, Kazakhstan h
broadcast on global channels, which
of a potential tourist is not an easy ta
the theory of the British sociologist
society and develops due to the larg
time, according to Urry, tourists and
attention to those landmarks and pla

Thus, successful branding of th
country. 

 
 

1 citybranding.ru. Retrieved from http
2 Keith, Dinnie. (2013). Brending. Luc
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Figure 2. Historical logos 

of cities and countries are held at the following s
y branding is understood as the development of 
sence of territory branding lies in the analysis of 
s and the development of the identity of the place

ped taking into account «only» iconic buildings or
a clear understanding of its future and an approp

dience. 
e authorities of the regions usually do not fully re
esult: 
e visual perception of the city's logo by the comm
evelopment of the territory. 
of the scope of work (often for development is 
tential of the territory, a survey of residents and t
the city, etc. Takes more than six months. 

f human resources (it is necessary to create a wor
activity). In the contest, designers and advertisin
y, concept analysis and brand strategy developm
ment of the brand, the designer acts only as an art
implement a brand of the territory, it is also nec

both carriers and owners and consumers of the br
chosen symbol of Almaty by the city residents.  
develop the brand of the territory, one of the co

nd's promotion with the help of the media and g
and replicating on souvenirs. 
egional competitors such as Kyrgyzstan, Uzbekist
ulture and way of life and which is inferior to clim
atures and not to strengthen common features. Th
l features of Kazakhstan best responds to key sta

has been spending huge amounts of money on i
h shows the sights of Kazakhstan. At the same tim
ask. Becoming tourists, a person acquires a «tour
t Urry, the «look of the tourist» depends on the s
ge flow of information transmitted through medi
d places of interest are manipulated, accordingly,
aces of interest they want [4]. 
he city can be an excellent tool for creating a tou
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3 vlast.kz. Retrieved from https://vlast.kz/novosti/11853-net-kreativnosti-nazarbaev-prizyvaet-najti-nacionalnyj-brend.html. 
4 www.ktk.kz. Retrieved from https://www.ktk.kz/ru/news/video/2016/08/25/71701. 
 
 

А. Секен, Ж.Н. Ерниязова, А.М. Шильманова, А.С. Омарова 

Қазақстан аймағындағы брендинг 

Жаһандық экономикалық қатынастарды кеңейту үшін дамыту жəне бəсекелестіктің шарттарын 
қалыптастыру, ішкі жəне сыртқы нарықта сенімді сезінуге жаңа құралдарын пайдалану қажет. Бұл 
құралдардың бірі — брендинг, ол батыс ірі компанияларының маркетингтік бағдарламаларының 
ажырамас бөлігіне айналды. Ол өзінде құрылу, күшею, репозициялану, жақсару жəне даму 
сатыларының өзгеруі жəне оның кеңею жəне тереңдеу процестерін қоса алады. Қазақстан 
Республикасының нарықтық қатынастардың қалыптасуы мен даму процесі, тауарлар мен қызметтерді 
құру, тарату жəне тұтыну үшін бизнес жəне маркетинг қызметінің жетілдіруді талап етеді. 
Халықаралық ақпарат комитеті еліміздің шетелде жəне оң имиджін нығайтуға жауап береді. Əлемде 
жаһандық ақпараттық жаңа тəсілдер оң имиджін қалыптастыруға қажеттілігі бар, сондықтан да қазіргі 
уақытта көптеген елдер «ребрендинг» өзіне аудару мақсатымен олардың тартымдылығын жəне 
танымалдығын арттырады. Қазақстан елі үшін бəсекеге қабілетті 50 ел қатарына қосылу үшін 
тұрақтылық бренд керек. Ол бəсекеге қабілеттіліктен хабардар болуы мен бренд тұрақтылығынан 
басталады. Брендинг аумақтарды дүниежүзілік практиканың экономикалық жəне саяси тиімділігін 
көрсетеді. Ол туристерді тарту үшін мүмкіндіктер жасау, инвестициялық жəне белгілі бір мақсаттарға 
қолжеткізу болып табылады. 

Kiлт сөздер: брендинг, экспорт, аумақ, брендинг орындық, логотип, инфрақұрылым, бренд-бук, 
экспорттық брендтер, ресурс, экономика. 
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Брендинг территорий Казахстана 

В условиях повсеместного расширения мирохозяйственных связей, развития производственных мощ-
ностей и, как следствие, формирования жестких условий конкурентной борьбы необходимо использо-
вание новых инструментов, позволяющих производителю уверенно чувствовать себя как 
на внутреннем, так и на внешнем рынках. Одним из таких инструментов является брендинг, давно 
ставший неотъемлемой частью маркетинговых программ всех крупнейших западных компаний. Про-
цесс формирования и развития рыночных отношений в Республике Казахстан сопровождается усиле-
нием конкурентной борьбы между хозяйствующими субъектами, постоянным изменением внешней 
и внутренней маркетинговой среды, что требует совершенствования предпринимательской 
и маркетинговой деятельности по созданию, распределению и потреблению товаров и услуг. Между-
народный информационный комитет отвечает за продвижение и укрепление положительного имиджа 
нашей страны за рубежом. В глобальном информационном мире существует необходимость 
в разработке новых подходов к созданию положительного имиджа для страны, поэтому в настоящее 
время многие страны «ребрендинг» себя используют для повышения их узнаваемости 
и привлекательности. Казахстан не является исключением, особенно когда мы пытаемся вступить 
в клуб 50 наиболее конкурентоспособных стран мира. Конкурентоспособность начинается 
с узнаваемости и стабильности бренда. Мировая практика брендинга территорий демонстрирует свою 
экономическую и политическую эффективность, что создает возможности для привлечения туристов, 
инвестиций, а также достижения определенных целей. 

Ключевые слова: брендинг, экспорт, территории, брендинг мест, логотип, инфраструктура, бренд-бук, 
экспортные бренды, ресурс, экономика. Ре
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