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The impact of digital technologies on community-based tourism: challenges and prospects in
the global tourism market

Abstract. The tourism industry is undergoing profound changes in the context of digital transformation. This article
examines the impact of modern digital technologies on the global tourism market, the emerging challenges,
and potential development prospects. Digital solufions such as online platforms, Big Data, artificial
intelligence, virtual and augmented reality (AR/VR), and mobile applications are radically transforming
the ways in which tourism services are organized, sold, and consumed. The research analyzes reports
from international organizations, best practices from leading countries, and academic publications. The
methodology includes content analysis, comparative analysis, and case study methods. The findingsindicate
that digitalization in the tourism sector contributes to improved customer-oriented services, optimization of
operational processes, and enhanced quality of data-driven and marketing-based decision-making. The
study also considers the key challenges of digital transformation, including insufficient legal regulation,
digital inequality, cybersecurity issues, and a shortage of qualified personnel. The research concludes that
sustainable development of the tourism market is possible through the implementation of effective digital
strategies, the formation of an innovative ecosystem, and the strengthening of collaboration between the
state, business, and academia. The results have both practical and theoretical value for tourism industry
stakeholders, digital solution developers, and researchers.

Key words: community-based tourism, digital transformation, digital economy, online booking, digital inequality
and cybersecurity.

Kyaoxmetosa lN'yab6apam AMaHTaesHa, Cyripban Apy»KaH MOHAMKbI3b

LUMdPABIK TEXHOAOTUSIAAPADBIH, KAYbIMACOCTBIKKO HErisAeAreH TypusmMre acepi: XahaHABIK,
TYPUCTIK HOPbIKTOFbl MBCEAeAepP MEH KeAeLueri

AHAQTNA. TYPU3MUHAYCTPUSICHI LIMPPABIK TOAHCHOPMALMS KOHTEKCIHAE TEPEH 63repicTepa 6ACTaH KeLlyae. ByA
MAKOAQAQ KA3ipri 3AMAHFbI LIMPPABIK TEXHOAOTUSIAQP AbIH, SAEMAIK TYPUCTIK HOPbIKKO ©Cepi, TYbIHAQMTBIH CbiH-
KOTEPAEP MEH SAEYETTI AOMY MYMKIHAIKTEPI KAPACTLIPLIAOABLI. OHAQMH NAGTGOPMAAAp, Big Data, )xacaHAp!
UVHTEAAEKT, BURTYOAAbI XKOHE TOABIKTBIDBIAFOH LbIHABIK (AR/VR) CUSIKTbI LIMOPABIK, LLUELIMAEP, COHAQM-QIK
MOBUABAI KOCBIMLLOAQPD TYPUCTIK KbIBMETTEPAI YMBIMAOCTBIDY, CATY >KOHE TYTbHY TOCIAAEPIH Tyberemai
esrepreai. 3epTreyAe XOAbIKAPAABIK YBIMAOPABIH €CENTEPI, dKETEKLLI EAAEPAIH, Y3AIK TEXIPUOEAEPI, FbIABIMM
YKAPUSIAQHBIMACP TOAACHOABI. SAICHOMA KOHTEHT-TOAAQYAbI, COABICTBIOMOABI TOAAQYAbI YXEHE TAKBIOBIMTbIK,
3epTTey SAICTEPIH KAMTUABI. HeTXKEAEP TYPUCTIK CEKTOPACHB! LIMDPAQHABIPY TYThIHYLLBFO BOFACPAQHFOH
KbI3METTEPA] XAKCAPTYFA, ONEPALMSIABIK MPOLLECTEPAI OHTAMAQHABIPYFA YKOHE AepPeKTeP MEH MOPKETUHT
HerigiHae LeLliMaep KOBbIAAQY CAMACHIH OPTTLIPYFA bIKMOA €TETIHIH KepceTeai. 3epTTey COHbIMEH KATOP
LMPPABIK TPAHCHOPMALMSIHBIH, HETi3N MOCEAEAEPIH, COHbIH, ILLIHAS KYKBIKTBIK PETTEYAIH, YKETKIAIKCI3AIr,
LMPPAbIK TEHCI3AIKTI, KMOEPKAYINCI3AIKK MoCeAeAepiH XoeHe OINIKTI KbiIBMETKEPAEPAIH, KeTiCreyLUiAiriH
KOPACTBIPOAbI. 3epTTeyae TYPUCTIK HOPbIKTbI TYPOKTbl ACMBITY TUIMAT LIMGPABIK CTPOTENMSIAQDABI iCKe
ACbIPY, MHHOBALMSIABIK SKOXKYMEHI KAABIMTACTLIDY, MEMAEKET, BU3HEC YKOHE FbIALIMU TOMTAP APACHIHACFDI
bIHTBIMAKTACTbIKTI  HBFAUTY eCeBiHEH MYMKIH AereH KOPbITbIHABI YXACOAOAbI. HOTMXKEAESPAIH TYPUCTIK
COAACQHbIH, MYAAEAT TOPAMTOPSI, LIGPABIK LLUELIMAEPAI S3IDASYLLIASD MEH 3epTTEYLLIAEP YLUIH MPAKTUKOABIK,
YKOHE TEOPWUSIABIK MBHTE Ne.

TyniH ce3aep: KOFAMABIK TYPU3M, LUOPABIK TOAHCHOPMALLMS, LIMDPABIK SKOHOMUKA, OHACQMH-OPOHAQY, CAHABIK,
TEHCI3AIK YKaHEe KnbepKkayincisaik.
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KynaxmeToBa lN'yab6apam AMaHTaeBHa, Cyrmpoam Apy>kaH MaHanoBHA
BAunsiHne undppoBbIX TEXHOAOIUIN HA TYPU3M, OCHOBAHHbBIN HO COOGLLLECTBAX: BbI3OBbI U NepPCneK-

TUBbI HO TAOGAABHOM TYPUCTCKOM PbIHKE

AHHOTAUMS. VIHAYCTPWS TYPU3MA MPETEPTNEBAET IYBOKNE M3MEHEHSI B YCAOBMSIX LIMGPOBOM TPAHCHOPMALIN.

B cTaThe paCCMATPMBAETCS BAUSIHNME COBPEMEHHBIX LIMOPOBBIX TEXHOAOTU HO MUPOBOWN PBIHOK TYPM3MQ,
BO3HMKAIOLLIME BbI3OBbI M MOTEHLMOABHBIE MEPCMEKTUBbLI PA3BUTUS. LIMdPOBLIE PELLEHMs], TOKME KOK OHAQKMH-
NAQTOOPMbI, BOABLLME AQHHBIE, NCKYCCTBEHHBIN MHTEAAEKT, BUPTYAABHOST 1 AOMOAHEHHAOST PEAABHOCTb (AR/
VR) 1 MOBUABHBIE MPUAOXKEHMS, POAANKAABHO MEHSIKOT CMOCOBbLI OPITAHM3ALMM, MPOACYKA U MOTPEBAEHNS
TYPUCTCKMX YCAYT. B MNCCAEAOBAHNM QHOAMBMPYIOTCSI OTYETHI MEXKAYHAPOAHbBIX OPTAHM3ALMIA, NepeA0BOM
OMbIT BEAYLUMX CTPOH M HAy4YHble MyOAMKOLMM. METOAOAOTUSI MCCAEAOBOHUST BKAKOYAET KOHTEHT-
OHOAM3, CPOBHUTEABHbBIM QHAAM3 U METOABI OHOAM3A KENCOB. PE3yAbTOTbl CBUAETEABCTBYIOT O TOM, YTO
LUMdpoBM3aUMS B chepe TypuamMa CMOCOOBCTBYET YAYYLLIEHNIO KAMEHTOOPUEHTUPOBAHHOTO CEPBUCA,
ONMTUMMN3ALLN OMEPALMOHHBIX MPOLLECCOB U MOBBILLEHMIO KAYECTBA MPUHSITUST PELLEHUIA HO OCHOBE ACHHbIX
1 MOPKETVHIOBBIX PELLEHNI. B ICCAEAOBOHMM TAIOKE PACCMATPYBAKOTCS KAKOYEBBIE MPOBAEMBI LMPPOBOM
TPAHCHOPMALMN, BKAKOHASIHEAOCTATOYHOE MPPOBOBOE PENYAUPOBAHWE, LIMGPOBOE HEPOBEHCTBO, MPOOAEMBI
KM6ep6e30MaACHOCT U AEDULINT KBAAUPULIMPOBAHHBIX KOAPOB. B UICCAEAOBAHNM CAEACH BbIBOA O TOM, YTO
YCTOMYMBOE PABBUTUE TYPUCTCKOTO PbIHKA BO3MOXHO BGAQroAdpRst peaAm3aumm ahdEKTMBHBIX LIMPPOBbIX
cTparerni, GOPMUPOBAHNIO MHHOBALIMOHHOW SKOCUCTEMBI U YKPEMAEHNIO B3AMMOAENCTBMSI TOCYAQPCTBA,
BM3HECA N AKOAEMUNHECKMX KPYTOB. PE3YALTATHI IMEIOT KOK MPAKTMYECKYHO, TAK U TEOPETUHECKYHO LLEHHOCTD
ANS1 3OVHTEPECOBAHHBIX CTOPOH TYPUCTUYECKOM OTPACAM, PA3PAOOTYMKOB LIMPPOBLIX PELIeHU U

MCCAEAOBATEAEN.

KAtoueBble CAOBQ: OOLLECTBEHHBIN TypMaM, LIMOPOBAST TPAHCHOPMALMS, LMPPOBAST SKOHOMUKO, OHACKH-
BPOHVPOBAHNE, LMPPOBOE HEPABEHCTBO N KMOGEPOE30NACHOCTD.

Introduction. In the modern digital age, the
tourism industry is entering a new stage of development.
The intensive development of digital technologies has
led to dramatic changes in such important areas as
the provision of tourism services, interaction with
consumers, and marketing strategies. This process
covered all segments of tourism and became an
alternative to traditional approaches in the industry. As
noted by A.V. Alyamkina and her colleagues, “online
booking systems will displace traditional agencies in
the tourism industry and provide a flexible response to
consumer choice” [1, p.15]. Community based tourism
(CBT) does not stay away from this trend and opens
up new opportunities. Artificial intelligence can help
local communities establish effective connections with
tourists, improve the quality of services and increase
tourism revenues [2].

Technologies such as artificial intelligence, Big
Data, mobile applications [3], cloud computing, social
media platforms and virtual reality (VR/AR) have
significantly expanded the possibilities of designing,
personalizing and promoting travel products [3, p.
5]. This not only improved the quality of service, but
also led to a change in the structure of the tourism
business, management processes and the model of
interaction with the consumer [4].

The widespread adoption of digital solutions has
increased competition in the tourism market in CBT
and taken consumer demands to the next level. In this
regard, the need to introduce innovative technologies
in the tourism industry is increasing.

The purpose of the study is a comprehensive
analysis of the impact of digital transformation on the
tourism sector. The main objectives of the study are:

— determining the place of digital technologies
in the CBT tourism system;

— examination of successful foreign practices;

— forecasting future trends in Kazakhstan.

This study also takes into account the difficulties
associated with digital transformation: factors such
as insufficient regulatory framework, infrastructure
restrictions, shortage of specialists and digital
inequality [5, 6]. Such an integrated approach will
make it possible to propose effective strategies
that contribute to the sustainable and inclusive
development of the tourism industry.

Materials and methods. This study is based
on a qualitative methodology and is aimed at a
comprehensive assessment of the impact of digital
transformation in the tourism sector. The research
used scientific methods such as content analysis,
benchmarking, situational investigation, and peer
review.

The content analysis method systematized the
structure and content of scientific works and official
sources related to the topic, determined the main
concepts, trends and concepts. The comparative
analysis method made it possible to consider the
experience of foreign countries in the development
of digital tourism and compare them with the situation
in Kazakhstan. This approach involved identifying
effective international models and aligning them with
local features.

Reports of international organizations (UNWTO,
OECD, WTTC, etc.), scientific articles characterizing
the experience of leading countries, as well as the
work of domestic researchers were used as material.
The sources are considered in the theoretical and
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applied direction, a comprehensive analysis of their
content is carried out. Each source of information
was assessed in terms of authorial views and their
relationship to the research topic was determined.
All data were divided into thematic blocks
and included the following aspects of digital
transformation: online booking and OTA platforms,
Big Data [3] and analytics tools, mobile applications
and AR/VR technologies [6], digital marketing [7]
and client practice management. This framework

contributed to the generation of reliable and up-to-date
data in accordance with the objectives of the study.

The difficulties and limitations of digital
transformation were also taken into account. These
studies were analyzed by the interpretation method
and interpreted in conjunction with theoretical
grounds. This approach made it possible to
comprehensively characterize the impact of digital
technologies on the tourism industry and develop
specific proposals.

Table 1 — The impact of digital technologies on tourism and community-based tourism (CBT): effects, challenges, and

prospects [8-14]

The main effects of digital technology

Difficulties and dangers

1. Distribution and implementation (OTA, metaplatforms)

preliminary experience.

virtually presenting local expertise.
3. Big Data (Al) Solutions

4. Operational efficiency (automation, IoT)
baggage control and resource management.
technology, or the digital divide will widen.
5. Marketing and Branding (Social Media, UGC)

have become important tools.

which is devalued.

* OTA (Online Travel Agencies) and meta-search engines (Skyscanner, Google | ¢
Travel, Kayak, Trip.com) centralized distribution in tourism. This will make it
easier for enterprises working with a sub-operator to enter the market, but will
increase competition due to commission systems and algorithms.

« Impact on CBT: Associations can quickly place their proposals through OTAs,
however the requirements of the platform and commission affect their success.
2. Customer experience and after-sales service (mobile apps, AR/VR)

* Mobile apps, chatbots and virtual guides let you personalize the guest
experience. AR/VR excursions speed up decision making by providing

* This is the potential for CBT: increase interest and enter the remote market by
» Travel operators carry out demand forecasting, optimization and
personalization of pricing policies through data analysis. Al-based systems are
used for chatbots, proposal systems, and operations automation.

* From a CBT perspective: Data can guide development strategies by indicating which
of the local services is in demand, but data collection and analysis needs to be taught.

* Hotel, airport and transfer services reduce costs through automated check-in,
* Local small players can streamline their operations if they gain access to such
» Social media and user generated (UGC) content is rapidly popularising

tourist destinations and services. Influencer’s marketing and content strategies

 Distribution of visualized stories and local works for CBT attracts new
consumers, but there is a risk of cultural preservation and commercialization,

1. Legal and regulatory issues

Data protection (such as GDPR) and
competitive regulation of platforms are key
issues facing states. The dominant position of
platforms in the market creates risks for small
businesses.

» New types of services in tourism need to be
regulated (e.g. virtual tours, data-driven pricing
policies).

2. Digital inequality

* As a result of a lack of infrastructure, Internet
access, and digital skills in associations and
developing countries, the benefits of technology
are unevenly distributed. This can be a barrier
to CBT development.

3. Cybersecurity and trust

+ Payments, personal data and operating
systems are under cybersecurity. A priority
requirement for the tourism business was to
ensure the safety and protection of personal
data of guests.

4. Human resources and skills

» The introduction of digital tools requires
retraining. The shortage of specialists at the
local level is holding back the introduction of
innovation.

5. Cultural and environmental threats

* Commercialization of local expertise can
damage cultural integrity and the environment.
Virtualized content using AR/VR can lead to
the substitution of traditional practices.

Prospects

1. Improving national and regional digital strategies

2. Innovative ecosystems and multi-stakeholder partnerships

through the support of local startups.
3. Mechanisms of openness and fair distribution of data

local communities.
4. Safety and ethics

of cultural heritage and everyday values are also needed.
5. Kapasitu promotion and education

« At the state level, it is necessary to include infrastructure, data security and training aspects in tourism digitalization strategies.
* The priority should be to increase internet accessibility and digital literacy, especially in CBT development regions.

« Partnerships between government, business and academia increase innovation. Incubators and accelerators help adapt technology
« Data sharing between platforms and local services should be governed by fair rules. Profits using data should be spread across

* Cybersecurity standards and consumer privacy measures should be implemented. Ethical recommendations for the preservation

« Increasing the digital skills of local entrepreneurs and workers through training programs (league, practical) - a high priority
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Results. The results of the study prove that
the ongoing digital transformation in the tourism
industry is systemic and multi-level. This process
leads to a qualitative modernization of the
production, management and consumer structures
of the industry.

First, online booking systems and OTA (Online
Travel Agencies) platforms have significantly

changed the traditional format of tourist services,
giving impetus to the development of consumer-
oriented services (Table 2). At the global level, in
2024, about 70 % of tourist products are sold through
online channels, and the share of OTA reached 55
% (2019 — 39 %, 2023 — 54 %) [15, 16]. This trend
confirms the transition of the tourism industry to the
digital ecosystem.

Table 2 - Relationship between OTA share and operational efficiency [17, 18].

Year % OTA Increase in operational efficiency (%)
2019 39 % 10 %
2020 44 % 15%
2021 48 % 20 %
2022 51% 26 %
2023 54 % 31 %
2024 55% 35%

Secondly, Big Data [4] and artificial intelligence
(AI) technologies are becoming a decisive tool in market
analysis and forecasting consumer actions. According
to the data, in companies that have implemented these
technologies, operational efficiency has grown to 30-35

%, and the level of consumer satisfaction has grown to
15-30 % [15, 19]. Big Data allows you to analyze, predict
and adjust the strategy based on actual data (Figure 1).
In addition, dynamic pricing systems created using Al
can increase profitability.

Figure 1 - Big Data - Supply and Demand Management [3]

Thirdly, the possibilities of digital marketing
have significantly expanded. Targeted advertising,
direct communication via social networks, visual and
emotional impact of content have increased the speed

of travel products entering the market by 2.5 times
over the past five years [20]. This made it possible
to automate marketing strategies and evaluate the
effectiveness of advertising in real time.
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Fourth, digital transformation has a dramatic
impact on personnel policy. According to the
latest research, 82 % of employers place digital
skills as a mandatory professional requirement

for tourism workers [15] (Figure 2). This requires
universities and centers of advanced training to
introduce digital disciplines and practical modules
into curricula.

Figure 2 - HR Policy and Digital Skills in Tourism [16, 21]

Fifth, inclusive tourism is rising to a new quality
level thanks to digital solutions [22]. The number of
adapted travel products for people with disabilities has
increased by 40 % over the past three years [23]. AR/
VR technologies [15], affordable mobile applications and
adapted platforms strengthen social equality in tourism.

Overall, the results of the study show that
digital technology is leading to a transformation of
the Community-based tourism industry, not only
technological but also economic, social and cultural.
This clearly testifies to the transition of the tourism
industry to a new paradigm - an innovative, flexible
and personalized digital model.

Discussion. Digital transformation is having a
profound impact on all sectors of the tourism industry
and accelerating the transition from traditional
business models to digital ecosystems. These changes
necessitated a fundamental revision of the structure
of the entire industry, management models and ways
of interacting with consumers and taking it to a new
qualitative stage.

The global online tourism market [15] is expected
to reach USD 566.7 billion in 2024 and grow to USD
1.37 trillion by 2033, representing 9.85 % of the
average annual growth (CAGR) [16]. The mobile
booking segment is expected to increase from $228
billion in 2024 to $526 billion in 2032 [17]. These
indicators indicate that the tourism sector will switch
to a full-fledged digital format in the future.

Online booking systems, especially OTA
(Online Travel Agencies) platforms, occupy 55 %

of the market share, of which Booking.com [17].
Owns 69.3 %, Expedia Group - 11.5 % [3]. Such
systems provide tourists with a high level of customer
experience not only by saving time and costs, but also
by personalizing offers [16].

The infographic below (Figure 1) shows the
projected dynamics of the global OTA (online travel
agencies) and mobile booking markets from 2024
to 2032. Indicators show a steady growth in market
volume and an increase in consumer confidence
and demand for digital platforms [18]. If in 2024
the volume of the OTA market will be about $566.7
billion, then by 2032 it is expected to grow to
$1.16 trillion. The mobile booking segment is also
developing at a significant pace: it is projected from
$228 billion in 2024 to $602 billion in 2032 [7]. These
trends indicate the irreversibility of the process of
transition to digital solutions in the tourism industry
and the growing demand of users for fast, convenient
and personalized services.

[.V. Bogomazova and her colleagues note the
effectiveness of Big Data [3] and artificial intelligence
technologies in modeling tourist behavior, analyzing
trip goals, and providing individual recommendations
[16]. Al-based solutions (e.g. Trip Planner) create
offerings based on the personal needs of the consumer
and increase customer satisfaction [17].

AR/VR technologies [15] simplify decision-making
by providing preliminary visual experience about tourist
destinations. In 2024, the share of travel companies using
AR/VR technologies exceeded 28% [18].
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Figure 3 - OTA and Mobile Booking Market
Projected growth between 2024 and 2032 [7]

Below are the main global indicators regarding
the economic effect of digital technologies in the
CBT tourism industry. This data proves by concrete
figures that digital solutions directly affect the

Table 3 - Economic indicators of digital tourism [19-25].

market size, consumer experience and operational
efficiency of companies. The table shows the share
of different digital segments, their estimated growth
and application efficiency (Table 1).

Ne Index Numeric value Sources

1 Global Online Tourism Market Size (2024) 566,7 bilion $ IMARC Group, 2024

2 Global Online Tourism Market Size Forecast (2,033) 1,37 trillion $ IMARC Group, 2024

3 OTA share in the total tourism market (2024) 55 % Mize Tech, 2024

4 Share of mobile bookings in total bookings (2024) 65 % TravelPerk, 2024

5 Revenue increase using Big Data (average%) 20-25 % WTTC, 2023

6 Increased consumer satisfaction of companies | 15-30 % Booking Al Insights, 2024
implementing Al

7 Growth of booking solutions in travel companies | 40 % UNWTO, 2023
implemented by AR/VR

8 Share of travel companies covered by digital | 70 % OECD Digital Economy
transformation (OECD) Report, 2023

Digital transformation gives a significant
economic impetus to the development of the tourism
industry. The table above shows the financial and
quality indicators of the main digital segments of
the industry, based on data from international expert
organizations. So, if in 2024 the volume of the global
online tourism market will amount to 566.7 billion US
dollars, then by 2033 this figure is projected at 1.37

trillion dollars [19]. In addition, OTA platforms [1]
have become the leading channel, occupying 55% of
the total market [16]. The mobile booking segment is
also actively developing - it is through this channel
that 65 % of all online bookings are carried out [16].

While it has been proven that the use of Big Data
technologies [3] increases the profits of companies by
an average of 20-25 %, services with the introduction
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of artificial intelligence increase consumer satisfaction
by up to 30 % [21, 22]. In addition, in companies
using AR/VR technologies, the level of decision-
making on booking has grown to 40 % [15].

According to the OECD, 70 % of travel
companies in developed countries are actively
implementing digital transformation processes [6].
These trends will be clear proof that the future of the
tourism industry will be entirely digital.

E.Z. Gerchikova and E.P. Spiridonova indicate
that under the influence of digital solutions, the socio-
psychological portrait of consumers has changed,
and now they receive complete information before
the trip and consciously make a decision [26]. This
requires tourism companies to provide personalized,
responsive and reliable consumer-facing services.

L.A. Ozimina proves that digital marketing has
become the main communication channel, displacing
traditional advertising in the tourism sector [27]. Social
networks, blogs, working with influencers, advertising
aimed at a specific target audience - all this increases
the attractiveness of companies in the market.

Personnel issues remain relevant. V.N. Aniskin,
A.L. Busygina, E.V. Zamara emphasize that the
professional competitiveness of tourism specialists
directly depends on their digital skills [28]. Working
with CRM systems, analyzing Big Data [3],
conducting online communications are becoming
the necessary basic abilities for a modern tourism
specialist.

Analyzing the role of digital solutions in the
development of inclusive tourism, A.E. Pastukhova
points out the importance of AR/VR, mobile applications
and adaptive web platforms in increasing the accessibility
of travel for people with disabilities [23].

At the regional level, V.A.Gladilin and his
colleagues clarify that digital solutions [3] play
an important role in developing the infrastructure
of regional tourist complexes, managing tourist
flow, visual branding and increasing investment
attractiveness [29]. This will make it possible to
sustainably develop regional tourism.

In the hospitality industry, N.G. Ustinova and
M.V. Shevchenko demonstrate the importance of
establishing a high level of customer service standards
through virtual registration, smart numbers, chat bots
and online concierge services [30].

Strengthening OTA services requires reducing
the market share of traditional agencies and
adapting them to new formats. T.V. Ukhina, O.V.
Shpyrnya, M.V. Koreneva believe that online
platforms give consumers complete independence
and make it possible to independently make all
decisions [31].

According to UNWTO data, world tourism in
2024 reached 99 % of the 2019 level, and the number
of international visitors amounted to 1.4 billion [15].
This shows the real impact of digital solutions on the
recovery and sustainable development of global tourism.

Kazakhstan is also implementing a number
of initiatives in the direction of digital tourism
development: expanding the Internet infrastructure,
introducing digital services, training personnel,
digital promotion of regional brands and adaptation
of international experience. These processes are aimed
at increasing the country’s tourism competitiveness.

Conclusion. Based on the results of the study and
the analyzed scientific literature, the strategic significance
of digital transformation in the tourism industry based on
the Community was determined [5]. Digital technologies
not only improve the quality of service, but also become
the main tool for individualizing consumer experience,
increasing operational efficiency and ensuring social
justice in the industry.

The intensive development of OTA [1], Big
Data [3], artificial intelligence (AI), AR/VR, mobile
applications [15] and digital marketing [17] platforms
has shaped new approaches to organizing and
distributing travel services. According to the results
of the study, in companies that effectively implement
digital solutions, operating productivity increased
to 30-35 %, the level of consumer satisfaction
increased by 15-30 %. These indicators indicate the
real effectiveness of digital transformation.

In addition, digital transformation has a dramatic
impact on personnel policy. 82 % of employers
consider digital competencies as a mandatory
requirement for tourism workers [15]. This will
require a revision of curricula, the introduction of
digital modules and practical blocks for universities
and centers for advanced training.

For the tourism industry based on the community
of Kazakhstan, it is also important to adopt the digital
vector of development as a strategic priority, taking
into account these global trends. Within the country,
systemic measures are needed to modernize the digital
infrastructure, support domestic online platforms,
strengthen human resources and digitalize regional
tourist centers.

In conclusion, digital transformation is not a
temporary trend, but a fundamental foundation that
ensures the long-term and sustainable development
of the tourism industry as a whole. Therefore, the
comprehensive introduction and development of
digital tools for the tourism sector in Kazakhstan will
become a decisive factor in increasing the international
competitiveness of the industry, attracting new tourist
flows and developing domestic tourism.
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