HIMLIING S

Il
ILM1Y, AMALLY VA OMMABOP JURNAL

B
‘ MA]]E_:{KETING

INNOVATSIYA
D

|
BIZNES

9710 xalqaro daraja Google
o i Scholar
=] u] A

qr";.".t,-t:-l'_"r' et i A G OpenAlRE
[ " oL

o

ORCID

d‘ i mber



2025-YIL

FEVRAL
Ne 2-SON

JURNALNING MAQSADI

Tadbirkorlik-biznes faoliyatini tashkil
etishning marketing asoslarini, yo‘nalishlari,
echimlari, vositalarini yaratish va rivojlantirish

ALOQA UCHUN
MA’LUMOTLAR

TEL: (97) 783-84-64

VEB-SAYT
www.marketingjournal.uz
ELEKTRON POCHTA:
info@marketingjournal.uz
TELEGRAM BOT:
@marketinjournalbot
TELEGRAM KANAL.:
https://t.me/tdiumarketingjournal

MUASSIS
“Tadbirkor va ishbilarmon” MCHJ

<Q Marketing

ILMIY, AMALIY VA OMMABOP JURNAL

ELEKTRON NASHR. 28-FEVRAL, 2025-YIL

BOSH MUHARRIR

Xakimov Ziyodulla Axmadovich, igtisodiyot fanlari doktori, dotsent;
BOSH MUHARRIR O‘RINBOSARI:

Yusupov Muxamadamin, igtisodiyot fanlari nomzodi, professor;

TAHRIR HAY’ATI:

JURNALNING ILMIYLIGI

Marketing jurnali O‘zbekiston Respublikasi
Oliy ta’lim, fan va innovatsiyalar vazirligi
huzuridagi Oliy attestatsiya komissiyasi
rayosatining 2024-yil 04-oktabrdagi
332/5 sonli garori bilan milliy ilmiy nashrlar
ro‘yxatiga kiritilgan

INDEKSATSIYA
|
€
S Scholar

ORCID

Member of

d g Crossref

opeuaAccess
d OpenAlRE

Abduraxmanova Gulnora Kalandarovna, i.f.d., prof., TDIU limiy ishlar va innovatsiyalar
bo‘yicha prorektori;

Ergashxodjayeva Shaxnoza Djasurovna, i.f.d., prof., TDIU Marketing kafedrasi mudiri;
Soliyev Axmadjon Soliyevich, i.f.d., NaMTI Marketing kafedrasi professori;

Ikramov Murad Akramovich, i.f.d., TDIU Marketing kafedrasi professori;

Tursunov Boburjon Ortigmirzayevich, i.f.d., prof.,, TDIU Iqtisodiy xavfsizlik kafedrasi
mudiri,Xalqaro statistika instituti kengashi doimiy a’zosi;

Zarova Elena Viktorovna, i.f.d., G.V.Plexanov nomidagi Rossiya igtisodiyot universiteti
professori,Xalqaro statistika instituti kengashi doimiy a’zosi

Akramov Tohir Abdirahmonovich, i.f.d., TDIU Marketing kafedrasi professori;
Ostonaqulova Gulsaraxon Muhammadyoqub gizi, i.f.d., TDIU Marketing kafedrasi professori;
Samadov Asgarjon Mishomovich, i.f.n., TDIU Marketing kafedrasi professori;

Shamshiyeva Nargizaxon Nosirxo‘ja qizi, i.f.n., dots., TDIU Kengash kotibi;

Sobirov Azizbek Avazbekovich, PhD., TDIU Marketing kafedrasi dotsenti;

Sadikov Shoxrux Shuxratovich, PhD, dots., TIU Departament boshlig‘i;

Musyeva Shoira Azimovna, i.f.n., SamISI Marketing kafedrasi professori;

Kaxramonov Xurshidjon Shuxrat o‘g‘li, PhD., TDIU Marketing kafedrasi dotsenti;
Djurabayev Otabek Djurabayevich, i.f.d., TDIU Innovatsion menejment kafedrasi dotsenti;
Karimova Shirin Zoxid qizi, PhD, TDIU Axborot texnologiyalari kafedrasi katta o‘gituvchisi;
Usmonov Bunyod Aktam o‘g‘li, PhD , TDIU Moliyaviy tahlil kafedrasi v.b.dotsenti;
Dehgonov Burxon Rustamovich, PhD., TDIU Ilmiy tadgiqot faoliyatini tashkil etish bo‘limi
bosh mutaxassisi;

Turobova Hulkar Rustamovna, PhD., BuxDU, Yashil igtisodiyot va agrobiznes kafedrasi
dotsenti;

Mullabayev Baxtiyarjon Bulturbaevich, DSc., Namangan muhandislik-qurilish instituti
dotsenti;

Fayzullayev Javlonbek Sultonovich, DSc., TDIU, Yashil igtisodiyot kafedrasi dotsenti;
Aliyev Yashnarjon Egamberdiyevich, DSc., TDIU, “Igtisodiy va moliyaviy xavfsizlik”
kafedrasi professori

Bobojonov Azizjon Babaxanovich, DSe, TDIU, “Raqamli iqtisodiyot” kafedrasi dotsenti
Allayarov Shamsiddin Amanullayevich, DSc, prof., TDIU, “Savdo ishi” kafedrasi mudiri

Jumaev Olimjon Sadulloevich, DSc, Raqobat siyosati va iste’molchilar huquqlari tadqiqotlari
markazi direktori
Eshov Mansur Po‘latovich, i.f.d., prof., Alfraganus universiteti “Menejment va marketing”
kafedrasi mudiri

Elektron nashr 609 sahifa. E’lon qilishga 2025-yil 28-fevralda ruxsat etildi

HAMKORLARIMIZ:

1.Toshkent davlat igtisodiyot universiteti
2. “O‘zto‘qimachiliksanoat” uyushmasi

WWW.MARKETINGJOURNAL.UZ


http://www.marketingjournal.uz/

<é4 Marketing

\ ILMIY, AMALIY VA OMMABOP JURNAL Ne2-SON FEVRAL, 2025-YIL

MUNDARIJA

AHOLI O‘RTASIDA MOLIYAVIY SAVODXONLIKNI OSHIRISHNING AHAMIYATI .................. 7
Nazarova Ra’no Rustamovna

INTEGRATING UZBEKISTAN STATE BUDGET STRATEGIES WITH FINANCIAL LITERACY

FOR ECONOMIC PROSPERITY ..ottt 17
Nazarova Rano Rustamovna, Jamolov Bejan Xurshidovich
O‘ZBEKISTONDA YASHIL LOGISTIKANI RIVOJLANTIRISH ISTIQBOLLARI...............cccco.... 26

Karrieva Yakutjan Karimovna

KICHIK BIZNES VA XUSUSIY TADBIRKORLIK SOHASINI HUDUDIY STATISTIK
GURUHLASH ...t ettt a et e st et e st e R e e R e e R e e se et e ne et et e s e ene e st e teenenbessennensenen 33
Akbarova Barno Shuxratovna

KORXONALARDA RAQAMLI TRANSFORMATSIYA JARAYONI: RAQAMLI MARKETING
VOSITALARINI INTEGRATSIYA QILISH VA SAMARADORLIKNI BAHOLASH USULLARI ..40
Amonov Mirzohid Tuymuratovich

JIZZAX VILOYATI FERMER XO‘JALIKLARI FAOLIYATINING STATISTIK TADQIQI .......... 47
Ayubjonov Abbos Xosilovich, Ratayev Faxriddin Irismatovich

UY-JOY KOMMUNAL XO‘JALIGINI YASHIL IQTISODIYOT KONSEPSIYALARI ASOSIDA
TASHKIL ETISHNING ILMIY-NAZARIY JIHATLARI ....ccoiiieeece st 58
Berdiyeva Dilfuza Axatovna, Najmiddinov Sherzod Qiyomiddin o‘g‘li

KAMBAG*‘ALLIK DARAJASINI QISQARTIRISHGA YO‘NALTIRILGAN OILAVIY
TADBIRKORLIKDA INSON IMKONIYATLARIGA YONDASHUVI ......coviiiiiiieeseseee e 65
Ernazarova Nilufar Nozimjonovna

IQTISODIYOTNING RIVOJLANISHIDA SANOAT KORXONALARINING O‘RNI VA IQTISODIY

FAOLIYATINING STATISTIK TAHLILI ..ot 75
Jalolov Ilhomjon Isomiddinovich
NEYROMARKETINGNING ZAMONAVIY REKLAMA STRATEGIYALARIGA TA’SIRI ............ 86

Kutbitdinova Moxigul Inoyatovna, Matrizayeva Dilaram Yusubayevna

O‘ZBEKISTONDA OZIQ-OVQAT XAVFSIZLIGINI TA’MINLASHDA QISHLOQ HO’JALIK
MAHSULOTALARI ISHLAB CHIQARISHNING AHAMIYATI ..ot 97
Masharipova Fazilat Axmedovna

THE IMPORTANCE OF BENCHMARKING IN INCREASING THE COMPETITIVENESS OF
MANUFACTURING ENTERPRISES ... .ottt sttt 106
Musayeva Shoira Azimovna

KORXONALARNING FAOLIYATIDA DAROMAD VA XARAJAT HISOBINI

TAKOMILLASHTIRISH ..ottt 111
Muxibova Guli Yarkinovna, Turabekova Ominaxon Ulug‘bek qizi
TRANSPORT TIZIMINI RIVOJLANTIRISHNING O‘ZIGA XOS JIHATLARI .........coooiiiiins 119

Sapayev Axmed Durdibaevich
“UNIVERSITET 4.0~ MODELI: RAQAMLI TRANSFORMATSIYA  SHAROITIDA

UNIVERSITETLARNING RAQAMLI MARKETING YONDASHUVI ... 127
Xidoyatov Murod Batirovich
TURIZM INDUSTRIYASINI RIVOJLANTIRISH YONDASHUVLARI ..o 139

Yusupova Mexribon Uktamovna

MINTAQADA TRANSPORT TIZIMINI TAKOMILLASHTIRISHGA TA’SIR ETUVCHI
OMILLAR TADQIQ ... oottt ettt e e e et e e e st e e e st e e e be e e ate e e anbeeesaseesabeesbeeesnbeeaaeeaas 148
Sapayev Axmed Durdibayevich

O‘ZBEKISTONDA YUK VA YO‘LOVCHI TASHISH TIZIMINI TAKOMILLASHTIRISH
D (0 20 1 7. N 2 PR TTPRT 154
Anvarova Dilfuza Abdusattor qizi

WWW.MARKETINGJOURNAL.UZ 3



<é4 Marketing

Y ILMIY, AMALIY VA OMMABOP JURNAL Ne2-SON FEVRAL, 2025-YIL
BANK XIZMATLARINING TRANSFORMATSIYASI VA MOLIYAVIY
TEXNOLOGIYALARNING ROLI ..ottt sttt ettt snae e nbe e snaesnee s 162

Azimova Nasiba Shuxratovna

KORXONALAR FAOLIYATIDA MEHNAT INTIZOMINING IQTISODIY SAMARADORLIKKA
B 07N 1 2 R 170
Azizova Sayyora Xamidullayevna

HUDUDLARNING IJTIMOIY-IQTISODIY RIVOJLANTIRISH STRATEGIYASIDA MAHALLIY

BYUDJETLAR BARQARORLIGINI TA’MINLASH YOCLLARI........c..ccoccoiiiiiiiiii e 176
Davlatov Muradbek Saparboyevich
SIX MAIN STAGES OF THE SUPPLY PROGCESS........ccoiitiiiiriie et 183

Ergashev Jahongir Bakhodirovich

O‘ZBEKISTONDAGI QURILISH MATERIALLARI SANOATINING RIVOJLANISH
TENDENSIYALARI ..ottt sttt st s e st et e te s be st et e st e seeneenentessesaesneseseenes 195
Igamova Shaxinya Zikrilloyevna

XALQARO SAYYOHLIK BOZORIDA 1IJTIMOIY TARMOQLARDAN FOYDALANISHNING
DOLZARB TENDENTSIYALARI . .....oititittieeee sttt st 202
Kasimova Zilola G‘ulomiddinovna

KORXONA IQTISODIYOTIDA EKOLOGIK BOSHQARUV TIZIMINI JORIY ETISHNING

OZIGA XOS XUSUSIYATLARLI ..ottt 210
Qodirov Abduvoxid Abdumannof o‘g‘li

O‘ZBEKISTONDA TUROPERATORLAR FAOLIYATIDA MARKETINGNI
TAKOMILLASHTIRISH ..ot 220

Qutlimurotov Fayzullo Sadulayevich
INNOVATSION MENEJMENT TAMOYILLARI ASOSIDA KORXONALARNING BOSHQARUV

SAMARADORLIGINI OSHIRISH ...ttt 229
Shadieva Madina Djaloliddin qgizi
THE IMPORTANCE OF OPERATING EXPENSES IN MANAGEMENT COSTS......ccooviviiviniennn 237

Turdieva Gulaida Omirbayevna, Maulenbergenova Khusnida Khursand qiz
ILM-FAN SOHASIDA BOZOR MUNOSABATLARINI TASHKIL ETISH TIZIMI VA UNI

AMALGA OSHIRISH MEXANIZIMI ..ottt ee e e e ne et e e eneneeeennee e 247
Tursunov Bekmuxammad Omonovich
KORPORATIV BOSHQARUVNING KOMPANIYA KAPITAL QIYMATIGA TA’SIRI ................ 255

Urinov Bobur Nasilloyevich

O‘ZBEKISTONDA MEHMONXONA XOYJALIGI MILLIY TASNIFLASH TIZIMINI
TAKOMILLASHTIRISH YOCLLARLI.......coooiiiii et 263
Xamitov Mubin Xabibjonovich

RAQAMLI TEXNOLOGIYALARINING KO‘ZI OJIZLARNING INTELLEKTUAL

FAOLIYATIDAGI ORI ...ttt ettt ettt st e e sa b e et e e e nbb e e s be e e snbeeaneeas 276
Mannopova Manzura Jamil gizi

HUDUDLARDA ENERGIYA RESURS SAMARADORLIGINI OSHIRISHDA
RAQAMLASHTIRISHNING IQTISODIY TAHLILI ..ot 284

Safarov Akbar Shokirovich

TO‘QIMACHILIK KLASTERLARIGA SINERGIYANING TA’SIRI VA UNING
ELEMENTLARI ...t b bbbt bttt b e bt e bt e s bt e shb e s ab e e bt e beebeenbeesbne s 291
Tojiyev Sa’dulla Muhitdinovich

YIIPABJIEHUE UHHOBALIUSIMU B CO®EPE 3IPABOOXPAHEHUSA HA PEITMOHAJIbBHOM
B 72 0] 31 TSRS OROPRTN 302
AbnypaxmanoB 3agap MamypoBu4

HOBBINIEHUE ®WHAHCOBOM TIPAMOTHOCTH B YCJOBHUAX [HU®POBOM
DKOHOMIKM ...ttt ettt e bt s bt e s he e s R b e e bt e bt e nbeeebeeebeeesbeebeenbee e 311
Kapao6aesa I'yinopa lllapa¢uraunoBHa,

_________________________________________________________________________________________________________________|
WWW.MARKETINGJOURNAL.UZ 4



<é4 Marketing

\ ILMIY, AMALIY VA OMMABOP JURNAL Ne2-SON FEVRAL, 2025-YIL

HEKOTOPBIE OCOBEHHOCTH BHEJPEHUWSI HUPKYJISIPHON DKOHOMMKH B KUTAE .320
Menbinckas Upuna BusibeBHa

MODA INDUSTRIYASIDA NEYROMARKETINGDAN FOYDALANISH.........cccccoovviiiiciiecec, 339
Alimxodjayeva Nargiza Elshodovna

KORXONALARNING EKSPORT SALOHIYATI VA RAQOBATBARDOSHLIGINI TAHLIL

L0 1 I ] SRS 346
Jiyamuradov Rustam Nuriddinovich

RAQAMLI IQTISODIYOT SHAROITIDA AXBOROT-KOMMUNIKATSIYA
TEXNOLOGIYALARI YORDAMIDA BIZNES MODELLARINING SHAKLLANISHI ................. 351

Saatova Lolakhon Ergashevna

MODA INDUSTRIYASIDA RAQAMLI TEXNOLOGIYALARNI JORIY ETISH
A O LN L N I I A = RSSO 359
Ahmedova Rayhona Jasurbek gizi

OLIY TA’LIM MUASSALARI BOSHQARUVINI RAQAMLI TEXNOLOGIYALARNI QO‘LLASH
ORQALI TAKOMILLASHTIRISH ..ottt ettt 367
Berdiyev Temurbek Maxmudullo o‘g‘li

MINTAQALARDA  KLASTERLARNING TASHKILIY IQTISODIY MEXANIZMLARNI
TAKOMILLASHTIRISH ..ottt sttt e s saete st e etesaesnenenean 376
Beknazarova Manzura Baxtiyorovna

O‘ZBEKISTON ISHLAB CHIQARUVCHI KORXONALARIDA BRENDNI MILLIY
AN’ANALARGA MOS RAVISHDA SHAKLLANTIRISH XUSUSIYATLARI ...........ccocoviiiiiiinnnnn, 383
Babaxodjayev Giyosiddin Nasirovich

THE ROLE OF PROGRAMMATIC ADVERTISING IN DATA-DRIVEN MARKETING:
OPTIMIZING TARGETED ADVERTISING STRATEGIES IN THE TOURISM SECTOR............ 392
Sodikov Mirziyo Odiljon ogli

UMUMIY FOYDALANISHDAGI AVTOMOBIL YO‘LLARINI QURISH, QAYTA QURISH
ISHLARIGA XALQARO MOLIYA INSTITUTLARI MABLAG‘LARINI JALB QILISH................ 400
Pardayev Fayzulla G affarovich

IMPOBJIEMbI U NEPCHEKTHUBBI PA3BUTHS WHHOBAIIMOHHOWM JIEATEJIBHOCTU B
BbICIHINX YUEBHBIX SABEJEHUSAX Y3BEKHMCTAHA ...t 407
I'apyposa /Innmona Pamasanosna

OLIY TA’LIM MUASSASALARIDA RAQAMLI MARKETING VOSITALARI: IJTIMOIY MEDIA
MARKETINGDAN FOYDALANISHNING IJTIMOIY-IQTISODIY MEXANIZMLARI ................ 414
Xamidov Obidjon Xafizovich

Baxtiyorova Nigina Ulug‘bek qizi

KOMPANIYALAR KAPITAL AKTIVLARINI BAHOLASHNING NAZARIY JIHATLARI.......... 423
Bunyod Usmonov Aktam o‘g‘li

IKOHOMMNYECKASA BE3OITACHOCTb B ®OPMHUPOBAHHMHU U PAZBUTHUU KIIACTEPOB

MPOU3BOJICTBEHHOM NPOMBINIJIEHHOCTHU: TEOPETUYECKHUM OB30P..................... 427
Caapuyinnosa Huropa XycHuyinHOBHA
UI'PbI U UTPOBBIE 3AHATUS 10 ®PUHAHCOBOM T'PAMOTHOCTH ............cocovverirrinnn, 433

®oznnosa Pupanrusa Komuinosna

BILIMLAR IQTISODIYOTINI SHAKLLANTIRISH SHAROITIDA TA’LIM SOHASINING
RIVOJLANISH TENDENSIYALARI ..o 440
Xolmirzayev Ulug‘bek Abdulazizovich

INVESTITSIYA LOYIHALARINI DAVLAT TOMONIDAN TARTIBGA SOLISHNING USTUVOR

YO NALISHLARLI ...ttt sttt b et sttt a bt e e ah bt e e st e e kb e e aabe e e sbb e e abbeeeabeeesnbeeenbeeennes 448
Mullabayev Baxtiyarjon Bulturbayevich
O‘ZBEKISTONDA ELEKTRON TIJORATNING RIVOJLANISH TENDENSIYALARI................ 458

Sodiqgova Dilafruz Zohid qizi

WWW.MARKETINGJOURNAL.UZ 5



<é4 Marketing

\ ILMIY, AMALIY VA OMMABOP JURNAL Ne2-SON FEVRAL, 2025-YIL

O’ZBEKISTONDA YASHIL MOLIYANI RIVOJLSNTIRISH IMKONIYATLARI VA STRATEGIK

YO*NALISHLARNI ANTQLASH ...ttt st ssbe et e e st e nneeennes 467
Masharipova Shahlo Adambaevna
MOBIL ALOQA TARMOQLARINING DUNYO IQTISODIYOTIDA TUTGAN O‘RNI.................. 478

Dilafruz Aripova

TADBIRKORLIK MUHITINI YAXSHILASHNING TASHKILIY MOLIYAVIY MEXANIZIMINI
TAKOMILLASHTIRISH. ...t nre e 489
Naziraliyev Diyorbek Imomali o‘g‘li

SUG‘URTA KOMPANIYALAR MOLIYAVIY BARQARORLIGIGA TA’SIR ETUVCHI RISKLAR

VA ULARNI BAHOLASH USULLARI ..ottt 500
Haqgberdiyev Bekzod Uktamovich

AGROKLASTER TIZIMIDA QISHLOQ XO‘JALIGI TARMOG‘INING
RAQOBATBARDOSHLIGINI OSHIRISH MODELLARI VA ULARNI QO‘LLASH
STRATEGIYALARI ..ottt ettt et bt e sttt ettt ettt bt ee 509

Jo‘rayev Farrux Do‘stmirzayevich

SANOAT KORXONALARIDA ISHLAB CHIQARISH SAMARADORLIGINI OSHIRISHGA
TA’SIR ETUVCHI OMILLAR TAHLILL ettt ettt a e e saabaane e 517
Raximov Anvar Norimovich

MOLIYA-KREDIT MEXANIZMLARI ORQALI TADBIRKORLIK SUBYEKTLARI
FAOLIYATINI RAG‘BATLANTIRISH: XORUIY MAMLAKATLARNING ILG‘OR

TAITRIBALARI ...ttt bttt s e bbb b ek bt e st e st e s e e st et e st e ebeste b e e e 527
Ergashev Otamurod Tashtemirovich

MUHANDISLIK TA’LIM SOHALARI TALABALARIDA TADBIRKORLIK
KOMPETENSIYALARINI RIVOJLANTIRISH MODELLL ....ccocoviiiiiicece e 536
Butayev Tuxtasin

O‘ZBEKISTONDA SOG‘LIQNI SAQLASH SOHASIDAGI ASOSIY KO‘RSATKICHLAR
I PSSO SOPR PSPPI 543

Abdusattorov Sarvar Shokirovich

AHAJIN3 MMPOU3BOJCTBEHHON CETH METOJAMMU 9KOHOMMNYECKHUX
TTIOKABATEJIEI ...ttt 552
AnnanuszoBa Aiicapa MypaTroBHa

KICHIK BIZNES VA XUSUSIY TADBIRKORLIK SOHASINI BARQAROR

RIVOJLANTIRISHNING INNOVATSION YONDASHUVLARI ..ottt 564
Yadgarova Nigora Rixsulla gizi
XORIJIY INVESTITSIYALARNI JALB QILISHNING METODOLOGIK ASOSLARI................... 572

Ibragimov G‘anijon G‘ayratovich
O‘ZBEKISTONDA ATMOSFERA IFLOSLANISHINI BAHOLASH VA BARQARORLIOKNI

TA’MINLASH YONALISHLARI........oooiiii it e et e st aa e e st e e e e s nbaaeeeans 584
Xamdamov Shoh-Jaxon Raxmat o‘g‘li

MOLIYAVIY XAVFLAR TASNIFINI SHAKLLANTIRISH MASALALARI ..., 591
Jabborov Azamat

RIVOJLANGAN DAVLATLAR INNOVATSION BANK XIZMATLARIDAN FOYDALANISH
TAITRIBALARI ..ottt sttt e bt e h e e kbt e e b bt e ek e e e ahbe e e bt e e bt e e anbe e e snbeennteas 596

Baymuratova Madina Tursunboy qizi

IQTISODIYOTNING TARKIBIY O‘ZGARISHLARINI KICHIK BIZNES TARAQQIYOTINI
TA’MINLASHDAGI ROLINI BAHOLASH MASALALARI ......cooooiiiii e 602
Elov Olimdjon Komilovich

WWW.MARKETINGJOURNAL.UZ 6



ILMIY, AMALIY VA OMMABOP JURNAL N22-SON FEVRAL, 2025-YIL

SIX MAIN STAGES OF THE SUPPLY PROCESS
Ergashev Jahongir Bakhodirovich
Samargand iqtisodiyot va servis instituti
“Marketing” kafedrasi tayanch doktoranti
E-mail: jaxongirergashev727@gmail.com

Abstract

This article provides a comprehensive overview of the procurement process in
an unstable environment, emphasizing the importance of adhering to standardized
procedures. It outlines six key stages: supplier identification, product/service requests,
procurement proposal requests, evaluation and contract awarding, order processing and
contract signing, and finally, receipt and payment. Each stage is detailed with essential
steps, including market research, supplier evaluation criteria, documentation
requirements, and compliance with quality standards. The document also highlights the
significance of transparency, fairness, and proper coordination among departments to
ensure an efficient and ethical supply chain process.

Keywords: procurement process, supplier identification, market research,
request for proposals (RFP), supplier evaluation, contract awarding, purchase order,
supply chain management, logistics and delivery, quality assurance, payment
processing, incoterms, compliance and transparency, risk management.

Annotatsiya

Ushbu magqola beqaror muhitda xarid qilish jarayoni haqida to‘liq ma’lumot
beradi va standartlashtirilgan protseduralarga rioya qilish muhimligini ta’kidlaydi.
Unda oltita asosiy bosqich ko‘rsatilgan: yetkazib beruvchini identifikatsiya qilish,
mahsulot/xizmat so‘rovlari, xaridlar bo‘yicha takliflar so‘rovlari, baholash va
shartnomani tagdirlash, buyurtmalarni gayta ishlash va shartnomani imzolash hamda
nihoyat, kvitansiya va to‘lov. Har bir bosqich bozorni o‘rganish, yetkazib beruvchilarni
baholash mezonlari, hujjatlar talablari va sifat standartlariga muvofigligini o‘z ichiga
olgan muhim qadamlar bilan batafsil bayon etilgan. Hujjat, shuningdek, ta’minot
zanjiri jarayonini samarali va axloqiy ta’minlash uchun bo‘limlar o‘rtasida shaffoflik,
adolatlilik va to‘g‘ri muvofiglashtirishning ahamiyatini ta’kidlaydi.

Kalit so‘zlar: xarid qgilish jarayoni, yetkazib beruvchini aniglash, bozorni
o‘rganish, takliflar uchun so‘rov (RFP), yetkazib beruvchini baholash, shartnomani
mukofotlash, sotib olish buyurtmasi, ta’minot zanjirini boshqarish, logistika va
yetkazib berish, sifat kafolati, to‘lovlarni qayta ishlash, Inkoterms, muvofiglik va
shaffoflik, xatarlarni boshgarish.

AHHOTaAI U
B »aTo0#l cTaThe TpeACTaBICH BCECTOPOHHMI 0030p Tpoliecca 3aKymnmoK B
HECTAOUJILHOU cpene, MOYEPKUBACTCS Ba)KHOCTD COOJIFOIEHUSA

CTaHJAPTU3UPOBAHHBIX Mpoueayp. B HeWl omucaHbl IIECTh KIKOYEBBIX JTaIlOB:
onpeeeHne MOCTaBUIMKa, 3alPOChl Ha MPOIYKIIMIO/yCIIYTH, 3asiBKA Ha MPEJI0KESHUS
M0 3aKyIKaM, OI[EHKa W 3aKJIIOUeHHE KOHTpakTa, o0paboTka 3aKa3a U MOANHCAHHE
KOHTpPAaKTa M, HAKOHEI], MOJlydeHue W ormuiata. KaxIplii 3Tam JeTaau3upoBaH C
YKa3aHUEM OCHOBHBIX IIaroB, BKJIFOYAsl MCCIIEJOBAaHUE DPBIHKA, KPUTEPUHU OLEHKH
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MOCTABIIMKOB, TpeOOBaHUS K JOKYMEHTAIIMM U COOTBETCTBUE CTaHAApTaM KauecTBa.
B noxymeHTe Takke moauepKUBAETCS] BAXKHOCTh MPO3PAYHOCTH, OCCIIPUCTPACTHOCTH
M HaJUIeKalled KOOPAMHALMM MEXIy NOoJApa3JeieHusIMu sl oOecreyeHus
3¢ (HEKTUBHOTO U ATUYHOTO MPOIIECcca METOYKH MOCTABOK.

KuroueBsie  cjioBa:  mpolecc 3aKyloK, OIpEAeNIEHHE  IOCTABIIMKA,
UCCIIeIOBaHWE pbIHKA, 3anpoc npemioxkenuit (RFP), omenka mnocraBiiuka,
3aKJIIOYEHUE KOHTPAKTa, 3aKa3 Ha IIOCTaBKY, YIPABJIEHUE ILENOYKOW IOCTABOK,
JIOTUCTHKA U JIOCTaBKa, OOecleueHrue KauecTBa, 00paboTKa IuiaTekel, HHKOTEpMC,
COOTBETCTBHE TPEOOBAHUSM U IIPO3PAYHOCTh, YIIPABICHUE PUCKAMHU.

INTRODUCTION

Procurement plays a crucial role in ensuring the efficient and timely delivery of
goods and services, particularly in unstable environments, where external and internal
challenges can disrupt supply chains. In humanitarian aid and crisis response,
procurement must adhere to standardized processes to maintain transparency,
efficiency, and compliance with ethical and financial regulations.

This article explores six key stages of procurement: supplier search and
identification, product/service request, request for procurement proposals, evaluation
and contract awarding, order processing and contract signing, and receipt and payment.
These stages form the foundation of a structured supply chain that ensures fairness,
cost-effectiveness, and quality assurance.

In volatile markets, humanitarian organizations must balance cost, quality, and
risk management while maintaining ethical standards. Factors such as market
fluctuations, supplier reliability, and logistical challenges further complicate
procurement processes. To address these issues, organizations rely on procurement
policies and frameworks set by global institutions such as the World Food Programme
(WFP) and the Chartered Institute of Procurement & Supply (CIPS).

By examining procurement methodologies, best practices, and potential
challenges, this article aims to provide a comprehensive understanding of procurement
in unstable environments. The insights presented here will help organizations optimize
their procurement strategies, enhance supplier relationships, and ensure the effective
delivery of goods and services.

LITERATURE REVIEW

The procurement process in humanitarian aid and unstable environments has
been extensively studied across various academic and institutional sources. The
literature covers key themes such as supplier selection, procurement strategies, and
logistical challenges. This review synthesizes relevant works from international
organizations, industry reports, and academic research.

Overall, the reviewed literature provides a comprehensive understanding of
procurement processes, challenges, and best practices. While academic models offer
structured approaches to procurement, real-world applications in humanitarian
contexts underscore the need for flexibility and adaptability. Future research should
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explore digital procurement tools, supplier resilience, and sustainability in unstable
environments.

METHODOLOGY

The study adopts a qualitative, descriptive research design centered on analyzing
procurement processes in unstable environments. This approach provides an in-depth
understanding of procurement principles, standards, and challenges, while integrating
both theoretical and practical insights.

ANALYSIS AND RESULTS
The procurement process in an unstable environment, particularly when
influenced by humanitarian aid, requires a structured approach to ensure efficiency,
transparency, and compliance with key supply principles. Considering both external
and internal challenges, as well as the potential impact of humanitarian aid on the local
market, it is essential to establish and adhere to clearly defined standards throughout
the entire process. These standards guide and reinforce adherence to supply principles.
A consistent supply process typically consists of six main stages:
Supplier search and identification
Product/service request
Request for procurement proposals
Evaluation and contract awarding
Order processing and contract signing
Receipt and payment

2 4 I

. Procurement Request . Tender Evaluation . Delivery Note
. Technical Specification . Validation Form

@ v w
'
v

0 03

, Request for Information . Request for . Purchase Order AND/OR
. Request for Expression of Interest . Quotation / Tender . Contract OR
. Long Term Agreement

ok wbdE

. Invoice

ORDERING

EVALUATION
AND
AWARDING

RECEPTION
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Figure 1: Search and identification of suppliers.?
Fair and transparent competition among different suppliers is at the heart of
supply chain activities. To gather information about the desired product and potential

1 Prepared by the author
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suppliers capable of providing it, certain market research should be carried out. Market
research helps identify suppliers, assists in developing technical specifications,
establishes initial requirements, uncovers pricing (e.g., through company catalogs), and
provides information about available technologies (WFP Goods and Services
Procurement Manual, 2020).

It is convenient to maintain a supplier database, which serves as a basis for
requesting price quotations. If such a database does not exist, creating one is advisable.
This database should be updated regularly, and organizations can consult various
platforms or information sources, such as:

« Specialized magazines

« Chambers of Commerce and Industry

« Business meetings and seminars

« Professional associations

« Registers of external suppliers

« Online communities

o “Yellow Pages”

« Search engine—based research

« Other relevant resources

When identifying suppliers, organizations may wish to follow a formal process.
Many institutions issue official documents, including:

« Request for Information (RFI)

« Request for Expression of Interest (EOI)

Such official requests should be based on templates that allow users to form a
more accurate picture of the product or service and assess its availability in the context
of the operation.

2. Application for Products and Services

Any purchase of goods or services should be based on actual needs. Once these
needs are identified, quantified, and planned—either by a group or an individual within
the institution—they must be formally communicated to the organization’s
procurement department. This is typically done through a formally defined purchase
request, which specifies:

« The requesting department

« Requirements, including evaluation criteria

« Quantity

. Estimated cost or the maximum allowable expenditure (if applicable)

« Delivery date and location

« Confirmation of available funds

A key component of any purchase request is the inclusion of technical
specifications. There are many ways for vendors to define such technical
specifications, which may include:

WWW.MARKETINGJOURNAL.UZ 186



ILMIY, AMALIY VA OMMABOP JURNAL N22-SON FEVRAL, 2025-YIL

Table 1: Purchase requisition specifications!

Physical goods 1.Photo

2.Material components

3.Performance requirements (for example: computer
memory capacity, bucket capacity)

4.Quality standards (example: 1SO)

Construction 1.Drawings
2. Cards
3.List of materials / structural components of materials

In other words, the customer must provide all relevant information and complete
the agreed-upon forms during the planning stage. If a preliminary plan has not been
established, the request may experience delays while its feasibility is assessed.
Typically, a purchase request is a standard, official form used to initiate a purchase.
This form consolidates and verifies the details provided by various participants in the
procurement process, effectively converting a request into an actual purchase:

« Requesting department: Commits to ensuring the accuracy and completeness
of all information within the purchase request. Detailed specifications are attached, if
necessary.

« Purchasing unit: Commits to procuring the requested goods or services as
specified in the purchase request, considering quality, price, and delivery schedule.

« Finance department: Commits to releasing the available funds.

One effective way to ensure that each request is properly presented, understood,
and agreed upon by all involved departments is to create a shared coordination space
for the process. A common coordination tool is holding regular meetings among
requestors, department heads, and the procurement team, where requests can be
discussed and approved.

3. Request for Purchase Proposals

After selecting potential suppliers (or before initiating an open tender process),
the documentation for the purchase proposal request must be carefully prepared. The
way in which offers are solicited and accepted affects the rest of the process; there is a
reciprocal relationship between what is requested and what is ultimately offered.
Procurement teams will only choose from what suppliers propose, but what suppliers
offer depends significantly on how and what they have been asked to provide.
Consequently, the specifications for the required goods or services must be clear, and
the terms of the requested application must be properly defined.

! Prepared by the author
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Supplier selection criteria should be established and clearly communicated to
suppliers in advance, ensuring equitable treatment. It is important to devote sufficient
time to defining or understanding these criteria, as they cannot be changed or
supplemented once shared with suppliers.

Documentation involved in the procurement request process may vary
depending on the type of competition applied (see Procurement Procedures) and the
nature and complexity of the goods or services being procured. All documentation
should contain detailed information on the procedural, technical, financial, and
contractual components suppliers must follow when submitting proposals. These
documents are typically based on templates adapted to the specifics of each procedure
and populated with details relevant to each purchase proposal request.

As a general rule, any purchase proposal request document, regardless of the
procedure, will include the following:

« Depending on the character
» Expected terms of delivery; time, location, Incoterms

* Instructions for preparation and submission, language of
submission

 Deadlines: the deadline for submission, the validity
period of the proposal, and the expected dates for
awarding the contract.

« Detailed information about the pre-contract stage, where
applicable (meetings/site visits and/or
samples/demonstrations).

« Provision of prototype products, if necessary.

» The assessment method and evaluation criteria,
including the approval of third-party inspection
companies, if necessary.

 Terms of payment.

+ Contact information.

« Ethical policies that the supplier must adhere to.

« Special applicable conditions: termination, commercial
terms, inspections, guarantees, rights and obligations,
remedies, subcontracting, etc.

Figure 2: General rules*
The documentation for the Request for Purchase Proposals should be distributed
simultaneously to all pre-selected suppliers, allowing sufficient time for analysis and

1 Prepared by the author
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proper preparation of their offers. A standardized presentation format may be included
in the proposal request documentation to simplify proposal comparison at the
evaluation stage.

Specifications of Materials

When procuring tangible goods, it is advisable to include as much technical
information about the materials’ specifications as possible, presented in a clear,
transparent format that is easy to understand yet difficult to misinterpret. Material
specifications may include:

« Units of measurement (weight, volume)

« Packaging measurements (weight, volume)

« Color/appearance

« Chemical composition

« Compliance with specific 1SO standards

. Strength/durability

« Packaging and handling requirements

. Branding and labeling requirements

Followmg Specifications Throughout the Supply Chain Process

These material specifications should be included in:

1. Requests for Purchase Proposals — The more detailed the specifications, the
more accurately suppliers can respond. Detailed specifications will help filter out
suppliers unable to meet specific requirements and encourage suppliers to commit only
to those standards they can achieve.

2. Supplier Contracts — Including material specifications in the contract legally
binds suppliers to the standards they proposed in their bids. The specifications in the
contract must match those outlined in the tender process.

3. Instructions for Third-Party Inspection Companies — After a supplier is chosen
and a contract is agreed upon, third-party inspection companies can be engaged to test
products against the contract’s material specifications. These inspection companies
may use visual examinations or laboratory tests to confirm compliance with all
specified material requirements. Many organizations prefer to receive prototypes prior
to placing a final order and conduct inspections at multiple points throughout the
process. Buyers may also choose to withhold payment until the final inspection is
complete.

4. Evaluation and Contract Award

Many organizations utilize evaluation committees or groups to analyze and
assess incoming proposals fairly and transparently. Once all steps in the Request for
Purchase Proposals process are properly documented and before opening the bids, the
evaluation committee/team convenes to review the submissions. The composition of
the evaluation team can vary—ranging from a simple, two-person team (the requester
and the buyer) performing an informal review to a more formal, cross-departmental
group operating under regulated procedures. Regardless of the purchase cost or
procedure used, there should always be a team of employees adhering to the principle
of separated responsibilities. In more stringent procedures, evaluation groups are
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formed at the very beginning of the process, formalizing it by signing a “Declaration
of Objectivity and Confidentiality” and/or “Conflict of Interest Disclosure.”

Proposals should be evaluated using the criteria and specifications previously
outlined in purchase requests, invitations to submit proposals, or any other part of the
process prior to the receipt of applications. General evaluation criteria may include:

« Competitive pricing

« Ability to meet specifications and standards

 Product availability and capability to fulfill requested delivery dates

« Quality of products and services

« Productivity and durability of products

« Reliable shipment methods

« Quality control methods and practices

« Technical and leadership expertise

. Ability to provide niche or unique products and/or develop concepts

« Financial stability and creditworthiness

« Payment terms/requirements

. Compatibility with existing products

. Distribution/storage facilities and related resources

« Availability of spare parts

. Warranty, insurance, and supply obligations

« Proven capabilities and experience

. Availability of service support resources

« Previous experience and demonstrated performance in supplying the required
products/services (supported by documented evidence, such as prior certificates of
compliance; “poor past performance” should also be documented)

. Safety

All evaluation criteria must be:

« Objective — Criteria should be verifiable and designed to measure facts rather
than assumptions or promises from the supplier. Objective criteria are tangible and
unlikely to be interpreted differently by different suppliers.

« Unambiguous — There should be no confusion or duplication in the selection,
description, and evaluation of criteria.

. Reliable — Clear and measurable criteria that can be evaluated consistently
across multiple applications and by multiple evaluators.

. Fair — Criteria should not improperly exclude suppliers from the procurement
process or grant an undue advantage to any particular supplier.

 Balanced — Criteria that are appropriate and justified when viewed objectively
in the context of procurement activities.

During the assessment process, it is necessary to balance various tangible and
intangible factors—some of which may conflict with one another. Methods for
determining the extent to which a potential supplier can meet the criteria include:

« A visit to the supplier by management and/or the evaluation team (factory,
warehouse, or storage inspection, review of production facilities and supplier
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equipment).

o Confirmation of the supplier’s quality system either through on-site
assessment (with a written report) or by requesting proof of quality system registration,
such as an 1SO certificate or another recognized certification.

« Interviews/recommendations from other NGOs served by the supplier.

 Obtaining publicly available financial reports (accessible in some countries)
and verifying any negative records.

. Evaluation (e.g., through laboratory tests or validation tests) of samples
received from the supplier (see the “Quality Assurance” section).

To present the evaluation results, a summary document—often in the form of a
comparative table or a full report—is typically prepared and signed by all members of
the evaluation team. Any summary document should contain a reasoned
recommendation for supplier selection and the necessary explanation supporting that
choice.

After approving the proposal to award the contract to the supplier, the selected
supplier’s proposal must be confirmed through the organization’s internal approval
procedures. The contract award decision should then be communicated to the winning
supplier, while unsuccessful suppliers should receive notice of a mechanism that allows
them to complete a results-based survey and register potential complaints.

5. Making an Order and Signing a Contract

Each order must be formalized with either a contract, a purchase order (PO), or
another official document confirming the contract award.

« Purchase Orders (POs) represent a financial commitment that confirms the
details of a purchase (units, quantity, price, time and place of delivery, etc.) and
formalizes the order. POs are typically used for simpler, one-time, or lower-value
purchases where no complex terms are required and/or the purchase poses low risk to
the organization.

. Contracts are legally binding agreements between an organization and its
suppliers. They define the terms and conditions for the provision of goods and services,
as well as the respective rights and obligations of the signatories. Contracts are used
when there is a need to detail conditions in a more complex order (partial deliveries,
different dates/locations, special product conditions, large financial outlays, or
potential risks to the organization) and always for labor or specialized services.

Some organizations prefer a form of Long-Term Agreement (LTA) wherein
suppliers undergo pre-qualification through a standard procurement process, then hold
an indefinite contract for supplying goods and services. Requesting agencies with an
LTA can use simple notifications (e.g., purchase orders) to communicate supply
needs—indicating units, quantities, delivery details, and other pertinent information.
The principle underpinning the LTA is that a single supplier used for routine supplies
can be evaluated once within a predetermined period rather than resubmitting bids for
each transaction.

Upon the supplier’s signing of the purchase order and acceptance of the
organization’s terms and conditions, the purchase order effectively becomes a
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simplified contract. Each organization should define a threshold beyond which the
relationship can no longer be formalized solely through a purchase order, necessitating
a contract instead. Regardless of the procurement method, the organization’s terms and
conditions should apply to all contracts and purchase orders.

6. Reception and Payment

Delivery terms must be clearly stated in the order documents (purchase order or
contract). These delivery terms specify who is responsible for transporting goods, when
and where responsibility for the products transfers, and all pertinent details for
transport and logistics planning.

Supply planning involves reviewing all aspects of the logistics-related supply
chain process. It begins at the needs assessment stage by considering the desired
outcome of the requesting group and the end user, then identifying the actions needed
to ensure successful completion of the activity (WFP Goods and Services Procurement
Manual, 2020).

The transfer of responsibility between the seller/carrier and the organization is a
critical point in the procurement process. Responsibility may transfer on the
manufacturer’s/seller’s premises, or the supplier may be fully responsible for
transporting the cargo to an agreed destination. The agreed destination can be the
organization’s premises or warehouse, or, in special cases, the beneficiary’s own
location. The most standard method of determining the manner and location for
transferring responsibility is by defining Incoterms in the purchase agreement.
However, Incoterms apply only to international procurement, so responsibility
transfers for domestic procurement may need to be explicitly stated. In all cases, the
transfer of responsibility must be clearly documented in the standard set of shipping
documents.

For simpler deliveries or when the supplier delivers to the final destination, an
invoice is generally used, containing at least the following:

« Full name and contact details of the seller
Full name and contact details of the buyer
Date of issue
Date of delivery
Description of the goods in the order

« Quantity of each type of goods

Upon delivery of goods, the recipient must physically inspect the packages
against all delivery documents to ensure they fully comply with the contract. This
inspection involves checking:

« Quantity — The number of items received matches the documentation and
corresponds to the quantity requested in the purchase order

« Quality — The items are in the condition specified by the shipping documents
and meet the conditions stipulated in the purchase agreement, are undamaged, and
adhere to the ordered specifications

If any discrepancy in quantity or quality is found, it must be noted in writing on
the shipping documents. Without a written statement made at the time of delivery,

WWW.MARKETINGJOURNAL.UZ 192



ILMIY, AMALIY VA OMMABOP JURNAL N22-SON FEVRAL, 2025-YIL

filing claims later will be very difficult if the products do not meet the order
requirements.

The transfer of responsibility goes into effect when the organization’s
representative signs the consignment note. A signed invoice, purchase order, and
shipping document are the minimum required to process payment. If the
supplier/carrier cannot provide a delivery document or waybill, organizations may
create and sign a wayhbill themselves, documenting the transfer of responsibility for the
cargo and noting any discrepancies. Institutions that generate their own receipt invoices
should still request a second signature from the supplier or the supplier’s designated
carrier.

CONCLUSIONS AND RECOMMENDATIONS

The procurement process in an unstable environment requires a structured and
transparent approach to ensure efficiency, fairness, and compliance with organizational
standards. By following the six key stages—supplier search, product/service requests,
procurement proposals, evaluation and contract awarding, order processing, and
receipt/payment—organizations can minimize risks, strengthen supplier relationships,
and maintain the integrity of supply chain operations. Proper documentation, clear
communication, and adherence to quality standards are essential for achieving
successful procurement outcomes.

Implementing best practices—such as maintaining supplier databases,
establishing clear evaluation criteria, and employing robust contract management—
helps organizations optimize procurement strategies while ensuring the effective
delivery of goods and services. Below is a brief outline of the six key stages:

1. Supplier Search and Identification Conduct thorough market research using
various resources such as supplier databases, industry journals, and business
associations.

2. Product/Service Request Clearly define procurement needs, including
guantity, quality, and evaluation criteria.

3. Request for Procurement Proposals Allow adequate time for suppliers to
analyze requirements and prepare proposals.

4. Evaluation and Contract Awarding Document and justify supplier selection
decisions, ensuring a mechanism for dispute resolution if necessary.

5. Order Processing and Contract Signing Establish clear terms and conditions
to define supplier obligations and organizational expectations.

6. Receipt and Payment Maintain accurate financial records, including invoices
and delivery documents, to facilitate timely payments.
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