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Annotation 

 Aim: This article examines the role of social media in increasing the 

international tourist attractiveness of Uzbekistan. Method: The study is based on 

academic literature, tourism statistics, and analysis of social media practices in 

destination promotion. Results: Visual content, user-generated content, influencer 

marketing, interactive communication, and platform-specific strategies can 

strengthen destination image and increase international awareness of Uzbekistan.  

 Conclusion: A consistent and authentic social media strategy can contribute 

to attracting international tourists and strengthening Uzbekistan's position as a 

competitive tourism destination. 
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INTRODUCTION 

The development of social media has fundamentally changed the way 

tourism destinations communicate with potential visitors. Tourists increasingly 

discover destinations through Instagram, YouTube, TikTok and other digital 

platforms, where photographs, short videos, reviews and personal travel stories 

influence their perceptions and travel decisions. Unlike traditional tourism 

advertising, social media allows destinations to communicate with audiences 

directly and interactively. 

Destination image is particularly important because it influences tourists' 

destination choice, satisfaction and intention to visit. Research has demonstrated 

that the quality of tourism information presented on social media can affect 
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cognitive and emotional destination images and subsequently influence 

behavioural intentions. 

This issue is highly relevant to Uzbekistan. The country possesses 

significant historical and cultural resources, including the UNESCO-listed cities of 

Samarkand, Bukhara, Khiva and Shakhrisabz, as well as traditional cuisine, 

handicrafts, natural landscapes and authentic cultural experiences. Nevertheless, 

research has found that the international image of Uzbekistan remains 

insufficiently clear among some non-visitors, while perceptions among residents 

and potential foreign tourists can differ significantly. 

The growth of international tourism further increases the importance of 

effective destination promotion. According to Uzbekistan's official statistics, the 

number of foreign tourist trips reached approximately 7.96 million in 2024, 

compared with 6.63 million in 2023. This growth creates an opportunity to use 

social media more strategically to strengthen the country's international tourism 

image. 

The purpose of this article is to examine how social media can increase the 

international tourist attractiveness of Uzbekistan and to propose practical 

approaches for improving its social media presence. 

MAIN PART 

1. Social media as a tool for destination image formation 

Social media has become one of the main sources of tourism information. 

Potential tourists can see a destination through the experiences of other travellers 

before deciding whether to visit it. This makes social media especially important 

for countries whose international tourism image is still developing. 

Destination image is not created exclusively by official tourism 

organizations. It is formed through a combination of official promotional content, 

media coverage, reviews, photographs, videos and user-generated content. 

Research specifically examining Uzbekistan found an important difference 

between official destination promotion and tourist-generated content. Official 
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promotional materials largely emphasize historical heritage and the Silk Road, 

while Instagram users present a broader image that also includes natural landscapes 

and personal experiences. 

This suggests that Uzbekistan has an opportunity to broaden its digital 

destination image. Historical monuments should remain an important part of 

communication, but they should be combined with other dimensions of the tourism 

experience. 

For example, international audiences should see not only the Registan 

Square or the ancient streets of Khiva, but also Uzbek cuisine, local markets, 

crafts, mountain landscapes, festivals, contemporary cafés, rural tourism and 

interactions with local people. 

A broader image can help potential visitors understand that Uzbekistan is not 

only a destination for history enthusiasts but also a country offering diverse 

tourism experiences. 

2. The importance of visual content 

Tourism is inherently visual, which makes platforms such as Instagram, 

TikTok and YouTube particularly effective for destination promotion. High-quality 

photographs and videos can create emotional connections with potential tourists 

and allow them to imagine themselves experiencing a destination. 

For Uzbekistan, visual storytelling provides considerable opportunities. The 

architecture of Samarkand and Bukhara, the traditional atmosphere of Khiva, 

Uzbek national cuisine, handicrafts, bazaars and natural landscapes can all be 

transformed into engaging social media content. 

However, effective visual communication should not simply consist of 

repeated photographs of famous monuments. Content should tell a story. 

For example: 

Place → Story → Local Experience → Emotion → Travel Inspiration 
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A short video about Samarkand could therefore show not only the Registan 

but also a local guide explaining its history, traditional food being prepared, 

craftsmen working in a workshop and tourists experiencing the city. 

This approach creates a more complete and emotionally engaging 

destination image. 

3. User-generated content and electronic word-of-mouth 

User-generated content (UGC) includes photographs, videos, reviews, blogs, 

comments and stories created by tourists themselves. Such content is particularly 

valuable because it provides potential visitors with perspectives that appear more 

authentic than conventional advertising. 

Tourists often trust the experiences of other travellers when making 

decisions. A photograph posted by a real visitor, a hotel review or a travel vlog can 

therefore influence destination perception. 

For Uzbekistan, encouraging UGC can become an important low-cost 

promotional strategy. Tourism organizations and businesses can encourage visitors 

to use destination hashtags, participate in photo challenges and share short travel 

videos. 

A simple promotional cycle can be created: 

Visit → Experience → Share → Inspire → New Tourist 

The country could also regularly repost high-quality tourist content through 

official tourism accounts. This would create a connection between official 

destination marketing and real visitor experiences. 

Importantly, UGC can help present aspects of Uzbekistan that may be 

underrepresented in traditional tourism promotion. Research on Uzbekistan's 

destination image has already shown that tourist-generated Instagram content 

provides a more diverse representation of the country than official promotional 

materials. 

4. Influencer marketing and international visibility 
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Travel influencers have become important actors in destination marketing. 

Instagram, YouTube and TikTok creators can introduce destinations to 

international audiences through personal experiences and visually attractive 

content. 

Influencer marketing may be especially useful for Uzbekistan because the 

country is still less familiar to many potential tourists than traditional European or 

Asian destinations. A foreign travel creator visiting Samarkand, Bukhara or the 

Fergana Valley can provide an international perspective that may be more relatable 

to potential visitors. 

A recent study examining social media figures in tourism highlights the role 

of influencers in shaping destination image and purchase intentions and 

specifically considers their potential for improving Uzbekistan's tourism image. 

However, influencer selection should be strategic. Tourism organizations 

should not focus only on the number of followers. It is more important to consider: 

 the creator's target audience; 

 geographical location of followers; 

 engagement rate; 

 tourism specialization; 

 content quality; 

 credibility and authenticity. 

For example, a food blogger can promote Uzbek cuisine, while a history 

creator can focus on Silk Road heritage and a nature creator can introduce 

mountain and rural tourism. 

5. Platform-specific tourism promotion 

Different social media platforms attract different audiences and support 

different types of content. Therefore, Uzbekistan should avoid using exactly the 

same content on every platform. 

Instagram can focus on high-quality photographs, Reels, destination 

aesthetics and travel inspiration. 
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YouTube can be used for longer travel documentaries, city guides, 

interviews and cultural storytelling. 

TikTok can attract younger audiences through short, dynamic and 

entertaining videos. 

Facebook can be useful for older audiences, travel communities and longer 

informational content. 

Telegram can support communication, news and tourism information, 

particularly within regional markets. 

The important principle is that each platform should have a specific 

communication role rather than simply reproducing identical content. 

6. From monuments to experiences 

One of the most important recommendations for Uzbekistan is to move from 

attraction-based promotion to experience-based promotion. 

Traditional destination marketing often asks: 

"What attractions does Uzbekistan have?" 

Modern social media marketing should instead communicate: 

"What will I experience if I visit Uzbekistan?" 

This distinction is important because tourists increasingly search for 

experiences rather than simply lists of attractions. 

For example, instead of promoting only "Bukhara's historical architecture", 

content could promote: 

 walking through Bukhara at sunset; 

 learning to cook traditional Uzbek plov; 

 visiting a traditional craft workshop; 

 staying in a family guesthouse; 

 exploring local markets; 

 participating in cultural festivals. 

Such content makes the destination more personal and encourages emotional 

engagement. 
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7. Challenges of social media promotion 

Despite its advantages, social media marketing also creates several 

challenges. 

The first is misinformation. Incorrect information about destinations, 

prices, transport or cultural practices can negatively influence tourist expectations.  

The second is over-commercialization. If destinations are presented only as 

attractive visual products, their cultural authenticity may be weakened. 

The third is overtourism. Successful viral content can suddenly increase 

visitor numbers at specific locations. This may create pressure on cultural heritage 

sites and local communities. 

The fourth is unequal visibility. Famous destinations such as Samarkand 

and Bukhara may receive most of the attention while less-known regions remain 

invisible. 

Therefore, social media promotion should be connected with sustainable 

destination management. Content should not only attract tourists but also 

encourage responsible travel and distribute visitor flows across different regions. 

CONCLUSION 

Social media has become an important instrument for increasing the 

international tourist attractiveness of Uzbekistan. It allows the country to 

communicate directly with potential visitors, create emotional destination images 

and present tourism experiences through visual and interactive content.  

Uzbekistan already has strong cultural and natural resources, while 

international tourist arrivals have demonstrated significant growth. However, the 

country's digital destination image can be strengthened by presenting a broader and 

more contemporary picture of Uzbekistan. Research shows that official 

promotional content tends to emphasize Silk Road heritage, while user-generated 

social media content provides a more diverse representation that includes nature 

and personal experiences. 



 ИССЛЕДОВАТЕЛИ  

ДВАДЦАТЬ ПЕРВОГО ВЕКА 

 

www.scholer.google.com 

info@gmail.com 

226 
volume_21, August 2026 

Therefore, the most effective social media strategy should combine official 

destination marketing with authentic visitor-generated content, influencer 

partnerships, visual storytelling and platform-specific communication. The 

emphasis should gradually move from simply showing famous monuments toward 

communicating the emotions and experiences associated with travelling in 

Uzbekistan. 

A strategic and sustainable approach to social media can help Uzbekistan 

become more recognizable among international audiences, strengthen its 

destination image and encourage potential tourists to move from online interest to 

actual travel. 
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