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AN IMPORTANT INGREDIENT IN THE CULTURAL TOURISM:
GASTRONOMY TOURISM.

Abstract: As today UNESCO makes nominations from historical centers as Osh in Kyrgyzstan,
Bukhara in Uzbekistan, natural places like mountain Sulamain in Kyrgyzstan, or intangible assets such as
the tango in Argentina, or the shashmagam music ... we treat the food culture as a wealth of great
heritage, value to be preserved, and whose enjoyment can have substantial benefits for both tourism
brandsin Central Asia, and also can be a possihility for extending the culinary business in different areas
of international markets. Today, when we talk about culinary tourism, the idea that arises is that of a
tourismin which the main reason of the journey is knowing more about the cuisine of the country visited.

In this article we see the European experience in gastronomy tourism and propose various ways of
implementation of the mentioned experiencesin Central Asia.

| have always loved the food that my mum cookethall some special flavor, taste that |
can never forget, doesn’t matter if | didn’t tagtior years.

When traveling in Santiago de Compostela, on thm ristaeet you can see beautiful girls
offering you sweets to taste, which they call dagie santiago’, a very famous cake and as well
offer ‘tapas’ in the bars. Every student who hagligtd in Santiago knows its ‘tapas’, and will
know it no matter how many years will pass. It @f their distinctiveness that belongs only to
this culture, Spanish.

Tourism industry has been one of the important stviles in the world economy during the
past few decades. It has helped many country ecesoby increasing employment, foreign
currency earnings, and sales. It has become pdheaformal daily life of many people in the
world. That's the reason why most countries arausowy on their tourism industry as it has
become one of the most important sources of incamdeforeign investments.

At this time, when the importance of internatioredognition is crucial to be in the world
tourism map, speaking of culinary tourism, we nemdjo further, switch to what some have
called "food heritage".

In gastronomic tourism food and beverage are thie fiagtors that motivate a person to
travel to a particular destination. As has beenyaed, directly or indirectly, food plays an
important role in the holiday experience of thevélars. The gastronomic product itself is very
wide. When we think about the gastronomic busingsgmetimes seems that the idea is only
the business of restaurants and wine shops. Babuntries where there is an older culture of
food sales as a brand differentiator, we can olesé® behavior involved in this sense.

When we promote gastronomic tourism, more gatespeaed. From the above mentioned
classical idea of ethnic restaurants in internaionarkets, the following market opportunities
can be developed: marketing of food products in#dln the diet of each region, touristic
guides, the sale of literature dish preparatiostrgaomic tours, fairs and conferences of dining,
festivals related to gastronomy, visiting markditspd shops, guest houses of the locals...
Tourism specialists are recognizing the potentfagjastronomic tourism as a powerful tool in
promoting the tourism destination, thus it creaesnique image for the tourism destination,
which makes it different from other cultures.

In example, when we travel around the world, wedieferent cuisine, and we know from
which culture it comes from: Doner Kebabs, whicle @opular in Europe are known from
Turkish culture; or Chinese restaurants, where lyawe rice foods with sticks; or French haut
cuisine popular among elite of Europe and etc. @hssuntries promote the culture image,
identity to the world.

Also as previous point we include the motivatiorattlcan take tourists to make
gastronomic tourism. This is explained lwa Vinha, in her thesisUniversidade de Aveiro
"Gastronomia. Atraccion turistica primaria"where literally says thdtfood was always a key



element of the culture of each society and each time more visitors seeing the gastronomy, thereis
higher possibility for knowing the culture of a place. It is not just to taste, the act which attracts
visitors who are culturally motivated, but the fact of having access to rituals and habits
associated with the cuisine of people and the opportunity to visit museums and other attractions
with this topic. These visitors are not simply satisfied with going to a restaurant and taste the
food. They want to know the ingredients, forms of seasoning, the underlying story, and so on.
The experience is complemented with the purchase of books on food in place, the purchase of
local products to take back to the place of residence, talk to the inhabitants, etc. ".

As tourism is becoming one of the main infrastroesy the competition between tourism
destinations is increasing. For it, local cultuegs being increasingly valuable source of new
products and activities to attract tourists. Of rsey in the local culture, gastronomy has a
significant role to play, not only because foodcentral to the tourist experience but as well
because gastronomy has become a significant sotirdentity formation. “We are what we eat”
not just in physical sense, but because we ideatifymage with certain types of cuisine when
we come across during our holiday.

As we know food being one of our basic needs, ftoissurprising that it is also one of the
most widespread markers of identity. The ‘comfads’ of childhood become the refuge of the
adult shelter. Any attempt to change our eatingthab seen as attack on our national, regional
or personal identity.

Once said that, step by step we will try to develitiferent features about the culinary
tourism, to explain the future possibilities of @ahAsia in this sector. For this, we will attempt
to explain how this engine of tourism works in atheternational markets, especially the
Europe, and particularly in Spain. In this way, weuld be able to take a reference to compare
the different evolution in relation to the Asiargi@n, seeking to emulate the best practices of
elsewhere.

1. Restaurants. The first mode, which is the classic way to unterd the culinary
tourism, is the restaurants themselves. In iteebfit variations, first is the thematic restaurant,
where the classification is performed by the typéood offered. It seeks consumer experience
beyond the product eaten. There are examples exhiational success, today and are somewhat
taken by consumers: ltalian cuisine, French, Cleind2eruvian, Thai, Mexican, Turkish,
Argentina, Galician ...

For Central Asian countries like Kyrgyzstan or Ugikan the opportunity of opening their
horizons to the world with this kind of ethnic r@stants is a very interesting possibility, since
the diet of Central Asia is unique and with chaggcthat is distinct from other Asian diets such
as Chinese, Indian or Thai. However it can be tasean example of positive practice for those
Asian countries like China, India and etc. whosennsehave been accepted both in Europe and
the United States.

The great advantage of this idea is that if Cenihn countries take advantage of this
opportunity, it would create an opportunity fordrpromotion to other tourist attractions of the
countries. Do not forget that ethnic restauranespdaces that generally are attend by certain type
of clients, who are precisely the segment thataeseninteresting: people with interest in learning
about other cultures, attracted by the differemnt asually a medium-high purchasing power.

By investing in the implementation of this kind reflstaurants, it would be a good way to
promote the brand image of the area, both with dbeor, and with the menus and even
information that can provide as a point of toumgbrmation (brochures, sales guides, etc.). And
the ultimate impact of this work is the most impmittthing that the region will be better known,
will be more identifiable, and associated with pigsi values such as good treatment, cultural
diversity, etc.

2. Agro tourism. Another method that relates largely to gastronotoierism is agro
tourism, widely practiced in Europe and AmericaisTorm of tourism is staying in rural homes
where the owners offer accommodation and also cemmgrhtary services, linking always to
staying and living with an agricultural and rurav@onment. They make customers harvest their



own activities, ranching activities, horse ridilmg,even crafts. The idea of this particular product
is to give customers the ability to empathize vtk customs and traditions of the place and
meet traditional architecture, landscape and th@@mment.

3. Wine Tourism. Another possibility is open practice of wine toumisa practice that also
helps to enhance the wine richness found in tha, gilas spreads a very important factor for the
start value of the history of the region: the wglesd belief that the grapetis vinifera
sylvestris primal originates in the vicinity of Turkmenistddzbekistan and Tajikistah.

This type of tourism is related to culinary tourisaultural (architecture, art) and health
and beauty (wine therapy). Tourists know every #neaugh tasting wines and visiting wineries
and vineyards.

In the case of Spain, more and more people opwioe-related holidays. Its success is
easily explained: it is a formula that no longenfimed to wine experts and has versions for each
pocket, with the goal that everyone can enjoy toheelaxing, culture and entertaining in nature.

4. Cook books and restaurant guides. Another way of making business with gastronomic
tourism is the promotion and sale of literaturecrtates a new product, and most of them serve
as an impulsion for international awareness ofucaltinterest area. Both restaurant guides and
cookbooks (preparation of typical dishes) are asrasting way to publicize the values shown in
the traditional cuisine.

5. Gastronomic Fairs and Conferences. The fairs and conferences are always an
interesting business model, and it is equally witiie culinary tourism. In its different variants,
gastronomy generates a value of the regions anblemnanternational interaction that also
generates foreign exchange. Within the culinaryisou we can speak about business tourism
(used by entrepreneurs, executives, business dlsoto close deals, find clients or provide
services), meetings and conferences, conventidisn(bdring together different professionals
from the same company in order to inform their eaypes a new product, process of strategic
planning for the new campaign , etc..) and incastifrelated to business travel. While the latter
is working, the incentive is for pleasure. Usedlmw management of large enterprises to improve
the performance of their employees. They are emgmal by a trip of individual or a group).

6. Gastronomic tours. Another method, that is much in vogue in Europeestidations,
and which can be illustrated with the case of Galigastronomic tours. In this type of product,
different quality culinary tourism in general isnsbined, creating a very compact product,
involving different agents. They search for whatrists enjoy as the best food on destination. In
this type of visits, tourists can enjoy walking ¥a@urist attractions to traditional markets, wine
bars, shops with typical products and of cours¢héaestaurants.

It is more profitable to develop the cultural t@umi in Central Asia, particularly in
Uzbekistan rather then other types of tourism, bee@overing the expenses of investment spent
on other types of tourism for short term is notsfbke. The profitability indicators of achieved
success from cultural tourism in the regions arechmhbigher then the indicators of special
interest tourism offered in the regions. This carsben in the table 1.

Table 1. Changing dynamics of profit and profitability in regions of Uzbekistan by offering cultural
tourism products, million sums (source: NC Uzbektourism)

. L 1996 2000 2007
Profit/ profitability Profit % Profit % Profit %
Republic 1775.9 28.9 6882.4 6.8 60274/4 453
Tashkent city and1206.9 35.4 3538.3 3.9 36458.6  1.59
region
Samargand 190.9 12.9 1351.1 12.4 11078.4 12.1
Bukhara 111.02 44.5 860.31 7.3 4752.5 10.6

! http://es.wikipedia.org/wiki/Historia del vino




| Khorazm | 75.42 | 83 | 3655 | 38 | 21353 54 |

It is obviously seen from the table that, in thpulgic profitability is from the cultural
tourism, which developed mainly on the rout of Tkasit, Samarqand, Bukhara and Khorazm,
which is much higher then the others. From the abable, we can see that cultural tourism
plays significant role in tourism of Uzbekistan;chase, well developed cultural tourism in
Tashkent city, Samarqgand, Bukhara and Khorazmidisiis having more then the half of profit
gained from tourism sphere (based on statistidd@f'Uzbektourism”). For example, the share
of Tashkent, Samargand, Bukhara and Khorazm froarativprofit in 1996 made 89,2 %, in
2000 it made 88,85%, and 2007 it made more then. 90%s can be explained by the below
table where we can see from which countries thedisuare coming, that is incoming tourism:
Europe: 53.52%; East Asia and Pacific: 26.22%; Nadelast: 11.47%; America: 4.59%; South
Asia: 3.82 %; Africa: 0.38%.

As can be seen from above, the most visiting cquimtrCentral Asia, particularly in
Uzbekistan is Europe.

Central Asia, particularly in example, Uzbekistaashgreat potential for developing
gastronomic tourism, with its diverse and uniquedfand beverage types, it can create an
identity among the world wide tourists, as seewase of Spain. We can count the foods from
different regions with different history and proses: plov, shashlik, manti, xonim, chuchbera,
kazon kabob, tandir kabob, somsa, sambusa, gindsetm As has been seen in European
experience its better to mix the food and beveegeerience with cultural tourism experience
creating a bigger scale tourism. This will influenoot only the economy in the sense of
increasing income, sales, and employment but alsitweill be marketing means in creating its
image, and identity. We have seen these exampldbleinworld, like national restaurant of
Uzbeks in Paris, called ‘Samargand’, or example¥aijek bread in USA. Even at the moment
indirectly the gastronomy is creating an identitytourists from Europe, Pacific, America, but
when emphasized, it can be prevented the negal@rgiiy and as well can be used as a new tool
in the development of tourism in Central Asia asdveell as an economic tool in different
spheres of economy.

As mentioned before most European countries aremating to combine food and
beverage with cultural tourism into one total teari experience. This combination can be
applied to Central Asia countries, thus most oftthaists visiting Central Asia come only for
culture, and business purposes, and not for cyibeeause the tourists don’t have an image of
Central Asia’s ‘what we eat'.

And as well, we have to mention that many gastrandaurists nowadays prefer not only
tasting the food and beverage but as well participain the process as well. It has been
mentioned in the steps of implementation of gastnaie tourism in Europe. This can be implied
while developing the cultural cuisine of CentraligAdf we particularly take Uzbekistan, every
year, on ‘Navruz’ holiday, on 21of March, people staying all the night around bimildron
prepare the ‘sumalak’, which is the eventual foddwould be interesting for tourists to
participate in these preparing, and as well in tHi&e ‘kazan kebab’, the way of cooking
national bread and etc. It would be one way ofaating tourists to the destination, by giving
opportunity for the tourists to take part in thegess of gastronomy.

To summarize the idea of implementation of Europeguerience of gastronomy tourism
in Central Asia, we have to mention that CentrabAscountries have big opportunity in using
cuisine as a powerful tool for economic purposed iantourism, thus it is being accepted in
good manner, the Central Asian cuisine by most wbpgean countries and USA, the biggest
tourist incomers in Central Asia.
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3HAYEHUME UCTOPUKO-KYJIBTYPHbIX IAMATHHUKOB B PASBBUTUH
TYPU3MA B KbIPI'BI3CTAHE

Typusm ce200Hs cmMano8UmMcs 0OOHUM U3 U008 PEKPEAYUOHHOU OesiImenlbHOCMU, KOmopas
6ce akmueHee UCNONb3Yem PEeKPeayuoHHble PeCypcyl, 8 YACMHOCMU, KYIbMYPHO-UCHOPUYECKUe
00veKmbl 6 NO3HABAMENLHBIX YEILX.

W CcTOpUKO-KYABTYPHBIM HACHEIUEM SBIAIOTCA MAaMATHUKM MCTOPUM M KYJIbTYPHI,
CBSI3aHHBIE C HWCTOPUYECKMMH COOBITMSMHM B JKM3HM Hapojaa, pa3BUTHEM oOliecTBa u
rocyJapcTBa, a TaK K€ IPOM3BEIEHUS MAaTEpUAIBHOTO M JYXOBHOIO TBOPYECTBA,
IPEJICTaBISIIOIINE NCTOPUYECKYIO, HAYUHYIO, XYA0KECTBEHHYIO WM MHYIO LIeHHOCTh. [loaTomy
NaMSATHUKA HUCTOPHHM, KYJIbTYpPbl U HMPUPOIBI ABISIOTCS HALMOHAIBHBIM JOCTOSHUEM CTPAHBI.
[Ipu opraHuzanuM TYPUCTCKHX pE3epBaTOB HYXHO COUYETaTh TPAAUIMOHHBIE (DOPMBI
NEeSITeIbHOCTH, UCTOPUUYECKH CHOPMHUPOBABIIMECS TEPPUTOPUM C HMHHOBALMOHHBIMHU BHJIaMH
pexpeanyu. HoBble BUIBI €ATEIBHOCTU JODKHBI JIONOJHATH, @ HE MOAABIATH CIOXKUBLIMECS
XO3SIMCTBEHHBIE, COLMAIBLHO-KYJIBTYPHBIE U HpUpOJHbIE Mpouecchl. OObeKTaMH KyJIbTYPHO-
UCTOPUYECKOT0 HACTEIUS MOTYT OBITh!

B [aMATHUKU HMCTOPUU. 3[aHMsI, COOPYKEHHUS, MEMOPHAJbHBIE MECTa, CBSI3aHHBIE C
BOXHEHIIMMHU UCTOPUUECKUMHU COOBITHSIMU B )KU3HU HApOJa,

B [aMATHUKY apXeoJOTMH: MEIepbl, CTOSHKU, TOPOJUILA, OCTaTKU JAPEBHUX MOCEICHUH,
JPEBHUE MTPOU3BOJICTBA U PYIHHUKH, JOPOTH M MOCTHI, HACKAJIbHBIE N300paKEHUs U HACKaJIbHAS
snurpaduka;

B [aMATHUKA TPaJOCTPOUTENBCTBA M apXEOJIOTMH. AapXUTEKTypHBIE aHCcaMOIu |
KOMIUIEKChl, HMCTOPUYECKHE IIEHTPbI, KBapTajbl, IUIOIAAM, YJIMIbI, OCTaTKU JpEBHEH
IJIAHUPOBKU M 3aCTPOMKH TOPOJOB, COOPYKEHUS TPa)KTAHCKOH, MPOMBILUICHHOW, BOCHHOM,
KyJbTOBOH apXUTEKTYpbhl, a TaKXe CBS3aHHbIE C HHUMHU IPOU3BEJCHHUS MOHYMEHTAJIbHOIO
HCKYCCTBa.

OcCo0eHHOCTH KYJIBTYPHO-MCTOPUYECKUX OOBEKTOB Pa3IMYHBIX PETMOHOB MHpa BCE Yalle
no0yX/alT oAl NPOBOAUTh OTHYCK B myremiecTBUU. OOBEKTHI, MOCEIAaeMble TYpUCTaMH,
CIOCOOCTBYET MX JyXOBHOMY OOOTalleHHUIO, pacIIupeHuio Kpyrosopa. KymbTypa siBisercs
OJITHUM U3 OCHOBHBIX 3JIEMEHTOB TYPUCTCKOIO MHTepeca. [lo3HaBaTenbHBIN TypU3M OXBaThIBAET
BCE AaCHEKThl IMYTELIECTBUS, IOCPEACTBOM KOTOPOI'O 4YEJIOBEK Y3HAET O MKU3HHU, KYJIBTYpE,
o0bIyasix apyroro Hapoja. CoxpaHeHHE U pa3BUTHE KYJIbTYPHO-UCTOPUUECKUX OOBEKTOB BHYTPHU
peruoHa sIBJISETCS CPEACTBOM paCIIMPEHHUS] PECYPCOB AJIs MPUBJIEUYEHUS TYPUCTCKMX MOTOKOB.
Bo MHoOrux crpaHax TypHu3M MOKET OBITh BKJIIOUEH B TAaK Ha3bIBAEMYIO MOJUTHKY KYJIbTYPHBIX
OTHOIIEHU. MHOTHE pEernoHbl OOraThl TAKUMHU YHUKAIBHBIMU UCTOPUYECKHUMHU TEPPUTOPHSIMH,
KaKk JIpeBHHME ropoja, ycaaeOHble M ABOPLIOBONAPKOBBIE aHCAMOJIM, KOMIUIEKCHl KYJIbTOBOM
apXUTEKTYpbl, UCTOPUUECKHE NOCTPONKH, UCTOPUKO — KYyJIbTYpHBIE MaMATHUKU U Ap. OHU He
JIOJKHBI OCTAaBaThCsl 3aCTHIBIIUME 00pa3oBaHusMU. [Ipyu opraHu3anuy yHUKaIbHbBIX TEPPUTOPHIA
CJIeZlyeT COYeTaTh TPaIUIHMOHHBIE (DOPMBI JEATEIBHOCTH, UCTOPUYECKH COPMHUPOBABIINE 3TU
TEPPUTOPUHU, C MHHOBALMOHHBIMM BHJAMHM, K YHMCIY KOTOPBIX OTHOCHTCA M TypusM. Ilpuuem
HOBBIE BHJbl JEATEIBHOCTH JIOJDKHBI  JONOJHATh, @ HE TMOAABIATH  CIIOKHUBILHECS
XO3SIMCTBEHHBIE, COLMOKYIBTYPHBIE M HpPUPOAHbIE mporecchl. Ilpu pa3BuTUM TypHCTCKOM
UHAYCTPUM BaXHO HE pa3pylIUTh HUCTOPHYECKU oOnuK Ttepputopuu. Kaxkaplii BHOBb



CO3/1aBacMbIii OOBEKT JTOJKEH COOTBETCTBOBATH HAIIMOHAIBHBIM OCOOEHHOCTSM U TPAJAHUIIHSIM U
OJITHOBPEMEHHO UMETh CBOW HETIOBTOPUMBIA OOJIHK.

B Keipreicrane, crpaHe BBICOKOTOPHBIX 03€p U PEK, U3JAPEBIC ObBUIM KPEMKH CBSI3U
yenoBeka U npupozsl. CBoe BOCIPUATHE MHUpPA, MUPOBO33PEHHE M SNHU30[bl KU3HU JPEBHHUE
JIOM 3aredaTield BO MHOXKECTBE HACKAIBHBIX METPOrNH(OB, PACMONIOKEHHBIX IO BCEH
tepputopuu Keipreizcrana. M3 nokoneHus B MOKOJICHHE TMEpeaBaiach MYIAPOCTh COONIOACHUS
OepeKHOT0 OTHOIICHUS K MPHUPOJIC, MAMSITH MPEIKOB, TYXOBHBIM TPAAUIUSAM U KyJIbTYPHOMY
Hacnenuio. Bwmecte ¢ TeM KbIprei3ctan npencraBisieT HEMallblii MHTEpPEC sl TOW KaTEropuu
TYpUCTOB, KTO OTIPABIISECTCS B MYTEIIECTBUE, MIPEK/E BCETO, 32 HOBBIMU 3HAHUSAMU 00 UCTOPHH
U KyJbType€ HapoJOB, 3a BIICYATJIICHUSMU OT BCTpE€Y C HOBBIMU JIOAbMH. KBIpreizcran
pacmonaraer AJisi pa3BUTUS TypU3Ma BCEMH YCJIOBHUSMH BO BCEM UX pa3HOOOpa3uu, BKIIOYAs
OPUPOJIHbIE U HCTOPUKO-KYJIBTYpHBIE JOCTONpPUMEUATEeNIbHOCTH MHpoBoro Mmacmraba. Ha ee
TEPPUTOPUU HAXOAUTCS OOJee MATHU THICSY MCTOPUYECKUX U KYJIBTYPHBIX MaMSATHUKOB JaBHO
MUHYBIIUX BpeMEH M HapoJoB. TyT H memiepHble CTOSHKU IEPBOOBITHOIO YEJIOBEKa, U
VHUKAJIbHbIE PYHHUYECKUE HAJIUCU Ha BajyHAaX, U YJUBUTEIbHbIC HACKAIbHBIE PUCYHKH, U
KAMEHHbIE HW3BasgHMS, M OCTAaTKM AHTUYHBIX IIOCEJIEHUM, M CPEIHEBEKOBBIE KPEMOCTH,
NOpaKalolIMe CBOCH HEMPUCTYMHOCTHIO M PAlMOHAJIBHOCTBIO. ['eorpaduyeckoe MoJoKEHHE
KeIpreizcrana o0ycinoBmiio To, 4YTO pecnyOinka ¢ I1aBHUX BPEMEH HaXOJWJIach B 30HE pPa3BUTON
CpeIHea3naTCKOW IMBUIIM3ALIMY, SABIISLIACH MIEPEBATIOM OKMBJICHHBIX MEXIYHAPOJAHBIX TOPTrOBO-
KapaBaHHBIX COOONICHWH Mexay 3amaaoM W Boctokom. Yepe3 TeppUTOpPHIO peCIyOIuKd
npoJieras korjaa-to Benukuii lllenkosbiit [1yTh, U ceroHs MOXHO yBUIETb PYMHBI IIOCEJICHUN U
KapaBaH-CApaeB, KOTOPbIE pACHOJAraJIiCh BJIOJAb HEr0 W NPUHUMAIM ITYTHUKOB-KYIIIIOB.
Ceroans pa3BuTHe Mo3HaBarelbHOro TypusMa Ha Benukom IllenkoBom IlyTtu, rae Haxoasrcs
HMCTOPUKO-KYJIBTYPHBIA apxeosjorndeckuii Mmysei “CynaiiMan-Too”, Y3reHCKui MCTOPUYECKUMA
KOMILJIEKC, HacKalbHble pucyHkH ypouuiia Caiimansl Tam, KymOGe3 Manaca, 3TO HE TOJBKO
JaHb CBOEil Ooratoil HMCTOPUHU, HO M CPEJCTBO AKTHUBU3ALMUU SKOHOMHYECKUX, KYJIbTYPHBIX
CBS3€M MEXAy CTpaHaMU, HaXOJIAIIMMHUCS HAa 3TOM MyTU. Takke K HUM, B YACTHOCTH, OTHOCUTCS
cTapuHHBIM Topoj bamacaryH. 3aech Ha MecTe OPEBHUX pa3BaJIMH PaCIOaraeTcsi HCTOPUKO-
KyJlIbTypHas 30Ha «bypaHa», KOTOPYIO BCerja OXOTHO IIOCEINAIOT TypUCTHL. B ropone VYisren
Omnickoif 00MacTH MyTEIIECTBEHHUKU TMOIy4aT BO3MOXKHOCTH IIO3HAKOMHMTBCS C HCTOPHKO-
aApXUTEKTYPHBIM KOMILTEKCOM, B Jl>kanan-Anabaackoii oonactu — c mas3osieeM llax-Da3uib, B
Hapwiackoit — kapaBaH-capaem Tam-Pabat, B Tamacckoii—ma3oneem ['ym6e3 Manaca.
Cepbe3HbIM TOIYKOM B Pa3BUTUM MO3HaBaTeabHOro Typusma Ha Bemukom IllenkoBom Ilytn
CTaHET BOCCTAHOBJICHHWE W PEKOHCTPYKIIMS aBTOMOOMIBHBIX nopor “Om-bumkex” u “bumnikek-
Topyrapt”. B mnocieanue pAecsATWIETHs HACTYNUIW TPYIAHbIE BpeMeHa I KYJIbTYpbl
pecny6nuku B uenoM. Hamre rocymapctBo, oOpeTss HE3aBUCHMOCTb, HE HMMEJIO JOCTATOYHOM
BO3MOKHOCTH OKa3bIBaTh JIOJDKHYIO TOJAJIEPKKY B J€JIe COXpPaHEHUS KYJIbTYPHBIX M MPUPOIHBIX
NaMATHUKOB, B Pa3BUTUM M BOCIHUTAHMM KYyJbTypHOro Hacieauss. CTpEeMHUTEIBHO HCYE3aeT
COXPAHUBIIHUNUCS XPYNKHUI IJIACT KOUEBHUYECKON KYJIbTYpPbl, HEKOTOPBIE €€ BUJIbI HAXOASITCS HA
rpaHd Hcue3HoBeHus. [lepemeHa 3moX, MONMTUYECKUX CHUCTEM, HacTymarouias riiodanuzanus
HapYILIUIU CUCTEMY MEepeay JyXOBHBIX [IEHHOCTEH.

[IpobGnema oxpaHbl KyIbTypHO-HCTOPUUYECKON M MPUPOTHON Cpebl YesIOBEKa - OJHA W3
BAKHBIX 3aJla4y. YTpauuBaeTCs HJAES COXPAHEHHUS M Pa3BUTHS HALMOHAIBHOTO KYJIbTYPHOTO
noctosiHus. Monozaexb, 0COOEHHO TopojcKas, IMJIOXO MOHMMAET, YTO CaMOMJEHTU(UKALUS
HAIUM UJIET Yepe3 TaKue KyJIbTYPHBIE MPOSBICHMSI, KaK TPATUINH, 00bIYan, CTAPUHHBIE OOPSIbI,
UTPBI, IPA3AHECTBA, 3HAHNUS HAPOJAHBIX JIEKAPEN U YMEHHUS MACTEPOB.

Opranu3anus NOYyTEMIECTBUH 1O HMCTOPHYECKUM MecTaM, OOyCTPOWCTBO  JOPOTH
ABTOMOOWJIBHBIMU KEMIIUHTAMH, MaJbIMH TOCTMHHUIIAMUA U MOTEISIMH, OOBEKTaMU CEPBHCHOTO
0o0CTyXKMBaHUS aBTOMOOWJIEH - BCE 3TO BOIMPOCH Pa3BUTH TypusMma. Typu3M HE TOJBKO
INPUHOCUT JOXOJAbl PETHOHY, HO JAET MECTHOMY HACEJIEHUI0 OCHOBAHUE TOPIWUTHCS CBOUM
YHUKAJIbHBIM HaCJEAMEM M TPEIOCTaBISET BO3MOXKHOCTH ACIUTHCS UM C Typuctamu. Ecnu



0011ecTBO OYAET 3TO YUUTHIBATH, TO CMOXKET CO3aTh CUCTEMY PALMOHAIBHOTO MCIIOJIB30BAHHS
YHHUKAJIbHBIX PECYpPCOB JIJISl TypHU3Ma.

Peanu3zanus TypucTckoro Ou3Heca B YCIOBUSX PBIHKA MOXET OBITh OCYIIECTBIEHA MPHU
HAJIMYUU YEThIPEX COCTABJISIOUINX: KaluTaia, TEXHOJIOTHH, KaIpOB, TYPUCTCKUX PECYPCOB. DTO
03HAYAEeT, UTO ISl Pa3BUTHS TypuU3Ma HEOOXOAUMBI HE TOJILKO KalHUTal, TEXHOJOTHH U KaJIPHl,
HO U, MPEXJEe BCEro, MECTO, IIe UMEIOTCS TYPHCTCKO-PEKpEallMOHHbIE PECypChl. Y CIIEHIHOE
pa3BUTHE TypU3Ma, CIIeOBATEIbHO, MACCOBOE MIPUBJICUCHUE OTCHIIMAIBHBIX TYPUCTOB 3aBUCUT
OT JCWCTBMI, HANpaBICHHBIX HA COXpPAaHEHHE KYJIbTYPHBIX, HUCTOPHUYECKHX M MPHUPOIHBIX

pecypcoB.
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