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ABSTRACT

Festivals and cultural events have become an important part of the of destination branding strategies.
More and more places are increasingly using events and cultural festivals to enhance their image
positively and boost tourist flow. Cultural events and festivals have always had a special place in
society. Although event tourism has not emerged recently, interest in cultural events in tourism
literature has grown tremendously over the last few decades as they have become a key element in
attracting tourist destinations. Destinations have also begun to see strategic destination branding as
one of the ways to attract a large number of tourists. Therefore, the research in this area can be
considered very relevant for the industry. This article examines the importance of various public events
in the branding process of destinations and analyzes the impact of “Silk and spices” festival on image
and brand of Bukhara tourism destination. The purpose of this study is to explore how visitors evaluate
the impact of cultural events and festivals on enhancing the tourist image. The Silk and Spices Festival
is undoubtedly one of the most popular Uzbek cultural festivals held annually internationally.
Methodological questionnaires were developed to conduct the research. Questionnaires in the form
of paper surveys were taken from international and local tourists who visited the Silk and Spices
Festival to learn about the impact of this festival on the image of Bukhara. The findings show that
there is a positive link between this cultural event and the city’s image.
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Destination branding, cultural events, festivals, destination image, event tourism.

The USA Journals Volume 03 Issue 05-2021 106


https://doi.org/10.37547/tajmei/Volume03Issue05-17
http://usajournalshub.com/index,php/TAJMSPR
http://usajournalshub.com/index,php/TAJMSPR

The American Journal of Management and Economics Innovations

(ISSN -2693-0811)

May 31, 2021 | 106-117

https://doi.org/10.37547/tajmei/Volumeo3lssue05-17

Resolution of the President of the Republic of
Uzbekistan dated 19.05.2017 N2 DP-2980 "On
measures to accelerate the development of
tourism potential of Bukhara city and Bukhara
region in 2017-2019" was signed.

The resolution stipulates the following tasks to
be fulfilled by holding festivals such as "Silk and
Spices", "Melon Festival", "City Day", "Oriental
Cuisine", "Bukhara Craftsmen":

1) Conducting a comprehensive advertising
campaign and promoting the Bukhara
brand;

2) Organization of information types for
representatives of foreign tourism
organizations and mass media and
promotion of existing tourist potential on
popular and popular foreign TV channels;

3) Posting articles on the history of the
region, monuments and relics on special
websites and popular social networks. [1]

According to the resolution, the promotion of
the tourism brand of Bukhara region through
the holding of festivals will play an important
role in ensuring the sustainable growth of the
tourism industry in the region. In recent
decades, cultural events and international
festivals have become an integral part of
destination branding strategies. Regions are
increasingly using cultural events and festivals
to enhance their prestige and promote
tourism. Many destinations around the world
are creating portfolios of events as a strategic
initiative to attract visitors and develop their
brand.

Today, cultural festivals and events are seen as
part of the tourism product, events are an
important part of the tourism industry and are
accepted as an industry by the local
government that creates it. [5] Events are
considered as one of the important factors in
attracting tourists. It is advisable for the
destination management organization to
consider investing in special activities as part of
its branding and local image enhancement
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strategy. Events are organized to promote
tourism by adding value to the destination.

Festivals can bring development to the
economy, improve the life of a society, and
especially create a positive image and brand of
destination. Thanks to the contribution of the
festivals, the destination becomes more
attractive and increases the ability to attract
tourists. [6] As a result, there will be a return
visit of guests to the destination. The success
in attracting visitors through events has
increased consumers ’interest in destination.
Events can have a multifaceted impact on
marketing, for example, the use of large-scale
events is particularly advantageous in
attracting customers to the local population.
Events are a source of great success for the
destination, expanding marketing activities
and maximizing the benefits of the destination.
Therefore, defining the role of the event in
destination marketing will help tourism
managers to identify strategies aimed at
developing tourism through cultural events, to
increase the competitive advantage of the
destination. It is understandable that there is a
need to periodically assess brand impact,
recognizing that events can make a significant
contribution to brand development. [10]
Changes in brand perception can occur over
time, not immediately. Therefore, it is
recommended that brand surveys be
conducted approximately every 2-3 years [18].

The face-to-face survey was conducted to
organize the opinion of the participants of the
Silk and Spices Festival, which took place on
May 28-29-30, 2021, about the festival and the
image of the city. The survey allowed for the
verification of two types of data. First, it was
essential to gather information about visitors
to determine the main purpose of the silk and
spice festival. Second, their perceptions of the
role of this cultural event in enhancing the
image of Bukhara were assessed. Due to the
Covid-19 pandemic situation around the world,
the participation of international tourists in the
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survey was low. This may have some effect on tourists (figure 1). Data reveals that their origin
the accuracy of the survey results. is mostly domestic in number 93 (86%), while

foreign visitors are only 14% in number 15.
The first information that emerges from the & yia >

questionnaire regards the origin of the

B International tourists

B Domestic tourists

Figure1:Origin of the tourists

Withregard to the foreign visitors (figure 2), Russia, Kazakistan and Tadjikistan while a
the largest international audience come from smaller portion of respondents live in France,
Turkey, Indonesia and Afganistan.

1;7%_ Li7% 3; 20%

O Russia
2;13% W Kazakistan
O Tadjikistan
O France

| 3:20% B Indonesia
2;13% O Turkey

B Afganistan

3:20%

Figure 2:0rigin of international tourists
According to the research question, the proportion of men participating in the Silk and Spice
Festival is slightly higher than that of female respondents. 62 respondents were male (57%) and the
remaining 46 were female (43%) (figure 4).
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B Men
W Female
Figure 3:Tourists gender
The data show that the majority of domestic (59%) (figure 4). The main sources of
respondents learned about the Silk and Spice information for international tourists were
Festival through radio, TV, and newspapers friends (60%).
International tourists
BTV, Radio, newspaper 0 WFacebook, Instagram, Telegram 2
W Friends 9 WOthers4

0%

Domestic tourists

BTV, Radio, newspaper 55 B Facebook, Instagram, Telegram 13

W Friends15 W Others10

Figure 4: How did you found out about Silk and Spices Festival?
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As concern the motivations for attending
Silk and Spices Festival, 70% of Uzbek
respondents and 13 % of foreign respondents
stated that Silk and Spices Festival was the
main reason for visiting Bukhara. A smaller
part of respondents specified that they have
visited Bukhara for other reasons, but they

already knew Bukhara Festival deciding to
participate arrival (13% of
domestic visitors and 33% of foreign visitors).
A few number of respondents didn’t know
about Silk and Spices Festival before their
arrival and they decided to participate when
they arrived in the area (Figure 5).

before their

Domestictourists

mThe festival was the main
reason forvisiting Bukhara

M| have visited Bukhara for
otherpurposes

mididn't know Silk and Spices
festival before my arrival. |
have decided to participate
after my arrival.

W Others

International tourists

M The festival was the main
reason for visiting Bukhara

M | have visited Bukhara for
other purposes

| didn't know Silk and
Spices festival before my
arrival. | have decided to
participate after my arrival.

W Others

Figure 5:What was the role of Silk and Spices Festival in your decision making process to
visit Bukhara?

The second type of findings is represented
by the perception of the visitors on the
impacts that Silk and Spices Festival has on
the  process of image  destination
enhancement. Regarding the contribution
that Bukhara Festival gives to the

enhancement of Bukhara tourist image, the
majority of respondents agreed that this
cultural event plays a fundamental role.
Indeed, 40% of Uzbek respondents agree and
58% strongly agree. Among foreign visitors 41%
agree and 47% strongly agree (figure 6).
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Domestictourists International tourists
m Strongly disagree mDisagree = Neutral mStrongly disagree M Disagree mNeutral
™ Agree lStrongIv agree W Agree msSue Ungly dgres
0%_ 1% 0% 0%

Figure 6: To what extent do you agree that Silk and Spices Festival contributes to enhance
the image of Bukhara?

Also regarding the capability of Silk and Uzbek respondents and 20% of foreign
Spices Festival to represent a tourist Brand respondents) or simply agree (27% of
that identifies the City of Bukhara, most of the domestic respondents and 33% of foreign
respondents (figure 7) strongly agree (43% of respondents).
Domestictourists International tourists

W Strongly disagree W Disagree W Strongly disagree W Disagree

W Neutral W Agree mnMeutral mAgIEe

M Strongly agree W Strongly agree

0% 0% 0%

Figure 7: To what extent do you agree that Silk and Spices Festival represents a brand that
identifies Bukhara?

Finally, in answer to the question “to what this area?”’ Uzbek visitors stated that they
extent do you agree that Silk and Spices strongly agree (81%) or simply agree (5%). On
Festival is a key element in attracting tourists in the other hand, foreign visitors have expressed
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a more neutral opinion on the role of Silk and
Spices Festival as a main pull factor of this
tourist destination.
Domestictourists International tourists
m Strongly disagree mDisagree W Strongly disagree mDisagree
Meutral W Agree Meutral mAgree
W Strongly agree W Strongly agree
0% 0% “'A’E_______,._.——-—-—“%
5%
8%
80%

Figure 8: To what extent do you agree that Silk and Spices Festival is a key element
in attracting tourists in this area?

DISCUSSIONS

Every year, many different events encourage
tourists to visit the host cities. This is because
in recent times, cultural events and festivals
have become a central part of people’s lives.
[14] As events have led to anincrease in leisure
and revenue, this has led to a rapid increase in
the amount of public events, celebrations and
entertainment.[3]  Thus, more and more
destinations are trying to determine events
potential in the implementation of various
economic and tourism goals, as well as in
improving their image. [9] Indeed, in many
destinations around the world, portfolios of
events have been created as a strategic
initiative to attract visitors and develop their
brand. [4] According to the World Trade
Organization, the brand of the destination
reflects the dynamic interaction between the
main assets of the destination and the
perception of potential visitors. It is therefore
clear that the views of visitors should play a

fundamental role in driving the image of
destination and branding processes. [16]

Events can be seen as a type of cultural tool
that can provide unique experiences. [14] They
are spatially planned events and can be the key
to the success of a tourism destination. [8]
Tourists are becoming more and more
interested in cultural aspects and are choosing
a place where they can offer interesting
cultural experiences. [2]

A relatively new strategy for city and
destinations is to use events in the strategic
creation of a brand. [7] Events are one of the
attractive features of destination and
therefore they should be included in the
branding strategy.[11] This means that the
contribution of the events needs to be
evaluated not only in terms of its direct
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financial benefits, but also in terms of its
relevance to the value of the destination brand.

The decision to hold cultural events is usually
considered in the context of its impact on the
local economy. [15] Destination measures can
be used for the following purposes:

a) Increasing the flow of tourists;

b) Improving theimage of the destination and
information about it;

¢) Strengthening tourism development;

d) Reduction of seasonal fluctuations and
extension of the tourist season;

e) Positive impact on economic development;

f) Creating new job places;

g) To satisfy the citizens of the destination.

The destination brand is defined as a dynamic
concept that results in a set of thoughts, ideas,
and impressions that are unique to an
individual. [13] Tourists attending the event will
take partin the event as actors. [12] Although
the experience of attending an event is a
moment, it will be remembered and it can
contribute to the improvement of the image of
destination. According to Waitt, hosting an
event does not have to overcome the
problems associated with the image of the
destination, but in making some changes,
expanding the scope of the image of the
destination, as well as local and international
identity helps to create. In particular, cultural
events and festivals have emerged as a means
of improving the appearance of cities, adding
life to the city streets and giving citizens a
sense of pride in their city. [17]

Despite much research on the link between
event and destination images, there are still
unexplored questions about the prospects of

The USA Journals Volume 03 Issue 05-2021

visitors and the impact of their participation in
events. Thus, a more empirical examination of
visitors ’views and opinions about cultural
events and festivals is necessary to determine
their role in enhancing the image of the
destination.

This article examines the views of scholars on
how to improve the reputation of destinations
through cultural events, stimulate urban
development, and increase the chances of
attracting
Additionally, the study was conducted to
determine the perceptions of tourists visiting
the Silk and Spices
’perceptions are important because as the

visitors and investment.

Festival. Visitors

tourism  industry becomes increasingly
competitive, tourist destinations need to
differentiate themselves to be more attractive
to potential visitors and tourists. The data
collected using the compiled questionnaire
allowed to develop some final considerations
regarding the main features of Silk and Spices
festival visitors and the types of tourism
created based on these objectives. The results
of the survey show that the majority of visitors
come from Uzbekistan (86%) and foreign
countries (14%). Many local tourists reported
about the Silk and Spices Festival through
radio, TV, and newspapers (59%), while foreign
tourists through

acquaintances (60%).

reported it mainly

The study also identified some elements that
confirm the positive relationship between
events and the image of destination. The
majority of local tourists (70%) said that the Silk
and Spices festival was the main reason to visit
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Bukhara. But a large proportion of foreign
tourists (40%) said they did not know about the
festival before visiting. As a result, the festival
is little known to foreign visitors and needs
additional promotional activities.

The majority of visitors (49% local, 33%
international) agreed that the Silk and Spices
Festival will contribute to raising the image of
Bukhara. They also expressed confidence that
the Silk and Spices Festival could serve as a key
tool in promoting the brand of Bukhara
tourism (47% domestically, 33% internationally).
Most tourists noted that they did not find any
harmony between the Bukhara tourism brand
and the festival brand. It follows that the
destination brand and the event brand should
be in proportion to each other. International
visitors (47%) recognize the importance of this
cultural festival in enhancing the image and
attractiveness of Bukhara. This study reaffirms
that cultural events have become an important
part of the destination image and branding
processes. However, there are some
limitations to the research.

a) Due to the fact that the survey was
conducted during the global covid-19
pandemic, the tourists who took partin the
survey were mainly locals. Therefore, the
answers given may not reveal the true
state of the festival’s impact on the
destination brand;

b) Since this study was conducted on a small-
scale festival, there were some problems in
obtaining sufficient responses.

It is assumed that if the study is conducted in a
broader sample, the degree of generalization
of the research results will increase and may
give better results.

The USA Journals Volume 03 Issue 05-2021

To ensure the authenticity and reliability of the
findings, this study needs further research to
assess the acceptance of Silk and Spices
festival visitors over a much longer period of
time. In addition, the repetition of this research
in other destinations and other types of
festivals will be the next promising direction.
To prove these results and to explain in more
depth the factors that determine the image of
destination, it is possible to evaluate the
available findings by focusing on the
relationship between events and destination.

Resolution of the President of the Republic
of Uzbekistan No. PQ-2980 of May 19, 2017
"On measures to accelerate the
development of tourism potential of the
city of Bukhara and Bukhara region in 2017-

2019"

2. Agarwal, S., and Brunt, P. (2006). Social

exclusion and English seaside resorts.
Tourism Management, 27(4), 654-670.

3. Akhrorova, N. (2018). YOUTH TOURISM

AND SOCIAL MEDIA.
8€CMHUK, (10-5), 49-52.

Cmyoeryeckuli

4. Blain, C., Levy, S.E., Ritchie, J.R.B. (2005).

Destination Branding: Insights and Practices
from Destination Management

Organizations. Journal of Travel Research,
43, 328-338.

5. Boniface, P., and Fowler, P.J. (1996).

Heritage and tourism. London, United
Kingdom: Routledge.

6. Etiosa, O. (2012). The impact of event

tourism on host communities. Central
Ostrobothnia Applied
Sciences, Retrieved from

Universitiy  of
Pietarsaari.
https://www.theseus.fi/bitstream/handle/1
0024/43714/omoregie_etiosa.pdf?’sequence
=1

MPACT FACTOR
2021:5.562

114


https://doi.org/10.37547/tajmei/Volume03Issue05-17

The American Journal of Management and Economics Innovations

(ISSN -2693-0811)

10.

1.

12.

13.

14.

15.

16.

May 31, 2021 | 106-117

https://doi.org/10.37547/tajmei/Volumeo3lssue05-17

Getz, D. (2005). Event Management and
Event Tourism (2d ed.).
Cognizant.

Getz, D. (2008). Event Tourism: Definition,
Evolution, and Research.
Management, 29(3), 403-428.
Getz, D. (2010). The nature and scope of
festival studies.

New York:

Tourism

International Journal of
Event Management Research, 5(1), 1-47.
Ibragimov, N. S. (2019). METHODS OF
DETERMINATION OF TOURISM BRAND
COMPETITIVENESS AND WAYS OF ITS
SUSTAINABLE DEVELOPMENT. Economics
and Innovative Technologies, 2019(2), 2.
Jago, L., Chalip, L., Brown, G., Mules, T., and
Shameem, A. (2003). Building events into
destination branding: insights from experts.
Event Management, 8(1), 3-14.

Kotler, P., Asplund, C., Rein, I., and Heider,
D. (1999). Marketing places Europe: How to
attract investments, industries, residents
and  visitors to

European cities,

communities, regions and nations in
Europe. London, United Kingdom: Prentice
Hall.

Kotler, P., Haider, D.H., and Rein, 1. (1993).
Marketing Places: Attracting Investment,
Industry and Tourism to Cities, States and
Nations. New York: Free Press.

Munsters, W. (1996). Cultural tourism in
Belgium. In G. Richards (ed.) Cultural
tourism in Europe, 80-90. Wallingford,
United Kingdom: CABI.

Olimovich, D. ., Khabibovna, K. M., &
Alimovich, F. E. (2020). Innovative ways of
reducing tourism seasonality of tourist
areas. /locmuxeHus Hayku u obpasosaHus,
(1(55))-

Park, S.Y., and Petrick, J.F. (2006).
Destinations’ Perspectives of Branding.

Annals of Tourism Research, 33(1), 262-265.

The USA Journals Volume 03 Issue 05-2021

17.

18.

19.

20.

21.

22,

23.

24.

25.

26.

Waitt, G. (2001). The Olympic spirit and civic
boosterism: The Sydney 2000 Olympics.
Tourism Geographies, 3(3), 249-278.

M6parumos H. C. & Hopos b. H. (2020).
BYXOPO AECTUHATCMACK BPEHAMHMU

TAKOMUWA/TIALLUTUPULL BA
KO3MBAAOP/IUTMHA ownpPumLL
WYNNAPW. Igtisodiyot va innovatsion

texnologiyalar.(pp.284-293)

Alimovich, F. E., Habibulloevna, K. S., &
Bahodirovna, D. N. (2020). Central features
of halal tourism and halal food. Academy, (3
(54))-

Davronov, I. O., & Ismatillayeva, S. S. (2019).
The role of innovative technologies for
improving economy of hotels.

Aripova, M. S. (2021). IMPORTANCE OF
BRANDING IN HOTEL BUSINESS. Scientific
progress, 1(6), 1092-1097.

Davronov, I. O. (2019). Innovative ways of
improving excursion service around the
touristic destinations. Muposgas Hayka, (4),
508-510.

Kayumovich, K. O., Annamuradovna, F. S.,
Alimovich, F. E., Alisherovna, D. N., &
Olimovich, D. I. (2020). Opportunity of

digital marketing in tourism
sphere. International Journal of Psychosocial
Rehabilitation, 24(8).

Nurov, Z. S., & Nurova, G. N. (2021, March).
Conceptual framework for factors affecting
the feasibility of the isi. In E-Conference
Globe (pp. 276-280).

Olimovich, D. I. (2015). Tourism potential of
Uzbekistan. Lucrdrile Seminarului Geografic"
Dimitrie Cantemir", 40, 125-130.

Alimovich, F. E,,
Khudoynazarovich, S. A., Shavkatovna, S. S.,
& Supiyevna, B. M. (2020). Opportunities of
mobile marketing in tourism. Journal of
Critical Reviews, 7(12), 94-98.

Kayumovich, K. O.,

MPACT FACTOR
2021:5.562

115


https://doi.org/10.37547/tajmei/Volume03Issue05-17

The American Journal of Management and Economics Innovations

(ISSN -2693-0811)

27.

28.

29.

30.

31.

32.

33-

34.

35.

May 31, 2021 | 106-117

https://doi.org/10.37547/tajmei/Volumeo3lssue05-17

Nurov, Z. S., Khamroyeva, F. K., & Kadirova,
D. R. (2021, March). Development of
domestic tourism as a priority of the
economy. In E-Conference Globe (pp. 271-
275).

Olimovich, D. I. (2020). Role of investment
in tourism development. Academy, (5 (56)).
Sharifovich, Y. K. (2021). Ways to Improve
Information and Consulting Services in the
Field of Tourism. International Journal of
Business, Technology and Organizational
Behavior (IJBTOB), 1(2), 98-104.

Olimovich, D. I. (2020). The impact of
innovative technologies for improving
economy of hotels. Asian Journal of
Multidimensional Research (AJMR), 9(5), 194-
201.

®apmaHoB, 3. A., Kagpipos, A. X, &
XogakaeBa, ®. H. (2020). Po/b Ky/bTypHOro
Y3bekuctaHa B

Hacneana pasBUTUK

Typu3ma. BecmHuK HayKu u 06paszosaHus, (2-
3(80)).

Olimovich, D. I., &Khudoynazarovich, S. A.
(2020). The cost-effectiveness of improving
the quality of hotel services. Academy, (4

(55))-

KagupoBa, W. X., ®apmaHos, 3. A, &
MynatoB, M. M. (2020). BaxHOCTb
BHeApeHUs HOBbIX TPaHCMOPTHbIX

MapLUpyTOB B pa3BUTUM Typusma. Bonpocel
HayKu u obpasosaHus, (10), 94.

Olimovich, D. I., Bakhtiyorovich, T. M., &
Salimovna, N. G. (2020). Improving of
personnel training in hotel
bussines. Academy, (2 (53)).

Samatovich, R. S., Olimovich, D. I,
&Jafarbekovna, K. N. (2020). Functional
improvement of hotel staff as a key to
develop the quality of services in bukhara
hotels. Proceeding of The ICECRS, 6.

The USA Journals Volume 03 Issue 05-2021

36.

37-

38.

39-

40.

1.

42.

43.

OLIMOVICH, D. I., BAXTIYOROVICH, T. M., &
CHORIEVICH, B. A. Description of
Technological Processes in Restaurant
Services. JournalNX, 6(05), 248-252.

Samatovich, R. S. (2021). Importance of
Marketing  in and  Hotel
Industry. International Journal of Business,

Tourism

Technology and Organizational Behavior
(1JBTOB), 1(2), 79-84.

Olimovich, D. l., Khabibovna, K. M., &
Samadovich, R. S. (2020). Improving tourist
season in Bukhara region. BecmHuk Hayku u
obpasosaHus, (1-2 (79)).

Salimova, S. F. (2021). JOYLASHTIRISH

VOSITALARIDA MARKETING
FAOLIYATINING AHAMIYATI.  Scientific
progress, 1(6).

Olimovich, D. I., Kudratovna, F. S., &

Sayfitdinovich, I. B. (2020). The importance
of marketing analysis for predicting the
prospects of Bukhara
hotels. Economics, (1 (44)).

Pagkabos, O. O. (2021). SPPEKTUBHbBIE
CIMOCOEHI NCIMO/1Ib30OBAHUA
MHCTPYMEHTOB PR-PUBLIC RELATION
(CBFI3Eﬂ C OBLWECTBEHHOCTbIO) B
TYPU3ME. In HAYKA, OBLECTBO,
MHHOBALMW: AKTYA/IBHBIE BOIIPOCBI U
COBPEMEHHbIE ACMEKTbI (pp. 106-117).
Olimovich, D. |,
Farmanovna, E. A., Khabibulayevna, K. S., &
Saymurodovich, N. Z. (2020). The economic
impact of innovations in tourism and
hospitality. Journal of Critical Reviews, 7(9),
258-262.

®PapmaHoB, 3. A., Kagpipos, A. X, &
Xogxaea, ®. H. (2020). OpraHusauus

restaurants in

Samatovich, R. S,

3KOTypM3Ma no MCIAMCKUM
KaHOHaM.  /JlocmuxeHus  Hayku U
0bpazosarus, (4 (58)).

MPACT FACTOR
2021:5.562

116


https://doi.org/10.37547/tajmei/Volume03Issue05-17

The American Journal of Management and Economics Innovations

(ISSN —2693-0811)
Published: May 31,2021 | Pages: 106-117

Doi: https://doi.org[10.37547/tajmei/Volumeo3lssue05-17

IMPACT FACTOR
2021:5.562

44. Bakhtiyarovich, T. M., Fakhriddinovna, D. Y.,

45.

& Temirkuliyevich, U. J. (2020). The role of
national  tourism resources in the
development of domestic
tourism. Economics, (4 (47)).

Olimovich, D. ., Temirkulovich, U. J., &
Bakhodirovna, M. M. (2020). Mechanisms of
improving staff training. Academy, (2 (53)).

The USA Journals Volume 03 Issue 05-2021

117


https://doi.org/10.37547/tajmei/Volume03Issue05-17

