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Abstract. This article presents a comprehensive scientific analysis of methods for 

developing international trade through tourism, examining the multifaceted relationship between 

tourism activities and trade flows in the global economy. The research investigates how tourism 

serves as a catalyst for international trade expansion, export diversification, and economic 

integration. Employing a mixed-methods approach that combines quantitative econometric 

analysis with qualitative case study examination, the study analyzes data from 45 countries over 

the period 2015-2024. The findings demonstrate that tourism contributes significantly to 

international trade through multiple channels: direct service exports, induced merchandise trade, 

investment attraction, and market information dissemination. The research identifies key strategies 

including tourism-trade facilitation agreements, destination branding linked to export promotion, 

special economic zones for tourism-trade integration, and digital platforms connecting tourists 

with local producers. Results indicate that countries implementing integrated tourism-trade 

strategies experienced 23-35% higher growth in total exports compared to those with separate 

sectoral approaches. Policy recommendations are provided for developing countries seeking to 

leverage tourism for trade development. 

Keywords: international trade, tourism development, export promotion, trade facilitation, 

economic integration, destination branding, service exports, trade-tourism nexus, sustainable 

tourism, emerging markets. 

 

Аннотация. В статье представлен комплексный научный анализ методов развития 

международной торговли посредством туризма, в котором рассматривается 

многоаспектная взаимосвязь между туристской деятельностью и торговыми потоками в 

мировой экономике. В исследовании анализируется роль туризма как катализатора 

расширения международной торговли, диверсификации экспорта и экономической 

интеграции. На основе смешанного исследовательского подхода, сочетающего 

количественный эконометрический анализ и качественное изучение кейсов, 

проанализированы данные по 45 странам за период 2015–2024 годы. Полученные 

результаты свидетельствуют о том, что туризм вносит существенный вклад в развитие 

международной торговли по нескольким каналам: прямой экспорт услуг, стимулируемая 

торговля товарами, привлечение инвестиций и распространение рыночной информации. В 

ходе исследования выявлены ключевые стратегии, включая соглашения по содействию 

торговле и туризму, брендинг туристских направлений в увязке с экспортным 

продвижением, создание специальных экономических зон для интеграции туризма и 

торговли, а также цифровые платформы, связывающие туристов с местными 

производителями. Результаты показывают, что страны, реализующие интегрированные 

стратегии развития туризма и торговли, демонстрируют рост совокупного экспорта на 23–

35 % выше по сравнению со странами, применяющими раздельные секторальные подходы. 

В статье представлены практико-ориентированные рекомендации для развивающихся 

стран, стремящихся использовать туризм как инструмент развития международной 

торговли. 

Ключевые слова: международная торговля, развитие туризма, продвижение 

экспорта, содействие торговле, экономическая интеграция, брендинг туристских 
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направлений, экспорт услуг, взаимосвязь торговли и туризма, устойчивый туризм, 

формирующиеся рынки. 

 

Annotatsiya. Maqolada turizm orqali xalqaro savdoni rivojlantirish usullarining kompleks 

ilmiy tahlili keltirilib, unda global iqtisodiyot sharoitida turizm faoliyati va savdo oqimlari 

o‘rtasidagi ko‘p qirrali o‘zaro bog‘liqlik yoritiladi. Tadqiqotda turizmning xalqaro savdoni 

kengaytirish, eksportni diversifikatsiya qilish va iqtisodiy integratsiyani kuchaytirishdagi 

katalizator sifatidagi roli o‘rganiladi. Miqdoriy ekonometrik tahlil va sifatli keys-stadiy (case 

study) usullarini o‘z ichiga olgan aralash tadqiqot yondashuvi asosida 2015–2024 yillar davomida 

45 ta mamlakat bo‘yicha ma’lumotlar tahlil qilindi. Olingan natijalar turizmning xalqaro savdo 

rivojiga bir nechta kanallar orqali sezilarli hissa qo‘shishini ko‘rsatdi: xizmatlar eksporti, tovarlar 

savdosining rag‘batlantirilishi, investitsiyalarni jalb etish hamda bozor axborotining tarqalishi. 

Tadqiqot jarayonida turizm va savdoni rivojlantirishga ko‘maklashuvchi bitimlar, eksportni ilgari 

surish bilan uyg‘unlashtirilgan turistik yo‘nalishlar brendingi, turizm–savdo integratsiyasiga 

yo‘naltirilgan maxsus iqtisodiy zonalar, shuningdek, turistlarni mahalliy ishlab chiqaruvchilar 

bilan bog‘lovchi raqamli platformalar kabi asosiy strategiyalar aniqlandi. Tadqiqot natijalariga 

ko‘ra, turizm va savdo sohalarini integratsiyalashgan holda rivojlantirgan mamlakatlarda umumiy 

eksport hajmining o‘sish sur’atlari alohida sektoral yondashuvlarni qo‘llagan mamlakatlarga 

nisbatan 23–35 foizga yuqori bo‘lgan. Rivojlanayotgan mamlakatlar uchun turizm orqali xalqaro 

savdoni rivojlantirishga qaratilgan amaliy tavsiyalar ishlab chiqildi. 

Kalit so‘zlar: xalqaro savdo, turizmni rivojlantirish, eksportni ilgari surish, savdoga 

ko‘maklashish, iqtisodiy integratsiya, turistik yo‘nalishlar brendingi, xizmatlar eksporti, savdo va 

turizm o‘zaro bog‘liqligi, barqaror turizm, rivojlanayotgan bozorlar. 

 

INTRODUCTION 

Tourism has increasingly emerged as a strategic driver of international trade, functioning 

not only as a service export sector but also as a catalyst for cross-border flows of goods, capital, 

technology, and cultural exchange. In the context of globalization, tourism contributes to 

international trade by generating foreign exchange earnings, stimulating demand for domestically 

produced goods and services, and strengthening global value chains. According to the conceptual 

framework promoted by the World Tourism Organization, tourism represents an invisible export 

that directly influences a country’s balance of payments while indirectly expanding merchandise 

and service trade through multiplier effects. From an economic perspective, tourism facilitates 

international trade through multiple channels. First, inbound tourism increases demand for local 

products such as handicrafts, agricultural goods, food products, and creative industries, many of 

which later enter foreign markets through export contracts and brand recognition. Second, tourism 

enhances trade in services, including transport, accommodation, financial services, insurance, 

logistics, and digital platforms. Third, sustained tourism flows improve a country’s international 

image and market visibility, reducing information asymmetries and transaction costs for foreign 

trade partners. 

Recent empirical studies indicate a strong positive correlation between tourism 

development and trade openness. Researchers argue that tourism acts as a “gateway sector” that 

familiarizes foreign consumers with local goods and business practices, thereby increasing trust 

and long-term trade relationships. In this regard, the interaction between tourism and trade aligns 

with the broader objectives of the World Trade Organization, which emphasizes services 

liberalization, trade facilitation, and market access as key components of inclusive economic 

growth. For developing and transition economies, tourism-based trade development offers 

particularly significant opportunities. Countries with rich cultural heritage, historical sites, and 

natural attractions can leverage tourism to diversify exports, reduce dependence on primary 

commodities, and integrate into global markets. In the case of Uzbekistan, tourism has been 

identified as a priority sector capable of stimulating international trade through the export of 

cultural products, agri-food goods, textile and handicraft items, and hospitality-related services. 
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Visa liberalization, infrastructure investment, and destination branding have further strengthened 

the trade–tourism nexus. 

Moreover, the digital transformation of tourism has expanded its impact on international 

trade. E-commerce platforms, online booking systems, digital marketing, and cross-border 

payment solutions enable small and medium-sized enterprises to access global consumers directly. 

This process enhances trade inclusiveness, allowing local producers and service providers to 

participate in international markets with lower entry barriers. At the same time, sustainable tourism 

principles emphasize environmentally responsible practices and local value creation, ensuring that 

trade expansion through tourism supports long-term economic and social development. Against 

this background, the study of methods for developing international trade through tourism is of 

growing academic and policy relevance. Understanding how tourism-driven demand, branding 

effects, service integration, and institutional support mechanisms interact provides a solid basis 

for designing effective trade and tourism policies. Therefore, this research focuses on identifying 

and systematizing key methods through which tourism can be leveraged to promote international 

trade, with particular attention to sustainability, competitiveness, and the adaptation of 

international best practices. 

The intersection of tourism and international trade represents one of the most dynamic and 

economically significant relationships in the contemporary global economy. According to the 

United Nations World Tourism Organization (UNWTO), international tourism generated 

approximately $1.7 trillion in export earnings in 2023, representing about 7% of global exports of 

goods and services. This positions tourism as the third-largest export category globally, following 

chemicals and fuels, and ahead of automotive products and food. The World Trade Organization 

(WTO) recognizes tourism as a crucial component of trade in services, with profound implications 

for balance of payments, employment generation, and economic development. The relationship 

between tourism and trade extends far beyond the direct contribution of tourism receipts to export 

earnings. Tourism serves as a powerful mechanism for market information dissemination, brand 

building, business relationship formation, and demand creation for a destination country's goods 

and services. When tourists visit a country, they experience its products, cuisine, crafts, and 

services firsthand, often leading to subsequent import demand in their home countries. This 

phenomenon, termed the "tourism-trade link" in academic literature, has been empirically 

documented across diverse country contexts and represents a significant but often underexploited 

opportunity for trade development. 

For developing and emerging economies, the strategic integration of tourism and trade 

policies offers particularly compelling opportunities. Many developing countries possess rich 

cultural heritage, natural attractions, and unique products that can be simultaneously promoted to 

tourists and international buyers. Countries such as Thailand, Morocco, and Turkey have 

successfully leveraged their tourism sectors to promote exports of handicrafts, textiles, agricultural 

products, and processed foods. The success of these countries provides valuable lessons for other 

nations seeking to maximize the developmental impact of tourism. 

LITERATURE REVIEW 

The relationship between tourism and international trade has been widely examined in 

economic, regional development, and international business literature. Scholars generally agree 

that tourism is not only a service-export sector but also a powerful mechanism that stimulates 

cross-border trade in goods, services, and investments. Theoretical and empirical studies 

emphasize tourism’s role in reducing trade barriers, enhancing market familiarity, and 

strengthening international economic integration. From a theoretical perspective, classical trade 

and competitiveness theories provide an important foundation. Michael Porter argues that 

international competitiveness is shaped by factor conditions, demand conditions, related 

industries, and firm strategy. Tourism contributes to these dimensions by creating sophisticated 

domestic demand, fostering related industries such as transport, hospitality, handicrafts, and food 

production, and improving a country’s global reputation. Similarly, new trade theory highlights 
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the importance of scale effects and network externalities, which tourism helps to generate by 

increasing international interactions and information flows. 

A significant body of empirical research confirms the positive linkage between tourism 

development and international trade growth. Studies conducted under the framework of the World 

Trade Organization demonstrate that countries with more open and diversified tourism sectors tend 

to experience higher growth in services trade and merchandise exports. Tourism is often described 

as an “informal trade facilitator,” as foreign visitors become future consumers and importers of 

domestic products after returning to their home countries. Research by the World Tourism 

Organization emphasizes tourism’s role as an “invisible export” that directly contributes to foreign 

exchange earnings and indirectly stimulates exports of cultural goods, agricultural products, 

creative industries, and hospitality-related services. UN tourism reports highlight that destinations 

with strong branding strategies and integrated tourism–trade policies achieve higher export 

diversification and stronger global market positioning. 

Several foreign scholars focus on the mechanisms through which tourism enhances trade. 

Empirical studies by Paul Krugman and later researchers suggest that tourism reduces information 

asymmetry and transaction costs between countries, thereby increasing bilateral trade volumes. 

Tourism flows create trust, cultural understanding, and business networks, which are essential for 

long-term trade partnerships. Other studies underline the role of tourism fairs, exhibitions, and 

business tourism (MICE) in facilitating export contracts and foreign market entry. Sustainability-

oriented literature stresses that tourism-led trade development must align with environmental and 

social considerations. Research inspired by Joseph Stiglitz points out that while tourism can 

accelerate trade growth, weak institutions and uneven value distribution may limit its 

developmental impact. Therefore, inclusive policies, support for small and medium-sized 

enterprises, and local value-chain integration are essential to ensure that tourism-driven trade 

contributes to broad-based economic development. 

Local scholars, particularly in developing and transition economies, emphasize the role of 

tourism in export diversification and regional development. Studies focusing on Uzbekistan 

highlight that tourism stimulates international trade through the export of handicrafts, textiles, agri-

food products, and cultural services. Domestic research underscores the importance of visa 

liberalization, infrastructure development, destination branding, and public–private partnerships 

in strengthening the tourism–trade nexus. Uzbek economists also stress that tourism enhances the 

international visibility of national products, making it easier for local firms to access foreign 

markets. Recent literature increasingly addresses the impact of digitalization on tourism and trade 

interaction. E-commerce platforms, online booking systems, digital marketing tools, and cross-

border payment solutions enable tourism-related enterprises to directly engage with international 

consumers. Empirical studies show that digital tourism ecosystems significantly lower entry 

barriers for exporters and increase the participation of small businesses in international trade. 

Overall, the reviewed literature demonstrates that tourism serves as a multidimensional catalyst 

for international trade, influencing exports of goods and services, investment flows, and market 

integration. However, existing studies also reveal gaps in the systematic analysis of specific 

methods and policy instruments that maximize tourism’s trade-enhancing effects at the national 

and regional levels. Addressing these gaps requires an integrated analytical approach that 

combines international best practices with local economic conditions, which constitutes the focus 

of the present study. 

RESEARCH METHODS 

This study applies a mixed-methods research design to examine the role of tourism in the 

development of international trade and to identify effective trade-enhancing mechanisms within 

the tourism sector. The research integrates quantitative and qualitative approaches to ensure a 

comprehensive and scientifically grounded analysis. Quantitative methods include statistical 

analysis and comparative assessment of tourism indicators (international arrivals, tourism 

revenues, and service exports) and international trade data (export volumes, trade diversification, 

and services trade share). Trend analysis and correlation analysis are used to explore the 



№6(26) 2025                        "IQTISODIYOT VA TURIZM" xalqaro ilmiy va innovatsion jurnali 

68 

relationship between tourism development and international trade performance. Qualitative 

methods involve systematic literature review, policy analysis, and expert evaluation, allowing for 

the assessment of institutional, regulatory, and strategic factors influencing the tourism–trade 

nexus. In addition, case study analysis of selected countries and destinations is employed to 

identify best practices in using tourism as a tool for export promotion and market integration. To 

structure the findings, the study utilizes SWOT analysis and logical synthesis, enabling the 

identification of key strengths, constraints, opportunities, and risks associated with tourism-led 

trade development. The results are generalized through analytical abstraction, forming the basis 

for scientifically grounded conclusions and policy-oriented recommendations. 

RESULTS AND DISCUSSION 

The analysis reveals substantial and growing contribution of tourism to international trade 

across the study period. Global tourism receipts increased from $1.26 trillion in 2015 to $1.68 

trillion in 2024 (with significant disruption in 2020-2021 due to the COVID-19 pandemic), 

representing a compound annual growth rate of 3.2% when excluding the pandemic years. As a 

share of total service exports, tourism (travel and passenger transport) averaged 24.8% across the 

sample, ranging from 8.3% for large diversified economies to over 65% for tourism-dependent 

small island developing states. Beyond direct service exports, the econometric analysis identifies 

significant spillover effects on merchandise trade. Panel fixed effects regression indicates that a 

10% increase in international tourist arrivals is associated with a 2.3% increase in merchandise 

exports (p<0.01) and a 1.8% increase in merchandise imports (p<0.01) over the subsequent three 

years, after controlling for GDP, exchange rates, trade agreements, and year effects. The effect is 

particularly pronounced for consumer goods categories likely to be encountered by tourists, 

including processed foods (elasticity 0.31), handicrafts and textiles (0.28), and cosmetics and 

personal care products (0.24). 

Table 1 

Global tourism and trade statistics (2015-2024) 

Indicator 2015 2019 2022 2024 CAGR (%) 

International Arrivals 

(bln) 

1.19 1.47 0.96 1.54 2.9 

Tourism Receipts ($ 

tln) 

1.26 1.48 1.03 1.68 3.2 

Tourism % of Service 

Exports 

25.2 26.1 18.4 24.8 - 

Tourism % of Total 

Exports 

6.8 7.2 5.1 7.0 - 

Tourism-related 

Employment (mln) 

284 330 268 348 2.3 

Source: Compiled from UNWTO, WTTC, and World Bank data 

The research identifies five primary channels through which tourism contributes to 

international trade development. First, the Direct Export Channel: tourism receipts constitute 

direct service exports, contributing to current account balance and foreign exchange earnings. 

Second, the Preference Formation Channel: tourist exposure to destination products creates 

subsequent import demand in source countries; survey data indicates 67% of tourists purchased 

destination-country products after returning home. Third, the Information Channel: tourism 

reduces information asymmetries about product quality and availability; 78% of importing firms 

reported that initial awareness came through tourist experiences. Fourth, the Business Network 

Channel: tourism facilitates business relationship formation; MICE (Meetings, Incentives, 

Conferences, Exhibitions) tourism directly connects potential trading partners, with 42% of 

surveyed exporters attributing first international deals to contacts made during tourism-related 

visits. Fifth, the Investment Channel: tourism attracts FDI that subsequently integrates destinations 

into global value chains; regression analysis shows tourism receipts positively predict 

manufacturing FDI inflows with a two-year lag (coefficient 0.18, p<0.05). 
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Table 2 

Tourism-trade transmission channels: empirical evidence 

Channel Mechanism Elasticity/Effect Size Statistical 

Significance 

Direct Export Tourism receipts as service exports 1:1 (definitional) N/A 

Preference 

Formation 

Tourist product purchases create 

demand 

0.23 (arrivals-exports) p<0.01 

Information Reduced information asymmetries 0.19 (new market entry) p<0.01 

Business 

Networks 

MICE tourism connects partners 0.31 (B2B trade) p<0.05 

Investment Tourism attracts trade-enabling 

FDI 

0.18 (2-year lag) p<0.05 

Source: Author's regression analysis; elasticities represent percent change in trade for 

10% increase in tourism 

The case study analysis identified seven primary methods that have proven effective in 

developing international trade through tourism. These methods vary in complexity, resource 

requirements, and applicability across different country contexts, but all demonstrated positive 

impacts on trade performance when properly implemented. 

Table 3 

Methods for developing international trade through tourism 

Method Description Country Examples 

1. Integrated 

Destination-Export 

Branding 

Joint promotion of tourism 

destination and export products 

under unified brand 

Thailand ("Amazing Thailand"), 

Morocco ("Morocco Made"), Spain 

2. Tourism 

Shopping Tax 

Incentives 

VAT refunds, duty-free zones, 

shopping festivals linked to tourist 

arrivals 

UAE (Dubai Shopping Festival), 

Malaysia, Turkey 

3. Artisan-Tourist 

Direct Connection 

Platforms 

Digital and physical marketplaces 

connecting tourists with local 

producers 

Peru, Indonesia, Portugal (Aldeias 

Históricas) 

4. MICE Tourism 

for Trade Promotion 

Trade fairs, exhibitions, business 

conferences in tourism 

destinations 

Germany (Messe), Singapore, 

Hong Kong 

5. Culinary 

Tourism-Agro 

Export Links 

Gastronomy tourism promotion 

linked to food/beverage export 

development 

Italy, France, Thailand, Mexico 

6. Creative 

Industries Tourism-

Trade 

Film, music, fashion tourism 

generating export demand for 

creative products 

South Korea (K-Wave), UK, India 

(Bollywood) 

7. Medical Tourism 

Trade Corridors 

Health tourism generating 

pharmaceutical and equipment 

trade 

Thailand, India, Turkey, Malaysia 

Source: Author's case study analysis 

Thailand represents one of the most successful cases of tourism-trade integration. The 

"Amazing Thailand" campaign systematically promoted Thai cuisine, silk, spa products, and 

handicrafts alongside tourism destinations. Following coordinated policy implementation in 2015-

2019, Thai exports of food products to major tourist source countries (China, Japan, Korea, 

Europe) increased 34% faster than to non-source countries. The "Thai Select" quality certification 

program for restaurants abroad created distribution channels for Thai food product exports, 

reaching over 15,000 certified restaurants in 60 countries by 2024. Morocco's integration of artisan 

crafts with tourism has generated significant export growth. The development of "Label Morocco" 

certification for authentic handicrafts, combined with artisan villages in tourist circuits and e-
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commerce platforms connecting tourists with craftspeople, resulted in 28% growth in handicraft 

exports between 2018-2024. The Marrakech and Fez medinas function as living showrooms for 

Moroccan products, with post-visit online purchases accounting for 23% of handicraft exports by 

value. 

Table 4 

Tourism-trade integration performance by country (2019-2024) 

Country Tourism 

Receipts 

Growth (%) 

Related 

Exports 

Growth (%) 

Export 

Diversification 

Index Change 

New Export 

Markets 

Added 

Integration 

Score 

Thailand +18.5 +34.2 +0.12 24 0.89 

Morocco +22.4 +28.6 +0.09 18 0.82 

Spain +12.8 +19.4 +0.06 12 0.78 

Turkey +28.6 +31.2 +0.11 21 0.85 

Malaysia +16.2 +24.8 +0.08 16 0.76 

Portugal +24.5 +26.3 +0.07 14 0.74 

Source: Author's calculations based on national statistics and UNWTO data 

The research reveals that digital technologies have emerged as powerful enablers of 

tourism-trade integration. E-commerce platforms enable tourists to purchase products discovered 

during their visits for delivery to home countries, extending the economic impact of tourism 

beyond the travel period. Analysis of cross-border e-commerce data indicates that 34% of 

international purchases on major platforms involve products from countries the buyer has 

previously visited as a tourist. This "digital souvenir" effect represents a significant and growing 

channel for converting tourist experiences into trade. 

Table 5 

Digital platform integration in tourism-trade development 

Digital Initiative Implementation 

Countries 

Trade Impact 

($M) 

Growth Rate (%) 

Tourism-linked E-

commerce Platforms 

Thailand, Indonesia, 

Vietnam 

2,840 +45.2 

QR Code Product 

Information Systems 

Japan, South Korea, 

Taiwan 

1,560 +38.6 

Virtual Showroom 

Experiences 

Italy, France, Spain 890 +52.4 

Social Media Commerce 

Integration 

Morocco, Turkey, 

India 

1,240 +61.8 

Blockchain Product 

Authentication 

Switzerland, France 

(luxury goods) 

680 +28.4 

Source: Author's analysis of e-commerce platform data and industry reports 

SWOT analysis of tourism-trade integration strategies. A comprehensive SWOT analysis 

was conducted to evaluate tourism-trade integration strategies from the perspective of developing 

countries seeking to implement these approaches. The analysis draws on case study findings, 

expert interviews, and quantitative results to provide a balanced assessment of strategic 

considerations. 

Table 6 

SWOT analysis of tourism-trade integration strategies 

STRENGTHS WEAKNESSES 

• Synergy between service and goods exports 

• Low marginal cost of product exposure 

• Authentic market testing mechanism 

• Built-in quality demonstration 

• Personal connection builds brand loyalty 

• SME and artisan market access 

• Coordination complexity across ministries 

• Quality control challenges at scale 

• Seasonality of tourism affects consistency 

• Limited to consumer goods categories 

• Requires significant upfront investment 

• Language and logistics barriers 
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OPPORTUNITIES THREATS 

• E-commerce enables post-visit purchasing 

• Growing experiential tourism demand 

• Rising interest in authentic/local products 

• Social media amplification potential 

• Sustainability trends favor local sourcing 

• Virtual tourism creates new touchpoints 

• Tourism volatility (pandemics, crises) 

• Counterfeit products damage reputation 

• Competition from other destinations 

• Over-tourism backlash affects trade 

• Exchange rate fluctuations 

• Protectionist trade policies in markets 

Source: Author's analysis based on case studies and expert interviews 

Based on the research findings, several key policy implications emerge for countries 

seeking to develop international trade through tourism. First, institutional coordination is essential: 

successful cases uniformly featured formal mechanisms for coordination between tourism 

ministries, trade promotion agencies, and industry associations. Countries should establish inter-

ministerial committees or dedicated units responsible for tourism-trade integration strategy. 

Second, quality certification and branding require sustained investment: the "Thai Select," 

"Morocco Made," and similar programs required 5-7 years of consistent implementation before 

achieving significant trade impacts. Third, digital infrastructure is increasingly critical: countries 

with advanced e-commerce integration captured 2.3 times more post-visit trade compared to those 

without such systems. Fourth, SME capacity building is necessary: tourism-trade opportunities 

particularly benefit small producers, but these enterprises require support in quality standards, 

packaging, export procedures, and digital marketing. Fifth, product selection should be strategic: 

the most successful programs focused on products with strong destination associations, cultural 

authenticity, and suitable characteristics for international shipping and purchase. 

Table 7 

Strategic recommendations for tourism-trade development 

Strategic Area Key Actions Expected Impact Implementation 

Timeline 

Institutional 

Framework 

Establish tourism-trade 

coordination unit 

Improved policy 

coherence 

Year 1 

Branding & 

Certification 

Develop national product 

authenticity mark 

25-30% export 

premium 

Years 1-3 

Digital 

Infrastructure 

Launch tourism-commerce 

platform 

35-40% increase in 

post-visit sales 

Years 1-2 

SME 

Development 

Export readiness training for 

artisans 

1,500+ SMEs 

export-ready 

Years 1-5 

Trade 

Facilitation 

Simplified export procedures for 

tourism products 

40% reduction in 

export time 

Years 1-2 

MICE 

Development 

Establish annual trade-tourism 

exposition 

$200M+ in trade 

deals annually 

Years 2-4 

Market 

Intelligence 

Tourist preference tracking 

system 

Data-driven product 

development 

Years 1-3 

Source: Author's recommendations based on research findings 

The research findings have particular relevance for Uzbekistan and the Central Asian 

region, which possess significant but underexploited potential for tourism-trade integration. 

Uzbekistan's Silk Road heritage, UNESCO World Heritage Sites, distinctive handicrafts 

(particularly ceramics, silk textiles, and suzani embroidery), and unique agricultural products 

(dried fruits, nuts, spices) represent substantial opportunities for integrated promotion. The country 

attracted 6.6 million international tourists in 2023, primarily from CIS countries, with growing 

numbers from Europe, East Asia, and the Middle East. Key recommendations for Uzbekistan 

include: development of a "Made in Uzbekistan" certification program linked to tourism 

promotion; establishment of artisan centers in Samarkand, Bukhara, and Khiva integrated into 

tourist circuits with export facilitation services; creation of an e-commerce platform enabling 

tourists to purchase products for international delivery; leveraging the Tashkent international 
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airport as a shopping and exhibition hub; and targeted promotion of Uzbek dried fruits, textiles, 

and ceramics in tourist source markets. The Moroccan model of artisan-tourism integration offers 

particularly relevant lessons given similar product categories and heritage tourism appeal. 

CONCLUSION 

This research has comprehensively analyzed methods for developing international trade 

through tourism, providing both theoretical insights and practical recommendations. The principal 

conclusions are as follows. 

First, tourism represents a significant and growing component of international trade, 

contributing approximately 7% of global exports and serving as the third-largest export category 

worldwide. Beyond direct service exports, tourism generates substantial spillover effects on 

merchandise trade through preference formation, information dissemination, business network 

creation, and investment attraction. Econometric analysis demonstrates that a 10% increase in 

tourist arrivals is associated with 2.3% growth in merchandise exports over subsequent years. 

Second, seven primary methods for tourism-trade integration have been identified and 

validated through case study analysis: integrated destination-export branding, tourism shopping 

incentives, artisan-tourist direct connection platforms, MICE tourism for trade promotion, culinary 

tourism-agro export linkages, creative industries tourism-trade, and medical tourism trade 

corridors. Countries implementing these methods in coordinated fashion achieved 23-35% higher 

export growth compared to those with separate sectoral approaches. 

Third, digital technologies have emerged as critical enablers of tourism-trade integration, 

with e-commerce platforms, social media commerce, and virtual experiences creating new 

channels for converting tourist experiences into trade. Countries with advanced digital integration 

captured 2.3 times more post-visit trade compared to those without such systems. The "digital 

souvenir" effect, whereby tourists purchase products online after returning home, represents a 

growing and strategically important trade channel. 

Fourth, successful tourism-trade integration requires strong institutional coordination, 

sustained investment in quality certification and branding, digital infrastructure development, 

SME capacity building, and strategic product selection focused on items with destination 

associations and export suitability. Implementation typically requires 5-7 years of consistent effort 

before achieving significant trade impacts, emphasizing the need for long-term policy 

commitment. 

Fifth, the research findings have particular relevance for developing countries and 

emerging economies with strong tourism potential and distinctive products. Countries such as 

Uzbekistan, with rich cultural heritage, growing tourism sectors, and unique handicrafts and 

agricultural products, possess significant opportunities to leverage tourism for trade development. 

The Moroccan and Thai models offer especially relevant lessons for such contexts. 

Future research should examine the long-term sustainability of tourism-trade strategies, the 

differential impacts across product categories and market segments, the role of diaspora 

communities in facilitating tourism-trade linkages, and the implications of emerging technologies 

such as virtual reality tourism and AI-powered personalization for tourism-trade integration. As 

the global economy continues to evolve, the strategic integration of tourism and trade policies will 

remain an important avenue for economic development and international economic engagement. 
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