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9KOJIOTHK, CIIEIEOJOIHK (Fopiapra caéxarT KWJIMII), TapuXui, KUILIOK Ba CHOPT TYpPU3MHU —
YaHFUJA Y4UIl, MU€na caéxat, TOF BEJIOCUIIETUHI PUBOXKIAHTUPUII UIMKOHUHU Oepajii.

MamnakaTUMU3HUHT 4YeKKa Xyayajlapu, XxycycadH, Opondyiuga xam 3KOTYpU3MHU
PUBOXIAHTUPHUIL HUIUIAPU JAOUpACUIA SHIM TYPUCTHK HYHAIMIUIAPU TAalIKWI STHIMOKJAA.
Kopakanmorucron PecmyOnukacu Xyayaugard KaJauMUR Karbalap Xamja TUKKATra ca3oBOp
x)oiap Oyinad yu HyHanmumma caéxarnap Takiaud STHiIMOKaa. XycycaH, Kyitm Amymapé
naBiat ouocdepa pesepBaru, Y CTIOPT KSHIIUKIApUIAru Caurokiap sitioBu, Cynode KYTHHUHT
cakjaHuO KOJIraH aKBaTOpUsICUTa caéXatriap yIOIITHUPHUIMOK/IA.

Oponbyiiura caiiéxjgapHu siHa/a KYMPOK Kaud ATHIN MaKCaJHuIa MHUHTAKAHWUHT TaOWWi
UKJIUM [IApOMTHAAH OKWIOHa (oiganaHminb, SHrU JoWHUXalap HWOUlad YUKUIMOK/A.
Kymimanan, Ttabumii cyB XaB3amapuaa Oanwk, YpAak oBlam Oyiin4ya SIHTH CalEXJIHMK
WYHAIUIILIAPY TAIKWII TUJITaH.

DOKoTypucTiiap ymoly XyAy[UIapHUHT OeTakpop TaOuaTh OwiiaH Oupra axoJUHUHT
KaJUMHI MaJaHUATHUHU Ba TapUXUHU Y3uJa My)KaccamylalITUpraH Typid aHbaHa Ba
YAYMJIApHUHT, TYiiap Ba OalipamyIapHUHI MINTHPOKYWIApUra xam ainanaguiap. LIyHUHTIek,
MaxaJUTMi axojdu TOMOHHUIAH JacTypXOHra TOPTWITaH TaHAWp Kabo0, KuUMH3, OembapMok,
Cy3Ma, KypyT KaOW S3KOJOrMK To3a Ba mmdoOaxil taomiapaaH Oaxpamanja Oyiumand Eku
XOXMIIApUra Kypa ymlOy Taomiap Taiiépiam »kapaéHMaa WINTHPOK OSTHINAAM. YTOB
My3eiiapuaa cakjiaHa€Tral cy3aHa, VMW, KaMYd KaOu XalK CaHbaTH MXKOJUETUHU TOMOIIA
KWINILIApH Ba XapuJ 3TULLIAPU MYMKHH.

bynnan Ttamkapu Cypxonmapé, Kamkamapé, Hapouii, ®aprona BuiosTIapu Ba
Kopakannorucron Pecnybnukacu Xyayaiiapuaa Xam SKOTYPU3MHU PHUBOXIIAHTUPHIL OWIIaH
Oornmk Tabumii Ba Teorpaduk OOBEKTIAp erapiu  Jmapaxagaaup. KypukxoHamap,
OyropTMaxoHayap, TOFaap, caxpo, Kyjuiap, Fopiap, TYKai3opiap acoCHil SKOTYPU3MHH TalIKWII
STUII O0BEKTIAPH XUCOOIaHA Y.

Mamnakatumusaa caHad yTunran XyAayuiapaa SKOTYPU3MHU TAIIKUI STUITHUHT acOCUi
mapmiapuaaH  Oupu Oy OKOTYPUCTHK MapHIpyTJIapHM UWOUIA0 YUKWII Ba  YJIapHU
OMMAIAIITUPUIIANP. DKOTYPUCTUK MapLIpyTiaap €KUM SKOTypJap AEsIpid XamMMa SKOTYPUCTHUK
Cal€XJIMKHUHT acOCH XUCOOIaHaIH.

OKOTYpPUCTHK MapuipyT — Cal€xJIapHUHI MyaisH HyHanum Oyiinua tabuatr OuiaH
OOFNIMK OynraH jJaM OJMILK, CHOPT OWJIAH UIYFYJUIAHUIIM, COFJOMJIAIIMIIY, Mabpuduii-
MabHaBUH (YMyMTapOUsIBUI) HIITAPHU aMaJira OIIMPHII KaOu MakcayIapHU Ky3JIaral SKOJIOTHK
WycuHgarn xapakar HyHaIunuiapuadp. DKOTYPUCTUK MapuIpyTiap TYIIyHApiId Ba oMmalor
OYIMIIM y4yH TYpPHUHT KOHLEMIHUACH Tynanuruda €putud Oepuiuiy, caéXaTHUHT MKOOMI
TOMOHJIAQPUHHM HaMOEH KWIHIIHM, CEPBUC Ba KYyJAWIMKIAPHUHT ONTHUMANl XYCYCHUSATIApUHU
Oenrmnab Gepuiin Kepak. Y, IOKOPHIA 3UKp 3TWITAHUJEK, TypJId Makcaja, Typiu €uiaru €Ku
VOKTUMOUHN XOJaTAard KUIIWJIAPHUHT UMKOHMSAT Japaxacura Kapa® amaira OIIMPHIMIIU
Makcaara myBoduk. Kymruna xonaTiapaa 3KOTYPUCTUK MapIIpyTJIapHU KH3UKApid, KEHT
KyJamMiid Ba JapoMaJjid KWJIWII Y4yH yiaap OoIlKa TypJard TYPUCTHK MapuipyTiap OuiaH
Ky1mub onub Gopuany.

Taxyunnap mWyHH KypcaTaguky, MaJaHUST, Tapux Ba TaOMAaTHU YpraHuilura KapaTUiraH
TypiapiaaH kemaguran Qoiga, ymMyMmaH, TypUCTHK JapoMaaiap XaXKMHUHHUHT 15-23 dousnHH
TAIIKH 9Tap SKaH. JlemMak, Y36eKHCTOH yuyH SKOTYPH3M CTPATErHACHHH SPATHII - Oy SHIU HII
YpUHJIApUHU SPATHII Ba TAOMATHUHT HOEO EAropIuKIapuHu Myxodasza KUIHUII Ba KailTa THKJIAIT
yayH MaOjariapra sra OYaIumn 1eMaKaup.

KOpTtumusHuHT nespnu 6apya BHIOSTIAPHAA SKOTYPHU3M MapKa3jJapWHU TAIIKHI ATHII
MMKOHH MAaBXyJ. Y30EKHCTOHIA SKOTYPH3MHHMHI MMTHE3TH TOMOHH LIYHIAKH, CaéXaTIapHH
nespnu OyTyH HWI JaBOMMIA TAaIIKMI STHII MyMKHH. baxopaa caxpomap Ba uymiap yrta
YUPOUIIN MaH3apa kacoh 3Taau, €3 ¢pacauHUHT OomunIa 3ca YCUMIIMKIAp Kypuid Oomnuiaiiam Ba Oy
BaKT/aru Tabuat MaH3apacH Y3WHUHT >KO3U0aIOPIUTUHU WYKOTanu. bUpoK aifHaH 11y BaKTHUHT
y3uaa MaMJIaKaTUMU3HHUHT TOFIM XyIyAJapuia J1aM OJIMII CauéxJjiap y4yH KH3UKapJIuaup.
Caiiéxmapau >kan0 KHIUII Y4yH OMpPHMHYM Taija Kylnail Xu3MaT KypcaTHII MIapOWTIIAPUHU
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spaTull, yJdapHH Kyjiaik TpPaHCIOPT BOCHTajJapu OWIaH TabMHUHJAIlI Ba  ajbarTa,
V36eKHCTOHHUHT SKOTYPUCTHK CAIOXHATHHH KaXOH MHKECHIA TapFU6 KIIHII 3apyp. ADCycKH,
MaMJIaKaTUMH3/1a DKOJIOTHK TYPU3MHMHI XO03HMpYa KYIPOK TaOMaT HEBMATIAPUHH HCTEBMOI
KWIAII OujaH OOFIMK IaKuiapy (OBYMIMK, OAJIMKYMIIMK, PAQTHHT, TPEKKUHT, IHUKHHUK)
Tapkairan Oynub, yHma arpod-myxutmaH OeBocuta (doimamaHwiIMOKIa. Ammo OyHmai
HYHaIMITHUHT HOE0 SKOTH3MMIIAp Xam/ia MUJUIMH OOFJIapHM acpamiiard camapacu nact. UyHku
JapoMajyiap MyaisiH Japaxajga Oy3uiraH SKOJIOTUK MyBO3aHATHHU KalTa THUKJIAII TaaOupapura
xap JouM xaMm capduiaHaBepMmaiinn. CoxaHM PHUBOMJIAHTHPHUIIIA JaM OJHIN  YHJIapH,
MEXMOHXOHA, TYPUCTHK 0Oa3zanap, Hyuiap, MyXaHAUCIMK TaAPMOKJIAPUHU KypHUIl OMJIaH OOFIHK
Oapua JolnXalapHU HKOJOTHK 0axoJall XaM MyXUM OMHJ OYIIMOKIa. DHI MyXHUMH, SKOTYPH3M
MHCOH Ba TabMaT yHFYHJIMTHMHU TabMUHJIAIITA XU3MAT KHJIaa1, Oy 3ca KUIIWIAPHUHT XaETUil Ky4
Ba UMKOHUATIAPUHM TUKJIAM Xamza y3uHu OHa TaOMaTHUHT axkpaimac Oynaru cudaTuua Xuc
KAJIMIUIAPH]IA MyXUM axaMHUsITTa Srajiup.

INCREASING THE SALES IN THE HOTELS BY SOCIAL NETWORKS AND
SEARCHING PLATFORMS
BY

Farruh Tolibov Organization and Management of Hotels, SamIES, Uzbekistan

Introduction: Nowadays internet websites, particularly social networks and searching
platforms, are inherent part of daily life for many people in both developed as well as developing
countries. In this case these can be used effectively to promotion of products and services. So
hotels can use this way of promotion to attract a huge amount of potential customers (visitors)
from local market and even remote areas too. For these purposes | have investigated advertising
services of worldwide as well as locally popular platforms such as Facebook, Google, Yandex
and others. In addition there are some techniques of using the unique features of them free of
charge. The purpose of the paper is to show promoting potential and the steps of using them. The
usage of services such as Google ads and Facebook Promotion leads to popularization of official
page of the hotel and brand. As a result effective and appealing advertisements and content of
official page and websites, lead to wider audience and more bookings of the hotel services.

Method of research

Nowadays, in the era of internet and IT, it is impossible to imagine the world without
social networks and searching platforms. The Internet is having a greater impact on the
marketing of travel and tourism than any technology since the invention of the television. It has
already established itself as a crucial distribution channel via which tourism organizations can
promote their destinations and products offered by their service providers, particularly hoteliers.

The implications of the Internet and other growing interactive multimedia platforms for
tourism promotion are far reaching. As we enter a new era, The Information Age, destination
marketing organizations and other major providers of tourism services need to understand both
the Internet and the other emerging interactive technologies, their increasing use by tourists and
travelers and how to capitalize on these new channels. The benefits to be obtained include cost-
effective worldwide distribution and new opportunities for closer and eventually self-financing
partnerships between public entities and private operators. According to statista.com the average
daily spent time on social networking by internet users constituted 118 minutes per day in 2016.
So it is the area which can be effectively used for promoting purposes. Marketing in tourism is
concerned with the needs of identifiable consumer groups. In this regard, | analyzed the support
of some social networks and searching websites to promotion of the services of tourism industry
namely hotel services.

Promotion

Facebook, Instagram, and other social platforms can be optimized to drive bookings,
even without advertising(diagram - 1). For example, Facebook has a button that you can
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customize with a number of different call-to-actions including Book Now. You can direct the
URL to any destination. For your property’s page, you should direct them to your direct booking
engine or website. You shouldn’t send them to a third-party channel because then you have to
pay commission and you earned that booking all on your own. This is also true of tourism’s
product. It cannot be sampled before the traveler arrives. Thus, the decision to “purchase” the
destination, that is to visit it, is based solely on information made available to the tourist. This
may be recommendations from friends, it may be brochure material supplied by National
Tourism Offices or perhaps advertisements. Increasingly, however, it is information made
available on the Internet, particularly on the World Wide Web. Tourists are tapping into the
wealth of destination material on the World Wide Web and using this is a primary source of
destination information. The new truth for destination marketing organizations is that if you are
not online then you are not on-sale within your key markets.

Google has special services dedicated on helping both hotels to offer their services and
travelers to find aimed and suitable accommodation while their journey. 57% of leisure and
business travelers claim they always start their travel booking process with search, according to a
Google study by Ipsos MediaCT. Google announced improvements to Hotel Ads, an advertising
format exclusively for hotel marketers. Basically these ads show detailed information to compare
hotels in a region right on the search results page. Hotel marketers need to connect with an
authorized partner to take advantage of all of the features

Google offers in order to gain the most exposure possible to their hotel. This is
especially important for hotel marketers that operate smaller, less wellknown

hotels. The big hotels are likely already running hotel ads, but the smaller ones might
be missing out on some unique advertising opportunities.

A Twitter hashtag is simply a keyword phrase, spelled out without spaces, with a pound
sign (#) in front of it. For example, #UzbekistanSilkRoad and #lLoveGrandSamarkand are both
hashtags.

A Twitter hashtag ties the conversations of different users into one stream, which you
can find by searching the hashtag in Twitter Search or by using a thirdparty monitoring tool such
as HootSuite. So, if Twitter users who are not otherwise connected talk about the same topic
using a specific hashtag, their tweets will appear in the same stream. In that way, Twitter
hashtags solve a coordination issue and facilitate a conversation. Popular hashtagged words often
become trending topics topics so many people are talking about that they are a "trend." Hashtags
are great for centralizing conversations around live, interpersonal events or conferences, live
webinars, or other marketing campaigns of hospitality industry.
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Diagram — 1. Popularity of social networks and websites of travel boking

Hashtag

Hashtags can boost the visits by covering actual trends and issues. Today, travel brands
that “get it” are active on various social networks, engaging with past, present and future
travelers: hotels, airlines and airports are particularly effective at this. Destinations are no
different, and many are leading the way with a savvy digital marketing approach, including a
content strategy across platforms such as blogs, newsletters, dynamic websites and social media
management. But the destination brands that “really get it”, I believe, are those who can achieve
getting some offline interaction stemming from an online initiative. In other words, how can we
get people to talk about us, mention us in their pictures, even if they don’t follow us on Twitter
or Facebook, for example?

A simple answer: hashtags!

If advertisers awarded discounts for sharing
product based hashtags, | would:

Share hashtags more often
than | do now

Post the promotion on my
social network profiles

Follow that brand and associated
content, if | wasn’t already doing so

Make mobile or online purchases
more frequently 14.2%

Diagram — 2. Survey on applying discounts to promote product based hashtags
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