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TOURISM SYSTEM: TOURISM SUPPLY AND BRIDGING COMPONENTS.
EVIDENCE FROM SAMARKAND

Abstract: this article explores the theoretical and practical approaches developed about the elements of
the tourism system: supply and demand. The activity of touristic organizations of Samarkand region is
covered in detail on the basis of statistical comparative analysis, several suggestions are given about the
work that should be carried out in the tourism system of the region.

Keywords: tourism supply and demand, smart tourism destinations, image congruence, government
tourism policy, economic income.

Introduction. In actuality, tourism is a multifaceted phenomena made up of various
sectors. In the tourism sector, there are very few companies that offer goods and services to
visitors directly [1]. Few businesses are wholly associated with the tourism sector; however,
some businesses are set up so that visitors can utilize their services, but these businesses are not
regarded as official divisions of the tourism sector [2].

Demand and supply in the tourism sector are geographically distributed [3], with
production and consumption taking place in the same location. One of the most important
responsibilities of the government is to manage the tourism sector effectively by fostering
positive relationships between the supply and demand sides [4]. Travel intermediaries help to
streamline the buying and selling of tourism and travel-related goods by giving suppliers the
chance to sell their products while lowering financial risk [5] and giving customers the ease and
confidence to purchase the goods [6].

The components of the destination's tourist supply are connected by the tourism system.
Infrastructure, services, amenities, and attractions make up the destination's supply. In order to
create a comprehensive package of travel-related goods and services that would satisfy
customers, the tourism supply chain's vertical, horizontal, and diagonal suppliers must be
interconnected [7]. Suppliers who have a thorough understanding of the significance of
digitization in a cutthroat market are required to participate in emerging smart tourism
destinations [8]. Attractions for tourists comprise the initial part of the tourism supply. Providing
tourists with digital interactive tourism activities is contingent upon the presence of smart tourism
attractions, as these serve as a driving force behind tourists' visits to the destination [9].

Tourism scholars have identified several factors that impact the success of attractions.
These include having enough resources and professional management skills; being in an easily
accessible location for both tourists and locals; having shops, parking spaces, restrooms, trash
cans, seats, and facilities for the disabled; and providing high-quality services with courteous
staff appearances. several games and pastimes [10].

Travel-related services and amenities make up the next part of the supply for tourists. One
of the most important ways to improve service quality, economical operations, innovative
activities, and management tools is for hotels to become more competitive [11]. The benefits of
tourism growth cannot be realized without adequate lodging and food and beverage services. The
infrastructure for tourism is the third part of the supply. The interaction between public utilities,
road infrastructure, local community satisfaction, and the environment and economy all affects
how tourism develops at a destination[12, 13].

We believe that by examining the relationship between elements of the tourism supply
and visitor happiness in two different approaches, the current study seeks to close a research gap.
(i) The study examines how the tourism industry's bridging elements relate to current supply
trends.(ii) The current study statistically evaluates the elements of the tourist system using data
from the National Statistics Agency in Samarkand. Tourism policy makers are given with the
consequences of this article for destination tourism procedure management. A discussion of the
results follows the study's conclusion.
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Literature review. Two streams of previous studies are reviewed in this research: tourism
supply elements and demand side of tourism. In this section, the relevant studies are reviewed.
Tourism supply

The research of tourism supply has been investigated on a large scale. The term of tourism
supply means the organizations and businesses that are engaged in producing the products and
services for tourist consumption by the Lieper The framework of tourism: towards a definition of
tourism, tourist and the tourist industry, Annals of Tourism Research[14]. But the products and
services are not only consumed by tourists, for example, hotel and restaurant facilities are used by
local people too. Tourism Satellite Accounts which are constructed on the basis of the tourism
surveys and statistical analysis which are used to measure the real economic impact of tourism
within a specific destination by Mak Tourism and the Economy Understanding of Economics of
Tourism.

Considering the direct, indirect, and causative effects of the tourist sector on the economic
income as defined by Okumus et al.'s literature, could inequalities in tourism affect economic
output? One of the key economic mechanisms is the Annals of Tourism Research [16], where it is
deemed reasonable to conduct significant analytical and monitoring procedures. Functional
methods by Baxter, I. and Littlejohn, D.Researchers identified the structure of the travel and
tourist supply industry. The public sector produces, transacts, and provides support services as
part of the tourist supply function[18].

Suppliers of tourism operate in a variety of industries, including lodging, transportation,
cruises, and attractions. An enormous revolution in the travel sector is the emergence of sharing
economy providers for lodging, transportation, and attractions. However, the financial risk and
safety components of the sharing economy have a negative impact on visitors' decisions to utilize
it, which lowers the sector's competitiveness according to literature. Changsok, Yuan, G. Yi, and
Yoob, Ch. The impact of perceived risk on the tourism industry's embrace of the sharing
economy. Six components make up a tourist destination: cost, people resources, image and
character, accessibility, and public and private facilities and attractions[20].

Image and price are two of them that set them apart from the traditional framework of the
tourism supply notion. One distinctive quality of image and character is that it makes tourists
more aware of the tourist destinations and their services. The scenery, eco-friendly tourist
services and amenities, high standards of safety and security, a welcoming local population, and
more all contribute to the destination's image. Following the epidemic, the literary literature has
emphasized the importance of a "safe and secure” destination image in attracting authors.Li,
Yunpeng, and He, Z. Huang, T., Liu, Z., Li, Y. [21].Organizations that promote tourism to
destinations are in charge of maintaining image congruence, which affects visitors' perceptions of
the location[22]. One of the requirements for a destination to be competitive is price [23]. The
creation of tourism products needs the collaboration of numerous parties.

Tourism Demand
Two different factors affect the tourism demand:

1. Price factor: tourism providers, for example, hotels and transport organizations, closely
monitor the activities of competitors and independently set prices for their goods and services.
The development of online trading platforms allows business representatives to compare prices
easily. Price directly affects the demand: a low price ensures a high demand, if the price rises,
the quantity demanded falls[26]. However, regular price reductions can lead to the perception of
low quality product among buyers.

2. Socio-economic and demographic factors: population income[27], government tourism
policy[28], the quality of education, number and condition of entertainment places, quality of
tourist services, special public events, marketing and advertising of the area, seasonality and
weather. These factors can affect the demand both positively and negatively. The new model of
tourism demand forecast requires learning the spatial-temporal features of destination tourism
demand.
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Methodology. The research includes the recent data from the Statistical Agency of
Samarkand to explore the potential of tourism suppliers and intermediaries in Samarkand. In the
current study, the basic annual tourism statistics which are officially published in Samarkand are
reviewed. The methods of comparative analysis, synthesis and statistical data processing methods
were conducted in this research.

Research findings and discussion.
Figurel. The number of foreign tourists: Samarkand
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Source: The Statistical Bulletin of the Statistics Department of Samarkand Region

The analysis of the number of foreign visitors who visited Samarkand region for travel
purposes in the 2022-2023 years showed that 1,2 million visitors were provided with tourist
services in 2022, and 2,1 million tourists visited Samarkand in 2023 . In 2024 the number of
tourists is expected to rise to 2,5 million people.

The increased level of demand side and supply side simultaneously leads to the
enhancement of competition and price reduction in destination. In the table below, the level of
demand for the services and goods of the accommodation establishments in Samarkand is
reviewed.

Tablel
The main indicators of accommodation establishments offering tourist services and goods in
Samarkand and the number of people served by them

Years Accommodation The number of people
establishments served by them
2017 264 395708
2018 290 512843
2019 410 595780
2020 376 152521
2021 347 293517
2022 434 487600

Source: The Statistical Bulletin of the Statistics Department of Samarkand Region

Until 2020, the number of accommodation establishments increased significantly in
Samarkand. In 2021, there were 347 accommodation establishments followed by reaching 434
in 2022, and in the year, the number of people served by them increased simultaneously by 87%
compared to the figure in 2021.

Table 2.
The number of people served by hotels according to the purpose of trip
Years 2017 2018 2019 2020 2021 2022

Visiting friends and relatives | 3861 9253 2662 1053 8001 75

Leisure and recreation 99944 146981 | 168269 | 20216 | 35754 915
Education 5434 470 578 518 1276 -
Pilgrimage 16814 38309 30037 7650 8559 270
Transit 447 484 173 118 321 -
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Health and medical care 2752 3167 1193 1487 1865 24992
Shopping - 18 - 33 64 -
Work 29148 24046 43972 28839 | 34175 -
Other personal reasons 17975 8472 21483 5140 14386 -
Overall 176375 | 231200 | 268367 |65054 | 104401 | 26252

Source: The Statistical Bulletin of the Statistics Department of Samarkand Region.

The results of the analysis show that in 2019 the largest number of people (268,367) were
accommodated in the hotels of Samarkand region, and the main purpose of the tourists who
came to Samarkand region that year was leisure and recreation with the share of 62.7%, in turn,
the motive that took the second place that year was business visits with 16.3%. However, due to
the pandemic, in 2020, we can see that this figure dropped sharply. The main purpose of the
tourists visiting Samarkand region in 2020 was business, and the total number of visitors in the
year accounted for 44.3%, and the least number of people visited for the purpose of going to
shops, which was 0.5% in 2021. The number of people who visited Samarkand region and were
accommodated in hotels increased from 65,054 in 2020 to 104,401 , and in that year the largest
number of people (34.2%) visited the region for the purpose of leisure and recreation, 32.7%
people visited for business. In 2022, the number of persons placed in hotels reduced to the
lowest degree, only 26,252 people visited, the largest percentage of people (95.2%) came for the
purpose of health and medical treatment.

Table 3.
The number of travel intermediaries in Samarkand region
Travel Years
intermediaries 2017 2018 2019 | 2020 2021 2022 | 2023
Overall 57 60 68 45 41 57 68
Source: The Statistical Bulletin of the Statistics Department of Samarkand Region
Table 4.
The main activity indicators of travel intermediaries in Samarkand region
Years
2018 2019 2020 2021 2022
The number of people served | ,5¢ 56229 17612 | 7832 27817
by the travel intermediaries
The number of foreign
visitors served by travel | 30678 31365 1386 1969 18751
intermediaries

Source: The Statistical Bulletin of the Statistics Department of Samarkand Region

According to the results of the statistical analysis, 56,200 people were provided with
tourist services by tourist companies and organizations in Samarkand region. Due to the
pandemic, the activity indicators of travel intermediaries fell to the lowest level recorded in the
last 6 years in 2021 — only 41 travel intermediaries provided travel services to 7832 people, tour
packages were sold to 1.9 thousand foreign tourists. As a result of measures and motives aimed at
the development of domestic tourism, 4.6 thousand citizens of Uzbekistan used the services
offered by travel intermediaries. By 2022, we can see the revitalization of the activities of travel
intermediaries due to the activities carried out in order to develop tourism and revive the
activities of tourist firms and organizations reducing the negative consequences of the pandemic
on tourism.

Conclusion and Suggestions. Managerial implications for the tourism destination
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During our research, we witnessed that statistics of tourism system in the Samarkand
region have not yet been systematically implemented. This, on the one hand, prevents the
determination of specific economic quantitative indicators of the region related to tourism, and on
the other hand, it causes the uncertainty of programs to increase profit level in the tourism sector
of the region. Therefore, we suggest that the activities of organizations that directly and
indirectly related to the tourism sector should be accurately registered and taken into account in
the calculation of the economic income of the region. The next suggestion of this research is
increasing the competitiveness of tourist areas The competitiveness of the tourist area embodies
all the socio-economic and cultural characteristics that affect its position in the international
market. Every tourist area should have the right elements of competitiveness that give it an
advantage in market competition, help to increase the income from tourism and increase the
number of visitors, as well as the well-being of the residents of the area and the preservation of
natural capital for future generations. Ensuring competitiveness is considered the central platform
of tourism policy. In order to create a competitive tourist destination, we need to focus on the
following main factors:

e Establishing sustainable development in the Tourism attractions and from time to time
updating the tourist products and their contents depending on market segment changes;

e Macroeconomic factors: income level and the real exchange rate should be regularly
monitored in the destination. It is known from the experience of the world that if the
exchange rate is too high in the region, it will be expensive for the tourism activity. In
addition, the increase of tax rates on raw materials needed for tourism has a harmful
economic effect;

e Innovation: The development of tourism products requires constant attention to the
innovation factor. It is not always possible to develop completely new innovative plans,
although we cannot develop completely new travel concepts in the area every year, we can
discover new markets, launch new services and implement innovative ideas between certain
time units. we must pay attention to creating conditions for growth. It is appropriate to give
an attention to the development of innovative ideas in the following areas:

- tourism product innovation;

- innovation in the process of tourist activities (for example, the use of innovative
information technologies in the process of service);

- other specific elements of the tourism sector (new market or innovative communication
methods).

e Strategic planning: the short-term and long-term success of any tourist destination
depends on a thorough strategic planning process. Analysis of the current internal and
external economic situation; clear definition of goals, tasks and objectives, as well as
advance development of marketing strategies and practical plans ensure market success.
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L.Yo‘ldosheva
Turizm tizimi: turistik taklif va
vositachi elementlar. Samarqgand viloyati
misolida

Annotatsiya: Ushbu magolada turizm
tizimining elementlari: talab va taklif
hagida ishlab chigilgan nazariy va amaliy
yondashuvlar tadgiq gilingan. Samargand
viloyati turistik tashkilotlari  faoliyati
statistik qiyosiy tahlil asosida batafsil
yoritilib, viloyat turizm tizimida amalga
oshirilishi lozim bo‘lgan  ishlar haqida
tavsiya va takliflar keltirilgan.
Kalit so‘zlar: turistik taklif va talab, aqlli

JLIOagomeBa
CucreMa Typu3Ma: TYPUCTHUYECKOE MPEIJI0KEHUE U
CBSI3yI0IMEe KOMIOHEHTHI. CBHU/IeTe/ILCTBA U3

Camapkanna.
AHHOTALMA: B  JAHHOM  CTaTbe€  HCCIEAYIOTCS
TEOPETHICCKHE u MIPaKTHYECKHE MOIXObI,
pa3paboTaHHbIC B OTHOIICHUU 3JIEMEHTOB
TYPUCTUYECKONH CHCTEMBI: CIpOCa U MPEIJIOKCHUSI.
[lompoOHO  ocBemieHa  AESATETBHOCTh  TYPHCTCKHUX

opranmzarmii CamapkaHICKOW 0OJIaCTH Ha OCHOBE
CTaTHCTHYECKOTO CPaBHUTEIBHOTO aHaiIM3a, JIaHBI
HECKOJIBKO TPEJIONKECHUH 0 paboTe, KOTOPYIO CleayeT
MPOBECTU B TYPUCTUIECKON CUCTEME PETHOHA.

KaioueBble cjioBa: TypHCTHYECKOE MPEIIOKEHHE H

turistik hududlar, imij muvofigligi, davlat
turizm siyosati, igtisodiy daromad.

CIIpocC, YMHBIC TYPUCTUYCCKUC HarpaBJICHUA,
COOTBCTCTBHUEC HMHKA, rocyaapCTBCHHaA
TYPUCTUYECCKAA IMOJIUTHKA, 9KOHOMUYCCKUM JOXO.

Shaxnoza Shuxrat gizi Xashimova — TDIU Turizm va servis kafedrasi tayanch doktoranti

XORIJ MAMLAKATLARIDA SOG‘LOMLASHTIRISH TURIZMI VA UNING
RIVOJLANISH XUSUSIYATLARI

Annotatsiya: magolada sog‘lomlashtirish turizmi hagida ma’lumot berilgan, dunyoda va Turkiyada
sog‘lomlashtirish turizmi sohasida olib borilayotgan islohotlar hagida gisgacha bayon gilingan,
sog‘lomlashtirish turizmi salohiyati tahlil gilingan, dunyo bo‘ylab sog‘lomlashtirish turizmiga bo‘lgan
qizigishlar hagida ma’lumotlar keltirilgan, shuningdek, maqolada sog‘lomlashtirish turizmini yanada
rivojlantirish bo‘yicha taklif va tavsiyalar ishlab chigilgan.

Kalit so‘zlar: sog‘lomlashtirish turizmi, tibbiy turizm, tibbiy xizmatlar, muolajalar, Turkiyada
sog‘lomlashtirish turizmi, operatsiyalar, salomatlik.

Kirish. Sog‘lomlashtirish (Sog‘ligni saglash) turizmi - tashxis, davolash va reabilitatsiya
xizmatlariga bo‘lgan ehtiyoj natijasida yuzaga keladigan bemor salohiyatidan foydalangan holda
sog‘ligni saglash muassasalarining rivojlanishiga imkon beruvchi turizm turi. Aytish mumkinki,
sog‘lomlashtirish turizmi odamlarning yashash joyidan tashqgarida sayohat qilish orgali
davolanishga intilishlari natijasida paydo bo‘lgan. Bundan tashqari, sog‘lomlashtirish turizmi
konsepsiyasi o‘zi yashayotgan joyning imkoniyatlari bilan davolana olmaydigan yoki kech
tuzalib ketgan odamlarning davolanishini boshga joylardan izlashidir. Sog‘ligni saglash turizmi
bemorlar va ularning yaginlarining qulayligini ta'minlash uchun tibbiy imkoniyatlarni tagdim
etishga garatilgan.

Sog‘lomlashtirish turizmi yilning barcha vaqgtlariga to‘g‘ri keladigan tuzilishga ega
bo‘lganligi sababli, u odatda yoz oylariga xos "mavsumiy" deb hisoblangan turizm faoliyati bilan
ajratib turadi va obyektlardan yanada samarali foydalanish imkonini beradi. Chunki kasalliklar va
davolanishni izlash fasli yo‘q. Sog‘lomlashtirish turizmi faoliyati to‘g‘ri belgilansa, tegishli
rejalashtirish amalga oshirilsa va ishga tushirilsa, mamlakatlar uchun noyob turizm salohiyatidan
juda muhim iqtisodiy foyda olish mumkin. Shu bilan birga, sog‘lomlashtirish turizmi
odamlarning turli kasallik muammolaridan xalos bo‘lishiga yordam beradi, mamlakat ichki va
xalgaro turizmini rag‘batlantiradi, turli go‘shimcha giymatlarni yaratish orgali umumiy milliy
daromadga hissa go‘shadi. Sog‘lomlashtirish turizmining ahamiyati uning bevosita inson
salomatligiga garatilganligidan kelib chigadi.

Mavzuga oid adabiyotlar tahlili. Salomatlik insoniyatning eng ajralmas asosiy ehtiyojidir.
Barcha odamlar salomatlik uchun eng yaxshi sharoitlarda bo‘lishni magsad giladi. Sog‘ligni
saglash bilan bog‘liq muassasalar bu borada shaxslarga eng yaxshi xizmatni tagdim etishga
harakat qiladi. Har bir davlat sog‘ligni saglash siyosatini belgilaydi va o‘z fuqgarolarining
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