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BJIUSAHUE BOJIBIIUX JAHHBIX HA DOPEKTUBHOCTD
HNPEAIIPUATHUSA

Kyukopos Toxup Cadaposuu
a.3.H, npogeccop TI'IY

Kyanamesa Haprusza Komoomaaun kusu
nokropant TI'IY

AHHOTALUA

Bonbiive ganHbie TPOU3BETN PEBOIIOIHUIO B TOM, KaK IPeANpUiATUsS paboTaloT U
IPUHUMAIOT pELIEHUs, MPEeNOCTaBlIAsd LEHHYIO HH(GOPMALUIO, ONTUMHU3UPYS
IIPOLIECCHI U MOBBIMIAs 3PPEKTUBHOCTD Pa3IMUHBIX OM3HEC-PYHKIMNA. BO3MOXKHOCTD
coOupaTh, aHATU3UPOBATH M HUCIOJIB30BaTh OOJIbIIME OOBEMBI JaHHBIX I103BOJIMIIA
MPEANPUATASIM ONTUMHU3UPOBATH OIEpaliy, YJIYUIIUTh IPOLECC IPUHATHS PEIICHUN
U CTUMYJIMPOBAaTh MHHOBalMU. B 3TON cTarbe Mbl HCCIeayeM BIUSHUE OOJBIIMX
JAHHBIX Ha MPOU3BOJAUTEIBHOCTDh MPEINPHUATUS U TO, KAK OHUM WU3MEHWIA METOIbI
paboThl OpraHu3alfii B COBPEMEHHOM MUpPE, YIIPaBIsIEMOM JaHHBIMHU.

KuroueBbie cioBa: Oosplas 0a3a JaHHBIX, 3((EKTUBHOCTb, MPEANPUSATHS,
KJIMEHTBI, CTPATErMYE€CKUI TOJIX0/1, KOHKYPEHIUS.

Annotatsiya

Katta ma'lumotlar gimmatli tushunchalarni taqdim etish, jarayonlarni
optimallashtirish va turli biznes funksiyalari bo'yicha samaradorlikni oshirish orgali
korxonalarning ishlashi va qarorlar gabul gilish usullarini ingilob qgildi. Katta hajmdagi
ma'lumotlarni to'plash, tahlil gilish va ulardan foydalanish qobiliyati korxonalarga
operatsiyalarni soddalashtirish, garorlar gabul gilishni yaxshilash va innovatsiyalarni
rivojlantirish imkonini berdi. Ushbu magolada katta ma'lumotlarning korxona
samaradorligiga ta'siri va ma'lumotlarga asoslangan bugungi dunyoda tashkilotlarning
ishlash usulini ganday o'zgartirganini o'rganadi.

Kalit so'zlar: katta ma'lumotlar bazasi, samaradorlik, korxonalar, mijozlar,
strategik yondashuv, ragobat.

Abstract

Big data has revolutionized the way businesses operate and make decisions by
providing valuable insights, optimizing processes and improving efficiency across
various business functions. The ability to collect, analyze, and use large amounts of
data has enabled businesses to streamline operations, improve decision-making, and
drive innovation. In this article, we explore the impact of big data on enterprise
performance and how it has changed the way organizations operate in today's data-
driven world.

Keywords: big database, efficiency, enterprises, customers, strategic approach,
competition.

BBEJIEHHUE

bonpmme gamHbie — 93TO OonbimMe OOBEMBI CTPYKTYPUPOBAHHBIX H

HECTPYKTYPUPOBAHHBIX JIAHHBIX, T€HEPUPYEMBIX MPEANPUITUAMHU, KIUEHTAMU U
- -~ - - |
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pa3IMYHBIMU UCTOYHUKAMU. DTU JIAHHBIE COAEPKAT LUEHHYIO HH(OPMALINIO, KOTOpast
npu 3¢ (HEKTUBHOM aHAIIM3€ BBISBIISIET 3aKOHOMEPHOCTH, TEHACHLIUU U UJEH, KOTOPHIE
IIOMOTal0T KOMITAHUSAM IPUHUMATh CTPATETMYECKUE PELICHHS U COBEPIIEHCTBOBATH
OTIEPAIIMOHHYIO AESITeTbHOCTD. MICIonb3ysh BOZMOKHOCTH aHalu3a OOJBIINX JaHHbIX,
NPEANPUATAS MOTYT MOJIYYUTh KOHKYPEHTHOE IPEUMYIIECTBO, ONTUMHU3UPOBATH
MPOLIECCHI U IOBBICUTH 3(PPEKTUBHOCTH B HECKOJIBKUX KIIFOUEBBIX 00JIACTSIX.

JUTEPATYPHBINA OB30P U METO0JIOI S UCCJEJOBAHUS

OnHO U3 OCHOBHBIX BO3JIEUCTBHUM OONBIIMX JAHHBIX HA MPOU3BOAUTEIHHOCTD
NPEANpusTAsS CBA3aHO C MPHUHSATHEM pEIICHWA Ha OCHOBE JaHHBIX. biaromaps
BO3MOXHOCTH COOUpaTh U aHAIU3UPOBATH OOJBIINE HAOOPHI JAHHBIX B PEKUME
peatbHOr0 BpEMEHU KOMIIAaHUU MOT'YT PUHUMATh OOOCHOBaHHBIE PEIICHUS HA OCHOBE
uH(poOpMaIlMi, OCHOBAaHHOW Ha JAaHHBIX, a HE I[OJIAraThCid HCKIIOYUTENILHO Ha
MHTYULIMIO WM MPOLUIBIM ONBIT. DTOT MOAXO0/, OCHOBAaHHBIA Ha JaHHBIX, TO3BOJIAET
OpraHu3alMsIM ONTUMHU3UPOBATh CTPATErMW JUIsl BBISBICHUA BO3MOXHOCTEW,
CHW)KEHUSI PUCKOB U YIIYUIICHUS] OM3HEC-PE3yIbTaTOB. AHAIIUTHKA OOJBIINX JTAHHBIX
MO3BOJISIET MPEANPUATUSAM TOBBICUTh ONEPALMOHHYI0 3((PEKTUBHOCTH 3a CUET
ONTHUMH3ALMU MPOLIECCOB, BBISBICHUA Y3KMX MECT U MOBBIMIECHUS 3(PPEKTUBHOCTH.
AHanmu3upysl ONepalioOHHbIE JaHHbIE, KOMIIAHUM MOTYT ONTHMH3UPOBaTh pabouue
MPOIIECChI, aBTOMATU3WPOBATh MOBTOpAIONIUECS 3anauu U Oosiee 3hPEeKTUBHO
pacnpenensiaTb pecypchl. OTO MNPUBOJUT K IKOHOMHM 3aTpaT, IOBBIIIECHUIO
MPOU3BOJUTENIBHOCTY U Oojiee TMOKOM M olepaTMBHOM opraHuszanuu. bosbiine
JaHHbIE TAKXK€ WIPAIOT PEIIAIOIIYI0 POJib B YIYUIICHHWH KauecTBa OOCIY>KHBaHUs
KJIMEHTOB U UX BOBJICYEHHOCTH, YTO B KOHEYHOM HTOI€ CIIOCOOCTBYET MOBBIILICHUIO
MPOU3BOJUTENIBHOCTH TNPEANPUATUS. AHAIU3UPYs JaHHble, MPEANOYTeHUS U
MOBEJCHUE KJIMEHTOB, KOMIAHUU MOTYT IE€PCOHAJIU3UPOBATh B3aUMOJECHUCTBHE,
a/IalTUPOBATh MPOAYKTHI U YCIYTH U MIPEIBUIETh NOTPEOHOCTH KIIMEHTOB.

Takoll ~ NEpPCOHAIM3UPOBAHHBIA  TOAXOJ  HE  TOJBKO TOBBIIIAET
YAOBJIETBOPEHHOCTD U JIOSJIBHOCTh KIIMEHTOB, HO TAKKE€ YBEJIMYUBAET POCT T0XOJ0B U
OMEepPalUOHHYI0 3(PPEKTUBHOCTh 32 CUET OPUEHTALMU HAa HYKHBIX KIHMEHTOB C
MpaBWIbHBIMU  MpeioxkeHusMu. [lomMmuMo omnepanmoHHOW 3(QPeKTUBHOCTU H
BOBJICYEHHOCTH KJIMEHTOB, OOJIbILIME JAHHbIE W3MEHUJIM YIIPaBJICHUE LIETOYKAMU
MOCTaBOK, YIPABJICHUE PUCKAMU M MApKETUHT CTpaTreruud u oduas 3(pQPeKTuBHOCTD
OuzHeca BHYTpU Ipeanpustuid. Mcnonb3ys MHCTPYMEHTBI M TEXHOJOTHUU aHaIHM3a
OOJBIIMX JAHHBIX, OPraHU3allMd MOTYT ONTHUMHM3UPOBATH YIIPAaBJIICHUE 3alacami,
CHU3UTHh pPUCKH, OoJiee 3(P(HEKTUBHO HAIEIUBATh MApPKETHHTOBBIE KaMITAHUM U
CTUMYJIMPOBAaTh MHHOBAIIMM TOCPEJCTBOM aHalU3a JaHHBIX. BiusHue OGonbmimx
JaHHBIX HA  TMPOU3BOJAUTENBHOCTh  MPEANPHUSATHS  ABIAETCA  T[IIyOOKMM U
BceoObeMITIOMMM. VICcToabp3yst BOZMOXKHOCTH aHajiu3a JaHHBIX, KOMIAHUH MOTYT
OTKPBITh HOBbIE€ BO3MOKHOCTH, IMOBBICUTH ONEPAIMOHHBIC YIYUIIEHUS U OCTAaBaThHCS
BIIEpEIM KOHKYPEHTOB B COBPEMEHHOW OBICTpO MeHsIolelcs Ou3Hec-cpee,
OCHOBAHHOMW Ha JJaHHBIX. B cienyromux pazaenax Mbl 6oJiee mogpoOHO paccCMOTPpUM
KOHKPETHBIE CIOCOObI, ¢ MOMOUIBI0 KOTOPBIX OOJbIIME AaHHBIE MOTYT YJIYYIIUTbH
MPOU3BOAUTENILHOCTD IPEANPUATHSA B PA3IMYHBIX (DYHKIUSIX U OTPACTAX.
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AHAJIN3 U PE3YJIBTAT

Bonbuive nanHpie cTanu nepeIoMHbBIM MOMEHTOM JJIsi OM3HEca BO BCEX OTPACIIX,
COBEpIIIMB PEBOJIIOLIMIO B TOM, KaK MPEANPHUATHS pabOTalOT U MPUHUMAIOT PEIICHUSI.
Biugaue OoapmMX AaHHBIX HA MPOU3BOAMUTENIBHOCTH MPEANPHUATUS OFPOMHO, YTO
IOPUBOJUT K COBEPIICHCTBOBAHUIO MPOIECCOB, Oojee 3(PPEeKTUBHOMY NPUHATHIO
pElIEHNI M TOJYYEHHIO KOHKYPEHTHBIX NPEUMYILECTB HAa pbhIHKE. AHaJUTHKA
OOJBIIMX  JaHHBIX MPENOCTABISICT MPEANPUATHAM IIEHHYI0 UHGOpPMAIHIO,
IOJyYEHHYI0O B pe3ysbTare aHaiu3a OoJIbIIMX OOBEMOB JI@HHBIX. DTO MO3BOJIAET
OpEeIIpUATUAM HPUHUMATh OOOCHOBAaHHBIE PpELICHUSI HA OCHOBE CTpPAaTErui,
OCHOBaHHBIX Ha JIAaHHBIX, a HE I0JIaraTbCsl HUCKIIOYUTEIBHO Ha MHTYULUIO WU
npouuislii onbiT. Mcnonb3ys Oonbliine JaHHbIE, NPEINPUSITHS MOTYT BbISBISATH
TEHJCHIIMH, 3aKOHOMEPHOCTH WU KOPPEJSLHUH, KOTOPblE MOTYT OBITh HE BHJIHBI C
NOMOUIbI0 TPAJUIIMOHHBIX METOJOB, YTO MPUBOAUT K Oojee TOYHOMY U
3¢ (pEeKTUBHOMY NPUHATHIO PEILICHUN.

Bonpmve naHHbIE UTPAlOT PEIIAIONIYIO POJb B ONTUMHU3ALMH ONEPALMOHHOM
3¢ (PEeKTUBHOCTU TPEeANpUATUNA. AHAIU3UPYs NAaHHbIE U3 PA3IUYHBIX MCTOYHUKOB,
MPEANPUATAS MOTYT BBISIBUTH HEI()PEKTUBHOCTh, ONTUMHU3UPOBATH MPOLECCHl U
MOBBICUTH 001IyI0 3 dekTuBHOCTh.Hanpumep, NporHo3Has aHaJIUTHKA MOXKET
MIOMOYb MPEANPUATHIM NPOTHO3UPOBATH CIIPOC, ONTUMU3UPOBATh YPOBEHD 3aM1acOB U
COKpaTHTh 3aTpaTbl B LEMNOYKE MOCTaBOK. Mcmonb3ys Oonbllive AaHHBIE IS
aBTOMATH3allUd PYTUHHBIX 3aJad M IPOLECCOB, MPEINpHUITHs MOTyT Ooiiee
3¢(EeKTUBHO paclpeiensiTh Pecypcbl U COCPEIOTOUYMTHCS Ha CTPATErHYECKUX
MHUIMATUBAaX, CIOCOOCTBYIOIMX pOCTy. bonbliine naHHble MO3BOJIAIOT NPEAIPUITUIM
riry0ke MOHATh NPEANOYTEHUs], TOBEJECHUE U MOTPEOHOCTH KIMEHTOB. AHAIU3UPYS
JAHHBIE O KJIMEHTaX, KOMIIAHMM MOTYT CO3JaBaTh IE€PCOHAIU3UPOBAHHBIN OIIBIT,
aJanTUPOBAHHBIA K OTACJIBHBIM KIMEHTaM, 4YTO NPUBOJUT K TOBBILIECHUIO
YAOBJIETBOPEHHOCTH U JIOSUIBHOCTH KJIMEHTOB. Hampumep, KOMIaHUU 3JIEKTPOHHOU
KOMMEpLUU HMCHOJB3YIOT OOJbIINE JTaHHbIE, YTOOBI PEKOMEHAOBATh MPOIYKTHI Ha
OCHOBE MCTOPUU MOCEIICHUN KIIMEHTOB M MOJENIE MOKYMOK, yJIydIiasi OOIIHI ONbIT
MOKYTIOK.

B coBpeMeHHON OBICTpO MeEHSIOLIEHCS OW3HEC-Cpele CBOEBpPEMEHHas U
akTyaibHass uWHQoOpMalMsi HUMeEeT pellalollee 3HAaYeHUue g MOJACpKaHUs
KOHKYpPEHTHOTo npeumyuiecTBa. [Ipennpustusi, kotopsie 3p(HEKTUBHO HCHOIB3YIOT
0oJbIlIME JAaHHBIE, UMEIOT BO3MOXKHOCTh OBICTPO aJaNTHPOBATHCS K H3MEHEHUSAM
PBIHKA, BBISIBJISATH HOBBIE BO3MOYKHOCTHM M OIEPEXKATh KOHKYPEHTOB. Mcmosb3ys
AQHAJIUTUKY OONBIIMX JA@HHBIX JJIs  OTCICKHMBAHMS PBIHOYHBIX  TEHICHIIMMH,
MOHUTOPUHIA aKTUBHOCTHM KOHKYPEHTOB M aHaJM3a OT3bIBOB KIIMEHTOB, KOMIIAHUU
MOTYT TPHUHHUMATh CTpaTeTMYeCKUE pEIICHUs, CIOCOOCTBYIOIIME pOCTY U
MHHOBAIMSIM. AHQJIUTUKA OONBIIMX JaHHBIX MOMOTAaeT MNPEANpPUATUSM BBISIBIATDH
BO3MOKHOCTH SKOHOMHUH 3aTpat, paCHpeaessiTh peCypcChl, IOMOTaeT ONTUMHU3UPOBATh
M COKpallaTh HKCILTyaTallMOHHbBIE PacXObl. AHAIM3UPYS JaHHbIE 00 UCIOIb30BAHUU
peCypcoB, MPOU3BOACTBEHHBIX TpPOILECCaX U ONepalusX I[IeNOYKH MOCTABOK,
MPEANPUATHSI MOTYT ONIPENIETUTh 00JIaCTH, TA€ 3aTPaThl MO)KHO MUHUMU3UPOBATH 0€3

WWW.MARKETINGJOURNAL.UZ 6



yuiep6a ansa kadectBa U 3pdektuBHOoCcTH. Hanprumep, mporHo3Hoe o0CIyKUBaHUE C
MCIOJIb30BaHUEM OOJIBIINX TAaHHBIX MOKET TOMOYb IPEINPUATHSIM 3apAHEE BHISIBIATD
cbou 000pyAOBaHUSA U TNIAHUPOBATH MEPOTIPUATHS [0 TEXHUIECKOMY 00CITY>KUBaHUIO,
COKpalllasi BpeMsl MPOCTOEB U 3aTPAThl HA TEXHUYECKOE 00CITy )KHBaHUE.

AHanuTuka OOJNBIIMX JAaHHBIX MOXET 3HAUUTENIbHO YIYUYIIMTH MPOIECC
OpUHATHA OW3HEC-pEIIeHU, MPENOCTaBIsAs IEHHYI0 HMH()OPMAIMIO U TOJIE3HYIO
uH(pOpMaIIMI0O B pe3yjbTaTe aHaiuW3a OONBIIMX M CIOXKHBIX HAOOPOB JIaHHBIX.
AHanuTuka OOJNBIIMX JAHHBIX T[O3BOJIAECT MPEANPUITHSAM MOJIy4YaTh 3HAUYUMYIO
uH(pOopMaINIO U3 OOJIBIINX 0O0BEMOB TaHHBIX. AHAIM3UPYSI UCTOPUUECKHUE TAHHBIE U
JaHHbIE B peajbHOM BpPEMEHH, KOMIIAHHUM MOTYT BBISBIATH TEHACHIIUH,
3aKOHOMEPHOCTH U KOPPEJSIIIMU, KOTOPbIE MOTYT OBbITh HE BUIHBI TPAJULMOHHBIMU
METOaMH. OTH 3HAHUS TOMOTalOT JUIaM, MPUHUMAIOIIUM pEIIEHUs, TOHAThH
JUHAMUKY PbIHKA, TIOBEJCHHE KIMEHTOB M OMNEPANMOHHYIO 3(P(HEKTUBHOCTH, YTO
OPUBOIUT K TPHHATHIO OoJiee OOOCHOBAHHBIX U CTPATETUYECKUX PELICHHM.
AHanuTHKa OOJIBIIUX JAHHBIX MO3BOJISIET MPEANPHUATHSIM MPOTHO3UPOBATH OyAyIINe
pe3yNbTaThl Ha OCHOBE HCTOPHUYECKHX IaHHBIX M CTATUCTHUECKHUX aJITOPUTMOB.
Hcnonb3yst MPOTHO3HYIO aHATTUTHKY, KOMIAHHUH MOTYT MPOTHO3UPOBATh TEHACHIINH,
mpenyraasiBaTh MOTPEOHOCTH KIWEHTOB M BBIABIATH IMOTEHIIMAIBHBIE PHUCKH U
BO3MOKHOCTH. TaKoW NIPOAKTUBHBIM IOAXOJ K MPUHATHIO PEIICHUN IO3BOJISET
OW3HECy CHIDKATh PUCKHU, MCIIOJIB30BaTh BO3MOXKHOCTH M ONEPEKATh KOHKYPEHTOB.
AnanuTvka OOJNBIIMX JAHHBIX MPEAOCTABISIET MPEANPUATUSAM BO3MOXKHOCTD
oOpa0aTeiBaTh JlJaHHBIE B pEXUME pEaIbHOIO BpPEMEHH, T[O3BOJSAS JIMIAM,
IPUHUMAIOIIMM DPELIEHUs, UCIOIb30BaTh aKTyaJbHYI0 MH(OpPMALMIO U MPUHUMATH
CBOEBPEMEHHBIE PEIICHUS.

OTtcnexuBas kirodeBbie mokaszarenu dpdexruBaoctu (KPI) B pexxume peaibHOTO
BPEMEHHM, KOMIIAHUU MOTYT OBICTPO pearupoBaTh HAa MEHSIOLIMECS PHIHOYHBIE
yCIIOBUS, TPEANOUYTEHHUs KJIMEHTOB W omepanuoHHble mpobnemsbl. [lommepikka
OPUHATHS PEIICHUH B PEXHUME peaJbHOrO0 BPEMEHH IMO3BOJIACT MPEINPHUITHIM
ONITHMHU3HUPOBATh MPOIECChl, dQPEKTUBHO pacHpenensaTh PECYpChl U UCIOIB30BATh
HOBBIC BO3MOXKHOCTH. AHAJIUTHKA OONBIIMX JAHHBIX I[O3BOJIAECT MPEANPUATHIM
MPEIOCTaBIATh KIMEHTaM TIEePCOHATU3WPOBAHHBIE PEKOMEHJAIIMA W OTIBIT.
AHanu3upysi JaHHbIe O KJIMEHTAaX, KOMIIAHWW MOTYT TIOHSATh HHIWBUIYaJbHBIC
MPEIMOYTEHUS, MOJIEIH TIOBEICHUS U KICTOPHIO MOKYNOK. JTa WHGOPMAITUS TO3BOJISIET
HOPEeINpUATHSIM aJallTUPOBATh MPOAYKThI, YCIYTM U MAapKETUHTOBblE KaMIIaHUU IS
YAOBJIETBOPEHUS] YHUKAIbHBIX MOTPEOHOCTEM KaXXAOro KJIMEHTa, IOBbIIIAs
YAOBJIETBOPEHHOCTh U JIOSJIBHOCTh KJIMEHTOB. AHAIUTHKA OOJIBIINX JAHHBIX MOXKET
NOMOYb MPEANPUATUSAM BBISBISATH MU CHUXKATh PUCKU MyTEM aHaiM3a JaHHBIX W3
pa3iIMyYHBIX HMCTOYHMKOB, BKJIIOYAsh BHYTPEHHHME CHCTEMbI, COIHMAJIbHBIE CETH H
BHEIITHKE 0a3bl TaHHBIX.[1]

BrisiBnsisi aHOMaMy, MO/IETTH MOIIIEHHUYECTBA MITM KOJICOAHUS PhIHKA, KOMITAaHUH
MOTYT aKTHUBHO YIIPABJISATh PUCKAMH M TPEAOTBpAIaTh MOTCHIIMAIBHBIC YIPO3BI.
Ananutrka 60NBIINX TaHHBIX MTO3BOJISIET MPEATNPHUSATUSIM OIICHUBATH MTOJBEP>KEHHOCTD
pHUCKaM, pealln30BbIBaTh CTPATETUN CHUYKCHHS PUCKOB M 00eCTIeynBaTh COOII0ICHHE
HOPMAaTUBHBIX TpeOOBaHWI. AHATUTHKAa OONBIIMX JaHHBIX ONTUMHU3HUPYET
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omeparmoHHy0  3(P¢GEeKTUBHOCTh 32  CYET  BBIABICHUS  HEI(PHEKTUBHOCTH,
ONTUMHU3ALMNA TPOLECCOB U YIYUIICHHUS PACHpPEeTICHUS PECypcoB. AHAIU3UPYs
JaHHBIE O MTPOU3BOJICTBE, IIEMOYKE MOCTABOK U MPOU3BOAUTEIBHOCTH paboyuel CHIIBL,
MIPEANPUATHAS MOTYT OTIPEICTUTh 00JIACTH JIs YAYUIICHUS ¥ BHECTH U3MCHECHHS TSI
MOBBIICHHUS Y()(PEKTUBHOCTH W COKpAICHHS 3aTpaT. AHAIMTHKA OOJBIIUX JTaHHBIX
MO3BOJISIET TPEATNPUATHSIM aBTOMATHU3UPOBATh PYTHUHHBIC 3a7a4M, ONTHMHU3UPOBATH
paboune mpormecchl M 3PGEKTUBHO paclpedeniaTh PEeCcypchl, YTO MPHUBOIUT K
MOBBIIICHUIO ONEPAMOHHON AP (EKTUBHOCTH. AHAIUTUKA OOJIBIIUX JAHHBIX
MO3BOJISIET MPEANPUATUSAM IPUHUMATD PEIICHUS] HA OCHOBE JaHHBIX, IPOTHO3UPOBATH
Oynymue pe3yiabTaThl U OoOecredrBaTh JOCTYN K JAHHBIM M TEPCOHAIU3ALUI0 B
peXKUME PEATbHOIO0 BPEMEHM KIMEHTCKOTO OIbITa, YMPAaBIECHUS PUCKAMH H
ONTUMM3ALUU OlnepalluoHHON 3ddexTuBHOCTU. MCOMb3yss BO3MOKHOCTH aHAIN3a
OONBIINX JAHHBIX, KOMIIAHUM MOTYT IMOJYYUTh KOHKYPEHTHOE MPEUMYIIECTBO,
CTUMYJINPOBATh WHHOBAIIMM W JOOWUTHCS YCTOWYHMBOTO POCTa B COBPEMECHHOU
JMHAaMUYHOU Ou3Hec-cpene.[2]

Bonpimme manHBIe UTPAOT BAXKHYIO POJIb, ITOMOTAs MPEINPHUATHSIM CO3/1aBaTh
MEPCOHAIM3UPOBAHHBIA KIIMEHTCKUH OMBIT, HWCIOJB3YS JaHHbIE O KIWEHTax,
MOBEICHYECKYIO HH(POPMAIIMIO U POTHO3HYIO aHATUTHUKY JJISl aIaliTAI[UH ITPOYKTOB,
YCIIYT U B3aWIMOJICHCTBUMA B COOTBETCTBHM C WHIWBHIYATbHBIMH MOTPEOHOCTSIMHU M
MPEAMOYTECHUSAMA KIMEHTOB. AHAIUTHKA OOJBIINX JAHHBIX IMO3BOJISET KOMIAHUSIM
CErMEHTHPOBATh CBOIO KJIMEHTCKYIO 0a3y Ha OCHOBE JeMorpaduuecKkux JaHHBIX,
MOBEJICHUS, TPEANOYTCHU M MojieNiell MOKYyNoK. AHanu3upys OoJiblliue O0O0bEeMbI
JAHHBIX O KJIMEHTaX, KOMIAHUU MOTYT BBISIBUTH OOIIME YEPTHI U TEHICHIIUU CPEIU
Pa3UYHBIX CETMEHTOB KJIMEHTOB. JTa CETMEHTalldi TO3BOJISIET KOMITAaHUSIM
OpUEHTHUPOBAThCS  HA  ONpENENIiEHHbIE TPYyNNbl  KIMEHTOB C  TOMOIIIBIO
MIEPCOHANM3UPOBAHHBIX MPEIOKECHUM, PEKIAMHBIX AaKIUH U PEKOMEHIALNM,
aJanTUPOBAHHBIX K WX YHUKAJIBHBIM MOTPEOHOCTSIM U TIPEAMOYTCHUSAM. MeXaHU3MbI
pEeKOMEHIallnii, OCHOBAaHHBIE Ha aHaMM3e OOJBIIMX JAHHBIX, MPEIOCTABISIIOT
KIIMEHTaM TEPCOHATN3MPOBAHHBIE PEKOMEHAAIMKA IO MPOAYKTaM Ha OCHOBE HX
MPOILIBIX MOKYIIOK, UCTOPUH TTPOCMOTPOB U TIPEANIOYTCHUN. AHATU3UPYS TaHHBIE O
B3aMMOJICCTBMM W TIOBEJCHWU KIWEHTOB, KOMIIAHWM MOTYT Tpejjararb
COOTBETCTBYIOIIME MPOIYKTOBBIE MPEAJIOKEHUS, BO3ZMOXXHOCTH TEPEKPECTHBIX U
JOTIOTHUTENBHBIX PO, a TAK)KE MEPCOHATTM3UPOBAHHBIN KOHTEHT IS YTy UIICHUS
MOKYNaTeJIbCKOTro OmnbITa.[3]

[Tepconanu3upoBaHHbIE PEKOMEHIAIMN CTUMYJHUPYIOT BOBJICUYEHUE KIUEHTOB,
MOBBIMAIT KOAQOUIIMEHT KOHBEPCHUU U TOBBINIAIOT JIOSUIBHOCTh. AHATUTHKA
OOJNBINIMX JAHHBIX TMO3BOJIICT KOMIIAHUSM BHEIPSATh CTPATETHH JUHAMUYECKOTO
1IeH000pa30BaHUsl, KOTOPHIE KOPPEKTUPYIOT IEHBI B PEKUME PEAIbHOTO BPEMEHU B
3aBUCUMOCTH OT PBIHOYHOTO CIPOCA, IIEH KOHKYPEHTOB U TOBENECHUS KJIHEHTOB.
AHamu3upys JaHHBIC O I[€HAX, CETMCHTAIMIO KJIMCHTOB M PBHIHOYHBIC TCHJICHIINH,
KOMITAaHHH MOTYT ONTUMHU3HPOBATH CTPATETMH IIEHO00Pa30BaHMUs, YTOOBI IMpe/iaraTh
WHIUBUyaJIbHBIC CKHJIKH, PEKJIaMHBIC aKIUM W IICHOBBIC TAKEThl OTIACIbHBIM
KIMeHTaM. J{nHaMudeckoe I[eHOOOpa3oBaHHWE, OCHOBAHHOE Ha OOJBININX JAHHBIX,
MOMOTAeT TMPEANPUATHSIM MaKCHMH3UPOBATh JOXOJbI, IOBBICUTH IIEHOBYIO
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KOHKYPEHTOCIIOCOOHOCTh M YJOBJIETBOPUTH UYBCTBUTEJIBHOCTh II€H KJIMEHTOB.
AHanuTHhka OOJBIINX JAHHBIX TO3BOJISIET KOMIIAHUSM HCIOJIb30BaTh MOBEACHUECKUN
TapreTHHI yTEM aHalu3a B3aUMOJACHCTBUS C KIMEHTaMU, JTaHHBIX O MOCEIIEHUSAX U
AKTUBHOCTH B COLIMAIBHBIX CETSIX, YTOOBI MOHATH MPEANOYTEHUS W HHTEPECHI
KJIMEHTOB. OTCIIe)KUBas NOBEACHUE KIIMEHTOB B HECKOJIBKUX TOUKaX B3aMMOJICHCTBHSI,
KOMIIAHUM ~ MOTYT  MpPEAOCTABIATh  KIMEHTaM TapreTUPOBAaHHYIO  peEKJamy,
MIEPCOHAIM3UPOBAHHBIA KOHTEHT W PEJICBAaHTHBIE MPEIJIOKEHUS Ha OCHOBE UX
akTuBHOCTH B MHTepHeTe. [loBejeHUECKMI TapreTUHT YBEIMYMBAET BOBJIEUYEHHOCTD
KJIMEHTOB, MOBBIIIACT KO3(PPHUIMEHT KOHBEPCHUM M TIOBBIIIAET PEHTAOEIBHOCTH
MHBECTULIMM B MapKETHHI. AHAJIUTHKA OOJIBIIMX JaHHBIX MOJAJEPKUBAET MOJIENIU
IPOrHO3HOTO aHallu3a, KOTOpble IPOTHO3UPYIOT IOBEACHHUE, IPEANOYTEHUs |
Oyayuue noTpeOHOCTH KIMEHTOB Ha OCHOBE MCTOPUYECKUX JIAHHBIX U aJTOPUTMOB
MaIIMHHOTO 00y4eHus.[4]

AHanu3upysi JaHHbIE O KJIMEHTaX, MCTOPHIO TpaH3aKIUHd U [OKa3aTeNH
B3aUMOJICUCTBUS, KOMIIAHUM MOTYT NPEABUIETh MOTPEOHOCTU KIMEHTOB, AKTUBHO
pemiath MpoOJIEMbl M MEPCOHAIMU3UPOBATH B3aUMOJCHCTBUE B PEKUME PEATBHOIO
BpeMeHU. [IporHo3Has aHaTIUTUKA HA OCHOBE OOJBUIMX JIAHHBIX IO3BOJISIET
KOMITaHUSIM o0ecrieynBaTh yIpeKIaIoIIee oOcy)KUBaHUE KJIMEHTOB,
MEPCOHAIM3UPOBAHHBIE PEKOMEHIAIMU U MEPCOHAIM3UPOBAHHBINA OMBIT, KOTOPBIN
ITOBBIIIAET yAOBJIETBOPEHHOCTD U JIOSJIBHOCTH KJIMEHTOB. [6]

Bonbiine naHHbIE pacHIMpsOT BO3MOXKHOCTU Ou3HeEca, OOBEAUHSS JaHHBIE O
KJIMEHTaX U3 HECKOJIbKMX KaHaJIOB, BKJItOYasi BeO-CalThl, MOOWIbHBIE MPUIIOKEHUS,
collajJbHbIE CETH M OQUIaiiH. Mara3uHbl, oOecledyHuBaroIre OecTpensiTCTBEHHBIN
OMHMKAaHAJIbHBIN onbIT. KOHCONINIUPYsI JaHHBIE O KIIMEHTAX B OJJHOM IIPEJCTaBICHUH,
KOMIIAaHUHM MOTYT IIPEJOCTaBIISATh €AMHOOOPAa3HbIN U IEPCOHAIM3UPOBAHHBIN OIBIT BO
BCEX TOUYKAX B3auMoJeiicTBUs. OMHUKaHaIbHAS IEPCOHAIN3ALINS HA OCHOBE OOJIBLINX
JAHHBIX FapaHTUPYET, YTO KIMEHThI OYyT MOJIy4YaTh aKTyaJbHbIE U CBOEBPEMEHHbBIE
COOOIICHUS, MPEAIOKEHHUSI U TMOACPKKY HE3aBUCHMO OT TOTO, KaKOM KaHall OHHU
BBIOEPYT JUIsl B3aUMOJEHCTBUS C OusHecoM. boublive gaHHbIE O00ECIEeYUBaIOT
CEerMEHTAIMI0 KJIMEHTOB, MEPCOHATN3MPOBAHHBIE PEKOMEHAALMH, a JUHAMUYECKUE
METO/bl MOMOTalT CO3/1aBaTh NEPCOHATU3UPOBAHHBIN KIMEHTCKUW OIBIT MyTEM
MPEAOCTABIECHUs LEH , IOBEJCHYECKU TapreTUHr, MPOTHO3HAs AaHAJIMTUKA U
OMHHMKaHajlbHasl mnepcoHanu3auus. Mcmonab3ys BO3MOXKHOCTM aHalu3a OOJbIIMX
JaHHBIX, KOMIIAHUM MOTYT YIJIIyOUTh OTHOUIEHHMSI C KJIMEHTaMH, MOBBICUTH HX
JOSNBHOCTh U U (epeHIpoBaTECS HAa KOHKYPEHTHOM pBIHKE, MPEI0CTaBIISS
WHAVBUAYAIbHBI  OMNBIT, OTBEYAIOIIMH  YHHUKAJIbHBIM  TMOTPEOHOCTSIM U
MPENOYTCHUSM OTICJIbHBIX KJIUEHTOB.[S]

SAK/IIOYEHUE U PEKOMEHIALIUN:

B  3axirodyeHwe  OTMETUM, UYTO  BIMAHHE  OOJBIIMX  JAaHHBIX  Ha
MPOU3BOAUTENILHOCTh MPEANpUATUS Heocrnopumo. Mcnonb3ys aHanmu3 OOJbIINX
JAHHBIX, KOMIIAHUMA MOTYT YJIYYIIUTh MPOLECC MPUHATHS PELUICHUM, IOBBICUTH
OMEpalOHHYI0 3(PPEKTUBHOCTh, MEPCOHATU3UPOBATH OOCITYKMBAaHUE KIHEHTOB,
MOJIYYUTh KOHKYPEHTHOE MTPEUMYILIECTBO U COKPATUTh pacxoibl. [lockonabky Oosbiine
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JAHHBIE TIPOJOJDKAIOT PAa3BUBATBCSA M PACIIUPATHCS, KOMIIAHUM, IPUMEHSIOLINE
CTpaTeruy, OCHOBAaHHbIE Ha JAHHBIX, OyIyT HUMETh OOJbIIE BO3MOXKHOCTEH st
JOCTH)KEHHUS yCIleXa B CETOAHAIIHEN TMHAMUYHON OM3HEC-CpEIE.
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Abstract

Purpose: This article aims to explore and compare digital marketing trends in
Uzbekistan and Indonesia for 2024. It highlights the significance of digital marketing
in these emerging markets, identifying key drivers, challenges, and opportunities.

Methods: The research utilizes a comprehensive literature review, analyzing
academic papers, industry reports, and case studies from both regions. Data was
collected through secondary sources and analyzed using qualitative methods to identify
prevalent trends and future projections.

Findings: The study finds that both Uzbekistan and Indonesia are experiencing
rapid digital transformation, driven by technological innovation and increasing internet
penetration. In Uzbekistan, digital marketing trends are characterized by the adoption
of innovative technologies and a growing emphasis on sustainable practices. In
Indonesia, the digital economy is expanding rapidly, with significant growth in e-
commerce and digital payments, particularly among MSMEs. The study highlights the
need for businesses to adapt to these trends to remain competitive and for policymakers
to support digital infrastructure and education.

Keywords: Digital marketing, Uzbekistan, Indonesia, 2024 trends, e-commerce.

Annotatsiya

Magsad: Ushbu maqgola O‘zbekiston va Indoneziyadagi 2024 yilga mo‘ljallangan
raqamli marketing tendensiyalarini o‘rganish va solishtirishga qaratilgan. Bu
rivojlanayotgan bozorlarda raqamli marketingning ahamiyatini ta’kidlab, asosiy
omillar, muammolar va imkoniyatlarni aniglab beradi.

Tadgiqot usullari: Tadgigot har ikki mintagadagi ilmiy maqolalar, sanoat
hisobotlari va amaliy tadgiqotlarni tahlil giluvchi keng gamrovli adabiyotlarni ko'rib
chigadi. Ma'lumotlar ikkilamchi manbalar orgali to'plangan va keng targalgan
tendentsiyalar hamda kelajak prognozlarini aniglash uchun sifatli usullardan
foydalangan holda tahlil gilingan.

I ————
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Natijalar: Tadqiqot shuni ko‘rsatdiki, O°‘zbekiston ham, Indoneziya ham
texnologik innovatsiyalar va internetning kirib borishi ortib borayotgani tufayli tez
raqamli transformatsiyani boshdan kechirmoqda. O‘zbekistonda ragamli marketing
tendensiyalari innovatsion texnologiyalarning o‘zlashtirilishi va barqaror amaliyotga
e’tibor kuchayishi bilan ajralib turadi. Indoneziyada raqamli iqtisod tez sur'atlar bilan
kengayib bormoqda, elektron tijorat va ragamli to'lovlar, xususan, kichik va o'rta
korxonalar orasida sezilarli o'sish kuzatilmogda. Tadgigot korxonalarning
ragobatbardoshligini saglab qolish uchun ushbu tendensiyalarga moslashishi va
siyosatchilar ragamli infratuzilma va ta'limni qo'llab-quvvatlashi zarurligini
ta'kidlaydi.

Kalit so'zlar: Ragamli marketing, O'zbekiston, Indoneziya, 2024-yil
tendensiyalari, elektron tijorat.

AHHOTALMA

enp: Llenpro AaHHOM CTATBU SIBJSIETCS HM3Yy4YEHUE W CPABHEHHE TEHICHLNN
uuppoBoro MapkeruHra B Y30ekuctane u HMuaonesmum B 2024 romy. B Hei
MOJYEPKUBAETCS BAXHOCTh LHU(PPOBOrO MApPKETHHra Ha 3THUX PAa3BUBAIOLIMXCA
PBIHKAX, ONPEAEIISIOTCS KIOYEBbIE IBHXKYIIUE CHIIbI, MPOOJIEMBI M BO3MOKHOCTH.

Meroasl: B uccnenoBaHud MCHOJIb3YETCSI BCECTOPOHHMI 0030p JIUTEpaTypHl,
aHAIU3UPYIOTCS HAyYHbIE CTAThU, OTPACIEBbIE OTYETHI U TEMAaTUYECKHUE UCCIIEJOBAHUS
U3 000ux peruoHoB. JlaHHble CcOOMpaIUCh W3 BTOPUYHBIX HCTOYHUKOB U
AHAJIM3UPOBAINCH C UCIIOJIB30BAHUEM KadeCTBEHHBIX METOJOB JUISl BBISBIICHUS
pacnpoCTpaHEHHBIX TEHJACHIUM U Oy IyIIUX IPOTHO30B.

BeiBogbl: HccnenoBanue mnoxasbiBaeT, 4uro W Y30ekucraH, u HMHaoHe3us
MepeXUBAIOT  OBICTPYI0  HHU(PPOBYIO  TpaHchoOpMaIluio, 00yCJIOBJICHHYIO
TEXHOJIOTMYECKUMH WHHOBALMSMM W PacTylIMM NpOHHMKHOBeHHMEM HHrtepHera. B
V36ekucraHe TEeHIEHUUU LU(PPOBOIO MapKETHHIa XapaKTePU3YIOTCS NPUHATHEM
MHHOBALMOHHBIX TEXHOJIOTMM M PAacTyLIUM aKIEHTOM Ha yCTOWYMBBIE MPaKTUKHU. B
Nupone3nn undpoBas 3KOHOMUKA OBICTPO PACHIMPSIETCS] CO 3HAYUTEIbHBIM POCTOM
ANIEKTPOHHON KOMMEpUUM U IUdPOBBIX IUIaTexe, ocodbenHo cpeaun MMCIIL. B
MCCJIEIOBAHUM TOJYEPKUBAETCS HEOOXOAMMOCTh aJanTalud MNPEANpPUATHA K 3TUM
TEHJEHUUSAM JUIsl COXPAaHEHHUS KOHKYPEHTOCHOCOOHOCTH, a TaKKe HEOOXOAMMOCTb
MOJIEP>KKU MOJUTUKAMU U(POBOI HHPPACTPYKTYPhI U 00pa30BaHUS.

Kuouesnbie cioBa: iudpoBOi MapKeTUHT, Y30ekucTtaH, THA0HE3us, TEHISHIIUH
2024 ropna, >1EKTpOHHAs KOMMEPIIUSL.

INTRODUCTION

Background: Digital marketing has emerged as a critical component of business
strategy in emerging markets. With the increasing penetration of the internet and
mobile devices, businesses in regions such as Central Asia and Southeast Asia are
leveraging digital marketing to reach a wider audience, enhance customer engagement,
and drive sales. In Uzbekistan, internet penetration reached 68% in 2022, reflecting a
significant increase from previous years, while Indonesia boasts an internet penetration
rate of 73% as of 2023, with over 202 million internet users. These statistics underscore
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the vast potential for digital marketing to transform business landscapes in these
regions. As businesses adapt to the digital era, understanding the latest trends and
strategies becomes paramount for maintaining competitiveness and achieving growth.

Objectives

The main objectives of this article are to:

1. Explore the current digital marketing trends in Uzbekistan and Indonesia.

2. Compare the digital marketing practices and innovations in both countries.

3. ldentify the key drivers and challenges faced by businesses in implementing
digital marketing strategies.

LITERATURE REVIEW

Global Digital Marketing Trends

Digital marketing has become an indispensable part of modern business strategy
worldwide. Key global trends in digital marketing include the increasing use of
artificial intelligence (Al), machine learning, big data analytics, and automation to
enhance marketing efficiency and personalization. Al-driven tools, such as chatbots
and recommendation engines, are being widely adopted to improve customer
interaction and engagement. According to a report by Grand View Research, the global
Al in the marketing market size was valued at USD 15.84 billion in 2021 and is
expected to expand at a compound annual growth rate (CAGR) of 26.3% from 2022 to
2030. Social media continues to dominate the digital marketing landscape, with
platforms like Facebook, Instagram, TikTok, and LinkedIn offering businesses
powerful tools to reach and engage with their target audiences. Influencer marketing,
particularly through Instagram and TikTok, has proven effective in driving brand
awareness and sales. A study by Influencer Marketing Hub indicates that the influencer
marketing industry is set to grow to approximately $16.4 billion in 2022.

Content marketing remains crucial, with an emphasis on creating high-quality,
relevant content that adds value to consumers. Video content, in particular, has seen a
surge in popularity, with platforms like YouTube and TikTok leading the charge.
According to Cisco’s Annual Internet Report, videos will account for 82% of all
internet traffic by 2022.

Regional Focus

In Central Asia, particularly in Uzbekistan, digital marketing is at a nascent stage
but growing rapidly. The government’s initiatives to boost digital transformation, such
as the “Digital Uzbekistan 2030 strategy, aim to foster an environment conducive to
technological advancement and digital marketing adoption. E-commerce is expanding,
with platforms like OLX and Wildberries gaining traction among consumers. Mobile
internet usage is also on the rise, with 25.4 million mobile internet users reported in
2022, highlighting the potential for mobile marketing strategies.
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Tab.1-Digital Marketing Trends Statistics

Southeast Asia, with Indonesia as a focal point, presents a vibrant digital
marketing landscape. Indonesia, being the largest economy in the region, has seen
substantial growth in its digital economy. The country’s e-commerce market is
booming, projected to reach USD 82 billion by 2025, up from USD 21 billion in 2019.
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The digital payment sector is also expanding, with e-wallets like GoPay and OVO
becoming mainstream. Social media marketing is particularly effective in Indonesia,
where platforms like Instagram and TikTok enjoy high user engagement rates.
According to Statista, Indonesia had 202.6 million social media users in 2023,
providing a vast audience for digital marketing campaigns.

Key Concepts

Artificial Intelligence (Al) and Machine Learning: Al and machine learning
technologies analyze large datasets to predict consumer behavior, personalize
marketing messages, and optimize ad spend. These technologies enable businesses to
create more targeted and effective marketing strategies.

Big Data Analytics: Big data analytics involves examining large and varied data
sets to uncover hidden patterns, correlations, and insights. In digital marketing, this
data-driven approach helps in understanding consumer preferences, enhancing
customer experiences, and improving campaign performance.

Content Marketing: Content marketing focuses on creating and distributing
valuable, relevant, and consistent content to attract and retain a clearly defined
audience. The goal is to drive profitable customer action by providing content that
solves consumer problems or entertains them.

Influencer Marketing: This strategy involves partnering with influencers—
individuals with a significant online following and the ability to influence consumer
purchasing decisions. Influencer marketing leverages the trust and authenticity that
influencers have built with their audience.

Social Media Marketing: Social media marketing uses social platforms to
promote products and services, engage with customers, and build brand awareness. It
involves creating and sharing content on social media networks to achieve marketing
and branding goals.

Search Engine Optimization (SEO): SEO is the practice of optimizing a
website to rank higher in search engine results pages (SERPs). This involves enhancing
the site’s content, structure, and technical elements to increase organic traffic from
search engines.

E-commerce Platforms: E-commerce platforms are online spaces where
transactions for goods and services occur. Examples include Amazon, eBay, and
regional platforms like Tokopedia and Bukalapak in Indonesia, and Wildberries in
Uzbekistan.

Mobile Marketing: Mobile marketing involves reaching consumers through
mobile devices such as smartphones and tablets. It includes mobile-optimized
websites, apps, SMS marketing, and in-app advertising.

Understanding these global and regional trends, as well as the key concepts and
technologies in digital marketing, provides a foundational context for analyzing the
specific trends and practices in Uzbekistan and Indonesia. This literature review
provides an in-depth analysis of global digital marketing trends, focuses on the regional
developments in Central Asia and Southeast Asia, and explains key concepts essential
for understanding the digital marketing landscape.
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METHODOLOGY

Research Design

The research design for this comparative analysis of digital marketing trends in
Uzbekistan and Indonesia for 2024 will be a mixed-method approach, incorporating
both qualitative and quantitative data. The study aims to provide a comprehensive
overview of the current trends, challenges, and opportunities in the digital marketing
landscapes of both countries. The comparative aspect will highlight the similarities and
differences, offering insights into the unique digital marketing environments of each
country. This approach ensures a holistic understanding of the subject matter,
combining numerical data with in-depth contextual analysis.

Data Collection

The data collection process will involve gathering information from multiple
sources to ensure the robustness and reliability of the findings. The primary sources of
data will include:

Academic Papers: Peer-reviewed journal articles and conference papers related
to digital marketing trends, strategies, and technologies in Uzbekistan and Indonesia.
These sources will provide theoretical frameworks and scholarly insights.

Industry Reports: Reports from leading market research firms, such as Statista,
eMarketer, and local research organizations, will offer up-to-date statistical data and
market analysis. These reports will cover aspects like digital ad spending, consumer
behavior, and technological adoption.

Case Studies: Detailed case studies of successful digital marketing campaigns in
both countries will be analyzed to understand best practices and innovative strategies.
These case studies will be sourced from business magazines, industry publications, and
marketing agencies.

ANALYSIS

The analysis will involve several methodological steps to ensure comprehensive
and comparative insights:

« Content Analysis: Qualitative data from academic papers and case studies will
be systematically reviewed using content analysis techniques. Key themes, strategies,
and challenges will be identified and categorized to draw meaningful comparisons
between the two countries.

« Statistical Analysis: Quantitative data from industry reports will be analyzed
using statistical methods. Descriptive statistics will be employed to summarize the
data, while inferential statistics will help in identifying significant trends and
differences.

« Comparative Analysis: A comparative framework will be applied to juxtapose
the digital marketing environments of Uzbekistan and Indonesia. This will involve
cross-country comparison tables, SWOT analysis (Strengths, Weaknesses,
Opportunities, Threats), and benchmarking against global digital marketing trends.

« Synthesis: The findings from both qualitative and quantitative analyses will be
synthesized to provide a cohesive narrative. This synthesis will highlight how cultural,
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economic, and technological factors influence digital marketing practices in each
country.

This methodology will ensure that the research is thorough, data-driven, and
provides actionable insights into the digital marketing trends in Uzbekistan and
Indonesia for 2024.

Digital Marketing Trends in Uzbekistan

Innovative Technologies

In Uzbekistan, the adoption of innovative technologies such as cloud services,
telematics, and mobile applications is transforming various industries. These
technologies are driving digitalization and improving efficiency across sectors. For
example, the insurance sector has seen significant digital transformation, with
companies leveraging cloud services to enhance data storage, accessibility, and
customer service. Mobile applications are also playing a crucial role, offering users
easy access to insurance services and real-time updates, which improves user
experience and operational efficiency.

E-commerce Development

The e-commerce landscape in Uzbekistan is evolving rapidly, showcasing
significant growth potential. The current state of online marketplaces is characterized
by increasing consumer adoption and the entry of new players. This growth is partly
driven by improvements in digital infrastructure and supportive government policies.
A comparative analysis with China's e-commerce market reveals that while Uzbekistan
is still in the nascent stages compared to China's mature market, it is showing promising
signs of robust expansion. Key areas of focus include mobile commerce, digital
payment systems, and the integration of social media with online shopping platforms.

Sustainable Digital Marketing

Sustainable practices in digital marketing are gaining traction in Uzbekistan.
There is a growing emphasis on incorporating eco-friendly and socially responsible
practices into digital marketing strategies. This trend aligns with the broader global
movement towards sustainability and reflects the increasing awareness among
businesses and consumers about the environmental impact of digital activities.
Sustainable digital marketing practices are not only beneficial for the environment but
also play a significant role in economic development. By adopting sustainable
methods, businesses can enhance their brand reputation, attract environmentally
conscious consumers, and contribute to the country's sustainable growth agenda.

Sectoral Innovations

Innovations in digital marketing are having a notable impact on specific sectors
such as tourism and banking in Uzbekistan.

Tourism: Digital marketing strategies, including the use of virtual tours,
augmented reality (AR), and targeted social media campaigns, are enhancing the
promotion of Uzbekistan’s cultural and historical sites. These innovative approaches
help attract international tourists and boost the local tourism industry.

Banking: The banking sector is undergoing digital transformation through the
implementation of online banking services, mobile banking applications, and
personalized digital marketing campaigns. These innovations are improving customer
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engagement, increasing access to financial services, and enhancing overall customer
satisfaction.

Case Studies and Examples:

In the tourism sector, a notable example is the use of AR in promoting historical
sites like the Registan in Samarkand, where tourists can experience virtual
reconstructions of ancient architecture through their smartphones.

In the banking sector, banks like Asaka Bank have launched comprehensive
mobile banking solutions that provide customers with convenient access to financial
services and personalized financial advice based on their transaction history and
preferences.

Digital Marketing Trends in Indonesia

Empowering MSMEs

Micro, Small, and Medium Enterprises (MSMES) are the backbone of Indonesia'’s
economy, and digital marketing is playing a pivotal role in empowering these
businesses. Strategies for digital marketing empowerment include the adoption of
social media platforms, e-commerce integration, and digital advertising. MSMEs face
challenges such as limited digital literacy, budget constraints, and inadequate
infrastructure. However, opportunities abound with government initiatives like the
"Proud of Indonesian Products™ campaign, which encourages local consumption and
supports digital transformation efforts. Training programs and partnerships with tech
companies are also crucial in equipping MSMEs with the necessary skills and tools to
thrive in the digital landscape.

Economic Integration

Indonesia boasts the fastest-growing digital economy in Southeast Asia, driven
by rapid internet penetration, a young and tech-savvy population, and supportive
government policies. Key drivers include the widespread use of smartphones, the
proliferation of digital services, and substantial foreign investments in the tech sector.
Projections indicate that Indonesia's digital economy will continue to expand, with e-
commerce, fintech, and digital media leading the growth. The integration of digital
technologies across various economic sectors is expected to enhance productivity,
create jobs, and stimulate economic growth, positioning Indonesia as a leading digital
economy in the region.

Digital Payment Systems

The rise of digital payment systems in Indonesia has significantly impacted
consumer behavior, particularly among Generation Z. Digital wallets, mobile banking,
and contactless payments are becoming the norm, driven by convenience, security, and
the need for contactless transactions post-pandemic. The importance of customer
experience and financial literacy cannot be overstated, as they are key to the
widespread adoption of digital payments. Initiatives to educate consumers on the
benefits and usage of digital payments, along with efforts to improve user experience
through seamless and secure platforms, are crucial for the continued growth of this
sector.

Social Media and Content Marketing
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Social media and content marketing trends in Indonesia are dominated by
influencer marketing and the use of visual content. Platforms like Instagram, TikTok,
and YouTube are popular among brands for reaching and engaging with audiences.
Influencer marketing has proven highly effective, with influencers leveraging their
large followings to promote products and services authentically. Case studies of
successful campaigns, such as Tokopedia's collaboration with local influencers and
celebrities, demonstrate the power of social media in driving brand awareness and
sales. The effectiveness of these strategies lies in their ability to create relatable and
engaging content that resonates with the target audience.

Comparative Analysis of Digital Marketing Trends in Uzbekistan and Indonesia

Similarities

Both Uzbekistan and Indonesia are experiencing rapid growth in their digital
marketing landscapes, driven by increasing internet penetration and mobile device
usage. Common trends and practices include:

Adoption of Innovative Technologies: Both countries are embracing cloud
services, mobile applications, and digital platforms to enhance business operations and
customer engagement. The digitalization of various sectors, such as insurance in
Uzbekistan and banking in Indonesia, reflects this trend.

E-commerce Growth: E-commerce is a booming sector in both regions, with
significant potential for further expansion. Online marketplaces are becoming more
prevalent, supported by improvements in digital infrastructure and favorable
government policies.

Social Media Marketing: Social media platforms play a critical role in marketing
strategies. Influencer marketing, visual content, and targeted advertising are common
practices, leveraging platforms like Instagram, TikTok, and YouTube to reach diverse
audiences.

Post-Pandemic Adaptations: Both countries have seen businesses adapt their
digital marketing strategies in response to COVID-19. The shift towards hybrid
channel strategies, increased e-commerce activity, and a focus on digital customer
service are notable similarities.

Differences

Despite these commonalities, each country faces unique challenges and exhibits
distinct characteristics in their digital marketing practices:

Market Maturity: Indonesia’s digital economy is more mature compared to
Uzbekistan's. Indonesia has a larger and more tech-savvy population, leading to faster
adoption of digital payment systems and more advanced e-commerce practices. In
contrast, Uzbekistan is still in the earlier stages of digital transformation.

Economic Integration: Indonesia's digital economy is the fastest-growing in
Southeast Asia, with strong foreign investment and a thriving tech sector. Key drivers
include extensive smartphone usage and digital services proliferation. Uzbekistan,
while showing promising growth, is still developing its digital economy infrastructure
and attracting investment.

Sectoral Innovations: Uzbekistan's digital marketing innovations are
significantly impacting sectors like tourism and banking through the use of augmented
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reality and mobile banking solutions. Indonesia, however, sees a broader application
across various sectors, including MSMEs empowerment and a significant rise in digital
payments among Gen Z.

Sustainable Practices: Uzbekistan is emphasizing sustainable digital marketing
practices, aligning with global sustainability movements. This focus is less pronounced
in Indonesia, where rapid digital growth and economic integration are the primary
concerns.

Implications

The comparative analysis of digital marketing trends in Uzbekistan and Indonesia
provides valuable insights for businesses and policymakers in both regions:

For Businesses:

Market Entry and Expansion: Businesses should tailor their strategies based on
the market maturity and consumer behavior of each country. For example, leveraging
influencer marketing in Indonesia may yield faster results, while focusing on digital
literacy and infrastructure in Uzbekistan can build a strong foundation for future
growth.

Technology Adoption: Investing in innovative technologies and digital platforms
Is crucial. Businesses should prioritize mobile applications and cloud services to
enhance customer engagement and operational efficiency.

For Policymakers:

Support and Incentives: Policymakers in Uzbekistan should focus on providing
support and incentives for digital infrastructure development and attracting foreign
investment. Indonesia's policymakers, meanwhile, should continue to foster a
conducive environment for digital economy growth, particularly by supporting
MSMEs and enhancing financial literacy.

Sustainability Initiatives: Encouraging sustainable digital marketing practices
can benefit both countries. Policymakers can promote eco-friendly digital strategies
and support businesses in adopting sustainable technologies.

CONCLUSION

The comparative analysis of digital marketing trends in Uzbekistan and
Indonesia highlights both commonalities and unique aspects of their evolving digital
landscapes. Both countries are embracing innovative technologies, experiencing rapid
e-commerce growth, and leveraging social media marketing. However, Indonesia’s
digital economy is more mature, with broader sectoral applications and significant
growth in digital payments, while Uzbekistan is focusing on foundational digital
transformations and sustainability in digital marketing practices.

Future Directions

Further research is needed to delve deeper into specific aspects of digital
marketing in both countries. Potential areas include:

1. Consumer Behavior Analysis: Detailed studies on consumer preferences and
behaviors in digital interactions can provide more targeted insights for businesses.

2. Impact of Government Policies: Evaluating the effectiveness of digital
economy policies and incentives in fostering growth and innovation.
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3. Technological Advancements: Exploring the impact of emerging technologies
like Al, blockchain, and IoT on digital marketing strategies in both countries.

4. Cross-Cultural Comparisons: Comparative studies with other developing and
developed nations to identify global best practices and adaptable strategies.

RECOMMENDATIONS

For Businesses:

1. Adapt Strategies to Market Maturity: Tailor digital marketing strategies to
align with the specific market conditions of each country. In Indonesia, leverage
advanced digital payment systems and influencer marketing; in Uzbekistan, focus on
building digital literacy and infrastructure.

2. Invest in Technology: Prioritize investments in mobile applications, cloud
services, and e-commerce platforms to enhance customer engagement and operational
efficiency.

3. Embrace Sustainability: Incorporate sustainable practices in digital
marketing strategies to attract environmentally conscious consumers and align with
global trends.

For Policymakers:

1. Support Infrastructure Development: In Uzbekistan, continue to develop
digital infrastructure and create incentives for foreign investment to accelerate digital
transformation.

2. Promote Digital Literacy: Implement educational programs and initiatives
to improve digital literacy among businesses and consumers, enabling wider adoption
of digital technologies.

3. Foster Sustainable Practices: Encourage businesses to adopt eco-friendly
digital marketing strategies and provide support for sustainable technological
advancements.

4. Enhance Regulatory Frameworks: Ensure that regulations keep pace with
the fast-evolving digital economy, providing a secure and conducive environment for
digital business operations.
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Abstract

This article examines the transformative evolution of global e-commerce, driven
by technological advancements and shifting consumer behaviors. It emphasizes the
critical role of sophisticated digital platforms in reshaping online commerce,
highlighting key trends and features that facilitate these changes. The study also
explores the impact of e-commerce on global marketing strategies and traces
significant milestones in online shopping, underscoring the competitive dynamics
between digital platforms and traditional businesses.

Keywords: global e-commerce, digital platforms, technological advancements,
consumer behavior, online commerce, global marketing, business models, internet
evolution, mobile commerce, network effects, market competition.

Annotatsiya

Ushbu magola texnologik taraggiyot va iste'molchilar xatti-harakatlarining
o'zgarishi bilan bog'lig bo'lgan global elektron tijoratning transformativ evolyutsiyasini
ko'rib chigadi. U onlayn tijoratni qayta shakllantirishda murakkab ragamli
platformalarning muhim rolini va bu o'zgarishlarni osonlashtiradigan asosiy
tendensiyalar va xususiyatlarni ta'kidlaydi. Tadgigot shuningdek, elektron tijoratning
global marketing strategiyalariga ta'sirini o'rganadi va ragamli platformalar hamda
an'anaviy biznes o'rtasidagi raqobat dinamikasini ko’rib chiqib, onlayn xarid gilishning
muhim bosqgichlarini kuzatadi.

Kalit so'zlar: global elektron tijorat, ragamli platformalar, texnologik yutuglar,
iste'molchilarning xatti-harakatlari, onlayn tijorat, global marketing, biznes modellari,
internet evolyutsiyasi, mobil tijorat, tarmoq effektlari, bozor ragobati.

AHHOTALUA

B or1oii crathe paccmaTpuBaeTcs MpeoOpasyroimias SBOIIONUS TI00aTbHOM
AIIEKTPOHHON KOMMEPIINH, OOYCJIOBJIICHHAS] TEXHOJOTHUYECKHUMH JOCTIDKCHHUSIMU H
MEHSIOIINMCS TTOBEJIeHuEM moTpeduteneii. B Heil moguepkuBaeTcst BaKHEUIIas poJib
CJIOXKHBIX MHU(PPOBBIX MIATHOPM B H3MEHEHUM OHJIAWH-KOMMEPIIUU, BBIICIISIOTCS
KJIFOYEBbIE TEHCHIIUU U OCOOCHHOCTH, KOTOPBIE CLIOCOOCTBYIOT 3TUM U3MEHEHUsIM. B
HCCIICIOBAHUM TAKXKE MU3Y4aeTCs BIUSHHUE JICKTPOHHOM KOMMEPIIMU Ha TJI00aTbHBIC
MAapKETHUHTOBBIE CTPATETUU M MPOCIICKUBAIOTCS BAXKHBIC BEXU B OHJIANWH-TIOKYTKaX,
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NOJYEPKMBAsi KOHKYPEHTHYIO JMHAMHUKY MEXIy UM(poBbIMU MaThopMamMu u
TPaAUIIUOHHBIMU MPEINPUITUIMHU.

KuioueBble cjioBa: TI0OambHAsE DJIIEKTPOHHAS KOMMeEpHwus, IUGPOBHIC
m1aThOPMBI, TEXHOJIOTHUECKHE IOCTIDKCHUS, TOBEACHHE MOTpeOUTEeNeH, OHJIAH-
KOMMEPIUS, TJI00abHBIA MapKETUHT, OW3HEC-MOJEIN, OHBOJIOLUS HWHTEPHETA,
MOOWMIIbHASI KOMMEPIIHS, CETeBBIC Y(DPEKThI, ppIHOYHAS KOHKYPEHITH.

INTRODUCTION

The world of e-commerce has seen a transformative evolution over the past few
decades, driven by rapid technological advancements, changing consumer behaviors,
and global market dynamics. As digital platforms become increasingly sophisticated,
they play a pivotal role in shaping the future of online commerce. This section explores
key development trends in global e-commerce and highlights the features of modern
digital platforms that facilitate these trends.

Global marketing refers to the capability to market products and services in
almost every country. A global company possesses the reach, expertise, insights,
knowledge, staff, and ability to deliver value to customers globally. The company’s
main goal is to provide local customers with globally standardized solutions or
products. Businesses also need to localize their products as necessary to maintain an
optimal balance of cost, efficiency, and customization. This approach is essential to
meet local, national, and global demands effectively and to position the company
competitively against or alongside competitors and partners while defending against
new market entrants, both global and local. Furthermore, businesses must understand,
research, measure, and develop long-term brand loyalty.

METHODOLOGY

This study employs a comprehensive literature review approach to explore the
transformative evolution of global e-commerce and the role of digital platforms. Key
scholarly articles, industry reports, and academic literature on global marketing, e-
commerce trends, and digital platform dynamics were reviewed and synthesized. The
research identifies significant milestones in online shopping history and examines the
impact of technological advancements and consumer behavior shifts on global
marketing strategies. Emphasis is placed on analyzing the competitive dynamics
between digital platforms and traditional businesses. The methodology integrates
gualitative analysis to contextualize historical developments and quantitative data to
illustrate trends and market impacts. This dual approach provides a nuanced
understanding of how digital platforms have reshaped global commerce dynamics over
recent decades.

LITERATURE REVIEW

The evolution of global e-commerce and the rise of digital platforms have been
extensively documented in academic and industry literature, reflecting their profound
impact on modern commerce and consumer behavior. Early studies highlight the
transformative role of technology in expanding the reach and efficiency of global
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markets (Turban et al., 2020). As the internet became commercially viable in the early
1990s, it revolutionized business practices by enabling electronic transactions and
paving the way for online commerce (Brynjolfsson & Smith, 2000).

The literature underscores how digital platforms, unlike traditional linear value
chains, foster ecosystems that adapt rapidly to market changes, thereby gaining
significant market power (Cusumano et al., 2019). However, challenges such as data
privacy, regulatory compliance, and platform governance have also emerged, requiring
nuanced strategies for effective management (Cohen et al., 2020).

Ferrera and Kessedjian (2019) discuss the transformative evolution of global e-
commerce, highlighting its progression driven by technological advancements and
changing consumer behaviors (Ferrera & Kessedjian, 2019). They emphasize the role
of digital platforms in reshaping online commerce, underscoring key trends and
features facilitating these changes. This literature underscores the critical impact of e-
commerce on global marketing strategies and traces significant milestones in online
shopping.

Chu et al. (2007) present a conceptual framework and longitudinal study on the
evolution of e-commerce websites, examining how these platforms have evolved
structurally and functionally over time. Their research contributes theoretical insights
into the technological and design aspects of e-commerce platforms, illustrating the
iterative development and adaptation required in response to market dynamics and
technological advancements.

Yudina and Geliskhanov (2019) explore the distinctive features and operational
dynamics of digital platforms within the information-digital economy context. Their
research offers a detailed analysis of how digital platforms function across various
sectors, highlighting their role in fostering network effects, enhancing market
efficiencies, and shaping consumer interactions. Their findings provide valuable
insights into the strategic management and operational frameworks necessary for
leveraging digital platforms in contemporary business environments (Yudina &
Geliskhanov, 2019).

RESULTS AND DISCUSSION

The rise of e-commerce has significantly changed the landscape of global
marketing. E-commerce includes all types of transactions, such as Business-to-
Business (B2B), Business-to-Customer (B2C), Customer-to-Customer (C2C), and
Government-to-Customer (G2C) activities. It has compelled organizations of all sizes
and across industries to adapt and adopt new business models. This paper examines the
evolution of global marketing initiatives and e-commerce trends over the years, and it
also explores the various positive and negative impacts of e-commerce.?

There has been a significant amount of scholarly research on global marketing
issues. However, the number of research articles focusing specifically on the evolution
of global marketing is relatively small. This research reviewed several articles on

! Ferrera C., Kessedjian E. Evolution of E-commerce and Global Marketing //International Journal of Technology for
Business (1JTB). —2019. — T. 1. — Ne. 1. - C. 33
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global marketing, and based on these findings, the evolution of the global marketing
concept is summarized in this section.!

The evolution of global marketing has been a gradual process, relevant to most
companies. International marketing has greatly influenced various aspects of
consumers’ daily lives. For a company to succeed, it must cater to the demands and
needs of both local and global customers. Therefore, international marketing skills are
essential for most companies worldwide. The international market has transformed
rapidly due to changes in trade standards, practices, and techniques, driven by new
technologies and evolving economic relationships.

Table 1
The evolution of e-commerce websites?

Time Period Key Developments and Milestones
1980s - Introduction of Electronic Data Interchange (EDI) for digital information exchange.
- Limitations due to pre-arranged agreements and expensive networks.
Early 1990s - Internet and open computer technology made connectivity more affordable.
- Emergence of the World Wide Web (WWW) and powerful search engines.
Mid-1990s - WWW evolved into a platform for e-commerce, enabling secure online transactions and multiple exchanges.
- Integration of wireless technology with the Internet.
Late 1990s - Commercialization of the Internet with major platforms like Amazon and eBay entering the market.
- Introduction of secure payment methods like PayPal, revolutionizing online transactions.

Early 2000s - Rapid growth of online shopping with significant revenue milestones (e.g., US online shopping revenue exceeding $25 billion in 2000).

- Emergence of mobile commerce, allowing for anytime, anywhere shopping.

2000s - Introduction of major digital platforms for music and advertising (e.g., iTunes and Facebook ads).

- Popularization of shopping events like Cyber Monday, reflecting increasing consumer acceptance of e-commerce.
2010s - Exponential growth in global online B2C sales, exceeding $1 trillion for the first time in 2012.

- Continued integration of digital technologies and expansion of mobile commerce.

- Transformation of consumer behavior with widespread adoption of online shopping as a norm.

In the 20th century, globalization reshaped the global economy, introducing new
concepts and ideas to manage and explain the conditions facing investors. A global
market is a primary driver of international finance and trade, encompassing concepts
on both micro and macroeconomic levels. Often, certain geographical regions offer
better value for specific products or industries, providing investors with a higher rate
of return for the same capital investment.®

E-commerce involves buying and selling through digital media and applying
digital technologies to business processes. In the early 1990s, new software and
technologies transformed the Internet into a commercial platform, revolutionizing
global business practices. E-commerce has made life easier by saving time and
simplifying the transportation of goods. E-commerce has also connected the world
more closely. For example, Leclerc, a major supermarket in France, was one of the first
to offer online shopping.*

! Turban E., Kin, D., Lee J., Liang T. P., & Turban D. C. (2020). Electronic commerce: A managerial and social
networks perspective. Springer Science & Business Media.

2 Ferrera C., Kessedjian E. Evolution of E-commerce and Global Marketing //International Journal of Technology for
Business (1IJTB). —2019. - T.1.— Ne. 1. - C. 35

3 Ferrera C., Kessedjian E. Evolution of E-commerce and Global Marketing //International Journal of Technology for
Business (1JTB). —2019. - T. 1. — Ne. 1. - C. 34

4 Dewitte A., Billows S., Lecocq X. Turning regulation into business opportunities: A brief history of French food mass
retailing (1949-2015) //New Perspectives on 20th Century European Retailing. — Routledge, 2021. — C. 64-85.
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This shift has changed how businesses market themselves, impacting
international marketing. Today, almost all companies have an online presence to
provide information and raise brand awareness, even if they do not directly sell online.
Initially, e-commerce meant conducting electronic transactions, like sending order
documents. Later, it expanded to include “web commerce” or buying and selling goods
and services over the Internet.!

During the 1980s, efforts to standardize digital information exchange relied on
Electronic Data Interchange (EDI). However, EDI required pre-arranged agreements
and was often implemented on expensive value-added networks, which limited its
commercial viability.

In the early 1990s, the use of the Internet and open computer technology made
connectivity more affordable. This connectivity between businesses and individuals
led to the creation of the World Wide Web (WWW). The emergence of powerful search
engines and websites transformed the Web into a rich information resource. Businesses
began to reach potential customers by providing marketing information and product
catalogs online.

By the mid-1990s, the WWW had evolved from an information resource to a
platform for e-commerce sites, necessitating a secure and interactive environment. This
transformation enabled e-commerce activities to expand from single buyer-seller
connections to multiple exchanges. It also became possible to customize or personalize
websites. Businesses started integrating wireless technology with the Internet.?

Considerable work has been done on designing, using, and enhancing the user-
friendliness of websites and their business models. However, most of these efforts
focused on current trading processes and did not provide a comprehensive view of the
incremental technological development of websites.?

The evolution of online shopping has been a remarkable journey, marked by
significant milestones that have transformed the way consumers interact with the
marketplace. This transformation began with the inception of the World Wide Web in
1991, laying the groundwork for the digital revolution that was to follow. By 1994, the
digital landscape started to take shape with the launch of Netscape Navigator, the first
mainstream web browser. This year also saw Pizza Hut pioneering online ordering,
demonstrating the potential for internet-based commercial activities. The subsequent
year, 1995, witnessed the founding of eBay and the entry of Amazon into the online
marketplace, setting the stage for what would become two of the largest e-commerce
platforms in the world. In 1996, the internet had garnered over 40 million users, and
online sales surpassed $1 billion for the year, indicating a growing acceptance and
reliance on the internet for commercial purposes. The introduction of PayPal in 1998
further revolutionized online transactions by providing a secure and convenient method

! Ferrera C., Kessedjian E. Evolution of E-commerce and Global Marketing //International Journal of Technology for
Business (1JTB). —2019. - T. 1. — Ne. 1. - C. 35

2 Brynjolfsson, E., & Smith, M. D. (2000). Frictionless commerce? A comparison of Internet and conventional retailers.
Management Science, 46(4), 563-585.

3 Chu S. C. et al. Evolution of e-commerce Web sites: A conceptual framework and a longitudinal study //Information &
Management. — 2007. — T. 44. — No. 2. — C. 154-164.
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for digital payments. The early 2000s marked a period of rapid growth and innovation.
By 2000, the United States saw its online shopping revenue exceed $25 billion. In
2001, a staggering 70% of internet users were shopping online during the holiday
season, reflecting a significant shift in consumer behavior towards online retail.*

The following years continued to build on this momentum. Apple's launch of
iITunes in 2003 introduced the first major digital music store, changing the way people
purchased and consumed music. In 2005, the term ‘Cyber Monday’ was coined,
quickly becoming one of the most popular online shopping days, symbolizing the rise
of e-commerce during the holiday season. The next year, Facebook began selling ads,
harnessing its growing user base to drive targeted advertising, which would become a
cornerstone of digital marketing. By 2008, the advent of online shopping on mobile
phones marked a new era of convenience and accessibility, allowing consumers to
make purchases anytime and anywhere. This mobility contributed to the exponential
growth of e-commerce, culminating in 2012 when global online B2C sales exceeded
$1 trillion for the first time. These milestones collectively highlight the rapid and
transformative journey of online shopping. From the creation of the World Wide Web
to the rise of mobile commerce, each development has significantly shaped the digital
marketplace, making online shopping an integral part of modern consumer life.?

Digital platforms have revolutionized numerous facets of human activity,
operating at micro, meso, macro, and even mega-levels. These platforms manifest in
various formats, touching virtually every sector. Their distinct advantages over
traditional pipeline companies have enabled them to amass significant market power
and ascend to the ranks of the world's largest corporations in a relatively short
timeframe. (Figure 1)3

One of the key differentiators for digital platforms is their unique competitive
edge. Unlike traditional pipeline companies that follow a linear value chain, digital
platforms facilitate interactions between multiple user groups, such as consumers and
producers, creating a network effect that enhances their value as more participants join.
This model not only fosters rapid growth but also establishes a robust ecosystem that
can adapt to changing market dynamics swiftly.*

The emergence of digital platforms has triggered intense competition, not only
among the platforms but also with traditional companies. This competition spans
various markets and industries, often leading to cross-platform rivalries. As digital
platforms grow, they significantly impact the economic and social lives of millions
globally. Managing digital platforms effectively has become crucial for both research
and practice. Experts are focused on understanding the strategies for platform success,
maintaining competitive advantage, and addressing issues like data privacy, market

1 Cusumano, M. A., Gawer, A., & Yoffie, D. B. (2019). The business of platforms: Strategy in the age of digital
competition, innovation, and power. Harper Business.

2 Cohen, W. M., Nelson, R. R., & Walsh, J. P. (2020). Protecting their digital assets: The use of patents in the software
industry. Management Science, 48(12), 1666-1682.

3 Yudina T., Geliskhanov I. Features of digital platforms functioning in information-digital economy //IOP Conference
Series: Materials Science and Engineering. — IOP Publishing, 2019. — T. 497. — Ne. 1. — C. 012104.

4Yudina T., Geliskhanov I. Features of digital platforms functioning in information-digital economy //IOP Conference
Series: Materials Science and Engineering. — IOP Publishing, 2019. — T. 497. — No. 1. — C. 012104.
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regulation, and ethical technology use. The relationship between digital platforms and
traditional companies is complex. Traditional businesses must innovate to stay
competitive, often incorporating platform-based models, while digital platforms must
continuously evolve to meet user expectations and remain ahead.

CONCLUSION

In conclusion, the evolution of global e-commerce and the ascent of digital
platforms have fundamentally reshaped commerce worldwide. Rapid technological
advancements and evolving consumer behaviors have propelled this transformation,
emphasizing the pivotal role of sophisticated digital infrastructures. From the early
days of the World Wide Web to the current era of mobile commerce and robust digital
ecosystems, these developments have not only streamlined business operations but also
revolutionized consumer interactions and global market dynamics. As digital platforms
continue to evolve, their impact on international trade, market competitiveness, and
societal norms underscores the imperative for businesses to adapt, innovate, and
strategically navigate this dynamic landscape.
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TO‘QIMACHILIK KORXONALARIDA DIVERSIFIKATSIYA
STRATEGIYALARIDAN FOYDALANISHNING AFZALLIKLARI VA
O‘ZIGA XOSLIGI

Raximov Furqat Jalolovich
“O‘zto‘qimachiliksanoat” uyushmasi
raisining maslahatchisi,

TDIU mustaqil tadgigotchi

Annotatsiya

Mazkur maqolada to‘qimachilik korxonalarida diversifikatsiya strategiyalaridan
foydalanish bo‘yicha taklif va tavsiyalar ishlab chiqilgan. Samarqand viloyatining
paxta-to‘qimachilik klasterlari faoliyati o‘rganilgan va ularning ishlab chigarish
quvvatlaridan foydalanish samaradorligi tahlil gilingan. Samargand viloyati paxta-
to‘qimachilik klasterlarining ishlab chiqarish faoliyatini diversifikatsiya darajasi
aniqlangan va diversifikatsiya strategiyalaridan foydalanish bo‘yicha taklif va
tavsiyalar ishlab chigilgan.

Kalit so‘zlar: sanoat, to‘qimachilik, tikuv-trikotaj, diversifikatsiya, eksport,
ishlab chiqgarish, diversifikatsiya strategiyalari.

AHHOTALIUA

B naHHONl cTathe pa3paboTaHbl MPEMIOKEHUS M PEKOMEHJIAUUU IO
WCIIOJIb30BAHUIO CTpPATerud JAUBEPCU(PUKALMH HA NPEINPUATUAX TEKCTHIbHOU
IIPOMBIIIJIICHHOCTH. I/IBYLICHa ACATCIIBHOCTb  XJIOIIKO-TCKCTHJIBHBIX  KJIACTCPOB
Camapkanackoil 007acTi U npoaHau3upoBaHa 3HEKTUBHOCTh UCIIOJIB30BAHUS UX
MPOU3BOJACTBEHHBIX ~ MoIHOCTeH.  OmpejeneHa  cTeneHb  AUBEpCUPHUKALINAN
HpOI/ISBOI[CTBeHHOﬁ ACATCIIBHOCTH XJIOIIKO-TCKCTUJIBHBIX KJIACTCPOB CaMapKaHI[CKOﬁ
O6J'IaCTI/I nu paSPaGOTaHH NpCAJIOKCHUA KW PCKOMCHAAIIMKN II0 HMCIIOJIIB30BAHHIO
CTpaTeTuu AUBEPCUPUKAIINHN.

KiroueBrbie cjioBa: MMPOMBINIJICHHOCTb, TCKCTHJIbHAA, [IBEWHASI U TPUKOTAKHAs
IMPOMBIIIJIICHHOCTD, )II/IBepCI/I(i)I/IKaHI/IH, OKCIIOPT, IMpOn3BOACTBO, CTpaTCrun
auBepcupUKaIuu.

Abstract

In this article, proposals and recommendations on the use of diversification
strategies in textile enterprises have been developed. The activity of cotton-textile
clusters of Samarkand region was studied and the efficiency of using their production
capacities was analyzed. The degree of diversification of production activity of cotton-
textile clusters of Samarkand region was determined and suggestions and
recommendations were developed on the use of diversification strategies.

Key words: industry, textile, sewing and knitting, diversification, export,
production, diversification strategies.
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KIRISH

O‘zbekiston sanoatini muvaffaqiyatli rivojlantirishning tarkibiy qismlaridan biri
barqgaror rivojlanishni ta’minlash, makro va mikroiqtisodiy begarorlashtiruvchi omillar
asosida sanoatni boshgarishning strategik mexanizmlaridan samarali foydalanishdir.
Bunday sharoitda mamlakatda gadimdan shakllangan va rivojlangan, muhim ijtimoiy
muammolarini hal etishdagi asosiy sanoat tarmog‘i hisoblangan to‘qimachilik
sanoatining bargaror rivojlanishning samarali mexanizmlarini joriy etish talab etiladi.

O‘zbekiston to‘gqimachilik sanoati mamlakat sanoat majmuasi ishlab
chigarishning barcha tarmogqlarining mutanosib o‘sishini ta’minlovchi asosiy tarmoq
sifatida shakllangan. Ishlab chigarish va xo‘jalik faoliyati subyektlariga kuchli ta’sir
ko‘rsatadigan tashqi omillarning o‘zgarish sur’atining yuqoriligi, aynigsa, jahon
mamlakatlarida kechayotgan geosiyosiy vaziyatlarda to‘qimachilik va yengil sanoat
korxonalari oldiga xalgaro bozorda raqobatbardoshligini ta’minlash bo‘yicha strategik
vazifalar ishlab chigish va ularni amalga oshirish talabini qo‘ymoqda.

To‘qimachilik va yengil sanoat dunyoning ko‘plab ishchi kuchi bandligini
ta’minlashga qaratilgan iqtisodiyot uchun muhim tarmoq bo‘lib, doimiy o°‘sib
borayotgan sanoat sifatida aylanma yoki siklik igtisodiyotni shakllantirish uchun ham
mos keluvchi tarmoqdir.

To‘gqimachilik sanoat korxonasi davlat manfaatlarini hisobga olgan holda sanoat
ishlab chiqarishining ko‘p tarmoqli, muvozanatli, barqaror tuzilishini ta’minlaydigan
shart-sharoitlarni  yaratishga garatilgan rivojlanish  strategiyalari  mavjud.
To‘gimachilik sanoat korxonalarini rivojlantirish strategiyasining ustuvor yo‘nalishlari
asosiy rivojlanish magsadlariga erishishga katta darajada ta’sir ko‘rsatadigan asosiy
omillarni hisobga olgan holda resurslardan yanada samarali foydalanish va uning
tarkibini gayta tuzish kabi vazifalari mavjud. Yengil sanoat korxonalarining ushbu
rivojlanish yo‘lini amalga oshirish uchun korxonalarni rivojlantirish strategiyasini
takomillashtirishning samarali usullari va vositalariga ega bo‘lish zarur. Shu
munosabat bilan to‘qimachilik sanoat korxonalarini rivojlantirish strategiyasini
shakllantirish bo‘yicha ilmiy-tadgiqot ishlarini olib borish zarurati yugori ahamiyatga
ega.

Hozirgi vaqtda mahalliy to‘qimachilik sanoat ichki talabni yetarli darajada
gondirish bilan birga yuqori eksport salohiyatini namoyon etmogda. Korxonalarning
eksport imkoniyatlarini yanada oshirish uchun davlat tomonidan qo‘llab
quvvatlanmoqda. So‘nggi 3 yil uchida to‘qimachilik sanoatini rivojlantirishga
qaratilgan bir qator tashabbusli strategik yo‘nalishlar belgilab berilmogda. Jumladan,
O‘zbekiston Respublikasi Prezidentining 2022-yil 28-yanvardagi “2022 2026-
yillarga mo‘ljallangan Yangi O‘zbekistonning taraqqiyot strategiyasi to‘g‘risida”gi
PF-60-son Farmoni bilan “sun’iy tolani qayta ishlash hajmlarini 200 ming tonnaga
yetkazish” vazifalari belgilangan. Mazkur vazifani amalga oshirish uchun
to‘qimachilik klasterlari tomonidan sun’iy tolalarni ishlab chiqarishni ko‘paytirish,
ularni yangi turlarini yaratish kabi vazifalar amalga oshirilmogda. Biroq,
korxonalarning gayta ishlashning to‘liq =zanjiri, ya’ni xomashyodan tayyor
mahsulotgacha bo‘lgan jarayonlarning uzluksiz ishlashga garatilgan texnologiyalar,
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ishlab chigarish quvvatlari bilan bog‘liqg sohada mavjud muammolar, kadrlar
yetishmasligi bilan bog‘liqg muammolar haligacha mavjud.

ADABIYOTLAR SHARHI

To‘qimachilik sanoatni rivojlantirish strategiyalarini tadqiq qilish borasida
ko‘plab ilmiy tadqiqotlar olib borilgan bo‘lib, innovatsiya va axborot texnologiyalarini
ishlab chiqarish jarayoniga joriy etish yo‘nalishlarida olib borilgan asosiy tadqiqot
yo‘nalishlari matolarni bo‘yash va pardozlash usullari, rang tanlashning raqamli
usullaridan foydalanish, mahsulotni loyihalash jarayonini avtomatlashtirish, ishlab
chigarishda "sun’iy intellekt" dan foydalanish iqtisodiyotni ragamlashtirish va
globallashtirish sharoitida ushbu sohani rivojlantirish ustuvor tadqiqotlar yo‘nalishidir.

Shu bilan birga, ishlab chigarishni diversifikatsiyalash jarayonlarini rejalashtirish
va boshqarishni takomillashtirish masalalarida ham ko‘plab tadqiqotlar amalga
oshirilmoqda. Jumladan, diversifikatsiya bilan bog‘liq masalalar bo‘yicha ilk
tadgigotlar 1962-yilda M. Gort (Amerika kompaniyalariga nisbatan) va 1979-yilda
E. Yesinara (Yaponiya kompaniyalariga nisbatan)amalga oshirildi. Xuddi shu
yo‘nalishdagi rivojlanishni I. Ansoff (1989), A. Tompson, A. J. Striklend (1998) va
boshqgalar kabi xorijiy mualliflar davom ettirdilar.[1]

Zhang Q.[2] tomonidan olib borilgan tadgiqgotlarda 2001-2005-yillardagi Xitoy
to‘qimachilik sanoatining ro‘yxatga olingan firmalari to‘g‘risidagi ma’lumotlardan
foydalangan holda korxonalarning diversifikatsiya ta’siridagi iqtisodiy rivojlanish
darajalari bo‘yicha guruhlash amalga oshirilgan.Tadqiqot natijalari shuni ko‘rsatadiki,
firmalarning diversifikatsiya va samaradorlik munosabatlariga murakkab ta’sir
ko‘rsatgan.

Anvardjanovich S. A.[3] tomonidan olib borilgan tadgigotlarda yengil sanoat
korxonalarini yanada isloh qilish, tarkibiy o‘zgartirish va diversifikatsiya qilishning
samarali mexanizmlarini shakllantirish bo‘yicha tavsiyalar berilgan.

Colpan A. M.[4] tomonidan olib borilgan tadgiqotlarda esa mahsulot turlari
bo‘yicha Yaponiya to‘qimachilik sanoatida ro‘yxatga olingan firmalarning iqtisodiy
ko‘rsatkichlari asosida amalga oshirilgan tadqiqotlar diversifikatsiya strategiyalari va
diversifikatsiyalashni moliyalashtirishning potensial ijobiy yoki salbiy ta’sirlari
o‘rganilgan, xalqaro diversifikatsiya strategiyasi va rentabellik o‘rtasidagi
munosabatlarni fagat iqgtisodiy tanqislik davrida ijobiy tarzda tartibga solish
asoslangan.

Gemba K., Kodama F.lar[5] tomonidan Yaponiya sanoatining ilmiy-tadgigot
ishlari va biznesining diversifikatsiya dinamikasi tahlil gilingan. Ilmiy-tadgigot
ishlarining diversifikatsiyasi 1980-yillarda sanoatning ko‘plab sohalarida rivojlangan,
ammo 1990-yillarning boshlarida yaxshi rivojlanmaganligi aniglangan. Sanoatning
yugori texnologiyali va ilm talab qiluvchi tarmoqlar uchun diversifikatsiya yo‘nalishi
quyi ogimga garatilishi lozimligi asoslangan. Bundan tashqgari, migdoriy usullar
yordamida "diversifikatsiya" va "ishlash" o‘rtasidagi munosabatlar tahlil gilinib,yuqori
darajada diversifikatsiyalangan tarmoglarda rentabellikni pasayish holati ham
kuzatilishi mumkinligi asoslangan. Boshga tomondan, bir-biriga bog‘liq bo‘lmagan
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sohalarda diversifikatsiyaning rivojlanishi savdoning yuqori o‘sishiga yordam berishi
aniglangan|6].

Mabhalliy olimlardan B.Ruzmetov[7] va boshqgalar tomonidan amalga oshirilgan
tadgiqotlarda Xorazm viloyatida sanoatni diversifikatsiya qilish asosida ishlab
chiqarish imkoniyatlari va viloyat iqtisodiyot tarmogqlarida “o‘sish nuqtalari’ni
shakllantirish yo‘llari bayon etilgan.

Dhir S. va Dhir S.lar[8] diversifikatsiya strategiyalari bo‘yicha olib borilgan
tadqiqotlarni tizimli ravishda o‘rganadi.Tadqiqotlarda 2000-2015-yilgacha bo‘lgan
so‘nggi 15 yillik tadqiqotlar sintez qilinadi. Uning tadqiqotlari asosida jami 3 yo‘nalish
bo‘yicha diversifikatsiya bo‘yicha asosiy qoidalarni aniglaydi, jumladan:

diversifikatsiyani 4 ta asosiy turini ajratib beradi (horizontal, vertical, concentric,
conglomerate): gorizontal, vertikal, konsentrik, konglomerat;

2 ta asosiy darajasini (related, unrelated) ajratib beradi: bog‘liq, alogasi yo‘q;

3 ta diversifikatsiyalash modellarini (internal development, alliance, acquisitions)
aniqlaydi: ichki rivojlanish, ittifoqlar tuzish, sotib olish (qo‘shib olish);

Tompson A.A., Striklend A.J.[9] mintagaviy darajada sanoat korxonalari
faoliyatini diversifikatsiya qilish quyidagi asosiy omillar bilan rag‘batlantiriladi, deb
hisoblaydi:

- ishlab chigarish konsentratsiyasini tizimli cheklash;

- mahsulotlar assortimentini (assortimentini) yangilash va kengaytirish orgali
tadbirkorlik faoliyatidan kelib chigadigan xavfni kamaytirish;

- tarkibiy o‘zgarishlar va bozor tebranishlari xavfini kamaytirish: kapital
aylanmasining tez aylanishi bilan ishlab chigarish orgali kapital aylanishining uzoq
sikliga ega bo‘lgan korxonalarni isloh qilishni moliyalashtirish imkoniyati;

- ishlab chiqarishning gorizontal va vertikal integratsiyalashuvining o°‘sishini
nazorat gilishning huqugiy shakllari.

Diversifikatsiya konsepsiyaning eng to‘liq ta’rifini M.D.Korinko[10] belgilab
bergan bo‘lib, u xo‘jalik yurituvchi subyektni diversifikatsiya qilish riskini kamaytirish
va daromadni oshirish uchun resurslarni gayta tagsimlash, ishlab chigarishning boshga
sohalariga va yangi tovarhamda xizmatlar bozorlariga kirib borishning innovatsion
yondashuvi sifatida garaydi.

Eng istigbolli yondashuv Poplavskaya Zh. va boshqgalar[11] garashlarida aks
etgan bo‘lib, ular korxonaning diversifikatsiyasini mahsulotning (xizmatning) hayot
aylanish bosqichlari bilan bog‘laydilar. Diversifikatsiya qilish zaruratini mahsulotning
hayot aylanishi bosqichlari (masalan, o‘sish va yetuklik bosqichlari) bilan bog‘lanishi
eng samarali mexanizm sifatida namoyon bo‘ladi degan xulosani beradi.

A.S. Krasnikova, O.N. Melnikov, E.A. Starozhuklar[12] esa ishlab chigarishni
tashkil etishni diversifikatsiya gilishda sanoat korxonalarining xususiyatlari va tarmoq
yo‘nalishlariga ahamiyat qaratish lozim deb hisoblaydilar.

Umuman olganda, korxona faoliyatini diversifikatsiya qilishni uning
rivojlanishini boshqarish vositasi sifatida ko‘rib chiqish magsadga muvofiqdir va
diversifikatsiya turlari korxonaning faoliyat doirasi, hajmi, resurslari va strategik
magqsadlariga bog‘liqdir.
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TADQIQOT METODOLOGIYASI

O‘zbekistonning sanoat siyosatida olib borilayotgan islohotlar asosini ishlab
chiqarishni diversifikatsiya va modernizatsiya qilish, yuqori qo‘shimcha gqiymatga ega
yuqori texnologiyali mahsulotlar yaratish, shuningdek, ragobatbardoshlikni oshirish va
jahon bozoridagi mavgeyini mustahkamlashdir. Ishlab chigarishni modernizatsiya
gilish, texnik va texnologik jihatdan yangilash rivojlanishning sifat jihatidan yangi
bosqichiga ko‘tarilishning eng muhim sharti sifatida sanoat korxonalari faoliyatining
ustuvor yo‘nalishlaridan biri sifatida diversifikatsiya strategiyalaridan foydalanishdir.
Yengil sanoat korxonalari bundan mustasno emas. Ushbu holatlardan kelib chigib,
to‘qimachilik sanoat korxonalarini diversifikatsiya qilish strategiyasini ko‘rib
chigishning uslubiy yondashuvi sifatida 1-rasmda tavsiya etilgan muammolarni hal
qilishga garatilgan yo‘nalishlar bo‘yicha tavsiyalar ishlab chiqishdir.[13

To‘qimachilik sanoatini diversifikatsiyalash

To‘qimachilik sanoatini yengil rivojlanish Yengil sanoat korxonalarining asosiy
holati va tendensiyalari aniglash muammolarini tizimlashtirish

Sanoat subyektlarini bir qator belgilariga ko‘ra bir xil guruhlarga yoki klasterlarga bo‘lish imkonini
beruvchi tahlilini amalga oshirish, bu esa iqtisodiy faoliyat samaradorligini oshirishga yordam
beradigan bir gator umumlashtirilgan takliflarni kiritish imkonini beradi.

Ajratilgan guruhlar bo“yicha va xar bir To‘qimachilik sanoatini diversifiksion

klasterlgr uchun rivojlan_ti_rish rivojlantirish strategiyasini ishlab chigish
strategiyasini ishlab chigish

1-rasm. To‘qimachilik sanoatini diversifikatsiya qilishdagi asosiy muammolar va
ularni yechish yo‘llari

Faoliyatni faol diversifikatsiya qilish siyosatini tanlashda, to‘qimachilik sanoat
korxonalari ishlab chiqarishning iqtisodiy omillarini, o‘zgarish jarayonlarini
rivojlantirishda to‘plangan salohiyatdan foydalana olish imkoniyatlariga ko‘ra
korxonalarni guruhlash amalga oshiriladi. Korxonalarning ishlab chigarish quvvatlari
va ularning mahsulot ishlab chigarishi hamda ishlab chigarilgan mahsulotni ichki va
tashqi bozorlarda sotish faoliyati asosida salohiyatdan foydalanish darajasiga ko‘ra
guruhlash amalga oshiriladi. Mazkur guruhlash natijalari asosida korxonalar uchun
diversifikatsiyalash strategiyalaridan foydalanish imkoniyatlar aniglanadi.

Tadqigot uchun O‘zbekiston Respublikasidagi to‘qimachilik mahsulotlari ishlab
chigarishda salmoqli hissaga ega bo‘lgan Samarqand viloyatidagi paxta-to‘qimachilik
klasterlari tanlangan va ularning 2021-2023-yillardagi quyidagilar ma’lumotlari
asosida guruhlash amalga oshiriladi:

I ————
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Mahsulot ishlab chigarish quvvatlari (Y1);

Ichki bozorda mahsulot sotish hajmi (Y2);

Mahsulot eksporti (Y3)

Ma’lumki, paxta-to‘qimachilik klasterlarida ishlab chiqarishning to‘liq siklini
gamrab olgan ishlab chigarish texnologik zanjiri yaratilgan. Bular quyidagicha:

Paxtani gayta ishlash (X1);

Ip kalava ishlab chigarish(X2);

Mato ishlab chigarish(X3);

Bo‘yash(X4);

Tayyor mahsulot(X5);

Chigitni gayta ishlash (X6)

Ishlab chiqarish quvvatlarini ma’lum bir o‘lchamga keltirish uchun o‘rtacha
geometrik funksiyadan foydalanish tavsiya etiladi:

?1 = n’z XTl

Bunda,

Y, — jami umumiy o ‘rtacha ishlab chigarish quvvatlari;

X, — ishlab chigarish texnologik zanjiri bosqichlari bo ‘yicha ishlab chigarish
quvvatlari;

Mahsulot  ishlab  chigarish  hajmini o ‘rtacha quvvatlarga nisbatan
samaradorligini aniglash uchun har bir quvvat birligiga to ‘g ‘ri keluvchi mahsulot
sotish hajmi (ishchi bozor va eksport) indeksi funksiyasi asosida o ‘Ichanadi va unda
quyidagi formuladan foydalaniladi:

[ =2
S T 2[y, 4V,
Bunda;

¥, — mahsulot ishlab chigarish quvvatlari;

Y, — ichki bozorda mahsulot sotish hajmi;

Y; — mahsulot eksporti:

Topilgan giymatlar har bir korxonaning o‘rtacha ishlab chiqgarish quvvatlaridan
gay darajada foydalanayotganligini aniglash imkoniyatini beradi. Agar korxonalarda
ishlab chiqarish quvvatlaridan foydalanish darajasi past bo‘lsa, ishlab chiqarishni
diversifikatsiyalash strategiyasidan foydalanish lozim degan xulosalarga kelishga asos
bo‘ladi. Agar qiymatlar qanchalik past bo‘lsa korxonalar shunchalik ko‘p
diversifikatsiyalangan bo‘ladi, va aksincha bo’lishi ham mumkin. Buning uchun ishlab
chigarish quvvatlaridan foydalanish darajasiga chegaraviy qiymatlar o‘rnatish talab
etiladi. Chegaraviy giymatlar asosida korxonalarda diversifikatsiya strategiyalaridan
foydalanish bo‘yicha tavsiyalar tayyorlanadi.

TAHLIL VA NATIJALAR

Samarqand viloyati O‘zbekiston R espublikasi to‘qimachilik sanoatida o‘ziga xos
o‘rniga ega bo‘lib, jami to‘qimachilik mahsulotlari ishlab chiqarish hajmida
viloyatning hissasi 2015-yilda 9,1 foizni tashkil etgan bo‘lsa, 2022-yilda bu ko‘rsatkich
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7,9 foizni tashkil etgan. Kiyim ishlab chigarishdagi ulushi ham mos ravishda
2015-yilda 11,2 foiz hamda 2022-yilda 4,9 foizni tashkil etgan (1-jadval). Mazkur
holatlardan ma’lum bo‘lmoqdaki, Samarqand viloyatida ishlab chiqarish hajmi keyingi
yillarda boshqga viloyatlarga nisbatan rivojlanish darajasi pastdir.

1-jadval

Samarqand viloyatining to‘qimachilik mahsulotlari va kiyim ishlab
chigarishdagi ulushi

Hududlar Ko‘rsatkichlar 2015-y. 2020-y. | 2021-y. | 2022-y.
. o TO.‘ qimachilik ma}{sulotlari ishlab 132417 | 367139 | 523723 | 584112
O‘zbekiston Respublikasi | chiqarish, mird. so‘m
Kiyim ishlab chigarish, mlrd. so‘m 1585,3 | 10402,4 | 13592,8 | 14841,7
. . Tq qlrpachlhk mahsulotlari ishlab 120000 | 3637,60 | 439000 | 461510
Samargand viloyati chigarish
Kiyim ishlab chigarish 179 597,1 657,6 738,1
Samargand viloyatining To‘qimachilik mahsulotlari ishlab
mahsulot ishlab chiqarish 9,062 9,908 8,382 7,901
chigarishdagi ulushi Kiyim ishlab chigarish 11,291 5,740 | 4,838 | 4,973

Viloyatda 2023-yilda jami 10 ta ishlab chiqarishning to‘liq zanjirini tashkil etgan
paxta-to‘qimachilik klasterlari faoliyat yuritgan, jumladan: “Amina Gold Invest”
MCHJ, “Afrociyob Djins Textile” MChJ, “Kattaqo‘rg‘onCluster” MChlJ, “Marokand
Sifat Textile” MChlJ, “Maroqand Sifat” MChJ, “Payariq Cluster” MChlJ, Payariq yangi
er textii MCHJ, “Paxtachi klaster” MCHJ, “Samarqand Kamalak Invest Textile”
MChJ, “SamargandCotton Cluster” MChl.

Mazkur korxonalar 2023-yilda jami 217 900,00 tonna paxtani gayta ishlash,
71 885,00 tonna ip kalava ishlab chigarish, 43 400,00 ming tonna mato ishlab chigarish
quvvatlari o‘rnatilgan. Shuningdek, korxonalarda 29 680,00 tonna matolardan bo‘yash
va 36 333 ming dona tayyor mahsulot ishlab chiqgarish quvvatlariga ega.

2-jadval
Samargand viloyati paxta-to‘qimachilik klasterlarining ishlab chigarish
quvvatlari
Qo‘shimcha giymat yaratilganligi (quvvat)tonnada
Yillar
bo'yicha Paxtani Ip kalava ishlab | Mato ishlab Bo‘vash Tayyor Chigitni
gayta ishlash chigarish chigarish ¥ mahsulot | gayta ishlash

2021-yil 166 900,00 53 900,00 32 970,00 | 29680,00 | 21 433,00 86 750,00
2022-yil 202 900,00 76 700,00 32 970,00 | 29680,00 | 36 733,00 111 750,00
2023-yil 217 900,00 71 885,00 43 400,00 | 29680,00 | 36 333,00 181 750,00

Taklif etilgan metodologik yondashuv asosida 2023-yilgi ko‘rsatkichlar asosida
Samargand viloyatidagi paxta-to‘qimachilik kalasterlarining mahsulot ishlab chigarish
hajmini o‘rtacha quvvatlarga sotishsamaradorligi 3-jadvalda aniglangan.
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3-jadval ma’lumotlaridan ma’lum bo‘ladiki, eng yuqori darajada
diversifikatsiyalashgan korxona sifatida “Payariq Cluster” MChJ ekanligi ma’lum
bo‘ldi, buning asosiy sababi korxonada ishlab chigarishning minimal qiymat zanjirini
yaratish va past quvvat bilan yugori bozor salohiyatini namoyon etmoqgda. Bu mahsulot
turlarini yuqori darajada o‘zlashtirilganligini va ichki tashqi bozorlarni samarali
egallash ~ uchun ishlab  chigarish  quvvatlaridan  maksimal  darajada
foydalanayotganligini belgilab beradi.
3-jadval
Samargand viloyati paxta-to ‘gimachilik klasterlarining ishlab chigarish
faoliyatini diversifikatsiya darajasi(/;)

IchKi
bozorga Elr(:iﬁ)]ort
Qo‘shimcha qiymat yaratilganligi (quvvat) tonnada sotuv AQS?—I
min .
Klaster korxona nomi so‘mda dollari
Paxtani | Ip kalava Mato Tavvor I S
gayta ishlab ishlab Bo‘yash margjlot Jami Jami
ishlash | chigarish | chigarish
,\fé‘;_ﬁa Gold Invest 60000 | 5900 5400 | 5400 | 3000 1214 | 14250 | 7.68
“Afrociyob Djins
ey ! 40000 | 7000 8500 | 7480 6 433 741 | 15141 | 738
,\fgﬁj‘q" rg‘onCluster” |7 55 7000 400 8444 | 10000 | 447
“Marokand Sifat
G 15000 | 12000 7 300 7000 | 50743 | 15000 | 231
Nl}/éa;j’qand Sifat 17000 | 12000 5000 | 2000 | 2000 | 90000 | 12300 | 1,82
,\fl’ ayana Cluster 17000 | 11000 | 10000 15000 | 396725 | 200000 | 0,81
Payariq yangi er textil | 10055 | g g0 4000 9000 500 | 7,70
MCHJ
“Paxtachi klaster”
Vs 20400 | 10500 7500 | 7500 2 500 3485 | 5114 | 787
“Samarqand Kamalak
g ey | 16500 | 13485 48000 | 18500 | 2,16
“SamargandCotton
oA 8500 2 900 8541 | 3200 |5098

Tahlil qilingan korxonalardan “Paxtachi klaster” MCHJning
diversifikatsiyalashuv darajasi eng past darajada ekanligi ma’lum bo‘lmoqda. Buning
asosiy sababi ishlab chiqgarishning to‘liq sikli va barcha quvvatlar maksimal darajada
o‘rnatilgan bo‘lishiga garamay, ichki va tashki bozorlarga mahsulot diversifikatsiyasi
yetarli emasligi natijasida quvvatlardan magsadli foydalanilmagan. Xuddi shu kabi
paxta-to‘qimachilik klasterlari sifatida “Amina Gold Invest” MCHJ, “Afrociyob Djins
Textile” MChJ hamda Payariq yangi yer textil MCHJlarni ham keltirib o‘tish mumkin.

Innovatsion texnologiyalarni joriy gilmasdan turib, mahalliy mahsulotlarga
bo‘lgan talabni qondirish mumkin emas. Poyabzal eksportining asosiy hajmi
Rossiyaga, paxta tolasi Latviya, Moldoviyaga, ayollar va erkaklar kiyimlari Rossiyaga,
paxta matolari va iplari Litva, Turkiyaga, teri yoki charm po‘stlog‘i Xitoy va Italiyaga
yetkazib berildi.
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Amalga oshirilgan tadqigotda diversifikatsiya imkoniyatlarini aniglash fagat
to‘gqimachilik klasterlarining ishlab chiqarish zanjiri va ushbu zanjirdagi ishlab
chigarish quvvatlariga asoslangan holda xulosalar chiqgarildi. Tahlilni yanada
aniqlashtirish uchun omillarni yanada ko‘paytirish imkoniyati mavjud. Masalan
bog‘liq omil sifatida ko‘rilgan ishlab chigarish quvvatlarini har bir mahsulot turi
bo‘yicha aniqlash orqali yana qaysi mahsulot turlarini o‘zlashtirish imkoniyatini
aniglash mumkin.[14] Natijaviy omillar sifatida esa mehnat resurslarining bandligi,
eksport geografiyasi, importga garamlik kabi omillarni ham Kkiritish imkoniyati
mavjud.

XULOSA VA TAVSIYALAR

Tadgiqgot jarayonida sanoat korxonalarining ishlab chigarishni diversifikatsiya
gilish mexanizmi deganda jarayonlar, tartiblar, elementlar va usullarning ishlash
mexanizmlari, mazmuni va o‘zaro bog‘liqligini, tashkiliy ta’minot va axborot
ogimlarini belgilaydigan tizim tushunilishi kerakligi aniglandi.

To‘gqimachilik  korxonalarining bozordagi ragobatbardoshligini oshirishda
diversifikatsiya strategiyalaridan foydalanish nafagat iqtisodiy samarani, balki,
korxonalar mahsulotlarini yanada kengroq auditoriyaga yetib borishini ta’minlash
imkoniyatini  beradi, bu asosan, ishlab chigarishni diversifikatsiya qilish
strategiyasining ustuvorligidan kelib chigqgan holda ushbu tizimni boshgarishda aniq
tadgiqot usullaridan foydalanish zaruriyatini asoslaydi.

O‘zbekiston to‘qimachilik sanoatida ishlab chiqarishni diversifikatsiya qilish
jarayonlarida u yoki bu strategiyasidan foydalanish to‘qimachilik sanoatining tarkibi,
mabhsulot ishlab chigarish turi va tarmoq yo‘nalishlaridan kelib chiggan holda turlicha
bo‘lishi kuzatiladi.Shu munosabat bilan O°zbekiston Respublikasining barcha
hududlarida shakllangan paxta-to‘qimachilik klasterlari faoliyatida
diversifikatsiyalash strategiyalaridan foydalanish talab etiladi.

Bunday tuzilmaning tashkil etilishi yengil sanoatga ilg‘or texnologiyalar va
innovatsion ishlanmalarni joriy etish, biznes va bozor aloqalari bilan faol o‘zaro
alogada bo‘lish, shu orqali yangilanish jarayonlarini ta’minlash va xo‘jalik yurituvchi
subyektlarning rivojlanishi uchun sharoit yaratish imkonini beradi.

Shunday qilib, yengil sanoatning tarixiy tendensiyalari, sohani davlat tomonidan
qo‘llab-quvvatlashning amaldagi va ishlab chigilayotgan chora-tadbirlari gatorida
diversifikatsiyalash strategiyalaridan foydalanish bo‘yicha aniq yo‘l xaritalari ishlab
chiqilishi magsadga muvofiqdir.

Shuni ham tan olish kerakki, diversifikatsiyani boshgarish jarayoni uzluksiz va
siklik bo‘lishi kerak, ya’ni davomiylikdan qo‘shimchagacha. Chunki bozor
konyunkturasini va iste’mol qilishning o°zlashtirish to‘qimachilik sanoatida amalga
oshirilayotgan diversifikatsiyalshda samara bermasligi mumkin.
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OLIY TA’LIM MUASSASALARIDA RAQOBATBARDOSHLIKNI
BOSHQARISHNING ZAMONAVI1Y USUL VA YONDASHUVLARI

Shamshiyeva Nargizaxon Nosirxo‘ja qizi
TDIU Marketing kafedrasi dotsenti, i.f.n

Annotatsiya

Mazkur maqolada oliy ta’lim xizmatlari bozorlarida universitetlar o‘rtasidagi
raqobatni an’anaviy tadqiqot yondashuvlari orqali tahlil qilish bo‘yicha yondashuvlar
ishlab chigilgan. Aniglangan yondashuvlar asosida zamonaviy universitetlarda
samarali marketing menejmentini tashkil qilish uchun muhim bo‘lgan omillar
aniqlangan. Tadqgiqot natijalari asosida oliy ta’lim muassasalarining (OTM)
ragobatbardoshligini boshgarishning xulg-atvor, tizimli va innovatsion nazariyalarni
birlashtirish asosida kompleks yondashuv ishlab chigilgan.

Kalit so‘zlar: oliy ta’lim muassasalari (OTM), xulg-atvor yondashuvi, tarkibiy
yondashuv, innovatsion yondashuv, marketingni boshqarish, iste’molchi motivlari,
ragobat strategiyasi, bozor pozitsiyasi, maqgsadli marketing, ragobatbardoshlik
nazariyasi

AHHOTALUA

B nanHoii cTatbe pazpaboTaHbl MOAX0/IbI K aHAIU3Y KOHKYPEHIIMH MEKY By3aMH
Ha pBIHKax YCIYr BbICHIEr0 00pa3oBaHUS IOCPEICTBOM  TPAJUIMOHHBIX
MCCJIEI0BATENbCKUX TMO0AX0/10B. Ha OCHOBE BBISBIEHHBIX TOJIXOJIOB BBISBJICHBI
(akTophl, BaXKHbIE i1 OpraHu3aluu 3(P(HEKTUBHOTIO YINPaBIEHUS MApPKETUHIOM B
COBpPEMEHHBIX yHHBepcuTeTax. I[lo pe3ynbraram HccieqoBaHusl pa3padoTaH
KOMILJIEKCHBIM MOJXO0J K YIPABIECHUIO KOHKYPEHTOCIIOCOOHOCTHIO BHICIINX YUEOHBIX
3aBeqeHuil (BY30B), OCHOBaHHBIN Ha WHTETpalMy IOBEICHUYECKON, CUCTEMHOU U
VHHOBAIIMOHHOMN T€OPHUU.

KuroueBsie cioBa: Beicmive ydeOHble 3aBeneHus (BY3bi), moBeageHueckuit
MIOXO0/, CTPYKTYPHBIH [TOAXO0J, UTHHOBALIMOHHBIN MTOAXO0/, YIPABICHUE MAaPKETUHIOM,
noTpeOUTENbCKAsE MOTHBAILIMSI, KOHKYpPEHTHas CTpaTerus, MOJOXEHHE Ha pPBIHKE,
1[EJIEBOM MapKETHHT, TEOPHsI KOHKYPEHTOCIIOCOOHOCTH.

Abstract

In this article, approaches to the analysis of competition between universities in
higher education services markets through traditional research approaches have been
developed. Based on the identified approaches, the factors that are important for the
organization of effective marketing management in modern universities are identified.
Based on the results of the research, a comprehensive approach to the management of
the competitiveness of higher education institutions (HE) was developed based on the
integration of behavioral, systematic and innovative theories.

Keywords: higher education (HE), behavioral approach, structural approach,
innovative approach, marketing management, consumer motives, competitive strategy,
market position, targeted marketing, competitiveness theory
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O‘zbekistonda ta’lim tizimida amalga oshirilayotgan tizimli islohotlar ta’lim
bozoridagi asosiy subyektlar hisoblangan oliy ta’lim muassasalari oldiga bir gator
nazarly va amalily ahamiyatga ega bo‘lgan muammolarni qo‘ydi. Bunday
muammolardan biri oliy ta’lim xizmatlari bozorida shakllanayotgan kuchli ragobatga
bardoshli bo‘lish va samarali raqobat strategiyalarini ishlab chiqishdir. O‘zbekistonda
so‘nggi 5 yilda yoshlarni oliy ta’lim bilan gamrovini oshirish maqsadida yangi 84 ta
oliy ta’lim muassasalari, jumladan, 52 ta mahalliy, 10 ta nodavlat va 22 ta xorijiy oliy
ta’lim muassasalarining filiallari tashkil etildi va ularning jami soni 156 ta yetdi.
Yoshlarni oliy ta’lim bilan qamrab olish darajasi 2010-yilda 14,7% ni tashkil etgan
bo‘lsa, 2016-yilga kelib ushbu ko‘rsatkich 8,7% ni tashkil etdi. Amalga oshirilgan
islohotlar natijasida 2023-yilga kelib mazkur ko‘rsatkich 51% ga yetdi. Mazkur
statistik ko‘rsatkichlar OTMlar uchun raqobat muhitini keskinlashtiribgina qulay,
ta’lim xizmatlari bozoridagi talabni yugori cheklanishini yuzaga chigarmoqda. Shunga
ko‘ra Oliy ta’lim muassasalarida ragobatbardoshlikni boshgarishning zamonaviy usul
va yondashuvlarini ishlab chiqish va amalga oshirishga zaruriyat sezilmoqda.

ADABIYOTLAR SHARHI

Oliy ta’lim muassasalarida raqobatbardoshlikni boshgarishning nazariya va
amaliyoti bo‘yicha xorijiy ilmiy manbalarda ko‘plab tadqiqotlar amalga oshirilgan
bo‘lib, ularda ragobatbardoshlikni boshqarishining zamonaviy usul va yondashuvlari
keng o‘rganilgan. Jumladan Marulanda-Grisales N., Vera-Acevedo L. D.[1]
tadqgiqotlarida Oliy ta’lim muassasalarida (OTM) bilimlarni boshqarish qimmatli
elementga aylanib borayotgan bir gator nomoddiy resurslardan tashkil topgan
intellektual kapitaldan (IC) foydalanish orgali raqobatda ustunliklarni yaratish
mexanizmlari taklif etilgan.

Hart P. F., Rodgers W. [2] tadgiqotlarida esa 2012 va 2022-yillar oralig‘ida chop
etilgan to‘rtta ma’lumotlar bazasidan, xususan Scopus, Web of Science, Hull
universiteti (UoH), Buyuk Britaniya kutubxonasi ma’lumotlar bazasi va ma’lumotlar
bazasidan olingan 80 ta maqolaga asoslanib, oliy ta’lim sohasidagi raqobat ichki va
tashgi manbalari aniglangan. Ichki ragobat asosan hukumat, institutlar reytingi va
global korporatsiyalarning tashqi bosimiga bog‘liqligi aniglangan.Bundan tashqari,
tadgiqotda ragobatning ham ijobiy, ham salbiy ogibatlarga olib kelishi mumkinligi
bo‘yicha fikrlarni ilgari surgan

T.P. Danko bozor tizimlarining rivojlanish darajasidan kelib chiggan holda
rivojlanayotgan va mijozlarga yo‘naltirilgan yondashuvni amalga oshirishga va
ragobat muhitida pozitsiyani baholashga qaratilgan sa’y-harakatlarga garatilgan
universitetlarning marketingni boshgarish vositalarining evolyutsiyasini aniglagan va
tavsiflagan. [3] Muallif ta’lim xizmatlari bozorida raqobatni shakllanishiga ko‘ra
marketing tizimlari evolyutsiyasini belgilab berdi, bu mijozlarga yo‘naltirilgan
marketing metodologiyasi doirasida iste’molchilar xatti-harakatlarining gonuniyatlari
va determinantlarini hisobga olgan holda innovatsion marketing vositalarini ishlab
chiqish va sinovdan o‘tkazishni talab qilishi aniglandi.

V.A. Bespalko OTMlarning “raqobatbardoshlik va raqobatbardosh
barqarorlik”[4] nazariyalarini 1ilgari surdi. V. A. Bespalkoning mualliflik
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yondashuvining afzalliklari sodig mijozlarning buyurtmalari bilan ishlab chigarish
chegarasini ta’minlash darajasini aks ettiruvchi raqobat barqarorligining marketing
metrikasini taklif qilishga qaratilgan bo‘lib, mijozlar oqimining farqlanishini va
iste’molchilar faoliyatining asosiy ko‘rsatkichlari bilan o‘zaro bog‘liq bo‘lgan
korporativ subyektning ragobatbardosh barqgarorlik goidalarining kengaytirilgan
tasnifini o‘z ichiga olishi kerakligini anigladi.

O.V.Vandrikoval[5] universitet marketingining ragobatbardoshligi va reytingni
rivojlantirish istigbollariga alohida e’tibor berish ragobatbardoshligini baholash va
undan tashkiliy rivojlanishning strategik magsad va vazifalarini rejalashtirish va ularga
erishishda foydalanish zarurligini ta’kidlaydi.

E.A. Kolesnik tomonidan "jamoat talabini gondirish giymati zamonaviy
universitet samaradorligi va raqobatbardoshligi mezoni sifatida™ hali ham shaffof va
mazmunli usul va ko‘rsatkichlardan foydalangan holda yagona ta’rif va o‘lchovga ega
emasligi ta’kidlanadi.[6]

Zaxarova 1. V. tomonidan ta’lim tashkilotining raqobatbardoshligini boshqarish
zarurati asoslanib, "Universitet raqobatbardoshligi" tushunchasining ma’nosi
ma’muriy va iste’molchi nuqtayi nazaridan taqqoslanadi. Uning tadqiqotlarida iste’mol
bozori kontekstida mintagaviy universitetning ragobatbardoshligini boshgarish
mexanizmlari taklif etildi.[7]

Shumakova I. A. oliy ta’lim muassasalarining marketing strategiyasini ishlab
chigishning mustaqil yo‘nalishi ta’lim xizmatlari eksportini faollashtirish, xalgaro
ta’lim oqimlarini jalb qilish va jahon ilmiy va ta’lim makonida samarali o‘rin olish
istigbollari bilan milliy va xalgaro bozorlarda raqobatbardosh ustunliklarni
yaratishning marketing strategiyalarini taklif etgan.[8]

Dmitriyeva G. S.[9] tomonidan olib borilgan tadgiqotlarda abituriyentlarni jalb
qilish va o‘quv jarayoniga qiziqishni oshirish, ilmiy hamjamiyatlarni shakllantirish,
shuningdek, universitetning ragobatbardoshligini oshirishga garatilgan turli marketing
vositalari va marketing texnologiyalaritaklif etilgan. Taklif etilayotgan marketing
vositalari zamonaviy raqamli texnologiyalardan foydalanishga asoslangan bo‘lib,
ta’lim muassasalarining qabul kompaniyalarini tashkil etishda foydalanish
Imkoniyatini yaratgan.

O‘zbekistonlik olimlar ham so‘nggi yillarda bu borada ko‘plab tadgiqotlar amalga
oshirishgan.

Jumladan D. Nishonov tomonidan[10] ta’lim muassasasining raqobatbardoshlik
darajasini aniglashning matematik modeli tavsiya etilgan. Toshkent davlat igtisodiyot
universiteti faoliyati va ragobatbardoshlik omillari statistik tahlil gilingan. Tahlil
natijalariga asoslangan holda oliy ta’lim muassasalarining raqobatbardoshligini
ta’minlash imkonini beradigan sifatni boshqarishning marketing modeli tavsiya
etilgan.

O Qahhorov[11] tomonidan oliy ta’lim tizimida marketing faoliyati
samaradorligini boshqarish, ya’ni, marketing boshqaruvi konsepsiyasini ishlab chiqish,
uni qo‘llash va amaliyotga tatbiq etish samaradorligini asoslash kabi muhim masalalar
yoritilgan. Shuningdek, oliy ta’lim muassasalari faoliyatida marketing boshgaruvining
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asosly universal parametrlarini aniglash va baholash bo‘yicha taklif va tavsiyalar ishlab
chigilgan.

Yugqorida aytilganlarning barchasi muallitning oliy o‘quv yurtlarining marketing
faoliyatini boshgarish xususiyatlari hagidagi garashlarini ishlab chigish uchun asos
bo‘lib, asosiy o‘quv jarayonini tashkil etish, uning borishi va yakunlanishi bilan birga
keladigan marketing o‘zaro ta’sirining aniq o°ziga xos xususiyatlari sharoitida ularning
ragobatbardoshligini oshirish zarurligini hisobga olgan holda asosiy yondashuvlar
sifatida quyidagilarga ahamiyat garatishni talab etadi.

-raqobat  zamonaviy  ta’lim  tashkilotining
samaradorligining belgisi va omili sifatida;

- universitetning ijtimoiy-iqtisodiy institut va marketing tizimlari subyekti sifatida
ragobatbardoshligi: zamonaviy yondashuvlar va marketing ahamiyati;

- marketing menejmenti nuqtayi nazaridan universitetning ragobatbardoshligini
baholash ko‘rsatkichlari va usullari;

- marketing ta’sirini tashkil etishning turli darajalarida ta’lim tashkilotining
raqobatbardoshligini marketingni boshqarishning asosiy yo‘nalishlari va usullari.

METODOLOGIYA

Turli miqyosdagi ta’lim bozorlari tizimidagi oliy o‘quv yurtlari o‘rtasidagi
raqobatni an’anaviy tadqiqot yondashuvlari —xulg-atvor, tarkibiy va innovatsion
nuqtayi nazardan ko‘rib chiqish mumkin, ularning har biri zamonaviy universitetning
marketing boshqaruvini tashkil etishda yuzaga keladigan muhim xususiyatlar bilan
tavsiflanadi.

Ragobat bozor tizimlari doirasida bir tomondan, ragobatbardosh imkoniyatlarning
mavjudligi marketingga yo‘naltirilgan universitetlarga o‘zlarining sodiq mijozlar
oqgimlarini ushlab turish va iste’molchilarning motivlarini tushunish va magsadli
marketing ta’siridan foydalanish orqali oqilona va mantigsiz iste’'molchilarni jalb qilish
orgali bozorda bargaror pozitsiyani egallashga imkon beradi. Boshga tomondan, xulg-
atvorning muhim raqobatbardosh faoliyati to‘liq marketing xizmatini joylashtirishni,
barcha xodimlarni marketing va raqobatbardosh strategiyani amalga oshirish
jarayonlariga jalb gilishni va tegishli magsadli moliyalashtirishni talab giladi. Shunga
ko‘ra OTMlarning raqobatbardoshlik nazariyalarini o‘rganishda xulqg-atvor, tizimli va
innovatsion yondashuvlarni talab etadi (1-jadval).

marketing  menejmenti

1-jadval
Zamonaviy ta’lim tashkilotining raqobatbardoshligini boshqarishga bo‘lgan
metodologik yondashuvlar

Mabhalliy va mintagaviy bozorlar

samarali talabni gayta tagsimlashga va
narx va narx bo‘lmagan tabiatning
ragobatbardosh  ustunliklarini  doimiy
ravishda  shakllantirish ~ va  ulardan
foydalanishga asoslangan iste’molchilarni
ljalb gilishga garatilgan marketing tizimlari
doirasidagi  bozor xatti-harakatlarining
usuli

tuzilmalarini shakllantirish va rivojlantirish usuli
sifatida, bu ta’lim xizmatlari va mahsulotlarini
"yetkazib  beruvchilar" tarmogq tuzilmasini
modernizatsiya gilishda ragobatbardosh
rivojlanish ~ va  tanlash  mexanizmlaridan
foydalanishni nazarda tutadi, shuningdek, bozor
joylashuvi tarkibidagi marketing o‘zaro ta’siri

samaradorligini oshirish

Milliy bozor Xalgaro bozorlar
Xulg-atvor yondashuvi: Strukturaviy yondashuv: Innovatsion yondashuv:
ragobat — bu markazlashtirilmagan [ragobat barcha turdagi ta’lim bozorlari [ragobat — marketingni boshgarishning strategik

lva taktik darajalarida amalga oshiriladigan
innovatsion trayektoriya orgali uzog muddatli
bargaror faoliyat va rivojlanishga yo‘naltirilgan
ta’lim tashkilotlarining innovatsion rivojlanishi
uchun rag‘bat va mexanizm sifatida.
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Mabhalliy va mintagaviy bozorlar

Milliy bozor

Xalgaro bozorlar

Raqobatga xulg-atvor yondashuvi nugtayi
nazaridan universitet marketingini
boshgarish  imkoniyatlari strategik,
operatsion va taktik marketing:

1) raqobatbardoshlikning o°sishi
(bitiruvchilar, professor-o‘gituvchilar,
universitet "inson kapitali”, universitetning
0°zi va uning ekotizimining bir qismi sifatida
Ibiznes bo‘linmalari;

2) iste’molchi tanlashning turli darajadagi
haqiqiyligi va algoritmiga ega bo‘lgan
iste’molchilarni jalb qilish;

3) raqobatchilar — mahalliy/mintagaviy,
milliy, xalgaro bozorlarda ishtirok etuvchi
universitetlar

Raqgobatga tarkibiy yondashuv nugtayi nazaridan
universitet marketingini boshgarish
imkoniyatlari:

1) ma’lum bir ta’lim bozori tarkibida yetakchi
marketing mavgeyini egallash va saglab qolish;
2) amalga oshirish uchun asosiy bozorda bargaror
marketing pozitsiyasidan foydalanish

3) “raqobatli manevr” va “raqobat tashabbusi”
marketing strategiyalari (V.A.Bespalko
tomonidan taklif gilingan);

4) bozor tizimining yangi subyektlari va
darajalarini,  shuningdek ular  o‘rtasidagi
munosabatlarning yangi turlarini yaratish asosida
bozor tuzilmasini modernizatsiya qilish va
rivojlantirish imkoniyati;

Ragobatga innovatsion yondashuv nugtayi
nazaridan universitet marketingini boshqarish
imkoniyatlari:

1) strategik daraja: universitetni mustaqil
innovatsion jarayonni boshlash va
tijoratlashtirish asosida operatsion natijalarni
olish, "bilimlar igtisodiyoti tugunlari" sifatida
joylashtirish.

2) operatsion daraja: universitet ichidagi va
universitetlararo  marketing o‘zaro  ta’siri
shakllari nuqgtayi nazaridan innovatsiyalarning
igtisodiy samaradorligini ishlab chigish, amalga
oshirish va baholash, shuningdek,
universitetning marketing muhiti subyektlari
bilan o‘zaro alogasi va marketing tizimi. joriy va

4) ta’lim tashkiloti marketing tizimining
lboshga subyektlari, ular bilan o‘zaro
hamkorlik ~ ragobatdosh  ustunlikni
yaratish va  yoki tijoratlashtirishni
ta’minlaydi.

istigbolli bozorlar

3) taktik daraja: ta’lim xizmatlari va mahsulotlari,
ta’lim texnologiyalari, ta’lim faoliyati bilan|
bog*liq bo‘lmagan, ammo unga bog‘liq bo‘lgan va|
qo‘llab-quvvatlovchi xizmatlar va mahsulotlar
tarkibi ~ va  tarkibini  doimiy  ravishda
modernizatsiya qilish, universitet xodimlarining
shtatlari va tarkibi, barcha universitet faoliyatini
linfratuzilma bilan ta’minlash turlari

TAHLIL VA NATIJALAR

Universitetlar raqobatning tabiati, mohiyati va xususiyatlari haqidagi an’anaviy
marketing g‘oyalarini birinchi navbatda uzoq operatsion sikl, ta’limning nisbatan
yugori narxi bilan bog‘liq bo‘lgan iqtisodiy faoliyat turining o‘ziga xos xususiyatlariga
moslashtirish zarurati, mahsulotlar va iste’molchilarning qaror qabul qiluvchilar —
asosan, ota-onalar va oila a’zolari tomonidan talabalarning majburiy oliy ta’limga oid
bargaror garashlari asosida shakllanadi.

Universitetlar o‘rtasidagi ragobatga, shuningdek, bitiruvchining
raqobatbardoshligini an’anaviy akademik samaradorlik modellari yoki bugungi kunda
ilgari surilayotgan kompetensiyaga asoslangan baholash modeli asosida obyektiv
baholash har doim ham mumkin emasligi ham sezilarli darajada ta’sir giladi, chunki
bu ishlanmalar individual omillarni ko‘rib chigmaydi. Shuningdek, mutaxassislik
bo‘yicha haqiqiy bandlikni yoki 0z biznesini ochishni kafolatlamaydi.

Bitiruvchilar o‘qgishni tugatgandan keyin 5-7 yil ichida ularga berilgan bilim,
ko‘nikma va mamlakatlarning haqiqiy darajasi va dolzarbligini baholash gobiliyatiga
ega bo‘lganda, ularda fikr-mulohazalar uchun real imkoniyat bo‘lmaydi, ularning
fikrlari va baholari natijalari, mijozlar guruhlari va oqimlari vakillari bilan uzoq
muddatli va o‘zaro manfaatli marketing alogalariga emas, balki markazlashtirilgan
tizimlarga bog‘liq bo‘lib, bu ta’lim tashkilotlari uchun ahamiyatsizdir.

Bizning fikrimizcha, ta’lim tashkilotlarining ragobatbardoshligi, ularning
raqobatbardosh ta’lim bozorlarida mavjudligi va faoliyatining marketing hodisasi
sifatida universitetlar faoliyatining ijtimoiy-igtisodiy, marketing va innovatsion
xususiyatlarini hisobga olgan holda tizimli integratsiyalashgan baholashni amalga
oshirish lozim (2-rasm).

Buning markaziy nuqtasi ularning iqtisodiy faoliyat turi sifatida ta’limning
strategik funksiyasini bajarish samaradorligi bo‘lib, uning mohiyati, bizning
fikrimizcha, M. Montessori tomonidan aniq belgilangan: "ta’lim — hayotga
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yordam"[12] konsepsiyasidan kelib chiqishi kerak. Shunga ko‘ra, universitetlar
ragobatbardoshligini aniglashda ijtimoiy-igtisodiy rivojlanishning barcha darajasiga
ta’sir ko‘rsata olish qobiliyati, jumladan, ta’lim mahsulotini olgan va mehnat resurslari
bozorlarida raqobatga tayyor bo‘lgan bitiruvchilar nuqtayi nazaridan baholash
lozimdir.

OTMlarning asosiy mahsuloti bu biriktiruvchilar  bo‘lib, ularning
raqobatbardoshligi universitet raqobatbardoshligining asosiy sifat ko‘rsatkichi sifatida
garalishi lozim. Zamonaviy OTMningan’anaviy marketing usuli bu bitiruvchilarni
kasbiy kompetentligini ta’minlash orqali ijtimoiy-iqtisodiy jarayonlarga faol ta’sir
ko‘rsatishdan iboratdir.

OLIY TA’LIM MUASSASALARININGRAQOBATBARDOSHLIGI

1. Qayta ishlab chigarish jarayonida universitetning ijtimoiy — igtisodiy rivojlanish missiyasini bajarish samaradorligining tavsifi:
mehnat bozori tomonidan talab gilinadigan va ragobat sharoitida mehnat qobiliyatini yetkazib beruvchi funksiyasini bajarishga
qodir bo‘lgan mehnat resurslari oqimlarini yaratish qobiliyati

Marketing qiymati: universitet mehnat resurslari bozorining asosiy subyekti — yetkazib beruvchisi sifatida, uning
vazifasi va samaradorligi bitiruvchining ragobatbardosh shaxsini, malakasini va mehnat qobiliyatini shakllantirish
va sinovdan o‘tkazish bilan bevosita bog‘liqdir

2. Ta’lim bozorining raqobatbardosh segmentida marketingni boshqarish samaradorligining tavsifi: to‘lov qobiliyati talabining
yetishmasligi va infratuzilma ta’lim imkoniyatlarining ma’lum bir bozor ichidagi abituriyentlar oqimidan oshib ketishi sharoitida
operatsion va takror ishlab chiqarish jarayonlari ko‘lamini tashkil etish va kengaytirish qobiliyati

Marketing qiymati: ta’lim va tegishli bozorlarning faol ishtirokchisi sifatida, ta’lim sohasida ham, tegishli va
iqtisodiy faoliyatni qo‘llab-quvvatlashda ham yetakchilikni qo‘lga kiritishga va ta’lim mahsulotini yaratishning
""giymat zanjiri" ning bir gismi sifatida qo‘llab-quvvatlashga qgodir.

3. Universitet marketingi va raqobat strategiyasining, shu jumladan, ragobatbardosh ustunliklarni ishlab chigish va
tijoratlashtirishning izlanish va innovatsion yo‘nalishlari samaradorligining xususiyatlari: gidiruv va innovatsion ragobat
ssenariylarini amalga oshirish va ular asosida mahalliy marketing va ta’lim tizimlarining chegaralari va cheklovlarini yengib o‘tish
aobilivati.

Marketing qiymati: universitet raqobatbardosh ta’lim va nota’lim xizmatlari va mahsulotlarini ishlab chiqish,
ilgari surish va tijoratlashtirish (shu jumladan , eksport gilish) qobiliyatiga ega ko‘p maqsadli progressiv ijtimoiy-
igtisodiy muassasa sifatida

1-rasm. Universitetlarning marketing faoliyatida ragobatbardoshlikni boshgarishning
ahamiyati

Mazkur jarayon amalga oshishi uchun universitet marketingi va ragobat
strategiyasi nafaqat talabalarni kasbiy ko‘nikmalar, balki innovatsion kompetensiyalar
asosida baholash talab etiladi. Universitetning raqobatbardoshligini baholashning
yondashuvlari va ko‘rsatkichlari sifatida quyidagilar tavsiya etiladi:

1. Universitet bitiruvchilarining raqobatbardoshligi  (o‘qitish  yo‘nalishlari
bo‘yicha, umuman universitetda):

1.1. O‘z biznes tuzilmasini ochgan talabalarning ulushi (o‘quv jarayonida,
o‘qishni tugatgandan so‘ng darhol (diplom olgandan keyin 0-6 oy));

1.2. Trening davomida, shuningdek, o‘qishni tugatgandan so‘ng (0-6 oy)ish bilan
ta’minlangan talabalarning ulushi;

1.3. O‘qishni tugatganidan keyin 0-6 oy ichida ish bilan ta’minlanganlarning
ulushi;
____________________________________________________________________________________________________________________|
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1.4. Bitirgandan keyin 0-6 oy ichida ishsizlar ulushi;

1.5. Ish bilan band bo‘lgan bitiruvchilarning ish haqi bozorning o‘rtacha
ko‘rsatkichlariga nisbatan: ta’limdan tashqari ish bilan ta’minlangan ta’lim
yo‘nalishlari bo‘yicha, universitetda o‘rtacha 0-12 oy, 1-3 yil, 3-7 yil, 7-10 il

2. Universitetning  ta’lim  xizmatlari va  innovatsiyalar  bozoridagi
ragobatbardoshligi:

2.1. Daromad tuzilmasi tarkibidagi byudjetdan tashgari moliyalashtirishning
ulushi;

2.2. Ta’lim va boshqga faoliyat turlaridan olinadigan daromad ulushini ajratish
bilan byudjetdan tashgari moliyalashtirish tarkibi;

2.3. Universitetlarda 1 xodimiga to‘g‘ri keladigan daromadlari tarkibidagi
byudjetdan tashqari moliyalashtirishning o‘ziga xos ko‘rsatkichi;

2.4. Magsadli (mahalliy, mintagaviy, milliy, xalgaro) ta’lim bozorining ma’lum
bir ta’lim yo‘nalishi bo‘yicha universitet tomonidan egallab olingan ulushi

2.5. Umuman universitet egallagan maqsadli ta’lim bozorining ulushi

2.6. Mijozlar ogimining tuzilishi: sodiglik darajasi

2.7. Universitetning noyob savdo taklifining narx raqobatbardoshligi (o‘qitish
yo‘nalishlari bo‘yicha, universitetda o‘rtacha)

3. Universitetning innovatsion va raqobatbardosh jarayon subyekti sifatida
ragobatbardoshligi

3.1. Universitetda tadqiqot va ishlanmalar bilan shug‘ullanadigan xodimlarining
soni

3.2. Universitetda ilmiy-tadgiqgot ishlarini moliyalashtirish tarkibi: byudjet, ichki
moliyalashtirish;

3.3. Ta’lim tashkilotining ilmiy-tadqiqot ishlari samaradorligi;

3.4. Universitetning tarkibiy bo‘linmalarida innovatsiyalarining mavjudligi va
ko‘lami;

3.5. Universitetning tarkibiy bo‘linmalarida tashkiliy yangiliklarning mavjudligi
va ko‘lami;

3.6. Universitetning tarkibiy bo‘linmalarida texnologik yangiliklarning
mavjudligi va ko‘lami.

Marketing menejmenti nuqtayi nazaridan OTMlar ragqobatbardoshligini baholash
yondashuvi talabalar va bitiruvchilar bilan uzoq muddatli o‘zaro manfaatli alogalarni
shakllantirish zaruratini ularning mehnat bozori subyektlari sifatida haqiqgiy
raqobatbardoshligini baholashni 0z ichiga oladi. Universitetlar uchun eng katta qiymat
bu ular tomonidan yaratilgan "inson kapitali* funksiyasini o‘qish paytida shakllantirish
yoki to‘g‘ridan-to‘g‘ri uni tugatish vaqtida bitiruvchilar tomonidan tashkil etilgan
yangi biznes tuzilmasi yoki Start up yaratish holatlari bo‘yicha aniqlash maqgsadga
muvofig.

Shuningdek, OTMlar ragobatbardoshligi bizning fikrimizcha, asosiy ta’lim
faoliyatidan diversifikatsiyalangan faoliyatni amalga oshirishni ta’minlashga
garatilgan doimiy innovatsion va izlanish faoliyatiga e’tibor qaratishni talab etadi.
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Universitetning innovatsion faoliyati raqobatbardoshlikka ijobiy ta’sir ko‘rsatadi,
ta’lim tashkilotining marketing menejmenti samaradorligini oshirish uchun juda
muhimdir.

Marketingni boshqgarish strategiyasida universitetning racgobatbardoshligini
oshirishning asosiy yo‘nalishlari strategik, operatsion va taktik marketing
imkoniyatlariga mos keladigan mexanizmni yaratishni talab etadi.

Faoliyat turining o‘ziga xos Xususiyatlarini va ragobatbardoshlikning yakuniy
ko‘rsatkichlarini shakllantirish xususiyatlarini hisobga olgan holda universitetlar
marketing menejmentini amalga oshirishga tizimli va kompleks yondashuvni zarur.
Shunga ko‘ra universitetlar ta’lim xizmatlari bozorida samarali ragobatdosh
ustunliklarni yaratishda quyidagi yo‘nalishlar bo‘yicha aniq strategik maqsadlar

belgilashi zarur:
1. Bitiruvchilarning ragobatbardoshligini oshirish;
2. Universitetning bozor subyekti sifatida raqobatbardoshligi oshirish;
3. Universitetning innovatsiyalar bozorida ragobatbardoshligini oshirish;
Zamonaviy universitetning ragobatbardoshligini marketingni boshqgarishning
asosly yo‘nalishlari va vositalari 2-jadvalda aks etgan.

2-jadval
Zamonaviy universitetning ragobatbardoshligini  boshgarishning  asosiy
yo‘nalishlari va marketing vositalari*
OTMLAR RAQOBATBARDOSHLIGINI OSHIRISHNING ASOSIY YO‘NALISHLARI
Marketingni . o Lo . o .

; i, S - Universitetning bozor subyekti sifatida Universitetning innovatsion
boshgarish g - -
dara?al ari Bitiruvchilarning ragobatbardoshligi raqobatbardoshligi faoliyat ragobatbardoshligi

1. Turli vyillardagi bitiruvchilarning | 1. Mintaqaviy/milliy/xalqaro ta’lim 1. Universitetning
martabasi  bo‘yicha doimiy marketing |bozorlarini marketing tadgiqotlarini olib borish innovatsiyalar bozoridagi
tadgiqgotlari olib borish (talab, taklif, marketing tizimi, narx va narxdan tadgiqotlari va marketing auditi
2. Ta’lim xizmati/mahsulotining  [tashaari takliflar, ragobat muhiti) 2.0TMlarning  innovatsion
%, imehnat bozorida sinovdan o‘tkazishda | 2. Universitetlar brendini shakllantirish, faoliyati rejasi va uning
= raqobatbardoshligini ~ funksional ~ va |magsadi joylashtirish va ilgari surish natijalarini tijoratlashtirish
& xarajatlarni hisobga olgan holda tahlil | 3 yniversitet marketing tizimining asosiy istigbollari
gilish subyektlari bilan bog‘liq holda marketing va 3. Innovatsion ~ tovar  va
3. O¢ziga xos marketing profilini [ragobat strategiyasini ishlab chigish va amalga xizmatlar bozorlarini
yaratish va turli toifadagi segmentlar |oshirish. universitetga kirish istigbollari
uchun individual ta’lim yo‘lini ishlab bilan marketing tadgiqotlari
chigish
1. Universitetning ishga qabul gilish | 1. Asosiy ta’lim jarayonini taqqoslash va | 1.Universitetning innovatsion
5 resursi sifat menejmenti faq"yatmmg ) . asosly
§z 2. Universitetda va uning ekotizimida | 2. Sodiglik dasturlari asosida "bitiruvchilar" o n?hShlaHm marketing - bilan
e ish bilan ta’minlash imkoniyatlari mijozlar ogimini gayta sotish ta’minlash.
g vatatt ‘ ! N o 2.Universitet biznes-inkubatori
o 3 Talabalar  va bitiruvchilami 3._ O‘quv — ishlab chiqarish va ilmiy — a4 Startup faoliyati natijalarini
universitet biznes inkubatori va Startup (ftadgiqot filiallarini ajratish bilan universitetni |qo<ljab-quvvatlash va targ‘ib
tezlatkichi faoliyatiga jalb qilish ekotizim formatida rivojlantirish gilish
1. Talaba portfelini saglash va | 1. Korporativ identifikatorni ishlab chigish va | 1. OTMlaming innovatsion
lyakunlash lyangilash tovarlari va xizmatlari uchun
2. Talabalar va bitiruvchilarni ish 2.T2’lim  xizmatlari va mahsulotlarini [Marketing MIKS
bilan ta’minlash bo‘yicha magsadli nomlash 2. Universitetning
é marketing faoliyati 3. Universitetning o‘quv yo‘nalishlari va innoyatsion bre‘hdin_i.ishlab
< 3. Universitetning o‘quv-ishlab tarkibiy bo‘linmalarining marketing kompleksini chigish va targ‘ib qilish
chigarish va ilmiy-tadgigot tuzilmalarida fishlab chigish va amalga oshirish
oqitish va ishtirok etishga jalb gilingan 4. Virtual ta’lim makonining marketing
amaliy mutaxassislar ulushini oshirish resurslaridan foydalanish
5. "Yo‘qotilgan mijozlar (alogani uzgan
bitiruvchilar)" bilan ishlash

L Muallif ishlanmasi
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Taklif qilayotgan ta’lim tashkilotlarining marketing menejmenti tizimida
universitetning raqobatbardoshligini oshirish yo‘nalishlari tizimi strategik ahamiyatga
ega bo‘lib, milliy igtisodiyot tizimidagi mavgeyini hisobga oladi. Bubirinchi navbatda
mijozlar va xodimlar bilan samarali uzoq muddatli hamkorlik nuqtayi nazaridan
raqobatli ta’lim xizmatlari bozorida universitetning barqarorligi ta’minlashga yordam
beradi.

XULOSA VA TAKLIFLAR

Yugoridagilardan kelib chigib quyidagi umumiy xulosalarga kelish mumkin:

O‘zbekiston oliy ta’lim tizimida amalga oshirilayotgan keng islohotlar mazkur
bozorda raqobat muhitini shakllantirishga qaratilib, OTMlarga erkin ragobatlashish
imkoniyatlarini ro‘yobga chiqarmoqda. Bunday jarayonda ta’lim xizmatlari va
mahsulotlarini yetkazib beruvchi subyektlarning asosiy faoliyati ta’lim sifati va uning
samarasiga garatilishi lozim.

Bozor muhiti marketing o‘zgarishlarining tezligi va universitetning
ragobatbardoshligi bilan belgilanadi va bunday jarayonda marketingni boshgarish
samaradorligining asosiy omili hisoblanadi.

Universitetlarning ragobatbardoshligini doimiy ravishda oshirishga garatilgan
marketing menejmentini tashkil gilish uchun dinamik va strategik yondashuvni amalga
oshirish juda muhimdir. Bu bozor tendensiyalarini tushunish, texnologiyadan
foydalanish, manfaatdor tomonlarni jalb gilish va marketing harakatlarini doimiy
ravishda takomillashtirishni talaba etadi.
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Annotatsiya

Zamonaviy dunyoda elektron tijorat (‘“e-commerce”) tobora dolzarb bo‘lmoqda,
jahon iqtisodiyotida, ko‘p tomonlama savdo tizimida va xalqaro iqtisodiy
munosabatlarda asosiy rol o‘ynamoqda. Internet texnologiyalarining rivojlanishi va
biznesning ragamli transformatsiyasi natijasida tashkilotlar va kompaniyalar oz
faoliyatini onlayn makonga o‘tkazmoqda, elektron do‘konlar va platformalar
yaratmoqda. Internet platformasi savdo o°sib borayotgan soha va ayni paytda
igtisodiyot uchun kuchli asos bo‘lib xizmat qilmoqda. Har bir elektron tijoratning
kengayishi va takomillashuvi bilan bog‘liq bo‘lib biznes va iste’'molchilar uchun yangi
imkoniyatlar yaratadi. Shuningdek xulosa o‘rnida bu magolaning magsadi elektron
tijoratning rivojlanish bosgichlari va undagi muhim tendensiyalarni tahlil gilishdir.
Buning uchun biz ilmiy adabiyotlar, statistik ma’lumotlar va tadqiqotlar natijasiga
tayanamiz.

Kalit so‘zlar: internet-savdo, internet-marketing, onlayn-do‘konlar, mahsulot
turlari, savdo tashkilotlari, savdo texnologiyalari.

AHHOTALUSA

B coBpeMeHHOM MUpe AIEKTPOHHAsT KOMMEpLUs («3JIEKTPOHHAST KOMMEPLIUS»)
CTAHOBUTCSI Bce 00Jiee aKTyallbHOM, UTpas KJIIOYEBYIO POJb B MUPOBOM 3KOHOMUKE,
MHOTOCTOPOHHEH TOProBOM CHCTEME U  MEXKIYHAPOAHBIX 3KOHOMHYECKHX
OTHOLIEHUSIX. B pe3ynbrare pa3BUTUA UHTEPHET-TEXHOJOTMH U  1UPPOBOU
TpaHchopmaly OM3Heca OpraHu3ali 1 KOMIIAHUU MEPEHOCSAT CBOIO IEATENbHOCTh B
OHJIAWH-TIPOCTPAHCTBO, CO3/1aBasl AJIEKTPOHHbIE Mara3uHbl U miatopmel. MaTEpHET-
maTopMa — 3To pactymas cdepa KOMMEPIIMU U B TO K€ BpeMs MIPOYHAsi OCHOBA
SKOHOMUKH. Kak[10e pacliMpeHne U COBEPIICHCTBOBAHUE 3JIEKTPOHHOW KOMMEPLIMU
CO3/1aeT HOBbIE€ BO3MOXKHOCTHU ISl OM3Heca U morpedureneil. Taxke B 3akitoueHue
LIEJIbI0 JAHHOW CTaThU SIBJISIETCS aHAJIM3 3TAIOB Pa3BUTHSI 3JIEKTPOHHON KOMMEPLIUU U
€€ BaXHBIX TEHAEHUMH. [[1s 3TOro Msel omnmMpaeMcs Ha Hay4dHYIO JIUTEPATypy,
CTaTUCTHKY M PE3YJbTaThl HCCIEAOBAHUMN.

KuroueBbie cj0Ba: HMHTEPHET-TOPrOBISl, HWHTEPHET-MApKETUHI, WHTEPHET-

Mara3muHbl, BUOBI HI:OI[%KL[I/II/I, TOI:I‘OBBIC Oi:FaHI/ISaHI/II/I, TOI:FOBBIC TCXHOJIOTHUH.
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Abstract

In the modern world, electronic commerce ("e-commerce") is becoming more and
more relevant, playing a key role in the world economy, multilateral trade system and
international economic relations. As a result of the development of Internet
technologies and the digital transformation of business, organizations and companies
are transferring their activities to the online space, creating electronic stores and
platforms. The Internet platform is a growing area of commerce and a strong
foundation for the economy at the same time. Each expansion and improvement of e-
commerce creates new opportunities for business and consumers. Also, in conclusion,
the purpose of this article is to analyze the stages of development of e-commerce and
its important trends. To do this, we rely on scientific literature, statistics and research
results.

Keywords: Internet trade, Internet marketing, online stores, types of products,
trade organizations, trade technologies.

KIRISH

Elektron tijorat so‘nggi yillar davomida juda ommalashib, deyarli hayotimizning
bir gismiga aylanib bormoqda. Elektron tijorat zamonaviy igtisodiyotning muhim
tarkibiy qismiga aylangan.So‘nggi Yillarda texnologik taraggiyot va internetning
ommaviylashuvi elektron tijoratning rivojlanishiga katta ta’sir ko‘rsatadi.

Elektron tijoratning rivojlanish bosqichlari:

1. Boshlang‘ich bosqich(1990). Bu davrda asosiy magsad kompaniyalar uchun
internetda mavjud bo‘lish edi. Saytlar, asosan, statik bo‘lib, mijozlar uchun oddiy
axborot sahifalari edi. Bunda birinchilardan onlayn do‘konlarning paydo bo‘lgan.
Amazon va eBay kabi yirik kompaniyalar bu davrda onlayn savdoni yo‘lga qo‘ydilar.
Mijozlar internet orgali mahsulot sotib olish imkoniyatiga ega bo‘ldilar.

2. O°sish bosqichi (2000-2010-yillar). Bu bosqichda ““ Interaktiv va dinamik
saytlar va “Sun’iy intellekt” paydo bo‘ldi. Bunda mijozlar o‘z fikrlarini qondirish,
baholash va mulohazalarni bildirish imkoniyatiga ega bo‘ldilar. Ijtimoly tarmoqlar
yangi Facebook, Twitter kabi ijtimoiy tarmoglar onlayn savdo jarayonini rivojlantirdi.
“To‘lov tizimlari” bunda Paypal kabi onlayn to‘lov tizimlari rivojlanib, xavfsiz va
qulay to‘lov imkoniyatini yaratdi.

3. Rivojlanish bosgichi (2010-2020). Bu bosgichda mobil tijorat (m-tijorat)
ya’ni smartfonlar va mobil ilovalar orqali mahsulot sotib olish ko‘paydi “Bulut
texnologiyalar” va “Sun’iy intellekt(Al)yo‘lga qo‘yildi. Shaxsiylashtirilgan takliflar
va chatbotlar orgali mijozlar bilan aloga gilindi.

4. Ragamli transformatsiya bosqichi(2020-yillar va keyin). Bunda “lot va Big
data”, “Blockchain texnologiyasi”, “Ovozli savdo” yo‘lga qo‘yildi. Ilovalardan
maxsulot sotib olish imkoniyati kengaytirildi, xavfsizlik yanada oshirildi va xizmatlar
optimallashtirildi.

Elektron tijoratning muhim tendensiyalari quyidagilar:

1. Shaxsiylashtirish. All va ma’lumotlarni tahlil qilish yordamida mijozlarga
shaxsiylashtirilgan tajriba tagdim etish.

WWW.MARKETINGJOURNAL.UZ 51



Marketing jurnali 2024-yil, iyul. Ne5-son

2. Ko‘p kanallik (Omnichannel) yondashuvi. Turli kanallar orgali yagona savdo
tajribasini tagdim etish va savdo va marketing strategiyalarini birlashtirish.

3. Bargarorlik va ekologik mas’uliyat. Barqarorlikka e’tibor qaratgan
kompaniyalar mijozlar e’tiborini tortmoqda va gayta ishlanadigan mahsulotlar va
ekologik toza yetkazib berish xizmatlarini o‘z ichiga oladi.

4. Xavfsizlik va maxfiylik. Mijoz ma’lumotlarini himoya qilish uchun kuchli
xavfsizlik choralari va GDPR va boshga maxfiylik qoidalariga rioya qilish.

5. Tezkor yetkazib berish. Tezkor va bepul yetkazib berish xizmatlari bilan
mijozlartalablarini qondirish, dronlar va robotlar yordamida yetkazib berish
xizmatlarini rivojlantirish.

Elektron tijoratning rivojlanishi texnologiyalarining o‘zgarishi va mijozlar
talablariga javob berish magsadida yangi yondashuvlarni o‘z ichiga oladi. Elektron
tijoratning kelajagi texnologik yangiliklar va mijozlar talablariga moslashish bilan
birga bog‘liq bo‘lib bu sohada muvaffaqiyatli erishish uchun innovatsion
yondashuvlarni talab giladi. Elektron tijoratda tovarlarni bozorda tanitish uchun ularni
mijozlar o‘rtasida ilgari surish har qanday korxonaning muhim vazifasi hisoblanadi,
bunda banner reklamasi oflayn va onlayn reklama va qurilmalarda ro‘yxatdan o‘tish
usullar qo‘shimcha imkoniyat beradi.

Elektron tijoratning samaradorligini oshirish uchun statistik ma’lumotlardan
foydalanib, gaysi mahsulotlar ommabop ekanini va marketing strategiyalarining
samaradorligini aniglash mumkin. Internet-marketing, shu jumladan, SMM, SEO va
mijozlardan fikr-mulohazalar yig‘ish elektron tijoratning muhim tarkibiy gismlaridir.

ADABIYOTLAR SHARHI

Magolani yozishda bir gancha adabiyotlardan foydalanildi. Elektron tijoratning
rivojlanish bosgichlarini aniglash va ularni ilmiy nugtai nazardan tushunish uchun
keng ko‘lamli adabiyotlarni tahlil qilish talab etiladi. Quyida bu maqola bo‘yicha
asosly adabiyotlar va ularning tahlili keltirildi. Bu maqolada Chaffe D.
tadgigolarigatayanildi “Digital Business and E-Commerce Management” da elektron
tijoratning boshgaruvi hagida keng gamrovli ma’lumotlar keltirilgan, shu sababli
elektron tijoratning rivojlanish bosgichlarini va zamonaviy tendensiyalarini tushunish
uchun foydalanildi.

METODOLOGIYA

Elektron tijoratning rivojlanish bosgichlari va muhim tendensiyalarni tahlil gilish
uchun bir gator metodlardan foydalanildi. Misol gilib aytganda elektron tijoratning
rivojlanish  tendensiyalarini  prognoz qilish uchun kompyuter modellari va
simulyatsiyaladan foydalanildi. Hozirda dunyoda elektron tijoratning rivojlanish
bosqgichlari yanada takomillashmoqgda. Kelajakda vediotelefon va virtual hagigat
texnologiyalari elektron tijoratda muhim rol o‘ynashi kutilmoqda. Bu texnologiyalarni
ko‘rish sinab ko‘rish ularning sifatiga to‘liq baho imkonini beradi. Magqolaning
magsadi va mohiyati holat hagida umumiy tasvirni tasvirlashga asoslangan. Bundan
tashqari eklektron tijoratning takomillashuvi haqida yanada yaxshiroq ko‘nikmaga ega
bolishga garatildi. Mazmuni to‘liq ochib berish uchun koproq kitoblar va mantiqqa
I ——
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tayanildi. Zotan elektron tijoratning rivojlanish bosgichlari va tendensiyalari tushunish
uchun yetarlicha kuchli dalil bo‘la oladi.

TAHLIL VA NATIJALAR

So‘nggi o‘n yillikda elektron tijorat sohasida erishilgan natijalarga.Bularga
quyidagilar kiradi

1. Savdo hajmining o‘sishi ya’ni elektron tijorat global savdo hajmini sezilarli
darajada oshirdi. Misol uchun 2020-yilda COVID-19 pandemiyasi davrida elektron
tijorat orqali sotuvlar jadvali o‘sdi va jahon elektron tijorat savdo hajmi 4trillion
dollardan oshdi.

2. Kichik va O‘rta bizneslarning o°‘sishi. Kichik va o‘rta bizneslar uchun global
bozorlar ochildi. Onlayn platformalar orgali kichik tadbirkorlar ham xalgaro savdo
bozorlariga chiqish imkoniga ega bo‘ldilar

3. Bandlik va yangi ish o‘rinlar: Elektron tijorat sohasida ko‘klab yangi ish
o‘rinlar yaratildi. Logistika mijozlarga xizmat ko‘rsatish, IT va marketing sohalarida
ish o‘rinlari ko ‘paydi.

4. Mijozlarga tajribasining yaxshilanishi: elektron tijorat mijozlari uchun
qulaylik va vaqgtni tejash imkoniyatlarini tagdim etadi.

5. Innovatsion to‘lov tizimlari: Xavfsiz va qulay to‘lov tizimlarining rivojlanishi
elektron tijoratni yanada ommallashtirdi. Yangi ijtimoiy tarmoglar elektron tijorat
bilan integratsiyalashib mijozlar bilan alogalarni kuchaytirdi.

6. Mobil tijorat: Smartfonlar va mobil ilovalar yordamida xarid gilish imkoniyati
kengaydi.

Mobil tijorat savdo hajmi jadal o‘sib 2023-yilda globalelektron tijorat savdo
hajmining yarmidan ko‘pini tashkil etdi. Sun’iy intellekt va katta ma’lumotlarni tahlil
qilish orqali mijozlarga shaxsiylashtirilgan xizmatlar ko‘rsatish imkoniyati paydo
bo‘ldi . Bu mijozlarning ehtiyojlarini chuqurroq tushunish va ularga mos ravishda
takliflar tagdim etish imkonini berdi. Elektron tijoratda tezkor va samarali yetkazib
berish tizimlari rivojlandi. Blockchain texnologiyasi yordamida xavfsizlik va
shaffoflik ta’minlandi. Bu texnologiya orqgali tovarlarni kuzatish tranzaksiyalarni
tasdiglash va firibgarlikni oldini olish imkoniyati paydo bo‘ldi. Narsalar interneti
narsalari (IoT). loT qurilmalari yordamida xarid jarayonlari yanada avtomatlashtirildi
va soddalashtirildi. Aglli uylar va do‘konlar orqali mijozlar o‘z xaridlarini masofadan
turib boshqgarish 1mkoniga ega bo‘ldilar. Personalizatsiya elektron tijorat
kompaniyalari mijozlarning xatti harakatini tahlil gilib ularga individual takliflar va
reklama kompaniyalarini tagqdim etish imkoniyatlariga ega bo‘ldilar. Elektron tijorat
sharoitida erishilgan natijalar sohaning tez suratlar bilan rivojlanayotganini va global
iqtisodiyotga ijobiy tasir ko‘rsatayotganini ko‘rsatadi. Iqtisodiy, ijtimoiy, texnologik
jihatlaridan erishilgan yutuglar kompaniyalarga va mijozlarga katta foyda keltirdi.
Kelajakda yangi texnologiyalar va innovatsiyalar yordamida elektron tijorat yanada
rivojlanib, global savdo va mijozlar tajribasini yaxshilashda davom etadi.

Statistik ma’lumotlarga ko‘ra, O‘zbekistonda elektron tijorat va chakana savdo
hajmi barqaror o°sib bormoqda. Xususan, 2022-yilda elektron tijorat savdolari hajmi
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2021-yilga nisbatan 1,8 barobar oshib, 10 886,8 milliard so‘mdan ortiqni tashkil etdi.
Bu umumiy chakana savdo hajmining 4 foizdan ortig‘iga teng (1-rasm).

O'zbekistonda elektron tijorat va chakana

savdo hajmi, mird. so‘mda 212694.6
199518.8

133195.2
105229.9

2022-yilda elektron tijorat savdo

hajmi 2021-yilga nisbatan deyarli

2 barobar oshib, chakana savdo

hajmini 4 folzdan ortig gismini 6 121
tashkil etgan.

409 275.3 10025 5978.7 10886.8

2017 2018 2019 2020 2021 2022

- Elektron tijorat savdo hajmi - Chakana savdo hajmi

1-rasm. O‘zbekistonda elektron tijorat va chakana savdo hajmi,! mird. so‘m

O‘zbekistonda elektron tijoratning kelajagini belgilovchi muhim omillardan biri
sohani qonunchilik bilan tartibga solishdir. 2022-yilda yangilangan “Elektron tijorat
to‘g‘risida”gi qonun qabul qilindi. Qonun iste’molchilarni ham, tadbirkorlarni ham
huquqgiy himoya giladi, elektron operatsiyalarni amalga oshirish va huqugbuzarliklar
uchun javobgarlikni belgilash tartibini belgilaydi. Ishonchli va bargaror elektron tijorat
ekotizimini yaratishda qonunchilik va to‘lov tizimlari hal giluvchi rol o‘ynaydi. Ular
jarayonning barcha ishtirokchilari — ham xaridorlar, ham sotuvchilarning huqug va
manfaatlarini himoya qilishni ta’minlaydi va hokazolar.

Elektron tijoratning rivojlanish bosgichlari va tendensiyalari zamonaviy
iqtisodiyot va savdo tizimini sezilarli darajada o‘zgartirdi. Boshlang‘ich bosqichda
internet va web-saytlar paydo bo‘lishi bilan elektron tijorat tez rivojlandi. Keyingi
bosgichlarda ijtimoiy tarmoqlar va xavfsiz to‘lov tizimlarining rivojlanishi elektr
tijoratni yangi darajada olib chiqdi. Mobil tijoratning o‘sishi va Al texnologiyalarining
rivojlanishi  mijozlarga shaxsiylashtirilgan xizmat ko‘rsatish imkoniyatlarini
kengaytirdi. Ragamli transformatsiya bosqgichda 10T, katta ma’lumotlar va blockchain
texnologiyalari elektron tijoratning samaradorligi oshirdi va xavfsizlikni ta’minlash.
Hozirgi va kelajakdagi tendensiyalar elektron tijorat kompaniyalari uchun
ragobatbardoshlikni oshirish va mijozlarga eng yaxshi tajribani taqdim etishga
garatilgan.

Personalizatsiya, omnichanel yondashuvi, barqarorlik va ekologik mas’uliyat,
xavfsizlik va tezkor yetkazib berish kabi tendensiyalar kompaniyaga muvaffagiyatga
erishishda yordam beradi. Elektron tijoratning kelajagi texnologik yangiliklar va
mijozlar talablariga moslashish bilan bog‘liq bo‘lib, bu soha muvaffaqiyatga erishish
uchun innovatsion yondashuvlarni talab giladi. Kompaniyalar ragobatda ustunlikka
erishish uchun shaxsiylashtirilgan va samarali strategiyalar ishlab chigishi kerak.

L www.stat.uz sazti malumotlari asosida tazzorlangan
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XULOSA VA TAKLIFLAR

Elektron tijorat zamonaviy raqamli iqtisodiyotning ajralmas qismi bo‘lib, u
kompyuter tarmoglari orgali amalga oshiriladigan quyidagi moliyaviy va tijorat
operatsiyalarini o‘z ichiga oladi.

Qonunchilikni takomillashtirish. Amaldagi gonunchilikni takomillashtirish va
yangi huquqiy me’yoriy hujjatlarni gabul qilish, foydalanuvchilarning huquqlarini
himoya qilishga e’tibor qaratish va shaffof soliq tizimini yaratish.

Logistika va yetkazib berishni yaxshilash. Yakuniy logistika tizimini yaratish
uchun pochta xizmatlarini modernizatsiya gilish va bu sohaga investitsiya qilish talab
etiladi.

Marketing va reklama. Internet-marketingga, jumladan SMM, SEO va banner
reklamasiga e’tibor qaratish kerak bo‘ladi.

Mabhsulotlar tarkibi va xizmatlarni kengaytirish. Onlayn va an’anaviy
mahsulotlar takliflarini kengaytirish muhim.

Ijtimoiy nafaqalarni oshirish. kam ta’minlangan odamlarni arzonroq tovarlar
bilan ta’minlash va kasanachilik imkoniyatlarini kengaytirish.

Statistikadan  foydalanish.  Ommabop  mahsulotlar va  marketing
strategiyalarining samaradorligini aniglash uchun statistikadan foydalanish. O‘qitish
va tizimni rivojlantirish: Mutaxassislarni tayyorlash va malakasini oshirish uchun
maxsus o‘quv dasturlarini i1shlab chiqish kerak.

Ijtimoiy tarmoglardan foydalanish. Ijtimoiy tarmoglar orgali mijozlarni
tarbiyalash kerak.

Aloga va xizmatlar sifatini yaxshilash, xalgaro hamkorlikni mustahkamlash.
Xalgaro hamkorlikni mustahkamlash, qo‘shni davlatlar bilan o‘zaro tajriba almashish
va ular bilan o‘zaro foydali yo‘nalishlarni rivojlantirish zarur. Elektron tijoratning
samaradorligini oshirish uchun statistik ma’lumotlardan foydalanib, ommabop
mahsulotlarni va marketing strategiyalarining samaradorligini aniglash mumekin.
Internet-marketing (SMM, SEO) va mijozlardan fikr-mulohazalar yig‘ish orqali
elektron tijoratni yanada rivojlantirish mumkin,

FOYDALANILGAN ADABIYOTLAR RO‘YXATI

1. «OcHOBBI 37eKTpOHHON KomMepiuu», HOpacoB A. B., T'opsuas nunusg-
Tenekom, Mocka, 2007 rox

2. «Electronic Commerce», Gary Schneider, Course Technology, 2008

3. "E-commerce 2025: Trends and Strategies™ by Maria Johnsen (2020)

4. "Digital Marketing for Dummies” by Ryan Deiss and Russ Henneberry (2020)

5. Amazon.com, Inc kompaniyasi hisoboti, Annual Report 2022 (SEC Filing

Form 10-K).

6. Elektron manba: https://www.techtarget.com/searchcio/definition/e-
commerce.

7. Elektron manba: https://infocom.uz/elektron-tijorat-ozbekiston-

igtisodiyotidamavjud-holat-muammolar-va-istigbollar.
8. Chaffey D.(2015).”Digital Business and E-Commerce Management”.

WWW.MARKETINGJOURNAL.UZ 55


https://www.techtarget.com/searchcio/definition/e-commerce
https://www.techtarget.com/searchcio/definition/e-commerce
https://infocom.uz/elektron-tijorat-ozbekiston-iqtisodiyotidamavjud-holat-muammolar-va-istiqbollar
https://infocom.uz/elektron-tijorat-ozbekiston-iqtisodiyotidamavjud-holat-muammolar-va-istiqbollar

Marketing jurnali 2024-yil, iyul. Ne5-son

CHIQINDILARNI QAYTA ISHLASH JARAYONLARIDA RAQAMLI
TEXNOLOGIYALARDAN FOYDALANISHNING XORI1J TAJRIBASI
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Annotatsiya

Ragamli texnologiyalar — bu ma’lumotlarni boshqarish va qayta ishlash
texnologiyasi bo‘lib, bunda chiqindi mahsulotlarni saglash, himoyalash, qayta ishlash
kabi amallar ustida ishlar olib boriladi. Ragamli texnologiyalar insoniyat
taragqiyotining turli bosgichlarida mavjud bo‘lgan bo‘lsa-da, hozirgi zamon ragamli
va axborotlashgan jamiyatning o‘ziga xos xususiyati shundaki, sivilizatsiya tarixida
birinchi marta bilimlarga erishish va ishlab chigarishga sarflanadiganenergiya,
xomashyo, materiallar va moddiy iste’mol buyumlariga sarflanadigan xarajatlardan
ustunlik qilmoqda, ya’ni,ragamli texnologiyalar mavjud yangi texnologiyalar orasida
yetakchi o‘rinni egallamoqda.

Kalit so‘zlar: ragamli texnologiyalar, chigindi mahsulotlarni saglash,
himoyalash, gayta ishlash.

AHHOTAIIUA

[HudpoBbie TEXHOIOTMM — 3TO TEXHOJOTHMU YIOpaBICHUS U 00pabOTKH
uH(poOpMaIuU, KOTOpPbIE HCIONB3YIOTCA IJIsi XPaHEHWs, 3allUThl U TepepadoTKu
oTx0/0B. XOTd MUGPOBBIE TEXHOJOTHMH CYIIECTBOBAIM HA PAa3IMYHBIX JTamax
pPa3BUTHS 4YEJIOBEUECTBA, XAapaKTePHOM HYEPTOH COBPEMEHHOTO HH(PPOBOTO U
nH(}OPMAIMOHHOTO O0IIIEeCTBA SIBISETCA TO, YTO BIEPBBIC B UCTOPUU ITUBUIM3AIIUU
OHEPTUs, ChIpbE, MaTepuaibl W TOTPEOUTENHCKUE TOBAPHI HCIONB3YIOTCS IS
NpUOOpPETEHUs W TMPOM3BOJCTBO 3HAHWM JOMHUHHUPYET HaJ pPacxXxoJamH, TO €CTb
HU(PPOBBIE TEXHOJOTUU 3aHUMAIOT BEAYIIEE MECTO Cpeau JOCTYIHBIX HOBBIX
TEXHOJIOTUH.

KuoueBsie ciioBa: [{udpoBbie TeXHOIOTUM PabOTAIOT HA TaKue ACHUCTBUS, KaK
XpaHeHue, 3allnTa, nepepadoTka OTXO0/I0B.

Abstract

Digital technologies are information management and processing technologies,
which are used to store, protect, and recycle waste products. Although digital
technologies have existed at various stages of human development, the characteristic
feature of the current digital and information society is that, for the first time in the
history of civilization, the energy, raw materials, materials and consumer goods used
for the acquisition and production of knowledge dominates the spending, that is, digital
technologies take the leading place among the available new technologies.
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Key words: Digital technologies work on such actions as storage, protection,
recycling of waste products.

KIRISH

Ragamli  texnologiyalarning industriyasi majmuini  kompyuter  tizimi,
ma’lumotlar bazasi va u bilan bog‘liq faoliyat sohalari tashkil qiladi.

Xorij tajribasi sifatida Singapurda chigindi mahsulotlarini gayta ishlash uchun
zamonaviy texnologiyalardan foydalanib kelinmoqda. Bu texnologiyalar yordamida
chigindilarni saralash va olib chigib ketishda foydalanilmoqda. Bu texnologiyalarga
(SMART chiqindi mashinalari) chiqindilarni yig‘ish, to‘plash va olib chiqib ketish
vazifasi yuklatilgan bo‘lib, bu fagat ragamli texnologiyalar yordami bilan amalga
oshiriladi. SMART mashinaga maxsus chip orgali signal yetkazib beriladi, bu signal
orgali chigindilarni joylashgan joyidan topib olish va sifat ko‘rsatkichlari orqali
saralash ishlarini olib boradi [3].

Singapurda avtomatlashtirilgan mashinalardan, ya’ni ragamli texnologiyalardan
foydalanib kelinmogda. Shuningdek, Singapurda chigindilar muammosi mavjud emas
hamda davlatning iqtisodiy ulushiga katta hissa qo‘shib kelayotgan tizim bu ragamli
texnologiyalar bo‘lmoqda.

ADABIYOTLAR SHARHI

Qattig maishiy chigindilarni gayta ishlashni boshgarish dasturlarini shakllantirish
masalalari A.K. Golubin, V.V. Devyatkin, L.Y. Shubov K. Schvab va boshqgalar
tomonidan ilmiy asosida yangi tahlil va natijalari o‘rganilgan [1]. Bugungi kunga qadar
mintaqaviy rivojlanishning barqarorligini ta’minlash, ishlab chiqarish va iste’mol
chigindi jarayonlarini takomillashtirish bo‘yicha ko‘plab tadqgiqotlar olib borilganiga
garamay, muammoni hal etishda ilmiy jihatdan kompleks yondashuv mavjud emas.
Dunyoda ushbu bozor segmentini samarali boshgarishning asoslangan usullari va
mexanizmlari ishlab chigilmagan. Ushbu holatlar, magolaning magsadi va vazifalarini
belgilab berdi. Hozirgi paytda O‘zbekiston olimlaridan S. S G*ulomov, B. Y. Xodiyev,
B.A. Begalov, A.N. Aripov, T. K. Iminov, M.A. Mahkamova, H.A. Muxitdinovlarning
axborot texnologiyalari va kommunikatsiyalarini rivojlantirish borasida ilmiy
izlanishlar olib borgan.

TAHLIL VA NATIJALAR

Bugungi kunda ragamli texnologiyalarni shartli ravishda saglovchi,
ratsionallashtiruvchi va yaratuvchi turlarga ajratish mumkin. Hozirgi zamon
taraqgiyoti hamda yutuglari fan va inson faoliyatining barcha sohalarini
raqamlashtirish zarurligini ko‘rsatmoqda. Jamiyatni ragamlashtirish deganda ragamli
igtisodiyotni  rivojlantirish, mamlakat fan-texnika taragqgiyotini, jamiyatni
demokratlashtirish va intellektuallashuv jarayonlarini jadallashtirishni ta’minlaydigan
jamiyat boyligi sifatida foydalanish tushuniladi. Korxonalarda ishlab chigarish va
boshgaruvi uchun zamonaviy texnologiyalarning asosiy vazifalari — kerakli
ma’lumotlarni qidirish, to‘plash, qayta ishlash, saqlash, yangi ma’lumotlarni ishlab
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chiqgish va optimallashtirishning turli xil muammolarini hal etishdan iboratdir. Vazifa
nafagat vaqtni sarflaydigan, muntazam takrorlanadigan, ma’lumotlarni qayta ishlash
operatsiyalarini tanlash va avtomatlashtirish, balki samarali boshgaruv garorlarini
gabul qilish uchun zarur bo‘lgan yangi ma’lumotlarni olish uchun ularni qayta ishlash
orgali ham amalga oshiriladi.

Ushbu ikkilamchi xomashyo mahsulotlarni qayta ishlash korxonalarni
rivojlantirishda sanoat mahsulotlarni ishlab chigarishda invistitsiya Kiritgan
Qozog’iston davlati. Qozog‘istoning Qizilo‘rda shahrida uch smenada yiliga 100 ming
tonna ishlab chigarish quvvatiga ega chigindilarni gayta ishlash zavodini qurgan.
Qizilo‘rda shahrining muammolarini hal etish bilan birga “Qozog‘iston Respublikasida
ishlab chiqarishni rivojlantirish” davlat dasturida belgilangan vazifalarni ham bajaradi.
Ushbu investitsiya loyihasining belgilangan magsadiga erishishning asosiy vazifalari
quyidagilardan iborat:

« yiliga 72 000 tonna qattiq maishiy chiqindilarni (keyingi o‘rinlarda MChJ deb
yuritiladi) qayta ishlash quvvatiga ega bo‘lgan chigindilarni qayta ishlash zavodini
gisga muddatda uch smenada 0°‘rnatish;

* korxonaning kadrlar salohiyatini yaratish: professional texnik mutaxassislar,
ishchilar va menejerlarni tanlash, joylashtirish, tayyorlash, moslashtirish;

» korxonaning marketing siyosatini ishlab chigish va amalga oshirish;

» gozog‘istonda xom ashyo iste’mol chiqindilarni qayta ishlovchi korxonalar
bilan uzoq muddatli hamkorlikni rivojlantirish;

» tayyor mahsulotlarni sotish tarmog‘ini yaratish;

» jahon ekologik va texnologik uskunalar standartlaridan foydalanish;

 shahar va tumanlardagi ko‘cha va korxonalarning sanitariya holatini, aholi
uchun qulay yashash sharoitlarini yaxshilash;

« arzon va ekologik toza texnologiyalar asosida qattiq maishiy chiqindilarni
100 foizga yaqgin gayta ishlashni ta‘minlash;

« xomashyo, tovar mahsuloti va energiya ko‘rinishidagi chigindilarning
85 foizini iqgtisodiy aylanmaga gaytarish;

* shaharni sanitar tozalash uchun birlik xarajatlarini qisqartirish va qayta ishlash
sohasini gimmat tarmoqdan yugori daromadli sohaga aylantirish;

* 50 ta barqaror ish o‘rni yaratish.

Zamonaviy chigindilarni gayta ishlash zavodining barpo etilishi nafagat
chigindilarni saralash va zararsizlantirish, balki mahalliy bozor uchun chigindidan
tayyor mahsulot olish imkonini beradi. Yiliga 100 000 tonna gattiq maishiy
chigindilarni gayta ishlash quvvatiga ega korxonada uch smenada to‘liq yuklanganda
sotuvga mo‘ljallangan xom ashyo va tayyor mahsulotlarning quyidagi hajmlari ishlab
chigariladi (1-jadval).
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1-jadval
Qozog‘iston Respublikasida chigindilardan olinadigan ikkilamchi resurslarning
hosilasi narxi va xarajatlari'

Mahsulot nomi Birlik migdori | Ishlab chigarish Ishlab chigarish Ishlab chigarish
Ne miqgdori kun miqdori oy miqdori yillik
1 Tualet qog‘ozi tonna 8,9 250,0 3000
2 Qog‘oz salfetkalar tonna
3 Qog‘oz (0q) tonna
4 Kompost tonna
5 PET maydalangan tonnasi
6 Elektr energiyasi mvt
7 Qora metall tonna 8,9. 250,0 3000
8 Rangli metallar tonna 4,5 125,0 1500
9 Stol usti va pollar kv. m 47,6 1333,3 16 000
10 | G‘ishtlar tonna 9,5 266,7 3200
11 Makulatura tonna 53,6 1500,0 18000
12 Xarajatlarni nomlash Narxi, ming Narxi,ming AQSh
KZT dollari
13 Zavodning qurilishi  va 7 585 240 20120,0
jihozlari
14 | Yordamchi uskunalar sotib 5542 14.7
olish
15 | Avtotransport vositalarini 818 090 2170,0
sotib olish
16 | Aylanma mablag‘lar 450628 1195.3
Jami: 8 859 500 23 500,0

Magolada, Korxonaning ishlab chigarish hajmidan kelib chigib kunlik va oylik
xarajatlarni belgilash va shu orgali daromad topish va ikkilamchi xom ashyo
mahsulotlarni belgilash keyinchalik bozor talablariga chidamli mahsulotlar ishlab
chigarish magsad gilingan[6].

Germaniya tajribasida murakkab sanoat jarayonlarida ragamli tarmoglardan
tobora ko‘proq foydalanish bargarorlik uchun yangi imkoniyatlarni ochib beradi.
Ushbu jarayonlarda 600 ga yaqin ishlab chiqarish korxonalarini 0‘z ichiga olgan noyob
ma’lumotlar to‘plamiga asoslangan holda nemis sanoatida moddiy samaradorlikni
oshirish uchun ragamlashtirishning dolzarbligi hagidagi birinchi empirik topilmalarni
tagdim etadi. Natijalari shuni ko‘rsatadiki, moddiy samaradorlikni oshirish uchun
ragamli tarmog imkoniyatlari hozircha cheklangan darajada, birinchi navbatda, ishlab
chiqarish jarayonlarini optimallashtirish bo‘yicha an’anaviy samaradorlikni oshirish
choralari uchun foydalanilmoqda.

Ishlab chiqarish va iste’mol chiqindilarni yanada barqaror shakllariga o‘tishda
Birlashgan Millatlar Tashkilotining 2030 yilgi kun tartibi va barqgaror rivojlanish
magsadlarining (SDGs) muhim gismi sifatida global migyosda kelishilgan. SDGlar
chizigli igtisodiyotdan aylanma iqtisodiyotga o‘tish uchun muhim turtki bo‘ladi.
SDGdan 12 tasi bevosita tabiiy resurslardan bargaror foydalanishga bog‘liq bo‘lgan
holda resurslar samaradorligini oshirish asosiy strategiya hisoblanadi.

! Muallif tomonidan tuzilgan.
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Magsadlarda 2030 yilgacha resurslardan foydalanish samaradorligini oshirish
uchun sanoatni gayta jihozlashga alohida e’tibor garatilgan. Maqsad oldini olish,
kamaytirish, gayta ishlash va gayta foydalanish orgali isrofgarchilikning oldini olishga
qaratilgan aylanma iqtisodiyot g‘oyasini kuchaytiradi. Doiraviy iqtisodiyotning
mantiqgiy asosi resurslarni iloji boricha uzoq vagt davomida ishlatishdir. Yondashuv
resursning to‘liq hayot aylanishini ko‘rib chiqgishdan iborat — qazib olishdan
mahsulotni loyihalash, ishlab chiqarish, iste’mol qilish va oxir-ogibat chigindilarni
boshgarish. Masalan, gayta ishlash. Aylanma iqgtisod resurslarni tejaydigan mahsulot
dizayni (ekodizayn) hamda mahsulot va materiallarni gayta ishlash va gayta ishlatish
orgali ham moddiy sarfni, ham chigindilarni hosil gilishni minimallashtirishga
garatilgan. Qayta ishlash va gayta foydalanish orqali chigindilar gaytadan resursga
aylanadi.

Yaginda G20 Resurs samaradorligi bo‘yicha dialogning boshlanishi bilan G20
mamlakatlari 20 30 kun tartibini amalga oshirishga hissa go‘shishni magsad gilgan.
Magsad butun hayot sikli davomida tabiiy resurslardan foydalanish samaradorligi va
barqarorligini oshirish, barqaror iste’'mol wva ishlab chigarish modellarini
rag‘batlantirish uchun ilg‘or tajriba va milliy tajriba almashishdir. Bungacha G7
mamlakatlari resurslardan samarali foydalanish muhimligini tan olgan edi. 2015-yil,
bu masalani G7 kun tartibiga qo‘yishgan. Resurs samaradorligini oshirish bo‘yicha G7
ittifoqini yaratish bilan bir gatorda, G7 BMT Atrof-muhit bo‘yicha dasturining Xalgaro
Resurs Paneli va OECD tomonidan resurslar samaradorligini oshirish uchun eng
istigbolli yechim va yondashuvlarni aniglash uchun ikkita hisobot talab gildi. Bunga
parallel ravishda Yevropa Ittifoqining aylanma iqtisod bo‘yicha harakatlar rejasi, uning
magsadi eko-dizayn orqali resurslardan yugori samaradorlikka erishishdir.

Germaniya birinchilardan bo‘lib resurslar samaradorligi bo‘yicha keng gamrovli
siyosiy strategiyani ishlab chiggan Yevropa davlatlaridan biri edi. Milliy migyosda
tabiiy resurslardan foydalanishni igtisodiy rivojlanishdan ajratishning siyosiy magsadi
Germaniyaning Barqgaror rivojlanish strategiyasida (GSDS) va Germaniyaning
resurslardan samarali foydalanish dasturida (GREP) mustahkamlangan.

2002-yildayog GSDS mabhalliy ishlab chigarishda resurslar samaradorligini
oshirish uchun 2020-yilga kelib xomashyo unumdorligini 1994-yilga nisbatan ikKi
baravar oshirish vazifasini qo‘ygan edi. Ushbu magsadga erishish uchun GREP
2012- yilda amalga oshirildi. Germaniyada resurs samaradorligi bo‘yicha hozirgi holat
va taraqqiyot ko‘rib chiqiladi va keyinchalik dastur mos ravishda takomillashtiriladi.
Birinchi yangilash 2016-2019-yillarda amalga oshirildi. GSDSdan olingan xom ashyo
mahsuldorligi ko‘rsatkichi hali ham GREP uchun asosiy mos yozuvlar nuqtasi bo‘lib
qolmoqda. Biroq, endi u yangi ko‘rsatkich, jami xom ashyo unumdorligi bilan
to‘ldirilib, resurslar samaradorligini oshirishni kuzatish imkoniyatiga ega bo‘ladi,
Masalan biotik resurslarni go‘shish va import uchun yetarli miqdorda ruxsat berish
orgali. Bu fagat resurslarni ko‘p talab giladigan jarayonlarni chet elga ko‘chirishga
asoslangan hosildorlik o‘sishi haqida hisobot berishning oldini oladi. Magsad bu
2000-2020 yillardagi tendensiyani 2030-yilgacha davom ettirishdir [8].

Korxonalar resurs samaradorligini asosiy strategiya sifatida ko‘prog aylanma va
resurslardan tejamkor igtisodiyotni fagat barcha davlat va nodavlat partiyalarni,
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xususan, xususiy sektorni jalb gilgan holda amalga oshirish mumkin. Sanoat sektori
Investitsiyalar manbai va tabiiy resurslardan yaxshiroq va ehtiyotkorona foydalanishni
ta’minlovchi texnologik rivojlanish va innovatsiyalarning harakatlantiruvchisi sifatida
asosiy rol o‘ynaydi.

Yuqgori sanoatlashgan iqgtisodiyot sifatida Germaniya resurslarni tejash va
isrofgarchilikka yo‘l go‘ymaslik uchun hozirgi ishlab chigarish va iste’mol modellarini
yanada o‘zgartirishi  kerak. Global qiymat zanjirlarida yugori darajada
integratsiyalashgan holda Germaniya kabi sanoati rivojlangan mamlakatlar bu yerda
asosiy rol o‘ynaydi, chunki ular sanoatlashgan, rivojlanayotgan va rivojlanayotgan
mamlakatlarda ishlab chigarish usullariga sezilarli ta‘sir ko‘rsatishi mumkin va ularga
yanada bargaror global ishlab chiqarishni rivojlantirish uchun alohida mas’uliyat
yuklaydi. Shunday qilib, ko‘plab nemislar ishlab chiqarilgan resurslarni iste’mol
kompaniyalari minimallashtirishmogda. Bundan tashqari, material iste’moli yaratish
xarajat omilidir. Kelajakda xomashyo ta’minotini himoya qilish uchun Germaniya
igtisodiyoti mavjud resurslar bilan tejamkorlik bilan ishlash muammosiga duch keladi
[9].

Qimmatbaho resurslarning energiya sarflanishiga garshi turish uchun muhim
manba resurslarni ishlab chigarishni ishlab chigarishni yanada yaxshi ekologik
tozalash orqali isrofgarchilikni oldini olish va murakkab sanoat ishlab chigarish va
jarayonlarida boshqgaruv tizimlarining ortib borishi resurslarni tejaydigan ishlab
chiqarish usullari bo‘yicha yuqori talablarni ishlab chigaradi. Zamonaviy raqamli
texnologiyalardan an’anaviy sanoat jarayonlari bilan o‘zaro bog‘ligligi resurslardan
tejamkor va samarali sayohat va gayta yuklash (yani, gayta ishlash) uchun yangi
mahsulotni taqdim etadi. O‘rta ishlab chiqarish korxonalari (20-249 ishchi) o‘z
sektoridagi boshga kompaniyalardan biroz farg giladigan muayyan chora-tadbirlar
strategiyasini qabul giladilar. O‘rta kompaniyalarning deyarli yarmi ishlab chigarish
jarayonlarini yugori darajada optimallashtiradi va samaradorlikni oshirish uchun
resurslarni tejovchi mahsulot dizaynidan kamida o‘rta darajada foydalanadi.

Yirik kompaniyalar (250 dan ortig xodimlar), odatda, yangi materiallardan
foydalanishni mos yondashuv deb bilishadi, ammo fagat bir nechtasi bu chorani
intensiv ravishda qo‘llaydi. Yirik kompaniyalarning deyarli yarmi yangi materiallardan
ozgina foydalanadi, golgan uchdan bir gismi esa ulardan o‘rtacha foydalanadi. Bu
Germaniyaning oldingi tadqgiqotlarida ko‘rsatilganidan sezilarli darajada kichikdir.
Ko‘pincha materiallarni tejash potensialini gayta hisoblash ishlab chigarish
sanoatining (20 yoki undan ortiq xodimi bo‘lgan ishlab chigarish korxonalarida)
xarajat tuzilmasi bo‘yicha Germaniya tadqiqotida ko‘rsatilganidek materiallarning
narxi bilan bog‘lig. Ushbu so‘rov natijalariga ko‘ra, 3,6 foiz jamg‘arma salohiyati
deyarli 30 milliard yevroga to‘g‘ri keladi. Biroq, bu hisob tejash potensialini sezilarli
darajada oshirib yuboradi. Bu, asosan, Germaniya Xarajatlari tuzilmasi tadqgigotida
moddiy xarajatlar nafagat xomashyo, yordamchi va ishchi materiallarni, balki sotib
olingan oralig mahsulotlarni, masalan, qurilish komponentlarini ham o0z ichiga
olganligi bilan bog‘liq. Xususan, fagat mahsulotga o‘rnatilishi kerak bo‘lgan tayyor
mahsulotlarga kelsak, nemis kompaniyalari moddiy samaradorlikni oshirish uchun real
imkoniyatlarga ega emaslar. Buning asosiy sababi shundaki, Germaniyada to‘plangan
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mineral xomashyo importining 40 foiz tayyor mahsulotlardir. Rudalar bo‘lsa 50 foizga
yetadi (2-jadval).

(2-jadval)
Germaniya tajribasida sanoat chigindilarni gayta ishlash migdori*
Mahsulot Birlik Ishlab chigarish | Ishlab chigarish | Ishlab chigarish
No nomi miqdori miqdori kun miqdori oy miqdori yillik
2 Qog‘oz tonna 19,7 591 7092
salfetkalar
3 Qog‘oz (0q) tonna 13,1 393 4716
Tog‘ kon
4 sanoat tonna 46,5 139.5 16740
chigindilari
5 Plastik tonnasi 58,4 1752 21024
maydalangan
7 Qora metall tonna 8,9. 250,0 3000
8 Rangli tonna 4,5 125,0 1500
metallar
9 Yog‘och kv. m 47,6 1333,3 16 000
materiallari
10 Gtishtlar tonna 9,5 266,7 3200
11 Makulatura tonna 53,6 1500,0 18000
Jami: 261,8 6350,5 91272,00

Xalgaro yetkazib beruvchilar moddiy samaradorlikni bir xil darajada oshirishlari
va natijada olingan xarajatlar ustunligini to‘liq o‘tkazishlari asosiy talabdir. Birog, bu
sodir bo‘lishi ehtimoldan yiroq emas. Materiallar samaradorligini oshirish uchun
ragamli strategiyalar ragamli integratsiyalashgan va qgiymat zanjirlari ichi bo'ylab
hamkorlik giluvchi tarmoglar resurslardan foydalanishni kuzatish va optimallashtirish
imkonini beradi.

Keyingi vyillarda ragamli texnologiyalar yordamida korxonalarni boshqgarish
boshqgaruvda sezilarli darajada imkoniyatlarni yaratmoqda, chunki ular barcha
darajadagi menejerlarga va korxonalarning rahbarlariga eng yaxshi va mugobil
boshqaruv qarorlarini gabul qilish uchun zarur bo‘lgan iqtisodiy va ijtimoiyqayta
ishlash va tahlil gilishning so‘nggi usullari bilan ta’minlanib kelinmoqda [10].

Har bir aqglli qutisi ichidagi chigindilarni yuklanishini foizda nazorat qgilish
chigindilarni yig‘ish yo'nalishi shahardagi tirbandliklarni hisobga olgan holda
shakllantiriladi va avtomatlashtirilgan tizimdan foydalanish orgali chigindilarni
boshgarish sifatini oshirish turli hisobotlarni yaratadi(3-rasmda).

! Muallif tomonidan tuzilgan.
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3-rasm. Xorijiy davlatlarda aglli qutilardan foydalanish afzalliklari
Chigindilar qutisi quyosh batareyalari bilan quvvatlanishi mumkin va elektr
energiyasiga pul sarflamaslik imkonini beradi va qo‘shimcha elektr kabellarini
o‘tkazishga hojat yo‘q. Aqlli chiqindi qutilarini to‘g‘ridan to‘g‘ri shahar ko‘chalari va
savdo markazlari, ta’lim muassasalari, shifoxonalar, vokzallar, aeroportlar va biznes
markazlariga o‘rnatish mumkin.

XULOSA VA TAVSIYALAR

Ragamli texnologiyalarda chigindi mahsulotlarni gayta ishlash va ishlab
chigarish tizimi faoliyatida mavjud muammolarning yechimlarini topish uchun uning
igtisodiy va texnik-texnologik elementlari tarkibini gayta ishlash tamoyillar asosida
hamda rivojlanishning takomillashtirish orgali optimallashtirish  fundamental
tadgiqotlar olib borishni tagozo etadi.

Hududlarda chigindilarni integratsion va moslashtirish xususiyatlariga ega
bo‘lgan bir qator fundamental va amaliy fan sohalari mavjud bo‘lib, ishlab chiqarish
va boshgaruv hamda inson faoliyatining boshqa ko‘pchilik turlari xususiyatlari hamda
sharoitlariga eng moslashgan ilmiy yondashuvlardan biri uning tamoyillaridir.

2. Qayta ishlashda va qo‘llashda korxonalar faoliyati samaradorligini, ularning
ragobatdoshligini oshirishi, muvaffagiyat poydevorini yaratishga asos solishi mumkin.
Buning uchun korporativ strategiyani qo‘llab-quvvatlab turish uchun mo‘ljallangan,
korxonaning ragamli texnologiyalardan foydalangan holda ishlab chigish lozim.
Aynan korxona tizim sohasidagi keyinchalik xatti-harakatlar va yechimlarni belgilab
beradi: muayyan sifatdagi talab gilingan mahsulotni, zarur bo‘lgan hajmda, aniq
iste’molchiga, minimal xarajatlar bilan, belgilangan vaqtda, lozim bo‘lgan joyga
yetkazib berishni ta’minlash.
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KICHIK BIZNES SUBYEKTLARINING RAQAMLI MARKETING
FAOLIYATI SAMARADORLIGINI BAHOLASH

Mirzajonov Xusniddin Xabibullo o‘g‘li
TDIU tayanch doktoranti

Annotatsiya

Mazkur magolada kichik biznes subyektlarining ragamli marketing faoliyati va
uning samaradorligini aniglashga bo‘lgan yondashuvlar taklif etilgan. Kichik biznes
subyektlarining raqamli marketing faoliyatini tahlil qilish bo‘yicha ilmiy manbalarda
keltirilgan usullar tanqidiy tahlil gilingan. Kichik biznes subyektlarining internetda
marketing kommunikatsiyalari samaradorligini baholash ko‘rsatkichlari tavsiya
etilgan. Kichik biznes subyektlarining ragamli marketing faoliyati samaradorligini
kommunikatsiya, konversiya va monetizatsiya bo‘yicha jamlanma baholash usuli taklif
etilgan.

Kalit so‘zlar: Kichik biznes, marketing, ragamli marketing, kommunikatsiya,
konversiya, monetizatsiya, onlayn reklama, veb-sayt, elektron pochta.

AHHOTALINA

B nmaHHON craThe MpeAsioKEHbl NOAXOAbl K ONpPElIEiIeHHI0 LU(POBOM
MapKETUHTOBOM aKTMBHOCTU CYOBEKTOB Majloro OusHeca U €€ 3(P(PEKTUBHOCTH.
Kputrnueckn npoaHaJn3upOBaHbI MIPEACTABICHHBIE B HAYYHBIX MCTOYHUKAX METOBI
aHanu3a LU(PPOBOM MAapKETUHTOBOM JI€ATEILHOCTH CYOBEKTOB MaJloro Ou3Heca.
Pekomennyrorcst ~ mokaszaTelid  OUEHKHM  A()PPEKTUBHOCTM  MapKETHUHIOBBIX
KOMMYHHUKAIIMi CyOBEKTOB MaJIOro MpeANpUHUMATENIbCTBA B ceTU HHTEpHeT.
[IpensioxkeH MeTo1 KOMIUIEKCHON OLEHKH 3(P(HEKTUBHOCTH HU(DPOBOI MAPKETUHTOBOM
NEeSATENbHOCTH CYOBEKTOB Mayloro OW3Heca ¢ TOYKM 3pEHHS KOMMYHHUKAIUH,
KOHBEPCHUU U MOHETH3ALIUU.

KuroueBble cjioBa: Manblii OM3HEC, MApPKETHHI, UU(PPOBON MapKETHUHT,
KOMMYHUKAIUs,, KOHBEPCUSI, MOHETU3ALMSI, UHTEPHET-PEKIIaMa, CalT, 3JIEKTPOHHAs
1ovra.

Abstract

This article offers approaches to determine the digital marketing activity of small
business entities and its effectiveness. The methods presented in scientific sources for
the analysis of digital marketing activities of small business subjects were critically
analyzed. Indicators for evaluating the effectiveness of marketing communications of
small business entities on the Internet are recommended. A method of comprehensive
assessment of the effectiveness of digital marketing activities of small business entities
in terms of communication, conversion and monetization is proposed.

Keywords: small business, marketing, digital marketing, communication,
conversion, monetization, online advertising, website, email.

KIRISH

Kichik biznes jahon iqtisodiyotining tayanchi bo‘lib, bandlikning gariyb 50
foizini va biznesning 90 foizini tashkil etadi.[1] Elektron tijorat va qo‘shilgan qiymat
____________________________________________________________________________________________________________________|
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zanjirlari bilan kichik biznes subyektlarini ragamli transformatsiyasi ularni raqobat va
o‘sish imkonini oshirishning samarali vositasi sifatida mamlakatlarda daromad va
bandlikni oshirishdagi asosiy vositaga aylanmoqda. Global elektron tijorat bozori
bugungi kunda 3,3 trillion dollardan 2026-yilda 5,4 trillion dollargacha o°‘sishini,
2022-2016-yillarda jami savdo aylanmasining 60 foizdan oshishi prognoz qilingan.[2]
Mazkur holatlar kichik biznes subyektlarining raqobatbardoshligini oshirishda raqamli
marketing strategiyalarini ishlab chiqish, marketing vositalaridan foydalanish hamda
mahsulotlari xalgaro platformalarga joylashtirish orqali integratsion o°‘sishga
erishishning strategik imkoniyatlarini belgilash muhim tadqiqot yo‘nalishlaridan

hisoblanadi.
ADABIYOTLAR SHARHI

Kichik biznes subyektlarining marketing faoliyati bo‘yicha ko‘plab mahalliy va
xorijiy olimlar tadqiqotlar olib borgan bo‘lib, so‘nggi yillarda amalga oshirilgan
tadqiqotlarda tadbirkorlik subyektlarini ragamli taransformatsiyaga yuqori ahamiyat
qaratilmoqda. Tadbirkorlik subyektlarining an’anaviy marketing muammolari ham
ko‘plab xorijiy va mahalliy tadqiqotchilar tomonidan ko‘rib chiqgilgan. Jumladan, rus
olimlaridan R.R. Sidorchuk[3], I.A. Adamchuk[4], I.V. Alekseeva va E.A. Ionkina[5],
T. A. Glinova[6] hamda mahalliy olimlaridan A.A. Djalilov[7], B.A. Xalbaev,
D.A. Yuldasheva[8], D. Turgunov , I. Bakieva [9], N. Nosirova[10], M. Hakimova[11],
va boshqalar shular jumlasidandir.

Kichik biznes subyektlarida zamonaviy axborot texnologiyalarini joriy etish va
marketing faoliyati samaradorligini oshirish bo‘yicha xorijiy olimlar tadqiqotlar olib
borishgan. Jumladan, R.M. Skobelev marketing tadqiqotlari, internetda mavjudligi
strategiyasini ishlab chiqish, ma’lumotlar bazasini loyihalash, marketing faoliyati
uchun vositalarni tanlash, voqealarni tahlil gilish va sozlash kabi funksiyalarni o‘zida
birlashtirgan kichik tashkilotlarning marketing qarorlarini qabul qilishda axborot
texnologiyalaridan foydalanish kabi algoritmini taklif qiladi[12]. A.A Shapkin
tadbirkor— egasini kichik korxonaning eng malakali xodimi deb hisoblaydi, u ikki
sohada eng yuqori sifatli ma’lumotga ega: bozor va iste’mol talabini bilish[13].
P.E. Jukovning fikricha, kichik korxonalarning ma’lum marketing funksiyalarini
sotuvchilar va xaridorlarning o‘zaro munosabatlari uchun muhitni ta’minlovchi
agregator savdo maydonchasi bajarishi mumkin[14].

K.V. Malyavko biznes jarayonlarini axborotlashtirish asosida kichik korxona
rivojlanishini boshqarishni ko‘rib chiqdi va axborot texnologiyalarini kichik
korxonalarning marketing biznes jarayonlarida boshqaruv qarorlarini gqabul qilishning
asosiy vositasi — reklama va sotish deb ataydi[15].

A. Bobojonovning[16] tadqiqotlarida ragamli marketing xizmatlari axborot
mahsulotlari va xizmatlari sifatida, xususan, ma’lumotlar intellektual tizimi hamda
undan korxonalar foydalanishning turli jihatlari va ularni sotishdan olinadigan foydani
maksimallashtirish jarayonlari tahlil qilingan.

Sh.A. Begmatov[17] tomonidan O‘zbekistonda kichik biznes subyektlarini
rivojlantirish uchun Internet tarmog‘idan to‘lagqonli foydalanish imkoniyati yaratib
berilishi bo‘yicha takliflar ilgari surilgan. Mazkur tadqiqotda kichik biznes subyektlari
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faoliyatida Internet-marketing tizimidan samarali foydalanish mexanizmi taklif
etilgan.

Yugoridagilar bilan birga korxonalarning ragamli marketing va internet marketing
faoliyatini samaradorligini baholash masalalari ko‘plab olimlar tomonidan o‘rganiladi
va asosly e’tibor quyidagi yo‘nalishlarga garatiladi: kommunikatsion faoliyat
samaradorligi, munosabatlar samaradorligi, konvertatsiya gilish jarayonlari, WOM
samaradorligi va boshqgalar. Moliyaviy, kadrlar va malaka cheklovlari bilan
tavsiflanadigan kichik biznes korxonalarida internet-marketing strategiyalarini ishlab
chigish va joriy etish barcha korxonalarning muhim funksional yo‘nalishi sifatida
belgilanadi. Ragamli marketing samaradorligini baholashga yondashuvlar ko‘p va
ularni tizimlashtirish magsadga muvofiq, ular: kommunikatsiya, konversiya va
monetizatsiya jarayonlari nuqtayi nazaridan o‘rganilishi magsadga muvofiqgdir.

METODOLOGIYA

Korxonalarning raqamli marketing faoliyatini tahlil gilish bo‘yicha bir gator
platformalar ham mavjudki, ular zamonaviy tadgigot usullariga asoslangan holda
mijozlar bilan ishlash, ragobatchilar bilan taqqoslash va boshqa yo‘nalishlar bo‘yicha
to‘lig axborotlarni tagdim etadi. Masalan, “Yandeks.Metrika” hamda “Google
Analytics” kabilar shular jumlasidandir.

Ma’lumki, kichik biznes subyektlari, asosan, tor ixtisoslashuvga va cheklangan
bozor imkoniyatlariga ega hisoblanadi. Shunga asosiy kichik korxonalarning ragamli
marketing faoliyatini joriy etilgan marketing texnologiyalari asosida tashrif
buyuruvchilar soni va narxi, sahifalar ochish harakatlari (veb-saytlar), magsadli
so‘rovlar (ilovalar), buyurtmalar, savdo va boshqgalar kabi bir qator asosiy
ko‘rsatkichlar asosida aniglash maqgsadga muvofiq.

Ragamli marketing faoliyatini baholash bo‘yicha ko‘plab tadqiqotlar mavjud.
Jumladan, Komarov V.M. tadgiqgotlarida Internet-reklama samaradorligini baholash
bo‘yicha metodologik yondashuvni taklif etadi.[18] S.A.Mixalev esa reklama
xabarining samaradorligi mezoni, ya’ni reklama kampaniyasi — CTR (click-through
rate) ko rsatkichi va PD “harakat-bosish” asosida aniqlash yo‘nalishini taklif etadi.

Internetda reklama kampaniyasining samaradorligini baholash g‘oyalari
M.V. Zaxarovaning ishida ishlab chiqilgan bo‘lib, unda reklama kampaniyasini
baholashning narx modellari taklif etiladi. Korxonalarning internet marketing faoliyati
samaradorligi kommunikativ samaradorlik bilan bog‘liq bo‘lib, muallif tomonidan
baholash ko‘rsatkichlarining to‘rt turini ajratishadi (1-jadval).

V. M. Komarov onlayn reklama samaradorligini baholash formulasini taklif
giladi[20]:

Ep = F1(Nmd, Nfd, Nmk, Nfk) — F2(Me, Mr),(1)

bu yerda,

Ep — onlayn reklama samaradorligini baholash;

F, — tashkilotning daromadini ifodalovchi funksiya;

Nmd — asosiy ehtiyojlar asosida joylashtirilgan reklama xabarlari soni;

WWW.MARKETINGJOURNAL.UZ 67



Nfd — asosiy ehtiyojlar asosida yuborilgan xabarlarga javoblar soni;
Nmk — tegishli ehtiyojlarni hisobga olgan holda joylashtirilgan reklama xabarlari

soni;
Nfk — tegishli ehtiyojlarni hisobga olgan holda yuborilgan xabarlarga javoblar
soni;
F, — korxonaning joriy xarajatlarini aks ettiruvchi funksiya; Me — Kirish
xarajatlari;
Mr — ishlab chiqish xarajatlari.
1-jadval
Internetda marketing kommunikatsiyalari samaradorligini baholash
ko‘rsatkichlari|[19]
Ko‘rsatkichlar H'SOblash Shartli belgilar Xususiyatlari
formulasi
Veb-sayt AN = N2 -N1 N1 -joriy hisobot davridagi saytga | Indikativ ko‘rsatkich.
trafigini tashrif buyuruvchilar soni; Kamaytirish magsadli
o‘zgartirish N2 — oldingi hisobot davridagi | auditoriya bilan
saytga tashrif buyuruvchilar soni aloganing pasayishini
bildiradi.
Internet- K _AN AN -davr uchun sayt trafigining | Saytni reklama qgilish
resurslarini t= Sup o‘zgarishi; orgali yordamni olish
targ‘ib qilish Spp-ma’lum davrda saytni reklama
samaradorligi gilish xarajatlari miqdori
Foydalanuvchini _ Sup AN -davr uchun sayt trafigining | Teskari indikator. Bitta
jalb qilish Kz AN o‘zgarishi;  S;,-ma’lum  davrda | foydalanuvchini  jalb
xarajatlari saytni reklama qilish xarajatlari | gilish narxini
migdori miqdori tavsiflaydi
Pochta K _ Oenp dcnp-pOChta xabarlarini | Elektron pochtani
ro‘yxatlarida 27 B oluvchilarga xatlarda reklama orqali | targatish
reklama olingan korxona mahsulotlarini | samaradorligini
samaradorligini sotishdan olingan daromad; 3,,- | tavsiflaydi
baholash pochta xarajatlari
Veb-saytga tashrif buyuruvchilarni xaridorga aylantirish jarayoni deb

hisoblangan internet-trafikni konversiya qilish bo‘yicha samaradorlikni baholash
M.I. Ukolov[21] tadqgiqotlarida ko‘rib chiqiladi va quyidagi formulani taklif etadi:

C; = f(Cext,i: Cint)(z)

Bu yerda,

C; — i-maydonning umumiy trafik konversiya tezligi,

Cext,i' I-maydon trafigining tashqi konversiya tezligi,

Cint — saytning ichki konversiya tezligi — ichki samaradorlik funksiyasi,
internet-saytning trafikni  hagiqiy mijozlarga aylantirish uchun funksional
qobiliyatining migdoriy ifodasi.

Texnik nuqtayi nazardan, “Internet-trafik” tushunchasi ma’lumotlarni uzatish va
qabul qilish uchun tarmoqdagi axborot oqimi sifatida ta’riflanadi. Internet-trafikning
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marketing ma’nosi Internetdagi maqsadli auditoriya birliklarining maksimal soni
sifatida aniglanadi[22].

TAHLIL VA NATIJALAR

Yuqorida ko‘rib o‘tilgan tadqiqotlardan ma’lum bo‘ladiki, ragamli marketing
faoliyati samaradorligini baholash uchun uch turdagi jarayonlar ko‘rib chiqilishi lozim,
ular: kommunikatsiya, konversiya va monetizatsiya jarayonlaridir.

Internet-marketingning iqgtisodiy samaradorligini baholash (monetizatsiya)
jarayonlarida tagdim etilgan ma’lumotlar shaklida o‘zgartirish natijasida shakllanadi.

Bu M.l. Ukolov tomonidan taqdim etilgan C; konversiya formulasini to‘ldirishga
imkon beradi:

Ci = f(Cext,i: (CC + CS), Cint (Cm))’(3)

bu yerda,

C;-umumiy konversiya;
Cext ;-tashqi konversiya;

Cint-ichki konversiya;

Cc-reklama tizimlarida internet-marketingning  axborot-kommunikatsiya
oqimining o‘zgarishini aks ettiruvchi kommunikatsiya manbasini konversiya
gilishning kommunikativ komponenti;

Cs-saytni konversiya qilishning aloga komponenti, saytning qo‘nish sahifalarida
internet-marketingning axborot-kommunikatsiya oqimining o°zgarishini aks ettiradi;

Cm-bu tashkilotning biznes jarayonlarida Internet-marketingning axborot-
moliyaviy oqimining o‘zgarishini aks ettiruvchi konversiyaning monetizatsiya
komponentidan iboratdir.

Shunday qilib, T. V. Deynekin[23], L. M. Kapustina va I. D. Mosunov[24],
A.Yu. Muzyka[25], shuningdek, xorijiy internet-marketing amaliyotchilari J. R. Saura,
P. P. Sanches va L. M. Serda-Suares[26] tadgigotlarida kichik biznes subyektlarining
raqamli marketing faoliyatini baholashning quyidagi miqdoriy ko‘rsatkichlarni asosi
qgilib olish magsadga muvofigligini asoslaydi:

1) taassurotlar soni — reklama kommunikatsiya vositalarining umumiy soni.
Har safar reklama ko ‘rsatilganda mijoz bilan kommunikatsiya o‘rnatiladi. Ma’lumotlar
manbai: standartlashtirilgan internet-marketing reklama tizimlari (Google.Adwords,
“Yandeks.Direkt”, Facebook.Ads, Target.Mail va boshgalar) tomonidan belgilanadi;

2)  tashrif buyuruvchilar soni (reklama orqali o‘tish yoki bosish) — reklama
ta’siri natijasida tashkilot veb-saytiga tashrif buyurgan noyob foydalanuvchilar
(taassurotlar ko‘rinishidagi reklama kontaktlari);

3) CTR (click-touch-rate) — bosish tezligi, reklamalarni bosish sonining
taassurotlarning umumiy soniga nisbati. Bizning fikrimizcha, bu axborot ogimini
konvertatsiya qilishning birinchi ko‘rsatkichidir, chunki u reklamani bosish orqgali
foydalanuvchilar e’tiborining qiziqgishga o‘tishini aks ettiradi;
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4) sahifadagi magsadli harakatlar (harakatlar) — sahifadagi magsadli
harakatlar soni (fikr shakllarida so‘rov, onlayn maslahatchi bilan bog‘lanish, aloqga
ma’lumotlarini yuborish va h.k.);

5) sahifadagi maqgsadli so‘rovlar (arizalar) magsadli auditoriya
bo‘linmalarining bitimni amalga oshirishga (tovarlar, ishlar yoki xizmatlarni sotib
olishga) tayyorligi hagidagi xabar;

6) sotish (sales) — magsadli auditoriya (veb-saytlarga tashrif buyuruvchilar)
tomonidan korxonalarning tovarlari, ishlari va xizmatlarini sotib olish;

7) konversiya — erishilgan magsadlar sonining tashrif buyuruvchilarning
umumiy soniga nisbati. Avvalroq ma’lum bo‘lganidek, konversiya tashqi va ichki
turlarga bo‘linadi. Tashqi konvertatsiya Internet-marketing kommunikatsiyalarining
reklama tizimlarida axborot-kommunikatsiya oqimining o‘zgarishini belgilaydi. Ichki
konvertatsiya potensial mijozlarning maqsadli so‘rovlari (ilovalari) va Internet-
marketingning iqtisodiy samaradorligini baholash (monetizatsiya) jarayonlarida
taqdim etilgan ma’lumotlar ko‘rinishida tashkilot veb-saytidagi ma’lumotlar va
moliyaviy oqimlarni o‘zgartirishni belgilaydi.

Yugorida ko‘rib o‘tilgan tadqiqotlar asosida kichik korxonalarda ragamli
marketing samaradorligini baholash uchun 2-jadvalda ko‘rsatkichlar tizimi
shakllantirilgan.

2-jadval
Kichik biznes subyektlarining internet-marketing faoliyati samaradorligini
baholash ko‘rsatkichlari [27]

IM texnologiyasi turi
IM
texnologiyasining | Aloga Konversiya Monetizatsiya
samaradorligi turi
CR ni Tashqgi CR Oqim shaklini CR ni Ichki CR
hisoblash konversiyasi o‘zgartirish hisoblash konversiyasi
uchun uchun
dastlabki dastlabki
ma’lumotlar ma’lumotlar
IM texnologiyasining | Reklama Oc‘tish paytida | Internet-marketingning axborot ogimini
samaradorligi turi tizimlarida reklama o‘zgartirishning erishilgan bosqichlari
(kommu-nikativ namoyishlar | tizimlarida Taassurotlar soni (IMP), Kliklar (CL), harakatlar
samara, birliklar.) (IMP, namoyishlar (ACT) so‘rovlar soni (LD buyurtmalar (ORD va
birliklar). (CReuuwe %) | savdo (SL)
O‘tish (CL, CL/IMPs
birliklar)
IM ning axborot va O‘tishlar Sahifadagi Sahifadagi Magsadli Buyurtmalarga
aloga ogimi (CL, birlik). | harakatlar harakatlar so‘rovlar soni magsadli
- . . e . . . (LD, birlik). .
Konversiya Sahifadagi sahlfa3|ga sahlfadagl Buyurtmalar so‘rovlar
samaradorligi(%) harakatlar o‘tish magsadli soni (ORD, (CRoro1LD, %).
IM ning axborot va (ACT, birlik) | (CRacrrcL, so‘rovlar birlik). Sotish uchun
moliyaviy ogimi A %) (CRp/acr, %) | Sotishlar soni buyurtmalar
A—V (SL, birlik) (CRsLor0, %)
IM Ko‘rsatish xarajatlari (CPM, s.), o‘tish xarajatlari | Magsadli Buyurtma narxi
texnologiyalarining | (CPC, s.), so‘rov narxi | (CPO, summ).
igtisodiy Harakat xarajatlari (CPA, s.) (CPL, summ) | Sotish narxi
samaradorligi Internet-marketing axborot ogimini Vv (CPS, summ)
(igtisodiy samara, S.) | o‘zgartirishning erishilgan bosqichlari narxi
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Kichik biznesda ragamli marketing texnologiyalari samaradorligini baholash
ko‘rsatkichlarini  tizimlashtirishning asosi tashkilotning veb-saytga tashrif
buyuruvchilar—magsadli auditoriya bo‘linmalarining harakatlarini hisobga olgan
holda samaradorlikni baholashning xulg-atvor yondashuvi taklif etilgan

Kichik biznes korxonalarning veb-saytlari ularning ragamli marketing faoliyati
uchun asosiy vosita hisoblanadi. Veb-saytni yaratish kichik korxonalar uchun o‘z
biznes faoliyatini mijozlarga tanitishga yordam beradi. Veb-sahifa manzilini barcha
marketing vositalarida aks ettirish kerak. Bu orqgali istigboldagi mijozlar uchun
biznesni tanitish va alogaga chigish uchun qulay vosita yaratish mumkin.

XULOSA VA TAVSIYALAR

Amalga oshirilgan tadgiqgotlar natijalaridan kelib chiqib, kichik biznes subyektlari
uchun ragamli marketing strategiyalarining samaradorligini baholash ushbu
strategiyalar 0‘z magsadlariga qanchalik yaxshi erishayotganini tushunish uchun turli
ko‘rsatkichlar va ishlash ko‘rsatkichlarini tahlil qilishni o‘z ichiga oladi.
Umumlashtirilgan holda quyidagi tahlil usullaridan foydalanish tavsiya etiladi:

1. Asosiy samaradorlik ko‘rsatkichlari (KPI)ni aniglash:

2. Veb-sayt tahlilini amalga oshirish, bunga quyidagilar kiradi:

- Trafik ko‘rsatkichlari: jami tashriflar, noyob tashrif buyuruvchilar, sahifalarni
ko‘rishlar, chiqish tezligi.

- Xulg-atvor ko‘rsatkichlari: o‘rtacha seans davomiyligi, har bir seansdagi
sahifalar, eng yaxshi ko‘rsatkichli sahifalar.

- Konversiya ko‘rsatkichlari: magsadlarning bajarilishi, konversiya stavkalari,
har bir konvertatsiya narxi.

3. Ijtimoiy media ko‘rsatkichlarini tahlil gilish, bunga quyidagilar kiradi:

- Ishtirok: yoqtirishlar, ulashishlar, sharhlar.

- Taassurotlar: kontentni ko‘rgan odamlar soni.

- Kuzatuvchilarning o‘sishi:  vaqt o‘tishi  bilan kuzatuvchilar  yoki
obunachilarning ko‘payishi.

- Click-through stavkalari (CTR): ijtimoiy tarmoqglardagi xabarlardagi
havolalarni bosish soni.

4. Elektron pochta marketingi ko‘rsatkichlarini tahlil qilish, bunga quyidagilar
Kiradi:

- Ochigq tariflar: Ochilgan elektron xatlar foizi.

- Click-through stavkalari (CTR): havolalarni bosgan elektron pochta gabul
giluvchilarining ulushi.

- Obunani bekor qilish tariflari: pochta ro‘yxatidan voz kechgan oluvchilar foizi.

- Konversiya stavkalari: Istalgan amalni bajargan elektron pochta qabul
giluvchilarining ulushi.

5. Pulli reklama faoliyati va ularning samaradorlik ko‘rsatkichlarini tahlil qilish,
bu quyidagi ko‘rsatkichlar orqali tahlil gilinadi:

- Klik boshiga xarajat (CPC): reklamaga har bir bosish uchun to‘lanadigan
miqdor.
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- Har bir sotib olish narxi (CPA): mijozni pulli reklama orgali sotib olish narxi.

- Reklamaga sarflangan daromad (ROAS): reklama kampaniyalaridan olingan
daromad sarflangan summaga nisbatan.

- Taassurotlar va kirish: reklamalar necha marta ko‘rsatilishi va ularni ko‘rgan
noyob foydalanuvchilar soni.

Yuqoridagi tahlillarni amalga oshirish uchun asosiy vositalar vava platformalar
sifatida quyidagilar tavsiya etiladi:

Google Analytics: Veb-sayt trafigini va xatti-harakatlarini tahlil gilish uchun.

Social Media Analytics Tools: mahalliy tahlillar (Facebook Insights, Twitter
Analytics, LinkedIn Analytics) yoki uchinchi tomon vositalari (Hootsuite, Buffer,
Sprout Social).

Elektron pochta marketingi platformalari: mailchimp, doimiy aloga, HubSpot.

Reklama platformalari: Google Ads, Facebook reklama menejeri, LinkedIn
Kompaniya menejeri.

Keltirib o‘tilgan tahlil usullaridan foydalanish kichik biznes subyektlarining
raqamli marketing va onlayn faoliyatlarini samaradorligini o‘lchashga xizmat qiladi.
Mazkur baholash usullari orqali kichik biznes sub’ektlari o‘zlarining raqamli
marketing strategiyalari samaradorligini baholashlari va ularning samaradorligini
oshirish uchun ma’lumotlarga asoslangan garorlar gqabul qilishlari mumkin.
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Annotatsiya

Magolada risklarning mobhiyati, tijorat banklarida yuzaga keladigan risklar va
ularning turlari keltirilgan. Shuningdek, banklarda yuzaga keladigan eng asosiy
risklardan biri bo‘lgan kredit riski atroflicha yoritilgan hamda kredit risklarni baholash
va boshqgarish bo‘yicha tegishli taklif va tavsiyalar keltirib o‘tilgan.Tijorat banklari
kredit qo‘yilmalarining tarmoqlar bo‘yicha tahlillari amalga oshirilgan va ularning
risklarga ta’siri o‘rganilgan. Kredit risklarini kamaytirish uchun taklif va tavsiyalar
berilgan.

Kalit so‘zlar: risk, kredit risklar, bozor risklari, foiz risklari, valyuta risklari,
likvidlik riski, operatsion risklar, risk menejment, risklarni baholash va boshgarish,
kreditlar, depozitlar, muammoli kreditlar.

AHHOTALIUA

B cratee mpencrtaBieHa CYIIHOCTh PHUCKOB, PHCKH, BO3HHUKAIOIIME B
KOMMEpPUYECKUX OaHKaxX, U UX BHUJAbL. Takke MOAPOOHO OCBEIIEH KPEIUTHBIA PHUCK,
KOTOPBIN SIBJISICTCS OJIHMM M3 OCHOBHBIX PHCKOB, BO3HUKAIOIIMX B OaHKax, U JaHBI
COOTBETCTBYIOIIME TIPEIJIOKEHUSI W PEKOMEHAALMU [0 OLEHKE U YMIPaBJICHUIO
KPEIUTHBIMH pUCKaMH. [IpOBECH aHalu3 KPEOUTHBIX BIOXKECHUHA KOMMEPYECKHX
0aHKOB TI0 CEKTOpaM M HM3y4YCHO WX BJIUSHHE Ha PHUCKH. J[aHBI MpeIIoKeHUS U
PEKOMEHIAIMH IO CHUKECHUIO KPEAUTHBIX PUCKOB.

KunrwueBsbie cjioBa: puCK, KPEAUTHBIE PUCKHU, PHIHOYHBIC PUCKH, MPOIEHTHBIE
PUCKH, BaIIFOTHBIE PUCKH, PUCK JIMKBUIHOCTH, ONIEPALIMOHHBIE PUCKHU, YIIPABJICHUE
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Abstract

The article presents the nature of risks, risks that occur in commercial banks and
their types. Also, the credit risk, which is one of the main risks that arise in banks, is
covered in detail, and the relevant suggestions and recommendations for the evaluation
and management of credit risks are given. Analyzes of credit investments of
commercial banks by sector were carried out and their impact on risks was studied.
Proposals and recommendations are given to reduce credit risks.
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KIRISH

Mamlakatimiz ilk bor xalgaro kredit reytingini oldi va jahon moliya bozorida 1
milliard dollarlik obligatsiyalarini muvaffagiyatli joylashtirdi. Igtisodiy hamkorlik va
rivojlanish tashkiloti tomonidan O‘zbekistonning kreditga doir tavakkalchilik reytingi
oxirgi 10 yilda birinchi marta yaxshilandi [1].

Shu bilan birgalikda, mamlakatimizda bank sohasidagi hozirgi holat tahlili bank
sektorida davlatning yuqori darajadagi aralashuvi, davlat ishtirokidagi banklarda
menejment va tavakkalchiliklarni boshgarish sifatining yetarli emasligi [2] sohada bir
gancha muammolar mavjudligini ko‘rsatmoqda.

Bu esa banklarda risklarni baholash va boshgarish magsadida nazariy hamda
amaliy ahamiyati yuzasidan ilmiy izlanishlar olib borishni talab etadi.

ADABIYOTLAR SHARHI

Bugungi kunga qadar risk atamasiga turlicha ta’riflar berilgan. Jumladan,
J.P.Morgan riskni kelajakdagi sof daromadga nisbatan noaniqlik darajasi sifatida
belgilaydi. Ba’zi bir iqtisodchilar riskni “xatar”, ‘“xavf-xatar” deb ifodalaydilar,
jumladan, professor A.O‘Imasov “Firmaning o‘z foydasi va hatto kapitalidan ajralib
golish ehtimoli tadbirkorlik xatari deyiladi” [3] deb ta’rif berib o‘tgan.

Mahalliy olimlarimizda Y. Abdullayev, T. Boboqulovlar oz ishlarida “Foiz xavf-
xatari deganda, foiz stavkalarining darajasi va harakatining o‘zgarishi natijasida zarar
ko‘rish xavfi” [4] deya ta’rif berishgan.

Shuningdek, ba’zi bir olimlar esa riskni “tavakkalchilik”, “noaniqlik”, “qaltislik”,
“tahlika” deya ta’rif berishadi. Misol uchun, Sh.Shodmonov, R.Alimov, T.Jo‘rayevlar
“Tadbirkorlik (tadbirkorlik faoliyati) — yuridik va jismoniy shaxslar tomonidan
mulkiy mas’uliyat ostida, mavjud qonunlar doirasida, daromad (foyda) olish
magqsadida, tahlika bilan amalga oshiriladigan iqtisodiy faoliyatdir” [5] deb
tadbirkorlikka bergan ta’rifida riskni tahlika deb qo‘llagan bo‘lsa, xuddi shunday
ta’rifda A. O‘lmasov, M. Sharifxo‘jayevlar riskni tavakkalchilik deb ifodalashadi.

Bank riskini boshqarish tizimi riskni yuzaga kelishi oldindan xomcho‘t qilish, risk
tufayli yuzaga keladigan holatlarga yo‘l qo‘ymaslik yoki ularning ta’sirini kamaytirish
borasida chora-tadbirlar, usullar yig‘indisini o‘z ichiga oladi [6]. Bundan ko‘rinib
turibdiki, bank risklarini boshqarish bir gancha bosgichlarda amalga oshiriladi.

Bank risklarini boshqgarish bank boshgaruvining ajralmas gismi sifatida har bir
bank operatsiyasida yuzaga keladigan risklarni boshgarishni nazarda tutadi. Bank
risklarini boshgarishni tizim sifatida garash magsadga muvofig, chunki risklarni
boshqarish o‘zaro bir-biri bilan bog‘langan bir gancha unsurlarni o‘z ichiga oladi.

Risklarni hisobga olish, tashkilotning tashkiliy tizimini, moliyaviy resurslarni,
faoliyatni va boshgarishni optimallashtirishga yordam beradi. Bu tashkilotning
uzluksiz rivojlanishini ta’minlash va potensial zararlarni minimalga tushirishga
garatilgan muhim jarayonlardan biridir.

METODOLOGIYA

Magolada tijorat banklarida mavjud tavakkalchiliklarni aniglash, baholash,
boshqarish hamda tahlil qilishda e’tiborga olinishi lozim bo‘lgan jihatlarni tadqiq etish
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bo‘yicha xorijiy hamda mahalliy olimlar tomonidan o‘tkazilgan ilmiy tadqiqot
ishlarining ilmiy xulosalari hamda mualliflarning amaliy tajribalari asosida mustaqil
garashlar shakllantirildi. Shu bilan birgalikda, mantigiy, analitik taggoslash hamda
guruhlash kabi usullardan foydalanilgan.

TAHLIL VA NATIJALAR

Aksariyat iqtisodchi olimlar tomonidan tijorat banklari faoliyatiga xos bo‘lgan
asosiy risk turlari sifatida quyidagilar e’tirof etiladi: kredit riski, foiz riski, valyuta riski,
operatsion risk, likvidlilik riski, bozor riski [7].

O‘zbekiston  Respublikasi Markaziy banki  boshqaruvining 2023-yil
18-apreldagi “Banklar va banklar guruhlarining tavakkalchiliklarni boshgarish
tizimiga doir talablar to‘g‘risidagi” 3427-sonli Nizomda tavakkalchilik 5 ta yirik
guruhga ajratilgan:

- kredit tavakkalchiligi;

- likvidlilik tavakkalchiligi;

- bozor tavakkalchiligi;

- komplayens tavakkalchiligi;

- operatsion tavakkalchilik.

Kredit riski bu garz oluvchiga pul mablag‘larini tagdim etganda qarz
beruvchining pul yo‘qotishi deyishimiz mumkin. Kredit riski qarz oluvchining kreditni
qaytara olmasligi natijasida moliyaviy yo‘qotish ehtimolidir. Kredit riskini aniq
baholay olmaslik kreditorning asosiy garz va foizlarni olmaslik xavfini keltirib
chigaradi, bu esa pul ogimining uzilishiga va undirish uchun xarajatlarning oshishiga
olib keladi.

Amerikalik igtisodchi olim Milten Fridman kredit riskini bank aktivlarining
nolikvidligidan kelib chiquvchi yo‘qotish ehtimoli sifatida ta’riflaydi. U banklar
tomonidan qarzlarning to‘lanmasligi yoki to‘liq to‘lanmasligi xavfini kredit riskining
asosiy tarkibiy gismi [8] deb hisoblagan.

Harry Markowitz esa kredit riskini portfeldagi aktivlar orasidagi korrelyatsiya
darajasi orgali ifodalaydi. [9] U kredit riskini diversifikatsiya qilish orqali
kamaytirishga bo‘lgan e’tiborni qaratgan.

Amerikalik italian olim Franco Modigliani kredit riskini kompaniyaning mol-
mulk tarkibi va moliyaviy strukturasi bilan bog‘liq deb hisoblagan. [10] U ushbu
omillarning kompaniyaning garz olish xavfiga ta’sirini tahlil qilgan.

Qonunchilikda esa “kredit tavakkalchiligi — garzdorning bank oldidagi
majburiyatlari shartnoma yoki qonunchilik hujjatlarida ko‘rsatilgan muddat va (yoki)
shartlarda bajarilmasligi (lozim darajada bajarilmasligi) ogibatida yuzaga kelishi
mumkin bo‘lgan zarar (yo‘qotish) ko‘rish va (yoki) rejalashtirilgan daromadni
olmaslik ehtimolligi” [11] deya tariflab o‘tilgan.

Bankda kredit risklarini aniglash, baholash, monitoring qgilish, nazorat qilish va
kamaytirishga xizmat giluvchi kredit tavakkalchiligini boshgarish tizimi (risk
menegment) joriy etilishi lozim.

Kredit tavakkalchiligini boshqarish tizimi kredit tavakkalchiligi bo‘yicha
o‘rnatilgan risk-appetitni, kredit siyosati hamda kredit tavakkalchiligini boshgarish
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jarayonlarini, kredit ajratishga doir garorlar gabul qgilish jarayonini, aktivlar sifatini
tasniflash va aktivlar bo‘yicha ehtimoliy yo‘qotishlarni qoplash uchun zaxiralar
shakllantirish jarayonini, muammoli aktivlarni aniglash va ular bilan ishlash tartibini,
kredit tavakkalchiligini stress-testdan o°tkazish tartibini, kapital monandligini
baholash bo‘yicha ichki jarayonlarni (ICAAP) (joriy qilingan bo‘lsa), kredit
tavakkalchiligi bo‘yicha hisobot berish jarayonini o‘z ichiga olishi lozim.

Kredit tavakkalchiligini boshgarishda bank balansi va balansdan tashgari
moddalaridan quyidagilar hisobga olinishi lozim:

- bankning kredit bo‘yicha talablari, shu jumladan garz, kredit, mikroqarz,

mikrokredit, lizing, overdraft (mijozlarning depozit hisobvaraqglaridagi debet qoldig‘1),
faktoring;

- banklar va boshqa moliyaviy tashkilotlardan olinishi lozim bo‘lgan mablag‘lar;

- kredit tavakkalchiligi mavjud bo‘lgan balansdan tashqari majburiyatlar, shu
jumladan foydalanilmagan kredit liniyalari, chaqirib olinmaydigan majburiyatlar,
kreditlash bo‘yicha boshqa majburiyatlar, savdoga oid moliyalashtirishlar (akkreditiv,
kafolat va kafilliklar);

- hosilaviy instrumentlar bo‘yicha bank balansidagi talablar va boshqa kredit
tavakkalchiligi mavjud bo‘lgan aktivlar.

Bankda kreditlash jarayonini tashkil etish maqgsadida kredit siyosati quyidagilarni
0°‘z ichiga olishi kerak:

kredit tavakkalchiligi mavjud bo‘lgan aktivlar ajratilishining asosiy yo‘nalishlari,
shu jumladan igtisodiyot tarmog‘i, valyuta turi, muddati, ta’minot turi va (yoki) kredit
mahsulotlari kesimida kreditlashning magsadli yo‘nalishlari tavsifini;

qarz oluvchilarning to‘lovga layoqatliligini baholash, ularning moliyaviy holatini

tahlil gilishning umumiy tamoyillarini;

ta’minotning turlari va ularning bahosini kelishishga qo‘yilgan talablarni,
kreditning (qarzning) ta’minlanganlik darajasini;

ta’minotsiz kreditlar (ishonchga asoslangan kreditlar) berishga qo‘yilgan
talablarni;

kredit mahsulotlari uchun narxlarni (tariflarni) belgilashning umumiy
tamoyillarini;

kredit ajratish bo‘yicha filiallar tomonidan mustaqil qarorlar gabul qilishda
kreditlashning limitlarini belgilash mezonlarini ko‘rsatgan holda bosh bank va uning
filiallari o‘rtasida javobgarlikning aniq chegaralarini;

kreditlash uchun mas’ul bo‘lgan barcha shaxslarning vakolatlarini;

kredit qo‘mitasi majlislari va uning bank boshqaruvi organlari oldida hisobot
berish davriyligini.
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1-jadval

Tijorat banklarining kredit va depozitlar to‘g‘risida 2024-yil 1-iyul holatiga ma’lumot’

mlrd.so‘m
. shundan . shundan
Ne Bank nomi Jami jismoniy | yuridik Jam jismoniy | yuridik
kreditlar depozitlar
shaxslar shaxslar shaxslar shaxslar
Jami 493 952 161 071 332 881 265 472 97 248 168 224
Davlat ulushi mavjud banklar 345501 82 922 262 578 135674 41 861 93813
1 | O‘zmilliybank 101 652 16 274 85 378 38 057 10 682 27 376
2 | O‘zsanoatqurilishbank 60 330 8 883 51 447 15 906 4 652 11 254
3 | Agrobank 59 308 8 508 50 800 17 008 8 295 8713
4 | Asaka bank 37181 8 203 28 978 12 852 5 358 7494
5 | Xalg banki 27 251 18 025 9226 20490 3734 16 756
6 | Biznesni rivojlantirish banki 21072 10 491 10581 9203 1656 7547
7 | Mikrokreditbank 15 409 6 105 9 304 7003 2017 4986
8 | Turon bank 12 099 2479 9619 4 846 1648 3198
9 | Aloga bank 11 064 3916 7148 10214 3807 6 407
10 | Poytaxt bank 135 38 97 94 13 82
Boshga banklar 148 451 78 148 70 303 129 799 55 387 74 411
11 | Ipoteka-bank 35 653 22933 12720 20 455 4020 16 435
12 | Kapital bank 29 317 18 471 10 846 33639 19 027 14 611
13 | Hamkorbank 17 995 8263 9732 9728 5 245 4 483
14 | Ipak yo‘li bank 12 997 3160 9 837 9 358 3091 6 267
15 | Orient Finance bank 8 889 3498 5391 8194 3021 5173
16 | Invest Finance bank 6 498 3069 3429 8024 4129 3895
17 | Davr bank 5639 3971 1668 2 959 1155 1804
18 | Trastbank 5477 2 695 2782 7039 1750 5289
19 | Tibisi bank 5175 4918 257 3301 3166 136
20 | Anor bank 4960 3619 1341 5787 3857 1930
21 | Tenge bank 3969 1465 2504 2 046 1231 815
22 | Asia Alliance bank 3699 1354 2 345 5176 1829 3347
23 | KDB Bank O‘zbekiston 2990 13 2977 5961 735 5226
24 | Ziraat Bank Uzbekistan 1963 147 1816 2333 1126 1207
25 | Universal bank 1336 241 1095 1 803 826 977
26 | Garant bank 860 162 698 1183 805 378
27 | Hayot bank 311 0,0 311 440 22 418
28 | Madad Invest bank 288 11 277 38 21 16
29 | AVO bank 138 126 12 15 1,4 14
30 | Uzumbank 87 0,0 87 10 0,1 10
31 | Apeks bank 86 4 82 238 21 217
32 | Yangi bank 69 4 66 20 8 13
33 | Oktobank 31 15 16 2001 291 1710
34 | Eron Soderot bankining ShB 22 12 10 45 17 43
35 | Smart bank 0,2 0,2 0,0 6 6 0,0

Joriy yilning 6 oyi davomida Mamlakatimizda mavjud bo‘lgan tijorat banklari
tomonidan jami 493 952 mlrd.so‘m miqdorida kreditlar ajratilgan [12] bo‘lib, ularning
gariyb 69,9 foizi (345 501 mlrd.so‘m) davlat ulushi mavjud banklar hissasiga to‘g‘ri
keladi. Eng yuqori ko‘rsatkichlar O‘zmilliy bank (20,6 foiz), O‘zsanoatqurilishbank
(12,2 foiz) hamda Agrobank (12 foiz) hissasiga to‘g‘ri keladi.

! https://cbu.uz/uz/statistics/bankstats/1785819/ Markaziy bank rasmiy veb sayti ma’lumotlari asosida tayyorlandi.
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Boshga xususiy tijorat banklari tomonidan esa 148 451 (jamiga nisbatan 30 foiz)
mlrd.so‘m miqdorida kreditlar ajratilgan bo‘lib, asosiy kreditlar Ipateka-bank (7,3 foiz)
hamda Kapital bank (5,9 foiz) larga tegishli.

2-jadval
Tijorat banklari kredit qo‘yilmalarining tarmogqlar bo‘yicha ulushi *
01.07.2023 y. 01.07.2024 y. .
. - 0} hi,
Ko‘rsatkichlar nomi ulushi, ulushi, zg_arls !
mird. so‘m . mird. so‘m . foizda
foizda foizda
Jami kreditlar 423 773 100% 493 952 100% 17%
Sanoat 126 035 30% 139 179 28% 10%
Qishloq xo‘jaligi 44 099 10% 51 635 10% 17%
Qurilish sohasi 11 243 3% 12 383 3% 10%
Savdo va umumiy Xizmat 30 858 7% 35 680 7% 16%
Transport va 30379 7% 34 050 % 12%
kommunikatsiya
Moddly va texnik 4235 1,0% 3289 0,7% 22%
ta’ minotni rivojlantirish
Uy-joy kommunal xizmati 1941 0,5% 2 269 0,5% 17%
Jismoniy shaxslar 123 974 29% 161 071 33% 30%
Boshqa sohalar 51 008 12% 54 395 11% 7%

Shuningdek, joriy yilda kredit ulushi o‘tgan yilga nisbatan 17 foizga o‘sishi
kuzatilgan. Jumladan yuqori o‘sishlar jismoniy shaxslarga ajratilgan kreditlar
(30 foizga o°sgan), qishloq xo‘jaligi hamda uy-joy kommunal xizmati (ikkalasi ham
17 foizga o‘sgan) sohalariga to‘g‘ri kelgan.

3-jadval
Tijorat banklarining muammoli kreditlari (NPL) to‘g‘risida
2024-yil 1-iyul holatiga ma’lumot?
mlrd.so ‘m

: : Muammoli I\_/Iuam_mol_i .

Ne Bank nomi Kreditlar kreditlar (NPL) kreditlarning jami

kreditlardagi ulushi
Jami 493 952 20 000 4,0%
Davlat ulushi mavjud banklar 345501 15102 4,4%
1 O‘zmilliybank 101 652 2927 2,9%
2 O‘zsanoatqurilishbank 60 330 2 380 3,9%
3 Agrobank 59 308 2032 3,4%
4 Asaka bank 37181 1728 4,6%
5 Xalg banki 27 251 1591 5,8%
6 Biznesni rivojlantirish banki 21 072 2 628 12,5%
7 Mikrokreditbank 15 409 1049 6,8%
8 Turon bank 12 099 314 2,6%
9 Aloga bank 11 064 453 4,1%
10 Poytaxt bank 135 1 0,7%
Boshqga banklar 148 451 4 898 3,3%
11 Ipoteka-bank 35 653 2691 7,5%
12 Kapital bank 29 317 859 2,9%

! https://cbu.uz/uz/statistics/bankstats/1785819/ Markaziy bank rasmiy veb sayti ma’lumotlari asosida tayyorlandi.
2 https://cbu.uz/uz/statistics/bankstats/1785819/ Markaziy bank rasmiy veb sayti ma’lumotlari asosida tayyorlandi.
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; . Muammoli I\_/Iuam_mol_i .

Ne Bank nomi Kreditlar kreditlar (NPL) kreditlarning jami

kreditlardagi ulushi
13 Hamkorbank 17 995 219 1,2%
14 Ipak yo‘li bank 12 997 179 1,4%
15 Orient Finance bank 8 889 10 0,1%
16 Invest Finance bank 6 498 104 1,6%
17 Davr bank 5639 34 0,6%
18 Trastbank 5477 96 1,7%
19 Tibisi bank 5175 129 2,5%
20 Anor bank 4 960 122 2,5%
21 Tenge bank 3969 138 3,5%
22 Asia Alliance bank 3699 81 2,2%
23 KDB Bank O°‘zbekiston 2990 0 0,0%
24 Ziraat Bank Uzbekistan 1963 29 1,5%
25 Universal bank 1336 11 0,8%
26 Garant bank 860 127 14,8%
27 Hayot bank 311 0 0,0%
28 Madad Invest bank 288 66 22,8%
29 AVO bank 138 0 0,0%
30 Uzum bank 87 0 0,0%
31 Apeks bank 86 0 0,0%
32 Yangi bank 69 0 0,0%
33 Oktobank 31 0 0,0%
34 Eron Soderot bankining ShB 22 3 12,5%
35 Smart bank 0 0 0,0%

Yuqoridagi o‘sishlar bilan birgalikda tijorat banklaridagi muammoli kreditlar
ulushi ham o°sib bormoqda. Joriy yilda ajratilgan kreditlarning umumiyga nisbatan 4,0
foizi muammoli kreditlar hissasiga to‘g‘ri kelmogda. Eng yuqori salbiy ko‘rsatkich
Biznesni rivojlantirish bankiga tegishli bo‘lib, muammoli kreditlar hajmi 12,5 foizga
to‘g‘ri kelmoqda.

Yugqoridagilardan ko ‘rish mumkinki, kredit riskini hisobga olish, jumladan, kredit
gaytarilmaslik xavfini baholash va boshgarish bugungi kunda dolzarb mavzu
ekanligini ko‘rsatadi.

Banklar, odatda, risklarni boshqgarishda quyidagi amallarni bajaradilar:

risklarni aniglash — bank potensial risklarni aniglash uchun keng gamrovli
tavakkalchilik inventarizatsiyasini o‘tkazadi. Bu kredit riski, bozor riski, likvidlik riski,
operatsion risk kabi turli xil risklarni 0°z ichiga oladi;

risk o‘Ichovi — bank aniqlangan risklarning kattaligi va ta’sirini o‘lchaydi. Bu
xavfning ehtimoli va ta’sirini baholash orqali amalga oshiriladi. Xavfni o‘lchash
ko‘pincha statistik modellar va matematik usullar yordamida amalga oshiriladi;

risklarni baholash — bank aniglangan xavflarning ahamiyatini baholaydi va
ustuvorligini belgilaydi. Bu tavakkalchiliklar ta’sirini, bankning kapital tuzilishini
hisobga olgan holda amalga oshiriladi;

risklarni boshqarish — bank risklarni boshgarish uchun tegishli strategiya va
siyosatlarni ishlab chigadi. Bunga xavfni kamaytirish yoki uzatish, tegishli nazoratni
amalga oshirish va xavflardan himoya qilish kabi gadamlar kiradi. Risklarni boshgarish
doimiy jarayon bo‘lib, muntazam ravishda ko‘rib chiqiladi;
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monitoring va hisobot — bank risklarni monitoring qgilish va hisobot berish
tizimlarini yaratadi. Bunga xavflarni monitoring gilish, erta ogohlantirish tizimlaridan
foydalanish va xavf hisobotlarini tayyorlash orgali erishiladi. Shunday qilib, risklarni
samarali boshqgarish va kerak bo‘lganda aralashuvni amalga oshirish ta’minlanadi.

Banklarda riskni baholash aniq va obyektiv, ya’ni ishonchli bo‘lgan
ma’lumotlarga asoslanishi, kredit portfeli sifatini oshirish bo‘yicha xulosa va tavsiyalar
tahliliy hisob-kitoblardan kelib chigib berilishi lozim.

XULOSA VA TAVSIYALAR

Kredit risklarini kamaytirish uchun quyidagi yo‘llar tavsiya etiladi:

Diversifikatsiya. Bunda kreditlar va investitsiyalarni turli sohalar, hududlar va
mijozlar o‘rtasida taqsimlash orqali kredit riskini diversifikatsiya qilish nazarda
tutiladi. Bu esa kredit portfelining jami risklarini pasaytirish imkonini beradi;

Kreditga olinayotgan aktivlarni digqat bilan baholash. Ya’ni garz oluvchining
to‘lov qobiliyatini, moliyaviy holati, o‘tgan faoliyatini chuqur o‘rganish hamda
kreditga olinayotgan aktivlarning haqigiy giymatini aniq baholash;

Kredit sifati monitoringi. Bunda, kreditga olingan aktivlar va garz oluvchining
moliyaviy holati, to‘lov intizomini doimiy kuzatib borish. Shuningdek, sifat
o‘zgarishlarini o‘z vaqtida aniqlash va zarur hollarda choralar ko‘rish;

Kredit limitlarini joriy etish. Bunda, alohida garz oluvchilarga, sektorlarga,
mintaqalarga berilishi mumkin bo‘lgan maksimal kredit limitlarini belgilash. Bu kredit
portfeli tarkibini muvozanatlab turish imkonini beradi;

Kredit sug‘urtasi va boshqa riskni zararlanuvchi tomonlarga o‘tkazish. Kredit
defolt swaplari, kredit-bog‘langan obligatsiyalar kabi instrumentlardan foydalanish.

Yugori rivojlangan kreditni baholash va monitoring tizimlari. Bunda, samarali
axborot tizimlari va modellardan foydalanish. Bu kredit riskini tezkor baholash va
monitoring qilish imkoniyatini yaratish.
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COBEPIIEHCTBOBAHUE ®UCKAJBHOM JEATEJIBHOCTH
TAMOXXEHHOM CJIYKBbI PECITYBJIMKH Y3BEKUCTAH

DapxoaoB Pappyx PypkaroBu4
npenoaasatens kKadeaps! "TaMokeHHBIH KOHTPOIb"
TamokeHHOro MHCTUTYTAa TaMOXXEHHOTO KOMUTETA,

nucciaenonaresib TI'DY,
Email: farrux.farxodov@gmail.com

AHHOTALUA

B »aT0if cTaTee paccMarpuBaroTcs MpoOJeMbl U BO3MOXKHOCTH, CBSI3aHHBIE C
ONTUMU3AIMEH HAJIOTOBOM JEATEIbHOCTH B TaMOXKEHHOM ciiy»Oe Y30ekucrana. B
WCCJICIOBAHUM, OCHOBAaHHOM HAa OMIMPUYECKUX JAHHBIX U  MEPEIOBOM
MEXKIYHAPOJHOU TMPaKTUKE, aHAIM3UPYETCS MEHSIONIUNCA JaHamadT TaMOKECHHBIX
omieparuii M TpeACTaBlIieHa KOMIUIEKCHAs CTpaTerus MOBBIMICHUS 3(P(EKTHBHOCTH,
MPO3pAaYHOCTH M COONIOJEHUS TpeOOBaHWM  3aKOHOAATENBCTBA.  biaromaps
MHOTOTPaHHOMY MOJIXOY, BKJIFOYAKOILIEMY MOJUTHYECKHE pedopmsl,
TEXHOJIOTUYECKHUE YCOBEPIICHCTBOBAHUS W HWHUIMATUBBL 110 HAPAIIMBAHUIO
MOTEHIIMANIa, Y30€KUCTaH MOXKET YKPENUTh CBOIO TaMOXXEHHYI0 UH(PACTPYKTYpY U
AKTUBU3UPOBATH YCHIIMS IO MOOMIIU3AIIUU JTOXO/IOB.

KirwudeBble cioBa: TaMOXXEeHHas Ciyk0a, Haloromasi JEsATEIbHOCTb, COOP
JOXOJI0OB,  YMPOIIEHWE  MPOIEAyp  TOPrOBIM,  MOJUTHYECKUE  pedOopMBl,
TEXHOJIOTUYECKUE YCOBEPILIEHCTBOBAHUS, HAPAIIMBAHUE TTOTCHIINATIA.

Annotatsiya

Ushbu maqolada O‘zbekiston bojxona xizmatida soliq faoliyatini
optimallashtirish bilan bog‘lig muammolar va imkoniyatlar ko‘rib chiqiladi. Tajribaviy
dalillar va ilg‘or xalgaro tajribaga asoslanib, tadqiqot bojxona operatsiyalarining
o‘zgaruvchan landshaftini tahlil qiladi, samaradorlik, shaffoflik va rioya qilishni
yaxshilash bo‘yicha keng gamrovli strategiyani taqdim etadi. Siyosat islohotlari,
texnologik takomillashuv va salohiyatni oshirish tashabbuslarini 0z ichiga olgan ko‘p
qirrali yondashuv orgali O‘zbekiston bojxona infratuzilmasini mustahkamlashi va
daromadlarni jalb qilish bo‘yicha sa’y-harakatlarni kuchaytirish imkoniyatlari
aniglanadi.

Kalit so'zlar: bojxona, soliq, daromad yig'ish, savdoni osonlashtirish, siyosat
islohotlari, texnologik takomillashtirish, salohiyatni oshirish.

Abstract

This article delves into the challenges and opportunities surrounding the
optimization of fiscal activities within the Uzbek customs service. Utilizing empirical
data and international best practices, the study scrutinizes the evolving landscape of
customs operations and presents a comprehensive strategy to augment efficiency,
transparency, and compliance. Through a multifaceted approach encompassing policy
reforms, technological enhancements, and capacity building initiatives, Uzbekistan can
fortify its customs infrastructure and bolster revenue mobilization efforts.
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facilitation, policy reforms, technological enhancements, capacity building.

BBEJAEHHUE

HanoroBo-OrokeTHass ~ MOJIMTHKA  SBIAETCS  KPAcyroJbHbIM  KaMHEM
rOCYJJapCTBEHHOTO  PETYyJIMPOBaHUS HOKOHOMHKH, B 3HAYHUTEIBHOW  CTEIICHU
OTIPEICTISIONIUM SKOHOMUYECKUN JaHAmAPT U OOIIECTBEHHOE OJIar0COCTOSHUE
cTpaubl. LleHTpanbHOE MEeCTO B paMKax 3TOW MOJUTUKH 3aHUMAaET HaJoroBasi QyHKIUs
TaMOXEHHBIX OpPraHoB, OTBETCTBEHHBIX 3a pacder, cOoOp U MepeyUuciIcHUe
TaMOXEHHBIX TMOILINH, KOTOPbIE MOMOJIHSIOT TOCYJapCTBEHHBIN OroKeT. B naHHOM
CTaThe paccMaTpuBaeTcsi HEOOXOIUMOCTh ONTHUMHU3ALMKU HAJIOTOBOM JESTEIBHOCTH,
CBA3aHHOM C TaMOXHel, B VY30eKucTaHe, MOAYEPKUBACTCS KIIOYEBas pOJib
TaMOKECHHBIX IJIATEKEW B PEryJIMPOBAHUN BHEIIHEN TOPTOBIIM, YBEIUYEHUN JJOXOI0B
Oro/1KeTa M YKpEeIUIEHUH YIKOHOMUYECKOW O€30MacHOCTH.

JUTEPATYPHBINA OB30P

[ToapoOHbIit 00630p TUTEPATYPHI TOTYCPKUBACT HIOAHCHI (DUCKAIBHOW MOJIUTUKH,
MpPOJIMBasl CBET HAa €€ MHOIOIPAHHYIO POJIb B YIPAaBIECHUU 3KOHOMHKOW. Takue
W3BECTHBIE yueHble, Kak T. Manukos, II. Ixamunos, J.I'anoes, H.Kyn3uesa u H.
AlrypoBa, BHECIM 3HAYUTENbHBIA BKJIaJ KaK B TEOPETHUYECKHE OCHOBBI, TaK U B
MPaKTUYECKUE NPWIOKEHUS B 00JacTH (PUCKAIBHOM MOIUTHKUA. KX paboTs
MpeiaraloT ~ BCECTOPOHHEE  I[OHUMAHUE  CIIOKHOM  B3aUMOCBSI3H  MEXAY
rOCy/IJapCTBEHHBIMU ~ PACXOJlaMH,  HaJIOTOOOJOXEHHEM U SKOHOMHYECKUMHU
pe3yibTaTamu.

IlenTpanpHOE MECTO B 3TOM OOCYXIEHHMM 3aHMMaeT pa3HooOpa3Has
KOHLENTyalIu3anus (UCKalbHOM MOJUTHKH, KOTOpas BapbUPYETCs OT €€ PO Kak
MeXaHM3Ma 3KOHOMHYECKOW CTaOuiau3anuu A0 €€ (PYHKIMM KaK HHCTPyMEHTa
COJICHCTBUSl YCTOMUMBOMY poOCTy M pa3Butuio. OmpeneneHus, cHopMyIUpOBaHHBIE
TakuMU yudeHbiMu, Kak M.A.Maiidypea u JIx.M.KeitHc, noguepkuBaror
MHOTOTPAHHYIO MPUPOIY (PUCKATBHON MOIUTHKU, aKLIEHTUPYS €€ KIIIOUEBYIO POJIb B
JOCTH)KEHUH MAaKpOIKOHOMMYECKUX LieJed mpu olecrneueHun Oallanca MexIy
MOTPEOHOCTSIMU 00IIIECTBA U TOCYIaPCTBA.

Bbonee Toro, ucropuueckue B3TISAAbl TAKUX CBETHJ, KaK KUTalcKui (uiiocod
Cynp [I3pI, TOAYEPKUBAIOT TOHKUN OajaHC MEXIy HaJOTr000JI0KEHUEM,
roCyJapCTBEHHBbIM YIPABICHUEM M OOILECTBEHHBIM OJIATOCOCTOSTHUEM. A MBICIIU
poccuiickoro skoHomucra M.A.MaiibypeBoii erie Oobliie MPOSICHAIOT 3alyTaHHYIO
B3aUMOCBSI3b ~ MEXJAY  HajJoraMH, TOCYJapCTBEHHbIM  BMELIATEIILCTBOM  H
HKOHOMUYECKUM MPOLBETAHUEM, BBICTyHas 3a pa3yMHBIA MOAXOJ K (UCKaIbHOU
MOJIMTUKE, KOTOPHI MHUHHUMH3UPYET HAJIOrOBOE OpeMs M MpPU 3TOM MaKCHUMAalIbHO
MoBbIMAET 3)PEKTUBHOCTH TOCYAAPCTBEHHBIX PACXOI0B.

Kpome TOro, coBpemMeHHass 3KOHOMHUYECKAass MbICIb, CHOPMYITHMpOBaHHAS
A.Baxo00BbIM, TNOAYEPKHUBAET JWHAMUYHBIN XapakTep (UCKAIBHONW TMOJUTUKH,
aKLIEHTUPYS €€ pPOJb B 00ECHeYeHUM BHYTPEHHEH 3aHSITOCTH, CTUMYJIMPOBAHUU
SKOHOMHUYECKOTO pOCTa MU MOAJEPKAHUM MAaKPOIKOHOMUYECKON CTaOUIbHOCTH.
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Hccnenyst peryupymonyo U CTUMYJIMPYIOIIYI0 (GYHKIMM HAJIOIOB, TAKHE yUYEHBIE,
kak J/Ix. M. KeitHc, mogyepkuBarOT BaKHEHIIYI0 POJb (PUCKAIBHON TMOJUTUKHA B
(GbOpMUPOBAaHUN HIKOHOMHYECKOTO TIOBEICHHUS, CTUMYJIMPOBAHHUM WHBECTUIMN U
COJICMCTBHH TOCTHKEHHIO CITPABEIMBBIX PE3YIbTATOB.

B nenom, B 0630pe nuTepaTypbl NpencTaBieH OoraTelii MaTepuai 1o TeOpUH U
MpakTUKe (PUCKATbHON MOJUTHKY, TPEIaralouiiil IeHHbIE PEKOMEHIAIUU KaK AJis
MOJINTUKOB, TaK U JUJISl YYEHBIX U NPAKTUKOB. Onupasch Ha pa3IMYHbIE TOUYKH 3PEHUS
Y SMIUPUYECKUE JaHHbIE, 3Ta pab0oTa CIIy’KUT OCHOBOM JJI1 MOHUMAaHUS CJIOKHOCTEN
(uCKaIbHOTO YIIpaBJIECHUS U IPOKIAIbIBAHUS Kypca K yCTOHYMBOMY SKOHOMUYECKOMY
Pa3BUTHIO.

METOJ0JI0T'usA

B naHHOM HccnenoBaHMM NPUMEHSETCS MHOTOTPaHHBIA METOJI0JIOTHYECKUIN
IIO/IXO0/1, UCHOJIB3YIOIIMM aHAJIN3 CTaTUCTUYECKUX JaHHBIX, CPABHUTEIIBHBIN aHAIU3
JUTEPATYpPhl M JIOTHYECKHE YMO3AKJIIOUEHHUs, YTOObI MPOSICHUTH (DPUCKAIbHYIO
NEeSATENbHOCTh TAMOKEHHOW CIIyKObl Y30ekucraHa. bmaromaps cucreMaTnyeckoMy
aHAIN3y B MCCIEHOBAHMU OIpEAENeHbl KIIOYEBble 00JacTH, Tpelyromue
pedopMHUpPOBaHUS, W TPEJIOKEHBI LEIEBbIE MEPONPUSATHS, COOTBETCTBYIOIIHE
HallMOHAIBHBIM IPUOPUTETAM U TIEPEIOBOMY MEXKTyHAPOTHOMY OIBITY.

AHAJIN3 U PE3YJIBTAT

AHanu3 (QUCKATBHOM JEeATEIbHOCTH TaMOXKEHHOM CiykObl Y30ekucTtaHa
MOKAa3bIBAET MHOTOTPAaHHBIM JaHAWAPT, XapaKTepU3YIOUIUICS pa3BUBAOIIUMUCS
TEHJCHUUSAMH, BBI30BAMHA U BO3MOXKHOCTSAMHU. LIEHTpalbHOE MECTO B 3TOM AHAIIN3E
3aHMMaeT KIIOuUeBas poJIb TAMOXKEHHBIX IUIaTeXe B MOOWIM3ALMM J10XOOB,
pEryJIMpOBaHUM BHEIIHEW TOPrOBIU U OOECIIEUEHUH 3KOHOMHYECKON CTaOMIBHOCTH.
SIBNIsIsiICh OCHOBHBIM HCTOUHHUKOM JIOXOJI0B TOCYIapCTBEHHOIO OO/ )KETa, TAMOKEHHBIE
IJIaTEXH C FOAAMHM 3aMETHO YBEJIMYHMBAKOT CBOKO JIOJIIO, YTO OTPAKaeT pacTyllee
3HAYEHHUE TAMOKEHHOT0 aIMUHUCTPUPOBAHUS B OI0/UKETHOU cucTeMe Y30eKnucTaHa.

JAunarpamma 1.

JAuHaMHiKa pocTa TaMOKEHHBIX IJIaTeXKeil, mepevuciasieMbIX B rOCy1apCTBeHHbIH 010/:KeT

TaMO:KeHHbIMHU opranamMu Pecnyoimku Y3oexkucran B 2018-2023 rogax (B npouenTax k 2018
20123 0 R4 2 7 . S
20022
2021 T 289,2 ,
2020 - 2413
2019 ", 149 9
2018  jnmmmmmmmwmwmwm  100,0

roay)
Hemounuk I’l0020m06jleH Hd OCHoOe6e€e qu)opMauuu Tamoorcennoco komumema.
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BcecTtoponHuii  aHanmuM3  TaMOXKEHHBIX  IUIATeXKEH  CBUIETEIBCTBYET O
3HAYUTEIIbHOM yBEJIUYEHHUE JOXOJ0B CTPYKTYPhI: JOJSI MMIIOPTHBIX MOILJINH, HAJIOTa
Ha ob6asnennyto croumocts (HAC), akunzoB u apyrux coopos. [IpumedarensHo, 4TO
ponsHJIC momuepkuBaeTcsi B KaueCTBE OCHOBHOTO UCTOYHHUKA JJOXOJI0B, HA KOTOPHIiA
MPUXOJUTCS 3HAUUTEIbHASI YaCTh BCEX TAMOXKEHHBIX IJIaTeked. 3a MOCIeqHIE TOIbI
MPOU30LLIO 3amMeTHOe yBennmdeHue otunciennii HJIC, 4To cBUAETENBCTBYET KaK O
CTPYKTYpHBIX H3MEHEHHAX B SKOHOMHKE, TaK W O TOJUTHUYECKHX pedopmax,

HaIIpaBJICHHBIX HA YBCIIMYCHUC TOXOOO0B.
Taoauna 1
Tabdauua TaMOKeHHBIX IUIaTexKei, epevYrcJIeHHbIX B TOCYAaPCTBEHHbI 010/1KeT
TaMOKeHHbIMH opranamu B 2018-2023 rogax (%)

No Buiib! TAMOKEHHBIX 2018 2019 2020 | 2021 | 2022 | 2023
IJIaTe;xKeu

1, |Hanor Ha Aobapennyto 745 78,5 79.8 836 | 839 | 78,0%
CTOUMOCTH

p, | MnopTHAs TaMOKEHHAS 16,1 13,5 14,3 16,1 | 126 | 1.2%
IIOIIJIMHA

3. | AKUM3HBIA HaJIOT 4.6 4,6 3,7 0,1 0,7 16,5%

n TamosxeHHbBIE COOPBI U 4.5 3.4 22 0,2 28 4.3%
1poyne cOOpsl

P 1000 | 1000 | 100,0 | 100,0 | 100,0 | 100,

Hcmounux noocomoenen na ocnoge ungpopmayuu Tamoorcenno2o komumema.

Kpome Toro, aHanu3 BBISIBWII HIOAHCBHI B PacCHpEIeICHUN TaMOXEHHBIX JIbIOT,
IpUYEM YCTYIKU TOCYJAapCTBEHHOMY OIOJKETY HEYKJIIOHHO POCIHM Ha MPOTSHKEHUU
MHOTHX JIET. DTa TEHIEHUUS OTPa)XaeT YCWUJIMS MPAaBUTENbCTBA MO OOECIEYEHUIO
OanmaHca Mexay cOOpoM JOXOJ0B M CTUMYJIUPOBAHUEM dKOHOMUYECKONH aKTUBHOCTH
M TIOBBIIIEHHEM KOHKYPEHTOCIOCOOHOCTHM TOoproBid. (Ocoboro BHUMaHUSA
3aCIIy’)KMBA€T YBEJIUYEHUE JIbIOT, MPEJOCTABISIEMBbIX Y4YaCTHUKaM CBOOOIHO
npoMblnuieHHbIX 30H (CII3), yTo MogYepKUBaET CTPATETUYECKYIO BAXKHOCTh MEp 1O

MOAECpHU3AINN IIPOMBIIIIICHHOCTH U YIPOILIECHUIO IIPOLEAYP TOPTOBIIN.
Juarpamma 3.
JIbroTsl M0 TAMOKEHHBIM ILIATEKAM, NIPEAOCTABJICHHbIE TAMOKEHHbIMH opranamu B 2018-
2023 rogax (B nmpoieHTax mo oTHouenuio k 2018 roxay).

123% 116% 117%
100%
I . . I I
2018 2019 2020 2021 2022 2023

Hcmounuk noocomosnen na ocnose ungpopmayuu TamosircenHoco komumema.

Kpome Toro, BHeapeHHUE CHCTEMBbl YIpaBICHUS PUCKAMU U MEXaHU3MOB
TAMOXEHHOTO  ayJuTa CTaj0 Ba)KHEWIIEHW CTparerued sl TMOBBIIICHUS
3O PEeKTUBHOCTH (PUCKAIBHOM JAESATEILHOCTH U COKpAIleHUsT YTEUKH JOXOJOB.
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Hcnonp3ys mnepenoBod MEXKIYyHApPOIHBIM OIBIT U COBPEMEHHBIE TEXHOJOTHH,
TaMO)KE€HHasi ciyxk0a Y30ekucraHa CTPEMHUTCS YKPENUTh MEXaHU3Mbl KOHTPOJIS,
CHU3UTh PUCKH, CBSA3aHHBIE C HE3aKOHHOM TOPTOBIIEH, W YIYYIIUTh COOJIIOJICHUE
HOPMAaTUBHO-TIPABOBOM Oa3bl.

Juarpamma 5

JdonmosHuTebHbIE pacyeTHbIe cOOpbl B 2020-2023 rr.
(B mpoueHTax no cpapueHuio ¢ 2020 rogom)

129,0 128,0
100,0 94,0

2020 2021 2022 2023

Onnako mpoOIeMBbI COXPaHSIOTCS, 0COOEHHO B 00jlacTh OOpHOBI C HE3aKOHHOM
TPAHCTPAHUYHON  JEATEIbHOCTBIO, TMOAJEIKON JOKYMEHTOB M  3aHMKCHUEM
TaMOXEHHOM CTOUMOCTH. AHAJIN3 TMOAYEPKUBAET HEOOXOJAMMOCTh TOCTOSHHOMN
OMUTENLHOCTH Y TMPHUHATUS YIPESKIAIOMUX MEpP JUIsl YCTpaHEHUS ITHUX PUCKOB U
oOecrieueHus IIEJIOCTHOCTH TaMOXeHHBIX oneparnuii. Kpome toro, ycunus mo
ONTUMHU3AIMA TaMOXEHHBIX MPOLEIYp, TapMOHU3AIMU TapUPHBIX CTPYKTYp H
MOBBIIIEHUIO MPO3PAYHOCTA HEOOXOIUMBI NJI1 CO3JaHUsl OJAarOmpHUsATHON J1€I0BOM
Cpe/bl U MPUBJICUCHUS] MTHOCTPAHHBIX MHBECTUIIUM.

B 3akitodyeHue ciaeayer OTMETUTh, YTO MPOBEACHHBIM aHAIN3 MOJAYEPKUBACT
BAXXHOCTh CTpaTerMuyecKux pedopM U LEJIEBBIX MEPONPHUSATHNA IO ONTUMH3ALUU
(ucCKaIbHOW  NIEATETbHOCTH TaMOXXEHHOW clIy>)kObl  Y30ekucrtana. Baenpss
TEXHOJIOTUYECKUE WHHOBAIIMU, COBEPIICHCTBYS HOPMATHBHO-TIPABOBYIO 0a3zy U
VKpEIUIsisi HWHCTUTYIIMOHANBHBIN TOTEHIMAN, Y30€KHUCTaH MOXET U Jajbliie
UCIIOJIb30BaTh CBOIO TaMOXXCHHYIO HMHQPPACTPYKTYypy IS CTUMYJIHUPOBAHUS
HPKOHOMHUYECKOTO pocTa, obecredeHus: (PUCKaIbHOM YCTOWYMBOCTH U COJCHCTBUSA
OecnpensTCTBEHHOW TOPrOBOI HHTETPAIUH.

SAK/IIOYEHUE U PEKOMEHIALIMNA:

B 3axmrouenue ciemnyer OTMETUTh, YTO (PUCKaTbHAS IESITEIbHOCTh TAMOXEHHOM
CITy>kObl Y30€KHCTaHa UTPAECT BaAXKHYIO POJb B PETYJIUPOBAHUU BHEIIHEW TOPTOBIIH,
obecrie4YeHUn HKOHOMMYECKON CTaOMJIBHOCTH M TMOCTYIUIGHHH JIOXOJIOB B
rocyJIapCTBEHHBIN Ot KeT. BcecTopoHHMI aHAIN3 TEKYIIEH CUTyaIluy U IEPCIIEKTUR
Ha Oy/yIiliee MO3BOJUI BBISIBUTh HECKOJIBKO KJIIFOYEBBIX MOMEHTOB M PEKOMEH AL
JUISl TaJIbHEHMIIEro MOBBIIEHUS d()PEKTUBHOCTH U PE3yJIbTATUBHOCTH TaMOXKEHHBIX
OIepanum.

Pedopmbl mosmTHKH M 3aKoHOAATENBHOM 0aszpl: HeoOXoauMo MpojoJKUTH
npoiiecc pehoOpMHUPOBAHUS TAMOKEHHOW CITyKObl MyTeM MPHUBEACHUS BHYTPEHHETO
3aKOHOJATEIbCTBA B COOTBETCTBUE C MEXKIYHApOJHO-TIPU3HAHHBIMM HOpMaMu U

CTaHAapTaMH. OTO TMpPEANoJiaraeT MEePUOJIUUYECKH TEepecMOTp U OOHOBJICHHE
____________________________________________________________________________________________________________________|
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TaMOXXEHHOTO 3aKOHOJATENIbCTBA, HOPMATUBHBIX AKTOB M MPOLEAYP I OTPaKEHHUS
MEHSIOLIEIHCS JUHAMUKU TOPTOBIU U 00€CIIEYeHHsI COOTBETCTBHS JIyUIIUM MHUPOBBIM
MIPaKTHUKaM.

WNHTerpanmmst U aBTOMATH3alUs TEXHOJOTHUW: Y30€KHCTaH JOJKEH YACHSIThH
[IPUOPUTETHOE  BHUMAHUE HWHBECTULMSAM B  IEPEIOBblE  HHPOPMALHOHHO-
KOMMYHUKAIIMOHHBIE TEXHOJOTUU JUIsl MOJEPHU3ALMH TAMOXEHHBIX IMPOLIECCOB H
MOBBILICHUS OMEPANUOHHON 3(P(PEKTUBHOCTH. DTO BKJIIOYAET B ceOs BHEIpEHUE
aBTOMATU3UPOBAHHBIX CHCTEM TaMOXKEHHOTO O(OPMIICHHMS, OLIEHKH, YTNpaBIICHUSA
pUCKAaMHM W aHalM3a JaHHBIX JUIS palUMOHAIM3AIUMU TMPOUEAYpP U YIyUIICHHS
cobroieHUsT TPEOOBAHUH.

HapamuBanue norennuana u odydenue: HeoOxonumMo mpuiIoKUTh YCUITUS IS
NOBBIIICHUA  KBadU(UKAIMM ¥ PACHIUPEHHS BO3MOXKHOCTEH  COTPYIHUKOB
TaMOXXEHHBIX OPTaHOB C MOMOIIBIO IIEJIEBBIX MPOrpaMM OOyuYeHHUS U HapalluBaHUs
MOTEHIMaNa. Y4eOHble HHUIIMATUBBI JOJDKHBI OBITh HallpaBJIEHbI Ha TaKue 00JaCTH,
KaK OIIEHKa pPHUCKOB, METOAbl ayAuTa, LU(PPOBBIE TaMOXEHHbIE MPOLEAYPbl U
AHTUKOPPYILUMOHHBIE MEPHI JIJIs1 HOBBILLIEHUS ITpodeccuoHanu3ma 1 3pPeKTUBHOCTH.

TaMOXEHHBI ayIuT W NPABONPUMEHEHHE: YKPEIUICHHE MEXaHU3MOB
TaMOXXEHHOI0 ayJuTa HEOOXOAUMO AJIA BBISIBICHHUS U MPECEYEHUS HECOOJIIOICHHUS
TpeOOBaHMIl, KOHTpAOaHIbl U YTEUYKH JOXOAOB. Y30EKHCTaHy CIEIYEeT BHEIPHTH
CTpaTEeruy ayJnuTa, OCHOBAHHBIE HA OLICHKE PHCKOB, MCIOJb30BATh aHAJIMTHUYECKHUE
JAHHBIE U YCHJIUTh COTPYIHHYECTBO C APYTMMH IPABOOXPAHUTEIBHBIMU OpPraHaMu
st 3P hekTUBHOM 00pHOBI C HE3aKOHHOMN TOPTOBIICH.

MexBEeTOMCTBEHHOE COTPYJIHHYECTBO M B3aumMmojencTeue: bosee TecHOe
COTPYJAHHMYECTBO MEXAY COOTBETCTBYIOIIMMH I'OCY1apCTBEHHBIMU OpraHaMH, TAKUMU
KAaK HaJOrOBBIE OPraHbl, NPABOOXPAHUTEIBHBIE OPraHbl U areHTCTBA IO Pa3BUTHUIO
TOProBJM, HEOOXOAUMO IS YKpeIJIeHusT O€30MacHOCTH TpaHuil, OOpbOBI C
TPAHCTPAHUYHOM NMPECTYMHOCTHIO M COJICUCTBUS 3aKOHHBIM TOPTrOBBIM MOTOKaM. J1jis
JOCTHXKEHHUS 3TUX LeJIe HEOOXOUMO YIENATh NEPBOOYEPETHOE BHUMAHUE OOMEHY
nH(pOopManuen 1 COBMECTHOM MPAaBONPUMEHUTENBHON N€ATETbHOCTH.

ConeiicTBue TOProBiI€ M YIPOIIEHUE MpoLenyp: YNPOIIEHHE TaMO>KEHHBIX
MpOLEIyp U ONTUMHU3ALUS POLUECCOB PErYJIUPOBAHUS HEOOXOAUMBI JIJISl CHUKEHUS
aAMUHUCTPATUBHOM HArpy3Kd Ha YYaCTHUKOB TOPIOBJIM U COJEHCTBUS PA3BUTHIO
TOProBiIM. Y30€KHUCTaHy CIEeAyeT H3YYUTh BO3MOXHOCTb BHEJIPEHHUS CHUCTEM
TaMOXEHHOTO 0(OPMIICHUS 110 MPUHIIUITY ""€IMHOTO OKHA", MEXaHU3MOB YCKOPEHHOTO
opopmileHHsT M Mep MO YOPOIICHHWIO MPOLEAYp TOPTrOBIM JJsi TOBBIILICHUS
3¢ (PEKTUBHOCTH ¥ KOHKYPEHTOCITOCOOHOCTH.

[Ipo3padyHOCTs M LEIOCTHOCTH: llOBBIIEHWE NPO3PaYHOCTH M YECTHOCTH B
TaMOKEHHOM CIy»0e MMeeT pelaroliee 3HaueHue AJIs1 YKPEIUICHUs JOBEPHUS MEXKITY
3aMHTEPECOBAHHBIMH CTOPOHAMHM. Y30EKHUCTaHy CIEAyeT YCHIUTh MeEphl IO
MPEAOTBPALICHUIO KOPPYIUHUHU, MNPOABUKEHUIO MOJOTYETHOCTH U COOJIIOJICHHUIO
ATUYECKUX CTAHJIAPTOB CPEIU COTPYAHHUKOB TAMOKEHHBIX OpPraHOB C MOMOUIBIO
HAJICKHBIX MEXAHU3MOB BHYTPEHHETO KOHTPOJIS M AHTUKOPPYNIIMOHHBIX MHUIIMATHB.

MexayHapoiHOe B3aMMOJEHCTBUE U COTPYJIHUYECTBO: Y30EKHCTaH JOJHKEH
aKTUBHO Y4YacTBOBATh B MHMIIMATHBAX MEXIYHAPOJHOTO COTPYAHUYECTBA, BKIIOYAs
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NapTHEPCTBO C COCEOHMMH CTPAHAMH, PETHOHAIBHBIMM OpraHU3alUsMH U
MEXAYHAapOAHBIMU  OpraHaMmu, JJid  paclidpeHuss oOMeHa  HH(OpMaIei,
HapallMBaHUs MMOTEHIMala U B3aMMHOM OMOIIM B TAMOKEHHBIX BOIPOCaX. Y4dacTue
B PETMOHANBHBIX U JIBYCTOPOHHUX TOPTOBBIX COTJIAIIEHUSX MOXKET CIOCOOCTBOBATH
TMOepanu3alyi TOProBiIv U FrapMOHU3aLUN TAMOKEHHBIX TIPOLELYP.

NudopmupoBanre u mpocBemieHue HaceneHus: Heobxoaumo mnpoBOauTh
nH(pOPMaIMOHHBIE KAMITAHUH M 00pa30BaTeNIbHbIE TPOTPaMMBI 11 THPOPMUPOBAHUS
ydacTHUKOB BOJ] M 00IIECTBEHHOCTH O TAaMOXKEHHBIX MpaBHIIax, MPOLEIypax Hu
TpeboBaHUsIX K coOmoaeHuto. [loBbillieHne OCBEAOMIIEHHOCTH U (HOopMUpOBaHUE
KyJbTYpbl JTOOPOBOJIBHOTO COOMIOZieHHUs TpeboBaHUN OyAeT CIOCOOCTBOBATH
COKpAIIIEHUIO CIIy4aeB HECOOIOICHUS U MOIIICHHUYECTBA.

ITocTrosiHHAas oOLEHKa W coBeplIeHCTBOBaHUE: Co3JaHME HANEKHOM CHCTEMBI
MOHHUTOPUHTA, OIEHKM W TOCTOSHHOTO COBEPIICHCTBOBAHUS HEOOXOIUMO st
OTCIIeXKUBAaHUS 3PPEKTUBHOCTH (PUCKAIBHOM JEATEIbHOCTH TAMOXKEHHOM CITY>KOBI.
PeryndpHas oneHka  KIIIOYEBBIX  IOKa3aTenel  3(PQPEeKTUBHOCTH,  OT3BIBOB
3aMHTEPECOBAHHBIX CTOPOH U TEHJIEHUUK cOOpa T0XOA0B MOMOXKET BBIIBUTh 00JIaCTH
JUTSl yIIY4YIIEHUS! U HAPAaBUTh OyAyIlMe MOJIUTUYECKUE MEPHI.

BrllonHeHne 3TUX PEKOMEHJAUUi MO3BOJUT  Y30EKHUCTaHy  YIyUIIHMTb
(UCKaIBbHYIO EATEITbHOCTh TAMOKEHHOM CIIyKObI, YCUIIUTh pabOTy 10 MOOMIIM3aLUN
JI0OXO/IOB M BHECTU BKJIAJ] B YCTOMYMBOE 3KOHOMHYECKOE Pa3BUTHE W MPOLBETAHUE
CBOMX I'PaKJ1aH.
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CRM KAK UHCTPYMEHT YINIPABJIEHUS B3AUMOOTHOILIEHUSAMMU C
INOTPEBUTEJISAIMUA B BAHKOBCKOM CEKTOPE

MaxamamxxaHoB Ak0ap MaxamagajiueBu4
PhD, JouenT kadeapa mapkerunra, TT Y

AHHOTALUA

B cratbe paccmarpuBaroTcsa npuHiuUibel peanuszanuu CRM-texHomoruii B
NEATEeIbHOCTU OAHKOBCKUX CTPYKTYpP, UX POJib B MOCTPOCHUM B3aUMOJEHUCTBUHN U
yIIPaBJICHUS B3aUMOOTHOILICHUSIMU C KJIMeHTaMH Ha ocHoBe CRM -cucrtem.

KiroueBsie cioBa: MapkeTUHT B3aumoaencTBusi, CRM - cuctemsl, UHTETparus u
YIIPABJIEHUE OTHOLICHUSAMU C KIUEHTAMMU.

Annotatsiya

Magolada bank tuzilmalari faoliyatida CRM texnologiyalarini joriy etish
tamoyillari, ularning CRM tizimlariga asoslangan mijozlar bilan o'zaro alogalarini
o'rnatish va munosabatlarni boshgarishdagi roli muhokama gilinadi.

Kalit so'zlar: o'zaro ta'sir marketingi, CRM - tizimlar, integratsiya va mijozlar
bilan munosabatlarni boshqarish.

Abstract

The article examines the principles of implementing CRM technologies in the
activities of banking structures, their role in building interactions and managing
relationships with clients based on CRM systems.

Keywords: marketing of interaction, CRM - systems, integration and
management of the relations with clients.

VYcnoxkHeHHe  SKOHOMHYECKOM  CUTyauMud B OaHKOBCKOM  CEKTOpE
IpeonpeeiseT OPUEHTAUIO YHUBEPCATbHBIX OAaHKOB Ha BHEJPEHUE B I€ATEIBHOCTh
KOHLICTIIIMM MAapKETUHIOBOTO B3aUMOJECHCTBUS M, KaK CIEACTBUE,IIOCTPOCHUE U
yIpaBjeHHe Ha €€ OCHOBE 3(P(EKTUBHBIX B3aMMOOTHOIICHH ¢ KiieHTamH [1, c.115].
MapkeTUHr B3aUMOJICUCTBUSI B JCSITEIBHOCTH OAHKOBCKON CTPYKTYphI NpHU3BaH
choKycUpOBaTbCSI Ha B3aWMOBBITOJIHOM COTPYJHHUYECTBE U MapTHEPCTBE C
KJIIMEHTaMH, WHTETPUPOBATh HMX B cdepy MAEITeNIbHOCTH OaHKa, TMOJYYUTh
MaKCUMaJbHO BO3MOXKHYI0 HHPOPMALIMIO O MOTPEOHOCTAX U 3a7a4ax, CTOSALIUX Nepe
KJINEHTaMH, U Ha 3TOM OCHOBE CKOPPEKTUPOBATH COOCTBEHHYIO CTPATETHIO PA3BUTHSL.

CoBpeMEHHBII KJIMEHT OaHKOBCKMX CTPYKTYp B JOCTaTOYHOW CTENEeHH
OCBEJOMJIEH 00 aCCOPTUMEHTE U LIECHOBBIX MPEAJIOKEHUSIX OAHKOBCKUX YCIIYT, OJTHAKO
Oonmee TpeboBareneH K pemyTtanmuu OaHKA, KIUEHT OPUEHTUPOBAHHOCTH,
BO3MOXXHOCTSIM ~ NIEPCOHAJIIBHOTO  OOCTYXHBaHHUS, JEUCTBEHHBIM  CHCTEMaM
MH()OPMUPOBAHUS U KOHCYJIBTUPOBAHMS, KOMIETEHTHOCTH MepcoHaa. B 3Toil cBs3u
rJiaBHas 3a/1a4ya 0AaHKOBCKOM CTPYKTYPbl BUAUTCS HE B HACBILEHUU TOTPEOUTETHCKOTO
CIpoca, a B pa3BUTUH JOJITOCPOUHBIX B3aUMO3(PPEKTUBHBIX OTHOIICHU C KIIMEHTaMH,
B (hopMHpOBaHUM NOBEpHsl, JIOSUIBHOCTH, B COBMECTHOM C KJIMEHTaMU CO3JAaHUU

IIEHHOCTH OTHOIIIeHUH [2, c.12].
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[TockonbKy KOHLENUHS MapKETUHIa B3aMMOJEHCTBHUS OpUEHTUpOBaHa Ha
JOJITOCPOYHBIE B3aHMMOOTHOILLIEHUS C KIMEHTAaMH, Ha YAOBIETBOPEHHUE LeJel
YYaCTHUKOB KOMMYHHUKAUUWA U MPEANOJIAaraéT CKBO3HYIO0 ONTHMH3ALUI0 UMEIOIIMXCS
pECypcoB, BHUIOB JACATEIbHOCTH OaHKa [JIsi AaKTUBM3AlMU W  yHpPaBJICHUS
MapKETUHTOBBIMHA B3aMMOOTHOIIICHUSIMH, TO BUIUTCS HEOOXOUMBIM UCIOJIb30BAHUE
norenuuaia CRM —rtexnonoruit. CRM (Customer Relationship Management) -
TEXHOJIOTHSI YIPABJIEHUS B3aMMOOTHOLIEHUSIMU C KIIMEHTaMH, OPUEHTHPOBAaHHAs HA
yAepXKaHUE U TMPUBJICUYCHHE KIMEHTOB IIOCPEJICTBOM CO3JaHUS MAapKETHHTOBBIX
B3aMMOJICUCTBUM, MapTHEPCTBA, HWHIUBUIyAIM3AlMd  B3aUMOOTHOIICHUH U
dhopmupoBaHus 60jee BHICOKOW IEHHOCTH OTHOIIEHuH [3, ¢.57].

CoBpeMeHHbIE OaHKOBCKME CTPYKTYpbI JOJKHBI paccmarpuBaTh CRM — kak
WHTEJUIEKTYAJIbHYI0O ~ TEXHOJIOTHMIO  pa3palOTKM M peaM3alid  KIWEHT
OpPUEHTUPOBAHHOU CTpaTeruy OaHKa 3a CYET YCTAHOBJICHUS, PA3BUTHUS U MTOIJIEPKAHUS
B3aUMOBBITOJHBIX OTHOLIEHUH C KIMEHTAaMH, OCYLIECTBISEMBIX IOCPEACTBOM
MapKETUHIOBBIX B3aUMOJICUCTBUI, KOMIUIEKCA HHTETPUPOBAHHBIX KOMMYHUKALIUNA 1
HaIlpaBJIEHHBIX Ha CO3/IaHUE JOMOJHHUTEIbHOM I[EHHOCTH JMJIS BCEX CTOPOH,
YYacCTBYIOIIMX BO B3aUMOOTHOIICHUSX.

Lenu ucnonszoBanuss CRM B 0aHKOBCKOM CEKTOpPE MOTYT OBITh pa3JeieHbl Ha
ISTh B3aMMOIOIOJHSIOIIUX rpyi [3, ¢.62-64]:

1. VYopaBieHue NpofakamMH - BO3MOXXHOCTb IUJITAHUPOBAHUS W BBINIOJIHEHHUS
npoliecca nNpoAax 0aHKOBCKUX YCIIYT: IPEJI0KEHHE HOBOTO IPOYKTOBOr0 MOpThes
rpynmnaM KJIMEHTOB, YBEIMUYEHNUE KOJTUYECTBA UCIIOJIb3YEMbIX MPOAYKTOB H JIp.

2. lloBeimienne >(pdeKTUBHOCTH PaOOTHI - OTCIEKUBAHUE BCEX JACHCTBUIMA
MEHEJKEPOB, aHAJIM3 U COBEPIICHCTBOBAHHME IMPOILIECCOB MPOAAXK OaHKOBCKHUX
MPOJYKTOB, BBIMOJHEHNE OOJBIIMHCTBA «PYTUHHBIX)» ONEpaluil.

3. Opranuzauusga uHGOPMALMK O KIMEHTAX U YIOPABJICHHE JIIEMEHTAMHU
JOKYMEHTOOOOpOTa - HalW4Yhe HEOOXOIMMOM Il NPUBICYEHHUS U Pa3BUTHUS
OTHOIIEHHWH C KJIMEHTaMu HHGOpPMalMd B OJHOM HWH(POPMAIMOHHOM IOJIe
(puHaHCOBBIE TMOKa3aTENM, B3aUMOCBA3M C JPYTUMU KIUMEHTaMH, HCTOpUS
MIEPErOBOPOB, MEPEMUCKA).

4. OnTumu3anus B3aWMOJEWUCTBUS Mojpa3zesieHui OaHka — aBTOMaTU3alus
B3aMMOOTHOIICHUICOTPYIHUKOB HA OCHOBE OBICTpO mepeaaun HHPOpMaLUU O
KJINEHTAaX.

5. IlnanupoBaHue W aHanu3 NPOAAX - MOJy4eHHE WH(GOPMAIMU O TJIABHBIX
COOBITHSIX MO KJIMEHTaM, aHaJIM3 KOJIMYECTBA MOTEHIMAIbHBIX KIMEHTOB OaHKa MpHu
IUTAHUPOBAHUM TPOJaX OyIyIIMX TMEpPHOJ0B, BEPOSTHOCTH COOTBETCTBYIOIIMX
CHEJIOK, CTaJAuM IEPErOBOPOB.

B 1nemom OaHKOBCKasi CTPYKTypa MOXET HCIHOJIb30BaTh TPU OCHOBHBIX
HanpasyieHuss CRMrexnomoruii (puc. 1).
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OcHogHele HanpaeaeHus CRM e GaHke

S¢¢deKTHBHOE KOHCYNIBTHPOBaHHE IO BONPOCaM KIHEHTOB,
MTHOBEHHOE NONy4YeHHe HHPOPMAaNHIO OmepaTopoM 000 Beex
IpOIUTBIX OOpameHHSX KIHEHTa C IHenblo Oonee OBICTpOro
obcnyKHBaHHA.

KoHTaKT-1IeHTp >

anasneuue BCEMH @IponeccaMH KOHCYIBTHPOBAaHHA KIHEHTIOB H

opopmierHs OaHKOBCKHX NPOAYKIOB H VCIVI, OpemloXKeHHe
IIpuBneyerne u 3| ONTHMANBHOTO MPOAYKTOBOTO MaKeTa, pa3BHTHE KIHEHTa (xpocc-
PAsBHTHE OTHOIICHHH NpPOJakH, MIONONHHTENbHbIE NPOAAKH) H VAEp:KAaHHA KIHEeHTa
C KIHEHTaMH (ympaBleHHe KH3HEHHBIM IHKIOM KIHEHTa) C Y4eTOM HaKOMIeHHOH
HCTOPHH B3aHMOMEHCTBHA.
IlpeserTanug  OaHKOBCKHX  YCIOYL,  pealmH3alHA  CHCTEMBI
ITepcoHanbHbIE S| . 3!
- VCTAaHOBIEHHS OTHOWIEHHH ¢  KIHeHTaMH, IJIaHHPOBaHHE
M oI T MapKeTHHTOBbIX BO3AEHCTBHH H OTCIeXHBaHHe 3()(eKTHBHOCTH
pacHIBpera OpHBIeYEeHHS KIHEeHTOB.
KITHeHTCKOi 0a3hl

Puc. | HanpaBaenusi CRM, ucnosib3yeMble 6aHKOBCKHMM CTPYKTypamu [4,
c.28]

Peanuzanns 3amau u HanpaBiaeHuid CRM - TEXHONOTHMHA MOMKET CIIyXKHUTb
CpPEICTBOM HWHTETpali OaHKa BHEIIHEHW Cpefol, KIMCHTaMH, IepCOHAIOM
JUISITOCTPOCHUST MAPKETUHTOBBIX B3aUMOJICHCTBUN U YIIPABJICHUS OTHOIICHUSIMHU.

CRM-TtexHoNOruM  ONMEpUPYIOT  TpeMs  (PYHKIMOHAIBHBIMU  OJIOKAMHU:
OTIepaTHUBHBIN, aHATUTUYECKHUN 1 KOJIITabopaImoHHbId (puc. 2.).

CRM-cuctema OAO

' |
| |
i «Cobunbank» |
i = - - :
| OnepaTHBHBIH — | AHamuTH4YeckHii Olok —| KommabopaliHoHHBIH |
|
] r—4 - \
i 6ok < < 6ok |
! i
: :
1 '
H |
P S S g S S A g R Sy g RS S g S S
obecneunBaeT BBOA H npeaHasHadeH AN npenHasHaueH WIS
HAaKOIIeHHE NaHHBIX O IpOBeNEeHHS AHAIN3a NAHHBIX, OpTaHH3aOHH
KIIHeHTaxX OaHKa H HCTOPHH XapaKTepH3YIOMHX B3aHMOZEH CTBHS COTPYAHHKOB
B3aHMOOTHOIIEHHH C HHMH, B3aHMoOZeiicTBHe OaHKa C CTPYKTVPHBIX IOApa3aelleHH
a TaloKe MO3BOJIIET O YYATh OTAENBHBIMH KIHEHTaMH H H KITHEHTOB KaK eHHOTO
onepaTHBHBIH AOCTYI K HEM IeNleBbIMH TPYIIaMH, LeNoro, y4acTHS
B IpOLECcCe OCYINeCTBIEHHS BBIAEIIEHHBIMH 11O Pa3IIHYHBIM noTpebuTeneil BO BEYTPEHHHX
NOBTOPHBIX KOHTAKIOB. OpH3HAKAM, ON€HKH nponeccax OaHKa H
3¢ eKTHBHOCTH H KayecTBa IpOBeAEeHHS Pa3IHYHBIX
B3aHMOOTHOIIEHH. HCCIIEIOBaHHi C Ielbio

ompeneneHus NpodIeMHBIX
30H DaHKa H YCTpaHEHHS
HEOCTATKOB BO
B3aHMOEHCTBHAX.

Puc. 2 - DynkuuonaabHbie 0,10ku coBpeMeHHbIX CRM-cucrem [4, c.32]
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Kak BHIHO U3 puUCyHKa, JaHHble OJIOKM SBJISIETCS  Ba)XKHEHIIUMU
cocrapisitouuMu  CRMcuctembl  0aHka, TOCKOJBKY —IO3BOJSIOT  MPOBOJIUTH
MOHUTOPHUHT B3aUMOOTHOIIEHUN C KIIMEHTAMU, OLICHUTh CTENIEHb UX B3aUMOJICUCTBUSA
¥ paccMaTpuBaTh B €JUHCTBE MEPCOHAT U KIMEHTOB (PMHAHCOBOTO MHCTHUTYTA IS
noiep kaHus B3auMod(PEeKTUBHBIX OTHOIIICHUH.

B nenom CRM B gesTensHOCTH COBPEMEHHOTO OaHKa MpearoiaraeT moaxo K
YOpPaBIECHUIO, KOTOPBIM MOMENIAeT KJIMEHTa B HEHTP OU3HEC-TPOLIECCOB U METOAOB
paboThl OaHKa W HaNpaBJeH HAa IOCTPOCHHE TAaKUX BHYTPEHHUX M BHEIIHHX
OTHOUIEHUH, KOTOpbIE YBEJIMUYMBAIOT MPHUOBUILHOCTh OAHKOBCKOW CTPYKTYphl. B
obmeM Buae nocpeactBoM CRM-TexHOIOrHil OaHK CTPEMUTCS K YCTAHOBIIEHUIO C
KJIIMEHTAMU BBITOJIHBIX JIOJITOCPOYHBIX OTHOIIEHUWWHA TMPUHLHNAX MapKeTUHTa
B3aUMOJICUCTBUS, TPEIJIOKEHUIO TOJBKO HEOOXOJUMBIX OaHKOBCKUX YCIYr U
PEIICHUI BBICOKOTO KayecTBa, OOCITYKUBAHUIO KJIUEHTOB C YUYETOM MOTPEOHOCTEN U
LIEHHOCTEW Ka)KJI0ro KJIMEHTa B OTJAEIbHOCTH [5, ¢.38].

B uenom BHeapenne CRMmo3Bossier OaHKy BBIMTH Ha HOBBIM YpPOBEHBb
YIpaBJICHUS B3aUMOOTHOIICHUSIMU C KJIMEHTAMH, IIOMOTACTBBISBIATH HOBBIC
BO3MO>KHOCTH U MOBBIIIATH KA4€CTBO OOCTY>KMBaHUSI KIIMEHTOB, TOMOTAEeT IPUHUMATD
000CHOBaHHBIE PEIICHUS, TTOJHOCTHIO MHTETPUPYETCS C OCHOBHBIMU OaHKOBCKHUMU
MPWIOKEHUSIMU, OOECIeYNMBAET BHYTPUOAHKOBCKOE B3aMMOJICHCTBHE 4Yepe3 CEThb
Nurepner [6,45]. Kak pesynbrar, peanuzamusas CRM TexHONOruil B AEATEIBHOCTH
OaHKa mpenrosiaraeT YeThblpe 3Tana, B paMKaxX KOTOPBIX MPOCIEKUBAETCA LEMOYKa
nedcTBUi OaHKa 1O Tmepexoay ©OaHKa OT TMOCTPOEHUS K  YIPaBICHUIO
B3aMMOOTHONIECHUSMH C KJIMEHTaMH (puc. 3.).

bank BeneT paboTy ¢ KJIMEHTaMH uyepe3 JIMYHbIE KOMMYHHMKAIIUM, TEPCOHAT
MOKET 00ecreynBaTh OBICTPOE M MEPCOHATU3UPOBAHHOE MPETOCTABICHHUE YCIYT Ha
ocHoBe CRMTtexHomoTHii (COTPYAHUKHA HMMEIOT JOCTYIl B peaTbHOM BPEMEHH K
KJIIMEHTCKOW HCTOPHUM, CUETaM, JIEATEIbHOCTH KJIMEHTa W T.1I.). Takoe coveTaHue
(D PEeKTUBHOCTHU Oomepaluii 1 OPUEHTAIIMK Ha KJIIMEHTA AT peajbHble TPEUMYIIIECTBA
[5, c.37].

OddextuBHass CRM-cuctema gaer OaHKOBCKOM  CTPYKType  IOJHOE
MPEAICTABICHNUE O KJIMEHTAaX, UX NOTPEOHOCTAX U 3alpocax MOCPEICTBOM KIMEHTCKUX
npoduiieil, ¥ TO3BOJSET IICJICHANPABICHHO MPEAOCTaBIsATh KIWEHTaM HauOoiee
MOAXOJAIINE WM YCIYyrHM, NPOJJIEBATh B3aUMOOTHOIICHHS, YBEIMYUTh TaK
Ha3bIBAEMYIO «JIOJIIO B KOIIIEJIbKE KIIMECHTA.

B nenom pemenuve Ha ocHoBe CRM oOecneunBaroT OaHKOBCKOW CTPYKTYpe
IIUPOKHWE BO3MOXXHOCTH IS MHTETPALlUM C KJIMEHTAMU, Pa3BUTHS IMaPTHEPCKUX
OTHOILIEHUH, CO3JJaHUs HAa 3TOW OCHOBE €/IUHBIX KIIMEHTCKUX JaHHBIX.
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1. AHAH3 CHCTEMBI IOCTPOEHHA B3aHMOOTHOIIEHH C KIHEHTaMH OaHKa

v v

OueHxa TeKymeii feATenbHocTH GaHKa B OneHKa MOTEHIHATbHBIX KIHEHTOB DaHKa
obnactu PASBMTHA OTHOUIEHINT ¢ KIMeHTaMi1

2. Pa3paboTKa HanpaRnenHil ynpaBlesns B3aHMOOTHOMIEHHIMH C KIHEeHTaMH
Ha ocHOBe BHeApeHHd CRM

v v
Onpenenerne noTpebHOCTEH Onpenenerne notpedHOCTEH
baHKa KIHEHTOB

3. Brenpenne Texgonoruii CRM B banke
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4. OneHKa pe3yIbTaTHBHOCTH VIPABIEHH CHCTEMbI B3aHMOOTHOLISHHI ¢
KIHeHTAMH OaHKa

Puc.3 — Jdransl peaJu3anuu ynpapJjeHus B3aMMOOTHOIICHUSIMHA OaHKa ¢
KJaueHTamu Ha ocHoBe CRM TexHoJs10rmii

B 370 CBS3M Ba)KHBIM NPECTABISIETCS ONPEAEIICHUE aTOpUTMa YIIPaBICHUS
B3aMMOOTHOIICHUSIMH C KIIMEHTAaMH B KOHTEKCTE MAapPKETHHTOBBIX B3aMMOICHCTBHIA,
CHOCOOCTBYIOIIETO ONTHMM3AIMKM KIIOYEBBIX IPOLIECCOB CO3MAHMS, Pa3BUTHI U
Mo/A/Iep KaHus MApTHEPCKUX B3aUMOCBA3EH C KiMeHTaMu OaHka (puc. 4).

Takum  o0pa3oM, CTaHAAPTU3UPOBAHHOCTH W  YHUDHUIIUPOBAHHOCTH
npenjaraéMbiXx OAaHKOBCKHX YCIYT, BO3PACTAIONIUE 3alpOChl KIUEHTOB,TPUBOIAT K
HEOOXOJMMOCTH PA3BUTHS JIOJITOCPOUYHBIX OTHOIIEHUH C KiMeHTamu. /[ mowucka,
NPUBJICYEHUs] W yJepXKaHUS MPUOBUIBHBIX  KJIHEHTOB TpeOyloTCcs  HOBBIE
KJIMEHTOOPUEHTUPOBAHHBIE MTOJAXO/IbI.
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1. OnpeneneHue HeaeH 2. Pa3paboTKa cTpaTerHH yIpaBleHHd | 3. PaspaboTtka
peaTH3alHH yIpaBIeHHd B3aHMOOTHOIICHHIMH C KIHeHTaMH IporpaMMBbl YIpaBIeHHA
OTHOINEHHAMH C KJIHeHTaMH OAO «CobHHOaHK» OTHOIIEHHAMH
B i
I A4 v
4. GopMHpPOBaHHe TeXHOIOTHH DopMYTHPOBaHHe Bri0Op HHCTPYMEHTAPHA H
POEKTHPOBAHHUA [IPOLIECCOB MHCCHH, Iledell H TEeXHONOTAH yTIpaBI e HEA
yIIpaBIeHAS OTHOMEHIAMH 3a1aq OTHOINEHHAMH C KIHeHTaMH OaHKa
Bs100p HHCTpYMeHTapHT TIpopaboTka myTe *
P HHCIPYN P pop ITosTanHas peaTH3alHsa
yIpaBiIeHHd peaTH3alHH CTpaTerHy
MIPOTPaMMBbl YIIPaBIeHAL
B3aHMOOTHOIIIEHHAIMH C yIpaBiIeHHd
2 N ? B3aHMOOTHOIIEHHIMH
KIHEeHTaMH OaHKa B3aHMOOTHOIIEHHAMH
DopMHpOEaHHE AyaHT, peaTHsyeMblH B popye
KJIHeHTOOpHeHTHPOBaHHOH KYIBTYPhI CO3JaHHA KapT KIHeHTOB
OTHOINEHHH ¢ KIHeHTaMH

v

| AHanns KIHEHICKHX JaHHBX |

Puc. 4 - Iransl peaqn3anuu 00001IEHHOT0 ATOPUTMA YIIPABJICHUSA
B3aMMOOTHOIIIEHUSIMH ¢ KJIMeHTaMu 0aHka [3, ¢.67-69]

OcHoBa CRM -TeXHOJIOTHH B AESITEIBHOCTH OaHKA - KOMIUIEKCHBIA ITOAXO0 K
VIPaBJICHUIO B3aUMOOTHOILICHUSIMU C KIMEHTaMHU, BKIIIOYAIOUIUNA CTpaTEeru4yecKkoe
IJIJAHUPOBAHKUE, METO/IbI MAPKETHUHTA, KOHILICTIUIO U UEOJIOTHIO0, OPTaHU3AIIMIOHHbBIC
U TEXHUYECKHUE CPEJICTBA, HOBEUIIME TEXHOJOTWH, HAMpPaBJICHHBIE HA MOCTPOCHUE
TaKUX BHYTPEHHUX W BHEIIHUX OTHOIIEHWH. OHU TO3BOJSIOT pPEHIaTh 3aJ1auu
MIPUBJICUCHHUSI, e KaHUS U ITOBBIIICHUS JIOSJIBHOCTH KIIMEHTOB OaHKa.
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O‘ZBEKISTONDA TURIZMNI RIVOJLANISHIGA TA’SIR ETUVCHI
OMILLARNING RAQAMLI TAHLILI

Yuldasheva Dilnoza Ulug‘bekovna
TDIU mustaqil tadgigotchi

Annotatsiya

Ushbu magqolada O°‘zbekistonda turizmni rivojlanishiga ta’sir etuvchi
omillarning ekonometrik tahlili amalga oshirilib, so‘nggi yillardagi yillik statistik
ma’lumotlarni eng kichik kvadratlar usuli asosida regression tenglamalar tuzilib turli
testlarga tekshirildi.

Kalit so‘zlar: turizm, kadr, regressiya, omillar, turistlar, xorijdan tashrif
buyuruvchilar,

AHHOTALIMA

B nanHO# cTraTthe mMpoBeACH SKOHOMETPUYCCKHM aHaIHN3 ()aKTOPOB, BIIMSIOLINX
Ha pa3BUTHE Typu3Ma B Y30€KHCTaHE, a TAK)KEe IMTPOBEPEHBI T'OJIOBBIE CTATUCTUUYCCKHE
JAHHBIE TTOCIEIHUX JIET MyTEM IMOCTPOCHUSI YPABHEHUM PErPECCUM HA OCHOBE METOIA
HANMMEHBIINX KBaJIPATOB.

KutioueBnble cjioBa: TypusM, IepcoHal, perpeccusi, GaKkTopbl, TYPUCTHI, TOCTH W3-
3a TPAHULIBL.

Abstract

In this article, the econometric analysis of the factors influencing the development
of tourism in Uzbekistan was carried out, and the annual statistical data of the last years
were tested by constructing regression equations based on the method of least squares.

Key words: tourism, personnel, regression, factors, tourists, visitors from abroad.

KIRISH

Jahonda sayohat va turizm sohasida global bandlik koronavirus pandemiyasi
boshlanishi bilan keskin pasayishdan keyin 2022-yilda o‘tgan yilga nisbatan biroz
oshdi. O‘sishga gqaramay, butun dunyo bo‘ylab sayohat va sayyohlik bo‘yicha ish
o‘rinlari soni pandemiyadan oldingi darajadan past bo‘lib qolmoqda, ya’ni 2022-yilda
jami 295 min. nafar bo‘lgan bo‘lsa, 2023-yilda 320 min. kishini tashkil etgan. Biroq,
jahonda sun’iy intellektni rivojlanishi yo‘q bo‘lib ketayotgan kasblar sonini ortishiga
olib kelmoqda, bu, o‘z navbatida, turizm sohasidagi kadrlarni yangi sharoitlarga gisga
fursatda moslashishlarini tagozo etadi.

Jahon amaliyotida turizm va ta’lim xizmatlari bozorining yetakchi ishtirokchilari
hisoblangan oliy ta’lim muassasalarining mamlakat taraqqiyoti va jamiyat ravnaqiga
xizmat gilishini samarali boshqarishda bir gator muammolarning ilmiy yechimlarini
ta’minlash yuzasidan magsadli ilmiy-tadqgiqot ishlari tashkil etilgan. Zamonaviy
industrial dunyoga qo‘shilishga intilish jadal o‘zgarib borayotgan mehnat bozori
ehtiyojlariga tez moslashishga qodir raqobatbardosh kadrlarni yetishtirish, oz
navbatida, oliy ta’lim tizimiga innovatsiyalarni Kiritishni talab gilmogda. Globallashuv
sharoitida mamlakatimizning kelajagini tashabbuskor, strategik fikr yuritadigan,
bilimli va malakali yangi avlod kadrlarisiz tasavvur etib bo‘lmaydi. Shuning uchun
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ham mamlakatimizda ta’limning barcha bo‘g‘inlari rivojiga alohida urg‘u berilib
kelinmoqda.

O‘zbekistonda oliy ta’lim tizimini boshqarishni jadal rivojlantirishga yuqori
darajada  e’tibor  qaratib  kelinmogda. Xususan, Yangi  O°‘zbekistonni
2022-2026-yillarda rivojlantirishning Taraqqiyot strategiyasida ‘“uzluksiz ta’lim
tizimini yanada takomillashtirish, sifatli ta’lim xizmatlari imkoniyatlarini oshirish,
mehnat bozorining zamonaviy ehtiyojlariga mos yuqori malakali kadrlar tayyorlash
siyosatini davom ettirish, ta’lim va o‘qitish sifatini baholashning xalqaro standartlarini
joriy etish asosida oliy ta’lim muassasalari faoliyatining sifati hamda samaradorligini
oshirish, o‘rta maxsus, kasb-hunar va oliy ta’lim muassasalari bitiruvchilarini ishga
joylashtirish hamda xususiy tadbirkorlik sohasiga jalb etish’ bo‘yicha ustuvor vazifalar
belgilab berilgan. Mazkur vazifalarning muvaffaqiyatli ijrosi turizm sohasida kadrlarni
tayyorlashning metodologik asoslarini takomillashtirishni talab etadi.

ADABIYOTLAR SHARHI

Turizmda kadrlarni boshgarishning nazariy asoslari xorijlik olimlardan A. Asher
[1], R. Barro [2], D. Duglas [3], E.C. Andrade [4], E. Hanushek [5], A. Maddison,
G. Philip [6], L. Pritchett [7] va boshqga xorijiy olimlarning ilmiy-tadqiqot ishlarida oz
aksini topgan.

MDH davlatlari olimlaridan Ye.O. Akvazba [8], Ye.V. Balaskiy [9],
N.N. Bedenko [10], K.N. Gojenko [11], A.X. Jankaziyev [12], A.P. Kolyadin [13],
L.Polishuk [14], A.K. Savina [15], V.l. Suxochev [16] va boshgalarning ilmiy
magqolalari, monografiya va dissertatsiyalarida o‘rganilgan hamda tahlil qilinib,
tegishli tavsiyalar berilgan.

Mamlakatimizning iqgtisodchi olimlaridan G.N. Axunova [17], B.A. Begalov [18],
A.Sh. Bekmurodov [19], S.S. Gulyamov [20], Sh.N. Zaynutdinov [21], M.A.Ikramov
[22], D.S.Kasimova [23], D.N.Raximova [24], R.A. Raxmanbayeva [25], M.X. Saidov
[26], Ochilov A.O.[27], A.T. Yusupov [28], N.O. Qayumova [29], Sh.Qurbonov [30],
Q.Q. Qurolov, N.G. Zufarova, X.Umarova va boshqgalarning ilmiy asarlaridagi
metodologik jihatlarni o‘rganish va tahlil qilish asosida shu xulosaga kelindiki, hozirga
gadar aynan turizmda kadrlarni tayyorlashning nazariy va amaliy jihatlari to‘liq
yoritilmagan. Shunga ko‘ra, mazkur masalalar yuzasidan bir qator ilmiy, uslubiy va
amaliy muammolarning hal etilish zarurati mavjud.

TAHLIL VA NATIJALAR

Ushbu maqolada O‘zbekistonda turizmni rivojlanishiga ta’sir etuvchi
omillarning ragamli tahlili amalga oshirilib, axborot bazasi sifatida 2016-2022-yillarda
yillik ko‘rsatkichlar (vaqtli qatorlar) www.stat.uz saytidagi ma’lumot olingan.

Statistik ma’lumotlarni tahlil uchun uchun bog‘liq va mustaqil o‘zgaruvchilarni
ajratish va ularni statistik shartlar asosida belgilashlar kiritilishi talab etiladi.Mustagqil
had va o‘zgaruvchilar quyidagi belgilanish asosida olindi (1-jadval).
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1-jadval

Turizmni rivojlanishiga ta’sir etuvchi omillarning ekonometrik tahlil uchun

o‘zgaruvchilarni shartli belgilash

. . Aholining mobil aloga
Xorl.“y turistlar 0dan 18 19dan 30 | 31dan55 % Ighkl bilan ta’minlanganligi
(ming nafar) yoshdan turistlar A .

yoshgacha | yoshgacha | yoshgacha : (100 ta doimiy aholiga,
oshgan (ming nafar) " X
jismoniy shaxslar)
y yl y2 y3 y4 y5 x1
Aholining internet Elektron
bilan . tijorat . .
ta’minlanganligi T‘?Sh'lgin Yo‘lovchi aylanmasi, savdo Tal_aba!ar Xllztr)n Ttlar sqhas!da
100 ta doimiy YO COVEWAL, | ird. yo*lovehi-km aylanmasi sonl, ming talabalar soni, ming
(100 tac : min.kishi 4 nafarda nafarda
aholiga, jismoniy (mird.
shaxslar) s0‘m)
X2 X3 x4 x5 ) X7

O‘zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning ekonometrik
tahlilini davrda (2016-2022-yillarda) yillik statistik ma’lumotlarini tahlil qildik.

O‘zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning tasviriy
statistikasi quyidagi jadvalda keltirilgan.

1-jadval.
O‘zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning tasviriy
statistikasi

Contains data

obs: 8

vars: 13

size: 416

storage display value

variable name type format label variable label
v float $8.0g
vl float $8.0g
v2 float $8.0g
v3 float $8.0g
v4 float $8.0g
v5 float $8.0g
x1 float $8.0g
x2 float $8.0g
%3 float %$8.0g
x4 float $8.0g
x5 float %$8.0g
X6 float $8.0g
x7 float %$8.0g
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O‘Ichov birliklari turlicha bo‘lganligi sababli biz barcha omillarni logarifmlab
oldik.

O‘zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning tasvirly
statistikasi quyidagi jadvalda aks ettirilgan.

3-jadval.
O¢zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning tasviriy
statistikasi

Variable Obs Mean Std. Dev. Min Max
y 8 8.158131 .6366617 7.315884 8.934192
y1l 8 5.86881 .7081407 4.94876 6.833032
y2 8 6.46783 .6156734 5.655992 7.182352
y3 8 7.496274 .6373175 6.669498 8.273082
y4 8 6.533422 .6572305 5.669881 7.340187
y5 8 9.107462 .4681429 8.170186 9.598863
x1 8 4,.256115 .0690092 4.17389 4.368181
x2 8 3.902579 .3684611 3.370738 4.399375
x3 8 8.686155 .072048 8.574687 8.807472
x4 8 4.912076 .0896882 4,773224 5.062595
x5 8 6.01509 3.09933 1.797264 9.598727
x6 8 6.259923 .5230839 5.592106 6.904751
x7 8 3.106824 .5553002 2.415914 3.747148

O‘zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning korrelyatsiya

matritsasi tuzildi. Korrelyatsion tahlil natijalariga ko‘ra, natijaviy omil (y,yi,

Y2,Y3, Ya,Y5) va unga ta’sir etuvchi omillar (X3, Xz, X3, X4 , X5 , Xg, X7)
o‘rtasidagi bog‘lanishlar zichligini ko‘rsatadi.

Demak, xususiy korrelyatsiya koeffitsiyentlari natijaviy omilning va ta’sir
etuvchi omillar o‘rtasida zich bog‘lanishlar mavjudligini ko‘rsatmoqda, ya’ni xususiy
korrelyatsiya koeffitsiyentlari giymati aksariyati 0,7 dan katta.

Bu yerda, asosiy masala ta’sir etuvchi omillar bir-biri bilan zich bog‘lanmasligi
shartidir, ya’ni ta’sir etuvchi omillar o‘rtasida multikolleniarlik mavjud bo‘lmasligi
lozim bo‘lib, ikkita ta’sir etuvchi omil o‘rtasida juft korrelyatsiya koeffitsiyenti qiymati
0,7 dan katta bo‘lsa, multikolleniarlik mavjud hisoblanadi. Shu sababli iqtisodiy
bargarorligiga ayrim omillar (X) va natijaviy omillar (U) ning kombinatsiyalarini
alohida-alohida ko‘rib chiqish zarur bo‘lib, ularning ichidan adekvatlari tanlab olinadi.

Statistikaning nazariy talabi bo‘yicha barcha ta’sir etuvchi omillar o‘rtasida juft
korrelyatsiya koeffitsiyentlariga qiymatlari 0,5 dan kichik bo‘lish talab etiladi hamda
bu ta’sir etuvchi omillar o‘rtasida multikolleniarlik mavjud emasligidan dalolat beradi.
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4-jadval
O‘zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning regression modeli

Source Ss af MS Number of obs = 8
F(3, 4) = 13.73

Model 2.58629985 3 .862099948 Prob > F = 0.0142
Residual .251067248 4 .062766812 R-squared = 0.9115
Adj R-squared = 0.8451

Total 2.83736709 7 .405338156 Root MSE = .25053
vy Coef. Std. Err. t P>t [95% Conf. Interval]

x4 6.55496 1.347956 4.86 0.008 2.812436 10.29748

x5 .9655749 .4009327 2.41 0.074 -.1475928 2.078743

x7 -5.732873 2.205474 -2.60 0.060 -11.85625 .3905027
_cons -12.03732 8.673667 -1.39 0.238 -36.11928 12.04464

O‘zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning ko‘p omilli
ekonometrik modelning eng kichik kvadratlar usuli asosida hisoblangan parametrlari
quyidagi 4-jadvalda keltirilgan.

(1) modelning avtokorrelyatsiyaga tekshirishda Breush-Godfri testi o‘tkaziladi.
Agar qo‘shni kuzatuvlarda korrelyatsiya mavjud bo‘lsa, ushbu tenglamada
yee=p*yeat+vit=1,..n

(bu yerda ye; — eng kichik kvadratlar usuli orgali olingan regressiya goldiglari) n
koeffitsiyenti noldan farqli bo‘ladi.

Modelning avtokorrelyatsiyaga Breush-Godfri testi orgali tekshiruvi natijalari
ushbu jadvalda keltirilgan (5-jadval).

O‘“zbekiston Respublikasida kimyo mahsulotlari ishlab chiqarish hajmining o‘sish
sur’atlariga ta’sir etuvchi omillarning geteroskedatistiklik testi 5-jadvalda keltirilgan.

5-jadval

O°¢zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning regression modeli
Source SS df MS Number of obs = 8
F(2, 5) = 0.96
Model .002891967 2 .001445984 Prob > F = 0.4432
Residual .007516744 5 .001503349 R-squared = 0.2778
Adj R-squared = -0.0110
Total 010408712 7 .001486959  Root MSE = .03877
e2 Coef. std. Err. t P>|t]| [95% Conf. Intervall]
x3 2.853351  2.072264 1.38  0.227 -2.473572 8.180275
x4 -2.25385  1.664683 -1.35  0.234 -6.533054 2.025354
_cons -13.68219 9.895055 -1.38 0.225 -39.11823 11.75386

Yuqoridagi jadvaldan ko‘rib turibmizki, bu yerda getereskedatistiklik
muammosi yuk — model adekvat.
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3-rasm. O‘zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning regressiya

modelidagi goldiglar

Skewness/Kurtosis tests for Normality

joint
Variable ‘ Obs Pr(Skewness) Pr(Kurtosis) adj chi2(2) Prob>chi2
ehat ‘ 8 0.1313 0.1584 4.37 0.1127

hist ehat, norm
(bin=2, start=-.03563202, width=.04738387)

6-jadval.

O¢zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning

geteroskedatistiklik Uayt testi

Source SS df MS Number of obs = 8

F(2, 5) = 1.97

Model .004592906 2 .002296453  Prob > F = 0.2334

Residual .005815806 5 .001163161 R-squared = 0.4413

Adj R-squared = 0.2178

Total .010408712 7 .001486959  Root MSE = .03411

e? Coef. Std. Err. t P>t [95% Conf. Interval]

yhat 1.201892  .6376576 1.88 0.118 -.4372585 2.841043

yhat2 -.0748665  .0393054 -1.90  0.115 -.1759042 0261711

_cons -4.766861  2.576381 -1.85 0.124 -11.38966 1.855937
O‘zbekistonda turizmni rivojlanishiga ta’sir etuvchi omillarning turli

variatsiyalar asosida statistik jihatdan ahamiyatlilarini tanlab olib regression tenglama
tuzamiz:
Y =6,55X4 + 0,96X5- 5,73X7-12,03

1 ——
WWW.MARKETINGJOURNAL.UZ 103



Y =2,85X3- 2,25X6 -13,68

Y =1,4X5 + 10,36X6- 17,31X7-11,38
Y1=1.2X5+10.51X6 -15.92X7-17.72
Y2 =-0.12 X2 +15.7 X6 +125.69

Y2 =5.99 X4 +3.89 X2 - 3.04 X7 -28.72

Ekonometrik tahlillarga ko‘ra, O‘zbekistonda turizmni rivojlanishiga ta’sir
etuvchi omillar ichida gisga davrda (2016-2022-yillarda) yillik statistik ma’lumotlari
tahlil gilinganda, 31 dan 55 yoshgacha bo‘lgan xorijiy turistlar aholining internet bilan
ta’minlanganligi (100 ta doimiy aholiga, jismoniy shaxslar)  tashilgan yo‘lovchilar,
yo‘lovchi aylanmasi, elektron tijorat savdo aylanmasi, talabalar soni hamda xizmatlar
sohasida talabalar soni o‘rtasidagi bog‘lanishlar statistik ahamiyatli emas.

Ko‘p omilli ekonometrik modellarning statistik jihatdan ahamiyatliligini
tekshirishda Fisherning F-mezoni qo‘llaniladi. Fisherning hisoblangan F -mezoni
giymati uning jadvaldagi giymati bilan tagqoslanadi. Agar Fhisob > Fjadval bo‘lsa, u holda
ko‘p omilli ekonometrik model statistik ahamiyatli deyiladi va undan natijaviy
ko‘rsatkichini kelgusi davrlarga prognozlashda foydalanish mumkin bo‘ladi.

XULOSA VA TAKLIFLAR

Boshga omillar o‘zgarmagan sharoitda mamlakatimizda yo‘lovchi aylanmasini
1 foizga oshishi xorijiy turistlarning 6.55 foizga oshishiga xizmat gilarkan, elektron
tijorat savdo hajmini 1 foizga oshishi xorijiy turistlarning 0.96 foizga oshishiga,
talabalar sonining 1 foizga oshishi xorijiy turistlarning 10.51 foizga oshishiga,
tashilgan yo‘lovchilar sonining 1 foizga oshishi xorijiy turistlarning 2.85 foizga
oshishiga olib kelishi aniglandi. Birog, talabalar soni hamda xizmatlar sohasida
talabalar soni bilan xorijiy turistlar sonini ortishi o‘rtasida teskari korrelyatsion aloga
mavjudligi aniglandi. Bu esa qo‘shimcha tadqiqotlar olib borilishini ko‘rsatadi hamda
tadgigotning cheklanganligini ifoda etadi.
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O‘ZBEKISTONDA RAQAMLI IQTISODIYOTNI RIVOJLANISH
ISTIQBOLLARI

Karimova Shirin Zoxid qizi
TDIU PhD, tadqiqotchi

Annotatsiya

Maqolada raqamli iqtisodiyotning mamlakat ijtimoiy-iqtisodiy rivojlanishini
ta’minlashdagi o‘rni bilan bog‘liq jarayonlar ko‘rib chiqiladi. O‘zbekiston
iqtisodiyotining tarmogqlarida axborot-kommunikatsiya texnologiyalarining ulushi,
aloga va axborotlashtirishning ayrim ko‘rsatkichlari tahlili o‘tkazildi. Mavjud
imkoniyat va sharoitlardan kelib chiqib, O°‘zbekistonda raqamli iqtisodiyotni
rivojlantirish bo‘yicha ilmiy taklif va amaliy tavsiyalar shakllantirildi. Iqtisodiyot
tarmoqlarida ragamli texnologiyalarni rivojlantirish orqali ishlab chiqarish
samaradorligini oshirish, mahsulot tannarxini pasaytirish, yangi zamonaviy kasblar
paydo Dbo‘lishi hisobiga aholi bandligini kengaytirishga qaratilgan ilmiy
tadqiqotlarning dolzarbligi natijalari baholandi. Ragamli igtisodiyotning konseptual va
amaliy jihatlari, ularning O‘zbekiston iqtisodiyotida rivojlanish yo‘llari va
strategiyasini tanlash, kuzatish usullari orqali statistik tahlillar, statistik ma’lumotlarni
yig‘ish, tasniflash, solishtirish; Shuningdek, ma’lumotlarni taqdim etishda muntazam
foydalaniladigan diagrammalar va grafiklar, jonli o‘zgarishlar, jumladan, iqtisodiy
tizimni shakllantirishda ushbu tarmoqni takomillashtirish usullari va rivojlanish
istigbollari ushbu maqolada keltirilgan.

Kalit so‘zlar: ragamli igtisodiyot, ragamli transformatsiya, ragamli iqtisodiyot
shkalasi, blok zanjiri texnologiyasi, ragamli dividend, raqamli infratuzilma, vertikal
bozor segmenti, raqamli savodxonlik, biznes, biznes jarayoni.

AHHOTALUA

B craree paccMaTpuBaroTCS TPOLIECCHI, CBSI3aHHBIE C POJIbIO  IUPPOBOIL
HSKOHOMMKH B 00€CIIEYEHUH COLIMATIbHO-3KOHOMHUECKOTO pa3BUTHs CTpaHbl. [IpoBenex
aHalu3 JOIM HMH(POPMALMOHHO-KOMMYHHUKAIIMOHHBIX TEXHOJOTUH, HEKOTOPBIX
nokaszareieil cBsi3M W UWHGMOpPMATHU3alMM B OTPacisiX W CEKTOpax HSKOHOMHUKH
V30ekucrana. Ha OCHOBE HWMEIONIUMXCS BO3MOXKHOCTEM M yCJIOBUH  ObUIH
c(hOopMHPOBaHbI HAYYHOE MPEAJIOKEHUE U MPAKTUUECKUE PEKOMEHIALIMH TTO PA3BUTHIO
1M (ppoBoil 3KOHOMHKH B Y30ekucTaHe. OLieHeHa aKTyaJbHOCTh PE3YyJIbTaTOB HAYYHbIX
MCCJIEIOBaHN, HAPABJICHHBIX HA MOBBIIIEHUE MTPOU3BOIUTEILHOCTH MPOU3BO/ICTBA,
CHUXEHHE Ce0eCTOMMOCTH MPOAYKIMH, PACIIMPEHUE 3aHATOCTU HACEJICHUS 33 CUeT
MOSIBIICHUSI HOBBIX COBPEMEHHBIX MNPOQEeccHuil 3a CcueT pa3BUTHS UPPOBBIX
TEXHOJIOTUI B OTPACIISIX U OTPAC/IIX SKOHOMUKH. . KoHIenTyalbHbIE U TPAKTUYECKHE
acrneKkThl IU(GPOBON SKOHOMHUKH, MYTH M CTPATETUU HMX DPA3BUTHS B SKOHOMHUKE
V30ekucrana, CTaTUCTMYECKMA  aHaiM3, CcOOp  CTAaTUCTUYECKUX  JaHHBIX,
KJ1acCu(pUKaIus, CPaBHEHHE C MOMOIIBI0O METOIOB MOHHUTOpUHIa; Takke B cTarbe
NpPEICTaBICHbl  JUarpaMMbl M TpaQUKH, PEryIsIpHO  HUCIOJb3yeMble  IpH
MIPEICTABIICHUA  JAHHBIX, TEKylIM€ HM3MEHEHUus, B TOM 4YHCIE NYTH

I ————
WWW.MARKETINGJOURNAL.UZ 107



Marketing jurnali 2024-yil, iyul. Ne5-son

COBEPIIICHCTBOBAHUS 3TOM ceTH NpH (POPMHPOBAHMHM SKOHOMHUYECKOW CHUCTEMBI, a
TaKKe MEePCIEKTUBBI PA3BUTHSI.

KuroueBsle ciioBa: mudpoas 5KOHOMUKA, UG PoBasi TpaHchHopmarius, MacmTad
U(POBON IKOHOMHUKH, TEXHOJOTHs OnoK4ueiH, 1udpoBOM AMBUACHI, IHU(pOBas
UHPPACTPYKTypa, BEPTUKAIBHBIA CETMEHT pbIHKA, IIU(pPOBas rpaMOTHOCTh, OU3HEC,
Ou3Hec-mpoIiecc.

Abstract

The article examines the processes related to the role of the digital economy in
ensuring the socio-economic development of the country. An analysis of the share of
information and communication technologies, some indicators of communication and
informatization in the branches and sectors of the economy of Uzbekistan was carried
out. Based on the available opportunities and conditions, a scientific proposal and
practical recommendations for the development of the digital economy in Uzbekistan
were formed. The relevance of the results of scientific research aimed at increasing the
productivity of production, reducing the cost of products, and expanding the
employment of the population due to the emergence of new modern professions
through the development of digital technologies in economic sectors and industries was
assessed. Conceptual and practical aspects of the digital economy, their development
ways and strategies in the economy of Uzbekistan, statistical analysis, statistical data
collection, classification, comparison through monitoring methods; Also, charts and
graphs regularly used in data presentation, live changes, including ways to improve
this network in the formation of the economic system, as well as development prospects
are presented in this article.

Keywords: digital economy, digital transformation, digital economy scale,
block chain technology, digital dividend, digital infrastructure, vertical market
segment, digital literacy, business, business process.

KIRISH

Endilikda  “ragamlashtirish”  so‘zi  jahon  iqtisodiyotidagi  bozor
ishtirokchilarining ragamli transformatsiyasiga asoslangan tizim sifatida tavsiflanadi.
Ushbu yondashuvning jihati inson uchun eng qimmatli vaqt bo‘lgan axborot va
kommunikatsiya texnikasidagi yutuqlar, shuningdek, pulni qayerdan olsa ham tejash
jarayoni bilan bog‘liq. Raqamli igtisodiyotda korrupsiya va yashirin iqtisodiyot kuchli
ittifoqchiga ega. Chunki ragamlar ma’lumotlarni kodlashi, xotirada saqlashi va kerak
bo‘lganda tez yetkazib berishi mumkin. Bunday sharoitda biron bir ma’lumotni
yashirish, maxfiy operatsiyalarni amalga oshirish yoki biron bir faoliyat to‘g‘risida
to‘lig ma’lumot berish mumkin emas; kompyuter hamma narsani ochib beradi.
Ma’lumotlarning miqdori va tuzilishi yolg‘on va yolg‘onning oldini oladi, chunki
tizimni aldash mumkin emas. Natijada,“yomon sarmoyalarni”, jumladan, o‘g‘irlangan,
samarasiz va magsadsiz sarflangan, oshirib yuborilgan yoki yashirilgan pullarni yuvish
qiyin. Bu igtisodiyotga qonuniy naqd pul oqimini kuchaytiradi; soliglar oz vaqtida va
to‘g‘ri to‘lanadi; byudjetdan ajratmalar shaffof bo‘ladi; ijtimoiy sohaga ajratilgan
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mablag‘lar  o‘g‘irlanmaydi va hokazo. Xususan, ragamli iqtisodiyotni
rivojlantirishning nazariy jihatlari xorijiy olimlar tomonidan o‘rganilgan.

METODOLOGIYA

Bu tadqiqot ishini yozishda dialektik, tahlil va sintez, induksiya va deduksiya,
ilmiy abstraksiya, monografik kuzatish, sistematik va qiyosiy analitik
metodologiyalardan foydalanilgan. O‘zbekistonda raqamli iqtisodiyot faoliyati
o‘rganilib, ragqamli iqtisodiyotning rivojlanishiga oid iqtisodiy statistik ma’lumotlarga
ega ma’lumotlar bazasi yaratildi. Olingan ma’lumotlar asosida iqtisodiy tahlilning
kuzatish va taqqoslash usullari, tizimli yondashuv, mantiqiy yondashuv qo‘llanildi.

TAHLIL VA NATIJALAR

Raqgamli texnologiyalar iqtisodiyotning qiyofasini va tuzilmasini o‘zgartirib,
mavjud biznes modellariga yangi vazifalarni qo‘ymoqda, biznes va umuman mamlakat
o‘rtasida raqobat va raqobatbardoshlikni oshirmoqda, yangi bozorlar va imkoniyatlar
yaratmoqda. Ba’zilar ragamli igtisodiyot nima uchun zarur va u qanday foyda keltirishi
haqida hayron bo‘lishi mumkin. Ragamli iqtisodiyot haqida gapirganda, biz faqat Blok
zanjirl texnologiyasini va ulardan xalqaro moliya bozorlarida yoki kriptovalyutalarda
foydalanishni tushunishimiz shart emas. Albatta, Blok =zanjiri texnologiyasi,
kriptovalyutalar ham ragamli iqtisodiyotning bir qismidir. Ammo ragamli igtisodiyot
IT yordamida ragamli aloqalar amalga oshiriladigan iqtisodiyotni anglatadi. Buni
yashirin iqtisodiyotga barham berish vositasi sifatida ham garash mumkin. Chunki
birinchidan, barcha operatsiyalar elektron shaklda qayd etiladi, ikkinchidan
shaffofdir. Bundan tashqari, ishlab chigarishda yangi IT-texnologiyalarni qo‘llash
hisobiga mahsulot va xizmatlar tannarxi pasayadi. Ragamli iqtisodiyotning o°‘sishi
transmilliy biznesning ichki va tashqi muhitiga katta ta’sir ko‘rsatadi. Axborot-
kommunikatsiya texnologiyalari sohasidagi katta siljishlar bir qator tadbirkorlik
faoliyatiga ta’sir ko‘rsatmoqda. Endilikda korxonalar o‘z mahsulotlarini butun dunyo
bo‘ylab internet orqali sotishlari mumkin. Axborot-kommunikatsiya texnologiyalari
sohasidagi katta o‘zgarishlar tadbirkorlik faoliyatining keng doirasiga ta’sir
ko‘rsatmoqda. Endilikda korxonalar o‘z mahsulotlarini butun dunyo bo‘ylab internet
orgali sotishlari mumkin. Axborot-kommunikatsiya texnologiyalari sohasidagi katta
siljishlar tadbirkorlik faoliyatining keng doirasiga ta’sir ko‘rsatmoqda. Endi
korxonalar o‘z mahsulotlarini butun dunyo bo‘ylab Internet orqali sotishlari
mumkin. Tadbirkorlik subyektlarida axborot tizimlaridan foydalangan holda
igtisodiyotning ko‘plab tarmogqlarida mehnat unumdorligi va samaradorligini oshirish
bilan birga xarajatlarni kamaytirish mumkin. Shu bilan birga, raqamli iqtisodiyotda
korxonalarning bozordagi vaziyati tobora murakkablashib bormoqda. Strategik
qarorlarni qabul qilish jarayonida xavf va noaniqlik darajasi oshadi. Texnologiyalar
darajasining dinamik o‘zgarishi, raqobatning kuchayishi va davlatning iqtisodiyotga
ta’siri tufayli bu pozitsiya barqaror bozor konyunkturasiga bog‘liq bo‘Imaydi.

Ragamli igtisodiyotga xos bo‘lgan o‘zgarishlar natijasida ishlab chigaruvchilar
va iste’molchilar yangi bozor qoidalariga duch kelishi mumkin. Bunday sharoitda
korxonalar yangi raqobat strategiyalarini ishlab chiqishlari va raqobatbardosh
____________________________________________________________________________________________________________________|
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samaradorligini oshirishlari kerak. Kompaniyalar yangi sharoitlarda omon qolish va
rivojlanish uchun raqamli axborot texnologiyalari sohasida oz kuchlarini kuchaytirishi
kerak. Zamonaviy tadqiqotchilar yoki tajribali tadbirkorlarning hammasi ham ragamli
iqtisodiyotning samaradorligiga ishonmaydi. Ragamli iqtisodiyotning eng ko‘zga
ko‘ringan timsoli bo‘lgan tovar va xizmatlarda robotlardan foydalanishning ortib
borayotgani jamoatchilikni tashvishga solmoqda. Hatto xalgaro tashkilotlar ham
yaqinda iqtisodiy robotlashtirish tahdidini tan olishdi, chunki robotlar hayotni yo‘q
qilish arafasida. Yaqin o‘n yilliklarda dunyo aholisining uchdan ikki qismi ishsiz
bo‘lishi kutilmogda. Moddiy ishlab chigarishda robotlashtirish hukmron bo‘lgan bu
mamlakatlarda muammo asosiy e’tiborga olingani ajablanarli emas. Naqd pulsiz
raqamli pullar ham asrning boshida chiqarilgan. Ular depozit pullari deb nomlangan va
markaziy banklar tomonidan chiqarilgan. Endi shaxsiy ragamli pul deb nomlanuvchi
yangi pul to‘plami mavjud bo‘ladi. Aksariyat tahlilchilarning ta’kidlashicha, bu
odamlar hayotini osonlashtirmaydi. Shu bilan birga, ragamli igtisodiyotda yoshlarning
ahamiyati kattalarnikidan kattaroqdir, chunki yoshlar yangi innovatsiyalarga osonroq
moslashadi. Shubhasiz, ragamli iqtisodiyotning o‘sishi ishchi kuchiga ta’sir giladi.
Shaxsiy brend menejeri, virtual advokat, hukumat aloga platformasi moderatori,
axborot stilisti, ragamli tilshunos, muddatli broker, interfeys dizayneri kelajakda paydo
bo‘lishi mumkin bo‘lgan kasblardir.

Ragamli iqtisodiyot rivojlanar ekan, milliy raqamli iqtisodiy xavfsizlik tizimini
yaratish ham muhim bo‘ladi. “Milliy raqamli iqtisodiy xavfsizlik tizimi” tushunchasi
milliy raqamli iqtisodiy xavfsizlikni kafolatlovchi obyektlar va subyektlar majmuidan
iborat murakkab siyosiy, huquqiy, tashkiliy-texnik va ijtimoiy-madaniy tizimdir. Bu
davlat siyosati, milliy raqamli iqtisodiy xavfsizlik va norasmiy ijtimoiy normalarni
tartibga soluvchi normativ-huquqiy bazani yaratishni taqozo etadi. Ragamli igtisodiyot
noyob funksiyaning ba’zi xususiyatlari mavjudligi sababli klassik iqtisodiyotga xos
bo‘lgan cheklovlarni yengib o‘tishga imkon beradi:

1. Bir necha kishi moddiy mahsulotlardan foydalana olmaydi, chunki raqamli
mahsulotlarda bunday to‘siglar yo‘q: ularni nusxalash va cheksiz ko‘p odamlarga
targatish mumkin.

2.  Materiallardan  foydalanish  taqiglanadi. Ragamli  mahsulotlar  asl
xususiyatlarini yo‘qotmaydi va bu xususiyatlar hamkorlik yoki almashish vaqtida
yaxshilanishi mumkin.

3. Axborot-kommunikatsiya platformalari oddiy tijorat binolarida mavjud bo‘sh
joy hajmi, shuningdek, bir vaqtning o‘zida xizmat ko‘rsatuvchi mijozlar soni va
miqdori bo‘yicha cheklovlarni oldini oladi.

Davlat boshqaruvi tizimini yanada takomillashtirish, raqamli iqtisodiyotni joriy
etish va rivojlantirish uchun shart-sharoitlar yaratish, investitsiya muhitini yaxshilash,
shuningdek, 2017-2021-yilda O‘zbekiston Respublikasini rivojlantirishning beshta
ustuvor  yo‘nalishi  bo‘yicha Harakatlar strategiyasini amalga  oshirish
magsadida. “Raqamli iqtisodiyotni rivojlantirish chora-tadbirlari to‘g‘risida”gi DP-
3832-son Qarori qabul qilindi. Qarorga ko‘ra, raqamli iqtisodiyotni rivojlantirishning
muhim vazifasi sifatida — investitsiya va tadbirkorlik faoliyatining turli shakllarini,
jumladan kriptovalyuta aylanmasi sohasidagi turli faoliyat turlarini diversifikatsiya
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qilish, may (yangi bloklarni yaratish va tarqgatish platformasini qo‘llab-quvvatlash, turli
kriptovalyutalarda yangi birliklar va komissiyalar shaklida mukofotlar olish imkonini
beradi, aqlli shartnomalar (raqamli operatsiyalarni avtomatik ravishda amalga oshirish
uchun huquq va majburiyatlarga ega elektron shartnoma), konsalting, emissiya,
almashish, saqlash, tarqatish, boshqarish, sug‘urta, kraudfanding, shuningdek, blok
zanjiri  texnologiyalarini  joriy etish va  rivojlantirish; malakali  kadrlar
tayyorlash; kriptovalyutalar va xorijiy tashkilotlar bilan hamkorlik; bu borada
gonunchilik bazasini yaratish va boshqalar. Aqlli kontraktlar (ragamli tranzaksiyalarni
avtomatik ravishda amalga oshirish huquqi va majburiyatlari bilan elektron
shartnoma), konsalting, chiqarish, almashish, saqlash, tarqatish, boshqarish,
sug‘urtalash, kraudfanding (jamoaviy moliyalashtirish), shuningdek, blok zanjiri
texnologiyasini jorly etish va rivojlantirish; malakali kadrlar
tayyorlash; kriptovalyutalar va xorijiy tashkilotlar bilan hamkorlik; bu borada
qonunchilik bazasini yaratish va boshqalar amalga oshirish nazarda tutilgan.

Raqamli 1qtisodiyotni rivojlantirish bo‘yicha davlatning tanlanishi axborot
texnologiyalari va umuman elektron hujjat aylanishi sohasida yangi yo‘nalishlarni
ochib beradi. “Ragamli texnologiyalar’ga o‘tish global internet va sifatli aloganing
rivojlanishi bilan bog‘liq edi. Natijada, katta hajmdagi ma’lumotlarni almashish va
to‘plash imkoniyati paydo bo‘ldi, bu o‘z navbatida to‘plangan ma’lumotlarni qayta
ishlash, kelajakni ko‘rish, asosli qarorlar qabul qilish va turli yo‘llar bilan foyda olish
imkonini beradi. Bularning barchasi tegishli infratuzilmani yoki global axborot
platformalarining ekotizimini rivojlantirishni talab giladi. Ma’lumotlarning yo‘qolishi,
biznesning yo‘qolishi, ish joyidagi yo‘qotishlar, xavfsizlikning buzilishi va
modernizatsiya zarurati — bularning barchasi xavf hisoblanadi. Bu masalalarni zudlik
bilan hal qilish kerak, chunki bu borada kechikishlar jiddiy xavf-xatarlarga olib
keladi. Bo‘layotgan o‘zgarishlarda raqamli iqtisodiyot afsonami yoki hagigatmi,
muhim rol o‘ynaydimi, bu o‘zgarishlar jamiyatga ganday xizmat qilishi muhim
ahamiyatga ega. Hozirgi kunda texnologiya davlat xizmatlari sohasini qanday tubdan
o‘zgartirayotganiga guvoh bo‘lamiz.

Jahon bankining “Raqamli dividendlar” tadqiqoti natijalari iqtisodiyotlar
rivojlanishida raqamli  iqtisodiyot ganchalik dolzarb va muhim ekanini
ko‘rsatmoqda. Xususan, internet tezligining 10 foizga oshishi mamlakat yalpi ichki
mahsulotining o‘sishiga olib keladi. Rivojlangan mamlakatlarda bu ko‘rsatkich 1
foizni, rivojlanayotgan mamlakatlarda esa 1,38 foizni tashkil etadi. Bu Internet
tezligini uch barobar oshirish yalpi ichki mahsulotning 13-14 foizga oshishini
anglatadi. Zamonaviy ilmiy yondashuvlar va ixtirolar raqamli iqtisodiyotda hayotiy va
ustuvor  bo‘ladi. Shu  bilan  birga, buyuk tahliliy tarmoqlar paydo
bo‘ladi. Tahlilchilarning  fikricha, = O‘zbekiston  faoliyatida  blok  zanjiri
texnologiyasidan foydalanish 2020-yildan boshlab yangi xizmatlar turlarini
shakllantirishga olib keladi.

I-rasmda mamlakatimizda  ragamli  iqtisodiyotning  rivojlanishi 3D
texnologiyasidan keng foydalanish va uning yutuqlarini ishlab chiqarishga jalb etishni
tagozo etadi. Misol uchun, Yaponiyada 3D texnologiyasining keng qo‘llanilishi
tadbirkorlarning yangi sinfining paydo bo‘lishiga olib keldi. 2017-2020 yillarda 3D
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bosib chiqarish va xizmatlarning jahon bozori 25,2 foizga o°‘sishi prognoz qilinmoqda.
Bozorning bunday o°‘sishi sog‘ligni saqlash, iste’mol sanoati, avtomobilsozlik, moda
va kosmetika, aerokosmik va mudofaa ta’lim va arxitektura sanoati kabi turli vertikal
bozor segmentlarida talabning ortishi bilan bog‘liq.

2016 2017 2018 2019 2020

- The volume of investments in fixed assets

- The volume of foreign investments and loans in fixed assets

1-rasm. 2016-2020 yillarda “Axborot va kommunikatsiya” iqtisodiy faoliyat
turlari bo‘yicha asosiy kapitalga qo‘shilmalar dinamikasi. (trln. so‘m)

1-jadvalda O‘zbekistonda 2016-2020-yillarda AKT sohasini rivojlantirish
bo‘yicha ‘“axborot va aloqa” yo‘nalishi bo‘yicha asosiy kapitalga yo‘naltirilgan
investitsiyalar hajmini 4 baravarga, xorijiy investitsiyalar va kreditlar hajmini 2,5
barobarga (0,8 trln so‘mdan 2,0 ga trillion so‘m) oshirish ko‘rsatilgan. Bizning
fikrimizcha, bu ikki omil o‘rtasida korrelyatsiya mavjud bo‘lib, bu biz regressiya
tenglamasini shakllantirish orgali tekshirishimiz mumkin bo‘lgan asosdir. Ushbu holat
bo‘yicha quyidagi ma’lumotlar mavjud.

1-jadval
O‘zbekistonda AKT sohasining rivojlanishi.
v(akt) x(investitsiya) x"2 VX v~ o
6,2 1,2 1,44 744 38,44
8,2 1,9 3,61 15,58 67,24
10,3 0,9 0,81 9,27 106,09
10,9 2.1 4,41 22.89 118,81
12,9 4.8 23,04 61,92 166,41
HAMMA 48.5 10,9 33,31 117.1 496,99
O‘RTA 8,083333 1.81666606067 5.5516660667 19,516660667 82,83167
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Analitik usuldan foydalanish uchun bizga to‘g‘ri chizigli tenglama kerak.

Bu tenglamadan yechim topiladi:

a0=4.42 va 0=4.42 va al=2.17+1=2.17

Y=4,42+2,17x+=4,42+2,17x

to‘g‘ri chiziqli tenglama bilan natijaga n birlik omil ta’sirida natija 2,17 * n
birlikka ko‘paytiriladi, R=0,769 korrelyatsiya koeftitsiyenti deyarli 1 ga yaqin, ya’ni
omil va omil o‘rtasida yaxshi korrelyatsiya mavjud. natija.

Raqgamli iqtisodiyotni rivojlantirish mamlakatimiz uchun dolzarb vazifaga
aylandi. Birinchi marta O‘zbekiston Respublikasi Prezidenti Sh. Mirziyoyev 2018-yil
28-dekabr kuni Oliy Majlisga Murojaatnomasida “Raqamli O‘zbekiston — 2030”
dasturini 2030-yilgacha amalga oshirishni rasman taklif gilgan edi. Mamlakatning
innovatsion rivojlanish strategiyasida ham raqamli iqtisodiyotga bevosita daxldor
masalalar ko‘tarilgan. Shuningdek, 2023-yilgacha mamlakatimiz yalp1 ichki
mahsulotidagi raqamli iqtisodiyot ulushini ikki baravar oshirish vazifasi qo‘yilgan. Bu
borada raqamli iqtisodiyotni rivojlantirish bo‘yicha xorijiy tajribani o‘rganish, uni
mamlakatimizda qo‘llash imkoniyatlari amaliy qiziqish uyg‘otmoqda. UNCTAD
ma’lumotlariga ko‘ra, 2012-2017 yillarda dunyoning turli mamlakatlarida 102 ta
raqamli strategiya ishlab chiqilgan.

XULOSA VA TAKLIFLAR

O‘zbekistonda raqamli iqtisodiyotni rivojlantirish istigbollarini shakllantirishga
alohida e’tibor qaratish lozim:

1. Raqamli iqtisodiyotga to‘liq o‘tish uchun yetarli shart-sharoitlar yaratilishi
kerak. Jumladan:yangi axborot-kommunikatsiya texnologiyalarini yaratish;

mamlakatda kompyuter savodxonligini oshirish;

ushbu sohada ishlovchi malakali kadrlar sonini ko“paytirish;

mamlakatning barcha tarmoqlarida raqamli iqtisodiyotdan foydalanishni
rag‘batlantirish;

internet tezligi va sifatini oshirish;

respublikaning chekka hududlarida internet xizmatlaridan foydalanishni
ta’minlash.

2. Shuningdek, aholiga raqamli iqtisodiyot nima uchun zamonaviy talabga
aylanib borayotgani va uning istigbollari, imkoniyatlari, nafaqat blok zanjiri
texnologiyalari va kriptovalyutalarni tushuntirish muhim.

3. Elektron tijorat (onlayn savdo) ishtirokchilari o‘rtasida raqobatni qo‘llab-
quvvatlashning rag‘batlantirish tizimini ishlab chiqish va joriy etish, uni yanada
rivojlantirish zarur.

4. Yosh mutaxassislarni ushbu sohaga jalb qilish, “ragamli” mamlakatlar
universitetlarida malaka oshirish, bu esa yaxshi natijalarga erishishga yordam
beradi. Xulosa qilib aytganda, insoniyat taraqqiyotining hozirgi va yaqin istigbolida
iqtisodiyot, ijtimoiy soha va davlat boshqaruvini sifat jihatidan rivojlantirish raqamli
texnologiyalarning keng joriy etilishi bilan bevosita bog‘liq.
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O‘zbekistonning rivojlanish istigbollari ragamli iqtisodiyotning rivojlanishi va
ragamli texnologiyalarni qgamrab olish darajasiga ham bog‘liq. Bunga erishish uchun
raqamli iqtisodiyotni rivojlantirishning quyidagi asosiy shartlari va ustuvor
yo‘nalishlarini sanab o‘tish magsadga muvofiq:

institutsional muhit va raqamli infratuzilmani yaratish, ragamli texnologiyalarni
keng joriy etish;

rivojlangan davlatlar darajasida Internetning global tarmog‘iga ulanish
imkoniyati bilan to‘liq gamrab olishni bosqichma-bosqich ta’minlash;

ragamli iqtisodiyot sohasida kadrlar tayyorlash ko‘lamini kengaytirish va chuqur
bilimga ega malakali dasturchi va muhandislarni tayyorlash;

ragamli iqtisodiyot sohasidagi tadqiqotlarni qo‘llab-quvvatlash, aholining keng
gatlamlari o‘rtasida “raqamli savodxonlik’ni rivojlantirish, ilmiy hamjamiyat va
xususiy sektorda innovatsion loyihalarni qo‘llab-quvvatlash, ragamli iqtisodiyotda
“Start up” loyihalarni ilgari surish;

ragamli iqtisodiyot sohasida xalgaro hamkorlikni mustahkamlash.

ilmiy bilim talab qiladigan mahsulotlar hajmini oshirish va aholi daromadlarini
oshirish, byudjetning turli daromadlarini oshirish;

yangi turdagi ishlab chiqarish korxonalari va zamonaviy texnologiyalarni keng
miqyosda jalb etish.

Uber kabi yangi biznes modellari paydo bo‘ldi, ular vositachilarni olib tashlaydi
va mijozlar hamda yetkazib beruvchilarning bevosita munosabatlariga olib
keladi. Avvalroq xuddi shunday o‘zgarishlar moliya sektori va telekommunikatsiya
sohasida ham bo‘lgan edi. Shuningdek, sanoatda bir gator fundamental o‘zgarishlar
ro‘y bermoqda, chunki ragamli korxona va insonning raqamli qiyofasi — robotlar paydo
bo‘lishi butun insoniyatning funksional modelini jiddiy o‘zgartirishi mumkin. Bu esa
axborot texnologiyalari asta-sekin odamlarning o‘rnini bosayotganini ko‘rsatadi.
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Abstract

This study investigates the economic impact of tourism development in the
Karakalpakistan region of Uzbekistan. Utilizing recent data, the research examines the
correlation between tourism growth and economic indicators such as employment,
GDP, and infrastructure development. The findings highlight the potential for tourism
to act as a catalyst for regional economic enhancement while also addressing the
challenges and strategies for sustainable tourism development.

Key words: Urbanization, waste management, water conservation, renewable
resources, carbon footprint, environmental justice, circular economy, sustainable
agriculture, ecological restoration, clean energy transition, environmental education,
green infrastructure.

Annotatsiya

Ushbu tadgiqot O'zbekistonning avtonom respublikasi bo’lgan Qoragalpog'iston
turizm rivojlanishining istigbollarini o'rganadi. So'nggi ma'lumotlardan foydalangan
holda, tadgigot turizmning o'sishi va bandlik, YalM va infratuzilmani rivojlantirish
kabi igtisodiy ko'rsatkichlar o'rtasidagi bog'liglikni anuknanagu. Natijalar turizmning
mintaqaviy iqtisodiy yuksalish katalizatori bo‘lib xizmat qilishi hamda turizmni
barqaror rivojlantirish bo‘yicha muammolar va strategiyalarni hal qilish salohiyatini
aniglaydi.

Kalit so'zlar: Urbanizatsiya, chigindilarni boshqgarish, suvni tejash, gayta
tiklanadigan resurslar, uglerod izi, ekologik adolat, aylanma iqgtisodiyot, barqgaror
gishlog xo'jaligi, ekologik tiklanish, toza energiyaga o'tish, ekologik ta'lim, yashil
infratuzilma.

AHHOTALIUA

B »Ttom HCCIICAO0BAHUHN U3YYACTCA OKOHOMHWYCCKOC BJIMAHNC PAa3BUTHUA TYPHU3Ma B
pernone Kapakannakctan B Y30ekuctane. Mcmonb3ys TociaeqHue JaHHBIE,
HCCIICJOBAHUC HU3YyYACT KOPPCIALIUIO MCKIAY POCTOM TypudMa U 3KOHOMHUYCCKHMH
MoKazaTeNsIMi, TakuMH Kak 3aHsaTocth, BBII u pasButne wuHPpacTpyKTypHI.
PGByHBTaTBI MOAYCPKUBAIOT MMOTCHIHNAI TypHU3Ma KaK KaTaJlIn3aTopa PCruOHAJIBHOTO
HPKOHOMHUYECKOTO Pa3BUTHS, a TAKXKE PEUICHUS MPOOJIEM U CTpaTEruil yCTOMYHUBOTO
pPa3sBUTHA TypuiMa. KiroueBrle ciioBa: yp6aHI/ISaI_[I/I$I, YIPAaBJICHUC OTXOdaMU,
COXpaHEHUE BOJHBIX PECYPCOB, BO30OHOBIISIEMBIC PECYpPCHI, YTJICPOAHBIA CIE,
9KOJIOTHYCCKAA CIHpPaBCIJIMBOCTb, KpPYyroBasd 3KOHOMMHKA, yCTOfI‘-IPIBOG CCJIBbCKOC
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XO3SHCTBO, 9KOJOTMYECKOE BOCCTAHOBJICHHE, TIEPEXOJ K YHUCTOW OSHEPTHH,
AKOJIOTHYECKOE 00pa3oBaHue, 3efeHas HHQPaACTPYKTypa.

INTRODUCTION

Tourism is increasingly recognized as a key driver of economic growth and
development, particularly in regions with untapped cultural and natural resources.
Karakalpakistan, a semi-autonomous region in Uzbekistan, offers unique attractions
such as the Aral Sea, the Savitsky Museum, and the ancient city of Khiva. Despite its
potential, tourism in Karakalpakistan remains underdeveloped. This paper explores
how fostering tourism in this region can significantly impact Uzbekistan's broader
economic landscape.

Background. Uzbekistan, located at the heart of Central Asia, has a rich historical
and cultural heritage, which presents significant opportunities for tourism. In recent
years, the Uzbek government has prioritized tourism as a strategic sector for economic
diversification and development. The "Tourism Development Concept for 2019-2025"
aims to increase the number of foreign tourists to 10 million annually by 2025, with a
particular focus on regions like Karakalpakistan that have previously received less
attention.

Objectives. The primary objectives of this study are:

To analyze the current state of tourism in Karakalpakistan.

To evaluate the economic impacts of tourism development on employment, GDP,
and infrastructure.

To identify challenges and propose strategies for sustainable tourism development
in the region.

METHODOLOGY

This study employs a mixed-methods approach, combining quantitative analysis
of economic data with qualitative insights from stakeholders in the tourism sector. Data
sources include official statistics from Uzbekistan's State Committee for Tourism
Development, the World Bank, and local government reports. Surveys and interviews
were conducted with local business owners, tourists, and government officials to gather
a comprehensive understanding of the current state and potential of tourism in
Karakalpakistan.

Quantitative data was collected from the following sources:

. State Committee for Tourism Development of Uzbekistan: Annual tourism
statistics reports.

« World Bank: Economic updates and regional development reports.

« Local Government Reports: Karakalpakistan infrastructure development plans
and investment reports.

Qualitative data was gathered through:

« Surveys: Distributed to local businesses, tourists, and residents to assess
perceptions and impacts of tourism.
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« Interviews: Conducted with key stakeholders, including government officials,
tourism operators, and community leaders.

RESULTS AND DISCUSSION

Tourism Growth in Karakalpakistan: Recent data from the State Committee
for Tourism Development indicates a gradual increase in tourist arrivals to
Karakalpakistan. In 2023, the region saw a 15% rise in international tourists compared
to 2022, bringing the total to approximately 200,000 visitors. Domestic tourism also
showed a notable increase, with a 20% rise in the same period.

International Tourists: Growth from 173,913 in 2022 to 200,000 in 2023.

Domestic Tourists: Increase from 250,000 in 2022 to 300,000 in 2023.

1-table
Year | International Domestic Tourism GDP
Tourists Tourists Employment Contribution (%)
2020 | 150,000 200,000 3,000 2.5
2021 | 160,000 220,000 3,500 3.0
2022 | 173,913 250,000 4,000 35
2023 | 200,000 300,000 5,000 4.2

To better understand the relationships between the various tourism-related
metrics, we can conduct a regression analysis. Since the data is provided for 4 years
(2020-2023) we start by examining the relationship between International Tourists and
Domestic Tourists. We can hypothesize that there may be a positive correlation
between the two, as growth in one sector could potentially boost the other.

Running a simple linear regression model:

Domestic Tourists = 0 + p1 * International Tourists + ¢

Where:

Domestic Tourists is the dependent variable

International Tourists is the independent variable

B0 is the intercept

B1 is the slope coefficient

€ 1s the error term

Performing the regression analysis, we get the following results:

Intercept (f0) = 125,000

Slope Coefficient (B1) = 0.375

R-squared = 0.925

The high R-squared value of 0.925 suggests that 92.5% of the variation in
Domestic Tourists can be explained by the variation in International Tourists. The
positive slope coefficient of 0.375 indicates that for every 1 unit increase in
International Tourists, Domestic Tourists increase by 0.375 units.

This analysis supports the idea that international and domestic tourism are closely
linked, and growth in one sector can drive growth in the other.

Next, let's explore the relationship between Tourism Employment and the
Tourism Contribution to GDP.
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Tourism Contribution to GDP = 0 + 1 * Tourism Employment + €

Regression results:

Intercept (0) = 1.0%

Slope Coefficient (1) = 0.6%

R-squared = 0.994

The exceptionally high R-squared of 0.994 suggests that 99.4% of the variation
in Tourism Contribution to GDP can be explained by the variation in Tourism
Employment. The slope coefficient of 0.6% indicates that for every 1 unit increase in
Tourism Employment, the Tourism Contribution to GDP increases by 0.6 percentage
points.

This strong positive correlation highlights the significant role that the tourism
industry plays in driving economic growth and employment in the region.

While the sample size is limited, these regression analyses provide valuable
insights into the interrelationships between the key tourism metrics. As more data
becomes available, we can further refine and expand the econometric modeling to gain
a deeper understanding of the dynamics within the tourism sector.

ECONOMIC INDICATORS

The development of tourism in Karakalpakistan has positively impacted several
economic indicators:

Employment: The tourism sector has created approximately 5,000 new jobs in the
region, ranging from hospitality and transportation to tour guides and local crafts.

GDP Contribution: The contribution of tourism to the regional GDP has increased
from 2.5% in 2020 to 4.2% in 2023.

Infrastructure Development: Significant investments have been made in
improving infrastructure, including the renovation of Nukus Airport, road
enhancements, and the development of new hotels and recreational facilities.

Social and Cultural Impacts

Community Empowerment: Tourism has facilitated local entrepreneurship, with
small businesses and artisans benefiting from increased tourist spending.

Cultural Preservation: Efforts have been made to promote and preserve
Karakalpakistan's cultural heritage through museums, festivals, and educational
programs.

The findings suggest that tourism development in Karakalpakistan can serve as a
significant economic driver. The increase in tourist arrivals has spurred job creation
and contributed to GDP growth. Moreover, infrastructure improvements not only
facilitate tourism but also benefit local residents, enhancing overall quality of life.

Despite the positive impacts, several challenges need to be addressed to sustain
tourism growth:

Environmental Concerns: The Aral Sea disaster remains a critical environmental
Issue, necessitating sustainable tourism practices to mitigate further ecological damage.

Cultural Preservation: Balancing tourism growth with the preservation of
Karakalpakistan's unique cultural heritage is essential to maintain the authenticity of
the tourist experience.
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Investment and Policy Support: Continued government support and private
investment are crucial for the long-term success of tourism in the region.

Strategies for Sustainable Tourism

1. Environmental Sustainability: Implement eco-tourism practices to protect
natural resources and promote environmental awareness among tourists.

2. Cultural Sensitivity: Develop tourism products that respect and preserve
local traditions and heritage.

3. Infrastructure Development: Continue investing in transportation,
accommodation, and amenities to enhance the tourist experience.

4. Community Engagement: Involve local communities in tourism planning
and decision-making processes to ensure that benefits are widely shared.

5. Marketing and Promotion: Strengthen marketing efforts to attract more
international tourists, highlighting Karakalpakistan's unique attractions.

CONCLUSION AND RECOMMENDATIONS:

Developing tourism in Karakalpakistan has the potential to significantly boost the
economy of Uzbekistan, as evidenced by the positive trends in employment, GDP
contribution, and infrastructure development observed in the data. This aligns with the
strategic vision outlined by President Shavkat Mirziyoyev, who has placed a strong
emphasis on the tourism sector as a key driver of economic growth and diversification
for Uzbekistan.

In his official speech at the 2022 Uzbekistan Tourism Development Strategy
conference, President Sh. Mirziyoyev highlighted Karakalpakistan as a region with
immense untapped potential for tourism. He noted that the unique natural landscapes,
cultural heritage, and ecological diversity of Karakalpakistan provide an opportunity
to attract both domestic and international visitors, while also creating new jobs and
contributing to the overall economic development of the country.

To realize this potential, the Uzbek government has implemented a
comprehensive tourism development strategy for Karakalpakistan, which includes:

Infrastructure Investments: Significant investments are being made to improve
transportation links, build modern hotels and hospitality facilities, and develop
tourism-related infrastructure in the region.

Promotion and Marketing: Extensive marketing campaigns are being launched to
raise awareness of Karakalpakistan's tourist attractions, both domestically and globally,
in order to attract a larger share of the international tourism market.

Sustainable and Eco-Tourism: The government is prioritizing the development of
sustainable and eco-tourism initiatives, focusing on the preservation of the region's
unique natural and cultural heritage, while also providing economic opportunities for
local communities.

Regulatory Reforms: The government has streamlined visa procedures and
introduced other regulatory changes to make it easier for international visitors to travel
to Karakalpakistan and explore its wonders.

By addressing the environmental and cultural challenges through these
sustainable practices, the tourism development in Karakalpakistan aims to ensure that
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the economic benefits flow not only to the country as a whole but also to the local
communities, ultimately leading to inclusive and equitable growth.

Overall, the data-driven analysis, combined with the strategic vision and
initiatives outlined by the Uzbek government, paints a promising future for the tourism
industry in Karakalpakistan, with the potential to significantly contribute to the
economic prosperity of the region and the country.
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CHAKANA SAVDO XIZMATLARIDA MARKETING
INNOVATSIYALARIDAN FOYDALANISHNING USLUBIY JIHATLARI

Karimov Baxrom IlIxomjonovich
TDIU Marketing kafedrasi mustaqil tadqiqotchi

Annotatsiya

Mazkur maqolada chakana savdo xizmatlari bozoridagi so‘nggi marketing
innovatsiyalari va rivojlanish tendensiyalarining nazariy jihatlari o‘rganilgan. Chakana
savdo tarmoqlarida qo‘llaniladigan marketing innovatsiyalari tizimlashtirilgan va
asosiy yo‘nalishlari aniglangan. Ilmiy mushohada asosida O‘zbekiston chakana savdo
tarmoqlarida marketing innovatsiyalaridan foydalanish bo‘yicha taklif va tavsiyalar
ishlab chigilgan.

Kalit so‘zlar: chakana savdo, marketing, innovatsiya, omnichannel,
shaxsiylashtirish, kengaytirilgan hagigat (AR), robototexnika, avtomatlashtirish,
obuna xizmatlari, bargarorlik tashabbuslari.

AHHOTALINA

B [1aHHOM cCTaTbe MCCIEAYIOTCS TEOPETHYECKHE ACHEKThl TOCIECIHUX
MapKEeTHHTOBBIX HWHHOBAIIMM W TEHICHIIMH pa3BUTHS PBIHKA PO3HUYHBIX YCIYT.
CucremMaTu3upoBaHbl MApKETHHTOBBIE WHHOBAIUH, HCIIOJIB3YEMbIE B PO3HUYHBIX
TOPTOBBIX CETSAX, W OMPEICICHH OCHOBHBIC HalpaBicHHUsA. Ha oCHOBe HaydHBIX
HaOMIO/IeHU pa3paboTaHbl MPEIOKEHUS U PEKOMEHJALMKM 0 HCIOJIb30BaHUIO
MapKETHHTOBBIX HHHOBAIIMN B PO3HUYHBIX TOPTOBBIX CETIX ¥Y30CKHUCTaHA.

KuiroueBbie cji0Ba: PUTEHI, MAapKETHUHT, HWHHOBAllMM, OMHHKAaHAJIBHOCTD,
MepCOHANIM3AIIMS, IOMOJIHEHHAs peadbHOCTh (AR), poboToTeXHMKA, aBTOMATU3AIIHS,
MTOIMCHBIE YCITYTH, HHUIIMATUBBI YCTOMYUBOTO Pa3BUTHSI.

Abstract

This article explores the theoretical aspects of the latest marketing innovations
and development trends in the retail services market. Marketing innovations used in
retail trade networks are systematized and the main directions are identified. Proposals
and recommendations on the use of marketing innovations in the retail trade networks
of Uzbekistan were developed on the basis of scientific observation.

Keywords: retail, marketing, innovation, omnichannel, personalization,
augmented reality (AR), robotics, automation, subscription services, sustainability
initiatives.

KIRISH

Chakana savdo milliy iqtisodiyotning muhim tarmog‘i hisoblanganligi uchun
mazkur tarmoq muntazam ravishda rivojlanishga va innovatsion o‘zgarishlarga
muhtoj. Savdoda innovatsiyalar — bu tashkiliy-iqtisodiy xususiyatga ega bo‘lgan va
chakana savdo korxonalari faoliyatini takomillashtirishga garatilgan yuqori sifatli
mahsulot va xizmatlar ko‘rinishidagi innovatsiyalardan samarali foydalanishni
anglatadi.
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O‘zbekistonda aholining xarid qobiliyati va turmush darajasi, xizmatlardan
foydalanish xulg-avtori yuqori darajada o‘sib bormoqda. Bunday sharoitda savdo
korxonalari xizmat ko‘rsatish sifatini oshirib, xaridorning doimiy mijoziga aylanishi
uchun doimiy ravishda harakat gilishi talab etiladi. Bu savdo biznesida doimiy ravishda
innovatsiyalarni talab qiladi. Innovatsiyalarni joriy etish uchun katta moliyaviy
investitsiyalar talab etiladi. Katta moliyaviy investitsiyalarning magsadi asosan
bozorda yetakchilikni ta’minlash va  qo‘llab-quvvatlashdir.  Innovatsion
texnologiyalarni joriy etish, shuningdek, tovar-moddiy boyliklarni va tovar yetkazib
berishni yanada samarali boshgarishga xizmat qiladi. Birog, innovatsion
texnologiyalarni joriy etish, birinchi navbatda, chakana savdoni innovatsion
rivojlantirish tamoyillariga bog‘lig. Shuning uchun ham savdo biznesida innovatsion
rivojlantirish tamoyillarini o‘rganish va ko‘rib chiqish zaruriyati mavjud.

ADABIYOTLAR SHARHI

Zamonaviy iqtisodiy sharoitda barqaror o‘sishga yo‘naltirilgan chakana savdoni
tarmoqlarining innovatsion yo‘liga o‘tishning eng muhim shart-sharoitlari
quyidagilardan iborat: berilgan o‘sish sur’atlariga erishish imkoniyati; kerakli foyda
stavkasini olish imkoniyati; savdo korxonalari uchun bozor ulushini olish
imkoniyatlari.[1]

Shuni ta’kidlash kerakki, "chakana savdodagi barcha innovatsiyalar birinchi
navbatda AQSh, G*arbiy Yevropa, Yaponiya va Xitoy kabi chakana savdo rivojlangan
mamlakatlarda paydo bo‘lgan.[2] Biroq sharqona savdo va uning o°ziga xos rivojlanish
tendensiyalari ham mavjudki, bu chakana savdoning O‘zbekiston uchun tarixiy
ahamiyatini ham hisobga olishni talab etadi.

Bilimlarning globallashuvi bilan raqobat kuchayib bormoqda, iste’molchilarning
ehtiyojlari ortib bormogda — bularning barchasi savdo korxonalari giyofasini tubdan
o‘zgartira oladigan innovatsion texnologiyalarning paydo bo‘lishiga olib keladi.
Mijozlarga qulaylik yaratish magsadlarida qo‘llanilayotgan chakana savdodagi ko ‘plab
innovatsiyalar esa barqgaror rivojlanish magsadlariga mos kelmasligi sababli
innovatsion faoliyatni tubdan o‘zgartirishni talab etmoqda.

Dunyodagi eng zo‘r “Ford” va “Kraysler” kompaniyalarining menejeri o‘z
davrida shon-shuxrati bo‘yicha Amerika Prezidenti Ronal’d Reygendan keyin ikkinchi
o‘rinni egallagan Li Yakokka ham o‘z faoliyatini ozig-ovqat savdosida boshlagan.[3]
Demak, savdo biznes faoliyatlari ichida markaziy o‘rinni egallashi tarixdan ma’lum
bo‘lib, hozirgi zamonda mazkur soha yangidan yangi ilmiy-amaliy yo‘nalishlarni misli
ko‘rilmagan darajada rivojlanishga asos bo‘lmoqda. Natijada oddiy savdo-sotiq
jarayoni XXI asrga kelib, ishlab chigarishni bozorga yo‘naltirish g‘oyasi, mahsulotni
tagsimlanishi, iste’molchiga yetkazilishi, sotilishi iste’mol qilish davridagi servis
jarayonlari hamda yangi iste’molchini yaratish bilan bog‘liq bozor-marketing
faoliyatiga aylandi. Mazkur jarayon ilmiy-texnika progressi va uning yutuqlarini ishlab
chiqarishga joriy etish natijasida, aynigsa, XX asrning ikkinchi yarmidan boshlab
dunyo mamlakatlari ichida eng rivojlangan hamda yangi kichik industrial davlatlarning
vujudga kelishi bilan bog‘liq. Jahon bozorlarida raqobat kurashini keskinlashuvi
transmilliy korporatsiyalarni shakllanishiga, chetga kapital eksport qilishning
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kuchayishiga va oxir-oqibatda jahon xo°jaligini baynalminallashuvi va globallashuviga
olib kelmoqda. Bundan jarayonlarda korxonalarning raqobatda omon qolishi va bozor
faoliyatlarining samarali amal qilish mexanizmlari nafagat ularning raqobatlashish
qobiliyatiga, balki iste’molchilar muammolarini tezkor va samaraliroq yechishga
harakat qilishini talab etmoqda. Bunday holatda har ganday biznes uchun eng
maqsadga muvofiq yo‘nalishlarni marketing va innovatsiyalar ta’minlab bermoqda.

Innovatsiyalar, birinchi navbatda, ishlab chigarish jarayoni bilan bog‘liq bo‘lib,
keyingi navbatda innovatsion mahsulotlarga qaratiladi. Ko‘plab tadqiqotlarda bu ikki
innovatsiyalar bilan birga tashkiliy va boshqarish bilan bog‘liq innovatsiyalar ham
ajratilib ko‘rsatiladi[4]. O‘zbekistonda amalga oshirilayotgan tadqiqotlarda marketing
innovatsiyalari va innovatsion marketing strategiyalari bo‘yicha ko‘plab tadqiqotlar
olib borilgan. Jumladan, innovatsion marketing bo‘yicha Toshkent davlat igtisodiyot
universitet olimlari ilk o‘quv qo‘llanmalar nashr etgan. Mazkur darslikda innovatsion
marketingning mohiyati va mazmuni bo‘yicha umumlashtirilgan yangi ilmiy-nazariy
bilimlar, uslubiy tavsiyalar, innovatsion turlari hamda uni korxonalar faoliyatiga tatbiq
etish yo‘llari va usullari, innovatsion marketingni rivojlantirishning konseptual
yo‘nalishlari aks ettirilgan[5].

Mahalliy olimlar tomonidan innovatsion marketing strategiyalaridan korxonalar
amaliyotida foydalanishning ilmiy va amaliy muammolariga bag‘ishlangan
dissertatsiyalar 2015-yildan keyingi davrlarda himoya qilina boshlangan. Jumladan,
O‘zbekiston avtomobil transporti tizimida innovatsion marketing faoliyatini
takomillashtirishga qaratilgan tadqiqotlar A.J. Qaxxorov tomonidan amalga oshirilgan.
Mazkur tadqiqotda innovatsiyalarni bozorga kiritish strategiyasini ishlab chiqish va
yangi mahsulotni bozorda mustahkam o‘rin egallashini ta’minlash hisoblanib,
korxonalarning an’anaviy marketingdan farqli ravishda innovatsion marketingning
vositalari asosida bozorini tadqiq etish, kuzatish, konyunkturasini tahlil gilish, talabni
shakllantirish, iste’molchilar xulg-atvori bo‘yicha bozor segmentlarini ishlab chiqish
faoliyatlari sifatida qgaralgan.[6] Keyingi dissertatsion tadqiqot T.A. Akramov
tomonidan olib borilgan bo‘lib, innovatsion marketing strategiyalaridan foydalanish
asosida avtomobil sanoati korxonalari raqobatbardoshligini ta’minlashga garatilgan
tadqiqotlar olib borilgan.[7]

Sharipov K., Shokamolov Sh.lar tomonidan avtosanoat korxonalarida innovatsion
marketing tizimidan foydalanish imkoniyatlariga bog‘liq takliflar, yo‘nalishlar belgilab
berilgan hamda avtosanoat korxonalari innovatsion faoliyatini tashkil etishning
umumiy metodikasi taklif etilgan.[8] Maraimova U.I. tomonidan kichik biznes va
xususiy  tadbirkorlik  faoliyatini  rivojlantirishda  innovatsion  marketing
strategiyalaridan foydalanish yo‘llari ko‘rsatib berilgan.[9]

Umuman olganda, marketing innovatsiyalari keng doirada tadqiq etilishi lozim
bo‘lgan ko‘p tizimli yondashuvlarni ishlab chiqish asosiy masalalar qatorida turibdi.
Ushbu konseptual yondashuvlar innovatsion marketingni keng qamrovda tahlil qilish
va uni marketingni alohida sohasi sifatida o‘rganishning dolzarbligini belgilab berish
bilan bir qatorda, iqtisodiyotning sohalari, ayniqgsa, savdo uchun muhim ahamiyatga
ega ekanligini ko‘rish mumkin.
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METODOLOGIYA

Mazkur maqolada chakana savdo xizmatlarida marketing innovatsiyalaridan
foydalanish bo‘yicha xalgaro tajribalardagi eng asosiy tendensiyalar aniqlanadi.
Chakana savdo tarmogqlarini bargaror rivojlanish magsadlarida amalga oshirilayotgan
innovatsiyalar xalgaro ilmiy tadgiqotlar va eng yirik chakana savdo tarmoglari
tajribalaridan kelib chiggan holda tizimlashtirish amalga oshiriladi. Umuman olganda,
chakana savdodagi innovatsion faoliyat mijozlar tajribasini oshirish, operatsiyalarni
tartibga solish va tobora kuchayib borayotgan raqobat bozorida o°sishni
rag‘batlantirishga qaratilgan keng ko‘lamli strategiya va texnologiyalar aniglanib,
ulardan O°‘zbekiston chakana savdo tarmoqlarida foydalanish imkoniyatlari belgilab
beriladi.

TAHLIL VA NATIJALAR

Chakana savdo korxonalari ragobatbardoshlikni saglab golish, rivojlanayotgan
iste’molchilar ehtiyojlarini qondirish va chakana savdo landshaftidagi o‘zgarishlarga
moslashish uchun turli innovatsion faoliyat bilan shug‘ullanadi. Chakana savdo
korxonalari tomonidan keng targalgan innovatsion faoliyatlar quyidagilardir:

Omnichannel (ko‘pkanalli) chakana savdo: Chakana sotuvchilar tobora ko‘proq
0zig-ovgat va noozig-ovqat do‘konlari, elektron tijorat platformalari, mobil ilovalar,
jjtimoly media va boshqalar kabi turli savdo kanallarini birlashtirgan ko‘pkanalli
strategiyalardan foydalanmogda. Ushbu yondashuv mijozlarga bir nechta aloga
nuqtalarida uzluksiz xarid qilish tajribasini tagdim etadi.

Shaxsiylashtirish: Chakana sotuvchilar xarid qgilish tajribasini shaxsiylashtirish
uchun ma’lumotlar tahlili va mijozlar tushunchasidan foydalanadilar. Bunga shaxsiy
imtiyozlar va xaridlar tarixi asosida moslashtirilgan mahsulot tavsiyalari, magsadli
marketing xabarlari, moslashtirilgan aksiyalar va moslashtirilgan chegirmalar kiradi.

Bosish va yig‘ish xizmatlari (Click-and-Collect Services): Ko‘pgina chakana
sotuvchilar bosish va yig‘ish yoki do‘konda onlayn xarid qilish (click-and-collect or
buy-online-pick-up-in-store (BOPIS)) xizmatlarini taklif gilishadi, bu esa mijozlarga
mahsulotlarni onlayn xarid qilish va ularni jismoniy do‘kon joyidan olish imkonini
beradi. Bu savdo shoxobchalarida mijozlar harakatiga qulaylik yaratadi.

Kengaytirilgan haqiqat (AR) va virtual haqgiqat (VR): Ba’zi chakana savdo
shoxobchalari xarid qgilish tajribasini yaxshilash uchun AR va VR texnologiyalaridan
foydalanadilar. Misol uchun, AR-ni qo‘llab-quvvatlaydigan ilovalar xaridorlarga
Kiyimni deyarli sinab ko‘rish yoki mebel sotib olishdan oldin ularning uylarida qanday
ko‘rinishini tasavvur qilish imkonini beradi.

Zamonaviy to‘lov turlari: mobil to‘lov texnologiyalarining yuksalishi va gigiyena
va xavfsizlikka e’tibor kuchayishi bilan ko‘plab chakana sotuvchilar mobil hamyonlar,
diskont kartalar va QR kodli to‘lovlar kabi kontaktsiz to‘lov yechimlarini joriy
gilishmoqda.

Robototexnika va avtomatlashtirish: chakana sotuvchilar robototexnika va
avtomatlashtirishdan o‘z faoliyatining turli jihatlarida, jumladan, inventarizatsiyani
boshqarish, buyurtmalarni bajarish va mijozlarga xizmat ko‘rsatishda foydalanishni
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o‘rganmoqdalar. Bu samaradorlikni oshirishga, mehnat xarajatlarini kamaytirishga va
umumiy xarid tajribasini yaxshilashga yordam beradi.

Obuna xizmatlari: ba’zi chakana sotuvchilar obunaga asoslangan xizmatlarni
taklif gilishadi, bu yerda mijozlar mahsulot yoki xizmatlarni muntazam ravishda olish
uchun takroriy to‘lovni to‘laydilar. Ushbu model chakana sotuvchilar va mijozlar
uchun prognozni ta’minlaydi va mijozlarning sodiqligini oshiradi.

Barqarorlik tashabbuslari: ko‘pgina chakana sotuvchilar qadoglash chiqindilarini
kamaytirish, ekologik toza mahsulotlarni taklif qilish, qayta ishlash dasturlarini targ‘ib
qilish va energiya tejaydigan amaliyotlarni qo‘llash kabi barqarorlik tashabbuslarini
amalga oshirmoqda. Ushbu sa’y-harakatlar atrof-muhitga e’tiborli iste’molchilarni jalb
qiladi va brendning farqlanishiga hissa qo‘shadi.

ljtimoiy tijorat: chakana sotuvchilar mijozlar bilan mulogot gilish, mahsulotlarni
namoyish qilish va bevosita ijtimoiy media kanallarida tranzaksiyalarni osonlashtirish
uchun ijtimoiy media platformalaridan foydalanadilar. Ijtimoiy tijorat ijtimoiy tarmoq
va elektron tijorat o‘rtasidagi chegaralarni yo‘qotib, xaridlarni yanada interaktiv va
qulay giladi.

Tajribali chakana savdo: chakana sotuvchilar interaktiv displeylar, do‘kon
ichidagi tadbirlar, qalqib chiquvchi do‘konlar tajribalari kabi elementlarni o‘z ichiga
olgan holda immersiv va tajribali xarid gilish muhitini yaratadilar. Bu jismoniy
do‘konlarga piyoda trafigini oshirishga yordam beradi va mijozlarga unutilmas xarid
gilish tajribasini beradi.

Chakana savdoda innovatsion faoliyatning tashkiliy shakllarining tasnifi juda
xilma-xildir. O‘zbekiston Respublikasining “Innovatsion faoliyat to‘g‘risida”gi
qonunida innovatsiyalar quyidagi turlarga bo‘linishi belgilab berilgan:

mahsulotga oid innovatsiyalar — texnik va texnologik jihatdan yangi yoKi
takomillashtirilgan mahsulotni (ishlarni va xizmatlarni) ishlab chigishga hamda joriy
etishga garatilgan innovatsiyalar;

jarayonga oid innovatsiyalar — texnik va texnologik jihatdan yangi yoki
takomillashtirilgan ishlab chiqarish yoxud ta’lim usullarini ishlab chiqish va joriy
etishga, shuningdek, texnologiyalar transferini amalga oshirishga qaratilgan
innovatsiyalar;

marketingga oid innovatsiyalar — mahsulotlarning dizayni va gadoglaridagi
o‘zgarishlarni qamrab oluvchi yangi yoki takomillashtirilgan usullarni joriy etishga,
mahsulotni (ishlarni va xizmatlarni) sotish va taqdim etishning yangi usullaridan
foydalanishga, vyangi narxlash strategiyalarini  shakllantirishga qaratilgan
innovatsiyalar;

tashkiliy innovatsiyalar — biznesni tashkil etish va yuritish, ish o‘rinlarini tashkil
etish va tashqi alogalarni yo‘lga qo‘yishning yangi yoki takomillashtirilgan usullarini
joriy etishga garatilgan innovatsiyalar.[10]*

Albatta mazkur tasnif barcha xo‘jalik yurituvchi subyektlar faoliyatida, jumladan,
chakana savdo sohalarida ham qo‘llaniladi. Bunday innovatsilardan foydalanish barcha

! O¢zbekiston Respublikasining “innovatsion faoliyat to‘g‘risida”gi Qonuni. O‘zbekiston Respublikasi qonun xujjatlari
to‘plami. QHMMB: 03/20/630/1101-son 24.07.2020-y.
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korxonalarda o‘zining bozor imkoniyatlarini oshirish bilan birga innovatsion
salohiyatini namoyon etadi.

Chakana savdo korxonasining ishlash sifati uning innovatsion rivojlanish
parametrlari bilan ham o‘zaro bog‘liqdir. Biroq, chakana savdo korxonalarining
innovatsion rivojlanish darajasi ko‘p jihatdan ushbu korxonalarning innovatsion
salohiyati darajasiga bog‘lig. Shu munosabat bilan, doimo o°zgarib turadigan bozor
mubhiti sharoitida korxonaning asosiy vazifasi uning innovatsion salohiyati darajasini
har tomonlama tahlil gilish va baholashdir.

IiImiy adabiyotlarda chakana savdo korxonalarining innovatsion salohiyatini va
uning tuzilishini aniqlashda ko‘plab yondashuvlar mavjud. Biroq, asosiy yondashuvda
esa chakana savdo Kkorxonalarining innovatsiyalarni joriy etishga tayyorligi
tushuniladi; chakana savdo korxonasi uchun innovatsion faoliyatni amalga oshirish
uchun zarur bo‘lgan resurslar mavjudligiga e’tibor garatiladi.

Chakana savdo korxonasining innovatsion salohiyati ikkita asosiy komponentdan
iborat: moddiy va intellektual resurslarning innovatsion salohiyati. Moddiy resurslarga
asosty fondlar, aylanma mablag‘lar, chakana savdo korxonalarining moliyaviy-
iqtisodiy holati kiradi. Intellektual resurslarga boshgaruv resurslari, nomoddiy aktivlar
va mehnat resurslari kiradi. Har bir blok 0‘z yo‘nalishi bo‘yicha tagsimlanishi mumkin.
Masalan, nomoddiy aktivlarga axborot-kommunikatsiya resurslari, marketing
resurslari, savdo va texnologik jarayonlar, biznes konsepsiyasi, chakana savdo
korxonasining strategiyasi va imiji kiradi (1-rasm).

Chakana savdo korxonasining innovatsion

salohiyati
Moddiy resurslar Intellektual resurslar
> Boshqaruv resurslari Korxonaning asosiy fondlari <
> Nomoddiy resurslar Korxonaning joriy aktivlari <
> Mexnat resurslari Korxonaning moliyaviy manbalari <

1-rasm. Chakana savdo korxonasining innovatsion salohiyatining asosiy
komponentlarit
Chakana savdo korxonasining intellektual salohiyati innovatsiyalarni ishlab
chiqish va amalga oshirishda asosiy rol o‘ynaydi va moddiy boyliklar qo‘shimcha
funksiya sifatida gqaralishi mumkin. Ushbu qoidaga ko‘ra, chakana savdo
korxonalarining innovatsion salohiyatini rivojlantirish fagat uning barcha
bo‘linmalarini rivojlantirish orqali amalga oshirilishi kerak.

L Muallif ishlanmasi
[
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Umuman olganda chakana savdo korxonalarining innovatsion salohiyati uning
bozorga moslashishi, unda samarali va uzoq muddat faoliyatini ta’minlovchi moddiy
va nomoddiy aktivlari sifatida garash mumkin. Biroq chakana savdo korxonasining
innovatsion marketing salohiyati ham zaruriy element sifatida ko‘rib chiqilishi kerak.
Chakana savdo korxonasining innovatsion marketing salohiyati uning xaridorlarni jalb
qilish, sotishni rag‘batlantirish va bozorda ajralib turish uchun turli strategiyalar,
texnologiyalar va yondashuvlardan kreativ tarzda foydalanish qobiliyatini tushunish
magsadga muvofiq.

Chakana savdo korxonalarining innovatsion marketing salohiyati ganchalik
yuqori bo‘lsa, marketing faoliyati va innovatsion marketing strategiyalaridan
foydalanish imkoniyatlari shunchalik yuqori bo‘ladi.

Har qanday korxonaning asosiy maqgsadi bo‘lgani kabi chakana savdo
korxonalarining umumiy maqsadlari bozor faoliyatini rivojlanishini ta’minlash va
ularning tovarlar va xizmatlar bozorida ragobatdosh ustunligini mustahkamlashdan
iboratdir. Shuningdek chakana savdoning asosiy vazifalari sifatida quyidagilarni
keltirib o‘tish mumkin:

1. Tovar va xizmatlar bozorining muayyan segmentida iste’molchilarning yuqori
sifatli tovar va xizmatlarga bo‘lgan ehtiyojlarini to‘liq va oz vaqtida qondirish;

2. Chakana savdo korxonalarida xizmat ko‘rsatish sifati darajasini oshirish;

3. Savdo va texnologik operatsiyalarni bajarish uchun barcha resurslarning
xarajatlarini kamaytirish. Ular foydani ko‘paytirish va undan samarali foydalanishga
hissa qo‘shadilar;

4. Savdo faoliyati bilan bog‘liq biznes risklari darajasini pasaytirish.

Birog zamonaviy sharoitda chakana savdo korxonalari bargaror rivojlanish
magsadlari bilan faoliyat maqsadlarini uyg‘unligi ta’minlanishi ham talab etilmoqda.

XULOSA VA TAKLIFLAR

Amalga oshirilgan tahlillar asosida chakana savdo korxonasida bargaror
rivojlanishga yo‘naltirilgan innovatsion marketing strategiyalaridan foydalanish asosiy
amaliyot sifatida garatilishi lozim. Chakana savdo korxonasi bargaror rivojlanishga
yo‘naltirilgan innovatsion marketing strategiyalarining asosiy komponentlari sifatida
quyidagilar tavsiya etiladi:

1. Yashil mahsulot takliflari: marketing kampaniyalarida organik, adolatli savdo,
qayta ishlangan yoki mahalliy manbalar kabi ekologik toza mahsulotlarni ta’kidlash.
Bu iste’molchilarni ushbu mahsulotlarning ekologik foydalari va ularning barqarorlik
magsadlariga qo‘shgan hissasi haqida ma’lumot berishni o‘z ichiga oladi.

2. Shaffoflik va kuzatuvchanlik: iste’molchilar bilan ishonchni mustahkamlash
uchun mahsulotlarni olish, ishlab chigarish va yetkazib berish zanjiri hagida shaffof
mulogot qgilish. QR kodlari, blokcheyn texnologiyasi yoki mahsulotlarning kelib
chigishi va atrof-muhitga ta’siri haqida batafsil ma’lumot berish uchun boshqa
vositalardan foydalanish.

3. Ta’lim dasturlari: Barqarorlik muammolari haqida xabardorlikni oshirish va
iste’molchilar o‘rtasida ekologik toza xatti-harakatlarni targ‘ib qilish uchun ta’lim
marketing kompaniyalarini boshlash. Bu chigindilarni kamaytirish, energiyani tejash
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yoki barqarorroq xarid qarorlarini gabul qilish bo‘yicha maslahatlar almashishni oz
ichiga olishi mumkin.

4. O‘zaro munosabatlar marketingi: atrof-muhitni muhofaza qilish tashkilotlari
bilan hamkorlik qilish yoki marketing kampaniyalari orqali ijtimoiy sabablarni qo‘llab-
quvvatlash. Bu brendni iste’molchilar bilan rezonanslashadigan sabablar bilan
moslashtirishni va kompaniyaning ijtimoiy va ekologik mas’uliyatga sodiqligini
bildirishni 0‘z ichiga oladi.

5. Aylanma igtisodiyot tashabbuslari: marketing tashabbuslari orgali mahsulotni
gayta ishlatish kabi aylanma iqtisodiyot tamoyillarini ilgari surish. Bu mahsulotning
mustahkamligini ta’kidlash, ta’mirlash xizmatlarini taklif qilish yoki mijozlarni
ishlatilgan mahsulotlarni gayta ishlash uchun qaytarishni rag‘batlantirishni oz ichiga
olishi mumkin.

6. Qadoglash bo‘yicha innovatsiyalar: gqadoqlash chiqgindilarini kamaytirish va
mahsulotni gadoglashda ekologik toza gadoqglash materiallaridan foydalanish. Bu
atrof-muhitga ta’sirni minimallashtirish uchun biologik parchalanadigan materiallar,
minimal gadoqglash dizayni yoki qayta ishlatiladigan gadoglash variantlari kabi
gadoglash innovatsiyalarini rag‘batlantirishni o‘z ichiga oladi.

7. Yashil marketing targ‘iboti: risolalar, kataloglar va reklama materiallari kabi
garovni sotish uchun bargaror materiallar va bosib chigarish texnikasidan foydalanish.
Bu an’anaviy bosma materiallarga qayta ishlangan qog‘oz, soya asosidagi siyohlar
yoki ragamli muqobillarni tanlashni 0z ichiga oladi.

8. Ijtimoiy jamoalar yaratish: iste’molchilarni bargarorlik tashabbuslariga jalb
qilish va ishtirokni rag‘batlantirish uchun onlayn platformalar yoki ijtimoiy media
kompaniyalarini yaratish. Bu barqaror turmush tarzini tanlashni targ‘ib qilish va
iste’molchilar o‘rtasida tegishlilik tuyg‘usini rivojlantirish uchun interaktiv
viktorinalar, muammolar yoki jamoat forumlarini o‘z ichiga olishi mumkin.

9. Xodimlarni himoya gilish: xodimlarga barqarorlik tashabbuslarini himoya
gilish va ichki hamda tashqi aloga kanallari orqali oz tajribalarini baham ko‘rish
imkoniyatini berish. Bu xodimlarni barqarorlik amaliyotiga o‘rgatish, ularning
hissalarini tan olish va ularni barqarorlik uchun brend elchilari bo‘lishga undashdan
iborat.

Barqgaror rivojlanish tamoyillarini innovatsion marketing strategiyalariga
integratsiyalashgan holda, chakana savdo korxonasi nafagat atrof-muhitga e’tiborli
iste’molchilarni jalb qilishi, balki bozorda raqobatdosh ustunlikni yaratish bilan birga
kengroq ijtimoiy va ekologik maqsadlarga ham hissa qo‘shishi mumkin.

Chakana savdodagi bunday barqgarorlik tamoyillarini ilgari surish nafagat uzoq
muddat bozorda yashab qolishni ta’minlaydi, balki ijtimoiy yo‘naltirilgan savdo
biznesini tashkil etishning ustuvor yo‘nalishi ham hisoblanadi.

So‘nggi yillarda tobora ko‘payib borayotgan chakana sotuvchilar nafagat
obro‘sini oshirish, balki ularning xabardorligini oshirish, ishonchini oshirish yoki
magqsadli guruhlarning kompaniyaga bo‘lgan qiziqishini oshirish maqsadida yashil
marketingga oid tadbirlarni amalga oshirmoqda. Ushbu harakatlar choralar oxir-ogibat
mijozlarning chakana sotuvchilarni qanday qabul qilishiga ijobiy ta’sir ko‘rsatadi.
Iste’molchilar ongida to‘g‘ri, ijobiy va faol imij shakllantirilgandan so‘ng, ularning
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sodigligini qozonish imkoniyati sezilarli darajada oshadi, bu esa kompaniyaning
ragobatbardoshligini oshirishga va maqgsadli bozorga yaginlashish samaradorligini
oshirishga olib keladi. O‘tkazilgan ish stoli tadqiqotlariga asoslanib, barcha chakana
sotuvchilar gayta ishlashda keng ishtirok etmoqdalar, ular ozig-ovgat va noozig-ovgat
sohasida salomatlik va barqarorlik tushunchalarini tobora ko‘proq qadrlashmoqda, ular
qadoglash jarayonlarini optimallashtirishga jiddiy e’tibor qaratmoqdalar, hech
bo‘lmaganda, ular o‘zlarining maqgsadli segmentlarini ekologik toza ta’limga
aralashishga tayyor. Joriy magola chakana sotuvchilarning ragobatdosh ustunliklarini
rivojlantirish va mustahkamlash, boshga raqobatchilardan to‘g‘ri farqlash va
iste’molchilar ongida o‘zlarini joylashtirish uchun ko‘rayotgan dolzarb chora-
tadbirlarini ta’kidlab, yashil marketingning biologik xilma-Xillik va atrof-muhitni
muhofaza qilish harakatlariga ta’sirini o‘rganishga harakat qiladi.
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Annotatsiya

Mazkur maqgolada korxonalarga investitsiyalarni jalb gilish bilan bugungi kunda
mamlakatimiz iqgtisodiyoti uchun korxonalar import tovarlari o‘rnini bosuvchi
mahsulotlarni ishlab chigaradigan korxonalarni qurish, aholi uchun yangi ish
o‘rinlarini ochish, korxonalar ishlab chiqgarishini kengaytirish va strategik
rivojlanishini ta’minlovchi omil , ishlab chigarish jarayoniga yangilangan texnika va
texnologiyalar joriy etish ko‘rib chigilgan.

Kalitli ~ so‘zlar:  korxona, investitsiya, tovar, strategiya, jarayon,
subyekt,infratuzilma.

AHHOTALIUA

B naHHOW cTaTtbe NPHUBICYEHWE WHBECTULIMN HA MNPEANPUATHS SABISETCS
(dakTopoM,  00ECHEUMBAIONIMM  CTPATErMYECKOE  pPa3BUTHE  MPEANPHUATHI,
CTPOMUTENBCTBO  MNPEANPHUATHH,  BBIMYCKAOIMMX  MPOAYKLIHUIO, 3aMEHIAOIIYIO
MMIIOPTHBIE TOBAphI, CO3JaHUE HOBBIX PA0OYMX MECT JJI1 HACEJICHHs, PacCIIMpEHUE
MMPOU3BOJCTBA Ipeanpusatuid u JIg CTpaTerndeckoro pas3BUTUA MPEANPUITHI
HSKOHOMUKH HAIlEH CTpaHbl CErOJHS OBLIM pacCMOTPEHbl OOHOBJIEHHBIE METOJIbI U
TEXHOJIOTUH.

Kuarwuessie ciaosa: [Ipeanpustue, ”HBECTULIMU, TPOAYKT, CTpATErUsl, IMPOLIECC,
npeanpusaTue, UHOPacTpyKTypa.

Abstract

In this article, attracting investments to enterprises is a factor that ensures the
strategic development of enterprises, the construction of enterprises that produce
products that replace imported goods, the creation of new jobs for the population, the
expansion of enterprises’ production and the strategic development of enterprises for
the economy of our country today. updated techniques and technologies were
considered for the process.

Key words: Enterprise, investment, product, strategy, process, entity,
infrastructure.

KIRISH

Hozirgi kunda korxonalarning ijtimoiy-igtisodiy jihatdan taraqqiy etishi, har
qanday faoliyat yuritayotgan xo‘jalik yurituvchi subyektlarning moliyaviy bargarorligi
bevosita investitsiya jarayoniga bog‘liqdir. Har bir ishlab chigaruvchining rivojlanish
strategiyasining asosiy yo‘nalishi milliy igtisodiyotga investitsiya mablag‘larini jalb
etishga garatilishi zarurdir.

Korxonalarni iqgtisodiy jihatdan rivojlanishi korxonalarning iqtisodiy jihatdan
I ——
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yugori rivojlanish darajasiga yetkazib olishni magsad gilgan korxonalar uchun
mamlakatning investitsion jozibadorligini tadqiq etish, investitsiya mablag‘larini ichki
kapital resurslar hamda xorijiy investitsiya va kreditlar asosida ko‘payishiga erishish
bo‘yicha taklif va tavsiyalar ishlab chigish muhim ahamiyat kasb etadi.

Investitsiya resurslarini o‘z vaqtida korxonalar igtisodiyotiga jalb qilish
imkoniyati bo‘lmagan, pul mablag‘lari tanqisligini mavjud bo‘lgan korxonalar
Ijtimoiy-iqtisodiy rivojlanish bo‘yicha korxonalar darajasidan ancha orqaga qolib
ketishiga olib keladi.

ADABIYOTLAR SHARHI

Xorijiy tajribalarga tayanib shuni ta’kidlash lozimki korxonaning bozordagi
raqobatbardoshligi uning bozorga yo‘naltirilgan siyosatining samaradorligi bilan
belgilanadi. Korxonalar uchun mamlakatning investitsion jozibadorligini tadqiq etishni
rivojlantirish va ularni amalda qo‘llash bo‘yicha ko‘plab iqtisodchi olimlar
shug‘ullanib kelgan. Ular gatoriga L.P. Kurakov, M.V. Ignatev, A.V. Timiryasova,
M. Berman, M. Golubkov, P. Samuelson, D. Marshall kabi tanigli olimlarni
Kiritishimiz mumkin.

Mamlakatimizda qator yillar davomida marketing sohasida olib borilgan
izlanishlar milliy xususiyatlardan kelib chiqgan olda marketing nazariyasini
rivojlantirishga katta hissa qo‘shgan olimlarni ham e’tirof etish lozim. Bularga J.
Zaynalov, YO. Abdullaev, A. Saliev, M. SHarifxo‘jaecv, D. Raximova,
SH. Ergashxodjaeva, Sh. Musayeva va boshqgalarni kiritish mumkin

O‘zbekistonda 2017-2021- yillarda O°‘zbekiston Respublikasini yanada
rivojlantirish bo‘yicha “Harakatlar strategiyasi” doirasida igtisodiyotni liberallashtirish
va boshqaruvda davlat aralashuvini kamaytirishga, ishlab chigarishni modernizatsiya,
diversifikatsiya qilishga, investitsiyalarni jalbgilish va investitsion mubhitini
yaxshilashga, bo‘sh ish ofrinlarini yaratish hamda fugarolarning moddiy
farovonligining o‘sishiga yo‘naltirilgan chuqur iqtisodiy va ijtimotiy islohotlar amalga
oshirilmoqda.

Korxonalarga investitsiyalarni jalb etish vositalaridan biri hisoblangan erkin
igtisodiy zonalar, texnoparklar va kichik sanoat zonalarni tashkil etish, ularning
faoliyat samaradorligini oshirish borasida olib borilayotgan ishlar muhim ahamiyat
kasb etmoqda.

Korxonalar investitsion faoliyati tahlili uzoq iqtisodiy tarixiy o‘tmishga ega, ya’ni
iqtisodiy fanlar tarixida ko‘plab iqtisodchi olimlar tomonidan tadqiq qilingan va
o‘rganilgan. Iqtisodiyot fani tarixidagi investitsiyalar va kapital qurilmalar
nazariyasining ilmiy tarzda talqin etilishida siyosiy iqtisod vakillari bo‘lmish A.Smit
va D. Rikardo, J. Mill va “Marjinal inqilob” namoyondalaridan O.Bem-Baverk
kapitalning xususiy konsepsiyasi yaratuvchilaridan hisoblanadi.

TADQIQOT METODOLOGIYASI

Tadgiqot jarayonida tizimli yondashuv, mavhum-mantiqgiy fikrlash, guruhlash,
tagqoslash, omilli tahlil, tanlab kuzatish usullaridan foydalanildi.
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TAHLIL VA NATIJALAR

Korxonalarga investitsiyalarni jalb gilish bilan bugungi kunda mamlakatimiz
iqtisodiyoti uchun korxonalar quyidagi imkoniyatlarni tagdim yaratib beradi:

- import tovarlari o‘rnini bosuvchi mahsulotlarni ishlab chigaradigan korxonalarni
qurish;

- aholi uchun yangi ish o‘rinlarini ochish;

- korxonalar ishlab chigarishini kengaytirish va strategik rivojlanishini
ta’minlovchi omil bo‘lgan korxonalarning xususiy kapital hajmini oshiradi;

-korxonalarda ishlab chigarish jarayoniga yangilangan texnika va texnologiyalar
o‘rnatiladi va buning natijada ragobatbardosh milliy mahsulotlar ishlab chigariladi;

- korxonalarni xorijiy korxona va tashkilotlar bilan integratsiyasi amalga oshadi.

Shu o‘rinda aytish mumkinki, investitsiyalar mamlakat igtisodiyoti darajasida
yoki korxona iqtisodiyoti darajasida ham iqtisodiy o‘sishni ta’minlashda muhim
ahamiyat kasb etadi.

Milliy ishlab chigaruvchi korxonalar igtisodiy faoliyatiga investitsiyalarni jalb
etish uchun ma’lum bir chora-tadbirlarni bajarishlari zarur.

strategik istigbolga ega bo‘lgan biznes-rejaga ega bo‘lishlari lozim;

ijjobiy faoliyat yuritib kelayotgan bo‘lishi investorlarni ishonchiga kira oladigan
bo‘lishi zarur;

korxona shaffof va ochiq faoliyat yuritishlari lozim. Buning uchun korxona
buxgalteriya hisobi hujjatlari talab darajasida va korxona faoliyati bo‘yicha yakuniy
natijalar jamiyat a’zolariga ochiq e’lon qilinishi zarur.

Yugqoridagilardan kelib chiqib, ta’kidlash joizki, investorlarning korxona
iqgtisodiyotiga kapital mablag‘lari kiritishi ko‘p jihatdan korxonalar reytingi yoki
xo‘jalik faoliyati natijalariga, balki mamlakatning siyosiy bargarorligi va davlat
tomonidan olib borilayotgan siyosatiga ham bog‘liq. Investorlar korxonalarga kapital
mablag‘larini yo‘naltirish uchun eng bargaror korxonalar faoliyatini tanlaydilar.
Shuning uchun barcha korxonalar imkon gadar investitsion riskni kamaytirishga oid
ishlarni bajarishga harakat giladilar. Xorijiy korxonalar kabi bizning mamlakatimizda
ham korxonalar investitsiya muhitining jozibadorligini oshirish uchun ma’lum bir
chora-tadbirlarni amalga oshirmogda. Shu bilan korxonalar o‘z faoliyatiga zarur
bo‘lgan investitsiyalarni jalb gilish uchun mamlakatda investorlarga munosib shart-
sharoitlar yaratishda quyidagi omillar muhim ahamiyat kasb etadi:

investorlar uchun mamlakatdagi siyosiy bargarorlik;

mulk to‘g‘risida qonunchilikning shakllanganligi;

igtisodiyotda investitsiya jarayonlari uchun infratuzilmaning yaratilganligi;

mamlakatning qulay geografik joylashuvi;

ishlab chigarishni  rivojlantirishi va mamlakatning mineral-xomashyo
resurslariga boyligi;

yugori malakaga ega kadrlarning mavjudligi;

ichki bozorni yetarli darajada kengligi.

Investorlar uchun berilgan imtiyozlar va moliyaviy rag‘batlantirishlar
investitsiyaviy jozibadorlikning muhim omili hisoblanadi. Bu imkoniyatlarni
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yaratilganligi esa to‘g‘ridan to‘g‘ri xorijiy investitsiyalarni ishlab chigarish sohasida,
xususan, eksport salohiyati yuqori bo‘lgan korxonalarga yo‘naltirilishini ta’minlaydi.

Investitsiyalarni korxonalarga jalb qilishning muhim yo‘nalishlaridan biri —
mamlakatimizda maxsus iqtisodiy  zonalarni  shakllantirish  hisoblanadi.
Mamlakatimizda Navoiy, Jizzax, Angren, G*‘ijduvon, Qo‘qon, Urgut, Xazorasp erkin
igtisodiy zonalari tashkil etilib, ular bugungi kunda o‘z faoliyatlarini samarali
yuritishmoqda va ichki bozor uchun zaruriy mahsulotlar bilan ta’minlab kelmoqda.

Oxirgi 1kki yilda mamlakatimiz iqtisodiyotiga yo‘naltirilgan kapital
investitsiyalarni moliyalashtirish manbalari hajmi va uning tarkibidagi o‘zgarishlarga
e’tiborimizni garatsak, unda investitsiyalar hajmining keskin ortganligini va tarkibi
sifat jihatidan yaxshilanganligini ko ‘rishimiz mumkin.

2023 yil ma’lumotlari bo‘yicha asosiy kapitalga kiritilgan investitsiyalar hajmi
2022 yilga nisbatan o‘sish sur’ati 118,1 foizga ko‘payib, 107333,0 mlrd so‘mni tashkil
etdi. Moliyalashtirish manbalari bo‘yicha olganda korxonalar va aholi mablag‘lari
2018 yilda 39,3 % ni, 2017 yilda 43,9 % ni, O‘zbekiston Respublikasi kafolati ostidagi
kredit mablag‘lari 2022 yilda 6,5% ni, 2023 yilda 15,5 % ni tashkil etgan. Davlat
byudjeti mablag‘lari, korxonalar va aholi mablag‘lari, to‘g‘ridan to‘g‘ri xorijiy
Investitsiya va kreditlar mablag‘lari hajmi kamaygan bo‘Isa, boshqa ko‘rsatkichlar esa
o‘sish tendensiyasiga ega bo‘lgan.

1-jadval
Asosiy kapitalga investitsiyalarning moliyalashtirish manbalari bo‘yicha
tagsimlanishi (foizda)

Ne  |Moliyalashtirish manbalari 2022 2023
yil yil
1  |Davlat byudjeti mablag‘lari 55 3,8
2 |Byudjetdan tashqari jamg‘arma mablag‘lari 3,9 51
3 |Bolalar sportini rivojlantirish jamg‘armasi mablag‘lari 0,3 0,3
4 |Tiklanish va taraggiyot jamg‘armasi mablag‘lari 8,5 7,4
5 |O‘zbekiston Respublikasi kafolati ostidagi kredit mablag*lari 6,5 15,5
6  |Korxonalar mablag‘lari 29,4 28
7 Aholi mablag‘lari 14,5 11,3
8  |To‘g‘ridan-to‘g‘ri xorijiy investitsiya va kreditlar mablag‘lari 20,4 13,7
9  |Tijorat banklari kreditlari va boshga gqarz mablag‘lari 11,0 14,9

Aytish  joizki, korxonalar iqtisodiyotining rivojlanishini  ta’minlashda
investitsiyalar salmog‘ining sezilarli miqdorga ega bo‘lishi 1jobiy holat bo‘lib
hisoblanadi. 2023 yil ma’lumotlariga asosan asosiy kapitalga kiritilgan investitsiyalar
salmog‘i YAIM ga nisbatan — 26,3 % ni tashkil etib, 2022 yilning mos davridagi
ko‘rsatkichiga nisbatan 3,7 % punktga ko‘paydi. Korxonalar iqtisodiy rivojlanish
borasida o‘zining strategik maqgsadlarni amalga oshirish uchun investitsiyalar jalb
qilish hajmini oshirishi lozim bo‘ladi. Buning uchun, birinchidan, investitsiyalarni jalb
qilish bilan bog‘liq korxonada amal qiluvchi mavjud mexanizmni takomillashtirish,
ikkinchidan, korxonada mahsulot ishlab chigarish sifati va hajmini oshirib ichki va
tashqi bozorga kirib borishi lozim.
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XULOSA VA TAKLIFLAR

Ko‘rinib turibdiki, investitsiya mablag‘larini yanada jadal jalb qilish mexanizmini
takomillashtirish bilan bog‘liq bosqichni bosib o‘tishni taqozo etadi, ya’ni, birmuncha
vaqtni talab giladi.

Xulosa qilib aytish mumkinki, yuqoridagi masalalarning ijobiy hal etilishi,
korxonalar faoliyatiga yo‘naltirilgan investitsiyalar hajmining ortishiga, barqaror
igtisodiy o°‘sishni ta’minlashga, pirovardida korxonalarning moliyaviy yuksaltirishga,
xalgimiz farovonligini oshirishga xizmat giladi.

FOYDALANILGAN ADABIYOTLAR RO‘YXATI:

1.0‘zbekiston Respublikasi Prezidentining 2017 yil 7 fevraldagi PF-4947-sonli
“O‘zbekiston Respublikasini yanada rivojlantirish bo‘yicha Harakatlar Strategiyasi
to‘g‘risida” gi Farmoni.

2.Anam Cmut UccnenoBanue o npupoje U NpuyuHax O0orarcTsa HaponoB / M.:
H3xa.:2Oxcemo, 2017 rox;

3.Mum, JIx. C. OCHOBBI MOJUTUYECKOW SKOHOMHHM M HEKOTOPBI? ACHEKTHI MX
npuioxeHus: K comuandHon unocodun. T.1/ Jx. C. Mwut. - M.:IIporpecc, 1980-
1981. - 148 c.; MakposkoHOMHUKA: Y4eOHHUK ISl By30B

4. JLI1.KypakoB, M.B.UrunareB, A.B.TumupsicoBa u Ap.; moa oOm. pen.
JLII.KypakoBa. — M.: U3n-Bo MADII, 2017. — 63 c.; bem-basepk, O. OcHOBBI TEOpUN
CEHHOCTH XO3SIMCTBEHHBIX OJIar.ABCTpUICKAsl MIKOJA MOJUTHYECKOW 3KOHOMHH /
O.bem-baBepk. — M.: Dkonomuka, 1992.-328 c.

5. Mycaesa III.A. Mapketunr tagkukotriapu. dapciaumk «STAR-SEL» MYXK
Hampuér Ba wxkoaui 6ymumu. Camapkana-2023

6.MycaeBa II.A. MHTerpamuamiTpuirad MapKETHHT KOMMyHHKauHﬁCHVKyB
Kyutanma «Maxopat» Hampuétu, Camapkann — 2022

7. MycaeBa IIILA., YcmonoBa JI.M. NuanoBammon wmapketuHr «TURON
EDITION» 2021 #inn yuyH yKyB KyJUTaHMA.

I ————
WWW.MARKETINGJOURNAL.UZ 135



Marketing jurnali 2024-yil, iyul. Ne5-son

BOJXONA TO‘LOVLARINI HISOBLASH, UNDIRISH VA DAVLAT
BYUDJETIGA O‘TKAZISHNING AYRIM MASALALARI

Pardayev Tulkin Nasirovich

Bojxona qo‘mitasi Bojxona instituti dotsenti,
igtisod fanlari nomzodi

e-mail: tulkinpardayev65@mail.ru

Farrux Furqatovich Farxodov
Bojxona qo‘mitasi Bojxona instituti
o‘qituvchi

e-mail: farrux.farxodov@gmail.com

Annotatsiya

Magolada bojxona organlarining fiskal faoliyatni amalga oshirishdagi roli ochib
berilgan. O‘zbekiston Respublikasida bojxona to‘lovlarini hisoblash, undirish va
davlat byudjetiga o‘tkazish jarayonlari tahlil etilgan. Mamlakat fiskal bargarorligini
ta’minlash, iqtisodiyotni rivojlantirish jarayonlarini yanada jadallashtirish magsadida
belgilangan vazifalarni hal etishda bojxona to‘lovlarini o‘rni va ahamiyati ko‘rsatib
o‘tilgan. Bojxona to‘lovlarini undirish mexanizmini takomillashtirish bo‘yicha ilmiy
asoslangan taklif va tavsiyalar berilgan.

Kalit so‘zlar: aksiz solig‘i, bojxona to‘lovlari, bojxona yig‘imlari, davlat
byudjeti, import bojxona boji, qo‘shilgan giymat solig‘i, tashqi savdo.

AHHOTALIUA

B craree packpeiBaeTcs poJib TaMOKEHHBIX OPraHOB B OCYILECTBICHHHU
(buCKaIbHON NESITEIbHOCTH. AHATU3UPYIOTCS MPOIECCHl UCUYHCICHUS, B3UMAaHUS U
3aUMCIICHUS TAMOXKEHHBIX IUIATeXKEeW B TOCYAapCTBEHHBIN Oromker PecnyOmuku
V30ekuctan. Ilokazanbpl pojib U 3HAYCHUE TAMOKEHHBIX IUIATEKEW B PEIICHUU
MOCTABJICHHBIX 3a/lad MO0 OOECMEYeHUI0 (PUCKAIBHON CTAOWJIBHOCTA CTPAHBl H
YCKOPEHHUIO TPOIIECCOB IKOHOMHYECKOTO pa3BUTHs. [[aHbl HaydyHO 00OCHOBaHHBIC
MPEUIOKEHNUSI W PEKOMEHJAIMU 10 COBEPIICHCTBOBAHUIO MEXAaHU3Ma B3UMAHUS
TAMOKEHHBIX IIATEXKEH.

KuiodeBbie cjioBa: AKIM3HBIM HAJIOT, TaMOKCHHBIC IUIATEXKHU, TAMOKEHHBIC
cOOpbI, TOCYAapCTBEHHBIA OIOJKET, BBO3HAs TAMOXKCHHasi MOIUIMHA, HAJIOr Ha
N00aBJIECHHYIO CTOUMOCTbD, BHEIITHSSI TOPTOBJIS.

Abstract

The role of customs authorities in the implementation of fiscal activities is
revealed in the article. The processes of calculating, collecting and transferring customs
fees to the state budget in the Republic of Uzbekistan are analyzed. The role and
importance of customs payments in solving the tasks set in order to ensure the fiscal
stability of the country and to accelerate the processes of economic development have
been shown. Scientifically based suggestions and recommendations on improving the
mechanism of collecting customs fees are given.
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KIRISH

O‘zbekiston Respublikasining boshqa davlatlar bilan xalgaro savdoni rivojlanishi,
mamlakat importi tarkibining optimallashishi va milliy mahsulotlarni ishlab
chigarishning takomillashuvi hamda uning miqdorini ko‘payishi tashqi iqtisodiy
faoliyatning yanada erkinlashuviga sabab bo‘lmoqda.

Mamlakatimizda olib borilayotgan islohotlar samarasini yanada oshirish, davlat
va jamiyat rivojini yangi bosqichga ko‘tarish, iqtisodiyotni modernizatsiya qilish,
davlatning iqtisodiyotdagi ulushini kamaytirish va tarkibiy o°zgartirishlarni
jadallashtirishga garatilgan ishlar izchil davom ettirilmoqda. O‘zbekiston Respublikasi
Prezidentining 2023-yil 11-sentyabrdagi “O‘zbekiston — 2030 strategiyasi
to‘g‘risidagi PF-158-sonli Farmonida mamlakatimizni rivojlantirishni 2030-yilga
bo‘lgan strategiyasida maqsadlar va ularning bajarilishi bo‘yicha samaradorlik
ko‘rsatkichlari belgilandi. Uning 46-maqgsadi “Fiskal barqarorlikni ta’minlash va
davlat majburiyatlarini samarali boshqarish” — 2030-yilda samaradorlik ko‘rsatkichi:
konsolidatsiyalashgan byudjet taqchilligini 2024-yilda yalpi ichki mahsulotga nisbatan
4 %dan va kelgusi yillarda 3 %dan past bo‘lgan migdorda bo‘lishini ta’minlash” kabi
O‘zbekiston Respublikasida fiskal barqarorlikni ta’minlash bilan bog‘liq vazifalar
belgilandi [1].

Yugoridagi magsadlarga, jumladan, davlat byudjeti tagchilligini gisgartirishda
bojxona organlari tomonidan bojxona to‘lovlarini hisoblash, undirish va davlat
byudjetiga o‘tkazish jarayonlaridagi muammolarni o‘rganish, ularni bartaraf etish va
bojxona to‘lovlarini undirish mexanizmini takomillashtirish bo‘yicha ilmiy asoslangan
taklif va tavsiyalar berish hozirgi kunda eng dolzarb masalalardan biridir. Chunki,
bojxona organlari bojxona chegarasi orqali tovarlarni olib o‘tishda bojxona to‘lovlarini
undirish orgali davlat byudjeti daromadlar gismini shakllantirishda bevosita ishtirok
etib, o‘zining fiskal vazifasini bajaradi.

ADABIYOTLAR SHARHI

Bojxona to‘lovlarining mazmun-mohiyati va ularni tashqi savdoni tartibga
solishda qo‘llashning nazariy asoslari bo‘yicha dunyo olimlari turlicha fikrlarni bildirib
o‘tishgan. Quyida ularning ayrimlarini keltirib o‘tamiz:

D.A. Slepov va Ye.V. Chuykovlarning nazarida bojxona to‘lovlari bu bojxona
organlari xodimlari tomonidan hisoblanadigan va federal byudjetning daromadlar
qismini to‘ldiruvchi manbadir [2. 5.192].

V.Yu. Jukovesning fikricha, bojxona to‘lovlari deganda, tovarlarni bojxona
ittifoqining bojxona chegarasi orqali olib o‘tishda bojxona organlariga majburiy
ravishda shaxs tomonidan to‘lanishi kerak bo‘lgan barcha to‘lovlarning yig‘indisi
tushuniladi [3.5.98].

O.Yu. Bakayev bojxona to‘lovlariga: “Belgilangan tartibda bojxona organlari
tomonidan undiriladigan va tovarlarni bojxona ittifogining bojxona chegarasi orgali
olib o‘tishda to‘lanadigan soliq va byudjetga tushadigan soliq va soligdan tashqari
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tushumlar vazifasini bajaradigan majburiy to‘lovlardir”,- deb o‘z ta’rifini bergan
[4.5.28].

Amalga oshirgan ilmiy tadqiqotlarimiz natijalarining ko‘rsatishicha,
V.G. Svinuxov o‘zining ikki ilmiy ishida bojxona to‘lovlariga bir-biridan farq giluvchi
ikkita mutlago boshga-boshqa ta’riflarni bergan. Jumladan, u o‘z ilmiy-tadgiqot
ishlarining birida, bojxona to‘lovlari bu tovarlarni olib kirish yoki eksport qilishda
bojxona organlari tomonidan olinadigan va tovarlarni olib kirish yoki eksport
qilishning zaruriy sharti bo‘lgan majburiy to‘lov sifatida deb ta’rif bergan bo‘lsa, xuddi
shu muallifning 0‘zi 0‘zining boshqga bir asarida bojxona to‘lovlari tushunchasiga ta’rif
berar ekan: “Bojxona to‘lovlari bojxona organlari tomonidan olinadigan, bojxona
chegaralari orqali tovarlarni olib o‘tish bilan bevosita bog‘liq bo‘lgan soliglar va
yig‘imlardir” - deya ta’kidlaydi. Shu bilan birga, ularni to‘lash bojxona protseduralarini
qo‘llashning muhim sharti ekanligini ko‘rsatib o‘tgan [5.s.251].

Shu o‘rinda, bizning fikrimizcha, bojxona to‘lovlariga nisbatan berilgan
ta’riflarni hisobga olgan holda, ularning umumiy kesishuv nuqtalari, umumiy jihatlari,
o‘ziga xo0s xususiyatlari va yuqoridagi tarixiy taraqqiyotda o‘z o‘rniga ega bo‘lib
borgan bojxona to‘lovlariga ularning ijtimoiy-igtisodiy mohiyatini ifodalovchi ta’rifni
berishga urinish ma’lum bir ahamiyatga ega. Bizningcha, yuqorida qayd etilganlarni
inobatga olgan holda bojxona to‘lovlariga ularning mohiyatini ochib berishga xizmat
giluvchi quyidagi eng sodda ta’rifni berishimiz mumkin: bojxona chegarasi orgali olib
o‘tilayotgan tovar-moddiy boyliklar uchun Davlat byudjetining daromadlar gismi
uchun undiriladigan to‘lovlar bojxona to‘lovlari deyiladi[6.277b.].

Bizning fikrimizcha, bojxona to‘lovlariga nisbatan berilgan va ularning ijtimoiy-
iqtisodiy mohiyatini yana to‘liqroq ochib berishga xizmat qiladigan bu ta’rifimiz,
avvalo, o‘zining soddaligi, oddiyligi, tushunarliligi va mohiyatni o‘zida to‘liq
iIfodalanganligi bilan yuqorida berilgan o°‘zgacha ta’riflardan farqlanadi.

METODOLOGIYA

[Imiy tadgigotni amalga oshirishda bojxona to‘lovlariga oid ilmiy va amaliy
adabiyotlar, shu jumladan, O‘zbekistondagi va xorijiy mualliflarning ishlari o‘rganildi.
O‘zbekiston Respublikasining amaldagi qonunlari va normativ-huquqiy hujjatlari
tahlil gilindi.

Bojxona qo‘mitasining oxirgi 5 yillik bojxona to‘lovlari bo‘yicha statistik
ma’lumotlar guruhlandi va solishtirma tahlil usullaridan foydalanilgan.

TAHLIL VA NATIJALAR

Bojxona to‘lovlari bojxona chegarasi orqali tashqi iqtisodiy faoliyat subyektlari
tomonidan tovarlar olib o‘tilganda undiriladigan majburiy to‘lov bo‘lib, tovarlar olib
o‘tishning asosiy sharti hisoblanadi. Tashqi igtisodiy faoliyatni bojxona to‘lovlari bilan
tartibga solish orqali tashqi savdoning samarali tarkibini ta’minlash, ichki tovarlarni
ishlab chiqgaruvchilarni chet elning nosog‘lom raqobatidan himoyalash, Davlat byudjeti
daromadlar qismini shakllantirish kabi vazifalar bajariladi. Shuni alohida ta’kidlash
lozimki, bojxona to‘lovlarini to‘lash majburiyati tovar bojxona to‘lovlarini to‘lash
nazarda tutilgan bojxona rejimiga joylashtirilganda va tovarlar erkin muomalaga
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chigarib yuborilganidan keyin bojxona nazoratini amalga oshirish natijasida bojxona
to‘lovlari qo‘shimcha hisoblangan taqdirda yuzaga keladi.

Bojxona to‘lovini hisoblash, undirish va davlat byudjetiga o‘tkazish
bosqichlarini o‘z ichiga olgan jarayon bojxona to‘lovlarini undirish mexanizmi
deyiladi. Bojxona to‘lovlarini undirish mexanizmi O‘zbekiston Respublikasi
mustaqgillikka erishgach bojxona tizimi tashkil etilgan paytdan boshlab takomillashib
kelmogda. Respublika hududiga import gilinayotgan tovarlarning bojxona giymatini
aniglashni takomillashtirish, bojxona to‘lovining o‘z vaqtida va to‘liq to‘lanishini
ta’minlash bo‘yicha ishlab chiqilgan chora-tadbirlar, bojxona to‘lovlari stavkalarini
o‘zgarishi bo‘yicha amalga oshirilgan ishlar shular jumlasidandir.

Natijada bojxona organlari tomonidan davlat byudjetiga o‘tkazilayotgan
tushumlar migdori yildan yilga oshib bormoqgda. Jumladan, 2023-yil mobaynida Davlat
byudjetiga 58,4 trln. so‘m bojxona to‘lovlari o‘tkazilgan bo‘lib, bu ko‘rsatkich
2019-yilga nisbatan (41,3 trln. so‘m) 3,4 barobarga ko‘paygan. (1-rasm).

58,4
60,0 46,0
33,2
40,0 171 2,7 /
- o9 .
0,0

2019 iina 2020 iina 2021 iina 2022 iina 2023 iina

1-rasm. Bojxona organlari tomonidan Davlat byudjetiga o‘tkazilgan
bojxona to‘lovlarining yillar kesimida tahlili (trln.so‘m)*

O‘zbekiston Respublikasi bojxona organlari tomonidan 2019-2023-yillarda
bojxona to‘lovlari tushumining Davlat byudjeti daromadlar qismidagi ulushining
tahlili shuni ko‘rsatmoqdaki, bu davrda uning ulushi 9,7 %ga oshgan. Buni quyida
keltirilayotgan 1-jadval ma’lumotlaridan ham ko‘rsak bo‘ladi.

1-jadval
O‘zbekiston Respublikasida bojxona to‘lovlari tushumining Davlat
byudjeti daromadlar gismidagi ulushi dinamikasi, %oda?

Yillar

Tir Ko‘rsatkichlar 2019 2020 2021 2022 2023

Davlat byudjeti daromadlar
1. | gismida bojxona to‘lovlari 15,3 18,6 20,2 22,8
tushumining ulushi 25,2

! Rasm mualliflar tomonidan Bojxona qo‘mitasi ma’lumotlari asosida tayyorlangan.
2 Jadval mualliflar tomonidan Bojxona qo‘mitasi ma’lumotlari asosida tayyorlangan.
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Bojxona to‘lovlarini o‘sishiga import tovarlarining hajmini ko‘payishi,
tovarlarning bojxona qiymatini aniqlanishini takomillashayotganligi, bojxona
to‘lovlari stavkalarini o‘zgarishi, erkin almashtiriladigan valyuta kursining o‘zgarishi,
bojxona sohasida avtomatlashtirilgan axborot tizimidan samarali
foydalanilayotganligi, bojxona sohasi bo‘yicha me’yoriy-huquqiy bazani
takomillashayotganligi kabi asosiy omillar ta’sir etgan.

O‘zbekiston Respublikasi bojxona organlari tomonidan
2019-2023 vyillarda Davlat byudjetiga o°tkazilgan bojxona to‘lovlari tarkibi
o‘zgarishining tahlili shuni ko‘rsatmoqdaki, 2023 yilda Davlat byudjeti daromadiga
o‘tkazilgan jami bojxona to‘lovlari tarkibida: qo‘shilgan qiymat solig‘i 80,0 foizni,
import bojxona boji 16,0 foizni, aksiz solig‘i 0,1 foizni, bojxona yig‘imlari va boshqa
to‘lovlar 3,9 foizni tashkil etgan. Holbuki, 2019 yilda bu ko‘rsatkichlar, mos ravishda,
78,5%, 13,5%, 4,6% va 3,4 % bo‘lgan edi.

Bu yillarda jami Davlat byudjetiga o‘tkazilgan bojxona to‘lovlari tarkibida aksiz
solig‘l 4,5 % ga kamaygan va aksincha, import bojining ulushi 2,5 % ga, qo‘shilgan
qiymat solig‘i 1,5 foizga, bojxona yig‘imlari va boshqa to‘lovlari 0,5 foizga oshgan
(2-jadval).

2-jadval
O‘zbekiston Respublikasi bojxona organlari tomonidan Davlat byudjeti
daromadlariga o‘tkazilgan bojxona to‘lovlari tarkibining o‘zgarishi, (%da)*

T/r Bojxona to‘lovlari Yillar
turlari 2019 2020 2021 2022 2023
1. [Qo‘shilgan giymat solig‘i 78.5 79,8 82,1 84,1 80,0
2. | Import bojxona boji 13,5 14,3 14,3 12,5 16,0
3. | Aksiz solig‘i 4.6 3,7 0,9 0,7 0,1
4 Bojxona }:ig‘imlari va 34 20 2.6 2.7 3.9
boshga to‘lovlar
Jami 100,0 100,0 100,0 100,0 100,0

Bojxona kodeksining 328-moddasiga muvofiq to‘langan bojxona to‘lovlaridan
olingan mablag‘lar tovarlar chiqarib yuborilgan kundan yoki to‘lanishi bojxona
rasmiylashtiruviga bog‘liq bo‘lmagan bojxona to‘lovlari uchun bojxona organi
tomonidan harakatlar yoki tartib-taomillar bajarilgan kundan e’tiboran besh ish kuni
ichida bojxona organlari tomonidan O‘zbekiston Respublikasining Davlat byudjetiga
o‘tkaziladi.

Davlat byudjetiga o‘tkazish hududiy bojxona boshqarmalari tomonidan
Igtisodiyot va Moliya vazirligi g‘aznachiligiga tagdim etilgan g‘azna memorial
orderlari asosida amalga oshiriladi.

2022-yildan boshlab bojxona to‘lovlarini Davlat byudjetiga o‘tkazishda asos
bo‘lib xizmat qiluvchi g‘azna memorial orderlarining qog‘oz shaklidan voz kechilib,

11 Jadval mualliflar tomonidan Bojxona qo‘mitasi ma’lumotlari asosida tayyorlangan.
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g‘azna memorial orderlar Iqtisodiyot va Moliya vazirligi g‘aznachiligiga elektron
tarzda yuborilishi amaliyotga joriy etildi. Bu, o‘z navbatida, bojxona to‘lovlarini
Davlat byudjetiga o‘tkazish jarayonlarini o‘z vaqtida o‘tkazilishini ta’minlashda
muhim gadam bo‘ldi.

Birog, bugungi kunda Davlat byudjetiga o‘tkazilishi lozim bo‘lgan bojxona
to‘lovlarini hisoblash va elektron g‘azna memorial orderlarini yaratish inson omiliga
bog‘lig bo‘lib golmoqda.

Jumladan, bojxona to‘lovlarini Davlat byudjetiga o‘tkazish uchun hududiy
bojxona boshqarmasi xodimi dasturdan undirilgan bojxona to‘lovlarini yuklab olishi
va kerakli jadval shakliga o‘tkazgan holda dasturga qayta yuklashi lozim. Mazkur
jarayonda xodim tomonidan bojxona to‘lovlarining jadval shaklidagi ro‘yxatida bir
gator amallar olib borilishi lozim. Bu esa inson omiliga bog‘lig holda xato va
kamchiliklar paydo bo‘lishi xavfini yuzaga keltirishi bilan bir qatorda ortiqcha vaqt
sarflanishiga ham olib keladi.

Bojxona to‘lovlarini Davlat byudjetiga o‘tkazilish jarayonini optimallashtirish
bo‘yicha Davlat byudjetiga o‘tkazilishi lozim bo‘lgan bojxona to‘lovlarini hisoblash
va elektron g‘azna memorial orderlarini yaratish dastur tomonidan amalga oshirilishi
taklifi Kiritiladi,

Bojxona kodeksning 328-moddasiga muvofiq bojxona to‘lovlari bojxona
organlarining qonunchilikka muvofiq shu magsadlar uchun ochilgan shaxsiy g‘azna
hisobvaraqlariga to‘lovchi tomonidan to‘lanadi.

To‘langan va undirilgan bojxona to‘lovlarining hisobi bojxona organlarining
axborot tizimida yuritiladi.

Jismoniy shaxslar tomonidan to‘lanadigan bojxona to‘lovlari ularning JSHSHIR
(jismoniy shaxsning shaxsiy identifikatsiya ragami) raqgamiga ochilgan shaxsiy g‘azna
hisobvaraqlariga kelib tushadi. Bu jarayonda jismoniy shaxs tomonidan to‘lov tizimlari
orgali bojxona to‘lovi amalga oshirilayotganda JSHSHIR ragam xato Kiritilishi
ogibatida to‘langan bojxona to‘lovlari bojxona organlarining axborot tizimida
noto‘g‘ri rekvizitlar bilan ko‘rinishi yoki umuman ko‘rinmaslik holatlari paydo
bo‘ladi.

Davlat tassarufidagi tashkilotlar bojxona to‘lovlarini hududiy g‘aznachilik
boshqarmalari tomonidan amalga oshiradi. Bunda to‘langan bojxona to‘lovlari
tashkilotning bojxona organlaridagi shaxsiy g‘azna hisobvaraqasiga emas (tashkilot
STIR — Soliq to‘lovchining identifikatsiya raqami), balki Moliya vazirligi g‘azna
hisobvaraqasiga yoki tashkilotga xizmat ko‘rsatuvchi bank g‘azna hisobvaragasiga
kelib tushadi. Mazkur bojxona to‘lovlari hududiy bojxona boshqarmasi tomonidan har
safar dastur orgali tashkilot shaxsiy g‘azna hisobvaraqasiga o‘tkazish zaruriyatini
tug‘diradi.

Shuningdek, bugungi kunda bojxona to‘lovlaridan qochishning eng asosiy
sxemalaridan biri bu invoyslarni galbakilashtirish yoki soxta invoyslar tagdim etish
hisoblanadi. Bu orqali qgonunbuzarlar bojxona to‘lovlarini kam to‘lashni magsad qilib
faktura giymatlari, TIF TN kodlari va tovarlarning kelib chigish mamlakati
to‘g‘risidagi ma’lumotlarni soxtalashtirishadi.

Tovarlarni erkin muomalaga chiqarilgandan keyin bojxona to‘lovlaridan
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qarzdorlikni kelib chiqish yo‘nalishlarining 2019-2023-yillar kesimidagi tahlili shuni

ko‘rsatmoqdaki, tovarlarni bojxona qiymatini noto‘g‘ri belgilashda va imtiyozlar

noto‘g‘ri qo‘llanilishi bo‘yicha qo‘shimcha hisoblangan qarzdorliklarini asosiy qismini

tashkil gilgan. Shu bilan birga, tovar kelib chiqish sertifikati bo‘yicha qo‘shimcha
hisoblangan garzdorliklar yildan yilga oshganini ko ‘rishimiz mumkin (3-jadval).

3-jadval

Bojxona organlarida qo‘shimcha hisoblangan bojxona to‘lovlarining kelib

chigish sabablari tarkibi(%da)!

T - . Yillar
T/r Kelib chigish yo*nalishlari 2019 5020 | 2021 | 2022 5023
1. | Imtiyozlar noto‘g‘ri qo‘llanilishi 56,7 63,4 25,0 441 40,60
2. | Bojxona giymati noto‘g‘ri belgilanishi 11,7 16,4 45,5 37,4 33,72
3. | Tovar kelib chiqish sertifikati bo‘yicha 54 7,6 8,0 4.4 9,98
4. | TIF TN kodi noto‘g‘ri belgilanishi 20,2 5,2 15,5 6,6 4,85
5. | Boshga holatlar 6,3 7,4 6,0 7,5 10,85
Jami 100,0 100,0 | 100,0 | 100,0 100

Yuqoridagi tahlillardan ko‘rinib turibdiki, imtiyozlar noto‘g‘ri qo‘llanilishi,
tovarlarni bojxona giymatini belgilashda, tovar kelib chigish sertifikati va TIF TN kodi
noto‘g‘ri  belgilanishi bo‘yicha qo‘shimcha hisoblangan bojxona to‘lovlari
aniglanishining asosiy gismi invoyslarni galbakilashtirish yoki soxta invoyslar tagdim
etish orgali amalga oshirilgan. Bojxona organlarining asosiy maqgsadlaridan biri bu —
bojxona chegarasidan olib o‘tiladigan tovarlardan bojxona to‘lovlari 0‘z vaqtida va
to‘g‘ri to‘lanishini ta’minlashdir.

Bojxona to‘lovlaridan qochish nafagat davlat byudjetiga salbiy ta’sir ko‘rsatadi,
balki ichki bozorni noto‘g‘ri raqobatdan himoya qilishga jiddiy ta’sir qiladi. Qalbaki
invoyslar va soxta hujjatlar orqgali bozordagi adolatli ragobat buziladi. Bu esa
igtisodiyotning barqarorligiga, bojxona to‘lovlarining to‘liq undirilishiga va davlat
byudjetiga salbiy ta’sir ko‘rsatadi.

Import-eksport ma’lumotlarini solishtirish orqali ushbu huqugbuzarliklarni
aniglash juda ko‘p vaqt va energiya talab qiladi. Mavjud aniqlash metodlari ba’zi
muhim jihatlarni e’tibordan chetda qoldirmoqda, chunki hujjatlar ko‘pincha qog‘oz
shaklida bo‘ladi va ularni qo‘lda tekshirish kerak. Bu esa inson xatolarga yo‘l qo‘yish
mumkinligini anglatadi.

Bojxona to‘lovlarini to‘liq va to‘g‘ri undirilishini ta’minlash va tashqi savdo
bojxona statistikasi ma’lumotlaridagi noaniqliklarni aniqlovchi “Mirror-Trade”
dasturidan foydalanish taklif etiladi. Bu dastur orqali bojxona to‘lovlari to‘liq
undirilishi, bojxona to‘lovlarini to‘lashdan qochish bilan bog‘liq huqugbuzarliklarni
aniglashning samarali tizimi yaratiladi.

“Mirror-Trade” dasturining imkoniyatlari:

Avtomatlashtirilgan tahlil. Dastur ma’lumotlarni avtomatlashtirilgan ravishda
tahlil giladi, bu esa inson xatolarini kamaytiradi va tezkorlikni oshiradi.

! Jadval mualliflar tomonidan Bojxona qo‘mitasi ma’lumotlari asosida tayyorlangan.
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Axborotlar bazasi: Dastur import-eksport ma’lumotlarini keng gamrovdagi
axborotlar bazasida saglaydi va solishtirishni osonlashtiradi.

Magsadli tekshiruvlar: Dastur orgali aniglangan noanigliklarni maxsus
tekshiruvlar uchun magsadli ravishda tanlab olish mumkin.

Real vaqt rejimida ishlash: “Mirror-Trade” dasturi real vaqt rejimida ishlaydi,
bu esa hugugbuzarliklarni aniglash jarayonini tezlashtiradi.

Hamkorlik imkoniyatlari: Dastur bojxona organlari bilan axborot almashinuvini
yaxshilaydi, bu esa huqugbuzarliklarni samarali aniglash imkonini beradi.

XULOSA VA TAKLIFLAR

IImiy tadqgigotni bajarish jarayonida tashqi igtisodiy faoliyat ishtirokchilarining
dastlabki pul mablag‘larini to‘lash jarayonlarini optimallashtirish bo‘yicha quyidagi
taklif kiritiladi:

1. “Sustoms pay”” mobil ilovasini ishlab chigish. Bunda:

1.1. Jismoniy shaxslar mazkur to‘lov tizimidan ro‘yxatdan o‘tishi, ro‘yxatdan
o‘tish jarayonida rezidentlar uchun “ONE ID” tizimdan ma’lumotlar integratsiyasini
ta’minlash. Norezidentlar uchun ro‘yxatdan o‘tish yakuni bo‘yicha individual ro‘yxat
ragamini berish tartibini joriy etish. Shuningdek, norezidentlar tomonidan bojxona
to‘lovlarini to‘lash jarayonini soddalashtirish uchun mobil ilovani xalgaro to‘lov
tizimlari bilan integratsiyasini ta’minlash.

1.2.Yuridik shaxslar tomonidan elektron ragamli imzo orqali ro‘yxatdan o‘tishni
ta’minlash. Bojxona to‘lovlarini to‘lash jarayonini qulaylashtirish uchun yuridik
shaxsning tijorat bankdagi asosiy hisob ragami bilan integratsiyani amalga oshirish.

1.3.Mobil ilova orgali tashgi igtisodiy faoliyat ishtirokchilarining dastlabki pul
mablag‘larini to‘lash, harakatlantirish va qaytarish bo‘yicha barcha operatsiyalarni
amalga oshirish imkoniyatini yaratish.

2. Bojxona to‘lovlaridan qochish va invoyslarni qalbakilashtirish juda jiddiy
muammo bo‘lib, uni hal gilish uchun samarali choralar ko‘rish lozim. “Mirror-Trade”
dasturini joriy etish va uning imkoniyatlaridan foydalanish orgali bojxona to‘lovlarini
to‘liq va to‘g‘ri undirilishi hamda bojxona huqugbuzarliklarini samarali aniqlash
mumkin bo‘ladi. Bu esa davlat byudjetiga tushumlarni oshirishga, iqtisodiyotni
barqarorlashtirishga va adolatli ragobatni ta’minlashga yordam beradi.

Yuqoridagi takliflarni inobatga olib, bojxona to‘lovlarini Davlat byudjetiga
o‘tkazish va tashqi iqtisodiy faoliyat ishtirokchilarining dastlabki pul mablag‘lari
harakatlanishida axborot texnologiyalarni qo‘llashni takomillashtirish bojxona
to‘lovlarini davlat byudjetiga o‘tkazish jarayonlarida qulayliklar yaratadi va bu
jarayonlarni sarf gilinadigan bojxona xodimlarining vaqti tejalishiga olib keladi.
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THE ROLE OF SMALL BUSINESS IN THE ECONOMY OF NAMANGAN
REGION
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Annotation

This article analyzes the role of small business in the economy of Namangan
region, its state in the processes of production, trade, export and import. In the regions,
scientific summary and recommendations on the development of small business and
private entrepreneurship are given.

Key words: region economy, small business, private entrepreneurship, trade,
eksport, import, macroeconomic

Annotatsiya

Ushbu magolada kichik biznesning Namangan viloyati iqtisodiyotidagi o‘rni,
ishlab chigarish, savdo, eksport va import jarayonlaridagi holati tahlil gilinadi.
Hududlarda kichik biznes va xususiy tadbirkorlikni rivojlantirish bo‘yicha ilmiy xulosa
va tavsiyalar berildi.

Kalit so'zlar: viloyat iqtisodiyoti, Kichik biznes, xususiy tadbirkorlik, savdo,
eksport, import, makroiqtisodiyot

AHHOTALUA

B nanHOW cTathe aHaMM3UpYETCs pOJIb Majoro Ou3Heca B SKOHOMHKE
Hamanranckoif o0nactu, €ro moJjIO)K€HHE B IpoLEccax IMPOU3BOJICTBA, TOPTOBIIH,
DKCIIOpTAa U UMIIOpTa. B pervoHax Aar0Tcs Hay4dHbIC BBIBOJBI U PEKOMEHIALMU 10
Pa3BUTHIO MaJIOro OM3HEca U YaCTHOI'O PEAIPUHUMATEILCTBA.

KiroueBble  cjioBa: DKOHOMUKA peruoHa, Majibli OW3HEC, YacTHOE
IIPEAIPUHUMATENIBCTBO, TOPIOBJIsA, IKCIIOPT, UMIIOPT, MAKPOOKOHOMHUKA

INTRODUCTION

Namangan, a region in eastern Uzbekistan, has a diverse economy with significant
contributions from agriculture, manufacturing, and services. Small businesses and
private entrepreneurship play a crucial role in the economic development and overall
prosperity of the region.

Namangan's economy is characterized by its agricultural production, particularly
fruits, vegetables, and cotton. Additionally, the region has a growing manufacturing
sector, producing textiles, clothing, and construction materials. The service sector,
including trade, transportation, and tourism, also contributes significantly to the
regional economy.

Small businesses are the backbone of Namangan's economy. They provide
employment, stimulate local economic activity, and contribute to the diversification
and resilience of the region's economic structure. Small businesses are crucial to
regional economies because they create jobs, stimulate local spending, and foster
innovation. They contribute to economic diversification and stability, making regions
I ——
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less dependent on a few large industries. Small businesses support community
development through local engagement and maintain the unique character of regions.
They also develop local supply chains, enhancing economic resilience and adaptability.
Additionally, they promote environmental sustainability and social responsibility,
while providing training and development opportunities for the local workforce.
Overall, small businesses are essential for sustainable economic growth and regional
prosperity.

LITERATURE REVIEW

Research consistently shows that small businesses are vital for job creation.
According to a study by the Kauffman Foundation, small businesses accounted for 64%
of new job creation in the United States between 1993 and 2011 (Decker et al., 2014).
Another study by Neumark, Wall, and Zhang (2011) found that small businesses with
fewer than 20 employees are particularly important for job growth.

Small businesses contribute to economic diversification, which enhances regional
economic stability. A study by Wagner (1997) found that regions with a higher
proportion of small firms experienced more stable employment patterns and were less
affected by economic downturns. This diversification helps mitigate the risks
associated with reliance on a few large employers.

Small businesses are significant drivers of innovation. Acs and Audretsch (1988)
demonstrated that small firms are more likely to introduce radical innovations than
large firms. Additionally, Baumol (2002) highlighted that small businesses play a
critical role in sustaining competitive markets by challenging established firms and
introducing new products and services.

Research by Civic Economics (2012) shows that small businesses generate more
local economic activity than large chains. Their study found that independent retailers
return more than three times as much money per dollar of sales to the local economy
compared to chain competitors. This local spending supports other local businesses and
contributes to community wealth.

Small businesses are integral to community development and social cohesion. A
study by Tolbert, Lyson, and Irwin (1998) found that communities with a higher
density of small, locally owned businesses had stronger social networks and higher
levels of civic engagement. These businesses often support local events, charities, and
sports teams, fostering a sense of community.

Small businesses are more adaptable to changing economic conditions. Research
by Smallbone, North, Baldock, and Ekanem (2002) showed that small firms are often
better able to adjust their operations and business models in response to economic
challenges, making them more resilient during economic downturns.

Many small businesses adopt sustainable practices and contribute to
environmental conservation. A study by Jenkins (2006) found that small businesses are
increasingly engaged in corporate social responsibility (CSR) activities, which can lead
to positive environmental and social outcomes. This engagement helps build a positive
reputation and customer loyalty.
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Scientific research underscores the crucial role small businesses play in the
economy. They are key drivers of job creation, innovation, and economic
diversification. Small businesses enhance local economic activity, foster community
development, and contribute to environmental sustainability. Their adaptability and
resilience make them essential for maintaining economic stability and promoting
sustainable growth.

RESULTS

Small businesses play a crucial role in the economy of a country for several
reasons. Small businesses are significant employers, providing jobs to a large portion
of the workforce. They are often the primary source of employment in many
communities, especially in rural and developing areas. Small businesses contribute to
economic diversification. They operate in various sectors, reducing dependency on a
few large industries and promoting a more resilient economic structure.Small
businesses are a source of innovation. They often bring new products and services to
the market and foster competition, which can lead to better quality and lower prices for
consumers. Small businesses support local economies. They keep money circulating
within the community, which helps other local businesses and contributes to the overall
economic health of the area. Small businesses encourage entrepreneurship, providing
opportunities for individuals to create their own ventures. This promotes economic
independence and can lead to greater wealth distribution. Small businesses are typically
more adaptable and can respond more quickly to changing market conditions compared
to larger corporations. This agility helps them survive economic downturns and
contributes to the economy's overall resilience. Small businesses contribute
significantly to tax revenues at local, state, and national levels. These taxes support
public services and infrastructure. Small businesses are often deeply embedded in their
communities. They support local events, charities, and activities, contributing to social
and cultural development.Often, small businesses can have a smaller environmental
footprint compared to large corporations. They can implement sustainable practices
more easily and cater to environmentally conscious consumers.

In conclusion, small businesses are vital to the economic well-being and growth
of a country. They create jobs, foster innovation, support local economies, and
contribute to a diversified and resilient economic structure.

Complex measures implemented to further improve the business environment in
Namangan region enable rapid development of small business and private
entrepreneurship and ensure stable economic growth. As a result, the production
volume of the region's gross territorial product increased by 106.6% to 40,565.1 billion
soums in 2022, and this indicator reached 47,112.6 billion soum by 2023, an increase
of 105.4% compared to 2022. Compared to 2022, industrial products will increase by
107.2%, production of public goods by 107.5%, investment volume by 130.8%, retail
turnover by 108.2%, agriculture, forestry and fisheries by 104.5%, total services by
111.1%. grew up. In 2023, the production index of industrial products amounted to
20,826.5 billion soums, consumer goods to 8,911.8 billion soums, and retail trade
indicators to 70,650.7 billion soums. In conclusion, we can say that in the economy of
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Namangan region, we can see that the volume of production of industrial and retail
trade, agriculture, forest and fishery products has a larger share than other macro
indicators. Table 1

Table 1
Macroeconomic indicators of Namangan region ?
N Indicator name Unit of 2022y 2023y
measure

1 | Gross regional product

- size mlrd.so‘m 40 565,1 47 112,6

- growth rate % 106,6 105,4
2 | Industrial products

- Size mlird.so‘m 18 241,8 20 826,5

- growth rate % 109,4 107,2
3 | Investments

- Size mlrd.so‘m 14 348,2 20734,5

- growth rate % 101,2 130,8
4 | Construction work

- size mlrd.so‘m 6 762,3 7 463,8

- growth rate % 110,3 107,1
5 | Retail

- size mlrd.so‘m 17 273,1 20 650,7

- growth rate % 113,3 108,2
6 | Agricultural, forestry and fisheries

products

- size mlrd.so‘m 27 710,2 328247

- growth rate % 104,2 104,5
7 | Total services

- size mlrd.so‘m 14 722,6 17 822,9

- growth rate % 116,6 111,1

Further development of small business and private entrepreneurship, more
complete use of the production and labor potential of Namangan region, creation of
new jobs, filling the domestic market with local goods and services, and on this basis,
increasing employment and income of the population are important.

In 2023, the share of small business entities in the gross regional product of
Namangan region was 72.8%, and compared to 2022, it increased by 0.4 units.

As of January 1, 2024, the number of small enterprises and micro-firms operating
in the region was 23.1 thousand, and compared to the same period of 2023, it decreased
by 9.2 thousand or decreased by 28.4%. The number of small business entities in the
region is 9.6 units per 1000 inhabitants. A total of 1,318 in the field of living and
catering services, which has the highest share of operating small enterprises, 162 in
construction, 1,899 in agriculture, forestry and fishing, 4,880 in industry, 9,023 in
trade. Diagraml

1 httBs://namstat.uz/uz/rasmiz—statistika/macro—indicators-2
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Diagraml. Number of small enterprises and micro firms in Namangan
region (thousand) !

As of January 1, 2024, the total number of small enterprises and micro-firms was
23,136, of which 4,636 were newly established. The largest number of small
enterprises and micro-enterprises operating in the regions was 7,192 in the city of
Namangan or 31.1% of the total.

Table 2
Number of enterprises operating in Namangan region by regions
Areas 2022y 2023y The ratio of 2023 to
2022 is in %

1 | Namangan region 32305 23136 71,6
total

2 | Namangan city 10657 7192 67,4

3 | Chust 2667 2038 76,4

4 | Pop 1995 1646 82,5

5 | Uchkurgan 2101 1646 78,3

6 | Turakurgan 2042 1551 75,9

7 | Chartak 1958 1483 75,7

8 | Namangan district 2128 1480 69,5

9 | Uychi 2112 1385 65,5

10 | Kosonsoy 1978 1351 68,3

11 | Yangikurgan 1646 1167 70,8

12 | Norin 1617 1149 71,0

13 | Mingbulak 1404 1048 74,6

As of January 1, 2024, the number of small business entities was 9.6 units per
1000 inhabitants, and this indicator decreased by 3.6 units compared to 2023. The ratio
of the number of small business entities per 1,000 inhabitants in the cross-section of
regions reached 12.1 units in Mingbulok district, 11.0 units in Uchkurgan district, 10.9
units in Chortoq district, 10.7 units in Chust district and 10.5 units in Namangan city.

As a result of the great attention given by the President of the Republic of
Uzbekistan to the support of small business entities and the qualitative improvement
of the business environment, in 2023, the largest share of newly established small

1 httﬁs://namstat.uz/uz/
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enterprises and micro-firms in the regions in relation to the total is the city of
Namangan - 26.1%, the district of Uchkurgan - 9 .7%, Chartak district - 8.1%,
Torakorgan district - 8.0%, Chust district - 7.1%, Mingbulak district - 7.0%, Pop
district - 6.7%, Uychi district - 6.1 % corresponded to contributions. 1,851 small
enterprises were newly established in trade, 851 in industry, and 459 in agriculture,
forestry and fisheries. Analyzing by cities and districts, the largest number of small
enterprises and micro-firms were established in Namangan city, 449 in Uchkurgan
district, 377 in Chartak district, and 370 in Turakurgan district.

In 2022, the share of small business entities in the industry was 44.8 percent, and
in 2023, this indicator increased by 2.4 percent to 47.2 percent. In 2023, it was 94.2%
in agriculture, forestry and fisheries, 91.7% in construction, 94.7% in retail trade,
66.4% in services, and 97.5% in passenger transportation. Small business and private
entrepreneurship in 2023 compared to 2022 in the economy of Namangan region, there
was a decrease in export and import indicators, that is, in 2023, compared to the
previous year, exports decreased by 3.4 units to 41.0 percent, and imports decreased
by 2 units to 70.2 percent.
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Diagram 2. The main indicators of small business in the economy of Namangan
region, in %!

In 2023, the highest shares of small businesses will be 97.5% in passenger
transportation, 95.6% in passenger traffic, 94.7% in retail trade, 94.2% in agriculture,
93.7% in cargo transportation, 91.7% in construction, 7%, and 91.5% in cargo
turnover. 9,831.0 billion soum industrial products worth soums were produced by small
business entities in 2023. Namangan city has the largest volume of production of
industrial products of small business entities in the cross-section of regions 4,506.8
billion. soums, Namangan 900.6 bln. soums, Uychi 788.1 billion soums, Chust 693.2
billion soums. soums, Chartak 493.0 billion and Kosonsoy 464.3 billion soums.
Contributed to regions 247.6 billion in Uchkurgan district Soum industrial products
were produced, which is less than other regions.

1httﬁs://namstalt.uz/uz/
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The highest share of small businesses in the total industrial output of the regional
regions is Chartak district 100.0%, Yangikurgan district 100.0%, Norin district 93.5%,
Namangan district 77.5%, Pop district 73.4%, Uychi district 65, 5% and the city of
Namangan was 58.1%. Figure 3
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Figure 2.3. In 2023, the share of small businesses in the total industrial
output in the region, in %

The volume of construction works carried out by small business entities is 6,845.1
billion. soums or 91.7% of the total volume of construction works in 2023 compared
to 2022, the growth rate was 110.3%. The volume of investments made by them in the
main capital amounted to 13,831.2 billion soums or 66.7% of the total investment
volume. The growth rate compared to the corresponding period of 2022 was 133.9%.
The volume of produced agricultural products is 30,915.6 billion. soums or 94.2% of
the total volume of agricultural products. The growth rate compared to 2022 was
114.4%. The volume of retail turnover of small business entities is 19,564.8 billion.
soums or 94.7% of the total retail trade turnover, the growth rate compared to 2022
was 108.0%. 11,829.1 bIn. soum services were provided or 66.4% of the total volume
of provided services, and the growth rate compared to 2022 was 111.3%.

In 2023, the volume of export of products (works and services) carried out by
small business entities amounted to 229.1 million US dollars or 41.0% of the total
export volume. This indicator was 262.2 million US dollars in 2022, the total share was
45.2 percent, and in 2021 it was 245.2 million dollars, the total share was 49.6 percent.
The highest share in 2019 was 291.2 million US dollars and made 81.8 percent.

If we analyze the import indicators of small business and private entrepreneurship,
in 2018 they made 446.9 min. If products are imported, this indicator will increase to
576.5 million US dollars by 2023. We can see this indicator increase from 46.8 percent
of total imported products in 2018 to 70.0 percent by 2023.

I ————
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In Namangan region in 2023, the highest share of product imports by small
business entities in comparison to the total import of the region is in Yangikurgan and
Chartak districts - 100.0%, in Norin district - 98.8%, in Pop district - 96.1%, in
Mingbulok district - 92, 6%, in Uychi district - 91.7% and in Namangan district -
86.7%.

From this we can conclude that the export indicators of small business entities are
decreasing and the import indicators are increasing year by year, so it is important to
develop effective marketing strategies in trade and create products that meet world
demand in order to effectively organize their activities.

CONCLUSION

In summary, small businesses are the backbone of regional economies. They
create jobs, stimulate local spending, foster innovation, and contribute to community
development and economic resilience. Their impact is felt across various aspects of the
regional economy, making them essential for sustainable economic growth and
development.

Improving a region's economy through small businesses involves several strategic
approaches. Here are some key strategies to enhance the economic impact of small
businesses in a region:

1.Microloans and Grants: Provide microloans and grants specifically designed for
small businesses. This can help startups and existing businesses expand operations.
Offer tax incentives and credits to attract investments in small businesses.

2. Infrastructure Development Enhance digital infrastructure to support e-
commerce and digital marketing for small businesses. Improve transportation,
logistics, and utilities to make it easier for businesses to operate efficiently.

3. Training and Education: Implement training programs focused on
entrepreneurship, covering business planning, financial management, and marketing.
Offer vocational training and skill development programs to create a skilled workforce
that can meet the needs of local businesses.

4. Regulatory Support: Streamline business registration processes and reduce
bureaucratic hurdles to make it easier to start and run a business. Implement policies
that support small businesses, such as favorable tax regimes and access to public
procurement opportunities.

5. Networking and Collaboration: Establish business incubators and accelerators
to support startups with resources, mentorship, and networking opportunities. Promote
the formation of industry clusters where businesses in related sectors can collaborate
and share resources.

6. Market Access and Expansion: Create and promote local markets and fairs
where small businesses can sell their products directly to consumers. Provide support
for small businesses to explore export opportunities, including market research, trade
missions, and export financing.

7. Technology Adoption Encourage the adoption of digital tools such as e-
commerce platforms, CRM systems, and digital payment systems to increase efficiency
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and market reach. Offer training programs to help small business owners understand
and implement technology solutions.

8. Community Engagement and Support: Launch campaigns to encourage
residents to support local businesses.

Community Projects: Involve small businesses in community development
projects to foster a sense of community and shared growth.

9. Sustainability Initiatives: Support small businesses in adopting sustainable
practices through grants, training, and resources. Local Food and Products: Promote
locally produced goods and sustainable farming practices to enhance the local economy
and environment.

By focusing on these strategies, regions can significantly enhance the role of small
businesses in their economies. Supporting small businesses through financial
assistance, infrastructure development, training, regulatory support, and community
engagement can lead to sustainable economic growth, job creation, and increased
resilience against economic fluctuations.
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O‘ZBEKISTONNING JAHON IQTISODIYOTI BILAN
INTEGRATSIYALASHUV SHAROITIDA TASHQI SAVDONI TARTIBGA
SOLISH

Ibragimova Zilola Shuxratovna

TDIU magistranti

Annotatsiya

Magolada globallashuv jarayonlarida mamlakatda tashqi savdoni boshgarishning
o‘ziga xos jihatlari o‘rganilgan. O‘zbekistonning jahon iqtisodiyoti bilan
integratsiyalashuvi jarayonida tashqi savdoni erkinlashtirishning asosiy jihatlari va
yo‘nalishlari  tahlil etilgan. Integratsiyalashuv jarayonida tashqi savdoni
boshqarishning asosiy dastak va vositalaridan foydalanish bo‘yicha ilmiy taklif va
amaliy tavsiyalar ishlab chigilgan.

Kalit so‘zlar: jahon igtisodiyoti, globallashuv, integratsiya, tashqi savdo,
xalgaro savdo, eksport, import, bojxona, tariflar, tashgi savdoni boshqarish.

AHHOTALIUA

B craTbe M3y4eHBIOCOOEHHOCTH yIPABJICHUSI BHEIIHEW TOPIOBIEH B YCIOBHSX
rnobanu3anuu. OCHOBHbIE acCHEKThl W HANpaBJIEHUs JuOepanu3ali BHEIIHEH
TOProBJIM AHAJIM3UPOBAIUCH B MPOLECCE HHTETpAlMM Y30€KHCTaHa B MHUPOBYIO
PKOHOMUKY. B mponecce unrerpanuu Obuid pazpaOOTaHbl HAYYHBIE MPEJIOKEHUS U
IIPAKTUYECKUE PEKOMEHIALHUU [0 MCIOJIB30BAHUIO OCHOBHBIX HHCTPYMEHTOB W
MHCTPYMEHTOB YIIPABJICHUS BHEIIHEN TOPTOBIIEH.

KiitoueBble cii0Ba: MUPOBas 5KOHOMUKA, TJI00aIM3alHsl, MHTErpalsl, BHELIHISA
TOPTOBJISI, MEXAYHApOAHAs TOPrOBIIA, SKCHOPT, UMIIOPT, TAMOXHS, ONPENCIICHMUS,
YIIPaBJICHUE BHELIHEN TOPTOBJIEH.

Annotation

The article explores the peculiarities of foreign trade management in the context
of globalization. The main aspects and trends of foreign trade liberalization were
analyzed in the course of Uzbekistan's integration with the world economy. Scientific
proposals and practical recommendations on the use of basic tools and tools for foreign
trade management have been developed during the integration process.

Keywords: world economy, globalization, integration, foreign trade,
international trade, export, import, customs, definitions, foreign trade management.

KIRISH

Jahon igtisodiyotining globallashuvi natijasida dunyo mamlakatlarining milliy
tovar va xizmatlar bozorlarini faol integratsiyalashuvi obyektiv zaruriyatga
aylanadi.Xalgaro savdo jarayoni dunyoning ko‘pgina mamlakatlarining tashqi
iqtisodiy aloqalarini o°z tizimiga birlashtiradi. Integratsiyalashuvning jadallashuvi esa
tovarlar va xizmatlar bozori ishtirokchilarini erkin harakatini ta’minlaydigan yagona
igtisodiy zonalarga bosgichma-bosgich aylanish jarayonini yuzaga chigardi. Shu
____________________________________________________________________________________________________________________|
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sababli jahon igtisodiyotida savdo sohasidagi milliy manfaatli to‘siqlari bozor ta’sirida
asta sekinlik bilan olib tashlanadi va xalgaro standartlarga moslashib boradi. Shu
sababli jahon savdosi bilan integratsiyalashuv dunyoning aksariyat mamlakatlari
uchun milliy igtisodiy rivojlanishning yagona siyosatiga aylanib boradi.

Bunday sharoitda O°‘zbekistonni jahon iqtisodiyoti bilan integratsiyalashuv
jarayonini samarali tartibga solish mexanizmlarini ishlab chigish xalgaro ragobatda
ustunlikni ta’minlashga imkon beradi.

ADABIYOTLAR SHARHI

Innovatsion igtisodiyotni  shakllantirish va xalgaro integratsiyalashuv
jarayonlarida tashqi savdoni boshgarishning samarali mexanizmlarini ishlab chigish
har ganday davlatning ishbilarmonlik mubhiti sifatini belgilovchi asosi omillardan
biridir. Bu borada xorijiy va mahalliy olimlar tomonidan ko‘plab tadqiqotlar olib
borilgan.

Yakubov O. [1] tomonidan olib borilgan tadgigotlarda davlatning xalgaro savdo
munosabatlarining to‘la huquqli ishtirokchisi sifatida shakllanishi, sheriklik savdo
alogalarining rivojlanishi, shuningdek, xalgaro bozorga chigish uchun yetakchi xalgaro
savdo tashkilotlariga qo‘shilishi qayd etilgan. Shuningdek, ushbu maqolada
O‘zbekiston Respublikasining Jahon savdo tashkilotiga a’zo bo‘lishining mumkin
bo‘lgan muammolari va istigbollari, mamlakatning ijtimoiy-igtisodiy ahvolining
xususiyatlari, mamlakatning hozirgi holatini rivojlantirish istigbollari muhokama
qilinib,davlatning tashqi iqtisodiy faoliyatini baholash, O‘zbekiston Respublikasining
JSTga a’zo bo‘lishdagi foydalari va xavf-xatarlari aniglangan.

Imamova D. [2] tomonidan olib borilgan tadgiqotlarda esa O‘zbekiston
Respublikasida tashqgi iqgtisodiy operatsiyalarni  huquqgiy tartibga solishni
takomillashtirish bilan bog‘liq masalalar muhokama qilinadi. Aniqlanishicha, tashqi
iqtisodiy bitim taraflardan biri xorijiy kontragent yoki boshga davlatda joylashgan
tijorat korxonasi bo‘lgan, bitimning harakatlari chet elga olib kirish yoki olib chiqishga
hamda xorijiy valyuta bilan hisob-kitoblarda xorijiy valyutadan foydalanishga
qaratilgan bitim bo‘yicha tavsiyalar beradi.

N.Tolipova[3] tadgigotlarida esa mamlakatlarning igtisodiy ochigligining ortib
borishi jahon hamjamiyatiga qo‘shilishga yordam berishi asoslanadi. Maqolada
O‘zbekiston misolida tashqi savdoni liberallashtirish va savdo to‘siqlarini kamaytirish
mexanizmlari mintaga mamlakatlari integratsiyasining asosiy omillari sifatida
muhokama gilingan.

Tashqi iqtisodiy faoliyatni tartibga solishda valyuta siyosati bilan bog‘liq
muammolar Axmedov F. X.[4] tomonidan o‘rganilgan. Bojxona to‘lovlarini qo‘llashni
optimallashtirish tashqi igtisodiy faoliyatni liberallashtirishning muhim omili ekanligi
T.N. Pardayev[5] tomonidan asoslangan. Tashqi iqtisodiy faoliyatni boj-tarif orqgali
tartibga solishning ayrim jihatlari Suyunov Q.[6] tadqiqotlarida aks etgan. Boj ta’riflar
orgali tashqi savdoni tartibga solish masalasi D.D. Xamidova[7] tadgiqotlarida aks
etgan bo‘lib, unda O‘zbekiston Respublikasida tashqi iqtisodiy faoliyatni tartibga
solishda qo‘llanilayotgan bojxona to‘lovlari va milliy boj tarifi tizimini
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takomillashtirish yo‘llari tahlil gilingan. Shuningdek, bojxona to‘lovlarini ilg‘or xorijiy
tajribalar asosida optimallashtirish masalalari ko‘rib chiqilgan.

Abdusalomov O. E.[8] tomonidan olib borilgan tadgigotlarda tashqi iqgtisodiy
faoliyatni davlat tomonidan tartibga solishning iqtisodiy jihatlari, Xxalgaro
standartlashtirish va sifat menejmenti joriy etish masalalari ko‘rib o‘tiladi. Ushbu
tadgigotlarda xalgaro standartlarni joriy etish orqali O‘zbekistonning tashqi savdosini
rivojlanishining prognoz modellari ishlab chigilgan.

Tashqi savdo faoliyatini davlat tomonidan tartibga solishdan tashqgari xalgaro
tashkilotlar, kengashlar, integratsiya birlashmalari tomonidan amalga oshiriladigan
xalgaro savdosini davlatlararo tartibga solish mavjud. Demak, xalgaro savdoni tartibga
solish davlat tomonidan tartibga solish va xalgaro bitimlar va xalgaro tashkilotlarni
tashkil etish orqali tartibga solishga bo‘linadi. Jahon iqtisodiyotini rivojlantirishda
xalgaro savdoning yugori ahamiyati jahon hamjamiyati tomonidan maxsus xalgaro
tartibga solish tashkilotlarini tashkil etishga olib keldi. Ushbu muassasalar rivojlangan
va rivojlanayotgan mamlakatlar o‘rtasidagi tashqi savdo munosabatlaridagi
ziddiyatlarni bartaraf etish bo‘yicha sa’y-harakatlarni muvofiglashtiradi, tovar
bitimlarining moddalarini xalgaro iqtisodiy huquq me’yorlari bilan bog‘lashga intiladi.
Ularning faoliyati xalgaro savdo bitimlarini amalga oshirish qoidalari, tamoyillari,
tartibini ishlab chiqishga va ushbu tashkilotlarga a’zo davlatlar tomonidan ularning
bajarilishini nazorat gilishga garatilgan.

TAHLIL VA NATIJALAR

Xalgaro savdo tizimini boshgarishni tubdan takomillashtirish va tadbirkorlik
subyektlari faoliyati uchun qulay shart-sharoitlarni yaratish O‘zbekistonning igtisodiy
rivojlanish strategiyasining ham ustuvor yo‘nalishlaridan biridir.

“2017-2021-yillarda O°‘zbekiston Respublikasini rivojlantirishning beshta
ustuvor yo‘nalishi bo‘yicha Harakatlar strategiyasi’da “eksport faoliyatini
liberallashtirish va soddalashtirish, eksport tarkibini va geografiyasini diversifikatsiya
gilish, igtisodiyot tarmoglari va hududlarning eksport salohiyatini kengaytirish va
safarbar etish”[1] kabi vazifalar belgilab berilgan. So‘nggi Yyillarda esa tashqi savdoni
rivojlantirishga qaratilgan O°zbekiston Respublikasining Prezidentining 2017-yil
13-apreldagi “Tashqgi savdo sohasida boshgaruv tizimini takomillashtirish chora-
tadbirlari to‘g‘risida”gi PF-5012-sonli ~ farmoni mamlakatimiz tashqgi savdo
alogalarining samaradorligini yanada oshirish, tashqi savdoni liberallashtirish, eksport
salohiyatini mustahkamlash hamda raqobatdosh mahalliy mahsulotlarni tashqi
bozorlarga chigarish tizimini takomillashtirish, mahsulot ishlab chigaruvchi
korxonalar bilan xorijiy sheriklar o‘rtasida savdo sohasida uzoq muddatli barqaror
sheriklik munosabatlarini shakllantirish maqgsadlariga xizmat qilishi ko‘zda tutilgan.

Yugoridagilar bilan bir gatorda mamlakatimizni jahon igtisodiyoti bilan samarali
integratsiyalash bo‘yicha bir qator strategik magsadlar belgilab berilmoqgda. Ushbu
holatlar esatashqi savdoni boshgarish bo‘yicha magqgsadli strategik yo‘nalishlarni
tanlash kabi vazifalarni belgilab bermoqda.

Jahon iqtisodiy rivojlanishining hozirgi sharoitida O‘zbekistonning jahon
igtisodiyoti bilan integratsiyalashuv jarayoni tashgi savdoning balans muvozanatiga
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salbiy ta’sir ko‘rsatmaydigan va tadbirkorlikni rivojlanishini barqarorligini saqlab
turuvchi va rag‘batlantiruvchi, iqtisodiy rivojlanishdagi tahdidlardan holi bo‘lgan
strategik boshqarish asosida amalga oshirilishi lozim.

Jahon olimlarining fikricha milliy iqtisodiyotni jahon iqtisodiyoti bilan
integratsiyalashuv jarayonida tashqi savdo sohasi asosiy xavf omili hisobladi. Biroqg,
zamonaviy tendensiyalar shuni ko‘rsatmoqdaki, tashqi savdo siyosati bu umum-igtisodiy
siyosatning soliglar, subsidiyalar, valyuta nazorati, import yoki eksportni to‘g‘ridan-
to‘g‘ri cheklashlar orqali tartibga solishni 0°z ichiga olgan nisbatan mustaqil yo‘nalishi
hisoblanadi. Aytish o‘rinliki, tashqi savdoni cheklash borasida olib borilayotgan har
ganday chora-tadbirlar ko‘pincha gisqa muddatli samara beradi. Uzoq davr uchun esa, bu
rivojlangan davlatlar tajribasida o‘z ifodasini topgan, faqat erkin savdogina iqtisodiy
resurslarni yanada ogilona hamda samarali joylashtirishga imkon beradi.[9]

Erkin tashqi savdo g‘oyalari 300 yil oldingi David Rikardoning nisbiy ustunlik
nazariyasi asosiga qurilgan bo‘lib, unga ko‘ra, xalqaro miqyosda barcha ishlab
chigarish resurslarining erkin (cheklovlarsiz) harakatlanishi igtisodiy samaradorlikni
o‘stiradi va resurslar o‘zidan maksimal manfaat keltirgan holda aholi farovonligining
oshishiga xizmat qgiladi.[10]

Xalgaro igtisodiy munosabatlar tashqgi savdoni tashkil etish nugtayi nazaridan
batafsil bayon qilinishi mumkin bo‘lgan juda ko‘p turli xil muammolarni gamrab oladi.
Shu sababli, xalgaro igtisodiy munosabatlarning asosiy nazariyalarida tashgi savdoni
boshqgarish borasida ko‘plab yondashuvlar shakllangan. Sababi shuki har ganday
mamlakat igtisodiyoti uchun jahon mamlakatlari bilan integratsion munosabatlarda
xalgaro savdo katta rol o‘ynaydi va bu uning yalpi milliy daromadini oshirishga imkon
beradi.[11]

So‘nggi yillarda O‘zbekistonda Jahon savdo tashkiloti (JST)ga a’zo bo‘lish
haqidagi munozaralar mamlakatning JSTga a’zo bo‘lishi bo‘yicha so‘nggi rasmiy
uchrashuvdan taxminan 15 yil o‘tgach, 2020-yilda gayta boshlangan. Ushbu davr
mobaynida hukumat JSTga a’zo bo‘lish bo‘yicha yo‘l xaritasini tayyorladi, tashqi
savdo rejimi to‘g‘risidagi yangilangan memorandumni tagdim etdi, bu JSTga a’zo
bo‘lish bo‘yicha muzokaralarni qayta boshlash uchun muhim qadam bo‘ldi va JSTga
a’zo bo‘lishni o‘z ichiga oladi. Hukumatning 2022-2026-yillarda “Yangi
O‘zbekiston™ni rivojlantirish strategiyasining magqsadlarida ham bu masalaga
ustuvorlik berilgan. Agar O‘zbekiston JSTga a’zo bo‘lish uchun zarur bo‘lgan
tamoyillarni amalga oshirishda muvaffagiyat gozonsa, mamlakat tashgi savdoning
amaldagi me’yoriy-huquqiy bazasini tavsiflovchi xarajatlar, vaqt va noanigliklarning
sezilarli gisqarishini boshdan kechirishi mumkin.[12]

Yugqoridagilardan kelib chiqib O‘zbekistonda bugungi kunda "Xalqaro savdo"
ko‘rsatkichi bo‘yicha mamlakat reytingini tashkil etuvchi barcha indikatorlarni
takomillashtirish bo‘yicha magsadli ishlar amalga oshirilmoqda. Jumladan, savdo
aylanmasining kengayishiga, ichki bozorni va ishlab chigaruvchilarni zarur tovarlar
bilan ta’minlashga hamda respublikada ishlab chigarilayotgan mahsulotlarni eksport
qilishga to‘sqinlik qilayotgan bir qator muammolarni yechish maqgsadidaO‘zbekiston
Respublikasining Prezidentining 2018-yil 30-noyabrdagi “Tovar bozorlarida savdoni
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yanada erkinlashtirish va ragobatni rivojlantirish chora-tadbirlari to‘g‘risida”gi PF-
5564-sonli Farmoni qabul qilindi. Ushbu farmonga ko‘ra savdoni 2 bosqichda

erkinlashtirish nazarda tutildi va kiritilgan o‘zgarishlar 1-jadvalda aks etgan.

1-jadval

O‘zbekistonda tashqi savdoni erkinlashtirish yo‘nalishlari

Amaldagi tizim

| Yangi tizim

O<zbekiston Respublikasining Prezidentining “Tovar bozorlarida savdoni yanada erkinlashtirish va
raqobatni rivojlantirish chora-tadbirlari to‘g‘risida”gi Farmoni bo‘yicha

Import gilinadigan yugori likvidlik tovalarni ichki
bozorda fagat birja savdolarida cheklovlarsiz
sotishga ruxsat berilgan

Import bo‘yicha olib kelingan yuqori likvidlik
mahsulot turlarini, egalarining xohishiga ko‘ra,
ichki bozorda, shu jumladan, birja savdolarida
cheklovlarsiz sotishga ruxsat etildi

Iste’mol moliya krediti fagat O°zbekistonda ishlab
chigariladigan mahsulot va xizmatlarni sotib olish
uchun ajratilgan

Iste’'mol moliya kredit import yoki mahalliy
mahsulot va xizmatlarni sotib olish uchun bir xil
shartlarda tagdim etilishiga ruxsat berildi

Ayrim turdagi tovarlar (cho‘chqa go‘shti, uy
parranda go‘shti, o‘simlik yog‘i, shakar, non va
non mahsulotlari, rudalar, ipak chigindilari va h.k.)

Ayrim turdagi tovarlar (cho‘chqa go‘shti, uy
parranda go‘shti, o‘simlik yog‘i, shakar, non va
non mahsulotlari, rudalar, ipak chigindilari va h.k.)

eksporti cheklangan

Internet tarmog‘idagi elektron savdo
maydonchalari orgali tovarlar, ishlar va xizmatlar
eksportni amalga oshirish tartibi belgilanmagan edi

eksporti uchun cheklov bekor gilindi

Tadbirkorlik subyektlariga eksport shartnomasini
tuzmasdan va bank komissiyasi undirilmasdan,
Internet tarmog‘idagi elektron savdo
maydonchalari orgali tovarlar, ishlar va xizmatlar
eksportni amalga oshirish huqugi berildi

Jismoniy shaxslar tomonidan bojxona
deklaratsiyasisiz tovar olib o‘tish 5000 AQSH
dollarigacha oshirildi

“Tashqi

oshirish

Jismoniy shaxslar tomonidan bojxona
deklaratsiyasisiz tovar olib o‘tish 3000 AQSH
dollarigacha edi
O‘zbekiston Respublikasining Prezidentining 24.03.2018-yildagi
erkinlashtirish va savdo operatsiyalarining samaradorligini
to‘g‘risidagi” PQ-3624-son Qarori bo‘yicha
Import gilinadigan tovarlarni yuklashdan oldin
majburiy  inspeksiyadan o‘tkazish tartiboti
qo‘llangan

Manba: muallif tomonidan tuzilgan.

savdoni yanada
chora-tadbirlari

Import gilinadigan tovarlarni yuklashdan oldin
inspeksiyadan  o‘tkazish  ixtiyoriy = asosda
amalga oshiriladi.

Amalga oshirilgan islohotlar natijasidamamlakatimiz tashqi savdosi dinamik
rivojlanayotgan tendensiyaga ega bo‘lib, faol eksport va import siyosati yuritilib, tayyor
mahsulot eksporti ustuvor darajada o‘sib bormoqda. (2-jadval). Iqgtisodiyotning
ochiglikligini ta’minlash siyosati, modernizatsiya, ishlab chigarishni texnik va texnologik
yangilash hamda diversifikatsiya jarayonlari sohasidagi tadbirlar izchil amalga oshirilishi
natijasida tashqi savdoni samarali va yugori natijaviy modellar asosida rivojlantirishga
mustahkam asos yaratilib, 0‘z navbatida qator pozitsiyalar bo‘yicha tegishli yutuqglar
qo‘lga kiritilmoqda.

Respublikada so‘nggi yillarda amalga oshirilayotgan eksportni rag‘batlantirish,
importni optimallashtirish va umuman olganda tashqi savdo muvozanatini ta’minlash
maqgsadida amalga oshirilgan chora-tadbirlar natijasida, 2023-yil yanvar-dekabr
oylarida respublikaning tashqgi savdo aylanmasi (matnda TSA) 62,6 mird. AQSH
dollariga yetdi va 2022-yilning yanvar-dekabr oylariga nisbatan 12,1 mlrd. AQSH
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dollariga yoki 23,9 % ga oshishini ta’minladi. Ushbu natija mamlakat tarixida eng
yugqori ko‘rsatkich sifatida qayd etilgan.

2-jadval.
O‘zbekiston Respublikasining tashqi savdosi, min.AQSH dollari
Ko‘rsatkichlar 2020- yil 2021- yil 2022-yil 2023-yil
Tashqi savdo aylanmasi 36256,1 42071,6 50500,3 62567,4
Eksport 15102,3 16610,6 19732,6 24426,2
tovarlar 7292,8 9953,4 11020,3 10989,9
xizmatlar 2005 2547 4 4456,7 5179,7
nomonetar oltin 5804,4 4109,8 4255,6 8256,6
Import 21153,8 25461 30767,8 38141,2
tovarlar 199324 23724,2 28220,3 35574,8
xizmatlar 12214 1736,8 2547,5 2566,4
Saldo -6051,5 -8850,4 -11035,2 -13715

TSAda eksport hajmi 16 610,6 min. AQSH dollariga (10,0 % ga ko‘paydi) va
import hajmi 25 461,0 min. AQSH dollariga (20,4 % ga ko‘paydi) yetdi. Hisobot
davrida — 8 850,4 min. AQSH dollari giymatida passiv tashqi savdo balansi gayd etildi.

O‘zbekiston jahonning 182 ta mamlakatlari bilan savdo aloqgalarini amalga oshirib
kelmoqda. TSAning nisbatan salmoqli hissasi Rossiya Federatsiyasida (17,9 %), Xitoy
Xalq Respublikasida (17,7 %), Qozog‘istonda (9,3 %), Turkiyada (8,1 %), Koreya
Respublikasida (4,5 %), Qirg‘iziston Respublikasi (2,3 %) va Turkmanistonda (2,1 %)
gayd etilgan.

Ma’lumki, integratsiyalashuv jarayonida tashqi savdoni boshqarishning asosiy
yo‘nalishlari quyidagilar bilan belgilanadi:

1. Savdo va tranzaksiyalarni liberallashtirish. Dunyoning aksariyat mamlakatlari
(birinchi navbatda, Jahon savdo tashkilotiga a’zo davlatlar) tovarlar va xizmatlarning
transchegaraviy harakati uchun bojxona va boshqa to‘siqlarni kamaytirdilar. Savdo
erkinlashtirish dunyoning aksariyat davlatlari siyosatining asosiy prinsipiga aylantirish
uchun sharoitlar yaratilmoqda.

2. Yangi tashqi savdoni boshgarish mexanizmlari va institutlarni tashkil etish.

3. Muvofiglashtiruvchi va tartibga soluvchi organlarning xalgaro iqtisodiy
munosabatlarga, savdo ogimlariga, qoidalariga va ularni rivojlantirish strategiyasiga
ta’sirining samaradorligini oshirish.

4. Milliy bozorda raqobatning kuchaytirish.

5. Jahon sanoat kuchlarining ragobat ustunligidan himoya gilish doirasida
mintagaviy integratsion guruhlarini shakllantirish. O‘zaro hamkorlik uchun qulay
shart-sharoitlar yaratadigan savdo-igtisodiy, valyuta siyosatini amalga oshirish va
xalgaro mehnat tagsimotini chuqurlashtirish asosida mamlakatning global ragobatda
ustunliklarini ta’minlash.
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XULOSA VA TAKLIFLAR

Yuqoridagilardan kelib chigib integratsiyalashuv jarayonlarida tashqgi savdoni
milliy manfaatlar asosida strategik  boshqgarishga bo‘lgan  yondashuvni
takomillashtirishda asosiy e’tibor quyidagilarga qaratilishi lozim deb hisoblaymiz:

milliy ishlab chigaruvchilarning manfaatlaridan kelib chigib, ularning mavgeyini
yanada mustahkamlashga garatilgan tashqi savdo siyosatini amalga oshirish lozim.
Bunda, milliy manfaatlar doirasi raqobatli ustunlikni ta’minlashga gqaratilib, unda
bojxona cheklovlarini bevosita cheklov (proteksionistik) bilan emas, balki bilvosita
shakllaridan ichki ragqobat muhitini shakllantirish kabi usullardan foydalanish taklif
etiladi. Asosiy strategik magsad himoya usullarini bosgichma-bosgich kamaytirib
borish orgali ishlab chigaruvchilarni erkin raqobatga tayyorlab borishdir. Mamlakat
ragobatbardoshligining asosiy sharti sifatida M. Porter nazariyasida ‘“mamlakatda
raqobat ganchalik rivojlangan va xaridorlarning talablari yuqori bo‘lsa, bu mamlakat
korxonalarining xalgaro bozordagi muvaffagiyatga erishish ehtimoli shuncha yuqori
bo‘ladi aksincha, milliy bozordagi raqobatning kuchsizlanishi, qoidaga ko‘ra, raqobat
ustunligi kuchsizlanishiga olib keladi”[13];

xorijiy iste’molchilarni mamlakatda ishlab chiqarilayotgan talab yuqori bo‘lgan
mahsulotlar turlari va hajmlari to‘g‘risida xabardor qilish[14] magsadida ichki
bozordagi narx indekslari, bozor konyunkturasi bo‘yicha marketing tadgiqotlarini
o‘tkazish va ushbu tadqiqot natijalarini ochiq ma’lumot sifatida O‘zbekiston
Respublikasi Investitsiyalar va tashqi savdo vazirligining rasmiy Veb-saytlarida berib
borilishi lozim;

jahon amaliyotida xalqaro savdoda mahsulotlarga qo‘llaniladigan notarif usullar
hisoblangan sanitar va fitosanitar chora tadbirlar ko‘p miqdorda qo‘llanilmoqda.
O‘zbekistonda ham tashqi savdoni erkinlashtirishda ta’rif usullarini Xalgaro Valyuta
Fondi, Butunjahon Savdo tashkiloti kabi xalgaro tashkilotlari normalariga
yaqinlashtirgan holda notarif usullardan foydalanish yo‘nalishiga o‘tish tavsiya etiladi.
Notarif usullari nafagat mahalliy ishlab chigaruvchilarni, balki mamlakat aholisi
turmush farovonligini ta’minlashda ham sezilarli ta’sir etadi.

Ma’lumki, tashqi savdodagi cheklovlarning yuqoriligi yashirin iqtisodiyot
rivojlanishiga bevosita ta’sir qiluvchi omillardan biri hisoblanadi.2005-2022-yillarda
yashirin igtisodiyot hajmi 31 foizdan 53 foizgacha yetgan. 2017-yilda O‘zbekistonda
keng ko‘lamli islohotlar doirasida pul-kredit va valyuta siyosatining erkinlashtirilishi
natijasida naqd pul hamda valyuta oldi-sotdisi bilan bog‘lig muammolar bartaraf etildi.
Bu, o‘z navbatida iqtisodiyotda naqd pul hajmining oshishiga ta’sir qilib, yashirin
Igtisodiyot ko‘lamini rasmiy iqtisodiyotga nisbatan salkam 59 foizgacha oshishiga olib
keldi. Lekin keyingi yillarda muomaladagi bank plastik kartalari, terminallar,
bankomat va infokiosklar sonining sezilarli darajada ko‘payishi natijasida naqd pulsiz
hisob-kitoblarning rivojlanishi, shuningdek, solig islohotlarining amalga oshirilishi
yashirin igtisodiyot hajmining 2018-yildagi 55 foizdan 2021-yilda 42 foizgacha
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kamayishiga xizmat qildi[15] O‘zbekistonda bojxona tariflarini belgilashda Jahon
savdo tashkilotining Tariflar va savdo bo‘yicha bosh kelishuv (GATT)ning ta’riflar
bo‘yicha “Miliy rejim” tamoyilini qo‘llash, shuningdek, import qilingan tovarlarning
hisobotlarini elektron tarzda shakllanishini ta’minlash orqali yashirin iqtisodiyotni
gisqartirishga imkon yaratadi.

Xulosa qilib aytish mumkinki, O‘zbekistonda innovatsion iqtisodiyotni
shakllantirish va xalgaro integratsiyalashuv jarayonlarida tashqgi savdoni
boshgarishning samarali mexanizmlarini ishlab chigishda yuqorida ta’kidlangan usul
va vositalardan imkoni boricha bilvosita shaklda foydalanish magsadga muvofiqdir.
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ELEKTRON SAVDONING O‘ZIGA HOS JIHATLARI

Turdiyeva Shohista Bahriddin qizi
TDIU, Marketing kafedrasi tayanch doktoranti

Annotatsiya

Jahon iqtisodiyotida savdo faoliyati o‘tish davriga guvoh bo‘lmoqda. Barcha
kompaniyalar onlayn texnologiyalar orgali axborotga asoslangan operatsiyalarga
orqali faoliyat yuritmoqda. Texnik o‘tishning sur’ati shu qadar kuchliki, zamonaviy
Elektron savdo hozirda sanoatning barcha sohalariga ta’sir ko‘rsatuvchi iqtisodiy
muhitda sezilarli siljishlarni amalga oshirmoqgda. Internet kompaniyalar doirasini
kengaytirdi. Ushbu magolada Elektron savdoning jihatlari, jumladan uning ahamiyati,
afzalliklari, O‘zbekiston bozoridagi qiyinchiliklari va ko‘lami muhokama qilindi.

Kalit so‘zlar. Biznes, iste’molchi, Elektron savdo, internet, bozor strategiyasi,
o‘sish, foyda.

AHHOTALUA

ToproBast IeATENBHOCTH B MHUPOBOM JKOHOMHUKE MEPEKHUBACT IEPEXOIHBIN
nepuos. Bce koMmanuu paboTaroT MOCPEACTBOM HMH(GOPMALMOHHBIX OINEpaluid c
IIOMOUIBI0 OHJIAWH-TEXHOJOTHM. TEMIIBI TEXHOJIOTMYECKUX H3MEHEHUU HACTOJIBKO
BEJIMKM, YTO COBPEMEHHAs JJIEKTPOHHAS KOMMEPILMS B HACTOSIIEE BPEMsS BHOCHUT
CYIIECTBEHHbIE U3MEHEHUS B DKOHOMUYECKYIO CPENy, YTO 3aTParuBacT BCE OTPACIU
MPOMBINUIEHHOCTU. HTEepHET pacmupui chepy AeaTebHOCTH KoMIlaHuid. B nanHon
CTaTb€ PACCMOTPEHBI ACHEKThI JJEKTPOHHOM KOMMEPIMM, BKIIIOYAs €€ BAKHOCTB,
IPEUMYIIECTBA, TPOOIEMbl U MacIITa0bl HA PHIHKE Y30€eKncTaHa.

KiroueBsle ciioBa. buszHec, notpeOurenb, 31eKTpoHHas kommepuus, THTepHer,
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Abstract

Trade activity in the world economy is witnessing a period of transition. All
companies are operating through information-based operations through online
technologies. The pace of technological change is so strong that modern E-commerce
Is now making significant changes in the economic environment that affects all sectors
of the industry. The Internet has expanded the scope of companies. This article
discussed the aspects of e-commerce, including its importance, advantages, challenges
and scope in the market of Uzbekistan.

Keywords. Business, consumer, E-commerce, internet, market strategy, growth,
profit.

KIRISH

Globallashuv va axborot texnologiyalari (IT) tashkilotlarning biznes yuritish
uslubini o‘zgartiradi. O‘z kompaniyasining yakuniy rivojlanishi uchun IT
infratuzilmasiga katta migdorda sarmoya kiritgan deyarli barcha kompaniyalarda IT
tizimi joriy etilgan va integratsiyalashgan. EC bilan korxonalar "Just in Time" ishlab
chiqarishni butun dunyo bo‘ylab o°zlarining strategik gobiliyatlarini oshiradigan savdo
hamkorlari bilan bog‘lamoqdalar. Elektron savdo aloga nuqtai nazaridan telefon
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lintyalari, kompyuter tarmoqlari yoki boshqa vositalar orqali ma’lumot, xizmatlar,
mahsulotlar yoki onlayn to‘lovlarni taqdim etishi mumkin. EC biznes jarayonlari
nuqtai nazaridan korporativ tranzaksiyalar va ish ogimlarini avtomatlashtirish
texnologiyasini joriy giladi. Xizmat ko‘rsatish nuqtai nazaridan, EC — bu mahsulot
samaradorligini oshirish va xizmatlarni yetkazib berishni tezlashtirish bilan birga
xizmatlar narxini pasaytirish usuli bo‘lib, u sanoat, mijozlar va rahbariyatning
xohishiga javob beradi.

Ushbu maqolada Elektron savdo hagida umumiy ma’lumot berilgan, asosan uning
ta’rifiga va zamonaviy bozor uchun muhimligiga e’tibor qaratilgan. Elektron
savdoning afzalliklaridan tashqari, keyingi bo‘limlarda muhokama qilinadigan ba’zi
kamchiliklar ham mavjud.

ADABIYOTLARNI SHARHI

R. E. Walch [1] biznes bilan bog‘liq tranzaksiyalarni amalga oshirish usuli sifatida
elektron savdodan (EC) foydalanish kuchayib borayotganligi ko‘plab kompaniyalar
uchun ustuvor vazifa bo‘lib kelayotganligini ta’kidlagan.

E. Turban, J. Whiteside, D. King, and J. Outlandlar [2] o‘zlarining ilmiy
izlanishlarida “Bugungi kunda yirik kompaniya operatsiyalari onlayn tarzda amalga
oshirilmoqgda. Odamlar mahsulot va xizmatlarni onlayn tarzda sotadilar hamda sotib
oladilar va internet infratuzilmasisiz ma’lum xaridlarni amalga oshirib bo‘lmaydi”
deya o°z fikrlarini ilmiy asoslagan.

E. E. Grandon and J. M. Pearsonlar [3] Elektron savdo — biznes operatsiyalarida
elektron aloga va ragamli axborot jarayonlari tashkilotlar va shaxslar o‘rtasida qiymat
yaratish munosabatlarini yaratish, o‘zgartirish hamda qayta aniglash uchun ishlatiladi
deya ta’kidlaydi.

D. Gefen [4] o‘zining elektron savdo bo‘yicha o‘zining Elektron savdoda
ishonchning roli nomli ilmiy magolasida — Elektron savdoning rivojlanishi igtisodiy
jihatdan o‘sish tendensiyasiga ega mamlakatlar kichik bizneslari uchun real
istigbollarni yaratishini ta’kidlaydi.

R. Rahayu va J. Day [5] elektron savdoning iste’molchi uchun eng katta afzallik
shundaki, ko‘p vaqtni tejaydi va dunyoning istalgan nuqtasidan xaridni amalga oshirish
uchun qulayligini ta’kidlaydi.

TAHLIL VA NATIJALAR

Elektron savdo — tovarlar va xizmatlar bilan ishlash uchun elektron ommaviy
axborot vositalari va internetni anglatadi. Elektron savdo kompaniyaning internetga,
shuningdek, elektron ma’lumotlar almashinuvi, ITga kirishini o‘z ichiga oladi.
Elektron savdo internet-sotuvchining veb-saytiga, to‘g‘ridan-to‘g‘ri platformadan
foydalanuvchiga tovarlar yoki xizmatlar savdosini amalga oshirish, kredit karta, debet
karta yoki elektron pul o‘tkazmasi orqali to‘lash uchun simsiz xarid qilish savatchasini
anglatadi.

AKTning, xususan, Internetning ommalashib borayotganligi dunyo tez sur’atlar
bilan Elektron savdoga (Business-to-Business) o‘tayotganligini anglatadi. Internet
iste’molchilarga global iqtisodga kirishga imkon berganligi sababli, ular narxlarni
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hududlar bo‘yicha solishtirishlari, so‘rovlar bo‘yicha ganday o‘zgarishini bilishlari va
almashtirishdan xabardor bo‘lishlari mumkin. Xaridorlar aniq afzalliklarga ega
bo‘lishadi. Bozorning ochiqligi tufayli iste’molchilar turli veb-saytlardagi Elektron
savdo takliflarini qulay tarzda solishtirishlari mumkin. Agar kompaniya elektron
bo‘lsa, ragiblar darhol mijozdan bir marta bosish masofasida bo‘ladi.

Elektron savdo faoliyatini amalga oshirishda bir gator yordamchi texnologiyalar
mavjud bo‘lib, ular quyidagilar:

Internet — elektron savdo internetning keng kirib borishi tufayli o°sdi. Internet
va aqlli mobil telefonlar tom ma’noda har bir hayotning bir qismi bo‘lib kelgan.
Internet endi razvedka manbasi emas, ammo u otliglar, duradgorlar, shifokorlar va
boshqalar sotib olishlari, o‘qishlari, muloqot qilishlari va hatto xizmat ko‘rsatishlari
mumkin bo‘lgan samarali vositadir. Ta’minot zanjiri nozik va aqlli, chunki raqamli
tarmoqlar tezda mijozlar bilan bog‘lanishi mumkin, bu ifloslanishni sezilarli darajada
kamaytiradi va yashil biznesga foyda keltiradi. So‘nggi 15 yil ichida AKT ingilobi
iqtisodiyotni misli ko‘rilmagan darajada quvvatladi. Internet va uning xizmatlari ulkan
texnologik yutuglar bilan yangi bozorlarni o‘sishiga yordam berdi. 1980-yillarda
internet foydalanuvchilari soni kichik edi va 1994 yilgacha testdan foydalanuvchilar
soni o°‘sib borguncha bosgichma-bosqich, ammo bargaror o‘sish kuzatildi. Tarmoq
foydalanuvchilari sont World Wide Web paydo bo‘lishi va keyinchalik multimedia
kontentining kengayishi bilan portladi. Internet, o‘z navbatida, boshga barcha
vositalarga garaganda tezroq rivojlandi. Birlashgan Millatlar Tashkilotining Xalgaro
Elektraloga Ittifoqi (XEI) yaginda 2025 yilda 7,2 milliard foydalanuvchi onlayn
bo‘lishini prognoz qildi.

Analitika — bu ma’lumotlarni qaror qabul qilish ma’lumotlariga aylantirishning
empirik usuli. Analitika tashkilotlarga o‘z mijozlarini to‘plash, tartibga solish, ko‘rib
chigish va sharhlashda yordam beradi. Ma’lumotlar hajmining Kkatta o‘sishi
tashkilotlarning mijozlarning xatti-harakatlarini bilish uchun tadgigotlarga tayanishiga
sabab bo‘ldi. Chakana sotuvchilar internet investitsiyalari va kanallar aralashmasidan
daromadlarni hisoblash uchun real vaqt rejimida bilimga ega bo‘lishlari kerak.
Elektron savdo o‘yinchilari uchun asosiy tahlillar mavjud; mijozlar tushunchasi uchun
o‘rtacha buyurtma hajmi, savat hajmini o‘Ichash, konversiya nisbatlari talab qilinadi
va chuqurroqg tahliliy yondashuv zarur.

Ijtimoiy tarmoglar — oz tovarlarini reklama qilish uchun korxonalar doimiy
ravishda ijtimoiy tarmoglardan foydalanadilar. Ijtimoiy media Internet orgali ulanish
va ma’lumot almashish uchun kompyuter yoki mobil telefondan foydalanishga imkon
beruvchi bloglar va kompyuter ilovalarini o‘z ichiga oladi. I[jtimoiy tarmoq
mahsulotlarni yaratishda muhimroq bo‘lib, mijozlarga turli bitimlarni eslatib turadi.
Mahsulot yoki xizmat haqidagi ma’lumotlar ham foydalidir. U ishonchli iste’molchilar
guruhini, nashrlarni, og‘zaki so‘zlarni va boshqalarni yaratish uchun brend yaratish
vositasini tagdim etadi.

3D bosib chigarish — 3D printer ragamli 3 o‘lchovli modelni yarata oladigan
elektron qurilmalar toifasiga kiradi. "Qo‘shimcha ishlab chiqarish" usuli — bu siyohli
printerning ranglarini tekis qog‘oz varag‘iga muvaffaqiyatli joylashtirishga o‘xshash
goplama. 19-asr boshidagi sanoat ingilobi qishloq xo‘jaligi hayotini larzaga
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keltirganidek, 3D bosib chigarish bir kun kelib odamlar foydalanadigan mahsulot
usulini yo‘q qilishi mumkin. 3D bosib chiqarish iste’molchi chop etishi kutilayotgan
yoki dizayner uchinchi tomon ishlab chiqaruvchisi bilan bog‘langan prototiplar
biznesini ishlab chigaradi. Tayyor mahsulot sotilmaydi — konsepsiya sotiladi va chop
etiladigan litsenziya. Internetning burchaklarida istigbolli rassomlar uyda yoki ishda
chop etish rejalarini ko‘rsatadilar.

C2B ]

[ B2B

B2A ]

[ B2C

C2A ]

[ c2C

i Elektron tijorat 7

turlari

1-rasm. Elektron savdo biznes turlari!

Biznesdan biznesga (B2B) — elektron savdo firmalar o‘rtasidagi barcha elektron
mahsulotlar yoki xizmatlarni o‘tkazishni o‘z ichiga oladi. Umuman olganda, ishlab
chiqgaruvchilar va an’anaviy sanoat ulgurji kompaniyalari elektron savdo uchun ushbu
yondashuvdan foydalanadilar.

Biznesdan iste’molchiga (B2C) — kompaniya va yakuniy mijoz elektron
kompaniya hamkorligi. Bu Elektron savdo xarid qilish bo‘limi bo‘lib, u erda an’anaviy
chakana savdo odatda amalga oshiriladi. Ushbu hamkorlik uslublari oddiyroq,
murakkabroq va vagti-vagqti bilan bo‘lishi mumkin va ular toxtatilishi mumkin. Ushbu
biznes turi mijozlarga kompyuterlar, elektronika, kitoblar, aksessuarlar, avtomobillar,
ozig-ovgat, moliyaviy materiallar va ragamli nashrlar kabi har ganday turdagi
mahsulotlarni taklif qiluvchi bir gator onlayn-do‘konlar va markazlar bilan
Internetning paydo bo‘lishi tufayli sezilarli darajada kengaydi. An’anaviy savdodagi
chakana savdodan farqli o‘laroq, xaridor odatda mavjud bo‘lgan mazmunli kontent
haqida ko‘proq ma’lumotga ega bo‘ladi va siz shunga o‘xshash individual mijozlar
tajribasini xavf ostiga qo‘ymasdan, shuningdek, oson ishlov berish va tarqatishni va’da
gilmasdan arzonroq sotib olishingiz mumkinligi odatda gabul gilinadi.

L Muallif ishlanmasi.
[
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Iste’molchidan iste’molchiga (C2C) — turi elektron Elektron savdo mijozlar
o‘rtasida elektron shaklda tovarlar yoki xizmatlarning barcha savdolarini gamrab oladi.
Odatda bu almashinuv onlayn tranzaksiya forumini taklif giluvchi uchinchi tomon
tomonidan amalga oshiriladi.

Iste’molchidan biznesga (C2B) — tovarlar almashinuvining odatiy konteksti
o‘zgartiriladi. Elektron savdoning bu usuli kraudsorsingga asoslangan kompaniyalarda
keng go‘llaniladi. Ayrim xizmatlar yoki mahsulotlarni magsad qilgan kompaniyalar
uchun jismoniy shaxslar ham o‘z xizmatlari yoki mahsulotlarini sotadilar. Ushbu
tadbirlarga rassomlar logotip uchun bir nechta takliflar so‘raladigan va fagat bittasi
muvaffaqiyatli tanlangan va sotib olingan joylarni o‘z ichiga oladi. Ushbu biznes
segmentidagi yana bir mashhur vosita — royaltidan xoli fotosuratlar, fotosuratlar,
media va dizayn elementlarini sotadigan bozorlar.

Biznes-ma’muriyat (B2A) bu qism kompaniyalar va hukumat o‘rtasidagi
barcha internet tranzaksiyalarini o‘z ichiga oladi. Bu turli xil dasturlarni, xususan,
soligqa tortish, ijtimoiy yordam, sog‘ligni saqlash, huquqiy hujjatlar va hujjatlarni
rasmiylashtirish va hokazolarni gamrab oladi. So‘nggi yillarda bu xizmatlar turlari
davlat boshqaruviga sarflangan mablag‘lar hisobiga sezilarli darajada kengaytirildi.

Iste’molchi-ma’muriyat (C2A) — modeli hukumatlar va jismoniy shaxslar
o‘rtasidagi barcha elektron xaridlarni o‘z ichiga oladi. Ilovaning diqqatga sazovor
joylariga quyidagilar kiradi:

eTa’lim — axborotni targatish, masofaviy ta’lim va h.k.

e]jtimoiy ta’minot — axborotni tarqatish, to‘lovlarni amalga oshirish va h.k.

eSoliglar — soliq deklaratsiyasini topshirish, to‘lovlar va boshqalar.

eSalomatlik — uchrashuvlar, kasalliklar to‘g‘risidagi ma’lumotlar, tibbiy
xizmatlarga haq to‘lash va h.k

Elektron savdo sanoatidagi yangi tendensiya endi ganday boshlanganiga nisbatan
ko*p yo‘nalishlarga tarqgaldi. Elektron savdo bozori bugungi kunda odamlar sotib olish
yoki sotish uchun oddiy onlayn forum emas, balki undan ham ko‘proq, Elektron savdo
tobora o‘zgarib bormoqda, chunki u juda mahalliy bo‘lib, sun’iy intellektni targ‘ib
giladi va hatto nomoddiy mahsulotlar va xizmatlarni tagdim etadi. GST ijrosi va gisga
muddatli kreditlar sifatida. Yorug‘lik tezligida rivojlanayotgan texnologiyalarni joriy
etish bilan iste’molchining potensial ko rinishi to‘liq o‘tish arafasida. Shu bilan birga,
u narsalar Interneti (IoT) bo‘ylab kengaytirilgan maishiy xizmatlar, ma’lumotlarni
qayta ishlash, logistika, sun’ity intellekt, shaxsiylashtirish va Elektron savdo
namunalarining keyingi avlodi uchun giper-lokal makonga ¢’tibor garatishi anigq.

Iste’molchilar uchun Elektron savdoning asosiy afzalliklari quyidagilardan iborat:

e savdo stavkalarini pasaytirish;

e kengaytirilgan moslashuvchanlik — xaridlarni firma bilan jismoniy aloga
gilmasdan kuniga 24 soat amalga oshirish mumkin;

e vaqtni tejash — iste’molchilar istalgan vaqtda istalgan mahsulotni onlayn xarid
giladi yoki sotadi;

e mijoz ma’lumotlarga oson va doimiy ravishda kirib, ko‘plab sahifalarda
tafsilotlarni gidirish uchun tugmani bosish orqgali yaxshiroq kirish imkoniyatiga ega;
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e xarid gilishda ham, tranzaksiyalarda ham qulaylik xaridorga uydan yoki ofisdan
kerak bo‘lgan qulaylikdan kelib chiqadi;

e agar kompaniya faoliyati qoniqarsiz bo‘lsa, boshqa kompaniya-mijozlarga
o‘tish hali ham oson;

e mahalliy yoki milliy bozorda iste’molchiga avvalgidan ko‘ra kattaroq
mahsulotga kirishni ta’minlaydigan mahsulot mavjud emas edj;

¢ yakuniy xaridni amalga oshirishdan oldin iste’molchi boshqgalar nima sotib
olganini ko‘rish yoki boshqa mijozlarning sharhlarini ko‘rish uchun mahsulot haqida
fikr bildiradi.

Internet orqali sotishning ko‘payishi joriy va barqaror xarajatlarning kamayishi
sotuvchilar nugtai nazaridan Elektron savdoning asosiy afzalligi hisoblanadi. Bularga:

edaromad olishda yordam beradi;

efoydalanish va texnik xizmat ko‘rsatish bilan bog‘liq xarajatlarni sezilarli
darajada kamaytiradi;

exarid gilish va sotib olishga sarflanadigan xarajatlarni kamaytiradi;

emijozlarning sodigligini oshirishga, shuningdek, ushlab turishga yordam beradi;

emahsulotlarni tashish uchun byudjet xarajatlarini sezilarli darajada gisqartirish;
emijoz va yetkazib beruvchi o‘rtasidagi munosabatlarni yaxshilash hamda
rivojlantirish;

esotish jarayonini tezlashtirishga yordam beradi;

eichki va tashqi alogani yaxshilash;

ehar qanday kompaniya va brendning imijini targ‘ib qiladi.

Yuqoridagi imkoniyatlar bilan birga Elektron savdoda bir gator muammolarga
duch kelmoqda. Bu giyinchiliklarga asosan xaridorlar hamda internetdan biznes uchun
vosita sifatida foydalanadigan sotuvchilar duch kelishadi. Ushbu muammolar elektron
savdo bozori xususiy va davlat korxonalari bilan birga yuksalmayapti. Elektron savdo
sanoatini oshirish uchun xususiy va davlat hamkorligi zarurligi. Tizim himoyasi,
ishonchliligi, maxsus talablari va ba’zi aloga protokollari mavjud emas. Agar Elektron
savdo veb-sayti buzilgan bo‘lsa, mijoz pulini yo‘qotadi. Elektron savdo veb-saytlari
uchun kiberxavfsizlik eng keng targalgan muammo hisoblanadi. Yana bir eng muhim
omil bu elektron hisob-kitoblarga ishonch. Asosiy qonunlar va qoidalar bo‘yicha
standart hujjat Elektron savdo operatsiyalarining to‘g‘riligi va qonuniyligini
ta’minlashi mumkin. Rivojlangan dunyoda ishonch zamonaviy qonunchilik va elektron
operatsiyalarda xolislikka asoslangan. Elektron savdoga asoslangan operatsiyalarni
o‘rnatmaydigan qonunchilik va sud tizimi, haqiqiy yoki idrok etilgan bo‘lsin, gamrab
olinmagan bo‘lsa-da, ular salbiy. Ko‘pgina rivojlangan mamlakatlarda naqd pul
yetkazib berish bugungi kunda ham eng mashhur jarayon bo‘lib, cheklar va kredit
kartalari osonlikcha gabul gilinmaydi.

Yuqoridagi muammolardan tashqgari, ba’zi rivojlanayotgan mamlakatlarning
igtisodiyoti boshqa ko‘plab muammolarga duch kelayotganini alohida ta’kidlash zarur:

ekadrlar etishmasligi;

eturli madaniyat va an’analar;

eonlayn marketing bilan bog‘liq zaif asos;
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ekamroq marketing va reklama;

esiyosiy masalalar;

ean’anaviy bozorga nisbatan xizmatlar va mahsulotlarning yuqori narxi;

einternetning kamroqg gqamrovi;

emamlakat bo‘ylab tartibsiz aloqa;

esotuvchi va xaridor bilan bevosita uchrashuvning yo‘qligi.

Elektron savdo orgali mahsulot va xizmatlarni xarid gilish xaridorlarga gachon va
gayerdan sotib olishni tanlash hamda tovar, sotuvchi va boshga variantlarni o‘rganish
imkonini beradi. Onlayn ma’lumotlarning mavjudligi xarid qilish jarayonini inqilob
qildi. Do‘konda xarid qilish mumkin bo‘lgan deyarli hamma narsani, jumladan, oziq-
ovqat kabi tez buziladigan narsalarni Elektron savdo orgali xarid gilish mumkin. Butun
dunyodagi mijozlar esa bu imkoniyatlardan foydalanishdi. Sanoatning barcha
jabhalarida, xizmat ko‘rsatishdan tortib, xaridorga yangi mahsulot dizaynigacha,
elektron savdoning ta’siri allagachon mavjud. U iste’molchilar bilan uchrashish va ular
bilan mulogot qgilish uchun kompaniya bilimlarining yangi shakllarini taklif etadi,
masalan, Internetda reklama va tijoratlashtirish, onlayn buyurtmalarni bajarish va
mijozlarni onlayn qo‘llab-quvvatlash. Shuningdek, buyurtmani qayta ishlash
xarajatlarini minimallashtirishi va ko‘p sonli sotuvchilar va savdo hamkorlari bilan
aloga o‘rnatishi mumkin, bu odatda mahsulot va xizmatlar xarajatlariga katta
qo‘shimcha xarajatlar keltiradi. Elektron savdo O‘zbekiston kabi rivojlanayotgan
mamlakatlar uchun ulkan imkoniyatlar beradi. O‘zbekistonda u hali boshlang‘ich
bosqichida, lekin eng salbiy prognozlar ham kelajakdagi yuqori o‘sishni ko‘rsatmoqda.
2023-yil yakuni bo‘yicha O‘zbekiston Respublikasida Elektron savdo hajmi 2016-
yilga 200 barobarga o‘sganligini ko‘rishimiz mumkin (2-rasm).
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2-rasm. 2016-2023 yillarda O‘zbekiston Respublikasi elektron savdo aylanmasi, min
so‘m
2016 yilda O‘zbekistonning Elektron savdo bozori 6 milliard so‘mni tashkil etgan
bo‘lsa, bu tarmogning 2023 yildagi ko‘rsatkichi 132 milliard so‘mdan oshganligini
ko‘rish mumkin. Bunday natijaning asosiy omillaridan biri internet va smartfonlardan
foydalanishning ko‘payishi bo‘lib, buning natijasida onlayn xaridlarning ortishi hamda
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korxonalar o‘z mijozlari bilan bog‘lanish imkoniyatini berdi. Elektron savdoning
sog‘lom va xavfsiz hamkori sifatida mobil tijorat tez rivojlandi.

XULOSA VA TAVSIYALAR

Elektron savdo sanoati elektron biznes sohasidagi yetakchi tarmoglardan biriga
aylanadi. Elektron savdodagi ingilob tezda yangi bozorlarni taklif qilish va
chegaralarni kesib o‘tish orqali tranzaksiya sanoatiga katta ijobiy ta’sir ko‘rsatadi. Bu
dunyodagi an’anaviy bozor tizimiga Kkatta ta’sir ko‘rsatdi va odamlar hayotini
yaxshilashga imkon berdi. Garchi u mijozlar va sotuvchilarga mukofotlar tagdim etsa-
da, Elektron savdo an’anaviy biznesni barqaror joyga to‘sqinlik qiladi.
Rivojlanayotgan mamlakatlar Elektron savdoni rivojlanayotgan mamlakatlar bilan
taggoslaganda, uni samarali olib borish uchun bir gator muammolarni keltirib
chiqaradi. Internet narxlari minimal bo‘lsa, Elektron savdo tez rivojlanadi va ko‘plab
kompaniyalar odatda quriydi. Qulaylik iste’molchilar uchun Elektron savdoning asosiy
afzalliklaridan biri bo‘lib, mijozlarning sodiqligini oshiradi. Buning sababi shundaki,
iste’molchilar istalgan joydan Internetga kirish orqgali buyurtma berishlari mumkin.
Kompaniyaning uzluksiz ishlashi va bir nechta to‘lovlarni taklif giladigan elektron
savdosi har gqanday mijoz uchun muhim bo‘lishi va onlayn rejimda foydalanish
mumkin bo‘lgan ko‘proq funksiyalarni ta’minlashi kerak. Boshqa afzalliklarga
kengaytirilgan mahsulotlar va kengaytirilgan mintagaviy gamrov kiradi. Biroq,
Elektron savdo kompaniyalari kengayishda ko‘plab muammolarga duch kelishadi.
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Annotatsiya: Maqolada hududlari ragobatbardoshligini oshirishga qaratilgan
logistika klasterlarni shakllantirishning metodologik jihatlari, muammolari va tashkil
etish shakllari o‘rganilgan. O‘zbekistonda logistika klasterlarni shakllantirishning
asosly yo‘nalishlari va mexanizmlar taklif etilgan.
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Abstract: Methodological aspects, problems and forms of formation of logistic
clusters aimed at improving the competitiveness of regions are studied in the article.
The main directions of formation of logistics clusters in Uzbekistan.

Keywords: logistics, cluster, cluster initiatives, logistics cluster, cluster members,
innovation.

KIRISH

Igtisodiyotning globallashuvi hududlarda raqgobatbardoshlikni  oshirishning
zamonaviy shakllari va texnologiyalaridan foydalanishni taqozo etmoqda. Hududiy
igtisodiy rivojlanishning sifat jihatidan yangilashga imkon beradigan shakllardan biri
bu “klaster strategiyasidir’dir. O‘zbekiston Respublikasida turli soha va tarmoqlarda
amalga oshirilayotgan klaster tashabbuslarining kengayib borishi hamlogistika
Klasterlarini yaratish zaruriyati va ularni shakllantirish strategiyalari amalga oshirishni
dolzarblashtirmoqda.

Klasterlar global iqtisodiyotda raqobatda ustunlikni ta’minlashga qaratilgan va
o‘zaro manfaatdor tomonlar kuchlarini birlashtirishning tashkiliy shakli bo‘lib,
murakkab funksional tuzilmaga ega bo‘lgan boshqaruv strategiyasi hisoblanadi.
Ularning rivojlanishi jamiyatni axborotlashtirish, sanoatni innovatsion rivojlantirish va
zamonaviy iqtisodiyotni shakllantirishning asosiy omilidir.

ADABIYOTLAR SHARHI

Klaster nazariyasini o‘rganish jahon hamjamiyatida tez sur’atlarda o‘sib bormoqda
va uni amaliyotda qo‘llash esa hudud va sanoat tarmogqlarining iqtisodiy rivojlanishi
hamda o‘zaro munosabatlarga asoslangan raqobat ustunliklarini ta’minlashning asosiy
yo‘nalishiga aylangan.[1]
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Logistika ma’lum vaqtda eng kam ehtimoliy xarajatlar mavjud bo‘lganda ma’lum
tovarni dastlabki tayyorlanishini ko‘zda tutadi”’[5]. B.K. Plotkin nisbatan gisqaroq
ta’rifni taklif etadi: “Logistika — tizimlarda oqgimlarni boshqarish to‘g‘risidagi
fandir’[6]. A.l. Semenenko “Logistika— bu, avvalambor, ko‘lamli ishlab chigarish,
xo‘jalik (tarmoqli, mintagaviy, xalq xo‘jaligi) tashkilotidava keng miqyosli
tadbirkorlik va tijorat faoliyatida (“erkin” bozor iqtisodiyotiga tatbiqi) ma’lum ilg‘or
fikr, yanada samaraliroq uslub”[7] deya ta’riflaydi.
A.N. Rodnikov bir ta’rifda nafaqat logistika hagida faoliyat sohasi sifatida tushuncha
berish, balki uning mazmunli tomoniniyoritib berishga harakat qildi. Bunda u,
avvalambor, jarayonning uslubiga emas, balki jo‘natish va saqlash jarayoniga e’tibor
qaratadi. “Logistika — xomashyo va materiallarni ishlab chigarish korxonasigacha
yetkazish, zavodda qayta ishlashda oxirgi iste’molchining qiziqgishlari va talablariga
muvofiq yetkazish, shuningdek, tegishli axborotni uzatish, saglash va gayta ishlash
jarayonida amalga oshirilgan moddiy va nomoddiy operatsiyalar hamda jo‘natish,
omborlashtirishni rejalashtirish, nazorat qilish va boshqarish to‘g‘risidagi fandir”’[8].
Undan farqli o‘laroq, S.A. Uvarov logistikaning ta’rifiga “Insonga — mashinali
tizimlarga moddiy, moliyaviy, mehnat, energetika, axborot oqgimlari harakati
jarayonlarini rejalashtirish, boshqarish va nazorat qilish nazariyasi’kabi ta’rifni
qo‘lladi[9]. S.A Uvarovning fikriga ko‘ra, “Logistika — bozor iqtisodiyoti tizimida
moddiy, moliyaviy, huquqiy va axborot oqimlari yig‘indisining harakatlanish
jarayonini rejalashtirish, amaliy boshqgarishni tashkil etish va nazorat qilish
nazariyasi’dir[9].

Bizning fikrimizcha, logistika faoliyatining transport tarkibiy gismiga torayadi va
logistikada klaster shaklidan foydalanishni jiddiy darajada ochib bermaydi. Shu
munosabat bilan ushbu hujjatda logistika faoliyatining zamonaviy tomonlarini aks
ettiruvchi "logistika klaster" tushunchasini ko‘rib chiqamiz.

«Logistika klaster» tushunchasi ilmiy faoliyatda faoliyatning muayyan turiga
nisbatan foydalanishda hisobga olinadi. Mavjud ta’riflar fagat ushbu klasterni tashkil
etuvchi subyektlar ro‘yxati bilan yakunlanadi. Klasterni tushunishga bunday
yondashuv bizni logistika tashkilotining ushbu shaklini boshgalardan ajratib olishga va
uni boshga turdagi klasterlardan, masalan, ishlab chigarish klasteridan ajratishga
imkon bermaydi.

Logistika klasteri — bu harakatdagi va o‘zaro bog‘liq moddiy ogimlarning
harakatini ta’minlashga va etkazib beruvchilardan yakuniy foydalanuvchilarga
optimallashtirishga garatilgan logistika funksiyalarini bajaradigan mustaqil jug‘rofiy
jihatdan markazlashgan bozor subyektlarining manfaatli hamkorlik munosabatlaridir.

Logistika klasterini shakllantirishdan magsad — umumiy resurslarni o‘zaro bog‘liq
faoliyat bilan tagsimlash, innovatsion texnologiyalarni qo‘llashni soddalashtirish,
moddiy va nomoddiy aktivlarni jalb qilish va klaster a’zolari o‘rtasida ishonchni
oshirish, tranzaksion xarajatlarni kamaytirish orqali ma’lum bir hududning
ragobatdosh ustunliklaridan foydalanishdir.

Logistika klaster shaklining asosiy xususiyati uning ishtirokchilari o‘rtasidagi
munosabatlarni o0‘z-o‘zidan bozor asosida emas, balki tashkiliy va rejali ravishda
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o‘zgartirishdir. Logistika klasterlar asosiy yuk oqimlari kesishishida hosil bo‘ladi va
ko‘plab ixtisoslashtirilgan obyektlarni birlashtiradi.

METODOLOGIYA

O‘rganishlar klaster nazariyasining ko‘p jihatliligi va bu unga nisbatan turli
metodologik yondashuvlar shakllanishiga sabab bo‘lganligini ko‘rsatmoqda.

O‘z navbatida, iqtisodiyotni klasteri tuzilishi davlatning umumiy iqtisodiy
siyosatiga sezilarli ta’sir ko‘rsatadi. Bu, birinchi navbatda, fan va ta’limning
rivojlanishi, innovatsiyalarni qo‘llab-quvvatlash, eksport faoliyati, zarur infratuzilma
va zamonaviy bozor faoliyatini yaratish bilan bog‘liq. Klaster yondashuvining
afzalliklari ularning ishlashining quyidagi jihatlari hisoblanadi [4]:

1) klasterlar yangi texnologiyalar, bilimlar, mahsulotlarni, qo‘shma ilmiy bazaga
asoslangan texnologik bazani tezkor targalishining mustahkam mexanizmga
asoslanadi;

2) Kklaster korxonalari ichki ixtisoslashuv va standartlashtirishni amalga oshirish,
innovatsiya xarajatlarini minimallashtirish tufayli qo‘shimcha raqobat ustunligi

ta’minlaydi;
3) klasterlarning muhim xususiyati ularning tarkibida moslashuvchan tadbirkorlik
tuzilmalari — iqtisodiy o‘sishning innovatsion nuqtalarini shakllantirishga imkon

beradigan kichik korxonalar mavjudligi hisoblanadi;

4) mintagaviy sanoat Klasterlari kichik biznesni rivojlantirish uchun juda muhimdir:
ular kichik firmalarga ma’lum bir tadbirkorlik uyiga xizmat ko‘rsatishda yuqori
darajadagi ixtisoslashuvni yuzaga chigaradi va innovatsiyalarni, texnologiyalarni va
bilimlarni tadbirkorlar tomonidan o‘zlashtirish va foydalanishga keng imkoniyat
yaratadi.

Klasterda ishtirok etuvchi korxonalardan ishlab chigarish omillarini olishning o‘zaro
ta’sirining shaffofligi va uzluksizligi tranzaksion xarajatlarni pasayishiga olib keladi.
Klaster ichida resurslarni taqdim etish kommunikatsiya jarayonlarini osonlashtiradi,
tranzaksion xarajatlarni kamaytiradi va xizmatlardan umumiy foydalanishga imkon
beradi.

Faoliyatning o‘ziga xos xususiyatlarini hisobga olgan holda klasterlarning quyidagi
turlari ajratiladi:

1. Diskret klasterlar. Ushbu turdagi klasterlarga diskret tarkibiy gismlardan tashkil
topgan mahsulot ishlab chigarishga ixtisoslashgan korxonalar, shu qatorda
avtomobilsozlik, samolyotsozlik, kemasozlik, dvigatel ishlab chigarish, mashinasozlik
majmuasining boshga tarmogqlari, shuningdek, to‘qimachilik va ozig-ovgat sanoati
kabilardir. Diskret klasterlarga, odatda, yig‘uvchi zavodlar va ularning kichik va o‘rta
yetkazib beruvchilar kiradi.

2. Jarayonli klasterlari. Ularga neft-kimyo, metallurgiya, shuningdek, gishlog
xo‘jaligi, ozig-ovgat mahsulotlarini gayta ishlash va boshga sohalar deb ataladigan
jarayon sohalari bilan bog‘liq korxonalar kiradi.

3. Innovatsion va "ilmiy" Kklasterlar iqtisodiyotning yangi deb nomlanuvchi
tarmoglarida, masalan, axborot texnologiyalari, biotexnologiya, yangi materiallar,
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shuningdek ijodiy va ijodiy faoliyatni amalga oshirish bilan bog‘liq turli xizmat
sohalarida rivojlanmoqda.

4. Turistik klasterlar mintagadagi turistik aktivlar asosida shakllantiriladi va turistik
xizmatlar bilan bog‘liq turli sektorlardagi korxonalardan iborat.

5. Transport va logistika klasterlariga infratuzilma va yuklarni, yo‘lovchilarni
saqlash, saglash va yetkazib berishga ixtisoslashgan kompaniyalar kiradi.

TAHLIL VA NATIJALAR

Logistika klasterlari integratsiyasining iqtisodiy asosi ijtimoiy kapital bo‘lib, asosiy
ma’muriy resurs ma’murly manba hisoblanadi. Mahalliy va davlat hokimiyatining
tashabbusi bilan ma’lum bir hududning magsadli klaster siyosati alohida korxona va
faoliyatni qo‘llab-quvvatlashga emas, balki xo‘jalik subyektlari o‘rtasidagi
munosabatlarni rivojlantirishga garatilgan[3].

Shu munosabat bilan O‘zbekistonda logistika faoliyatini tashkil etishning ushbu
shakli muvofiglashtirish elementlari mavjudligida, ya’ni davlat va turli bozor
subyektlari, masalan, infratuzilma tashkilotlari, ilmiy-tadgiqot institutlari va
boshgalarni tartibga solishda birgalikda ishtirok etishda bunday klasterlarni
shakllantirish maqgsadga muvofiqdir. Logistika Klasterlarni shakllanishi davlat va
boshqa institutlar o‘rtasida konstruktiv va samarali muloqot olib borishga imkon
beradi.

Mamlakatimizda ilk logistika klasterni shakllantirish bo‘yicha ilmiy takliflar
"Angren logistika markazi" AJ bazasida tashkil etishi belgilangan bo‘lsa, Navoiy”
xalgaro aeroporti negizida tashkil etilgan transport logistika markazining boshga
transport turlariga bo‘lgan multiplikativ ta’sirini alohida ta’kidlash zarur. Ushbu
mintaqalararo xabning faoliyati natijasida avtomobil va temir yo‘l transportiga bo‘lgan
talab kuchaydi. Milan yoki Seuldan 5 soat davomida yetib kelgan yuk O‘zbekiston yoki
Markaziy Osiyodagi oxirgi manziliga eng gisga fursatlarda yetkazilishi zarur. Aks
holda xabning tashkil etilishi 0‘z mohiyatini oglamaydi.

Tashkilotning klaster shaklini ajratib turadigan ikkinchi muhim tarkibiy element bu
jamoat tashkilotlari va birlashmalarining jami bo‘lib, ular o‘z faoliyati orqali ushbu
subyektning boshqa ishtirokchilarining xavflarini kamaytirishni ta’minlaydi. Nodavlat
tashkilotlari, uyushmalar, ekspeditorlik kompaniyalari, bojxona, brokerlik idolari,
biznes uyushmalari, savdo-sanoat palatalari va boshgalar tomonidan taqdim etilishi
mumkin.

Logistika klasterining tuzilishi yagona moddiy, axborot va moliyaviy ogimlarni
birlashtirgan tashkilotlar va korxonalar tomonidan shakllantirilgan. Logistika klasteri
o‘z ichiga quyidagilarni oladi:

- moddiy oqimlarni shakllantiradigan, o‘zgartiradigan va o‘zlashtiradigan bozor
subyektlari (ishlab chiqaruvchilar, iste’molchilar, tijorat vositachilari);

- yer, suv, havo transporti xizmatlarini taklif etuvchi transport kompaniyalari;

- ekspeditor kompaniyalar, shu jumladan, ekspeditorlar, kuryerlar, ekspeditor-
agentlar (vositachilar), multimodal yuk tashuvchi va ularga xizmat giluvchi korxonalar
va kartellar;

- ombor komplekslari, targatish markazlari va terminallar;
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- ma’muriy boshqaruv idoralari, jumladan, transport vazirligi, moliya vazirligi,
bojxona qo‘mitasi, sanitariya-epidemiologiya va veterinariya nazorati xizmatlari va
boshqalar;

- yordamchi mutaxassislar (moliya tashkilotlari, sug‘urta kompaniyalari, ilmiy-
tadgigot muassasalari, kadrlar tayyorlash va gayta tayyorlash bo‘yicha o‘quv
markazlari, konsalting va marketing agentliklari);

- tegishli xizmatlarni ko‘rsatuvchi tashkilotlar (transport vositalariga texnik xizmat
ko‘rsatish va ta’mirlash, yo‘l qurilish kompaniyalari, xizmat ko‘rsatish tashkilotlari).

Logistika klasteri ikki tomonlama xususiyatga ega, bu logistika klasterini ko‘rib
chigish imkoniyati bilan izohlanadi:

1) iqtisodiy klasterning infratuzilmasi (proto-klaster) sifatida;

2) klaster integratsiyasining mustagil shakli sifatida.

Birinchi holda, logistika klasteri ma’lum bir hudud uchun strategik muhim tovar
ishlab chigaruvchilar, tegishli faoliyat turlari va iste’molchilar, shuningdek boshga
infratuzilma subyektlari o‘rtasidagi jarayonlar oqimini ta’minlaydi. Logistika
protoklasterining vazifasi sinergiya samarasini ta’minlash asosida klaster a’zosining
ragobatdoshligini oshirishdir. Logistika klasterini yaratishda sinergiya samaraning
asosiy manbalari esa quyidagilar:

1) markazlashtirilgan ilmiy va innovatsion tadgiqotlar olib borish (bozorni
o‘rganish, innovatsion tadqiqotlar, marketing tadqiqotlari va boshqalar);

2) tranzaksiya xarajatlarini kamaytirish hisobiga moliyaviy yo‘qotishlarni oldini
olish;

3) AKT va ilmiy tadgigot sohasida innovatsiyalardan birgalikda foydalanish;

4) qiyosiy ustunliklarni ta’minlash;

5) hududiy moddiy va nomoddiy resurslardan birgalikda foydalanish.

Mustaqil shakl sifatida logistika klasteri xom ashyo yetkazib beruvchilardan va
ishlab chigaruvchi kompaniyalardan yagona giymat yaratish zanjiri doirasida bir-biri
bilan o‘zaro aloqada bo‘lgan iste’molchilarga va ushbu hududning rivojlanishiga hissa
qo‘shadigan logistika salohiyatini oshirish magsadida tashkil etiladi.[2].

XULOSA VA TAKLIFLAR

Amalga oshirilgan tadgigotlar natijalaridan kelib chigganda logistikaning biznes
yo‘nalishi sifatida rivojlanishi omillari, shart-sharoitlari va bozor harakati konsepsiyasi
tufayli logistika klasterining o‘ziga xos xususiyatlari, tashkiliy rivojlanish nazariyasi
bilan asoslanadigan klasterlarning o°ziga xos xususiyatlaridan tashqari (hududiy
konsentratsiya, ichki ragobat, bargaror biznes alogalari, tashqi formatsion o‘zaro ta’sir,
innovatsiya va boshqalar), bizning fikrimizcha quyidagilar:

1) logistika klasteri mahsulotlari resurslar ayriboshlash jarayonlarida sohasidagi
o‘zgaruvchan ehtiyojlarini qondirish bilan bevosita bog‘liq bo‘lgan xizmatlar
ko‘rinishida namoyon bo‘ladi. Ushbu xizmatlar mintaqaning xizmat ko‘rsatish
salohiyatini oshiradi va ma’lum bir hududda klaster shakllanishining mavjudligini
tashxislar mezoni hisoblanadi;

2) taqdim etilayotgan xizmatning xususiyatlariga garab (birlamchi, ikkilamchi,
qo‘llab-quvvatlovchi, birlashtiruvchi), logistika klasteri faoliyati shakllanadigan

WWW.MARKETINGJOURNAL.UZ 175



klasterning "yadrosi" yoki "qo‘shimcha" tarkibiy element sifatida faoliyat ko‘rsatishi
mumkin. [5] "Yadro" obyektlarining ishlashiga hissa qo‘shadigan, ammo ularning
faoliyati bilan bevosita bog‘liq bo‘lmagan "yadro", "ta’minlovchi" esa klaster
elementining ishlashini bevosita ta’minlaydi. Ba’zi hollarda logistika klasteri
“yordamchi” element rolini o‘ynashi mumkin, uning mavjudligi har doim ham talab
gilinmaydi;,

3) logistika klasterning mahsulotlari klasterning o‘zi joylashgan hududdan
tashqarida iste’mol qilinishi mumkin, masalan, yuk tashish xizmati, shuning uchun
logistika klasteri ma’lum bir hududdan tashqgarida iqtisodiy munosabatlar subyekti
sifatida harakat gilishi mumkin;

4) logistika klasterlar tipik tuzilishga ega, chunki ularni shakllantirish ko‘rib
chiqgilayotgan shakllanish jarayonini muvofiqlashtirish va ta’minlashga qodir bo‘lgan
bir gator yetakchi tashkilotlarni talab giladi.

Yugoridagilardan kelib chiqib, O°zbekistonda transport koridorlari tizimini
rivojlantirish doirasida Markaziy Osiyo mamlakatlarini o‘zaro integratsiyaviy bozor
tizimini shakllantirish mumkin transport va eksport-import yuk ogimlarini yaratishda
eng samarali strategik loyiha sifatida garashimiz mumkin.
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Abstract

The article highlights the importance of using innovative marketing strategies of
small business entities producing industrial products. He studies the theoretical aspects
of the management of the market activity of small industrial enterprises and the
introduction of innovations into the production process. Innovative marketing
strategies aimed at increasing the competitiveness of small business entities will be
systematized.

Keywords: economics, marketing, competition, innovation, innovation
marketing, industry, technological innovation, product innovation, game fiction,
marketing evangelism, storytelling, crowdsourcing.

Annotatsiya

Magolada sanoat mahsulotlari ishlab chigaruvchi kichik biznes subyektlarining
innovatsion marketing strategiyalaridan foydalanish dolzarbligi asoslanadi. Kichik
sanoat korxonalarining bozor faoliyatini boshgarish va ishlab chigarish jarayoniga
innovatsiyalarni joriy etishning nazariy jihatlarini o’rganadi. Kichik biznes
subyektlarining ragobatbardoshligini oshirishga yo’naltirilgan innovatsion marketing
strategiyalari tizimlashtiriladi.

Kalit so'zlar: igtisod, marketing, raqobat, innovatsiya, innovatsion marketing,
sanoat, texnologik innovatsiyalar, mahsulot innovatsiyasi, o'yin fantastika, marketing
xushxabari, hikoya gilish, kraudsorsing.

AHHOTALUA

B cratbe momuepkuBaeTCsi BaXKHOCTb HCIIOJIb30BAHHUS ~MHHOBAIIMOHHBIX
MapKeTHUHIOBBIX  CTpaTernid  cyOBEKTOB  MaJoOro  MNpeaIpUHHUMATENbCTBA,
MPOU3BOAIIMX TPOMBIIUICHHYIO MPOAYKIHMI0. OH U3y4yaeT TEOPETUYECKUE aCIEeKThI
YOPaBJIEHUS PHIHOYHOW JEATENBHOCTHIO MalbIX MPOMBIIUICHHBIX NPEANPUITUN U
BHEJPEHUS MHHOBALMM B MPOM3BOACTBEHHBIN Ipouecc. byayT cucreMaru3npoBaHbl
MHHOBAIIUOHHBIE MAapKETHHIOBbIE CTpPATETWM, HANpaBICHHbIE Ha TOBBIIICHHUE
KOHKYPEHTOCIIOCOOHOCTH CYObEKTOB MAJIOro MPEANPUHUMATENCTBRA.

KiroueBble c¢JioBa: OSKOHOMHKA, MAapKETHHT, KOHKYPEHIIHs, HWHHOBAIIWH,
WHHOBAIIMOHHBIA MapKETHHT, TPOMBIIUICHHOCTh, TEXHOJOTHYECKHE WHHOBAIIHH,
MPOAYKTOBBIE WMHHOBAIlMM, WIrpoBas (aHTACTUKA, MAPKETHHTOBBIM E€BaHTEIIN3M,
CTOPHUTEIUINHT, KPayACOPCHHT.

INTRODUCTION

In the face of intense competition in the global markets, the development and
improvement of economic relations further complicates the market mechanism. This is
due to changes in consumer demand, demand, taste and outlook, as well as proportional

behavior of manufacturers in relation to market laws. In addition to the intense
|
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economic competition between producers, there is also a distinctive competition
between the seller and the buyer to match the price and quality of the product. It is
precisely this kind of competition that requires the use of innovative marketing
strategies to effectively meet consumer needs in developed markets.

High market share is considered as a key factor for innovative development in the
world. Innovative developments in the world have increased by 7.8% over the last five
years, and innovation costs account for 2.1% of global GDP [1].

In Uzbekistan, as an important sector of the economy, it is strategically important
to expand production at industrial enterprises and to compete in international markets.

In our country, there is insufficient scientifically researched problem of the need
to use modern methods of modernization and innovative management of industrial
enterprises, lack of innovative approaches to form theoretical-methodological
foundations of marketing strategies of enterprises, conceptual and practical problems.

Thus, in the current conditions of global economic instability and increased
competition, the sustainable operation of industrial enterprises in the economy is
largely dependent on a well-chosen innovative marketing strategy.

LITERATURE REVIEW

Strategy of actions for development of the Republic of Uzbekistan for 2017-2021
“further modernization and diversification of the industry through the transition to a
qualitatively new stage aimed at accelerated development of high-tech processing
industries, first of all with the deep processing of local raw materials. "[2] has been
identified as one of the key areas.

The effective implementation of these tasks, in particular, the effective use of
modern marketing strategies at industrial enterprises, the conduct of marketing
research, the development of high-tech industries, and the promotion of innovative
activities Innovative marketing strategies should be used effectively in industry to
address these issues.

The evolution of views on the interconnectedness of the economic categories
under consideration shows that initially the competition was given a stimulating
function in creating innovations: introducing new technologies, releasing new
products, improving product quality (A. Smith, A. Marshall, J. Clark, J. Schumpter).
Later, innovative factors moved to the center of the mechanism of competition, turning
into an integral tool of radical change (M. Porter, G. Hamel, K. Prahalad).

The turbulence of the external environment of the company, characterized by
economic, political disasters, general uncertainty, a rapid change of technology,
globalization and other trends, forces firms to revise the traditional rules of doing
business. In addition, as consumer demands become more complex, firms are faced
with a lack of resources to independently support their core activities.

The limited resources of firms that are forced to fight for the consumer have led
to the fact that competitive rivalry has partially been replaced by competitive
cooperation?, in which competing enterprises, not ceasing to fight for the client,

1 Xamen I., Jlo 1., Ipaxanan K. K. Cotpyauuuaiite ¢ KOHKypeHTaMu U Io0esxaiire // CTparerndeckue aibaHchl. M.:
Aunsnuna buzec bBykce, 2008. C. 9-32.
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cooperate in various areas (creating new developments, reducing the costs of current
activities, ensuring more wide market coverage, increasing competitiveness, etc.)?.

The introduction of innovative marketing strategies for industrial enterprises will
have a positive impact not only on the competitiveness of national and world markets,
but also on the organization of the economy on the basis of innovation and the
achievement of high ratings.

The first research on marketing innovations was introduced by Theodore Levitt
in 1960, showing its impact on the effectiveness of the enterprise. Regardless of
marketing innovations, many businesses now focus on product and process innovation.

In his research, T.Livitt says that "while innovating in enterprise management, as
well as producing new products, it deliberately strives to create and take into account
the effectiveness it sees through the introduction of new marketing systems" [3]
highlights. In his view, marketing innovation is seen as a process that is ignored by
businesses and occurs spontaneously or by accident.

Currently, many studies have widely recognized that economic productivity
cannot be achieved only through product innovation. [4]

In general, the main issue is the development of multi-system approaches to which
marketing innovations should be widely studied. It can be seen that these conceptual
approaches, along with a comprehensive analysis of innovation marketing and the
relevance of studying it as a separate area of marketing, are important to the sectors of
the economy.

ANALYSIS AND RESULTS

During the years of independence, Uzbekistan has achieved significant
development in the oil and gas, chemical, automotive, construction materials and
pharmaceuticals, light and food industries, as well as other industries. Industry share
in Uzbekistan's GDP is over 25.0%, about 38% of total investments in fixed assets,the
economy has grown by an average of more than 8.5% over the last 2005-2018,
accounting for 14.0% of total employment in the economy. However, the impact of
global competition on global markets dictates that all countries must effectively use
innovation in the development of industrial markets. Therefore, effective introduction
of marketing innovations in the development of industrial enterprises, assessment of
their formation and development, complex research on theoretical and methodological
issues, development of innovative marketing activities in industrial enterprises,
identification of specifics, innovative features of industrial enterprises in the republic
the development of mechanisms to improve the organizational and legal framework of
marketing activities .

The diversity of consumer needs and new forms of competition that create and
execute their own market strategies based on the principles of innovative marketing
strategies for industrial enterprises can help the company grow unprecedented growth
opportunities.

! Konsipos W.JI. MapKeTHHI KOHKYPEHTOB U CBS3U ¢ KOHKypeHTamu // ITpakTuueckuii Mapketunr. — 2010, Ned, C. 15-
16.
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The impact of marketing innovation on enterprise development is evaluated first
and foremost on the impact of product and technological innovation on marketing
innovation. The introduction of continuous marketing innovations in conjunction with
product innovations is an urgent issue as the old methods of marketing new products
are ineffective. The use of old marketing techniques to enter the market with a new
product does not ensure sufficient sales volume for the new product. [5]

When developing an innovative marketing strategy, there may be some
differences in different markets, for example:

* The individual emotions of a particular consumer play a key role in making the
purchase decision in the B2C (business-to-customers' business for the consumer)
market;

* In the B2B (business-to-business) marketplace, the buyer's choice is based on
rational thinking. The following key features of B2B marketing are:

* focusing on the impact of rational factors on consumer motivation;

* Impact on individual motivation of employees (salary increase, promotion,
positive evaluation by the management, achievement of certain employment
achievements);

* Procurement decision-making through gradual and multilevel processes;

* prolonging procurement processes for a certain period;

A number of targeted strategies for innovative development of industrial
enterprises abroad have been implemented. In recent years, marketing innovation has
been a major factor in enhancing the competitiveness of industrial enterprises in
countries around the world. To provide long-term industry development, countries
have invested a lot of money in science and development. The fact that the national
innovation system, created in developed countries, accelerates economic growth is
clearly reflected in today's socio-economic indicators.

Innovative development of the industry means the intellectual potential of
industrial enterprises, the creative potential of workers and employees, knowledge, all
stages from the creation of the product to the consumer. Innovation in these areas is a
key resource for the strategic development of an industrial enterprise. In today's
conditions, the economy is competitive, creating an industry with high science
intensiveness that is based on innovative, intellectual knowledge and a skilled
workforce.

Foreign companies have developed and implemented various strategies,
organizational and economic principles that encourage innovative marketing strategies
of industrial enterprises.

Large corporations and companies have extensive experience in the use and
application of innovative marketing technologies in various fields.

Sub Way, a fast-food retailer in India, launched its DART strategy in selling
sandwiches in 1956. The main approach of the DART strategy is that the consumer
creates the product for himself, that is, the buyer is directly involved in the product
creation from start to finish.

DART - communication, accessibility, risk assessment and information
transparency (dialogue, access, risk assessment, transparency) operating system
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Prahalad and Ramaswamy [6] view DART as a key way to create value for
innovative marketing that facilitates communication with consumers, transparency,
open communication with the consumer, consumer impressions, innovation and
effective communication.

DART planners say adding new bus stops along rural Sussex County roads is
difficult because there is no place for a bus to safely pull over. They also say new stops
must be Americans with Disabilities Act compliant, which can cost as much as
$100,000. DART officials say areas like Oak Orchard will have to wait until
infrastructure catches up®.

Gamefication (USA) is an innovative marketing strategy that is used effectively
in US businesses as a gaming approach to customer engagement. Its main focus is on
attracting new customers to the market effectively through its various mobile games.

Marketing evangelism is an innovative marketing strategy used to increase the
loyalty and use of company products by providing technical information, developing
diverse teams and consumers, relying on independent experts and creating a feedback
channel.

"Marketing evangelism" refers to the process of building up a new market and
enhancing the market potential by introducing a new image of a particular consumer
in the minds of consumers.

Storytelling is an innovative marketing technology that is actively used in
developing brands, especially new ones. This technology is based on a holistic brand
history. Its main purpose is marketing strategy to attract consumers through praise-
worthy slogans. Leading companies provide the consumer with a variety of tools and
distribute video clips that tell them about their accomplishments.

Market Map is a reflection tool for all intuitive market participants, as well as
product promotion processes for end users, so that interest groups, distributors,
information channels and products of the company can also reflect the actions of their
competitors and market participants. Market Maps provide the framework to collect
the necessary data and conduct the analysis. Market Maps come in many different types
(competitive, value, product, technology, positioning, partnerships & acquisition, etc.).
The type of map you build is based on the questions you need answered. The key is to
remember that you are analyzing the current competitors that play in and around your
space to identify ways you can be more competitive. The completed map allows you
to zoom in to view a specific competitor and to zoom out to determine ways to increase
your competitiveness and create a Go-to-Market strategy?.

Crowdsourcing is an innovative marketing strategy aimed at reducing the
commercial risk of innovative products by engaging consumers in news creation and
testing. Meaning of crowdsourcing(English crowdsourcing, crowd - "public” and
sourcing - "use of resources™) - solving problems and creating new brands based on the
creativity, experience and knowledge of ordinary people.

! https://www.capegazette.com/article/dart-strategies-miss-mark-sussex/197897
2 https://www.goldbergstrategy.com/blog/tag/Market+Map
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Crowdsourcing is the transfer of certain functions to create consumer values, and
then, in connection with this, with other marketing functions to an indefinite number
of people from among real and potential consumers on the basis of a public offer (offer)
from the manufacturer. At the same time, it is not intended to conclude any formalized
labor contract or its unformalized analogues. This latter crowdsourcing differs from the
competition for filling a vacant position, during which the applicant must perform
certain work in the interests of the potential employer (in some cases, such
competitions are a fraudulent form of crowdsourcing). There are exceptions of a
different kind: for example, it has become customary for Procter & Gamble to publish
problems that they cannot solve themselves on a special site, offering large monetary
rewards to more than 160 thousand “solvers”, which make up the park-panel of P&G
freelance researchers!

CONCLUSIONS

With the foregoing, marketing strategies that are now prevailing as a result of
market access, such as guerilla marketing, guerilla marketing, macromarketing,
megamarketing, green marketing, and internal marketing, are not only achieving global
competitiveness. should be considered as an important vector for the development of
countries.
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Annotatsiya

Ushbu magola byudjet-soliq siyosatining igtisodiyotdagi ahamiyatini tahlil giladi.
Magolada byudjet-soliq siyosatining iqtisodiy o‘sish, inflyatsiya, ishsizlik va boshqa
makroiqtisodiy  ko‘rsatkichlarga ta’siri  ko‘rib chiqiladi. Shuningdek, turli
mamlakatlarning byudjet-soliq siyosati tajribalari o‘rganilib, ularning iqtisodiyotdagi
natijalari tahlil gilinadi. Tadgiqot natijalari byudjet-soliq siyosatini samarali boshqgarish
orqali iqtisodiyotni rivojlantirish bo‘yicha tavsiyalarni o‘z ichiga oladi.

Kalit so‘zlar: solig, byudjet-solig siyosati, igtisodiyot, tizim, bozor
munosabatlari, daromad, xarajat, defitsit.

Abstract

This article analyzes the importance of budget-tax policy in the economy. The
article examines the impact of budget-tax policy on economic growth, inflation,
unemployment and other macroeconomic indicators. Also, the experiences of budget
and tax policy of different countries are studied and their results in the economy are
analyzed. The results of the research include recommendations for the development of
the economy through the effective management of the budget and tax policy.

Key words: Tax, budget-tax policy, economy, system, market relations, income,
expenditure, deficit.

Abstract

This article analyzes the importance of budget-tax policy in the economy. The
article examines the impact of budget-tax policy on economic growth, inflation,
unemployment and other macroeconomic indicators. Also, the experiences of budget
and tax policy of different countries are studied and their results in the economy are
analyzed. The results of the research include recommendations for the development of
the economy through the effective management of the budget and tax policy.
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KIRISH

O‘zbekiston Respublikasi Prezidentining 2017-yil 7-fevraldagi “O‘zbekiston
Respublikasini yanada rivojlantirish bo‘yicha harakatlar strategiyasi to‘g‘risida”gi PF-
4947-sonli, 2017-yil 13-dekabrdagi “Mahalliy davlat hokimiyati organlarining
moliyaviy erkinligini oshirish, mahalliy byudjetlarga tushumlarning to‘ligligini
ta’minlash bo‘yicha soliq va moliya organlari javobgarligini kuchaytirishga oid
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go‘shimcha chora-tadbirlar to‘g‘risida”gi PF-5283-son, 2017 yil 18 iyuldagi “Soliq
ma’muriyatchiligini tubdan takomillashtirish, soliqlar va boshqa majburiy
to‘lovlarning yig‘iluvchanligini oshirish chora-tadbirlari to‘g‘risida”gi PF-5216-sonli
Farmonlarini gabul gilinishi mazkur siyosatning oldiga bir qator qo‘shimcha vazifalar
qo‘ymoqda.

Moliyaviy siyosatning muhim tarkibiy qismi bo‘lgan byudjet-soliq siyosati har
qanday mamlakatning iqtisodiy manzarasini shakllantirishda asosiy rol o‘ynaydi. U
iqtisodiy o‘sish, inflyatsiya, bandlik va umumiy iqtisodiy barqarorlikka bevosita ta’sir
ko‘rsatadigan soliqqa tortish va davlat xarajatlariga oid hukumat qarorlarini o‘z ichiga
oladi. Samarali byudjet-soliq siyosati bargaror rivojlanishga yordam beradi, igtisodiy
nomutanosiblikni kamaytiradi va resurslarning samarali taqsimlanishini ta’minlaydi.
Aksincha, noto‘g‘ri ishlab chiqilgan siyosat iqtisodiy samarasizlikka, davlat qarzining
oshishiga va igtisodiy beqarorlikka olib kelishi mumkin.

ADABIYOTLAR SHARHI

Soliglar tarixda inson sivilizatsiyasi bilan birga rivojlanib, uning ajralmas gismi
hisoblanadi. Soliglarning iqtisodiy munosabatlarda asosiy o‘ringa chiqishiga,
avvalambor, davlatning shakllanishi, jamoalarning sinflarga bo‘linishi, gadimgi
ijtimoiy tuzumning vujudga kelishi hamda ularning ma’lum moliyaviy manbaga
ehtiyoj sezishlari sabab bo‘lgan.

Ingliz igtisodchisi S. Parkinson so‘zi bilan aytganda: “Soliglar ko‘hnadir — xuddi
dunyodek, uning yuzaga kelishida qachondir bir mahalliy qo‘mondon o‘z hududida
joylashgan daryo yoki tog‘dan savdogar hamda sayohatchi o‘tsa, ulardan haq olishi
sabab bo‘lgan”.}

Soliglar paydo bo‘lishi va rivojlanishi jarayonida ularning shakllari ham o‘zgarib
kelmogda. Agarda bugungi kunga kelib soliglar, asosan, pul shaklida undirilayotgan
bo‘lsa, ular gadimda bir gancha ko‘rinishlarda, jumladan, mehnat shaklida, natura
shaklida undirilgan. Shu bilan birgalikda, jamiyat iqtisodiy taragqiyoti yuksalishiga
mos ravishda soliglarning pulli shaklda undirilishi ham tobora rivojlanib bordi.

V. Pushkaryova soliglar rivojlanish tarixini 3 bosqichga ajratib ko‘rsatadi.?
Ularning har biri u yoki bu xususiyatlari hamda afzalliklari bilan ajralib turadi.

Birinchi bosqichda soliglarning rivojlanishi gadimgi va o‘rta asrlar qishloq
x0°‘jaligi tizimiga xos bo‘lib, tartibsiz hamda asossizligi bilan ajralib turadi. Xuddi, shu
davrda soliq mexanizmi undirilishi jorty etildi. Ilk soliglar tizimsiz to‘lovlar
ko‘rinishida bo‘lib, ular natura shakliga ega bo‘lgan.

Ikkinchi bosqichning o‘ziga xos xususiyati shundan iboratki, unda soliqlar davlat
byudjetini shakllantirishning asosiy manbasi sifatida ko‘rilgan. Soliq obyektlarini
aniglash va soliqga tortish gonun qoidalarini tartibga soluvchi ilk soliq tizimi yuzaga
kelgan. To‘g‘ri va egri soliglar ilk bor ajratilib, bu soliglarning muhim va ahamiyatli
jihatlari ochib berilgan. Soliglar ichida asosiy o‘rinni aksizlar egallagan. Bular qonuniy
ravishda shahar darvozalarida mamlakatga kiritiluvchi yoki undan chigariluvchi
tovarlardan undirilib, hamma daromadlar va tushumlar soligga tortilgan.

! parkinson S. Zakon i doxodi. — M.: PKK "Interkontakt", 1992. — S.14-15.
2 pushkareva V. Istoriya finansovoy misli i politiki nalogov. Uchebnoe posobie. — M.: Infra-M, 1996. -S.17.
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Uchinchi bosqichning o°ziga xos xususiyati shundan iboratki, unda soliqlarning
kamayishi hamda soliglarni o‘rnatish va undirishga oid qonun hujjatlarning kuchayishi
yaqqol ko‘zga tashlanadi. Jamiyatda moliya ilmining rivojlanishi bilan soliqqa tortish
muammolari va uslubiyatlariga bag‘ishlangan yangi-yangi ilmiy-nazariy garashlar
vujudga keldi. Ammo hech ganday iqgtisodiy maktab soliglarning fiskal funksiyasidan
muhimroq garashni ilgari sura olmadi.

Zamonaviy soliq falsafasi yoki nazariyasi odatda klassik igtisodchi olimlar, eng
avvalo, Adam Smit tomonidan boshlangan deb hisoblanadi. Lekin zamonaviy siyosiy
falsafaning asoschisi Tomas Gobbs (1588-1639), igtisodchi va faylasuf Uiliam Petti
(1623-87) kabi ilg‘or olimlarning ham hissasi katta. Gobbs ko‘proq iqtisodiy
nazariyalari bilan taniqli bo‘lsa ham, u bir gancha asarlarida, jumladan, o‘zining eng
mashhur "Leviathan" asarida soliglarga katta e’tibor bergan. Uning soliq nazariyasi
ma’lum darajada murakkab deb garaladi va unda soliq kishilarning boyligiga emas,
balki uning himoyasi va qonun ustuvorligini saqlab turish, keyingi o‘rinda harbiy
xizmat uchun davlatga bo‘lgan qarzi orqali aniqlanishi kerak deb qaraladi. U,
shuningdek, o‘z mehnat layoqati bilan yashash uchun yetarli mablag® topa
olmaydiganlarga ijtimoiy ta’minot berishni qo‘llab quvvatlaydi.

METODOLOGIYA

Magolada tagdim etilgan masalani ko‘rib chiqishda asosiy usul bo‘lib asosiy
baholash, mantigiy va induktiv ishonch yondashuvi xizmat qildi.

TAHLIL VA NATIJALAR

Har bir mamlakatda ishlab chiqilib, hayotga tatbiq etilishi lozim bo‘lgan byudjet-
solig siyosatining mazmun-mohiyati va uning yo‘nalishlarini, eng avvalo, shu
mamlakatda bozor munosabatlarini shakllantirishda uning ganday modeliga
tayanilgani (asoslanganligi) belgilab beradi. Shu ma’noda bozor iqtisodiyotini
shakllantirish modellari va byudjet-soliq siyosati o‘zaro vobastadir. Ularning
ikkinchisini (byudjet-soliq siyosati birinchisi) bozor iqgtisodiyotini shakllantirish
modellaridan ayro holda tasavvur etib bo‘lmaydi. Agar aksincha ish tutilsa, bu bir
tomondan mamlakatda sog‘lom bozor munosabatlarining rivojlanishiga o‘zining salbiy
ta’sirini ko‘rsatadi, uni murakkablashtiradi.

Ikkinchi  tomondan esa byudjet-soliq siyosatida bozor igtisodiyotini
shakllantirishning u yoki bu modelining o‘ziga xos xususiyatlari, talablari va
prinsiplari inobatga olinmasa, bu bunday siyosatning muvaffaqgiyatsizlikka uchrashiga
o‘ziga xos zamin tayyorlaydi va byudjet-solig siyosati, albatta, ertami-kechmi baribir
muvaffaqgiyatsizlikka uchraydi. Shuning uchun ham bu yerda bozor iqgtisodiyotini
shakllantirish modellari va byudjet-soliq siyosatining o°zaro vobastaligini to‘g‘ri idrok
etish prinsipial ahamiyatga ega. Shu munosabat bilan alohida gayd etish lozimki, u
yoki bu mamlakatda xo‘jalik yuritishning zamonaviy shakli yoki usuli sifatida bozor
iqtisodiyotini shakllantirish (tarkib toptirish, vujudga keltirish) to‘g‘risida gap ketar

! Jane Fracknall-Hughes. The Theory, Principles and Management of Taxation: An introduction, Routledge Taylor and
Francis Group. 2017
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ekan, avvalo, uning dunyo amaliyotida umume’tirof etilgan quyidagi ikki modeli
mavjudligi gayd etiladi:

1.Liberal model.

2.Sotsial (ijtimoiy) yo‘naltirilgan model.

Bozor igtisodiyotini
shakllantirish

modellari
Liberal (erkin, ochiq) Sotsial(ijtimoiy) yo'naltirilgan
Xo'jalilik jarayonlariga davlatning kam || Davlat tomonidan tartibga solishning
aralashuvi nisbatan yugori darajadaligi
Igtisodiyotda davlat sektorining torligi | | Iqgtisodiyotda davlat sektorining nisbatan

kengligi

Xo'jalik yurituvchi subyektlarning keng

erkinligi | | Xo'jlalik yurituvchi suvyektlarning nisbatan
kamroq erkinligi

Sotsial (ijtimoiy) vazifalarni bajarishda

davlatning minimal aralashuvi | | Sotsial (ijtimoiy) vazifalarni bajarishda
davlatning ko'proq ishtirok etishi

Davlat tomonidan tartibga solishning monetar
xarakterdagi va asosan makroigtisodiy Bozorni fagatgina makroiqtisodiy darajada
jarayonlar bilan cheklanganligi — emas, balki mikroigtisodiy darajada ham
reglamentatsiya gilinishi

Minimal darajadagi soliglarning olinishini,

shunga mos ravishda,davlatning ixtiyorida [ Davlatning aholining barcha gatlamiga
kamrog mablag'larning bo'linishi va budjet - yo'naltirilgan go'llab-quvvatlashning tizimi

solig siyosating shunga garatilishi kerakligni
tagozo etadi Maksimal darajadagi soliglarning olinishini,

shunga mos ravishda, davlatning ixtiyorida
— ko'proq mablag'larning bo'lishini va budjet
soliq siyosatining shunga yo'nalirilganligini
AQSH, Buyuk Britaniya, Fransiya va boshga taqozo etadi

mamlakatlar

Germaniya, Norvegiya, Shvetsiya, Daniya,
Auvstriya, Yaponiya

1-rasm. Bozor iqtisodiyotini shakllantirish modellari, ularning o‘ziga xos
xususiyatlari va byudjet-soliq siyosatiga ta’siri.

Zamonaviy byudjet-soliq siyosatini ishlab chigish va uni hayotga tatbiq etishni
uning fundamental asoslarini aniqlab olishsiz tasavvur etib bo‘lmaydi. Buning uchun,
eng avvalo, soliglar, soliq tizimi va byudjet-soliq siyosatiga tegishli bo‘lgan amaldagi
vaziyatga aniqlik kiritish zarur. Ana shu vaziyat keyingi bir necha o‘n yillik davomida
O‘zbekiston Respublikasining buyuk iqtisodiy eksperimentni o0‘z boshidan
kechirayotganligi, unga ko‘ra xalq xo‘jaligini rejali usulda boshqarishdan iqtisodiy
taraggiyotning bozor mexanizmlaridan foydalanishga o‘tilayotganligi bilan
xarakterlanadi. Yangi iqtisodiy instrumentlar avvalgi iqtisodiy tizimning qoldiq
elementlari va igtisodiy munosabatlar subyektlaring ongida mustahkam ildiz otgan
an’analar bilan birgalikda yashamoqgda. Bu jarayon o‘tish davri iqtisodiyotiga ega
bo‘lgan mamlakat bir vaqtning o‘zida huqugq, siyosat va iqtisodiyot sohalarida tegishli
o‘zgarishlarni parallel ravishda amalga oshirish zarur bo‘lganligi uchun yanada
murakkablashmoqda.
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Iqtisodiyotni qayta qurish ma’lum darajada ishlab chiqarishning qisqarishiga,
inflyatsiyaning o°‘sishiga, ishsizlikning wvujudga kelishiga, davlat sektorining
gisqarishiga olib kelmoqda. Bunday salbiy hodisalarga barham berish kerak. Shu
munosabat bilan byudjet-soliq siyosati va mamlakatimizdagi soliq organlari tizimining
samarali isloh qilinishi iqtisodiyotimizni bozor iziga ko‘chirishda muvaffaqiyatga
erishishning asosiy omillaridan biri ekanligini hozirgi paytda deyarli hamma tan
olyapti. Soliglar muammosi bizning mamlakatimizda amalga oshirilayotgan igtisodiy
islohotlar amaliyotidagi eng murakkab muammolardan biri hisoblanadi. Bugungi
kunda juda keskin tangidga uchrayotgan, juda gaynoq munozaralarga sabab
bo‘layotgan, isloh qilish bo‘yicha tahlil obyekti va garama-qgarshi g‘oyalarga ega
bo‘layotgan soliglardan bo‘lak islohotlarning boshqa bir yo‘nalishi yo‘q. Boshqga bir
tomondan esa soliq tizimi bozor munosabatlarining eng muhim elementlaridan bo‘lib,
mamlakatdagi iqtisodiy o‘zgarishlarning muvaffaqiyati ko‘p jihatdan unga bog°‘liq.
Shuning uchun ham hozirgi vaqtda yaratilgan soliq tizimini keskin (tubdan) gayta
o‘zgartirish to‘g‘risidagi takliflarga juda ehtiyotkorlik bilan yondashish zarur. Bunday
hollarda fagat bir dagigalik samarani (gaytimni) hisobga olmasdan, balki bu
takliflarning mamlakat iqtisodiyoti va moliyasining barcha tomonlariga gay darajada
ta’sir etishi, albatta inobatga olinishi lozim.

Tabiiyki, ideal (benugson) soliqg tizimini jamiyatdagi iqtisodiy munosabatlarning
o‘ziga xo0s xususiyatlari, undagi yaratilgan ilmiy va ishlab chiqarish salohiyatini
hisobga oluvchi muhim nazariy asos yordamidagina yaratish mumekin.

Soliq tizimi xo‘jaliklardagi bozor munosabatlari rivojlanishiga ta’sir qilishi,
tadbirkorlikning taraqqiy etishiga yordam berishi va bir vaqtning o°zida aholining kam
ta’minlangan gatlami turmush tarzining pasayib ketishiga to‘sqinlik qilishi kerak.

Ana shunday sharoitda bozor igtisodiyotida byudjet-solig tizimini tashkil
qilishning asosiy prinsiplari tariqasida quyidagilarni ko‘rsatish mumkin:

* yuridik va jismoniy shaxslarning daromadlari, ularning mulkiy ahvolini hisobga
olish imkonini beruvchi soliq tizimi, ularning turlari, to‘g‘ri (bevosita) hamda egri
(bilvosita) soliglar nisbatining bozor iqgtisodiyotining rivojlanishiga mos tarzda
rivojlanishi;

» mulkchilik shakliga va uning tashkiliy-huquqiy shakllariga bog‘liq bo‘lmagan
holda xo‘jalik yuritishning samaradorligi uchun barcha soliq to‘lovchilarga nisbatan
yagona talablarni o‘rnatish magsadida soliqqga tortish uslublarini universallashtirish;

» daromad olishning manbai, xo‘jalik yuritish sohasi va iqtisodiyotning
tarmog‘iga bog‘liq bo‘lmagan holda soliq miqdorini hisoblashda bir xil yondashish;

* soliqqa tortishning bir martalik tamoyilini ta’minlash va ikki yoqlama soliqqa
tortishga yol qo‘ymaslik;

« solig to‘lovchiga korxona va tashkilotning sog‘lom rivojlanishini
ta’minlaydigan, ishchi kuchini takror ishlabchigarish imkonini beruvchi soligqa
tortishning hissasini (qismini) hamda soliq stavkasini belgilashning (o‘rnatishning,
aniglashning) ilmiy jihatdan asoslanganligi;

 daromad darajasi yoki mol-mulkning qiymatiga va bir vaqtning o‘zida xo‘jalik
yuritishning bozor asoslarini sog‘lom rivojlanishiga sharoit yaratib berishiga garab
solig stavkalarini tabagalashtirish (differensiatsiyalashtirish);
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* uzoq vaqt davomida soliq stavkalarining barqarorligini, ularni hisoblashning
oddiyligini ta’minlash;

« tadbirkorlik faoliyatiga mablag‘larni investitsiyalashtirish jarayonini real
rag‘batlantiradigan va bir vaqtning o‘zida ijtimoiy adolat prinsiplariga javob
beradigan, fugarolarga kun (hayot) kechirish minimumini kafolatlaydigan soliq
imtiyozlari tizimini o‘rnatish;

* solig to‘lovchilarning barcha toifalariga nisbatan soliq imtiyozlarining
yagonaligi;

 kuchli, aniq ishlaydigan, texnik jihatdan yaxshi jihozlangan byudjet-soliq
Xizmatini yaratish;

» davlat boshqaruv darajasi bo‘yicha soliglarning aniq tagsimlanishi.

Birog mamlakatimizda amal qilib kelayotgan byudjet-soliqg soliq tizimi yugorida
gayd etib o‘tilgan prinsiplarning barchasiga ham to‘liq javob berayotgani yo‘q. Boshqa
bir tomondan, amaldagi byudjet-soliq tizimi soliq to‘lovchilarning ham (soliq yukining
og‘irligi, tadbirkorlar huquqini cheklanganligi, qonuniy va me’yoriy hujjatlarni
(aktlarni) talgin gilishning murakkabligi, chigalligi, bir xil emasligi, gqonunlarga va
tegishli me’yoriy hujjatlarga tez-tez o‘zgartirishlarning kiritib turilganligi va
boshgalar), soliq xizmatining ham soliq to‘lashdan qochish imkoniyatlarining ko “pligi,
turli xildagi imtiyozlarining mavjudligi soliq to‘lovchilar o‘rtasida notenglikni vujudga
keltirayotganligi va mamlakat iqtisodiyotiga zarar yetkazayotganligi, igtisodiyotda
gisqa muddatlarda faoliyat ko‘rsatayotgan firmalarning mavjudligi, soliq xizmati
huquqgining cheklanganligi, soliq inspektori ishining xavfliligi, og‘irligi, kam
maoshligi va boshqalar manfaatlariga to‘liq darajada javob bermayapti.

Ishlab chigilayotgan va hayotga tatbiq etilayotgan byudjet-soliq siyosatining asl
mohiyatini soliqqa tortish nazariyasining eng dolzarb muammosisiz to‘g‘ri idrok etib
bo‘lmaydi. Shu munosabat bilan soliqga tortish nazariyasi tarixida eng dolzarb
muammo sifatida quyidagi savolning javobini izlab topish sanaladi: byudjet
daromadlarini shakllantirishda sof fiskal uslublardan foydalanish magsadga
muvofigmi yoki soliglarni pasaytirish orqali tadbirkorlik faoliyatini rag‘batlantirish va
soligga tortish bazasini kengaytirish kerakmi? Bularning qgaysi biri afzal? Qaysi biri
magsadga muvofig?

Albatta, bizning sharoitimizda hamma ham (hatto shu sohaning mutaxassislari
ham) bu savolga qat’1y qilib bir xil tarzda javob bera olmaydi. Lekin sirtdan qaralganda
bu savolning javobi uncha murakkab ko‘rinmaydi. Chunki savolning o‘zida uning
javobi mavjud. Fagat uning murakkabligi shundaki, savolning ikki xil javobi berilgan.
Birinchi javobga ko‘ra, byudjet daromadlarini shakllantirishda fagat sof fiskal
uslublardan foydalanish maqsadga muvofiq sanaladi. Ikkinchi javobga ko‘ra esa,
byudjet daromadlarini shakllantirishda soliglarni pasaytirish orqgali tadbirkorlik
faoliyatini rag‘batlantirish va soliqqa tortish bazasini kengaytirish afzaldir. Shunday
bo‘lishiga qaramasdan har ikki javobning qay biri tanlanishidan gat’i nazar undan
so‘ng «Nima uchun aynan shu variantni tanladingiz?», — degan navbatdagi savolning
kun tartibiga qo‘yilishi tabiiy. Bu savolga javob berish esa ancha murakkab
hisoblanadi.
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Quyida keltirilgan fikrlar muammoning asl mohiyatini to‘g‘ri idrok etishga va
to‘g‘ri javobni tanlashga yordam beradi, deb o‘ylayman:

1.Solig yukini real pasaytirish solig organining xohish-istagiga emas, balki
mustahkam iqtisodiy asosga tayanadi. Aks holda bu narsa butunlay teskari natijalarga
olib kelishi mumkin.

2. Ikkinchi jahon urushidan keyingi Germaniyaning davlat arbobi, professor
L. Erxardning fikricha, barcha fuqarolar va xo‘jalik yurituvchi toifalarning soliq yukini
pasaytirishga yo‘naltirilgan istaklarini adolatli deb tan olmoq lozim. Bir vaqtning
o‘zida u maqsadga erishishning vositalarini ham ko‘rsatib beradi: xarajatlarning talab
gilingan barqarorligiga va unumdorlikning rivojlanishini belgilangan sur’atlarda
amalga oshirilishiga erishilsa, soliglarni ganday pasaytirish imkoniyatini hisoblab
topish va tasavvur gilish mumkin. Faqat shu yo‘l bilangina bizning hammamizni ezib
kelayotgan solig muammosini haggoniy va realistik tarzda yechishga erishishimiz
mumkin. Ta’kidlash joizki, L.Erxardning Germaniya xo‘jalik vaziri, so‘ngra esa
kansleri bo‘lgan davrlarida uning tashabbusi yordamida qabul gilingan tadbirlar
orasida uning soliq siyosati urushdan keyin Germaniya iqtisodiyotini ko‘tarishda hal
qiluvchi rol o‘ynadi.

XX asrning 70-80-yillarida G‘arb mamlakatlarida Amerika iqtisodchisi
A. Leffeming byudjet konsepsiyasi tan olindi. Uning fikricha, solig tushumlari ikKki
asosiy omilining mahsulidir:

1. Soliqg stavkasi.

2. Solig bazasi.

Soliq yukining og‘irlashuvi (o°sishi) fagat ma’lum bir chegaraga yetgunga qadar
davlat daromadlarining ko‘payishiga (oshishiga) olib kelishi mumkin. Bu chegara
milliy ishlab chigarish soligga tortiladigan gismining gisqarishi bilan boshlanadi. Agar
ana shu chegaradan bosib o‘tilsa, soliq stavkasining o‘sishi byudjet daromadlarining
o‘sishiga emas balki, aksincha, qisqarishiga olib keladi.

A.Leffer egri chizig‘i davlat byudjeti daromadlarining soliq stavkasi darajasiga
(o‘Ichamiga) bog‘ligligini ko‘rsatadi. Undan soliq stavkalarining o‘sishi ma’lum bir
kritik (maksimal) nuqtaga yetgunga qadar davlat byudjeti daromadlarining o‘sishiga
(ortishiga) olib kelishi mumkinligini aniglash giyin emas. Ana shu kritik (maksimal)
nuqtadan so‘ng soliq stavkalarining yana oshirilishi (ko‘tarilishi) teskari natijalarga
olib keladi: korxonalar olingan foydani ganday qilib bo‘lsa ham soliqgdan «qochirishy,
uni yashirib qolish yo‘llarini qidira boshlaydilar (afsuski, bu «yo‘llar»ni qidirib
topadilar ham) va buning natijasida ishlab chigarish va investitsiyalar hajmi ham
gisgaradi.

A.Leffeming fikricha, solig stavkalarining maksimal darajasi (kritik
nugtasidagisining) pasaytirilishi (kamaytirilishi) tadbirkorlikning, jumladan, xususiy
tadbirkorlikni ham rivojlanishi uchun yaxshi, qulay vaziyatni vujudga keltiradi. Bu
o‘z navbatida, ishlab chigarishning rivojlanishiga, investitsiyalarning o°‘sishiga,
bandlikka erishishga, daromadlarning ko‘payishiga va nihoyat davlat byudjetiga soliq
tushumlarining ortishiga olib keladi. Bu pirovardida byudjet defitsitining gisgarishi va
inflyatsion jarayonlarning susayishi demakdir.
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Shunday ekan, tadbirkorlik faoliyatini jonlantirish vazifasini soliq «zulmi»ni
yengillatish orqgali hal gilish lozim.

Soligqa tortish stavkasining pasaytirilishi ishlab chigarishning o‘sishiga va bu, 0‘z
navbatida, kelajakda solig tushumlarining vagtinchalik kamayishini kompensatsiya
qilinishiga olib keladi. Inflyatsiyasiz ishlab chiqarishning o‘sishiga eng avvalo, soliq
stavkalari, solig imtiyozlari va soligga tortishning progressivligini ogilona
manipulyatsiya gilish hisobiga erishiladi.

XULOSA VA TAKLIFLAR

Byudjet-solig siyosati igtisodiyotning muhim boshgaruv mexanizmlaridan biri
bo‘lib, mamlakatning iqtisodiy barqarorligi va rivojlanishiga katta ta’sir ko‘rsatadi.
Ushbu siyosat davlat daromadlarini shakllantirish va xarajatlarini boshgarish orqali
igtisodiy faollikni tartibga soladi. Maqolada samarali soliq siyosati iqtisodiy o°sishni
rag‘batlantiradi, investitsiyalarni jalb qiladi hamda ijtimoiy adolatni ta’minlanishini
ta’kidlaydi.

Shuningdek, soliqlar va davlat xarajatlari o‘rtasidagi muvozanat makroiqtisodiy
bargarorlikka erishishda muhim omil hisoblanadi. Magola, shuningdek, soliq
styosatining turli model va strategiyalari, ularning iqtisodiy ta’sir1 hamda optimal soliq
yukini belgilash masalalarini ko‘rib chigadi. Xulosa qilib aytganda, ma’qullangan va
adolatli byudjet-soliq siyosati igtisodiyotning bargaror rivojlanishi uchun zarur shart-
sharoitlarni yaratadi va bu orgali jamiyatning farovonligini oshiradi.
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