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PROSPECTS FOR PROMOTING
UZBEKISTAN’S TOURISM BRAND IN THE
INTERNATIONAL MARKET THROUGH
ELEMENTS OF NATIONAL FASHION

Yusupova Mokhinur Farkhod qgizi
Independent Researcher (PhD)
Tashkent State University of Economics
E-mail: mohiwka_93@mail.ru

ORCID: 0009-0005-8009-9614

Abstract. This study employs a documentary and analytical approach that combines published tourism statistics,
international experience with dress-based tourism instruments, and evidence on how fashion-related attributes influence
destination brand perceptions. The sources are classified according to their level of evidential reliability, derived indicators
are calculated using explicitly stated formulas, and assessments of market positions are clearly identified as the author’s
judgement rather than as directly measured scores.

The article translates a general development objective into a structured market-by-market and product-by-product
assessment organised across three implementation horizons. It distinguishes between conclusions supported directly by
available evidence and those based on analytical judgement and specifies a measurement framework through which the
identified prospects can be systematically assessed and empirically evaluated. This approach provides a transparent basis
for examining the potential contribution of national fashion elements to strengthening Uzbekistan’s tourism brand in the
international market.

Keywords: destination promotion; national fashion; nation branding; market selection; tourism yield; authenticity;
Uzbekistan; Silk Road; craft tourism; tourism strategy.

Annotatsiya. Ushbu tadgiqot e’lon gilingan turizm statistikasi, milliy liboslardan foydalanishga asoslangan turistik
vositalarning xalgaro tajribasi hamda moda bilan bog'liq xususiyatlarning turistik destinatsiya brendi hagidagi tasavvurlarga
ta’siriga oid dalillarni birlashtiruvchi hujjatli va tahliliy yondashuvga asoslanadi. Foydalanilgan manbalar daliliy ishonchlilik
darajasiga ko'ra tasniflanadi, hosilaviy ko‘rsatkichlar aniq ko‘rsatilgan formulalar asosida hisoblanadi, bozor pozitsiyalariga
berilgan baholar esa bevosita o'lchangan ko‘rsatkichlar sifatida emas, balki muallifning tahliliy bahosi sifatida aniq ajratib
ko‘rsatiladi.

Magolada umumiy rivojlanish magsadi uchta amalga oshirish bosqichi doirasida shakllantiriigan, bozorlar va turistik
mahsulotlar kesimidagi tizimli baholashga aylantiriladi. Unda mavjud dalillar bilan bevosita asoslangan xulosalar hamda
tahliliy mulohazalarga tayangan baholar o‘zaro farglanadi va aniglangan istigbollarni tizimli hamda empirik jihatdan baholash
imkonini beruvchi o‘lchash tizimi taklif etiladi. Mazkur yondashuv milliy moda elementlarining O‘zbekiston turistik brendini
xalqaro bozorda mustahkamlashga qo‘shishi mumkin bo‘lgan hissasini baholash uchun shaffof tahliliy asos yaratadi.

Kalit so‘zlar: turistik destinatsiyani targ‘ib gilish; milliy moda; milliy brending; bozorni tanlash; turizm daromadliligi;
autentiklik; O‘zbekiston; Ipak yo'li; hunarmandchilik turizmi; turizm strategiyasi.

AHHOTaums. HacTosllwee nccnegoBaHne OCHOBaHO Ha OKYMEHTanNbHOM M aHanMTuyeckom nogxoge, obbeanHsiowem
onybn1MKoBaHHbIE CTAaTUCTUYECKME AAHHbIE O TYPU3ME, MEXAYHAPOAHbIV ONbIT MPUMEHEHNSI TYPUCTUHECKUX MHCTPYMEHTOB,
OCHOBaHHbIX Ha WCMONb30BaHUN HaLMOHANBbHOW OAEXAbl, a8 TAaKKe OaHHble O BIUSHUWM XapaKTEPUCTWK, CBA3AHHbLIX C
MO[OW, Ha BocnpuaTue bpeHaa TypuCcTMYECKOn AeCTMHAUUN. MIcnonb30BaHHbIE NCTOYHMKN KITAcCUULIMPYHOTCS NO YPOBHHO
[oKasaTeNnbHOW HaAEXHOCTM, NMPOM3BOAHBIE MOKa3aTeNy PacCYUTHLIBAIOTCS HA OCHOBE YETKO 0603HaYeHHbIX hopmyn, a
OLIEHKW PbIHOYHbIX MO3ULIMIA OQHO3HAYHO ONPeaenstoTCs Kak aHanMTUYeCcKMe CyxaeHWsl aBTopa, a He Kak HENoCpPeACTBEHHO
N3MEepEeHHble nokasartenu.

B cTatbe 06Luas uenb pa3suTrs npeobpasyeTcs B CTPYKTYPUPOBAHHYH OLIEHKY MO OTAENbHBIM PbIHKAM U TYPUCTUYECKAM
npoayKTam, OpraHu3oBaHHYl B pamkax TPEX 3TanoB peanusauun. [poBoguTcs pasrpaHMYeHne Mexay BblBOAaMM,
HenocpeacTBEHHO NOATBEPXKAAEMbIMM MEHLLMMNCS AaHHBIMU, U OLleHKaMM, OCHOBaHHbLIMW Ha aHaNUTUYECKNX CYXKAEHNSX,
a TakKxXe npegnaraetca cucrtema nUsMepeHud, no3sondrwaa cucteMmatndeckn n amnmpmnyeckn oueHmBaTb BbidBIEHHbIE
nepcnekTuBbl. [JaHHbIN nogxon dopMUPYET MPO3payHyto aHanMTUYECKY0 OCHOBY ANS1 OLEHKM MOTEHUManbHOro Bknaga
3MEeMEHTOB HaLMOHaNbHOW MoAbl B YKpenneHue TypucTtudeckoro 6peHaa Y3bekucraHa Ha MeXayHapoaHOM pbIHKeE.

KntoueBble croBa: NpoaBMXeHWE TYpUCTUYECKOW AECTUHaLMW; HaLMoHanbHasi MOAA; HauMoHamnbHbIN OpPEHOMHT;
BbIOOP pbIHKA; OOXOQHOCTb Typv3ma; ayTeHTUYHOCTb; Y3bekucTaH; LLUENnKoBbI NyTb; peMECneHHbIN TypusMm; cTpaterus
pasBuUTUSI Typu3ma.
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INTRODUCTION

Uzbekistan’s tourism development strategy to 2030 establishes three quantified targets: attracting 20
million foreign visitors, increasing tourism’s contribution to gross domestic product to 7 per cent, and raising
tourism service exports to more than USD 6 billion [1]. Reported international arrivals reached 11.7 million in
2025 [2]. Against this background of substantial growth in visitor numbers, the analytical focus extends beyond
the volume target itself towards the composition, value, and international positioning of the tourism offer.

National fashion represents one of the country’s distinctive cultural and economic assets. Uzbekistan
possesses an ikat tradition supported by two independent forms of international recognition [3, 4], a textile
industry whose exports amounted to approximately USD 2.9 billion, or 10.6 per cent of total exports, in 2024
[5, 6], and a portfolio of heritage cities in which the associated traditions continue to be practised. These
characteristics provide a strong basis for considering national fashion as an important element in the international
promotion and further strengthening of Uzbekistan’s tourism brand.

The central question, therefore, concerns how this potential can be translated into an effective international
promotional approach. Such promotion requires a clearly defined target market, an appropriate tourism
product, and suitable communication and distribution channels. General strategic formulations can be further
strengthened by specifying these three components and establishing the relationships between them. This
article develops such a framework while taking into account an important consideration identified in the literature
on tourism promotion: authenticity is a key attribute through which national fashion can influence destination
perceptions. Rather than being created through promotional communication alone, authenticity derives from
the cultural origin, production practices, and lived context of the underlying fashion tradition. Effective promotion
therefore depends on communicating and enhancing the visibility of an authentic cultural asset rather than
attempting to construct authenticity solely through promotional activities.

LITERATURE REVIEW

The relationship between tourism promotion, national identity, and cultural assets has been widely
examined within the literature on nation branding and destination branding. One of the influential approaches
to national reputation is Anholt’s concept of competitive identity, which emphasises that the international image
of a country is shaped not only by promotional communication but also by the substance of its policies, culture,
products, people, tourism experiences, and other forms of international engagement [8]. From this perspective,
cultural resources become particularly valuable when they represent attributes that are both distinctive to the
country and credible to international audiences. National fashion can therefore be considered not simply as
a visual promotional symbol but as a cultural product through which heritage, craftsmanship, contemporary
creativity, and destination identity can be communicated simultaneously.

This interpretation is closely related to the literature on destination image formation. Baloglu and McCleary
[9] conceptualise destination image as the outcome of both stimulus factors, including information sources, and
personal factors associated with the characteristics of the perceiver. Their model further distinguishes between
cognitive and affective components of destination image. This distinction is particularly relevant to the use of
national fashion in tourism promotion. Traditional textiles, clothing, patterns, craftsmanship, and production
practices can provide cognitive information about the cultural characteristics of a destination, while their visual
qualities and the experiences associated with them may generate affective responses. National fashion may
consequently influence destination perceptions through a combination of cultural knowledge, visual recognition,
emotional engagement, and direct visitor experience.

Destination branding research further suggests that the effectiveness of such cultural associations should
ultimately be considered in relation to brand equity rather than visibility alone. Konec¢nik and Gartner [11] adapt
the customer-based brand equity approach to tourism destinations and identify awareness, image, perceived
quality, and loyalty as central dimensions of destination brand equity. This framework provides an important
theoretical basis for evaluating fashion-related tourism promotion. Exposure to national fashion may contribute
to destination awareness and image, while the quality and authenticity of fashion-related experiences can affect
perceived quality. Positive experiences may subsequently contribute to loyalty-related outcomes, including
recommendation and revisit intention. The value of national fashion as a tourism branding instrument should
therefore be assessed not only through its capacity to attract attention but also through its contribution to these
broader dimensions of destination brand equity.

RESEARCH METHODOLOGY
This study employs a documentary and analytical approach and does not involve the collection of primary

data. The evidence base is classified according to the type and level of reliability of the sources used. Grade
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A comprises official statistics and legal instruments; Grade B includes institutional registers and publications of
international organisations; and Grade C consists of trade and industry reporting based on officially reported
figures, including data that may be preliminary and subject to subsequent revision.

Derived indicators are calculated by the author using the stated input data and the formulas explicitly
provided in the text. The market positions presented in Section 4 represent the author’s analytical assessment
rather than directly measured or statistically estimated scores. To ensure methodological transparency, these
assessments are explicitly identified as author-derived judgements in both the relevant figure and table.

ANALYSIS AND RESULTS

Three findings from the existing evidence base define the starting position and help clarify the areas in
which promotional policy can make the greatest contribution.

Visitor volume appears to be progressing on a favourable trajectory. Moving from the interim milestone of
12 million visitors in 2026 to 20 million in 2030 requires compound annual growth of approximately 13.6 per
cent, calculated as the ratio of 20 to 12 raised to the power of one quarter, minus one. Realised growth from
2023 to 2024 was 24.2 per cent, while compound growth over the decade to 2024 was approximately 15.8 per
cent [7]. This suggests that the 2030 volume target is broadly consistent with the recent growth trajectory.

Visitor yield represents an important area for further value creation. Reported tourism revenue amounted to
USD 3.5 billion in 2024 against 8.2 million tourists, implying approximately USD 427 per arrival. By comparison,
the 2030 targets of USD 6 billion in tourism revenue and 20 million visitors imply approximately USD 300 per
arrival. The comparison should be interpreted with caution because the two revenue aggregates may not be
defined in exactly the same way. Nevertheless, the figures indicate the importance of complementing visitor
growth with measures aimed at increasing value generated per visitor. In this context, national fashion can
make its strongest contribution through higher-value tourism consumption, including expenditure on products,
experiences, and related cultural services.

The structure of visitor flows indicates differentiated opportunities across market segments. Approximately
62 per cent of arrivals in 2025 came from three neighbouring countries, while the four reported long-haul
markets together accounted for around 4 per cent [2]. Regional short-stay visitors and long-haul cultural tourists
may differ in travel motivations, length of stay, and spending patterns. Consequently, tourism products based
on national fashion should be aligned with the characteristics of different visitor segments rather than designed
around a single market profile.

The baseline indicators, reference periods, and source grades are summarised in Table 1.

Table 1
Baseline indicators. (Grades: A official statistics and legal instruments;
B institutional registers; C trade reporting of official figures, provisional)*

Indicator Value Period | Grade | Source
. 20 million visitors; 7% of GDP; over USD 6 billion in
Tourism targets service exports; interim 12 million in 2026 02030 | A (1l
Arrivals 11.7 million 2025 C [2]
Share of three neighbouring about 62% 2025 c computed
markets from [2]
China 217.7 k; Turkiye 148.1 k; India 66.1 k; South
Reported long-haul markets Korea 41.6 k 2025 C [2]
Revenue per arrival, recorded about USD 427 2024 A computed
from [7]
Revenue per arrival, implied about USD 300 2030 A computed
by targets from [1]
. . 2026 to computed
o,
Required compound growth 13.6% per year from the 2026 milestone 2030 A from [1]
Textile exports about USD 2.9 billion; 10.6% of total exports 2024 A [5-6]
Margilan Crafts Development Centre, UNESCO 2017-
Craft recognitions Register of Good Safeguarding Practices; Bukhara, 2023’ B [3-4]
UNESCO Creative City of Crafts and Folk Art

1 Author’s development
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An additional finding concerns the mechanism through which national fashion may influence destination
perceptions. Destination image is shaped by the information sources to which individuals are exposed and by
the characteristics of the perceiver, and it comprises both cognitive and affective components [9]. Within this
framework, studies modelling fashion-related attributes as antecedents of destination perceptions indicate that
perceived authenticity plays a particularly important role in transmitting this effect, while distinctiveness alone
may have a more limited influence. The effect also appears to be stronger among audiences with lower levels
of prior familiarity with the country. If this pattern is applicable to the context examined here, international
promotion could therefore place particular emphasis on less familiar markets and on verifiable cultural origins,
production practices, and craftsmanship, while using visual distinctiveness as a complementary rather than
standalone attribute.

Figure 1 positions the reported markets along two dimensions: potential yield per visitor and channel
accessibility. In this analysis, channel accessibility refers to the existing level of market reach, language
coverage, and presence across relevant communication platforms (Figure 1).

high yield, weak channel: build reach high yield and reachable: priority

O

Germany, Spain,
France, UK
under 40 k each .

South Korea
41.6 k

China
2177k

O
66.1 k

Turkiye
148.1 k

Yield potential per visitor

)

Neighbouring markets
about 7.3 m

Channel ibility: existing reach, . platform p| e

Bubble size is arrival volume in 2025; position on both axes is the author's assessment, not a measured score

The largest bubble is the current flow; the priority quadrant contains almost none of it

Figure 1. Assessment of source markets by yield potential and channel accessibility?

Bubble size represents 2025 arrival volume as reported in [2]. The position of each market on both axes
reflects the author’s analytical assessment based on the considerations discussed in Section 4 and should not
be interpreted as a directly measured or statistically estimated score. The shaded quadrant identifies markets
that combine relatively high yield potential with established channel accessibility.

The market map reveals a notable structural characteristic. The neighbouring-market group represents
by far the largest bubble and is positioned in the segment associated with comparatively lower yield potential
per visitor. The priority quadrant includes China, with 217,700 arrivals, and South Korea, with 41,600 arrivals,
while Tarkiye, with 148,100 arrivals, and India, with 66,100 arrivals, are positioned near the boundary of this
quadrant [2]. Western European markets are assessed as having relatively high yield potential but currently
lower channel accessibility, as arrivals from each of the reported markets remain below 40,000 and there is
scope for further development of relevant communication and distribution channels.

Table 2 summarises the market assessment and the corresponding proposed priorities.

Table 2
Market assessment. Positions are the author’s assessment on the stated criteria, not measured scores?
Arrivals . . Channel -
Market 2025 Yield potential accessibility Priority
China 217.7 k high high first
South Korea 41.6 k high medium to high first
Turkiye 148.1 k medium high second

Author’s development
Author’s development
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India 66.1 k medium medium to high second
Germany, Spain, France, under 40 k . .
United Kingdom each high low build reach
Neighbouring markets about 7.3 m low per visitor very high different prt(r)]c;Lrllcrt),riIgé/alty rather

Three implications follow from this assessment. Promotion through national fashion is primarily a
value-enhancement instrument rather than a volume-driven instrument. lts effectiveness is therefore more
appropriately assessed through indicators of visitor yield, expenditure, engagement, and brand perception than
through total arrival numbers alone. The international market segments that national fashion can most directly
influence may represent a relatively limited share of total arrivals, while offering greater potential for value
creation per visitor.

Market sequencing should reflect channel accessibility alongside strategic potential. Chinese and South
Korean markets combine relatively high yield potential with identifiable and established channel structures,
making them suitable initial priority markets. Western European markets may demonstrate strong alignment
with heritage- and culture-oriented tourism, while their current level of channel accessibility suggests that they
may be approached progressively as relevant communication and distribution capacities are further developed.

Neighbouring markets represent a distinct strategic segment within the overall approach. Rather than being
assessed primarily through their potential to increase expenditure per visitor, these markets can be addressed
through products designed to strengthen visitor loyalty, cultural engagement, and repeat visitation. National
fashion may therefore serve different functions across market segments: supporting higher-value consumption
in selected long-haul markets while contributing to loyalty and repeat visitation in neighbouring markets.

The general formulation, promotion of national fashion, is not promotable. Figure 2 sets out three products
that are.

PRODUCT WHAT IT SELLS

Wearable experience
costume rental at heritage sites

Participation and the p grap: Visual platforms, on-site conversion

Verified craft object
marked, traceable, priced

Authenticity as a guarantee s Retail, e-commerce, trade fairs

Designer collaboration
ikat and adras in contemporary form

Contemporary relevance — Fashion media, showrooms, weeks

Figure 2. Three promotable products, what each sells, and the channel that carries it*

The three propositions differ in the attributes they leverage, the audiences they address, and the
infrastructure they require. They should therefore be treated as distinct but complementary propositions rather
than as variations of a single approach. Author’s construction.

The wearable experience. Costume rental at heritage sites transforms the visitor from an observer into
an active participant and generates photographic and visual content that can circulate beyond those who
directly experienced the destination. This provides a mechanism through which fashion-based experiences can
contribute to destination brand equity and revisit intention, consistent with evidence from event settings [10].
The proposition leverages visitor participation, requires an accessible rental supply and an appropriate cultural
context for wearing national dress, and involves comparatively modest implementation requirements among
the three proposed products.

4 Author’s development
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The verified craft object. A clearly marked, traceable, and transparently priced textile product provides
verifiable evidence of authenticity rather than relying solely on promotional claims. It leverages consumer
confidence in provenance and craftsmanship, requires an appropriate verification mechanism, and represents
the product most directly connected to generating income for creative producers and artisans.

The designer collaboration. Contemporary reinterpretations of ikat and adras reinforce the contemporary
relevance of the tradition by demonstrating its capacity to evolve while maintaining its cultural foundations.
This proposition requires design capacity, collaboration with artisans and creative professionals, and access to
relevant fashion and media channels. Among the three proposed products, it is also likely to require the longest
development horizon.

The three propositions are complementary. The wearable experience generates participation and shareable
visual content; the verified craft object provides an opportunity to convert visitor interest into purchases while
strengthening the visibility of authentic production; and designer collaboration helps maintain the contemporary
relevance and visibility of the tradition for new audiences. A promotional programme that relies primarily on
the wearable experience may generate substantial attention while offering more limited opportunities for direct
producer revenue. Conversely, an approach centred solely on the verified craft object may generate sales but
have fewer mechanisms for initially attracting and engaging wider audiences. Combining the three propositions
therefore creates a more integrated pathway from attention and participation to purchase, producer benefit,
and longer-term cultural visibility.

Table 3 assesses five promotion vectors according to their expected effect, cost, lead time, and key
prerequisites.

— V1. Wearable experiences at heritage sites. High prospect, low cost, and short lead time. The principal
prerequisite is coordination and approval by the relevant site authorities. International experience also
demonstrates the feasibility of linking access incentives or visitor benefits to the wearing of national dress.
Among the five vectors, this option appears particularly suitable for early implementation.

— V2. Verification and marking of craft products. High prospect, moderate cost, and medium lead time.
The principal prerequisite is an institutional mechanism capable of verifying production practices, provenance,
and craftsmanship rather than relying on visual appearance alone. Its potential is high because verification
strengthens the attribute most closely associated with perceived authenticity while also helping authentic
producers differentiate their output from imitative or mass-produced alternatives.

— V3. Presence in accessible long-haul markets. Moderate prospect, moderate cost, and medium lead
time. Experience from established destinations suggests that communication and distribution channels are
often organised around the characteristics of source markets rather than solely around the destination itself.
The main prerequisite is therefore the development of appropriate language, platform, and market-specific
communication capabilities, alongside the necessary promotional resources.

— V4. Designer collaboration and fashion media. Moderate prospect, high cost, and long lead time. The
effectiveness of this vector depends on genuine design quality and substantive collaboration with creative
professionals and artisans. Where these elements are sufficiently developed, fashion media can strengthen the
contemporary relevance of national traditions and contribute positively to destination reputation.

— V5. Measurement. Indirect but strategically important prospect, low cost, and immediate applicability.
Measurement does not generate visitor flows directly, but it provides the evidence base needed to assess the
effectiveness of the other four vectors. For this reason, Section 8 treats measurement as an initial enabling
component of the promotional framework rather than as a final-stage activity (Table 3).

Figure 3 sequences them.

Table 3
Promotion vectors and their prospects®
[S— Vector Expected effect Fiscal cost Lead time Prerequisite Prospect
V1 Wearaple experlence at Partlmpa.tlon, imagery, low immediate decision by site authorities high
f \ heritage sites on-site spend and rental supply
V2 Verification and marking Authentllety asa ) mechanism certifying )
guarantee; producer moderate medium . high
O of craft output . practice, not appearance
protection
m V3 Presence in reachable Reach in high-yield moderate medium language anq_platform moderate
long-haul markets segments capability
V4 Designer collaboration . . . . moderate, with
| | ’
and fashion media Contemporary relevance high long genuine design capacity credibility risk
F V5 Measurement None directly; makes all low immediate agreement to be |nd|rec? but
others evaluable measured enabling
|

5 Author’s development
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HORIZON 1, first year

V1 wearable experience at three heritage sites | V5 measurement started with the first cohort

HORIZON 2, years one to three

V2 verification and marking of craft output | V3 presence in the two largest reachable long-haul markets

HORIZON 3, years three to five

V4 designer c ion and fashio dia presence | consolidation into an annual system

Credibility constraint across all horizons: no claim ahead of verified practice, no promotion beyond craft capacity

Sequencing rule: measurement starts with the first vector, not after the last

Figure 3. Three-horizon sequence of promotion vectors, with the credibility constraint®

Horizon one establishes the wearable experience and initiates the measurement framework; horizon two
introduces verification mechanisms and expands presence in selected long-haul markets; and horizon three
incorporates designer collaboration and consolidates the overall programme. The band below represents the
cross-cutting constraint that applies across all three horizons. Author’s construction; the horizons represent
planning periods rather than forecasts.

The central constraint governing the programme is credibility, which operates in two interconnected
directions.

Promotional claims should remain aligned with verified practice. National reputation is shaped primarily
through substantive action rather than through communication alone [8], while authenticity is the attribute
through which national fashion can most effectively influence destination perceptions. Its credibility depends on
the extent to which audiences can relate promotional claims to observable cultural and production practices.
Presenting mass-produced imitations as traditional craft may therefore weaken the perceived authenticity
on which the promotional programme depends. This creates an important reputational asymmetry: positive
perceptions are generally strengthened progressively through credible experiences, whereas inconsistencies
between promotional claims and observable practice may have more persistent effects on audience trust.
Maintaining a clear relationship between communication and verified practice is therefore essential for protecting
the credibility of the tourism brand.

Promotion should develop in line with authentic craft capacity. If demand expands more rapidly than the
supply of authentic craft products, the resulting market opportunity may increasingly be met by imitative or
mass-produced alternatives. This can reduce the visibility and economic participation of authentic producers and,
over time, weaken the cultural and productive foundations that make craft-based tourism distinctive. This relation-
ship explains why V2—uverification and marking of craft products—is sequenced before V3—expanded presence
in selected long-haul markets. Establishing verification mechanisms before substantially expanding demand can
help ensure that promotional growth translates into sustainable opportunities for authentic producers.

The practical principle that follows is straightforward: the expansion of demand should be aligned with the
growth of verified supply, while verification mechanisms should be established at an early stage of promotional
development. This sequencing can help preserve authenticity, strengthen producer participation, and support
the long-term credibility of the programme.

The principal risks and corresponding mitigation measures are summarised in Table 4.

DIYOT 9KOHOMHUKA ECONOMY

Table 4
Risk register’
Risk Mechanism Severity Mitigation
Claims outrun verified practice | Promotion presents imitation as craft | high, durable verify before promoting; V2 precedes V3
Demand outruns craft capacity Shortfall filled by imitation high expand demandsitpt;)e/ pace of verified
Instrument judged on arrivals | Yield instrument measured by volume medium agree the metric before launch
Concentration on one channel Channel competence becomes medium maintain at least two priority markets
market dependence

Cheapest veit;)srtdlsplaces the Co-promotion is easiest to fund medium fund V1 and V2 from separate lines

6 Author’s development
7 Author’s development
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Table 5 sets out the minimum indicator set. Three considerations support placing the measurement
framework at the beginning of the implementation sequence.

The currently available statistical framework provides scope for further development in measuring the
specific effects of this instrument. Published data on tourist expenditure on craft and textile products remain
limited, no publicly available visitor survey specifically examining perceptions of national fashion has been
identified for Uzbekistan, and current open sources provide limited information on the number of active artisans.
Establishing appropriate baseline indicators at the outset would therefore strengthen the programme’s capacity
for evidence-based adjustment, facilitate assessment of resource allocation, and provide a clearer basis for
evaluating its effectiveness over time.

The proposed measurement requirements are relatively modest in terms of implementation resources.
Adding an exposure item and an expenditure item to an exit survey, conducting periodic destination-image
surveys in two priority markets based on the established destination brand equity dimensions of awareness,
image, perceived quality, and loyalty [11], and introducing a producer-side indicator measuring the share of the
final price received by the maker would capture the principal quantities required for evaluation.

Measurement is also time-sensitive rather than merely supplementary. The potential producer-displacement
dynamic discussed in Section 7 may become visible through producer-side indicators before its effects are
reflected in aggregate arrivals or tourism revenue. Measurement can therefore serve as an early-warning
mechanism, enabling emerging imbalances between promotional demand, verified supply, and producer
participation to be identified and addressed at an early stage (Table 5).

Table 5
Minimum indicator set®
Indicator Collection Difficulty What it establishes
Contact with na't lonal fa§h|on elements Exit survey item low reach of the instrument
during the visit
Expenditure on craft and textile products Exit survey item low conversion into revenue
Perceived authenticity and image Periodic survey in two . . .
. o medium whether perception is moving
attributes priority markets

Producer-side survey or

Share of price reaching the producer association data

medium early warning of displacement

Number and age structure of working

artisans Sector association low sustainability of supply

CONCLUSION AND RECOMMENDATIONS

The prospects for strengthening Uzbekistan’s tourism brand through national fashion are substantial,
although their most effective application is more focused and market-specific than a general promotional
approach might suggest.

These prospects are supported by cultural and productive assets that are already well established and
would require considerable time to reproduce elsewhere: active craft producers, two independent forms of
international recognition, and a portfolio of heritage cities that provide authentic settings in which national
dress can be experienced, worn, and photographed. At the same time, the analysis indicates that national
fashion is particularly relevant as an instrument for enhancing visitor value and destination perceptions rather
than primarily increasing aggregate visitor volume. Its strongest potential is therefore concentrated in selected
market segments and can be realised through three distinct but complementary product propositions rather
than through a single general promotional theme.

Three conclusions have direct implications for implementation. First, initial priority may be given to markets
that combine relatively high yield potential with established channel accessibility. Based on the present market
assessment, China and South Korea emerge as suitable initial markets, while Western European markets
represent important longer-term opportunities as relevant communication and distribution channels continue
to develop. Second, effective promotion requires clearly defined tourism products rather than reliance on a
broad thematic concept alone. The wearable experience, verified craft object, and designer collaboration differ
sufficiently in their target audiences, distribution channels, infrastructure requirements, and implementation
horizons to justify distinct but coordinated development pathways. Maintaining an appropriate balance among
these propositions can help ensure that their respective functions remain complementary within the overall
programme.

8 Author’s development
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Third, credibility represents a central enabling condition alongside financial and organisational resources.
Authenticity is the principal attribute through which national fashion can contribute to destination perceptions,
and its credibility is grounded in verifiable cultural origins, production practices, and lived traditions rather than
promotional communication alone. Verification mechanisms should therefore be established at an early stage,
while the expansion of promotional demand should remain aligned with the capacity of authentic producers
to respond. Such sequencing can strengthen producer participation, preserve the cultural foundations of the
tourism product, and support the long-term credibility of Uzbekistan’s tourism brand.

The final recommendation is both practical and strategically important: implementation should begin with
measurement. The potential substitution of authentic craft production by imitative or mass-produced alternatives
under conditions of rapidly expanding demand may become visible first through producer-side indicators. As the
current evidence base provides scope for further development in this area, establishing these indicators from
the outset would create an early-warning mechanism and provide a baseline against which the programme’s
effects on visitor perceptions, expenditure, producer participation, and destination brand outcomes can be
systematically evaluated.
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