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Abstract: This article investigates the methodological and practical foundations for improving the efficiency
of tourist services in the tourism and hospitality industry through a customer-oriented integrative model. In modern
tourism, service efficiency cannot be evaluated only by financial indicators, tourist arrivals, hotel occupancy or the
number of rendered services. The contemporary tourist market requires a broader and more flexible approach that
combines service quality, customer satisfaction, digital accessibility, employee competence, emotional experience,
destination infrastructure, sustainability and post-service feedback. The purpose of the article is to develop a
conceptual methodological model that helps tourism and hospitality enterprises assess and improve service efficiency
by integrating economic, social, technological and customer-experience-based indicators. The research is based
on comparative analysis, systematic approach, synthesis of theoretical views, and model-building methods. The
proposed model consists of six interrelated components: customer needs identification, service quality management,
digital service transformation, staff competence development, integrated performance evaluation, and feedback-
based continuous improvement. The results show that the efficiency of tourist services increases when tourism
enterprises move from a product-oriented approach to a customer-oriented and experience-based management
system. The article concludes that the proposed integrative model may be used by hotels, travel agencies, tour
operators, restaurants, transport providers and destination management organizations to improve competitiveness,
service reliability and customer loyalty.

Keywords: tourism industry, hospitality, tourist services, service efficiency, customer orientation, integrative
model, service quality, digital transformation, customer satisfaction.

AHHOTauusA: B paHHOM cTaTbe MCCnegyrTcs METOAONOMMYECKME WU MPAaKTUYECKME OCHOBbI MOBLILLEHMUS
3P PEKTUBHOCTU TYPUCTUHECKUX YCITYT B UHAYCTPUM TYPU3Ma 1 FOCTENPUUMCTBA HA OCHOBE KITMEHTOOPUEHTMPOBAHHOW
WHTErpaTMBHOM Mogenu. B coBpeMeHHbIX ycnoBusax 3h(EeKTUBHOCTb OOCMYXMBaHUA HE MOXET OLEeHMBaTbCA
TOMNbKO MO (PUHAHCOBBLIM NMOKa3aTensM, KONM4YecTBy TYPUCTOB, YPOBHIO 3arpy3Kn rOCTUHUL, UM OBBbEMY OKa3aHHbIX
ycnyr. COBpEMEHHbIV TYPUCTUYECKUIA PbIHOK TpebyeT Gornee wmMpokoro u rmbkoro nogxoda, obbeguHSLWEero
Ka4yecTBO OOCMyXUBaHUS, YOOBNETBOPEHHOCTb KMMEHTOB, LMAPOBYIO OOCTYNMHOCTb, KOMNETEHTHOCTb MepcoHana,
SMOLIMOHANbHBIN OMbIT, MHPPACTPYKTYPY AECTUHALMN, YCTONYMBOE pas3BUTME U OOPaTHYO CBA3b NMOCNE MOyYeHnUst
ycnyrn. Llenb ctatbu 3aknodaercs B pa3paboTke KOHLEenTyarbHOM METOAONOrMYeckon MoAenu, no3BonsoLlen
npeanpuaTMaAM Typu3ama U TOCTENPUMMCTBA OLEHMBaTb WM MOBbIWATb 3(PPEKTUBHOCTL YCyr MocpeacTBOM
WHTErpauum SKOHOMWYECKMX, COLMarnbHbIX, TEXHOMOMMYECKMX Mokasatenenm M MHOMKATOPOB KIIMEHTCKOro ombiTa.
WccnegoBaHve OCHOBaHO Ha CPpaBHUTENBHOM aHanvse, CUCTEMHOM MOAXoAde, CUHTe3e TeOPEeTUHECKMX B3rnsgoB U
MeTodax MmogenupoBaHus. MNpeanaraemas Mofernb BKIHOYAET LIECTb B3aMMOCBSA3aHHbIX KOMMOHEHTOB: BbISIBIIEHME
NOTPEOHOCTEN KMMEHTOB, YMNpaBMeHWe KayecTBOM YCAyr, LMEPOBYD TpaHCHOPMaLM0 CEPBMCOB, PasBUTME
KOMMETEHLMI nepcoHana, UHTErpupoBaHHY OLEHKY 3(MEKTUBHOCTU U HEMPEPBLIBHOE COBEPLUEHCTBOBAHUE Ha
OCHoBe obpaTHOW cBSA3W. PesynbraTthl MCCrnegoBaHUS MOKasbiBakoT, YTO 3MEKTUBHOCTb TYPUCTUYECKMX YCAyr
BO3pacTaeT npv nepexoge NpeanpuaTuin oT NpogyKTOBO-OPUEHTUPOBAHHOIO NOAX0Aa K KNMEHTOOPUEHTUPOBaHHON
CcuUCTeMe ynpaBrieHusi, OCHOBaHHOW Ha NOTpebuTensckom onbiTe. B 3akniodeHne otmevaeTcs, YTo npeanoxeHHas
WHTErpaTMBHas MOAESflb MOXET UCMONb30BaTbCs FOCTUHMULIAMM, TYPUCTUYECKMMU areHTCTBamu, Typornepatopamu,
pecTtopaHamu, TPaHCMOPTHLIMW KOMMNAHUAMW 1 OpraHM3auMsMn No YNpaBneHUIO TYPUCTUHECKUMWN OECTUHALUSAMMU
ANsi NOBbILUEHUSA KOHKYPEHTOCNOCOOHOCTM, HAAEXKHOCTM YCIYT U NOSANBHOCTA KITMEHTOB.

KnioueBble cnoBa: MHOYCTpUS Typu3ma, rocTenpuumcTBO, TypUCTUYECKMe ycnyri, adEeKTUBHOCTb YCHyT,
KIIMEHTOOPNEHTUPOBAHHOCTb, WHTErpaTvBHAs MoAenb, KayecTBO ob6cnyxuBaHus, umMdpoBas TpaHcdopmauums,
YAOBMETBOPEHHOCTb KITMEHTOB.
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INTRODUCTION

The tourism and hospitality industry is one of the most dynamic sectors of the modern service economy.
It combines accommodation, transportation, catering, entertainment, tour operation, guiding, cultural heritage
interpretation, digital booking platforms, destination management and many other interconnected services. In
this complex system, the efficiency of tourist services has become a strategic issue for both enterprises and
destinations. A hotel, travel agency or tour operator may offer a wide range of services, but if these services do
not create value for the customer, do not meet expectations, or are not delivered in a coordinated and reliable
way, their economic result remains unstable.

Traditional approaches to service efficiency in tourism have usually focused on measurable economic
indicators such as revenue, profit, tourist arrivals, hotel occupancy, average spending, labor productivity and
service volume. These indicators remain important, but they do not fully explain why some tourism enterprises
achieve long-term competitiveness while others lose customers despite having similar resources. In the
modern tourism market, efficiency is strongly connected with customer satisfaction, emotional impression,
service personalization, digital convenience, employee behavior, trust, safety, time-saving and post-service
communication.

The relevance of this research is determined by the need to improve the methodological basis for evaluating
and increasing tourist service efficiency. Tourism services are intangible, perishable, inseparable from the
provider and often heterogeneous. Therefore, their efficiency cannot be measured only after the service is
completed. It must be managed before, during and after the customer experience. This requires an integrative
model that unites managerial, economic, technological and customer-oriented dimensions.

The purpose of this article is to develop a customer-oriented integrative methodological model forimproving
the efficiency of tourist services in the tourism and hospitality industry. To achieve this purpose, the article
examines theoretical approaches to service efficiency, identifies the main factors influencing tourist service
performance, proposes an integrative model and describes practical mechanisms for its application.

The scientific novelty of the article lies in the development of a model that evaluates tourist service efficiency
not as a separate economic result, but as an integrated outcome of customer needs, service quality, digital
transformation, staff competence, infrastructure coordination and continuous feedback.

REVIEW OF LITERATURE ON THE SUBJECT

The issue of service efficiency in tourism has been widely studied in the fields of tourism management,
hospitality marketing, service quality theory and destination competitiveness. Scholars have emphasized that
tourism services differ from material products because the customer directly participates in service production
and evaluates the result through personal perception. This means that service efficiency is not only produced
by the enterprise, but co-created together with the tourist.

Parasuraman, Zeithaml and Berry developed the SERVQUAL model, which explains service quality through
reliability, responsiveness, assurance, empathy and tangibles. This approach is important for tourism because
customers usually evaluate service not only by the final result, but also by the process of interaction with
employees. In hotels, restaurants and travel agencies, politeness, speed, accuracy and trust can significantly
influence the perceived value of the service.

Kotler and Keller emphasized that customer satisfaction depends on the comparison between expectations
and perceived performance. In tourism, expectations are formed before the trip through advertising, social
media, reviews, recommendations and previous experience. If the actual service is lower than expected,
dissatisfaction appears even when the service is objectively acceptable. Therefore, tourism enterprises must
manage both the real service process and the expectations created in the customer’s mind.

Pine and Gilmore’s experience economy theory is also relevant to tourism and hospitality. According to this
view, customers increasingly seek memorable experiences rather than simple services. A tourist does not only
buy a hotel room, a tour package or a meal; he or she buys comfort, emotion, authenticity, cultural discovery,
safety and personal meaning. This changes the understanding of efficiency. A service becomes efficient when
it creates economic value for the provider and memorable value for the customer.

Buhalis and Law highlighted the role of information technologies in transforming tourism. Digitalization
has changed how tourists search for information, compare prices, book services, share feedback and evaluate
destinations. Online platforms, mobile applications, artificial intelligence, digital payment systems, electronic
maps, online reviews and customer relationship management systems have become essential instruments of
service efficiency.

However, the literature shows that many approaches analyze service efficiency separately: some focus
on quality, others on financial performance, digitalization, staff training or destination competitiveness. The
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methodological gap is the absence of a unified model that connects these dimensions into one practical
mechanism. This article attempts to address this gap by proposing a customer-oriented integrative
methodological model.

RESEARCH METHODOLOGY

The research is based on a qualitative methodological approach. The main methods used in the article
are systematic analysis, comparative analysis, abstraction, synthesis, induction, deduction and conceptual
modeling. The systematic approach allows tourism services to be considered as a complex system consisting
of interrelated elements: customers, employees, technologies, infrastructure, management, communication
and feedback.

Comparative analysis is used to compare traditional and modern approaches to tourist service efficiency.
Traditional approaches mainly evaluate quantitative results, while modern approaches include qualitative and
customer-based indicators. Synthesis is applied to combine different theoretical views into a unified model.
Conceptual modeling is used to design the proposed customer-oriented integrative methodological model.

The research object is tourist services in the tourism and hospitality industry. The research subject is the
methodological foundations and mechanisms for improving the efficiency of these services. The article does
not rely on one enterprise or region only; instead, it proposes a general model that can be adapted to hotels,
travel agencies, restaurants, tour operators and destination management institutions.

ANALYSIS AND RESULTS

Tourist service efficiency should be understood as the ability of a tourism or hospitality enterprise to create
maximum value for customers and stakeholders by using available resources rationally, ensuring high service
quality and achieving sustainable economic results. This definition includes three important dimensions.

The first dimension is economic efficiency. It includes revenue growth, profit, cost optimization, labor
productivity, occupancy rate, repeat sales and market share. Without economic efficiency, enterprises cannot
survive in a competitive environment.

The second dimension is customer efficiency. It reflects the level of customer satisfaction, loyalty, trust,
positive emotions, perceived value and willingness to recommend the service to others. In tourism, customer
efficiency is extremely important because one satisfied tourist can influence many potential customers through
online reviews and personal recommendations.

The third dimension is organizational and technological efficiency. It includes the speed of service delivery,
digital convenience, coordination between departments, employee competence, reduction of errors, flexibility
and innovation. These indicators show how well the enterprise manages its internal processes.

Thus, tourist service efficiency is not a single indicator. It is a multidimensional result formed by the
interaction of economic, social, technological and emotional factors.

Many tourism enterprises still evaluate service efficiency mainly through short-term financial indicators.
This approach has several limitations. First, financial indicators usually show the result after the service has
already been provided. They do not explain the reasons for customer satisfaction or dissatisfaction. Second,
they may ignore the emotional and experiential aspects of tourism. Third, they do not show the quality of internal
service processes. Fourth, they may lead managers to reduce costs in a way that damages service quality.

Another problem is the fragmented structure of the tourism product. A tourist’s final impression is formed
by many service providers: hotel, restaurant, transport company, guide, museum, airport, booking platform and
local community. If one element fails, the entire experience may be negatively affected. Therefore, efficiency
should be evaluated not only at the enterprise level, but also at the level of the whole service chain.

There is also a problem of insufficient feedback management. Many enterprises collect customer reviews,
but do not analyze them systematically or use them for managerial decisions. Feedback should not be treated
only as a marketing tool; it must become a source of continuous improvement.

The proposed model consists of six interconnected components.

The first component is customer needs identification. Tourism enterprises should study customer segments,
travel motivation, expectations, cultural preferences, spending capacity, digital behavior and previous
experience. This stage helps the enterprise understand what kind of value the customer expects.

The second component is service quality management. It includes standardization of service processes,
clear service protocols, quality control, complaint management and service recovery. Quality must be measured
not only by internal standards, but also by customer perception.

The third component is digital service transformation. Digital tools should simplify booking, payment,
communication, navigation, check-in, feedback and personalized offers. Digitalization increases efficiency by
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reducing time, lowering transaction costs and improving customer convenience.

The fourth component is staff competence development. In hospitality and tourism, employees are the
main carriers of service quality. Their communication skills, foreign language ability, professional knowledge,
emotional intelligence and problem-solving capacity directly influence the tourist experience.

The fifth component is integrated performance evaluation. Enterprises should use a balanced system
of indicators, including financial results, customer satisfaction, service quality, employee productivity, digital
engagement and sustainability indicators.

The sixth component is feedback-based continuous improvement. Customer reviews, complaints,
suggestions, online ratings and repeat purchase behavior should be regularly analyzed. Based on this analysis,
enterprises should improve service processes, staff training, digital tools and customer communication.

These six components form a circular system. The model begins with understanding customer needs and
ends with feedback analysis, which again helps update customer knowledge. Therefore, the model is not static;
it is a continuous improvement mechanism.

For practical application, the model requires a system of indicators. Economic indicators may include
revenue per customer, average daily rate, occupancy rate, cost per service unit, profit margin and repeat
purchase rate. Customer-oriented indicators may include satisfaction index, complaint rate, online review
score, Net Promoter Score and customer loyalty level.

Service quality indicators may include waiting time, accuracy of service delivery, number of service errors,
responsiveness of staff and compliance with service standards. Digital indicators may include online booking
share, website or application usability, response time in digital communication, digital payment convenience
and customer engagement through online platforms.

Employee-related indicators may include training hours per employee, staff turnover, language competence,
service culture assessment and employee satisfaction. Sustainability indicators may include resource-saving
practices, waste reduction, local community involvement and responsible tourism activities.

The advantage of this indicator system is that it does not separate customer satisfaction from economic
performance. It shows that long-term financial success in tourism depends on the quality of customer experience
and organizational capability.

Hotels can apply the model by analyzing customer expectations before arrival, improving online booking
systems, training reception staff, reducing check-in time and collecting feedback after departure. A hotel that
uses this model will not only measure room occupancy, but also evaluate how comfortable, safe and emotionally
positive the stay was for the guest.

Travel agencies can use the model to design tour packages based on customer motivation and travel style.
For example, cultural tourists, eco-tourists, business tourists and family tourists have different expectations. A
customer-oriented approach helps agencies create more personalized and efficient products.

Restaurants and catering enterprises in tourist destinations can apply the model by improving menu
accessibility, hygiene standards, service speed, local cuisine presentation and digital payment systems. Food
service is an important part of tourist experience, and its quality can strongly affect the image of the destination.

Destination management organizations can use the model at the regional level. They should coordinate
hotels, transport providers, guides, museums, restaurants and local authorities. Destination-level efficiency
depends on the harmony of all these elements. A tourist may stay in a good hotel, but if transport is poor or
information is unclear, the general impression becomes weaker.

The implementation of the customer-oriented integrative model can produce several positive results. First,
it increases customer satisfaction because services are designed according to real needs and expectations.
Second, it improves competitiveness because enterprises become more adaptive and innovative. Third, it
strengthens customer loyalty and increases the probability of repeat visits. Fourth, it improves internal
management by connecting different departments and indicators. Fifth, it supports sustainable development
because efficiency is evaluated not only by profit, but also by long-term social and environmental value.

The model also helps reduce managerial uncertainty. When managers rely only on financial results, they
may not understand why performance changes. But when they analyze customer feedback, service quality,
staff competence and digital activity together, they can identify the exact source of problems and make better
decisions.

The following statistical section may be inserted into the article as a new subsection under Results and
Discussion. Suggested subsection title: “Statistical justification of the need to improve tourist service efficiency”.

The dynamics of international tourist arrivals show that the tourism sector has entered a new recovery
and expansion stage. Global international arrivals fell sharply from 1.468 billion in 2019 to 408 million in 2020.
However, the recovery accelerated after 2021 and reached 1.470 billion in 2024. In 2025 the figure increased
to approximately 1.520 billion. This trend proves that the post-pandemic period is no longer only a recovery
phase; it is a stage of renewed competition between destinations and hospitality enterprises. In such conditions,
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service efficiency becomes a decisive factor because growing tourist flows increase pressure on hotels, travel
agencies, guides, restaurants, transport providers and digital booking systems (Figure 1).

Figure 1. Global international tourist arrivals, 2019-2025
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Figure 1. Global international tourist arrivals, 2019-2025'

The figure indicates that demand for international tourism has not only recovered but exceeded the pre-
pandemic level. For the proposed customer-oriented model, this means that enterprises must improve service
speed, information availability, digital communication, staff readiness and feedback management. Otherwise,
quantitative growth in tourist flows may lead to lower service quality and weaker customer satisfaction.

The global economic contribution of Travel and Tourism also confirms the importance of methodological
improvement in service efficiency. According to WTTC data, the sector contributed US$10.1 trillion to global
GDP in 2023 and US$10.9 trillion in 2024. In 2025 the indicator reached US$11.6 trillion. This means that
tourism and hospitality should be considered not only as a cultural or recreational field, but also as a major
economic system that requires scientifically grounded management methods (Figure 2).

Figure 2. Travel & Tourism total contribution to global GDP
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Figure 2. Travel & Tourism total contribution to global GDP?

The increase in the sector’s GDP contribution supports the idea that tourist service efficiency must be
evaluated through an integrated system of indicators. Profit and revenue are important, but they depend on
customer satisfaction, repeat visits, online reputation, staff competence and the reliability of the full service
chain. Therefore, the proposed model is relevant for tourism enterprises that aim to transform quantitative

1 Source: compiled by the author based on UN Tourism World Tourism
Barometer data, 2025-2026.
2 Source: compiled by the author based on WTTC Economic Impact Research and Travel & Tourism Economic Impact 2025: Global Trends.
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growth into long-term competitiveness.

The tourism statistics of Uzbekistan demonstrate a strong upward trend in inbound tourism. In 2020 foreign
citizens made 1,504.1 thousand tourist trips to Uzbekistan. By 2024 this figure reached 7,957.2 thousand trips.
Compared with 2023, the number of inbound tourist trips increased by 20.1%. At the same time, outbound trips
of citizens of Uzbekistan reached 6,183.8 thousand in 2024, increasing by 29.2% compared with the previous
year. These indicators show both the growing attractiveness of Uzbekistan as a destination and the increasing
demand of residents for tourism services (Figure 3).

Figure 3. Inbound and outbound tourist trips in Uzbekistan
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Figure 3. Inbound and outbound tourist trips in Uzbekistan?

The rapid increase in inbound tourism creates a practical need to improve service methodology in hospitality
and destination management. A growing number of visitors requires more efficient accommodation, transport,
excursion, catering, information and digital services. The proposed customer-oriented integrative model is
therefore suitable for Uzbekistan because it links service quality with demand growth and customer experience.

The structure of inbound tourist trips in 2024 shows that 76.7% of trips were made for visiting relatives,
while leisure and recreation accounted for 14.9%, business trips for 4.3%, commerce for 2.5%, treatment for
1.3%, and studies for 0.3%. This structure is important for the article because it shows that Uzbekistan has
a significant opportunity to increase the share of leisure, cultural, recreational, health and business tourism
through better service design and destination management (Figure 4).

Figure 4. Structure of inbound tourist trips to Uzbekistan by purpose, 2024
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Figure 4. Structure of inbound tourist trips to Uzbekistan by purpose, 2024+
3 Source: compiled by the author based on the National Statistics Committee of the Republic of Uzbekistan, Development of tourism and recreation

in 2024.
4 Source: compiled by the author based on the National Statistics Committee of the Republic of Uzbekistan, 2024 inbound tourist trips by purpose.
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The dominance of trips for visiting relatives means that a large part of tourist flow may not yet be fully
converted into high-value organized tourism products. This supports the need for a customer-oriented service
model. If tourism enterprises better identify visitor needs and offer personalized cultural, gastronomic, historical,
wellness and excursion services, the economic effect of existing tourist flows can be increased.

In 2024, 743 travel companies and organizations operated in Uzbekistan. They served 1,972.9 thousand
people and sold 601.5 thousand tours. Compared with 2023, the number of companies increased by 150 units,
the number of persons served increased by 815.8 thousand, and tours sold increased by 339.1 thousand. The
data show that the organizational base of the tourism market is expanding quickly (Figure 5).

Figure 5. Performmance of travel companies and organizations in Uzbekistan
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Figure 5. Performance of travel companies and organizations in Uzbekistan®

The sharp growth of persons served and tours sold indicates that tourism companies are becoming more
active intermediaries between destinations and customers. However, the increase in volume should be supported
by methodological improvements in service quality, digital booking, customer relationship management, guide
competence and post-tour feedback. Otherwise, rapid market growth may create uneven service standards.

Accommodation capacity is one of the key indicators of hospitality industry readiness. In 2024, Uzbekistan
had 2,383 hotels and similar accommodation facilities, 38,075 rooms and 79,469 beds. The number of
accommodated persons reached 2,864.3 thousand. Compared with 2023, the number of hotels and similar
accommodation facilities increased by 996 units, or 71.8%, while the number of accommodated persons
increased by 340.0 thousand, or 13.5% (Figure 6).

Figure 6. Hotel capacity and accommodated persons in Uzbekistan
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Figure 6. Hotel capacity and accommodated persons in Uzbekistan®
5 Source: compiled by the author based on the National Statistics Committee of the Republic of Uzbekistan, activities of tourist companies and
organizations, 2020-2024.
6 Source: compiled by the author based on the National Statistics Committee of the Republic of Uzbekistan, activities of hotels and similar

accommodation facilities, 2020-2024.
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The increase in hotels and similar accommodation facilities shows that the physical infrastructure of
hospitality is expanding. However, infrastructure growth alone does not guarantee service efficiency. It must be
accompanied by improved staff competence, service standards, digital guest management, complaint handling
and customer satisfaction monitoring (Figure 7).

Figure 7. Accommodation capacity: rooms and beds in Uzbekistan
79,469

80000 1 —@— Rooms
—@— Beds

70000 A

60000 A

50000 A

Units

40000 -

30000 A

20000 -

2020 2021 2022 2023 2024
Year

Figure 7. Accommodation capacity: rooms and beds in Uzbekistan’

The growth of rooms and beds confirms the expansion of supply in the accommodation sector. For the
proposed integrative model, this statistic is important because it proves that the next stage of development
should focus not only on building more facilities, but on increasing the efficiency of services provided inside
those facilities. The main priority should be to transform accommodation capacity into high-quality customer
experience.

The statistical analysis confirms the relevance of developing a customer-oriented integrative methodological
model for tourist service efficiency. Global tourism has recovered and exceeded pre-pandemic levels, while the
economic contribution of Travel and Tourism continues to rise. In Uzbekistan, inbound tourist trips, activities of
travel companies and hospitality infrastructure have all increased significantly. These trends demonstrate that
the tourism and hospitality industry is moving from a simple recovery stage to a quality-based competitiveness
stage. Therefore, enterprises and destination managers should not evaluate service efficiency only through
the number of tourists or the volume of services. They should also include customer satisfaction, service
quality, staff competence, digital accessibility, infrastructure readiness and feedback-based improvement. This
conclusion directly supports the scientific novelty of the article.

The above statistical indicators show that the increasing scale of tourist flows and hospitality infrastructure
requires a new methodological approach to service efficiency. The proposed customer-oriented integrative
model responds to this need by connecting six elements: identification of customer needs, service quality
management, digital transformation, staff competence development, integrated performance evaluation and
feedback-based continuous improvement. Therefore, the model is not only theoretical but also practically
justified by the current dynamics of global and national tourism development.

The scientific novelty of the article is reflected in the proposed customer-oriented integrative methodological
model. Unlike traditional approaches that evaluate tourist service efficiency mainly through economic indicators,
this model combines six dimensions: customer needs, service quality, digital transformation, staff competence,
integrated performance indicators and feedback-based improvement. The model considers tourist service
efficiency as a dynamic and multidimensional process.

The novelty also lies in the interpretation of the tourist not only as a consumer, but as a participant in value
creation. In this approach, service efficiency is achieved when the enterprise and the customer jointly create a
positive, reliable and memorable experience.

7 Source: compiled by the author based on the National Statistics Committee of the Republic of Uzbekistan, accommodation capacity indicators,
2020-2024.
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CONCLUSIONS AND SUGGESTIONS

The development of the tourism and hospitality industry requires new methodological approaches
to improving the efficiency of tourist services. In the modern market, service efficiency cannot be limited to
financial indicators or the number of tourists served. It must include customer satisfaction, service quality, digital
convenience, employee competence, emotional experience and sustainability.

The article proposed a customer-oriented integrative methodological model consisting of six components:
customer needs identification, service quality management, digital service transformation, staff competence
development, integrated performance evaluation and feedback-based continuous improvement. This model
allows tourism and hospitality enterprises to evaluate efficiency more comprehensively and improve service
processes systematically.

The research shows that the transition from a product-oriented approach to a customer-oriented and
experience-based approach is one of the most important conditions for increasing the competitiveness of
tourist services. Enterprises that understand customer expectations, use digital technologies, develop staff
competence and regularly analyze feedback can achieve higher efficiency and stronger customer loyalty.

The proposed model may be applied in hotels, travel agencies, restaurants, tour operators and destination
management organizations. In future research, the model can be tested empirically using surveys, expert
evaluation and statistical analysis in specific tourism regions or hospitality enterprises.
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