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ABSTRACT

Despite the growing importance of interdisciplinary approaches in tourism studies, there remains a lack of
structured analytical frameworks for clustering regional tourism products and aligning them with effective
marketing tools. The present study aims to develop a theoretical and methodological model for clustering
regional tourism products based on bibliometric analysis, followed by comparing clusters with effective
marketing promotion tools. The method used is a systematic bibliometric analysis of 245 peer-reviewed
publications from 2010 to 2023, selected from the Web of Science Core Collection database using the PRIS-
MA protocol. The analysis was carried out using RStudio (Biblioshiny package) and VOSviewer, which al-
lowed us to build maps of co-authorship, co-quoting and co-use of keywords. The results of the analysis re-
vealed four thematic clusters: (1) sustainable development and innovation in tourism, (2) quality of service
and tourist satisfaction, (3) cultural and event tourism, and (4) gastronomic tourism and territorial identity.
Based on them, the Matrix Design model has been developed to ensure consistency between the types
of travel products and specific promotion tools. As part of the empirical testing, a study of the Mangystau
region of Kazakhstan was presented, confirming the model’s applicability: problems of fragmented posi-
tioning of the region were identified, as well as solutions for digital segmentation, cluster management and
strategic branding were proposed. Future research should explore cross-regional applications of the model
and examine the integration of digital technologies, such as Al and data analytics, to further optimize mar-
keting strategies for regional tourism development.
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AHHOTALUA

HecmoTpAa Ha pacTywylo posib  MEeXAUCUMNAMHAPHbLIX MOAX0A0B B TYpU3ME, OTCYTCTBYIOT
CTPYKTYPMPOBAHHbIE aHA/NIUTUYECKME MOAENM ANA KAacTepu3auuMm TYPUCTCKMX MPOAYKTOB U UX
conoctaBneHUa c 3GGDEKTUBHbBIMU MAPKETUHIOBbIMM WMHCTPYMEHTaMWU. HacTtoslwee uccnenoBaHue
HanpaBiAeHO Ha pa3paboTKy TeopPEeTUKO-METOAO0N0rMYECKON MOAENM KNacTepusauuu pPermoHanbHbIX
TYPUCTCKUX MPOAYKTOB Ha OCHOBE BMBAMOMETPUYECKOrO aHa/nM3a C MocaefyloWwyM CONoCTaBleHNeM
KnactepoB € 3PPEKTUBHbIMM MHCTPYMEHTAMMU MAPKETUHIOBOrO MNpPOABUMKEHMA. B KayectBe meToaa
MCMONb30BaH CUCTEMATMYECKMI BUBAMOMETPUYECKMI aHanu3 245 peleH3upyembix MNybanKaumin 3a
nepuoa 2010-2023 rr., otobpaHHbIX U3 6a3bl AaHHbIX Web of Science Core Collection ¢ npumeHeHem
npoTokona PRISMA. AHanu3 nposegéH ¢ ucnosnbsosaHmem RStudio (naket Biblioshiny) u VOSviewer, yto
NMO3BO/IU/IO MOCTPOUTb KapTbl COABTOPCTBA, COLUTUPOBAHUA U COUCMO/Ib30BAHMA KAKOYEBLIX C/I0B. Pe3ynb-
TaTbl aHA/IM3a BbIBUAM YETblpe TeMaTUYECKUX KaacTepa: (1) ycToliumBoe pasBUTUE U MHHOBALMKU B Ty-
pu3me, (2) KauecTBo cepBMCca U YAOBNETBOPEHHOCTb TYPUCTOB, (3) KYNbTYPHbIN U COOLITUIAHBIN TYPU3M, U
(4) racTpOHOMMYECKUI TYPU3M U TePPUTOPUANbHAA MOEHTUYHOCTb. Ha MX ocHoBe paspaboTaHa mogenb
Matrix Design, obecneumBaloLLas COOTBETCTBUE MEXAY TUMAMMU TYPUCTCKUX NPOAYKTOB U creunduyecku-
MW MHCTPYMEHTaMM NMPOABUNKEHUA. B pamKax amnupuyeckor anpobauun npeactaBieHo uccnesoBaHue
MaHrucTayckoli obnactn KasaxcrtaHa, noAatsepamBlIEe MPUMEHMMOCTb MOAE/N: BblsiBIeHbl NPobaembl
dparmeHTapHOro NO3MLMOHNUPOBAHUA PETMOHA, a TaKXKe NPeA/IoKEHbI pelleHna No uMdpPoBON CermeHTa-
LK, KNacTepHOMY yNpaB/ieHUIO U cTpaTerMyeckomy bpeHauHry. byayuwme nccnenosaHua foMKHbI BbiTh
HanpasaeHbl Ha anpPobaLmio MoAeNU B APYTMX PETMOHAX, @ TAKKe Ha MHTerpaumio LnMdpoBbIX TEXHOIOTUA
N UCKYCCTBEHHOTO MHTENANEKTA AN1A YCUNEHUSA MapKETUHIOBbIX CTPaTErnA.

K/TKOYEBBIE CJ/IOBA: pernoH, perMoHasibHbi TYPUCTUYECKUIM MPOAYKT, TYPU3M, YCTOMUYMBLIA TYpPU3M,
cucTemaTuyeckuit 063op, cTpaterns, MapKeTMHroBas ctpaTerus
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INTRODUCTION

The formulation of effective tourism develop-
ment strategies at the regional level remains a com-
plex policy challenge, particularly in the context of
selecting appropriate marketing instruments for the
promotion of territorial tourism products. Ill-con-
ceived or poorly aligned marketing decisions may
result in suboptimal allocation of public resources
and limited socioeconomic returns. Consequently,
there is an urgent need for evidence-based frame-
works capable of guiding the strategic promotion
of regional tourism offerings through scientifically
grounded methods.

The academic relevance of this study stems
from the persistent gap in the literature regarding
structured methodologies that integrate empirical
data into the classification and marketing of region-
al tourism products. Although previous studies have
underscored the significance of place branding,
sustainability, and visitor experience enhancement,
few have systematically examined the clustering of
tourism products using bibliometric techniques as a
foundation for targeted marketing interventions.

The scientific novelty of this research lies in its
unique integration of bibliometric cluster analysis
with applied destination marketing logic. In contrast
to earlier works, which tend to approach tourism
segmentation through qualitative or narrative-based
frameworks, this study proposes a data-driven
methodology that produces replicable clusters and
aligns them with strategic promotional instruments.
The proposed Matrix Design model introduces an
original conceptual structure that not only maps the
thematic composition of regional tourism products,
but also operationalizes it through actionable mar-
keting recommendations. As such, the study offers
both methodological innovation and practical value
for tourism governance.

This study seeks to address this research gap
by developing a comprehensive framework that en-
ables the identification, segmentation, and strategic
alignment of regional tourism products through the
application of bibliometric clustering techniques.
Accordingly, the central research question is artic-
ulated as follows: “How can a cluster-based, biblio-
metric approach inform the structuring and promo-
tion of regional tourism products through targeted
marketing strategies?”

The primary contribution of this research lies
in conceptualising and operationalising a Matrix
Design model that synthesizes cluster-based in-
sights with practical marketing tools. This model
facilitates a more nuanced understanding of region-
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al tourism dynamics and supports informed deci-
sion-making by policymakers, destination manag-
ers, and tourism stakeholders.

To empirically demonstrate the model’s ap-
plicability, the study incorporates a case analysis of
the Mangystau region in western Kazakhstan — an
emerging coastal destination along the Caspian Sea.
Owing to its strategic location at the crossroads of
Europe and Asia, as well as its diverse tourism as-
sets, the region presents an optimal context for test-
ing the proposed framework in a real-world setting.

By integrating theoretical insights with applied
analysis, this study contributes to the evolving dis-
course on regional tourism governance and advanc-
es the methodological foundations for data-driven
destination marketing. Thus, the present study aims
to develop a theoretical and methodological model
for clustering regional tourism products based on
bibliometric analysis, followed by comparing clus-
ters with practical marketing promotion tools.

MATERIALS AND METHODS

This study adopts a bibliometric and clus-
ter-based approach to systematically investigate re-
gional tourism products within the domains of hos-
pitality and tourism. The methodological framework
is grounded in the guidelines proposed by Donthu
et al. (2021), ensuring replicability and scientific
rigour. The primary objective is to identify thematic
clusters and trends in regional tourism literature and
to translate these findings into a structured market-
ing framework for destination management.

This bibliometric analysis focuses on regional
tourism products within the hospitality and tourism
sectors. A keyword-based search strategy was ad-
opted as the primary method for identifying rele-
vant literature. The search term {Regional Tourism
Products} was entered in the “all fields” category to
ensure the most comprehensive coverage possible.

Data were extracted from the Web of Science
Core Collection database, which indexes high-qual-
ity academic journals, books, and conference pro-
ceedings. The Web of Science is widely recognized
as one of the most authoritative and reliable aca-
demic databases (Clarivate Analytics, 2020; Liu et
al., 2022; Norris & Oppenheim, 2007). It encom-
passes approximately 15,000 peer-reviewed jour-
nals and over 50 million records across 251 subject
areas and 151 research domains (Merigd & Yang,
2017). To maintain the quality and credibility of the
sample, the Web of Science was selected as the sole
data source.
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The search query found 1,565 publications be-
tween 2010 and the present. As part of the docu-
ment screening process, we selected three inclusion/
exclusion criteria. As the first criterion, we excluded
all the documents other than journal articles (pro-
ceeding papers 420, book chapter 58, review articles
44, early access 17 and others 7 = 546). As a second

criterion, we excluded all the documents relating to
sectors other than hospitality and tourism (735). As
a third criterion, articles written in languages other
than English were excluded (39). Finally, the bib-
liometric analysis was conducted on a final dataset
comprising 245 articles (Figure 1).
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Figure 1. PRISMA flowchart of the article selection process for bibliometric analysis

Dataset analysis

Bibliometric analysis was conducted on a data-
set of 245 articles from the hospitality and tourism
sectors, focusing on the topic of {Regional Tourism
Products}. The analysis included descriptive bib-
liometric analysis such as main information about
the dataset, annual scientific production, most rel-
evant corresponding authors’ countries, and most
cited documents and network analysis, encompass-
ing co-citation analysis and keyword co-occurrence
analysis. All analyses were performed using RStud-
io (with the Biblioshiny package) and VOSviewer,
facilitating high-quality visualizations of citation
networks, thematic clusters, and keyword maps
(Mahmood et al., 2023).
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Descriptive bibliometric analysis

Table 1 presents the statistical analysis results
of the 245 articles on regional tourist items obtained
as a consequence of the applied criteria. Data shows
the search results in the WoS database after apply-
ing the criteria. In addition, the average number
of citations per document is 13.61, and there are
11,577 total references, while the average number
of co-authors per document is 2.58. Moreover, re-
sults include 494 keywords plus (ID) and 976 author
keywords (DE).

Furthermore, Table 1 describes the main infor-
mation of the research data.
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Description Results
Timespan 2010 -2023
Sources 65
Documents 245
Average citations per doc 13.61
References 11577
DOCUMENT CONTENTS
Keywords Plus (ID) 494
Author’s Keywords (DE) 976
AUTHORS
Authors 585
Authors of single-authored documents 48
Authors of multi-authored documents 537
AUTHORS COLLABORATION
Co-Authors per Doc 2.58
International co-authorships % 20.82

Note: compiled by authors

Annual scientific production

Additional articles have been published as
more journals have been added to the WoS. How-
ever, the results were influenced by the journals’
aim of expanding the number of issues released

yearly to increase visibility and citation opportuni-
ties (Hammerschmidt et al., 2023). Figure 2 shows
that growth has not been consistent, peaking in 2021
with 35 articles published, the most in the historical
series.
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Figure 2. Annual scientific production

Co-citation analysis links journals, authors,
and multiple documents using citation tools (Zupic
& Cater, 2015) to determine the field’s origins and
structure (Bernatovi¢ et al., 2022). The analysis is
founded on cited historical articles to determine the
origin of a particular field (Small, 1973). To address
the following research query, we performed co-cita-
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tion analysis: Who are the leading, supporting, and
bridging sources in the field, and how has the struc-
ture changed over time?

Figure 3 visually maps the most cited academic
journals based on co-citation analysis derived from
the selected corpus of 245 articles.
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Figure 3. Most cited journals

The size of each node corresponds to the fre-
quency of citations, while the thickness and prox-
imity of connecting lines reflect the strength of
co-citation relationships among journals. Notably,
Tourism Management, Annals of Tourism Re-
search, and Journal of Travel Research emerge as
the most prominent journals in the field. Their cen-
tral positions and dense connections indicate their

pivotal role in shaping the intellectual foundations
and ongoing discourse on regional tourism product
development.

Table 2 summarizes the 20 most influential
journals according to three indicators: total number
of citations, links with other journals, and total link
strength.

Table 2. Top 20 journals with the highest citations, links and total link strength

Journal Country Citation Link | Total link strength

Tourism Management UK 808 61 19683
Annals of Tourism Research UK 510 61 12344
Journal of Sustainable Tourism UK 178 60 4353
Journal of Travel Research UK 155 61 3742
Current Issues in Tourism UK 109 61 3154
Scandinavian Journal of Hospitality and Tourism UK 93 61 2695
Tourism Geographies UK 92 59 2444
International Journal of Hospitality Management UK 88 61 2454
International Journal of Tourism Research UK 80 61 2441
Journal of Rural Studies UK 67 57 1786
Tourism Economics USA 67 61 1757
Sustainability Switzerland 62 59 1585
Thesis Croatia 62 56 920
Journal of Sustainable Tourism UK 61 57 1309
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Journal of Business Research USA 57 60 1848
Journal of Destination Marketing and Management UK 56 61 2255
Journal of Travel and Tourism Marketing USA 56 60 2018
European Planning Studies UK 51 57 1077
Journal of Marketing USA 49 57 1315
Journal of Hospitality and Tourism Management UK 46 61 1260

Note: compiled by authors

These metrics help identify the most frequent-
ly referenced sources and those with the strongest
intellectual integration within the network. The
dominance of UK-based journals such as Tourism
Management and Annals of Tourism Research re-
flects the centrality of Anglo-American scholarship
in tourism research. The presence of journals like
Sustainability, Journal of Business Research, and
European Planning Studies further illustrates the
field’s interdisciplinary nature.

The insights derived from co-citation patterns
reveal the leading and bridging sources in the ac-
ademic discourse and the historical evolution and
consolidation of research themes within the field.
This forms the basis for thematic cluster detection

and the conceptual organization of literature, which
are critical for developing a structured marketing
framework. Exploration of thematic relationships
and conceptual structures was achieved through
a co-occurrence analysis of author keywords and
Keywords Plus (ID), enabling the detection of fre-
quently associated terms and underlying research
themes.

Co-occurrence of keywords analysis is a tech-
nique for highlighting the similarities in the content
of scientific literature; essentially, it acts as a the-
matic index of the terms used in scientific writing
(Corvo et al., 2021; Wasiq et al., 2023). Figure 4
shows the results of a co-occurrence network analy-
sis of the author’s keywords.
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Figure 4. Co-occurrence of keywords

A keyword must appear a minimum of 5 times
in the search results, only 51 keywords met the
threshold out of 1,360 total keywords and were in-
cluded in the network analysis. The obtained net-
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work has 529 total links, 781 total link strengths and
four clusters consisting of emerging themes in the
area of regional tourism products.

167




REGIONAL ECONOMY

Clusters were generated based on the strength
of linkages between keywords, with each cluster
representing a distinct thematic orientation. This
technique was instrumental in identifying four pri-
mary clusters of regional tourism products, which
were subsequently used to construct the Matrix De-
sign model. The Matrix model operationalizes the
clusters by linking them to specific promotional
strategies and communication tools. It is a practical
instrument for local governments and destination
management organizations to align tourism resourc-
es with marketing priorities.

The outcomes of the co-citation and co-oc-
currence analyses form the analytical foundation
for the cluster interpretation presented in the next
section. These results are further elaborated in the
Results and Discussion section, where the clustered
themes are analysed concerning targeted marketing
strategies, supported by empirical evidence from the
Mangystau case study. As an emerging destination
with diverse tourism assets and geopolitical signifi-
cance, Mangystau offers an ideal testbed for assess-
ing the applicability of cluster-based segmentation
and marketing alignment. The case integrates offi-
cial tourism programs, regional development strate-
gies, and web-based content analysis.

RESULTS

This section presents the bibliometric and clus-
ter analysis findings, followed by a contextualized
discussion of their implications for regional tour-
ism marketing. The interpretation of these clusters
facilitates a deeper understanding of how regional
tourism products can be categorized and strategical-
ly positioned within a marketing framework. In line
with the research question, the findings illustrate
how a bibliometric clustering approach can inform
the segmentation of regional tourism offerings and
their alignment with targeted promotional tools.

The keyword co-occurrence analysis yield-
ed four distinct thematic clusters representing the
prevailing conceptual priorities in the scholarly
discourse on regional tourism products. These clus-
ters, visualized in Figure 4 and detailed in Tables
3-6, form the analytical foundation for the Matrix
Design model developed in this study. Each cluster
reveals a specific set of interrelated concepts, offer-
ing insight into the multi-dimensional structure of
regional tourism development.

Table 3 shows Cluster 1 (Red) is the largest in
terms of keyword density and linkage strength.

Table 3. Cluster 1: Need for innovations and knowledge transfer for the sustainable tourism industry

Keywords Occurrences Links Total link strength

Innovation 20 23 42
Networks 12 25 37
Industry 10 21 30
Regional tourism 10 26 35
Sustainability 10 26 29
Behaviour 9 19 24
Knowledge 9 20 28
Collaboration 8 19 25
Governance 8 13 19

Policy 8 22 24
Competitiveness 6 15 18

Tourism planning 6 9 9
Challenges 5 27 32
Sustainable tourism 5 5 5
Note: compiled by authors

Key terms such as “innovation”, “networks”, indicate a shift toward systemic thinking in tourism

“governance”, and “competitiveness” indicate a
shift toward systemic thinking in tourism policy
and planning. It is centred on the role of innova-
tion, institutional collaboration, and knowledge ex-
change in ensuring the long-term sustainability of
regional tourism. Key terms such as “innovation”,

“networks”, “governance”, and “competitiveness”

168

policy and planning. This cluster reflects a grow-
ing recognition that tourism, while contributing to
regional economic development, can also generate
socio-environmental vulnerabilities. As such, con-
tinuous technological and managerial innovation
is imperative to balance growth with resilience. In-
formation and communication technologies (ICTs),
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particularly in the context of smart tourism ecosys-
tems, are increasingly seen as enablers of decar-
bonized mobility, real-time visitor management,
and immersive experience design (Streimikiene &
Korneeva, 2020).

The presence of terms such as “collaboration”,
“policy”, and “tourism planning” further emphasiz-
es the need for cross-sectoral and multilevel coor-

PET'MOHAJIBHASI SKOHOMMUKA

dination. This cluster underpins strategic actions
focused on innovation, branding, environmental
certification, and smart governance mechanisms.

Cluster 2 (Green), presented in Table 4, re-
volves around the interconnection between desti-
nation image, perceived service quality, and visitor
satisfaction — core drivers of tourist loyalty and be-
havioural intention.

Table 4. Cluster 2: Role of destination, service quality and tourists’ satisfaction in hospitality and tourism industry

Keywords Occurrences Links Total link strength
Destination 21 31 61
Satisfaction 17 29 61
Product 12 24 38
Impact 11 15 22
Model 11 18 32
Wine tourism 11 26 39
Perceptions 10 22 32
Image 9 20 31
Quality 9 17 28
Consumption 6 13 16
Intention 6 12 20
Perspectives 6 17 23
Behavioural intentions 5 16 24

Note: compiled by authors

Prominent keywords include “satisfaction”,
“destination”, “quality”, and “image”. This cluster
demonstrates the centrality of customer experience
design in tourism success. Studies indicate that
well-maintained infrastructure, accessible ameni-
ties, and coherent service ecosystems significantly
shape tourists’ emotional and cognitive evaluations
(Haghkhah et al., 2011). Moreover, satisfaction
functions as a reliable proxy for repurchase inten-
tions and positive word-of-mouth (Khalifa & Alj,
2017; Trung & Khalifa, 2019), while dissatisfaction

leads to attrition and reputational damage (Khalifa
& Fawzy, 2017; Abdulla et al., 2019).

The inclusion of “wine tourism”, “behavioural
intentions”, and “perceptions” signals a movement
toward experiential differentiation, where products
are no longer seen as isolated offerings but as inter-
connected elements within a holistic journey.

Cluster 3 (Blue), visualised in Table 5, empha-
sises the pivotal role of culture, heritage, and experi-
ential design in regional tourism development.

Table 5. Cluster 3: Impact of cultural tourism on the hospitality sector

Keywords Occurrences Links Total link strength

Tourism 50 42 92
Management 17 30 47
Impacts 11 25 32
Experience 10 31 44
Cultural tourism 9 18 20
Performance 9 24 30
Hospitality 8 12 17
Destinations 6 16 19
Information 6 16 18
Destination marketing 5 4 5

Stakeholders 5 14 17
Travel 5 12 13

Note: compiled by authors
169
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Keywords such as “cultural tourism”, “experi-
ence”, “stakeholders”, and “destination marketing”
reflect a paradigm shift from transactional to trans-
formational tourism. Cultural tourism contributes to
both demand stimulation and supply diversification.
It enhances hospitality sector performance by in-
creasing year-round visitation, encouraging product
innovation, and fostering emotional engagement
(Huang et al., 2017). Furthermore, it enables the in-
tegration of intangible heritage, positioning culture

not merely as a supplement to the tourism product
but as a core value proposition (Mousavi et al.,
2016).

The inclusion of “performance”, “manage-
ment”, and “travel” illustrates that effective coordi-
nation among actors is critical to translating cultural
capital into economic impact.

Cluster 4 (Yellow), visualised in Table 5,
captures the nexus between gastronomy, territorial
identity, and rural development.

Table 6. Cluster 4: Role of food tourism in the regional development

Keywords Occurrences Links Total link strength
Rural tourism 20 22 34
Food 12 27 40
Heritage 12 25 43
Regional development 12 26 40
Culinary tourism 10 26 37
Authenticity 9 30 46
Place 9 28 42
Identity 8 22 29
Local food 8 27 42
Community 7 17 24
Food tourism 7 21 28
Regional development 5 13 19

Note: compiled by authors

Leading terms include “culinary tourism”,
“local food”, “authenticity”, and “regional devel-
opment”. This cluster highlights how food tourism
transcends the functional role of sustenance to be-
come a strategic tool for destination branding and
socio-economic regeneration. Authentic food expe-
riences stimulate tourist interest and support local
economies, preserve culinary traditions, and en-
hance community cohesion (Nwokorie, 2015).

Importantly, the frequency of keywords like
“rural tourism”, “heritage”, and “community” points
to the embeddedness of food tourism in place-mak-
ing. It offers a platform for inclusive participation
by micro and small enterprises, particularly in un-
derserved areas.

Together, the four clusters delineate a compre-
hensive framework for understanding the multidi-
mensional nature of regional tourism.

Drawing on the thematic clusters identified
through bibliometric co-occurrence analysis, this
study introduces a novel conceptual framework —
the Matrix Design model (Figure 5) — developed to
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operationalize the segmentation and promotion of
regional tourism products.

This model functions as a strategic mapping
tool that translates empirical patterns into applied
marketing logic, facilitating more structured, target-
ed, and context-sensitive decision-making in desti-
nation management.

The construction of the matrix is grounded in
three interrelated principles. First, cluster-informed
segmentation ensures that each thematic cluster
identified through bibliometric analysis corresponds
to a distinct segment of regional tourism products,
characterized by common attributes, development
priorities, and marketing challenges. Second, strate-
gic alignment is achieved by mapping these clusters
onto appropriate communication tools, stakeholder
responsibilities, and visitor engagement mecha-
nisms, thereby enhancing the effectiveness of pro-
motional strategies. Finally, the model incorporates
systemic coherence by acknowledging the interde-
pendence of tourism sub-sectors and advocating for
integrated, multi-level coordination in both plan-
ning and branding processes.
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Figure 5. Matrix of regional tourism products

Rather than adopting a product-centric or ad-
ministrative zoning approach — common in tradition-
al destination models — the matrix offers a semantic,
experience-based framework that reflects how tour-
ists perceive and engage with regional tourism of-
ferings. The Matrix Design model is structured as
a cross-tabulated visual tool. This dual-axis config-
uration enables multi-layered analysis, where each
cell reflects a tailored marketing solution — i.e., the
most effective way to communicate and develop a
specific type of tourism product. The model con-
stitutes an original intellectual contribution of this
study. Unlike prescriptive models in tourism mar-
keting that rely on linear customer journey frame-
works or generic destination branding principles,
this matrix integrates: empirical data-driven cluster-
ing (grounded in co-occurrence analysis); strategic
marketing logic (grounded in segmentation theory);
visual modularity for real-world application.

Its novelty lies in offering a visual synthesis
of academic insight and managerial applicability,
bridging the persistent gap between scholarly re-
search and regional tourism practice. This model ad-
dresses an unmet need in tourism planning literature
—the lack of a flexible, cluster-responsive marketing
framework that accommodates the complexity of re-
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gional tourism ecosystems. From a practical stand-
point, the Matrix Design model provides several key
managerial advantages. It facilitates prioritization
by enabling destination management authorities to
allocate resources effectively toward tourism clus-
ters demonstrating high strategic potential or market
readiness. The model also supports differentiation
by developing unique value propositions tailored to
each tourism segment’s specific characteristics and
positioning. Furthermore, it enhances consistency
by providing a coordination framework that aligns
stakeholder communication and branding efforts
across multiple channels. Lastly, the model ensures
scalability, as it can be applied across various re-
gional contexts and remains adaptable to evolving
tourism demands and policy transformations.

In particular, for emerging or structurally
fragmented destinations such as the Mangystau re-
gion, the matrix provides a unifying platform for
integrating disparate tourism narratives, aligning
stakeholder efforts, and shaping cohesive marketing
strategies. The following section presents an em-
pirical case application of the model in Mangystau,
demonstrating how the matrix can be leveraged to
transition from fragmented promotion to integrated,
evidence-informed tourism governance.
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For decades, the Mangystau region in western
Kazakhstan has been primarily associated with in-
dustrial development, energy logistics, and hydro-
carbon extraction. Tourism, although rich in natural
and cultural resources, remained on the periphery of
regional policy and investment agendas (Mamutova
etal., 2023). The region’s attractions — ranging from
sacred pilgrimage sites such as Beket-Ata to desert
landscapes like the Boszhira Valley — were promot-
ed sporadically, with little strategic cohesion. Pro-
motional materials focused on isolated features of
the territory without structuring them into coherent
thematic or experiential categories. As a result, the
region suffered from low international visibility,
seasonal concentration of tourist flows, and limited
diversification of tourist offerings (UNWTO, 2022).

Recent efforts by local authorities have sought
to reposition Mangystau as a multidimensional tour-
ism destination. This includes the development of
seaside infrastructure near Aktau, conservation ini-
tiatives in geosites such as Sherkala and Torysh, and
increased promotion of cultural routes (Mangystau
Regional Tourism Development Plan, 2023). Nev-
ertheless, several structural gaps persist:

Table 7. Strategic application for Mangystau region

- infrastructure constraints, especially outside
the coastal zone, inhibit mobility and comfort (Min-
istry of Tourism and Sports RK, 2023);

- digital platforms lack segmentation by tourist
types (e.g., cultural, eco, gastronomic), offering ge-
neric content for all;

- tourism statistics show that 78% of arrivals
are domestic, and the average length of stay remains
below 1-2 nights (Bureau of National Statistics,
2023);

- there is limited coordination among stake-
holders, and almost no integration of local SMEs
into regional branding.

These challenges suggest the absence of a
data-driven strategic model that aligns tourism
products with targeted marketing tools and policy
planning. The proposed Matrix Design model, de-
veloped through bibliometric cluster analysis, pro-
vides an opportunity to realign Mangystau’s tourism
strategy with international best practices.

Table 7 presents how the four identified the-
matic clusters apply to the region’s context and
guide future marketing interventions.

Cluster Strategic application
Sustainable Tourism & Position Mangystau as a Caspian eco-geopark; collaborate with international
Innovation geotourism networks (UNESCO Global Geoparks); implement digital solutions for

desert tourism (smart trails, AR-based eco guides)

Service Quality & Satis-
faction

Introduce region-wide quality standards, implement mobile feedback platforms, and
invest in road and accommodation infrastructure through PPPs

Cultural & Experiential
Tourism

Create immersive cultural trails (e.g., “Silk and Sand” route), support traditional
festivals, and train local guides with storytelling techniques

Culinary & Food Tourism

Brand Mangystau cuisine (camel milk, dried fish, baursaq) as a tourism product;
launch food festivals, support culinary startups in Aktau and Zhanaozen

These initiatives, mapped onto the four clus-
ters, represent an evidence-based framework for
stakeholder alignment and communication strategy.

Content analysis of official regional tourism
portals (visitmangystau.kz; gov.kz; inaktau.kz) re-
veals a fragmented promotional logic that lacks
consistency in segmentation, experience design, and
emotional appeal. The implementation of the Matrix
Design allows for:

- Strategic prioritization of tourism products
aligned with cluster typologies;

- Identification of value chains within each the-
matic group;

- Smart budget allocation according to visitor
expectations and return potential;

- Enhanced capacity to build long-term brand-
ing through integrated messaging.
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Moreover, comparative benchmarking with
other Caspian destinations such as Baku (Azerbai-
jan) and Atyrau (Kazakhstan) reveals that Mangystau
lags in terms of digital presence, MICE infrastruc-
ture, and international partnerships (UNDP Region-
al Report, 2022). Applying the Matrix Design could
thus help close competitiveness gaps and create a
multiplicative effect across sectors such as culture,
agriculture, and hospitality.

The case of Mangystau illustrates how clus-
ter-informed strategic design can shift a region
from fragmented, resource-driven tourism toward a
coordinated, market-responsive, and culturally em-
bedded model. The transformation requires fund-
ing, digitalisation, and conceptual restructuring — a
move from location-centred thinking to value prop-
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osition design consistent with the needs of diverse
tourist segments.

The Matrix Design model, supported by bib-
liometric analysis and case validation, offers a scal-
able tool for regional authorities across Central Asia
aiming to professionalize tourism governance.

CONCLUSION

This study addresses a central and persistent
challenge in regional tourism development: the lack
of a systematic, data-informed framework for struc-
turing and promoting regional tourism products. We
posed the following research question: “How can
a cluster-based, bibliometric approach inform the
structuring and promotion of regional tourism prod-
ucts through targeted marketing strategies?”

Applying bibliometric methods, thematic clus-
tering, and strategic modelling enabled a compre-
hensive answer to this question, combining theoreti-
cal depth with practical clarity. The development of
the Matrix Design model serves as a direct response
to this question, offering a replicable, visual, and
managerial framework that bridges academic seg-
mentation logic with real-world marketing applica-
tion.

Key contributions and conceptual advances:
(1) the bibliometric analysis of 245 peer-reviewed
articles revealed four dominant clusters that define
the intellectual and applied landscape of regional
tourism; (2) these clusters were synthesized into the
Matrix Design model, an original conceptual inno-
vation that provides a tool for destination manag-
ers to: map product types to appropriate promotion
tools; strategically allocate budgets; define audience
personas; ensure message consistency across levels
of governance.

The model advances existing literature by
moving beyond abstract typologies or descriptive
mapping — it provides a functional interface be-
tween knowledge, management, and communica-
tion. The Matrix Design model was tested through
a case study of the Mangystau region in Kazakhstan
— a destination characterized by rich cultural and
natural heritage, but historically fragmented promo-
tion and infrastructural gaps. The region’s tourism
assets were reclassified and aligned with strategic
tools by applying cluster-based segmentation. The
model demonstrated how even structurally underde-
veloped regions can: identify high-potential tourism
products; integrate stakeholders into strategic clus-
ters; develop value-driven campaigns (e.g., eco-ex-
perience, culinary heritage); shift from episodic
branding to ecosystem-based destination marketing.
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Notably, the matrix provided a unifying frame-
work for transforming disconnected offerings into a
coherent, layered tourism identity. This case illus-
trated how data meets place and how analytics trans-
late into governance.

For local executive authorities responsible for
tourism development at the regional level, the fol-
lowing actionable steps are recommended:

- Adopt the model as a foundational frame-
work for developing tourism strategy, investment
programs, and promotional campaigns.

- Conduct a regional product audit using the
four clusters to classify existing tourism assets and
identify content, infrastructure, and visibility gaps.

- Establish working groups per cluster, engag-
ing relevant stakeholders — from hospitality and cul-
tural sectors to community organizations and SMEs.

- Embed matrix logic into tourism grant cri-
teria, prioritizing initiatives that align with one or
more clusters and demonstrate strategic fit.

- Develop a unified digital tourism platform
structured around the matrix, helping tourists nav-
igate offerings thematically and strengthening the
region’s brand coherence.

- Monitor cluster-specific indicators (visitor
satisfaction, economic impact, stakeholder engage-
ment) to inform adaptive policy cycles and funding
priorities.

These steps will allow local governments not
only to professionalize their tourism systems but
also to ensure long-term resilience, inclusivity, and
competitiveness. Ultimately, this study answered its
core research question and introduced a replicable,
actionable, and scalable framework for advancing
regional tourism. The Matrix Design model offers
researchers, policymakers, and marketers a common
language, enabling more intelligent decisions, stron-
ger destination identity, and systemic collaboration.
As regional tourism faces increasing complexity
and competition, this model provides the strategic
clarity needed to turn potential into performance.

Future research may explore the cross-regional
applicability of the Matrix Design model by con-
ducting comparative case studies in other emerging
or structurally diverse tourism destinations. Addi-
tionally, there is scope to incorporate advanced ana-
lytical tools, such as machine learning and real-time
visitor data, to enhance the granularity and predic-
tive capacity of cluster segmentation. Researchers
could also examine the long-term impact of ma-
trix-based planning on destination branding, stake-
holder engagement, and visitor behaviour. Lastly,
the integration of this framework into digital tour-
ism platforms and smart city initiatives remains an
underexplored but promising direction, especially in
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the context of Al-driven personalization and adap-
tive marketing.

LIMITATIONS AND FUTURE PATHWAYS

We acknowledge certain limitations: the scope
is restricted to English-language literature indexed
in Web of Science; cluster dynamics may evolve
over time; and the case study is illustrative, not ex-
haustive. Future research can enhance the model by
integrating: real-time tourist behaviour analytics;
comparative applications across multiple regions
and countries; Al-assisted segmentation and digital
strategy integration.
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