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BY METHOD OF The results of the study provide a basis for conducting environmental policy in the region, whil

ng sustainable business opportunities in ecotourism in the study area. The aim of this study i
ine the ecotourism potential of the region. Using the EIS method to study the potential ¢
ism in the study area, it will be possible to evaluate and analyze the data in terms of possibilitic

m ecotourism by focusing on 7 (seven) components. The main criteria are:
| Attractions

mnfrastructure

) interaction

) usability

= skill level and knowledge
= mutual social relations

focused on management relations. The importance of each of these factors depends on the

wditions of the ecotourism region and territory, i.e. in this case the level of socio-economi:

ment of the proposed area is directly related.

s advisable to identify relatively potential attractions in the study area and then analyze them

" seven main criteria and 30 sub-criteria and scores on 9 identified ecotourism sites.

ssessing the potential of ecotourism using the EIS method

is advisable to create a map based on the EIS table on 7 criteria. Through this map, high and
potential levels of regions can be identified. Scores with very high = 4, high = 3, low = 2.
= 1 were given for the selected primary and other minor structural criteria. It is then advisable

ate a small sum of all scores and classify them in tabular form.

®eparation of ecotourism manuals and construction of transport, health, drinking water
= and sewerage systems, as well as recreation infrastructure and, most importantly, raising the

scal culture of the local population, which is an important subject in the development of
"sm, are among the priorities.

35, middle centers can instruct weak centers on how to work on their weaknesses. Medium

=ed to be transformed into high-potential areas, and weak centers need to be worked on. The

vained in this study are instructive for research to identify ecotourism, which is particularly
for protected areas, and this potential can be used to develop a sustainable form of tourism.
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ROLE OF MARKETING IN THE FORMATION OF THE IMAGE OF BUKHARA
DESTINATION

Asatov Lazizjon student of Bukhara State University,
Research advisor-Tadjieva S.U.

d airports, the ce
ravel;
tive tourist sease

imunication fa eting is an activity that aims to make a profit by meeting the needs of customers. This is a

zral definition that reflects the essence of any marketing activity - the ability to sell a product
'= 10 a target audience. :

arism - travel of the population to different places.

arism, like any other type of business, needs marketing activities. The main purpose of these

s is to increase the demand for certain tourist destinations and thus make a big profit.

=IC are many ways to increase the flow of tourists to the country. Some countries attract

with their remarkable historical sites, while others with their modern buildings, beautiful
1 wildlife, or places that were once very beautiful, destroyed by man or nature.

example, 6.6 million tourists visited the 2016 Olympic Games in Brazil. The 2012 Olympics

-mited Kingdom were attended by 470,000 people. This means that tourism is developing
= world.
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of tourism in the country's income, the United?
£210,747 million, followed by France, Thailand and Britas

Among the countries with the largest share

ranks first and Spain with income 0

67,964 million.
Due to Covid-19, tourism was hit hard and demand for it grew. This means that the masis

soon be partially reorganized and new states with strong tourism will emerge. This will requirs=

thought-out marketing policy.
ting 1S communication activ

The main tool of image marke
area to communication. They help regional marketing entities get to know the region 5

understand what its advantages are. There are several strategies for wo
region in the field of image marketing: positive image; poorly represented image; an overly
image; contrasting image; mixed picture; negative image; overly attractive image. There is =
change the image of the first type of area, it needs to be strengthened, approved and distribuns
a large number of target cONSUMers. Such an image has cities such as St. Petersburz
Singapore. Areas where the image is poorly expressed are relatively unknown to the tarsss

The reasons for this are small in size, lack of advertising and competitive advantages -
on associations over the centuries that can attract and &

traditional image is an image based

time bring back target groups. Cities have a contrasting image, they have many advantas=s.
same time there are associations with dirt, crime and congestion. The task of the area is % &
image. A mixed picture is a combination of the pros and cons of an unrelated area imag=
tool in image formation is to emphasize the positive features and hide the negative onss
negative image in some cities where crime is rampant and the drug mafia is concentraist &
are centers of civil and military action. There are a number of regions in the world that ===
the need to reduce the influx of tourists and new populations. One of the techniques s == &

taxes, tariffs and duties.

Taking advantage of the current high demand for films, music and the like.
cooperation with other experienced foreign partnets, has created a number of spectatoss |
of our country, which are worthy of world-renowned awards. The image of these places
and the demand for this tourist destination, is the flow of tourists, will increase. This

the private sector and the state.
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3TAIBI PA3BBUTUA AIEBON [POMBIIIIJIEHHOCTH B M=
V3BEKUCTAHE

“MaKpoaKOHOaneCKnﬁ aHaJN3 | Mpa

AccHCTeHT Kadepol
0 IKOHOMHUYECKOT® ¥

TamkeHTCKOT0 rocynapCTBemlor

OMBILIUICHHOCTh M3MEHUTIACh H pasBuBanach Ha MPOTSKCERS
KJIMEHTOB ¥ TOBEJICHNEC rIOTpeGI/ITeneﬁ. ==

BHOCTHU MO TIOCTaBKE, TIOTpe6IIeHI/IIO U A0CE

TTumesast 1P
4yT00BI YIOBIETBOPUTH NOTpeOHOCTH
XapaKTepHa CII0XKHas CHCTEMA nesATen
OUTAHHUA [0 BCEMY MHUDPY.

TTpoxoBOJIECTBEHHEI
XO3S5CTBO, BKJIIOYas MPUPYIe

i

e cuCTeMbl BO3HHKIM Ha 3apc HUBUIIA3ALAH,
Hie KUBOTHBIX, 3AJI0XKMIO OCHOBY JIA MOCTOS=EEE
YKuTenmu MOTTU BRIpallnBaTh GONbBIIE CENbCKOXO3IACTBEHHBIX KyIbTYp 1 B5EE
KMBOTHBIX, YEM HEOOXOAMMO, 4TOOBI IIPOKOPMHTH TEX, KTO 32 HUMH yXaKHBEE
qelOBEUECKYIO KyIbTypY, B OTIHIHE OT MIPEXKHUX OXOTHHKOB-COOMpATENEH. 5
HyXHO OBLIO TOCTOAHHO HaXOOUThCS B JBIXCHUM, yTOOBl HAaWTH HOBBIE ¥
BosnenbiBaHue 3€pHa MO3BOINATIO CymMTh W XpaHWTh HacTh ypoXkas Zue
yroTpebneHus. B kaxoil KONBIOeNd IMBATH3AIAHN BO3HUKIIM Da3HBIC 3P
KyKypy3a B Mekcuke, puc B Kurae, mimeHuna ¥ SYMCHb Ha Brmxaem BocToss
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