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- Do you want tea with white or black sultanas? 

- What's the difference? 

- White sultana protects against colds, black sultana strengthens the muscles of 

the heart. But I advise you to try both. 

Unfortunately, such a dialogue can hardly be heard in any of the many 

restaurants and cafes in New York. Like the offer to try navat or bekmes for tea. Or 

drink koumiss to refresh yourself and have fun. These items simply do not exist. 

The tourism business, like any other, is based on supply and demand. But 

demand does not arise by itself, it must be created. Proven means - advertising and 

promotion. But an ordinary advertisement for a tourist holiday on the high mountain 

lake Issyk-Kul or a tourist trip to Samarkand to visit sights that are about three 

thousand years old will attract no more than 20 percent of the tourists who choose to 

visit Central Asia. And an even smaller percentage of those who do not care where to 

go. And such tourists are the vast majority. 

First of all, we must remember that a tourist is a person. A person needs to 

sleep and eat. But if there are those who are not averse to spending the night or two in 

a yurt or in a tent, then there will obviously be no one willing to eat hot dogs on a 

tourist trip. However, the American tourist will not accept bugs, caterpillars, a dog's 

thigh or a crocodile's tail as food. 

Turkic and, in general, all Central Asian and Caucasian cuisine will satisfy the 

American tourist. But trying is always better than reading. But this is the problem in 

New York. 

 



 

 

 



There are specialized restaurants and cafes. However, they are designed for 

migrants or visitors from Central Asian countries, and not for the future American 

tourist. The menu includes main dishes that can be prepared in the USA and which 

remind of the taste and smell of a distant homeland. But there is not the very zest that 

would convince the American of the correctness of his tourist choice. There is no 

koumiss and shubat on the menu, not even ayran. No dishes with kurut, no surhüllu 

with lamb pemmican. There are no at least four out of four thousand types of pilaf, 

because there is no albukhar, dried apricots, there are no native Turkic spices. There 

is not a single kind of bekmes for tea, there is no Jalilabad raisins and Jalalabad kaisa, 

There is not even a dried Chardjou melon. All this can and would be beneficial to 

supply in small batches from Turkestan precisely to attract tourists to Turkestan. 

Prices, as can be seen from the menu, allow even the supply of small batches to be 

made profitable. 

 

 



  

 

  

 

 



 

 

In general, the key to a tourist's wallet lies through his stomach. It seems that in 

this wallet there will definitely be money for buying souvenirs. This, in turn, will 

open American doors to Central Asian light industrial goods. The Kyrgyz cap, 



Turkmen outerwear made of natural astrakhan, Uzbek robe and silk products, Kazakh 

steppe embroidery may well be in demand in the United States. 

In my opinion, this is what Central Asian businessmen should pay attention to 

in order to work in the US consumer market. 

 


