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 Ne2-SON FEVRAL, 2025-YIL

THE ROLE OF PROGRAMMATIC ADVERTISING IN DATA-DRIVEN
MARKETING: OPTIMIZING TARGETED ADVERTISING STRATEGIES
IN THE TOURISM SECTOR
Sodikov Mirziyo Odiljon ogli
Independent Researcher,
Senior lecturer at Tashkent State University of Economics and Leading lecturer
at Management Development Institute of Singapore in Tashkent
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Abstract

Programmatic advertising has transformed the digital marketing landscape by
enabling automated, data-driven ad purchasing and optimization. This study examines
the integration of programmatic advertising in the tourism sector, emphasizing its role
in enhancing targeted marketing strategies and optimizing advertising budgets.
Through an in-depth analysis of current industry trends, technological advancements,
and empirical evidence, the study demonstrates the effectiveness of programmatic
advertising in boosting consumer engagement and improving return on investment
(ROI) for tourism businesses. Additionally, it addresses key challenges such as data
privacy concerns and technological limitations while offering strategic
recommendations for enhancing programmatic advertising initiatives in the tourism
industry.

Keywords: Programmatic advertising, data-driven marketing, tourism sector,
targeted advertising, digital marketing, consumer engagement, return on investment
(ROI), advertising optimization, data privacy, artificial intelligence (Al).

Annotatsiya

Programmatik reklama raqamli marketing sohasini tubdan o‘zgartirib,
avtomatlashtirilgan va ma’lumotlarga asoslangan reklama xaridi hamda
optimallashtirish jarayonlarini samarali amalga oshirishga imkon yaratdi. Ushbu
tadgigot turizm sohasida programmatik reklamani joriy etish jarayonini tahlil qilib,
uning magsadli marketing strategiyalarini takomillashtirish va reklama byudjetlarini
samarali boshqarishda tutgan o‘rnini yoritadi. Zamonaviy sanoat tendensiyalari,
texnologik rivojlanishlar va empirik dalillar asosida olib borilgan chuqur tahlillar
orqali programmatik reklamani iste’molchilarni jalb qilish va turizm bizneslari uchun
investitsiya daromadliligini (ROI) oshirishdagi samaradorligi isbotlanadi. Shuningdek,
ushbu tadqiqot ma’lumotlar maxfiyligi bilan bog‘liq muammolar va texnologik
cheklovlar kabi asosiy to‘siglarni ko‘rib chiqib, turizm sohasida programmatik reklama
tashabbuslarini yanada rivojlantirish bo‘yicha strategik tavsiyalarni taqdim etadi.

Kalit so‘zlar: Programmatik reklama, ma’lumotlarga asoslangan marketing,
turizm sohasi, magsadli reklama, raqamli marketing, iste’molchi faolligi, investitsiya
daromadliligi (ROI), reklama optimallashtirish, ma’lumotlar maxfiyligi, sun’iy
intellekt (Al).
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AHHOTALIUSA
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MIPOLIECCHI MOKYTIKM U ONTUMHU3aLUU peKiambl. J[aHHOE UCClieI0BaHUE pacCMaTpUBAET
MHTErPALHIO TPOrPaMMaTHYECKON PEKIIaMbl B TYPUCTUUECKYIO OTPACIlb, IO JUYEPKUBAs
e€ poJib B COBEPIICHCTBOBAHUH IEJIEBBIX MAPKETUHTOBBIX CTpaTeruil u 3¢ HeKTUBHOM
yIpaBlIeHUH PeKIaMHBIMU O1o/pkeTamMu. Ha ocHOBe riTyO0KOTo aHaan3a COBPeMEHHbIX
OTPACIIEBBIX TEHJCHIIMMI, TEXHOJOTHUYECKUX WHHOBALUM M SMIOUPHUYECKUX JAHHBIX
nokasbiBaeTcs 3G(EKTUBHOCTh MPOTPAMMATHUYECKOW pEKJIaMbl B  IOBBIIICHUH
BOBJICUCHHOCTU MOTpeOuTesel U yBenuueHun peHTabenbHocTd mHBectuuui (ROI)
IUIsl TypucTHuecKoro OusHeca. Kpome Toro, B HCCIE€IOBaHMM paccMaTPHUBAIOTCS
KJIFOUEBbIE TPOOJIEMBbI, TakuWe KaK BOMPOCHl KOH(PHUACHIMATBLHOCTH JaHHBIX U
TEXHOJOTUYECKUE OrpaHUYEHUs, a TaKKe NPEAJIaraloTcsi  CTPATErHYeCcKue
PEKOMEHJAMK [0 JaJbHEWIIEMYy pPa3BUTHIO NPOrpaMMaTHYECKON peKiIambl B
TypHCTHUYECKOH cepe.

Kurwuessie ciaosa: IIporpammupyemass pekinama, MApKETUHI Ha OCHOBE
JAHHBIX, TYPUCTHYECKUH CEKTOp, LeJeBas pekigama, LHUPPOBOM MapKETHUHT,
BOBJICUCHHOCTh TOTpeOuTeNel, peHtadenbHocTh mHBecTHIM (ROI), onTumusamms
peKJIaMbl, KOHPHUICHIINATBHOCTD JJAHHBIX, HICKYCCTBCHHBIN HHTE/LUTCKT (Al).

INTRODUCTION

As the tourism industry undergoes significant digital transformation, there is an
urgent need for more advanced marketing approaches to effectively draw in and retain
customers in a fiercely competitive environment. Programmatic advertising—
leveraging artificial intelligence (Al) and real-time bidding (RTB)—has emerged as a
vital resource for tourism marketers looking to refine their advertising initiatives (Liu
et al., 2021). Unlike conventional digital advertising strategies, programmatic
advertising harnesses vast data analytics to present personalized advertisements to
potential travelers, tailored to their online behaviors, preferences, and demographic
characteristics (Smith & Johnson, 2020). Given the increasing importance of digital
marketing channels, it becomes crucial for tourism businesses to grasp how
programmatic advertising influences targeted marketing and optimization tactics. The
effectiveness of programmatic advertising is evident when comparing key performance
indicators (KPIs) with traditional digital advertising. Studies indicate that
programmatic advertising achieves a click-through rate (CTR) of 3.2%, compared to
1.8% in traditional methods. The conversion rate is also higher, at 5.6% versus 2.9%,
while the cost per acquisition (CPA) is significantly lower at $10.5, compared to $18.3
for traditional advertising. Additionally, the return on ad spend (ROAS) for
programmatic advertising stands at 4.2, surpassing the 2.5 observed in conventional
digital marketing approaches (as shown in Table 1).

The objectives of this study are threefold: (1) to assess the effectiveness of
programmatic advertising in reaching target tourists; (2) to explore how data-driven
marketing enhances marketing optimization; and (3) to identify the challenges and
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opportunities tied to programmatic advertising in the tourism sector. Through a
meticulous examination of existing literature and empirical findings, this research
sheds light on the transformative role of programmatic advertising in the future of
tourism marketing.
Table 1: Performance comparison of programmatic advertising and
traditional digital advertising

KPI Programmatic Traditional Digital
Advertising Advertising
Click-Through 0 0
Rate (CTR) 3.2% 1.8%
Conversion Rate 5.6% 2.9%
Cost Per
Acquisition (CPA) $10.5 $18.3
Return on Ad
Spend (ROAS) 4.2 2:5

Source: Hoffman & Novak, 2020

LITERATURE REVIEW

The origin of programmatic advertising can be traced back to the early 2000s
when the digital marketing landscape transitioned from manual ad placements to a
more automated and data-driven model. The advent of demand-side platforms (DSPs)
and supply-side platforms (SSPs) marked a groundbreaking shift in the acquisition and
sale of digital advertisements, streamlining efficiency and diminishing the necessity
for human involvement (Goldfarb & Tucker, 2019). The tourism sector has
progressively adopted programmatic advertising as a means to enhance marketing
precision, elevate targeting accuracy, and optimize expenditures. Data stands at the
core of programmatic advertising, facilitating instant decision-making and tailored ad
delivery. Through big data analytics and machine learning algorithms, patterns of
consumer behavior, prior interactions, and geographical locales are scrutinized to
present highly relevant advertisements (Wang & Zhang, 2022). In the tourism arena,
this data-centric methodology enables businesses to categorize audiences according to
travel preferences, booking tendencies, and seasonal fluctuations, culminating in more
effective marketing strategies(Odiljon o‘gli, S. M., 2025).

The adoption of programmatic advertising in the tourism industry has
significantly increased over the years. In 2018, only 25% of tourism businesses utilized
programmatic advertising. This number grew to 35% in 2019, 50% in 2020, 65% in
2021, 75% in 2022, 80% in 2023, and reached 85% in 2024 (as shown in Table 2). This
growth underscores the increasing reliance on automated, data-driven advertising
strategies in tourism marketing.
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Table 2: Adoption rates of programmatic advertising in the tourism
industry

Year Percentage of Tou_rism Busi_n_esses Utilizing
Programmatic Advertising
2018 25%
2019 35%
2020 50%
2021 65%
2022 75%
2023 80%
2024 85%
Source: eMarketer, 2023
METHODOLOGY

A mixed-methods approach was deployed to evaluate the effectiveness of
programmatic advertising within the tourism industry. The study amalgamated
qualitative and quantitative data drawn from secondary sources, including academic
journal articles, industry reports, and illustrative case studies of tourism businesses
utilizing programmatic strategies. Quantitative insights were sourced from industry
reports and statistical evaluations provided by organizations like eMarketer, Statista,
and the Interactive Advertising Bureau (IAB), offering glimpses into the adoption
trends, budget distributions, and performance metrics associated with programmatic
advertising in tourism.

Budget allocation within the tourism industry highlights the importance of
programmatic advertising. Approximately 45% of the total marketing budget is
allocated to programmatic advertising, while social media ads receive 30%, email
marketing 10%, and traditional media 15% (as shown in Table 3). This distribution
reflects the shift towards digital, data-driven advertising methods.

Table 3.
Budget allocation for advertising channels in the tourism sector
Advertising Channel Percentage of Total Marketing Budget
Programmatic 45%
Advertising
Social Media Ads 30%
Email Marketing 10%
Traditional Media 15%

Source: Statista, 2023
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Utilizing statistical methodologies, including both descriptive and inferential
analyses, the gathered data was scrutinized to ascertain the impact of programmatic
advertising on consumer engagement and conversion rates. A comparative study was
performed to evaluate the order of effectiveness between programmatic and traditional
digital marketing strategies (Comuxos, 2024). Engagement metrics show that after
implementing programmatic advertising, the average session duration increased from
2 minutes to 4 minutes, the bounce rate decreased from 50% to 30%, and pages per
session grew from 1.5 to 3 pages (as shown in Table 4).

Table 4: Impact of programmatic advertising on user engagement metrics
Engagement Before After
Metric Programmatic Programmatic
Advertising Advertising
Average Session 2 minutes 4 minutes
Duration
Bounce Rate 50% 30%
Pages per Session 1.5 pages 3 pages

Source: Interactive Advertising Bureau (I1AB), 2022

ANALYSIS AND RESULTS
The integration of programmatic advertising into the tourism industry reveals
significant insights about customer behavior, market dynamics, and strategic
adaptability. Targeting techniques used in programmatic advertising include
behavioral targeting, which analyzes user browsing history; geo-targeting, which
serves ads based on location data; demographic targeting, which focuses on age,
gender, and income; and contextual targeting, which places ads within relevant content
based on keywords (as shown in Table 5). These approaches enhance engagement rates
by delivering highly relevant ads to users.
Table 5: Targeting techniques in programmatic advertising

Targeting Technique Description

Behavioral Targeting Analyzes user browsing history to display relevant ads

Utilizes location data to serve ads relevant to the user's
locality

Geo-Targeting

Demographic
Targeting

Contextual Targeting Places ads within relevant content based on keywords

Source: Wang & Zhang, 2022

The capacity for real-time optimization demonstrated in successful case studies
such as Airbnb highlights the changing dynamics of consumer behavior in the tourism
sector. The ability to pivot quickly based on market demand reflects the necessity for
agile marketing strategies that resonate with fluctuating consumer preferences. As
turismo is characteristically seasonal, the adaptability offered by programmatic

Focuses on users based on age, gender, income, etc.
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advertising positions organizations like Airbnb to optimize budgets effectively and
maximize returns during peak seasons, addressing gaps in demand during off-peak
times (Sodikova, 2023). This strategic allocation of resources is essential for sustaining
continuous engagement and revenue generation throughout the year.

The analysis of cost-efficient strategies in programmatic advertising paints a
picture of fiscal responsibility among tourism marketers. With nearly 25% of
advertising budgets wasted on poorly performing campaigns, the ability to fine-tune
expenditure through real-time insights is invaluable (Huang et al., 2021). The
demonstrated 25% reduction in wasted ad spend with real-time optimization serves as
evidence that organizations can significantly enhance profitability by using
programmatic advertising to maximize ad spend efficiency. This efficient allocation
creates opportunities for reinvesting in high-performing campaigns or reallocating
budgets to emerging trends that pique consumer interest (Sodigova, 2024). Despite the
significant benefits associated with programmatic advertising, challenges remain,
particularly concerning consumer data privacy and ethical issues related to targeted
advertising. As highlighted by Waller and Fawcett (2013), the reliance on big data
raises questions about consent and transparency. The need for organizations to
prioritize ethical marketing practices is paramount, as missteps can lead to damaging
consumer trust and brand reputation. Therefore, tourism brands must implement
measures that balance effective targeting with respect for consumer privacy and adhere
to regulations pertaining to data usage (Coaukos, 2025).

The findings demonstrate that programmatic advertising profoundly enhances
targeted marketing and ad optimization within the tourism industry. Case studies from
leading tourism brands such as Expedia and Booking.com illustrate that programmatic
advertising has effectively bolstered engagement rates while curtailing marketing
expenditures. Furthermore, case studies from leading tourism brands such as Expedia
and Booking.com illustrate that programmatic advertising has effectively bolstered
engagement rates while curtailing marketing expenditures.

The results corroborate that programmatic advertising provides substantial
benefits for the tourism industry by utilizing data-driven insights to enhance targeting
accuracy and budget efficiency. Unlike traditional advertising methods that rely on
generalized targeting, programmatic advertising allows for real-time campaign
adjustments based on user interactions and engagement metrics (Brown & Miller,
2022). This degree of adaptiveness is crucial for tourism enterprises aiming to
maximize their marketing efficacy and minimize costs.

CONCLUSIONS AND RECOMMENDATIONS

This study emphasizes the essential role of programmatic advertising in
reshaping digital marketing strategies within the tourism sector. By capitalizing on
data-driven insights, tourism businesses can elevate their advertising effectiveness,
optimize expenses, and achieve higher rates of consumer engagement. Although
challenges such as data privacy issues and technical complexities remain, the
continuous advancements in Al and blockchain technology offer encouraging solutions
for future applications. In an increasingly digital marketplace, tourism marketers
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should prioritize the adoption of programmatic advertising strategies to maintain a
competitive edge.
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