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THE ROLE OF ADVERTISING IN THE MOVEMENT OF BUKHARA TOURISM
DESTINATION

Annotatsiya: ushbu magolada turistik yo'nalishlarni targ'ib gilishda reklamaning roli va
uning samaradorligini aniglash belgilangan. Maqolada asosan turistik yo ‘nalishdagi reklama
turlari va ularning iqtisodiy ahamiyati tahlil qilinadi. Sayyohlik yo ‘nalishini targ‘ib qilish
kelajakda potentsial mijozlarni jalb qilish va o ‘zini reklama qilishda asosiy omil bo ‘ladi.

Kalit so'zlar: turizm, reklama, turizm reklamasi, turistik destinatsiya, reklama ta'siri,
reklama turlari, Internet-marketing, SMM.

Annomauua: yenvl0 OAHHOU CMAMbU AGAAEMCS OnpeoeieHue pou pPeKiamvl U ee
agpgpexmuenocmu 6 npoosudlICeHUU mMypucmuieckux Odecmunayui. B cmamve 6 0CHO8HOM
AHAJIUIUPYIOMCA 6UO0bL pexkinamol 6 mypucmcxod decmuHaL;uu U UX 3KOHOMUYECKOoe 3HAYeHUe.
Hpodeuwceuue mypucmu4ecKkoco HanpaejieHusl cmaHem Klo4eebim d)aKn’IOPOM npuejiederus
NOMEHYUANbHBIX KIUEHMO08 U NPOO0BUMICEeHUsL ceDsl 8 OYoyuem.

Knroueewvie cnosa: mypusm, pexkjiama, mypucmudeckasd pexkiama, mypucmudecKkas
oecmunayus, pekiammbili 2¢hpgpexm, 6uovl pekiamul, unmeprnem-mapkemune, SMM.

Abstract: the purpose of this article is to determine the role of advertising and its
effectiveness in promoting tourism destinations. The article mainly analyzes the types of
advertising in the tourist destination and their economic significance. Promoting a tourist
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destination will be a key factor in attracting potential customers and promoting oneself in the
future.

Key words: tourism, advertising, tourism advertising, tourist destination, effect of
advertising, types of advertising, Internet marketing, SMM.

Introduction. One of the most essential components in the tourism industry's ability to
attract travelers from both the local and worldwide markets is advertising. The tourist industry is
in charge of promoting natural resources, culture, and heritage, among other things, so that every
visitor can get the most out of their visit. Tourism advertising allows visitors to become
acquainted with a location before ever visiting there.

A bad advertisement might cost you money in the tourist industry. Effective marketing
does not guarantee success, but it certainly raises the likelihood of it.

Advertising serves three primary functions in the tourism industry:

* To provide travelers with information about a destination and everything they need to
know about it.

» Convince tourists to visit a destination;

* Remind tourists of a destination and where to make all of their reservations.

The global travel market, like the advertising sector, is growing. Advertising initiatives to
promote foreign tourist destinations are common in western countries. Many advertisers merely
want to enhance their revenue by marketing their services, whether it is travel or hotel bookings.
Few advertisers, on the other hand, feel compelled to engage with their target audience, which |
believe is critical [33].

Main part. We live in a marketing and media — driven world. Any organization involved
in the leisure and tourism business, arts centers, museums, sports clubs and small hotels to the
largest theme parks, airlines and cruise companies, is interested in advertising. Many companies
think that they should cut expenditure on advertising and redirect it into sales promotions, direct
mail, public relations and other forms of marketing communications. Advertising is not an
expensive but, rather, is a strategic activity that should be regarded as an investment in the
product or brand.

The role of advertising in tourism increases the familiarity of the locality to tourists who
are planning to organize a personalized leisure or business trip. The power of advertising
provides basic facts about the tourism industry that can be offered by a certain community. This
is in terms of their newly discovered natural resources that are safe and enjoyable to visit for
several days. Advertisement transforms curiosity into an interest made by the potential tourists
who will be visiting the area to spend leisure time with their family and friends. As a result, there
will be an increase in tourism arrivals to the targeted locality where tourists can visit and explore
for a certain period of time, the role of tourists enhances the tourism potential of the community
to become competitive, driving an economic growth that generates new jobs for the residents and
tourists who wants to stay longer in the community.

Given that tourism is an important aspect of any country's economy's infrastructure, its
growth and development are critical. Advertising is a critical instrument in growing a country's
tourism by attractively presenting the country's historical and cultural points of interest.
Advertising has a critical role in growing this business, providing economic growth, direct and
indirect employment, and, most significantly, a creative and innovative competition in the
national and international travel industry. Importantly, for a successful tourist industry, travel
agencies and government officials from the Ministries of Tourism and Business must work
together to achieve these objectives [1].

For professional advantage, the tourism business must employ advertising as its
principal tool. The cultural values of each country's tourism promotion are founded on the
professionals' understanding of advertising and its values. Professional advertising can be viewed
as a successful strategy for economic development both within and beyond a country. Each step
of tourist advertising, including print, television, and radio stations, has a distinct impact on the
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tourism business. The tourism sector of each country can generally be assessed based on its
ability and plan, as well as the country's interest and need in the industry [2].

Advertisement in various media, including as newspapers, magazines, radio, television,
posters, and brochures, plays a vital part in luring people to tourist resorts. Successful and long-
term travel advertising and promotion, on the other hand, can help to reduce negative and
unfavorable publicity while still maintaining a sense of perspective. As a result, ads have the
potential to have an economic, social, and cultural influence. In terms of economics, it is usually
assumed that advertisements have a positive impact on the economy by encouraging demand for
goods and services [3].

Results and discussion

The role of advertising in tourism enhances the acquaintance of tourists who are planning a
personal vacation or business trip. The power of advertising provides basic information about the
tourism industry that can be offered by a particular community. This is in terms of their
discovered natural resources, they are safe and a pleasure to visit for a few days. The ad turns the
curiosity into the interest of potential tourists who visit the region to relax with family and
friends. As a result, there will be an increase in tourist visits to the target area where tourists can
visit and explore over a period of time, the role of tourists will increase the tourist potential of
the community, leading to competitive, economic growth. new jobs for residents and tourists
who want to stay in the community for a long time.

The advertisement allows tourists to share their thoughts about their recent trips to
internationally and locally promoted areas of interest. The testimonies provided by the tourists
reflect their general experience of visiting the area with friends or relatives. From a security
standpoint, tourists can attest to the current situation in the area, such as traffic, criminal
elements, and community honesty. If tourists protect the safety of the local community, it means
that there is an optimistic tourism industry in the region that proves that locals and foreigners
should not have to worry about their safety when visiting the region. Advertising contributes to
the economic development of an interested society as small and medium enterprises begin to
build their businesses to generate income and attract new jobs for the local population.

Advertising using social networks, which is a trend today. It is advisable to open accounts
on Facebook, Instagram, Telegram, which are widely used around the world, to upload
information, and to post videos on YouTube. 16.6% of visitors to Uzbekistan come to the
country under the strong influence of social networks. Therefore, it is advisable to further
develop the advertising sector of social networks. All social media has certain characteristics that
determine their characteristics and uniqueness.

There are many types of advertising tools and their effectiveness varies from industry to
industry. Determining which tools will benefit the most in the development of Bukhara's tourist
destination is currently a challenge.

Conclusion

I have considered the effectiveness of the use of advertising in the promotion of Bukhara
tourist destination, and below | offer my suggestions:

1. The use of social networks in the development of tourist destinations, as we now know
the high levels of Internet advertising;

2. Opening and running channels on Facebook, Instagram, YouTube, Telegram;

3. The Bukhara regional department of the State Committee for Tourism Development
should keep its pages on social networks in promoting the Bukhara tourist destination;

4. Coverage of tourist destinations with the help of bloggers
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PRIORITIES FOR IMPROVING THE QUALITY OF HOTEL SERVICES THROUGH
INNOVATIVE DEVELOPMENT

Annotatsiya: ushbu magolada asosan innovatsion rivojlantirish orgali mehmonxonda
xizmatlar sifatini oshirishning ustuvor yo'nalishlari, mehmonxonalarda izmat ko'rsatish turlari
va ularnirivojlantish, mehmonxonada sifatli xizmat ko'rsatish orgali potensial mijozlar ogimini
ko'paytirish yo'llari ko'rsatib o'tilgan.

Kalit so’zlar: innovatsiva, mehmonxona, xizmat ko 'rsatish turlari, texnologik
innovatsiyalar, samaradorlik, xizmatlar sifati.

AHHOTaIII/Iﬂ: B oannoii cmamee 6 0CHO6HOM NOKA3aHbI npuopumemsl NOBbIUIEHUA
Kavecmea cOCMUHUYHbBIX Y ClYye 3d c4em UHHOBAYUOHHO2O paA36Umusl, B8UObL 20CMUHUYHBLX yciye u
ux paseumue, nymu yeejiudeHusd nomoxKa nOmeHYyUualbHblX KIUEeHNnoe 3d cuenm Kad4ecni6eHHblX
SOCMUHUYHBIX Y CIIYe.

KiaroudeBble cjioBa: UHHOBayuu, cocmMuHuya, 6UO0bL yciye, mexnoaocuiecKkue uHHosayuu,
aghghexmuenocmo, Kauecmeo yciye.

Abstract: This article mainly shows the priorities for improving the quality of hotel
services through innovative development, types of hotel services and their development, ways to
increase the flow of potential customers through quality hotel services.
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