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OLIY TA’LIM MUASSASALARINING MIJOZLARGA YO‘NALTIRILGAN
MARKETING STRATEGIYALARINI ISHLAB CHIQISHGA
YONDASHUVLAR

Axunova Gulchehra Nazarovna
iqtisodiyot fanlari doktori, professor

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

Annotatsiya

Mazkur maqolada oliy ta’lim muassasalarining mijozlarga yo‘naltirilgan
marketing strategiyalarini ishlab chigishning ilmiy-nazariy jihatlari o‘rganilgan.
Universitetlarda mijozlarga yo‘naltirilgan yondashuv asosida ta’limni tashkil etish
quyidagi asosiy prinsiplari aniglangan. Universitetda yaratilgan akademik, ilmiy,
ma’naviy va tashkiliy omillarning (Xn) bog‘liq o‘zgaruvchilar sifatida tanlangan
universitetning raqobatbardoshligi va talabalar sodigligi (Yn) ta’siri o‘rganilgan.
Olingan natijalar asosida universitetlarning marketing faoliyatini takomillashtirish va
ta’lim sifatini oshirish bo‘yicha takliflar ilgari surilgan.

Kalit so‘zlar: OTM, mijozlarga yo‘naltirilgan marketing, marketing strategiyasi,
ta’lim sifatini oshirish, raqobatbardoshlik, talabalar sodiqligi, akademik faoliyat, ilmiy
faoliyat.

AHHOTALUA

B nanHOl cTaThe HCCleNOBaHbl HAYYHO-TEOPETUUYECKUE ACTEKTHI pa3pabOTKH
KJIIMEHTOOPHEHTUPOBAHHBIX MAPKETUHTOBBIX CTPATErHi BHICIIUX YUCOHBIX 3aBEICHUI.
B By3ax ompeneneHsl ciaeAyrONMe OCHOBHBIE IPUHITUIIBI OpraHu3aIii 00pa3oBaHMs
Ha OCHOBE KJIMEHTOOPUEHTUPOBAHHOTO MO/1X0/a. M3yueHo BIUsHYE aKaJeMUYECKUX,
Hay4YHBIX, MOPAJIbHBIX M OpraHU3allMOHHBIX (DakTOpoB (XH), CO3JaHHBIX B By3e, Ha
KOHKYPEHTOCTIOCOOHOCTh BBIOPAHHOTO By3a W JIOSUTLHOCTH CTyAeHTOB (YH). Ha
OCHOBAaHHUM TIOJIYYEHHBIX PE3yJIbTAaTOB OBLIM BBIIBHHYTHI TMPEIJIOKEHUS II0
COBEPIIICHCTBOBAHUIO MAPKETUHTOBOM JIESITEIbHOCTH BY30B U MOBBIIICHUIO Ka4yeCTBa
oOpa3oBaHus.

KuiioueBnbie cj10Ba: By3, KJIMEHTOOPUEHTUPOBAHHBIM MAPKETUHT, MAPKETUHTOBas
CTpaTerusi, TMOBBIIMICHUE KayecTBa  OOpa30BaHHs, KOHKYPEHTOCIIOCOOHOCT,
JIOSITBHOCTD CTYAEHTOB, aKaIeMUYECKasl ICSITEIbHOCTh, HAy4YHas AesTEIbHOCTb.

Abstract

This article studies the scientific and theoretical aspects of the development of
customer-oriented marketing strategies of higher education institutions. The following
basic principles of organization of education based on a customer-oriented approach
have been defined in universities. The impact of academic, scientific, moral and
organizational factors (Xn) created in the university on the competitiveness of the
selected university and student loyalty (Yn) was studied. Based on the obtained results,
proposals were put forward to improve the marketing activities of universities and

increase the quality of education.
I ——
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Keywords: HEI, customer-oriented marketing, marketing strategy, improving the
quality of education, competitiveness, student loyalty, academic activity, scientific
activity.

KIRISH

Jahon bankining ma’lumotlariga ko‘ra, “2000-yilda dunyo bo‘yicha oliy ta’lim
muassasalarida jami 100 million talaba tahsil olgan bo‘lsa, bu ko‘rsatkich bugungi
kunda 220 millionga yaqin talabani tashkil qilmoqda”[1]. Bugungi kunda oliy ta’lim
sohasini maqgsadli rivojlantirish va boshgarish samaradorligini oshirishda aniq
magsadli va bargaror rivojlanishni ta’minlashga yo‘naltirilgan strategiyalar, jumladan,
innovatsion marketing faoliyatini boshqgarish strategiyalariga dolzab muammolardan
biri sifatida garalmoqda.

“O‘zbekiston—2030 strategiyasida “oliy ta’lim bilan qamrovni kengaytirish”,
“oliy ta’lim muassasalari tashkiliy-boshqaruv faoliyatini takomillashtirish”, “korxona
— oliygoh — ilmiy tashkilot” klaster tizimini joriy etish va “ilmiy tadqiqotlarni va
innovatsion tashabbuslarni qo‘llab-quvvatlash” kabi vazifalar belgilab berilgan.
Belgilangan vazifalarni samarali amalga oshirishda oliy ta’lim muassasalari (OTM)
ragobatbardoshligini oshirish, inson kapitalini mehnat bozori talablari asosida
rivojlantirish, sog‘lom raqobat mubhitini rivojlantirish va muassasalar jozibadorligini
oshirish ta’lim jarayoniga ragamli va zamonaviy ta’lim texnologiyalarini
tabagalashtirilgan holda qo‘llash, oliy ta’limning innovatsion marketing faoliyatini
boshgarishning metodologik-uslubiy asoslarini takomillashtirish kabi yo‘nalishidagi
ilmiy tadqiqotlar ko‘lamini kengaytirish magsadga muvofiq.

ADABIYOTLAR SHARHI

Marketingni tashkil etish jarayoni bir necha bosqichlardan iborat bo‘lib, va
ularning har biri samarali marketing strategiyalarini ishlab chigish uchun juda
muhimdir.

Marketing biznes-tadbirkorlik faoliyatining bozorga moslashuvining asosiy va
hal qgiluvchi vositasi hisoblanadi. Marketing korxonalar uchun mahsulot yoki
xizmatlarni sotish, mijozlarni jalb gilish va ularni saglab golish, shuningdek, biznes
magqsadlariga erishish uchun tadqiqotlar o‘tkazish va qarorlar gabul qilish kabi bir qator
strategiya va taktikalardan iborat bo‘ladi.

"Marketing faoliyatini tashkil etish va boshqarish" nazariyalarni o‘rganishda
tushunchalarining mazmun-mohiyatini chuqur anglash, "faoliyatni tashkil etish” va
"boshgarish" tushunchalarining ma’nosi va ular o‘rtasidagi farglarni aniqlash
magsadida, 1-jadvalda jahonning yetakchi marketolog olimlari tomonidan ilmiy
tadgiqotlarda keltirilgan yondashuvlar tahlil gilindi.

Korxonalar marketing faoliyatini tashkil etishning asosiy magsadi bozorda
ko‘zlagan maqsadlariga erishishdir. Bunday jarayonda korxonalar bir qator

giyinchiliklarga duch kelishadi.
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Marketing faoliyatini tashkil etish va boshgarishning tushunchalarga

olimlarning yondashuvi

Mualliflar Ta’rif

“Marketing menejmenti iste’'molchilarning ehtiyojlarini aniglash va ularni qondirish uchun
Doyl P. mo‘ljallangan takliflarni ishlab chiqish orqali raqobatchi firmalarning foyda olishga

intilishiga yordam beradi”[2]

“Marketing menejmenti (marketing menejmenti) — bu individual va tashkiliy

magsadlarga javob beradigan almashinuvni amalga oshirishga garatilgan umumiy
Kotler F. konsepsiyani, narx siyosatini, g‘oyalarni, tovarlarni va xizmatlarni ilgari surish va

targatishni rejalashtirish va amalga oshirish jarayoni”[3]

“Strategik menejment — ragobat muhitida kompaniyani yaxshilashga, uning tashqi
Pirs Dj., o‘zgarishlarga, ichki ehtiyojlarga va raqobatchilarning harakatlariga moslashishga garatilgan
Robinson R. boshqaruv jarayonlarini optimallashtirish[4] “Strategiya — kompaniya magsadlariga erishish

uchun ragobat muhiti bilan 0°‘zaro munosabatlarning uzoq muddatli istigbolli rejalari”

“Intellektual intensiv  innovatsion mahsulotlar —marketingini tashkil etish
Adamenko Ye.Yu.| innovatsiyalarni yaratish va tijoratlashtirish, joriy etish va samaradorligini baholash,

shuningdek integral ma’lumotlar bazalarini shakllantirish bo‘yicha sa’y-harakatlarni
integratsiya, uyg‘unlashtirish va qo‘llab-quvvatlash jarayoni sifatida’[5]

Balakina Yu.Yu.

“Mijozlar bilan samarali va muvozanatli munosabatlar uchun dasturlarni tahlil gilish,
rejalashtirish, amalga oshirish va nazorat gilish tartiblari va bosgichlarini amalga
oshirish”’[6]

Baranovskiy A.l.

“Ta’limda marketingni tashkil etishning asosiy yo‘nalishlari ta’lim tashkilotining “’inson
kapitali“ raqobatbardoshligini oshirish va ta’lim xizmatlarini ishlab chiqarish
jarayonining raqobatbardoshligini oshirishdan iborat, umuman olganda, ma’lum bir
universitetning noyob taklifi qiymatining o‘sishini ta’minlash”[7]

Gaydayenko T.A.

“Marketing yaxlit boshqaruv konsepsiyasi va kompaniya boshqaruv tizimi sifatida”
“Marketing menejmenti faoliyat sifatida marketing tizimi tomonidan tartibga solinadi”.
“Marketingni tashkil etish jarayoni korxonaning marketing imkoniyatlarini tahlil qilish,
jozibador magsadli bozorlar / segmentlarni tanlash, marketing aralashmasi formatida
marketing taktikasini ishlab chigish va uni amalga oshirish bilan bog‘liq”’[8].

Danko T.P.

"Marketing menejmenti — bu marketing va ragobat mubhitining dinamikasi va
gonuniyatlarini, shuningdek, iste’molchi xatti-harakatlarining omillari va
xususiyatlarini hisobga olish va foydalanishga asoslangan o°‘z marketing pozitsiyasini
shakllantirish va tartibga solish bo‘yicha korporativ subyektning ongli maqsadli
faoliyati.

Marketing menejmentining magsadi — mijozlarga e’tibor qaratish, marketingni
joylashtirish va o‘zgarish qilish strategiyasi orqali amalga oshiriladigan marketing
0°zaro ta’siri va bozor almashinuvi subyektlari manfaatlari muvozanatini topishdir"[9].

Yermakov D.N.

“Marketing menejmenti tahliliy, ishlab chiqarish, marketing wva tashkiliy
funksiyalarning kompleksi (amalga oshirishning texnologik jarayoni) sifatida”[10]

Korotkov A.V., “Marketingni tashkil etish tizimi faoliyat iyerarxiyasi, marketing rejalari va ularning
Sinyayeva |.M. tarkibiy dasturlari, shuningdek, aniq marketing qarorlari sifatida™[11]

“Marketingni boshqarish — bu maqsadli marketing ko‘rsatkichlariga erishishga
Krasovskaya N.V. | garatilgan xizmat ko‘rsatish sohasi tashkilotining marketing kompleksini shakllantirish,

amalga oshirish, nazorat qilish va sozlash jarayoni”’[12]

Kornyushin V.Yu.

“Marketing menejmenti faoliyatni tashkil etish, talabni boshqarish va funksional
marketingni tashkil etish bilan bog‘liq boshqaruv ta’siri majmuasi sifatida”[13]

Ksendzova G.F.

“Ta’limda marketing menejmenti — ta’lim tashkilotining qiymat taklifi doirasida
mehnat bozori ehtiyojlarini yugori malaka darajasidagi istigbolli mehnat resurslarining
mavjudligi va sifati (ish qobiliyati) bilan o‘zaro bog‘ligligi”[14]
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Universitetlar talabalarga moslashuvchan marketing strategiyalarini ishlab
chigishda, birinchi navbatda, talabalarning ehtiyojlari va gizigishlarini aniglash uchun
bozor tadqiqotlari o‘tkazishi zarur. Bu ularning demografik, akademik va gizigishlar
asosida segmentlarga ajratilishiga imkon vyaratadi. Shuningdek, talabalarga
shaxsiylashtirilgan marketing takliflarini ishlab chiqish, marketing strategiyalarida
innovatsion yondashuvlarni qo‘llash va sanoat hamkorlari, professional tashkilotlar
bilan hamkorlik qilish universitetlarning marketing strategiyalarini talabalarning
o‘zgaruvchan ehtiyojlariga moslashtirishga va ularning qizigishlarini qgondirishga
yordam beradi.

Marketingning “4C” modellaridan foydalanishning asosiy tamoyili universitet
yoki ta’lim muassasalarida talabalarga yo‘naltirilgan dars mashg‘ulotini tashkil
etishdir. Robert Loterbornning “4C” tomonidan taklif etilgan modeli doirasidagi
marketing elementlari strategik marketing konsepsiyasida tovar va xizmatlar ishlab
chiqaruvchilarni bozor magsadlari emas, balki iste’molchilarning talab va ehtiyojlarini
gondirishni asosiy magsad sifatida belgilaydi. Mazkur konsepsiya O‘zbekiston ta’lim
tizimi oldida turgan bugungi muhim vazifalar bo‘lib, ta’lim xizmatlari bo‘yicha brend
strategiyalari orgali talabalar tomonidan gabul gilinish uchun bir-biriga bog‘liq
tadbirlarni amalga oshirishni anglatadi. Shuningdek, Marketing MIKSning zamonaviy
shakli sifatida “4C” elementlaridan foydalanishni nazarda chetda qoldirmaslik
lozim.[15]

“Marketingning 4C” modeli ta’lim muassasalari uchun muvofiqlashtirilgan ta’lim
xizmatlarini samarali yyetkazib berish va turli manfaatdor tomonlar bilan hamkorlikni
ta’minlash uchun muhim bo‘lgan jihatlarga e’tibor qaratishni o‘z ichiga oladi. Ta’lim
tashkilotlari kontekstida 4C — Iste’molchi yechimi (customer solution) haridorning
xarajatlari (customer cost), qulaylik (conveniyence), aloga (communication) kabi
tarkibiy elementlarni o‘z ichiga oladi.

Universitetlarda mijozlarga yo‘naltirilgan yondashuv asosida ta’limni tashkil
etish quyidagi asosiy prinsiplarga asoslanadi:

1. Mijozlarga yo‘naltirilgan yondashuv: talabalarga yo‘naltirilgan xizmatlarni,
individual ta’lim tajribalarini taqdim etish.

2. Xizmatlar uchun to‘lovlarni boshqarish: xarajatlar va moliyaviy yordam
ta’limning qiymati mutanosib boshqarish.

3. Talabalar uchun qulaylik va imkoniyatlar taqdim etish: ta’lim resurslari,
qo‘llab-quvvatlash xizmatlari ahamiyat berish.

4. Samarali kommunikatsiyani yo‘lga qo‘yish:

Ta’lim muassasalari marketingning “4C” tizimini qo‘llash orqali talabalar bilan
samarali alogani yo‘lga qo‘yish va ularni saqlab qolish, yuqori sifatli ta’limni tagdim
etish imkoniyatini oshiradi. Xizmat ko‘rsatish sohalari o‘z faoliyatini, tabiiyki,
mijozlarga yo‘naltirilgan holda tashkil etadi. Oliy ta’limda esa bu talabalarning
o‘zgaruvchan talablariga to‘liq moslashishni va ijtimoiy imtiyozlarni inobatga olgan
holda moslashishni talab giladi.[16]

Universitetlarning talabalarga moslashuvchan marketing strategiyalarini ishlab
chiqish uchun mazkur holatni baholash talab etiladi. Oliy ta’limning talabalar bilan
ishlashda funksiyalari:
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- Tashkiliy faoliyat;

- Akademik faoliyat;

- llmiy faoliyat;

- Ma’naviy faoliyat;

Universitetlarning talabalar uchun akademik funksiyasidan kelib chiqib,
talabalarni intellektual jihatdan o‘zlashtirishga yordam beradigan mustahkam ta’lim
tajribasini ta’minlashga qaratilgan. Ushbu ta’lim muassasalarni funksiyasi ganchalik
talabalar ehtiyojlariga moslashuvchan bo‘lsa, ular xizmatlar 0z o‘rniga ega bo‘lib
shunchalik raqobatbardosh bo‘ladi. Ushbu  yondashuv asosida universitetlar
talabalarga yo‘naltirilgan marketing vositalaridan foydalanib, ta’lim xizmatlari
samaradorligini yuksaltirishga erishadi. Universitetlar o‘z faoliyatida "Marketing 4C"
strategiyalarini qo‘llashda uning barcha faoliyatlarni talabalar manfaatlarini inobatga
olish, moslashish va xizmat giymat taklifini aniglash orgali amalga oshirishlari zarur.

METODOLOGIYA

Universitet talabalarga yo‘naltirilgan ta’limning samaradorligi universitet
raqobatbardoshligi va talabalarning sodiqligi asosida namoyon bo‘ladi. Tadqiqot
magsadidan kelib chiqib, tadqiqotda mustaqil o‘zgaruvchilar bo‘lib talabalar uchun
universitetda yaratilgan akademik, ilmiy, ma’naviy va tashkiliy omillar (Xn) tanlanadi.
Bog‘liq o‘zgaruvchilar sifatida esa universitetning raqobatbardoshligi va talabalar
sodiqligi (Yn) ko‘rib chiqiladi.

Universitetlarning talabalarga moslashuvchan marketing strategiyalarini ishlab
chigishda ushbu holatni baholash talab etiladi. Biz tadgiqotimizda quyidagi gipotezalar
shakllantirdik:

H1 — universitetning akademik faoliyatini talabalarga yo‘naltirilgan shaklda
tashkil erish uning raqobatbardoshligini oshiradi;

H2 — universitetning akademik faoliyatini talabalarga yo‘naltirilgan shaklda
tashkil erish unga talabalarning sodigligini oshiradi;

H3 — universitetning ilmiy faoliyatini talabalarga yo‘naltirilgan shaklda tashkil
etish uning ragobatbardoshligini oshiradi;

H4 — universitetning ilmiy faoliyatini talabalarga yo‘naltirilgan shaklda tashkil
etish unga talabalarning sodigligini oshiradi;

H5 — universitetning ma’naviy-ma’rifiy faoliyatini talabalarga yo‘naltirilgan
shaklda tashkil etish uning ragobatbardoshligini oshiradi;

H6 — universitetning ma’naviy-ma’rifiy faoliyatini talabalarga yo‘naltirilgan
shaklda tashkil etish unga talabalarning sodigligini oshiradi;

H7 —universitetning tashkiliy faoliyatini talabalarga yo‘naltirilgan shaklda tashkil
etish raqobatbardoshligini oshiradi;

H8 — universitetning tashkiliy faoliyatini talabalarga yo‘naltirilgan shaklda tashkil
etish unga talabalarning sodigligini oshiradi;

Qo‘yilgan  gipotezalarni asoslash uchun wushbu yondashuvga ko‘ra,
universitetlarning talabalarga yo‘naltirilgan marketing vositalaridan foydalanishi
ularning raqobatbardoshligini oshiradi va ta’lim xizmatlarining samaradorligini
oshirdi. Shu asosida ta’lim muassasalari “Marketingning 4C” marketing
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strategiyalarini ishlab chigish orgali talabalar bilan samarali munosabat o‘rnatadi va
samarali strategiya ishlab chigishga imkon vyaratadi. Universitetlar faoliyatini
marketing “4C” elementlari asosida baholashga bo‘lgan yondashuv 1-rasmda tavsyai
etiladi.

Iste’ molclll Ak.ademlk )
yechm_u - faoliyat (U1) CTTHa Universitetning
p N . ... W raqobatbardoshligi
< | - Imiy faoliyat | —<"" 7/ (ul)
arajatlar - (U2) S~ B
. r \ J e
. s N 7 ~7
Qulaylik — - Ma navly
\ ) faolivat (U3)
LS y /’
7 \ Y ,"/ -
Kommunikatsi |— ‘ Tashkiliy faoliyat [/
\ / (U4)
A A

1-rasm. Universitetlar faoliyatini marketing “4C” elementlari asosida
baholash usullarit

-
.

J

-
Talabalar sodiqligi

(U2)

~

Gipotexalarni asoslash uchun marketing tadqiqotlarining so‘rov usulidan
foydalaniladi. Talabalar o‘rtasida anketa targatiladi. Anketada har bir belgilab olingan
o‘zgaruvchilar uchun likert shkalasi asosida baholanadi, bunda so‘rovnomada
keltirilgan fikrlarga to‘liq rozi 5 ball, rozilik 4 ball, qisman rozilik 3 ball, norozilik
kayfiyati 2 ball va to‘liq norozilik 1 ball etib belgilanadi. So‘rovnomada 3 mingdan
ortig respondentlar ishtirok etgan va tanlanma uchun 2900 tasi olingan. Mazkur
gipotezalarni asoslash uchun PLS modelidan foydalaniladi. PLS dan foydalangan
holda murakkab iqgtisodiy tizimlarda jarayonlarni modellashtirish imkoniyati mavjud.
PLS modeli regressiya funksiyalari asosida o‘zgaruvchilarning standartlashgan
koeffitsiyentlari asosida tuziladi va har bir standartlashgan koeffitsiyentlar omillarga
ta’sir etuvchi o‘zgaruvchilarning ahamiyatini ko‘rsatib beradi. PLS modeli asosida
olinadigan standartlashgan regressiyaning vazn koeffitsiyentlarining ahamiyatligini
tekshirish talab etiladi.

PLS modeli ahamiyatlilik va sifat ko‘rsatkichlari natijalari o‘rtacha ichki
mustahkamlik ishonchliligi, ko‘rsatkich ishonchliligi, konvergent haqiqiyligi,
multikollinearlik va yuklashdan iborat.[17] Olingan natijalar ichki va tashgi modelning
mezon bilan tagqoslanadigan giymat belgisi tegishli moslik testlari asosida p-giymati
bilan 2-jadvalda keltirilgan.

L Muallif ishlanmasi
[

WWW.MARKETINGJOURNAL.UZ 9



2-jadval

PLS modelining mosligi va sifat indekslarining mezonlari[18]

Validlik

Mezonlar

O‘rnatilgan mezonlar

Reflektor o‘lchov modellari

foydalanish

Ichki mustahkamlik | Kompozit Ishonchlilik (CR) | >0.70 (tadgigotida 0,60 dan
ishonchliligi (Internal 0,70 gacha magbul qiymat
consistency reliability) hisoblanadi)
Ko‘rsatkich ishonchliligi Indikatorni yuklash >0.70 (kamida 0.05
darajasida muhim)
Convergent validlik Average Variance Extracted | >0.50
(AVE)
Multikollinearlik Har bir indikatorning | <5.00
dispersiya inflyatsiya omili
(VIF)
Tarkibiy Model
0.75, 050, or 025
R? R? strukturaviy modeld_agi
endogen yashirin
o‘zgaruvchilar uchun
Yol koeffitsiyentlarining | Bootstrap  namunalarining | t- ikki tomonlama sinov
ahamiyatini baholash uchun | minimal soni 5000 tani|uchun  giymatlar  1.65
bootstrappingdan tashkil giladi. (sig.=0.1), 1.96 (sig.=0.05),

va 2.58 (sig.=0.01)

Baholash uchun so‘rovnomaga qo‘yilgan asosiy muammolar 5 balli likert
shkalasi asosida aniglanadi va ular quyidagilar:

X,— Akademik faoliyat
Q1 —

Q, — o‘quv dasturlari giymatini qulayligi;
Q5 — talabalarga o ‘quv dasturlarining qulay tanlash imkoniyati mavjudligi;

Qs —

X,-ilmiy faoliyat (yashirin omil);
Qs — talaba uchun ilmiy faoliyatni moslashuvchanligi;

Q¢ — ilmiy faoliyatlar olib borish uchun to ‘loviar qulayligi;

Q, — ilmiy faoliyatlarning talabaga qulayligi (lobaratoriyalar va amaliyot

obyektlarining mavjudligi);

talabalarga o ‘quv dasturlarining moslashuvchanligi;

talabalarning o ‘quv dasturlarini bo ‘yicha tushunchalari,

Qg — ilmiy faoliyatlar bo ‘yicha axborot va ma 'lumotlar bazalarining mavjudligi;
X3— ma’naviy faoliyat (yashirin omil)
Qg — ma 'naviy tadbirlarning talaba uchun moslashuvchanligi;

Q10 — ma 'naviy tadbirlar uchun talabalarga to ‘loviar qulayligi;

Q11 — ma’naviy tadbirlarning darslardan bo ‘sh vagtlarida tashkil etilishi;

Q12 — ma’naviy tadbirlar bo ‘yicha talabalarga ma’lumotlar olish imkoniyatining

borligi;

WWW.MARKETINGJOURNAL.UZ

10



X,— tashkiliy faoliyat (yashirin omil);

Q.3 — talaba uchun tashkiliy faoliyatlarni moslashuvchanligi;

Q44 — tashkiliy xarajatlar uchun to ‘loviar qulayligi;

Q.5 — tashkiliy ishlarni hujjatlashtirish, joylashuv, kampusda harakatlanishda
talaba uchun qulayligi;

Q¢ — tashkilly masalalar bo ‘yicha axborot va ma’lumotlar bazalarining
mavjudligi;

PLS tahlilni amalga oshirish uchun “Smartpls 3.0” paket dasturidan foydalaniladi.
SmartPLS 3.0. tizimlashtirilgan tenglamalarni modellashtirish (SEM) uchun eng
samarali dasturiy paket hisoblanadi. SmartPLS 3.0 foydalanuvchilarga o‘zgaruvchilar
o‘rtasidagi tizimli munosabatlarni tahlil qilish uchun ishlatiladigan statistik usul
bo‘lgan tizimli tenglamalar modellashtirish (SEM)ni o‘tkazish imkonini beradi. Ushu
dasturiy paket gisman eng kichik kvadratlar (PLS) yo‘lini modellashtirish bo‘yicha
tahlillarini o‘tkazadi.

Ushbu usul, murakkab modellarni tahlil qilishda, yashirin o‘zgaruvchilar va bir
nechta ko‘rsatkichlar mavjud bo‘lgan vaziyatlarda qulay hisoblanadi. Universitet
faoliyatidagi iqgtisodiy, ijtimoiy yoki texnologik omillarni birgalikda o‘rganishda
foydalanildi. SmartPLS 3.0 modelni ishlab chigishda sudrab tashlash usulidan
foydalanadi va natijalarning grafik tasvirini taqdim etadi. Dasturiy ta’minot ko‘p
guruhli tahlil, vositachilik tahlili, moderatsiya tahlili va yuklash kabi ilg‘or tahlillarga
imkon beradi. SEM doirasidagi to‘g‘ridan-to‘g‘ri, bilvosita va umumiy ta’sirlarni
baholashni qo‘llab-quvvatlaydi.

SmartPLS 3.0 yo‘l diagrammalari, o‘lchov modellari va strukturaviy
modellarning grafik natijalarini tagdim etadi. U nashr yoki keyingi tahlil uchun
moslashtirilgan va eksport gilinadigan keng gamrovli hisobotlar va natijalarni yaratadi.
SmartPLS 3.0 PLS-SEM va SEM tahlillarini o‘tkazish uchun ko‘p qirrali dasturiy
vosita bo‘lib, u ilg‘or tahliliy imkoniyatlar va turli sohalarda tadqiqot hamda amaliy
vositalar uchun mos bo‘lgan keng qamrovli hisobotlar yaratiladi.

TAHLIL VA NATIJALAR

TDIU talabalari o‘rtasida o‘tkazilgan anketa savollari asosida SmartPLS 3.0
dasturidan foydalanilgan holda PLS modelini olish uchun “Complete Bootstrapping”
modelidan foydalaniladi.

Bootstrapping — bu ma’lumotlar namunalaridan olingan taxminlarning
ishonchliligi va mustahkamligini baholash uchun ishlatiladigan statistik usuldir.
Strukturaviy tenglamalarni modellashtirish (SEM) tahlilda ma’lumotlarning
tagsimlanishi haqida taxminlar qilmasdan standart xatolar, ishonch oralig‘i va
ahamiyatlilik darajalarini olish imkonini beradi.

“Bootstrapping” barcha mavjud natijalarni olishga imkon beradi. Jumladan: yo°‘l
koeffitsiyentlari (S-koeffitsiyenti), bilvosita ta’sirlar, umumiy effektlar, tashqi
yuklanishlar, tashqi og‘irliklar, R kvadrati, chigarilgan o‘rtacha farq (AVE), kompozit
ishonchlilik, Cronbach’s Alpha va geterotrait-monotrait nisbati (HTMT) va boshqgalar.

Bootstrappingning asosiy afzalliklari quyidagilardan iborat:
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- Parametrik bo‘lmagan yondashuv: bu yondashuv ma’lumotlarning tagqsimlanishi
hagidagi taxminlarga asoslanmaydi, shuning uchun u noan’anaviy yoki egri
ma’lumotlar holatlarida yanada ishonchli hisoblanadi.

- Bias-Correction: Parametrlarni baholashda noto‘g‘ri fikrlarni tuzatishga yordam
beradi va ishonchli standart xatolar va ishonch oraliglarini ta’minlaydi.

- Moslashuvchanlik: an’anaviy taxminlar bajarilmasligi mumkin bo‘lgan
murakkab modellar uchun javob beradi.

Tanlangan tadqiqot uchun “Bootstrapping” asosida PLS modelining standart yo‘l
koeffitsiyentlari bo‘yicha tuzilgan va olingan model natijalari 4.2-rasmda aks etgan.
Mazkur model barcha omillarning o‘zaro korrelyatsion bog‘liqligi va regressiya usuli
asosida olinadigan S-koeffitsiyentlarini vizual tarzda namoyish etadi (2-rasm).

anl

-0.232 (0.082)
Q2 *_"C'.?BD{O.DGC'].___ Q17 Qila
Q3 4—-0.532 (0.004) ——

0.424 (0.007) T~ ‘\ ]‘
o 0.808 (0.(0.67T6 (0.000)

Q4 %1 -0.045 (0.027) ‘\ /

\

Qs

'-‘_\-‘_ '
a6 0,497 (0.000) -0,123 (0.000)
¥ _0.265 (0.004) = — 0,062 (0.02 ) Ve
= 4— 0-620 (0.000) — R
0.659 (0.000)
e )
Qs w2 -0.079 {(0.000)
0.051 (0.03
Qlo
a1 0.719 {0.000) -0.118 (0.018)
0.620 {0.000) ==
a2 4—-0.579 (0.000) — T JB08(0.007) — 8 )
-0.267 (0.007)
*_--—'_
Q9 w3
0.083 (0.073) 0.781 (0. -0.616 (0.007)
Qi3 J; \'
-
— 0.511 (0.009) Qlg Q20
0.643 (0.006) —
p— & -0.599 (0.018) —
0.225 (0.044)
Qle WA

2-rasm. Universitet talabalarga yig‘ilgan anketalar asosida olingan PLS model
natijalari?

Tizimli tenglamalarni modellashtirish (SEM) asosiy komponenti bu yo°‘l
koeffitsiyenti (Path coefficients) hisoblanadi. Ular faraz gilingan nazariy model
doirasida o‘zgaruvchilar o‘rtasidagi munosabatlarning kuchi va yo‘nalishini migdoriy
jihatdan aniqlaydi. Yo‘l koeffitsiyentlari tizimli tenglama modelida o‘zgaruvchilar
(kuzatilgan va yashirin) o‘rtasidagi munosabatlarning kattaligi va yo‘nalishini
ko‘rsatadigan standartlashtirilgan regressiya og‘irliklarini S— koeffitsiyent ifodalaydi.

1 SmartPLS 3.0 dasturi asosida olingan nati'lalar
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Bu ekzogen (mustaqil) o‘zgaruvchilar va endogen (qaram) o‘zgaruvchilar orasidagi
yo‘llarni qiymat jihatidan baholashga olib keladi.

Y o‘l koeffitsiyentlari musbat yoki manfiy belgi bilan ifodalanishi mumkin. Ijobiy
yo‘l koeffitsiyenti o‘zgaruvchilar orasidagi ijobiy chiziqli munosabatni ko‘rsatadi
(ya’ni, bir o‘zgaruvchining ortishi bilan ikkinchisi o‘sish tendensiyasiga ega). Salbiy
yo‘l koeffitsiyenti teskari munosabatni ko‘rsatadi (ya’ni, bir o‘zgaruvchining ortishi
bilan ikkinchisi pasayish tendensiyasiga ega).

Yol koeffitsiyentining kattaligi munosabatlarning kuchini aks ettiradi. Kattaroq
koeffitsiyentlar o‘zgaruvchilar o‘rtasidagi kuchli munosabatlarni ko‘rsatadi.

Yol koeftitsiyentlari standartlashtirilgan, ya’ni ular standart og‘ish birliklarida
ifodalangan. Ushbu standartlashtirish turli xil o‘zgaruvchilar va modellar bo‘yicha
ta’sir o‘lchamlarini taqqoslash imkonini beradi. Yo‘l koeffitsiyentlari modeldagi
o‘zgaruvchilar o‘rtasidagi munosabatlar haqidagi farazlarni sinash uchun muhim
ahamiyatga ega. Tadgigot munosabatlarning mavjudligi va mustahkamligini
aniglashda yo‘l koeffitsiyentlarining statistik ahamiyati tekshiriladi. Bu,
koeffitsiyentlarning nolga nisbatan sezilarli darajada farq qilishini baholashni oz
ichiga oladi. Tadqiqot uchun qo‘yilgan gipotezalarni asoslashda olingan yo°‘l
koeffitsiyentlari, standartlashtirilgan qiymatlari va ularning statistik ahamiyati 3-
jadvalda ko‘rsatilgan.

3-jadval
Yo‘l koeffitsiyentlari
Mean, STDEV, T-Values, P-Values
Tans Original Sample Sample Standard Deviation T Statistics

Bog‘lanishlar () Mean (M) (STDEV) (|O/STDEV)) P Values
X1->Y1 0,064 0,062 0,032 1,963 0,025
X1->Y2 -0,045 -0,049 0,023 1,936 0,027
X2->Y1 0,051 0,049 0,027 1,870 0,031
X2->Y2 -0,123 -0,126 0,020 6,038 0,000
X3->Y1 0,108 0,101 0,044 2,468 0,007
X3->Y2 -0,079 -0,080 0,022 3,529 0,000
X4 ->Y1 0,083 0,078 0,057 1,457 0,073
X4 ->Y2 -0,118 -0,110 0,055 2,148 0,016

Olingan natijalarga ko‘ra X1 -> Y1 musbat kuchsiz bog‘lanishga ega bo‘lib, bu
universitetning akademik faoliyatni talabalarga gay darajada maslashuvchanligini
ettiruvchi  ko‘rsatkichning miqdorty qiymatini ifodalaydi. Xuddi shunday
universitetning akademik faoliyatining talabalarga yo‘naltirilganlik darajasining
mavjud holati mazkur universitetning raqobatbardoshligini oshirishga teskari
munosabatda ekanligini asoslamoqda. Ushbu holatda universitetning akademik
faoliyat funksiyalari talabalar uchun moslashuvchan, ammo ta’lim sifatini
ta’minlashga moslashuvchan emas degan xulosaga kelish mumkin.

3-jadvalda keltirilgan ma’lumotlariga asosan universitetning ilmiy faoliyat
funksiyalari natijalari talabalar uchun moslashuvchan bo‘lib, ushbu faoliyatni tashkil
etish universitetning raqobatbardoshligini oshirishga teskari bog‘liglikda ekan.
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Universitetning akademik, ilmiy, ma’naviy va tashkiliy funksiyalarining anketa
savollari asosida ko‘rib chiqilsa Marketing “4C” elementlaridan xar bir o‘zgaruvchilar
sifatida tanlangan savollar (Qn <- Xn) bog‘lanishlarni aniqlanadi. Mazkur
bog‘lanishlar “Bootstrapping” modelida tashqi yuklanishlar (Outer Loadings) sifatida
hisoblanadi va tadgigotda olingan natijalar 4-jadvalda aks etgan.

4-jadval
Tashqgi yuklanishlar (Outer Loadings)
Mean, STDEV, T-Values, P-Values
Omillar Original Sample Sample Standard Deviation T Statistics P Values
ta’siri O Mean (M) (STDEV) (|O/ISTDEV))

Ql<-X1 -0,232 -0,195 0,167 1,393 0,082
Q10 <- X3 0,719 0,713 0,077 9,287 0,000
Q11<- X3 0,620 0,613 0,073 8,468 0,000
Q12 <- X3 -0,579 -0,565 0,085 6,801 0,000
Q13 <- X4 0,511 0,470 0,216 2,371 0,009
Ql4 <- X4 0,643 0,580 0,256 2,512 0,006
Q15<- X4 -0,599 -0,524 0,285 2,104 0,018
Q16 <- X4 0,225 0,203 0,132 1,709 0,044
Q17<-Y2 0,808 0,806 0,042 19,221 0,000
Q18<-Y2 0,676 0,673 0,055 12,354 0,000
Q19<-Y1 0,781 0,745 0,283 2,766 0,003
Q2<-X1 0,730 0,700 0,136 5,381 0,000
Q20<-Y1 -0,616 -0,539 0,253 2,435 0,007
Q3<-X1 -0,532 -0,483 0,198 2,694 0,004
Q4 <- X1 0,484 0,481 0,156 3,112 0,001
Q5 <- X2 0,497 0,499 0,097 5,132 0,000
Q6 <- X2 -0,265 -0,263 0,101 2,630 0,004
Q7 <- X2 0,620 0,613 0,069 9,003 0,000
Q8 <- X2 0,659 0,644 0,068 9,683 0,000
Q9 <- X3 -0,267 -0,248 0,109 2,450 0,007

Tashqi yuklanishlar (Outer Loadings) PLS-SEMda omil yuklari yoki indikator
yuklamalari, deb ham ataladi. Bu yashirin o‘zgaruvchilar (konstruktsiyalar) va ularning
kuzatilgan ko‘rsatkichlari (manifest variables or items) o‘rtasidagi munosabatlarni
ifodalaydi. Ular har bir ko‘rsatkich o°zining tegishli yashirin o‘zgaruvchisini ganchalik
yaxshi o‘Ichaganini miqdoriy jihatdan aniglaydi.4-jadval ma’lumotlariga ko‘ra

Q1<- X1 bog‘lanish quyidagilar bilan ifodalanadi. O‘quv dasturlarining talaba
uchun moslashuvchanligi (Q,) va Akademik faoliyatning (X;) o‘zaro ta’siri manfiy
biroq past qiymatga ega ekanligini ko ‘rish mumkin. Mazkur holatlar o‘quv dasturlarini
talabalar uchun yanada moslashuvchanligini oshirish kerak degan xulosalarni chigarish
imkonini beradi. Shuningdek, universitetlarning o‘quv dasturlarining talabalarga qulay
tanlash imkoniyati (Qz) haligacha ta’minlanmaganligi akademik faoliyat
funksiyalarini samarali bajarilishini ta’minlash imkoniyatini bermagan.

Universitetlar faoliyatini “ 4C” marketing elementlari asosida baholash bo‘yicha
olingan natijalar asosida strategik vazifalarni belgilash uchun xizmat giladi.

Qo‘yilgan gipotezalarni asoslash uchun esa yo‘l koeffitsiyentlari asosida
miqgdoriy mezonlarga muvofiglik tekshirilishi lozim. Koenning,[19] Fey, C.F.; Hu, T.;
Delios, A.[20] hamda Nieminen P.lar[21] tosonidan ta’sir o‘lchamlarini tasniflash
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bo‘yicha ko‘rsatmalari berib o‘tganlar. Ular f koeffitsiyenti uchun 0,10-0,29 gacha
bo‘lgan ta’sir kichik, 0,30-0,49 gacha bo‘lgan ta’sir o‘rtacha va 0,50 yoki undan katta
ta’sir mezonlari gabul gilingan. Bunda muhimlik darajasi kamida p(value) < 0,10
bo‘lganida quyidagi shartlar kiritiladi:

Yo'l koeffitsiyenti (0 < f < 0,10) bo‘lganda sezilmas ta’sir kuchiga ega bo‘lgan
omil;

Yo‘l koeffitsiyenti (0,10 < 8 < 0,29) bo‘lganda kichik ta’sir kuchiga ega
bo‘lgan omil;

Yo'l koeffitsiyenti (0,30 < S < 0,49) bo‘lganda o‘rtacha ta’sir kuchiga ega
bo‘lgan omil;

Yo‘l koeffitsiyenti (0,50 < 8 < 1) bo‘lganda yuqori ta’sirga ega bo‘lgan omil;

Yol koeffitsiyenti (—0,10 < 8 < 0) bo‘lganda sezilmas teskari ta’sir kuchiga
ega bo‘lgan omil;

Yo'l koeffitsiyenti (—0,29 < f < —0,10 ) bo‘lganda kichik teskari ta’sir kuchiga
ega bo‘lgan omil;

Yol koeffitsiyenti (—0,49 < f < —0,30) bo‘lganda o‘rtacha teskari ta’sir
kuchiga ega bo‘lgan omil;

Yol koeffitsiyenti (—1 < 8 < —0,50) bo‘lganda barcha natijalardan katta teskari
ta’sirga ega bo‘lgan omil aniglanadi.

Ushbu holatlarni inobatga olgan holda universitetlarning akademik, ilmiy,
ma’naviy va tashkiliy funksiyalari marketing “4C” elementlariga qay darajada moslik
ekanligini aniglash uchun Kkiritilgan gipotezalar asosida 5-jadval ma’lumotlarini
olamiz.

5-jadval
Marketing “4C” elementlariga asosida qo‘yilgan gipotezalar natijalari

_ Original P Values Kritik mez_onlarga Gipotez_a_la_r _
Gipotezalar | Bog‘lanishlar Sample (O) . A moslik gabul gilinishi
Ko‘rsatgichi Ko‘rsatgichi

H1 X1->Y1 0,064 0,025 0<$<010 Rad etiladi

H2 X1->Y2 -0,045 0,027 -0,10<8<0 Rad etiladi
H3 X2->Y1 0,051 0,031 0<p5<0,10 Qabul gilinadi
H4 X2->Y2 -0,123 0,000 —0,29 < B <-0,10 | Qabul gilinadi
H5 X3->Y1 0,108 0,007 0,10 < <0,29 Qabul gilinadi

H6 X3 ->Y2 -0,079 0,000 -010<8<0 Rad etiladi

H7 X4 ->Y1 0,083 0,073 0<$<010 Rad etiladi
H8 X4 ->Y2 -0,118 0,016 —0,29 < B <-0,10 | Qabul gilinadi

Universitetlarning  talabalarga  yo‘naltirilgan ~ marketing  faoliyatini
“4C” elementlariga mosligini tekshirish bo‘yicha qo‘yilgan gipotezalar bo‘yicha
olingan natijalar bo‘yicha 4 ta gipoteza asosli va golgan gipotezalar rad etiladi.

Universitetlarning  talabalarga  yo‘naltirilgan ~ marketing  faoliyatida
“4C” elementlarini samarali tashkil etish bo‘yicha Toshkent davlat iqtisodiyot
universiteti faoliyatiga baho berish imkoniyati ham mavjud. 5-jadval bo‘yicha olingan
natijalar bo‘yicha ham belgilab olingan kritik mezonlarga mos kelishiga garab
universitetning talabalarga yo‘naltirilgan faoliyatini samaradorligiga 6-jadval asosida
baho beriladi. Jadvalda olingan TDIUning talabalarga yo‘naltirilgan marketing
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faoliyatini “4C” konsepsiyasi asosida tashkil etilish holati bo‘yicha ishonchli dalillarni

tagdim etish mumkin.

6-jadval

TDIUning talabalarga yo‘naltirilgan marketing faoliyatini “4C”

konsepsiyasi asosida tashkil etilishini baholash natijalari

Omillar Original Kritik Baholash
Bog‘lanishlar g P Values mezonlarga
Sample (O) ;
moslik
Akademik faoliyatning -029<pB kichik teskari
moslashuvchanligi Ql<X1 -0.232 0,082 <-0,10 ta’sir
Ma nav?lo‘lei;l\ljll;iar uchun Q10 <- X3 0,719 0,000 050<p<1 yugqori ta’sir
Ma nav(;zl'::il?g;glamlng Q11 <- X3 0,620 0,000 050<p<1 yuqori ta’sir
Ma’naviy tadbirlar bo‘yicha -1<p katta teskari
axborot olish Q12 <- X3 -0,579 0,000 < —0,50 ta’sir
Tashkiliy faoliyatlar 050<p<1 yuqori ta’sir
moslashuvchanligi Q13 <- X4 0,511 0,009
Tashkiliy ishlar uchun Q14 <- X4 0.643 0.006 050<p<1 yuqori ta’sir
to‘lovlar qulayligi ' '
Tashkiliy ishlar qulayligi -1<p katta teskari
Q15 <- X4 -0,599 0,018 <050 t@sir
Tashkiliy faoliyat bo‘yicha i 010 kichik ta’sir
axborot olish Q16 <- X4 0,225 0,044 <0,29
Ragobatbardoshlik va 050<p<1 yugqori ta’sir
talabalar o‘qishdan qonigishi QL7 <-¥2 0,808 0,000
Raqobatbar(iic}z?ihk va ta’lim Q18 <- Y2 0,676 0,000 050<p<1 yugqori ta’sir
Sodiglik va gonigjish Q19<-Y1 0,781 0,003 050<B<1 | yuqorita'sir
Akademik faoliyat uchun 050<p<1 yugqori ta’sir
to‘lovlar (kontrakt) Q2 <Xl 0,730 0,000
Sodiqglik va ta’lim sifati -1<p katta teskari
Q20<-Y1 -0,616 0,007 < —050 ta’sir
O°quv dasturlarining qulayligi ) ) -1<p8 katta teskari
Q3<-X1 0,532 0,004 < -0,50 @sir
O‘quv dasturlarining ) 030<p o‘rtacha ta’sir
tushunarliligi Q4 <- X1 0.484 0,001 <049
IImiy faoliyatning 030<pB o‘rtacha ta’sir
moslashuvchanligi Q5 <- X2 0,497 0,000 < 0,49
Ilmiy faoliyat uchun to‘lovlar -0,29<p kichik teskari
qulayligi Q6 <- X2 -0,265 0,004 <010 ta’sir
IImiy faoliyatning gulayligi Q7 <- X2 0,620 0,000 050<p<1 yugori ta’sir
limiy faoliyat olib borish 050<p<1 yuqori ta’sir
uchun axborot olish Q8 <- X2 0,659 0,000
imkoniyatlari
Ma’naviy tadbirlarning ) ) —-029<p kichik teskari
talabalarga mosligi Q9 <- X3 0,267 0,007 < -0,10 ta’sirga ega

Toshkent davlat igtisodiyot universitetining asosiy muammolari Akademik
faoliyatning moslashuvchan emasligi, talabalarda ta’lim sifatiga bo‘lgan ishonchini,
o‘quv dasturlarining noqulayligi, ilmiy faoliyat uchun to‘lovlar noqulayligi va
ma’naviy tadbirlarning talabalar bo‘sh vaqtlariga mos kelmaslik holatlari aniglandi.
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XULOSA VA TAKLIFLAR

Amalga oshirilgan tadgigot natijalaridan xulosa gilganda ragobat-bardosh oliy
ta’lim tizimini shakllantirish, ta’lim xizmatlarini ko‘rsatuvchi oliy ta’lim
muassasalarining strategik yo‘nalishlarini “ta’lim berishni ta’lim oluvchiga
yo‘naltirilgan” zamonaviy marketing konsepsiyasi asosida tashkil etish va xalgaro
standartlar talablariga javob Dberuvchi marketing strategiyalarini joriy etish
O‘zbekistonda sohadagi islohotlarning asosiy ustuvor vazifalari sifatida garalishi lozim

Mazkur muammolarga yechim topish uchun Toshkent davlat iqgtisodiyot
universiteti tomonidan bir qator ishlar amalga oshirildi. O‘zbekiston Respublikasi
Prezidentining 2024-yil 7-fevraldagi “Iqtisodiyot sohalari uchun kadrlar tayyorlash
tizimini tubdan takomillashtirish chora-tadbirlari to‘g‘risida”gi PQ-62-son qarori
asosida o‘quv reja gayta ishlab chiqish muhokamasi, malaka talablari, fan dasturlari
ishlab chiqildi. Ushbu garorga muvofiq, yetakchi xorijiy oliy ta’lim muassasalarining
ta’lim yo‘nalishlari va ularning malaka talablari, o‘quv rejasi va dasturlarini ishlab
chiqish zarurligi to‘g‘risida topshiriqlar berilgan.

Mazkur garorda belgilangan topshiriglar magsadida Toshkent davlat igtisodiyot
universiteti iqtisodchi kadrlar tayyorlashda malaka talablari va o‘quv rejalarini xalgaro
reytingda “Top-100"talikka kiruvchi universitetlarning o‘quv dasturlariga moslashtirib
ishlab chigilgan.
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O‘ZBEKISTONDA ELEKTRON DAVLAT XARID TIZIMINI
BOSHQARISHNI TAKOMILLASHTIRISH

Akbarov Nodir Gafurovich
TDIU, Ragamli Igtisodiyot fakulteti dekani, PhD, dotsent

ANNOTASIYA

Mazkur maqolada davlat xaridlari nazariy va amaliy jihatlari o‘rganilgan.
O‘zbekiston Respublikasi davlat xaridlari tizimidagi mavjud muammolar aniqlanib,
xorijly mamlakatlar tajribalarini o‘rganish orqali tizimini xalgaro talablarga
muvofigligini ta’minlash yo‘llari taklif etilgan. Maqolada davlat budjeti tomonida
ajratilayotgan mablag‘larni  tejash, ularni samarali va  oqilona sarflanishini
ta’minlovchi ilmiy taklif va amaliy tavsiyalar berilgan.

Kalit so‘zlar: davlat xaridi, budjetdan mablag® oluvchilar, elektron katalog,
buyurtmachi, yetkazib beruvchi, kafolatlovchi yetkazib beruvchilar, auksion savdolari,
kichik tadbirkorlik subyektlari, kvota.

AHHOTALIUSA

B nanHO#M cTaThe paccMaTpPHBAIOTCS TECOPETUUYECKHUE M MPAKTUUECKHUE ACTIEKTHI
TOCYJapCTBCHHBIX 3aKyNOK. BBIABICHBI CYIIECTBYIONME MPOOJIEMbI B CHCTEME
rOCyJapCTBEHHBIX 3aKymnmok PecryOnuku VY30eKHCTaH U MOPEIJIOKEHbl MyTH
o0OecrieueHusT COOTBETCTBUSI CHCTEMBbI MEXKIYHAPOAHBIM TPEOOBAHUSIM ITyTEM
M3Y4YEHUsl ONbITa 3apyOeKHBIX CTpaH. B crarbe maHbl Hay4dHOE MPEUIOKEHUE U
MPaKTUYECKUE PEKOMEHJAIMM 10 HOKOHOMHHU  CPEACTB, BBIJACISIEMBIX U3
rocyJapCcTBEHHOro OrojKeTa, oOecnedeHnio uX A(G(EKTUBHOTO M Pa3yMHOIO
PacxoI0BaHUsI.

KiiioueBble cj10Ba: TOCYAApCTBEHHBIC 3aKyMNKH, MOJydaTelud OIOHKETHBIX
CPEICTB, JJCKTPOHHBIA KaTajor, 3aKa3duK, ITOCTABIIHWK, TOCTABIIUKU-TAPaAHTHI,
ayKIIMOHHBIC MPOIAXKH, CyOBEKTH MaJIOTO MPEANPHHNMATEIIBCTBA, KBOTA.

ABSTRACT

This article examines the theoretical and practical aspects of public procurement.
The existing problems in the public procurement system of the Republic of Uzbekistan
are identified and ways to ensure the system’s compliance with international
requirements by studying the experience of foreign countries are proposed. The article
provides a scientific proposal and practical recommendations for saving funds
allocated from the state budget, ensuring their effective and reasonable spending.

Keywords: public procurement, recipients of budget funds, electronic catalog,
customer, supplier, guarantor suppliers, auction sales, small business entities, quota.

KIRISH.

Davlat xaridlarini amalga oshirish orgali raqgobatni rivojlantirish, ishlab
chigarilayotgan mahsulotning sifatini oshirish, iqtisodiyotning jumladan, sanoatni
hamda kichik biznesni qo‘llab-quvvatlashning yangi imkoniyatlari yaratiladi. Davlat
xaridlari o‘ziga xos tizim bo‘lib, uning asosty turlarini tender, tanlov, elektron auksion
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savdolar, to‘g‘ridan-to‘g‘ri shartnoma tuzish, kapital qurilish bo‘yicha tanlov savdolari
tashkil etadi.

Davlat xaridlarining iqtisodiyotdagi o‘ziga xos o‘rni va ahamiyatidan kelib
chiggan holda ushbu tizimni joriy etishga mamlakatimizda kechayotgan islohotlarning
harakatlantiruvchi kuchi sifatida katta e’tibor berilmoqda. Bu borada avvalo, tizimdagi
munosabatlarning qonunchilik negizi shakllantirildi. Davlat xaridlari bilan bog‘liq
jarayonlarni huquqgiy tartibga solishda dastlab, Oc‘zbekiston Respublikasining
Fugarolik kodeksi, Budjet kodeksi shuningdek, Vazirlar Mahkamasining 1998-yil 29-
avgustdagi “Xo‘jalik yurituvchi subyektlar faoliyatining shartnomaviy-huquqiy bazasi
to‘g‘risida”gi, 2000-yil 21 noyabrdagi 456-sonli “Tender savdolarini tashkil etishni
takomillashtirish chora-tadbirlari to‘g‘risida”gi qarorlar muhim omil bo‘lib xizmat
gildi. Bunga esa mamlakatimiz birinchi Prezidentining 2011 yil 7 fevraldagi PQ-1475-
sonli “Davlat xaridlari tizimini magbullashtirish va ularga kichik biznes subyektlarini
jalb etishni kengaytirish to‘g‘risida”gi qarori muhim asos bo‘ldi. 2018 yil kelib, joriy
yilning 9-aprelida Ne 472 son bilan yagona tartibga soluvchi hujjat “Davlat xaridi
to‘g‘risida” Qonun gabul gilindi.

Amalga oshirilayotgan islohotlardan ko‘zlangan maqsad, davlat budjeti
mablag‘laridan foydalanishning samarali tizimni yo‘lga qo‘yish va shu orqali kichik
biznes subyektlari moliyaviy faoliyatini bargarorligini ta’minlash asosida ularning
mamlakat yalpi ichki mahsuloti tarkibidagi ulushini oshirish masalalari ham ko‘zda
tutilgan.

Davlat moliyasi sohasidagi islohotlar natijasida davlat moliyasini boshgarishning
hugugiy tizimi shakllantirilmoqda. Bu, o‘z navbatida, davlat mablag‘laridan
foydalanish samaradorligini ta’minlashga, uning zamonaviy mexanizmlarini amalda
tatbiq etishga imkon beradi. Ushbu holatlar ma’lum bo‘lmoqdaki, O‘zbekistonda
elektron davlat xarid tizimini boshqarishni takomillashtirish o‘rganilishi lozim bo‘lgan
dolzarb masaladir.

ADABIYOTLAR TAXLILI.

The European Bank for Reconstruction and Development ma’lumotiga ko‘ra,
davlat xaridi siyosati, hukumat uchun muhim ahamiyatga ega va bu sohada islohotlar
talab qilinadi, chunki ba’zi davlatlar davlat xaridlari YalMga nisbatan o‘rta hisobda
10-20% ni tashkil etadi. Davlat xaridlari tizimining samarasizligi sababli budjetning
20-30% shartnomalari uchun isrof gilinadi.[1] Xarid islohotlari orgali korrupsiyaga
barham berilishi mumkin; xarid jarayonini samarasi YalMga nisbatan foydasi 1-2%
tashkil etadi.

O‘zbekiston Respublikasi davlat mustaqilligini qo‘lga kiritgan dastlabki
kunlardan boshlab ijtimoily yo‘naltirilgan bozor iqtisodiyoti sari islohotlarni
bosgichma-bosgich amalga oshirmoqda. Davlat tizimi va boshgaruv sohasidagi
islohotlar  natijasida  xarajatlarni  boshgarishning  yangi  huqugiy tizimi
shakllantirilmoqgda. Bu, o‘z navbatida, davlat mablag‘larini sarflanishi samaradorligini
ta’minlashga, uning zamonaviy boshqaruv mexanizmlarini amalda tatbiq etishga
imkon beradi.
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Xalgaro miqyosda yuzaga kelgan yangi iqtisodiy vaziyat, davlat mablag‘lari
hisobidan xarajatlarni amalga oshirishda hukumatlar oldiga qo‘yilgan vazifalarning
muhimligini oshirmoqda.

Ma’lumki, davlat o‘z vazifalarini bajarish jarayonida bir qator xarajatlar qilishi
zarur. Bu xarajatlar, eng avvalo, mamlakat igtisodiyotini rivojlantirish uchun turli
tarmoglarga investitsiya gilishga, aholining turmush darajasini ko‘tarishga hamda
jjtimoiy vazifalarni bajarishga qaratilgan, davlatni boshgarish, mudofaani ta’minlash
kabi aniq magsadlarga yo‘naltirilgan, rejalashtirilgan xarajatlardan iborat bo‘ladi.
Umumdavlat xarajatlari, asosan, davlat budjeti va davlatning boshga
markazlashtirilgan fondlari orgali moliyalashtiriladi.

O‘zbekistonda davlat xaridining hajmi YalMning 11 foizini tashkil etgani holda,
uni iqtisodiy o‘sishga ta’sir etuvchi muhim omil ekanligini ko‘rsatadi. Davlat xaridi
YalMni shakllanishiga to‘g‘ridan-to‘g‘ri ta’sir ko‘rsatadi.[2]

Davlat xaridlarining ilmiy-nazari jihatlari va amaliy muammolarini yechimi
borasida mamlakatimizda bir gator ilmiy tadgiqotlar olib borilgan va bir gancha xorijiy
mutaxassislarning davlat xaridlari sohasida fikrlar xilma-xilligini ko‘rish mumkin.
Jumladan, M.Vohidova o‘z ilmiy maqolasida birinchi navbatda xarid qilishni
soddalashtirish va tartibga solish zarur deb ta’kidlaydi. Buyurtmachi va
ta’minotchilarga xalaqit emas, balki yordam beradigan me’yor va qoidalarni ishlab
chigish muhim sanalishi asoslaydi.[3]

S.Allayorov davlat xaridini boshgarishning xorijiy tajribasi, davlat xaridini
elektron tarzda tashkil etish bo‘yicha Germaniya tajribasini o‘rgangan va davlat xaridi
sohasidagi Yevropa qonunchiligiga so‘zsiz amal qilishi, milliy qonunchiligini Yevropa
mamlakatlarning davlat xaridi bo‘yicha qonunchiligiga ancha muvaffaqiyatli tarzda
moslashtirib olish mumkin bo‘lgan siyosat ekanligini asoslaydi[4].

D.Po‘latov[5], o‘z maqolasida ta’kidlashicha, davlat xarid YalMning
shakllanishiga to‘g‘ridan-to‘g‘ri ta’sir ko‘rsatadi. Shuni inobatga olib, davlat
xaridlarini amalga oshirish sohasida olib borilgan ogilona siyosat makroigtisodiy
o‘sishga jiddiy ta’sir etuvchi instrument sifatiga yuzaga keladi deb aytilgan.

E.Kolnoochenko[6], magolada Kanada davlati korrupsiya darajasi eng past
bo‘lgan dunyodagi o‘nta davlatdan biri hisoblanishi, davlat xaridlari sohasida
korrupsiyaga garshi kurashda Kanada davlat ishlari va xizmatlari vazirligi tomonidan
samarali usullar ishlab chiqilganligi va amaliyotda qo‘llanib kelinayotganligi
to‘g‘risida aytib o‘tadi.

V.V Kikaves[7] 0‘z maqolasida Rossiya Federatsiyasida davlat xaridlari sohasida
o‘tkazilayotgan islohotlar vaqtida xorijiy davlatlarning ushbu sohadagi tajribalarini
o‘rganib chiqish magsadga muvofiq bo‘lishini aytib o‘tib, g‘arbiy Yevropa va Amerika
mamlakatlarining tajribalarini yoritib beradi.

V.T. Gadjieva[8] tadgiqotlarida davlat buyurtmalari davlat moliyasini
boshgarishning asosiy institutlaridan biri hisoblanib, moliyaviy tartibga solishning
vositasi sifatida bir gator muhim funksiyalarni bajarishini ko‘rsatib o‘tadi hamda
magolada ushbu masalani atroflicha tahlil giladi.

Dunyo tajribasi va hozirgi davrdagi xorijiy iqtisodchilarning ishlarini ko‘rib
chiqgib, muallif quyidagicha xulosa qgiladi: davlat buyurtmasi tizimi davlat budjeti va
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solig tizimi bilan bir gatorda iqgtisodiyot, fan va texnikani rivojlantirish, igtisodiyotni
yuqori o‘sish ko‘rsatkichlarini ta’minlash uchun davlat moliyasini boshqarishning
muhim quroli sifatida maydonga chigadi. Bu sharoitda davlat buyurtmasi tizimi budjet
mablag‘larini sarflashning samarali va shaffof formasi bo‘libgina qolmay, davlat
tomonidan moliyaviy tartibga solishni va mamlakat iqtisodiyotini modernizatsiya
qilishni boshqarishning quroli bo‘lib qoladi.

A. Xmara[9] tadgigotlarida Ukrainada davlat xaridlari tizimini tartibga solish
bo‘yicha qonunchilikka kiritilgan o‘zgartirishlarni tahlil giladi. Jumladan, davlat mulki
bo‘lgan korxonalar va davlat ulushi 50 % dan ortiq bo‘lgan xo°jalik jamoalarining o‘z
mablag‘lari (budjetdan tashqari mablag‘lari) hisobidan qilinadigan xaridlarini tender
gonunchiligidan chiqgarilishi, ya’ni ushbu mablag‘lar hisobidan xaridlarni tendersiz
sotib olishlari mumkinligini negativ holat, deb hisoblaydi.

METODOLOGIYA

Tadgigotning uslubiy asosini dialektikaning asosiy qoidalari va tamoyillari tashkil
etdi. O‘zbekistonda elektron davlat xarid tizimlarini to‘g‘ri tanlash (masalan, ishlab
chigarish, energiya, gishloq Xo‘jaligi) va ushbu tarmogqlar ganday qilib to‘g‘ri
boshqgarishni takomillashtirishni  boshga xorij tajribalari orgali tahlil gilish hamda
jarayonlarni miqdoriy o‘rganish, ya’ni, iqtisodiy  ko‘rsatkichlar bo‘yicha
ma’lumotlarni ~ to‘plash, gqayta ishlash wva tahlil qilish uslubiga tayanildi.
Ma’lumotlardan xulosa chiqarishda mantiqiy tahlil, sintez, umumlashtirish,
induktsiyava deduktsiya, iqtisodiy hodisa va jarayonlarga tizimli yondashuv
usullaridan foydalanildi.

TAHLIL VA NATIJALAR

Xorijiy davlatlarda davlat xaridlari tizimi mamlakatning ijtimoiy-igtisodiy
rivojlanishining muhim bir elementi sifatida garaladi. Shuningdek, davlat xaridlari
davlat tomonidan iqgtisodiyotni tartibga solishning vositasi hisoblanadi. Rivojlangan
davlatlarda davlat xaridlarining YalM dagi ulushi salmoqli hisoblanadi (1-jadval).

1-jadval*

Xorijiy mamlakatlarda davlat xaridlarining YalM dagi ulushi, foizda

Yillar
b e 2018 2019 2020 2021 2022 2023
| | Amerika Qoshma | 12% 12% 14% 13% 12% 11%
Shtatlari

2 | Germaniya 15% 14% 16% 15% 14% 13%
3 | Buyuk Britaniya | 13% 12% 14% 13% 12% 12%
4 | Fransiya 18% 17% 19% 18% 17% 16%
5 | Yaponiya 10% 10% 11% 10% 10% 9%
6 | Xitoy 20% 21% 22% 21% 20% 19%
7 | Hindiston 25% 24% 26% 25% 24% 23%
8 | Braziliya 22% 23% 24% 23% 22% 21%

! Manba: Muallif tomonidan www.data.oecd.org ma’lumotlari aosida tayyorlangan.
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Umuman olganda xorijiy davlatlarda davlat xaridlari tizimi asosida ochiglik,
davlat xaridlari ishtirokchilarining tengligi, tuziladigan bitimlarning samaradorligi va
tomonlarning javobgarligi yotadi.

O‘zbekistonda elektron davlat xarid tizimni qay darajada samarali ishlayotganligi,
budjet muassasalariga budjet mablag‘larini sarflanishida ijobiy ta’sirlari, korrupsiya
holatlari va tizimni salbiy muammolarini aniglash statistik manbalar orqgali aniglash
murakkab masala hisoblanadi. Sababi davlat xaridlari bo‘yicha tanlangan omillar
bo‘yicha statistika yuritilmaydi. Buni elektron davlat xarid tizim ishtirokchilari, ya’ni
budjet tashkilotlarini xarid uchun mas’ul bo‘lgan rahbar yoki xodimi o‘rtasida
pozitivistik yondashuvni sifat ma’lumotlaridan bo‘lgan anketa so‘rovnoma tarzda
muammolarni aniglab olish imkoniyati mavjud.

Pozitivistik tadqiqotda so‘rovlar birlamchi va ikkilamchi ma’lumotlarni
tanlanmani to‘plab olish va ularni statistik jihatdan tahlil etish hamda natijalarni
populyatsiyaga umumlashtirish uchun ishlatiladi. Shuning uchun tanlanmani
respublika bo‘yicha budjet muassasalari o‘rtasida so‘rov o‘tkazish ma’nan va jismonan
ko‘p vaqt ketishi inobatga olib, tanlama sifatida bir tuman hududida joylashgan budjet
muassasalari olindi.

Davlat xarid tizimida ilg‘or davlatlarni elektron xarid tizimini o‘rganishda va
baholashda davlat xarid tizimi ishlash tamoyili, me’yoriy huquqiy normalar bilan
ta’minlanganligi, ochiqligi, shaffofligi, tizim yaxlitligi, axborot-texnologiya
resurslarni rivojlanganligi darajasini taggoslash bilan birga ularning amaldagi
mamlakatni davlat xarid tizimi bilan ham taggoslama tahlilni amalga oshirish mumkin.
Tagqgoslama tahlili ijtimoy-igtisodiy fan va izlanishlarda eng ko‘p qo‘llaniladigan
metodlardan biri hisoblanadi. Tagqoslama tahlil kelgusida tajriba olish magsadida,
biron bir xo‘jalik yurituvchi subyektni yoki faoliyat samaradorligi ichki va tashki
imkoniyatlari, sabablari, o‘xshashliklari, miqdor ko‘rsatkichlari ta’siri, salbiy va ijobiy
tomonlari o‘rganishlikda qo‘llaniladi. Taqgoslama tahlilni afzallik tomoni
o‘rganilayotgan obyekt umumiy parametrlari va turli davlatlarda, tizimlarda siyosiy
hodisalarni obyektiv qonuniyatlarga asoslanganligi va o‘ziga xos xususiyatlarini
amalda tajribalarini foydalanishni ifodalaydi

liImiy tadqgiqotlarda davlat xaridlari tizimini samaradorligini baholashda, amalga
oshirgan davlat xarid natijasida budjet mablag‘i iqtisodi ko‘lamini va xorij davlat xarid
tizimi afzallik tomonlarini o‘rganishda bir qator usullardan foydalanilgan. Ushbu
usullarni tizimlashtirilgan holda 2-jadvalda ifodalaymiz.

Davlat xarid tizimi samaradorligi baholash alohida bir xaridga yoki
buyurtmachilar va sohalar bo‘yicha ham amalga oshirilishi mumkin. Shuningdek,
alohida bir xaridga budjet mablag‘larini sarflanishi samaradorligi ham mavjud bo‘lib,
u xaridga budjet mablag‘ ko‘rsatkichi orqali aniqlanadi. Bu borada budjet mablag*lari
iqtisodi ko‘rsatkichlari olinib, ularning natijalari bo‘yicha taklif beriladi.
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2-jadval?

Elektron xarid tizimini holati va samaradorligini baholash usullari

Tadgiqgot usullari

Davlat xarid tizimi mezonlari

Davlat xarid tizimiga qo‘llash
imkoniyatlari

Pozitivistik

Davlat xarid tizimidagi mavjud

Davlat xarid tizimi cheklangan yoki

yondashuvni (so‘rov, | muammolarni tizim-ning | boshlang‘ich  ma’lumotlar  olish
ma’lumotlarni statistik | samaradorlik, shartnomalarni | imkoniyati hamda tovar,(ish,
tahlil gilish), bajarilishini  va  xakozolarni | xizmatlar) yetkazib beruvchilarni
ta’sirini aniqlash raqobatbardoshligiga ta’sir etuv-chi
omillar  tizimini  shakllan-tirishga

yordam beradi
Baholash usuli (budjet | Davlat xaridi tizimining | Davlat budjet mablag‘larini samarali

mablag‘lari hisobidan
shartnomaning
boshlang‘ich va
tuzilgan bahosi
foydalanish orgali
o‘lchash)

samaradorligini baholash

sarflanishini va tejalishini belgilashda
yordam beradi.

Interpretivistik
yondashuvni sifatli
uslubi (taggoslama

Xorijiy davlatlarning elektron
davlat xarid tizimining kuchi va
afzalligi aniglanadi
(tagqoslanadi)

Xorij davlatning elektron davlat xarid
tizimi amaliyotini afzallik holatlari
o‘rganib O‘zbekistonga tatbiq etish
imkoniyatlari yoritiladi

tahlil)

Budjet mablag‘i iqtisodi ko‘rsatkichi (E) formula yordamida aniqglab
olamiz(Aristarxova, Zueva, Perevezensova, 2017).

E=""% X 100% (1.1

bu yerda:B, — shartnomaning boshlang‘ich bahosi, Bsy, — sharthomaning tuzilgan
bahosi.

Ushbu usulni Ivanova[l0] o‘zning “Orlovskiy viloyatida davlat xaridini
samaradorligini kompleks baholash” mavzusidagi ilmiy ishida ushbu formula
yordamida baholagan.

Ko‘pgina xorijiy mamlakatlarda davlat ehtiyojlarini ta’minlash magqgsadida
shartnoma tizimining rejalashtirilishi, joylashtirilishi va amalga oshirilishida yagona
boshqaruv texnologiyalaridan foydalaniladi. Milliy shartnoma tizimining o‘ziga xos
jihatlari bo‘lib, davlat ehtiyojlarini ta’minlashda rejalashtirish metodikasi keng
go‘llash, narxlar monitoring, namunaviy shartnomalar, shartnomalar amalga oshirish
nazorati mexanizmi, davlat shartnomalarni ijro etish natijalari baholash va shartnoma
tizimini boshgarishdagi maxsus axborot resurslari hisoblanadi. Umuman olganda
rivojlangan davlatlarda davlat xaridlari tizimi asosida ochiqglik, davlat xaridlari
ishtirokchilarining tengligi, tuziladigan bitimlarning samaradorligi va tomonlarning
javobgarligi yotadi. Shundan kelib chiqib, O‘zbekistonda mavjud elektron davlat xarid
tizimini rivojlantirishda xorij davlatlar tajribasini o‘rganish taqozo etadi.

1 Manba: Muallif ishlanmasi
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Aniglangan budjet mablag‘i iqtisodi ko‘rsatkichi asosida 3-jadvalda keltirilgan
baholash mezoni bo‘yicha xarid faoliyatini baholaymiz.
3-jadval?

Budjet mablag‘lari iqtisodi ko‘rsatkichi asosida xarid faoliyatini baholash

Budjet mablag*‘i
igtisodi
ko‘rsatkichi

Xarid faoliyati

samaradorligini baholash e e ot

E=0 Samarasiz Bozorni o‘rganish va yetkazib beruvchilarni

jalb etish.
Bozorni o‘rganish va yetkazib beruvchilarni
E<5% Past samarasiz jalb etish. Shartnoma bozor bahosining aniq
belgilanganligi bo‘lishi mumkin.
506<E<1206 Samaradorlikning Alohida harakatlar talab etilmaydi.

normada bo‘lishi

Shartnomaning yetkazib beruvchi tomonidan
bajarilishini nazoratga olish.

Shartnomaning boshlang‘ich bahosiga aniqlik
E<20% Oc‘ta yuqori samaradorlik | Kiritish. Shartnomaning yetkazib beruvchi
tomonidan bajarilishini nazoratga olish.

12%<E<20% Yuqori samaradorlik

O‘zbekiston Respublikasi Prezidentining 2019-yil 5-dekabrdagi PQ-4544-sonli
“Davlat xaridlari tizimini yana-da takomillashtirish va davlat xaridlari jarayoniga
tadbirkorlik subyektlarini keng jalb gilish chora-tadbirlari to‘g‘risida”gi qaroriga
muvofiq 2020-yil 1-apreldan boshlab davlat xaridlari bo‘yicha jarayon savdolarining
elektron shakliga bosgichma-bosqich o‘tkazilishi ko‘zda tutilgan. Shunga ko‘ra barcha
davlat xaridlari uchun yagona savdo portali sifatida https://xarid.uzex.uz/ portali orqali
amalga oshirila boshlagan.

Davlat xaridlari jarayoniga axborot-kommunikatsiya texnologiyalarini joriy
gilinishi va xaridlarni elektron tartibda amalga oshirilishi davlat xaridlari bozorida
oshkoralik va raqobatni ta’minlash, narxlarning pasayishiga va budjetni tejashga olib
keladi.

Elektron savdolarni tashkil etilishidan asosiy magsadlardan biri davlat budjetidan
samarali foydalangan holda, uning iqtisodiga erishish hisoblanadi. Elektron savdolarni
ochig-oshkoraligi, davlat xarid tizimini rivojlanishiga va budjet mablag‘larining
tejalishini yanada samarali bo‘lishini ta’minlaydi. Agarda budjet tashkilotlari
tomonidan tovar (ish, xizmat)larni sotib olinishi to‘liq elektron portal orqali amalga
oshiriladigan bo‘lsa, budjet mablag‘larining samarali va oqilona sarflanishi yanada
ortadi.

Elektron davlat xaridlari— axborot-kommunikatsiya texnologiyalaridan
foydalangan holda davlat xaridlarini amalga oshirishing barcha shakllaridir. Davlat
xaridlari sohasida savdolarning bir qator shakllari mavjud bo‘lib ular quyidagilardir:

! Manba: Muallif tomonidan Aristarxova, Zueva, Perevezensova, (2017) ma’lumotlari asosida tayyorlangan.
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boshlang‘ich narxni pasaytirish uchun o‘tkaziladigan auksion — davlat xaridlari
elektron tizimining maxsus platformasida davlat xaridlarini amalga oshirishning
raqobatli usuli bo‘lib, uni tashkil etish chog‘ida narx g‘olibni aniglashning yagona
mezoni asosida amalga oshiriladigan auksion savdo nazarda tutiladi.

Tender savdolari davlat xaridini amalga oshirishning ragobatli tartib-taomili
vositasida davlat xaridlarining ijrochisini aniglash tartib-taomilini nazarda tutuvchi
tanlov bo‘lib, uning natijalariga ko‘ra davlat xaridlari to‘g‘risidagi shartnomani
bajarishning eng yaxshi shartlarini taklif etgan xarid qilish tartib-taomillarining
ishtirokchisi g‘olib, deb topiladigan savdoni nazarda tutadi ;

Elektron do‘kon davlat xaridlarining elektron tizimidagi maxsus maydonda
savdolarni elektron shaklda amalga oshirishni nazarda tutuvchi, maxsus talablar
go‘yilmaydigan tovarlarning (ishlarning, xizmatlarning) davlat xaridlarini amalga
oshirishning ragobatli usuli asosida amalga oshiriladigan savdodir;

Eng yaxshi takliflarni tanlash — xarid qilish tartib-taomillarining bir nechta
ishtirokchisidan olingan takliflarni taggoslash asosida davlat xaridlarini amalga
oshirishning ragobatli usulidir;

Vazirlik va idoralar tomonidan 2022-yilda jami 1523794630 miIn so‘mlik davlat
xaridlari amalga oshirilgan bo‘lib, shundan boshlang‘ich narxini pasaytirish uchun
o‘tkaziladigan auksion savdolari jami 46965337,3 mln.so‘m, elektron do‘kon
savdolari 264319358 mln.so‘m, tender savdolari 696017901 min.so‘m eng yaxshi
taklifni tanlash 516492034 min.so‘mni tashkil etgan. Mos ravishda 2023-yilda esa
narxini pasaytirish uchun o‘tkaziladigan auksion savdolari jami 88515875,7 mIn.so‘m,
elektron do‘kon savdolari 630480982 mlin.so‘m, Tender savdolari 1175323764
min.so‘m eng yaxshi taklifni tanlash 381071346,1 min.so‘mni tashkil etgan.
O‘zbekiston Respublikasida davlat xaridlari monitoringi 1-jadvalda keltirilgan.

1-jadval
O‘zbekiston Respublikasida davlat xaridlari monitoringi, mln so‘m
Savdolar 2022-yilda
1-chorak 2-chorak 3-chorak 4-chorak jami
Auksion savdolari 121283633 34836974 46965337,3
Elektron do‘kon 248 86343095,1 177976014 264319358
Tender savdolari 23600557,8 414984214, 7 672417343 696017901
E':}?azﬁhsr“ taklifni 97464,3 1270576,5 141200354 373923639 516492034
2023yl
1-chorak 2-chorak 3-chorak 4-chorak Jami
Auksion savdolari 12849377,9 23500101 4 27603406,6 24562989,8 88515875,7
Elektron do‘kon 97270 935,1 199485628 208456611 2225387434 630480982
Tender savdolari 109446397 403569101, 3 574821203 491056164,3 1175323764
iﬂ?ﬁﬁﬁhsm aklitni | 5e007076.2 152770686 8 153734678 169329391,8 381071346,1

Keltirib o‘tilgan statistik ma’lumotlardan ham ma’lum bo‘ladiki, O‘zbekiston
davlat xaridlari  tizimini  rivojlantirishda  gonunchilikni  takomillashtirish,
samaradorliknita’minlash, samaradorlikni oshirish va ishonchli yetkazib beruvchilarni
tanlash kabi asosiy yo‘nalishlarga yuqori ahamiyat garatilmoqda. Shuningdek, yangi
texnologiyalarni qo‘llash, ta’lim va malaka oshirish, monitoring va baholash
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tizimlarini kuchaytirish orgali davlat xaridlari jarayonlarini yanada samarali va shaffof
gilishga harakat gilinmoqda.

XULOSA VA TAKLIFLAR

Yuqoridagi tahlil natijalaridan kelib chiqib, O‘zbekiston Respublikasi davlat
xaridlarini amalga oshirishni  hamda uning uslubiy asoslarini takomillashtirish
yuzasidan quyidagi takliflarni magsadga muvofiq, deb hisoblayman:

* O‘zbekiston Respublikasida davlat xaridlarini yanada takomillashtirish uchun
O‘zbekiston Respublikasida Davlat xaridlari sohasini tartibga soluvchi vakolatli
organlar — Davlat xaridlari siyosatini instituti va Davlat xaridi monitoringi va
koordinatsiyasi boshgarmasi tashkil etish.

* Amaldagi O‘zbekiston Respublikasi Tovar xom ashyo birjasida faoliyat
yuritayotgan portal bazasida yagona integratsiyalashgan elektron tizim yaratish va uni
Davlat xaridlari monitoringi va koordinatsiyasi boshqarmasi tasarrufiga o‘tkazish.
Kichik biznes subyektlarini elektron davlat xaridlari tizimida ishtirokini oshirish uchun
motivatsiya qilish va preferensiya qo‘llash tizimini jorty qilish lozim. Ularni davlat
xaridlari tizimidagi ishtiroklari tovar (ish, xizmat)lar sifatini oshirishga, budjet
mablag‘larini yanada iqtisod qilinishiga, sog‘lom raqobat mubhitini yaratilishiga
erishiladi. Qolaversa, bugungi kunda jahon bozorlarida elektron savdolari rivojlangan
bir paytda milliy korxonalarimiz jahon bozorlarida integratsiyalashib boradi.

« Tovar sifati hamda raqobatbardoshlikni oshirish magsadida,  jahon
standartlariga mos tovar va mahsulotlarni maxsus “nomer”’lovchi yagona standart
ishlab chigish magsadga muvofiq. Bu savdo gatnashuvchilari orasidagi ziddiyat va
nizolarning oldini oladi, golaversa, tovar va mahsulotlar sifati yanada oshadi.

* Amaldagi me’yoriy normalarda davlat xaridlarini tashkil etuvchi xodimlarning
bilimi va malakasi ganday bo‘lishi, ular uchun talab xususiyatlari yoritilmagan.
Shuningdek, ularning malakasini oshirib borish bo‘yicha tizim yo‘lga qo‘yilmagan.
Xarid jarayoniga mas’ul bo‘lgan xodimlarga majburiy sertifikatlash va moddiy
manfaatdorlik tomonini ta’minlash lozim. Bu esa korrupsiyaning oldini olishga
xizmat giladi.

*Buyurtmachi tomonidan maxsus elektron portalida joylashtiradigan
tovar(ish,xizmat)larning o‘z ehtiyojlariga qarab to‘liq nomi va tarkibi, uning belgilari,
hajmlari va boshqa ma’lumotlarni Kkiritilishi belgilangan bo‘lsa, ko‘p hollarda
buyurtmachi va yetkazib beruvchilar orasida nizolar keltirib chigarmogda. Tovar
spesifikatsiyasi maxsus elektron portalga to‘liq kiritilgan spesifikatsiyaga to‘g‘ri
kelsa-da, sifatsiz tovar yetkazib berilish natijasida tushunmovchiliklar yuzaga
kelmoqda. Ayrim tovarlarga esa (masalan, qurilish-ta’mirlash ishlari, mebel jihozlari
va shu kabi tovarlarni) to‘liq ma’lumot va spesifikatsiya berishning imkoni mavjud
emas. Tabiiyki, buyurtmachi sifatli mahsulotlarni ko‘zlab ma’lumotlarni kiritsa,
yetkazib beruvchi esa, imkoni boricha kam harajatli, tannarxi kam bo‘lgan mahsulot
yetkazib berishga harakat giladi.

« Davlat xaridlari tizimi gatnashuvchilar uchun yagona uslubiy hujjatning mavjud
emasligi. Mazkur uslubiy hujjat davlat xaridlarining barcha bosgichlarini gamrab oladi,
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yetkazib beruvchilar va buyurtmachilarga maxsus axborot portalida ishlash usullarini
ko‘rsatadi.

» Maxsus axborot portalida o‘rtacha bozor narxlarini shakllantiruvchi modulning
mavjud emasligi. Natijada portalda bozor narxlaridan keskin farq giladi. Bu esa budjet
mablag‘larini samarali sarflanishiga ta’sir etadi.

Keltirib o‘tilgan takliflarning amaliy natijasida O°‘zbekistonda davlat xarid
tizimini qay darajada tashkil etilganligi va budjet mablag‘larini samarali sarflanishdagi
xizmatini baholash imkoni beradi.
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TADBIRKORLIK SUB’EKTLARI FAOLIYATINI RIVOJLANTIRISHDA
MARKETING VA LOGISTIKA XIZMATLARI O‘ZARO ALOQALARINING
AHAMIYATI
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Annotatsiya

Ushbu ilmiy magolada marketing logistikasi asoslari yoritilgan. Ushbu maqola
marketing logistikasining ta’riflari, tamoyillari va funksiyalarini taqdim etadi,
marketing logistikasi konsepsiyasini belgilaydi, marketing logistikasini qo‘llashning
asosly yo‘nalishlarini taqdim etadi, logistika va marketingning o‘zaro ta’sirini
ko‘rsatadi.

Kalit so‘zlar: Marketing logistikasi, ogimlarni optimallashtirish, marketing
tizimining sub’ektlari, logistika yondashuvi, marketing tadgiqotlari, assortiment
siyosati, narx siyosati, sotish, reklama, xizmat ko ‘rsatish.

AHHOTALINA

B nanHOoe HaydyHO€ CTaTMU M3JI0KEHBI OCHOBBI MapKETHHIOBOW JIOTMCTUKHU. B
JTAHHOE CTaThe MPEJICTABICHBI ONPEACIICHHS, IIPUHIUIILI U (PYHKIIMH MapKETHHTOBOM
JIOTUCTUKHU, W3JI0)KEHA MapKETUHIOBAasl JIOTUCTUYECKAs KOHIEMIMS, MPEACTaBICHbI
OCHOBHBIC HAaMpaBJICHUS TMPUMEHEHUS MAPKETUHTOBOM JIOTMCTHUKH, ITOKa3aHO
B3aMMO/ICHCTBUE JTIOTUCTUKN U MAPKETUHTA.

KuoueBbie cjioBa: MapKeTUHTOBasi JIOTMCTHKA, ONTUMHU3AIMUS TOTOKOB,
CyOBEKTHl MApPKETHHTOBOM CHUCTEMBbI, JIOTUCTHYECKUM TOAXOJ, MAapPKETUHTOBBIC
HCCIICIOBAHMS, ACCOPTUMEHTHAsl TOJIMTHKA, II€HOBas IOJUTHKA, COBIT, pekiama,
CepBHUC.

Abstract

This scientific article outlines the basics of marketing logistics. This article
presents the definitions, principles and functions of marketing logistics, outlines the
marketing logistics concept, presents the main areas of application of marketing
logistics, and shows the interaction of logistics and marketing.

Key words: Marketing logistics, optimization of flows, subjects of the marketing
system, logistics approach, marketing research, assortment policy, pricing policy,
sales, advertising, service.

KIRISH

Zamonaviy ko‘rinishdagi marketing murakkab va juda ziddiyatli hodisadir. Bu
holatning sabablari ham ko‘p. Eslatib o‘tamiz, marketingning 200 dan ortiq ta’riflari
mavjud. Marketing ta’siri ostida kompaniya ichidagi menejment vazifalari, ichki
korporativ rejalashtirish nazariyasi va amaliyoti, shu jumladan logistika faoliyatida
o‘zgarishlar yuz beradi.
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Zamonaviy kompaniya murakkab tashkiliy tuzilmaning mavjudligi bilan ajralib
turadi va intensiv integratsiyalashgan bozorda ishlaydigan ko‘p magsadli tashkilotdir.
Bunday vaziyatda marketing kompaniyaning logistika faoliyatining samarali ishlashini
ta’minlashning eng muhim zaruriy sharti hisoblanadi. Shunga ko‘ra tadbirkorlik
sub’ektlari faoliyatini rivojlantirishda marketing va logistika xizmatlari o‘zaro
alogalarining ilmiy — uslubiy asoslarini yaratish muhim tadqiqot yo‘nalishi
hisoblanadi.

ADABIYOTLAR SHARHI

Birinchi marta "Marketing logistikasi” termini Rossiyalik igtisodchi olim
professor G.L. Bagiev 1998 yilda o‘z ilmiy asarida kiritgan [3].

Professor G.L. Bagievning ilmiy asarida marketing logistikasi (Marketing-logistics)
ikki xil talgin gilingan[4]:

1) biznes logistikasi bo‘limi, jumladan metodologiya; marketing faoliyati bilan
birga keladigan barcha turdagi ogimlarni optimallashtirish (takomillashtirish)
nazariyasi va usullarini 0z ichiga olgan;

2) marketing tizimi ishlab chiqaruvchidan ma’lum bir xaridorga mahsulot yoki
xizmat bilan birga keladigan barcha turdagi ogimlarni sintez giladigan, tahlil giladigan
va optimallashtiradigan usullar to‘plami bo‘lib u marketing tizimining sub’ektlari
o‘rtasida o‘zaro alogalarni bog‘lab turadi.

Ushbu ikkala ta’rif ham tegishli vositalarning mazmuni va ko‘lamini mohiyatini
har tomonlama aniglaydi. Bu tushuncha A.l. Semenenkoning 1999 yilda marketing
logistikasi asarida ham keltirib o‘tilgan [5].

Klassik iqgtisodiy nazariyalar va global geosiyosiy muammolar va ingirozli
vaziyatlar kontekstida transport Xizmatlarini rivojlantirishning zamonaviy
kontseptsiyalari turli sohalar va igtisodiyot tarmoglari faoliyatiga, birinchi navbatda,
milliy manfaatlarni ta’minlash uchun strategik "yutuq" bo‘lganlarga nisbatan faol
muhokama qilinmoqda. Bir necha o°n yillar davomida iqtisodiy integratsion guruhlar
faoliyati muhokama gilingan asosiy masalalar transport va yuk tashish modellari
bo‘ldi. Logistika iqtisodiy fanning eng muhim yo‘nalishlaridan biri sifatida iqtisodiy
materiya ogimini tashkil etishning qonuniyatlari va tamoyillarini va ushbu
gonuniyatlarni ishlab chigish nugtai nazaridan va uning zamonaviy modellarga
"Iintegratsiyalashuvi” tamoyillarini  o‘rganadi. (nazariy va tashkiliy-amaliy)
innovatsion tadbirkorlik ilmiy gizigish uyg‘otadi.

Asosiy to‘siglar sifatida U. Baumoll quyidagilarni nazarda tutgan:

birinchidan, nostandart mahsulotlarga innovatsiyalarni kiritish bilan bog‘liq
masalalar;

ikkinchidan, tadbirkorlikni tavsiflash va uni oddiy matematik shakllardan
foydalanishga imkon bermaydigan rasmiy optimallashtirish modellarini ishlab
chigishda noaniglik va nomuvofiglik. Rasmiy optimallashtirish cheklangan va
innovatsion tadbirkorlikni tahlil gilish uchun noqulay vositadir.

METODOLOGIYA
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Tadgigotning uslubiy asosini transport xizmatlari Kko‘rsatish tizimini
takomillashtirish sohasidagi xorijiy va o‘zbekistonlik olimlarning ilmiy ishlarida
bayon etilgan fundamental tushuncha va qoidalar tashkil etadi. Muallif, shuningdek,
ilmiy jamoalarning transport Xizmatlarini ko‘rsatish tizimini takomillashtirish,
transportning barcha turlaridan cheklangan va cheksiz foydalanish sharoitida ulardan
foydalanish samaradorligi muammolarini o‘rganish, shakllantirish, foydalanish
sohasidagi tadgiqotlar natijalariga tayanadi.

Iqtisodiyotda tovarlarni tashish va iste’mol qilishning yangi yo‘nalishlarini ishlab
chiqish, davlat organlari hisobotlari va statistik ma’lumotlar, qonunchilik va me’yoriy-
huquqiy hujjatlar, O‘zbekiston kompaniyalarining uzoq muddatli rivojlanish dasturlari
va hisobotlari shular jumlasidandir. Tadqiqot jarayonida funksional yo‘naltirilgan
gidiruv, iqtisodiy va statistik tahlil, prognozlash va modellashtirishning turli usullari
va vositalaridan foydalanildi.

TAHLIL VA NATIJALAR

Marketing logistikasi deganda, biz gandaydir iqgtisodiy, nisbatan mustaqil
tuzilmaning marketing tizimi kabi obyekt hagida gapirayotganimizni va unga vosita
(tizim) sifatida logistika yondashuvini tushunamiz.

Bunday holda, ushbu yirik tizimning tarkibiy elementlari — tizimosti konseptual
harakatlarning funksional bloklari quyidagilar bo‘lishi mumkin:

- marketing tadqgiqotlari;

- assortiment siyosati;

- narx siyosati;

- sotish;

- reklama;

- xizmat ko‘rsatish;

Shu bilan birga, ushbu "murakkab™ tizimning tarkibiy elementlari marketingni
boshqarish funksiyalarini 0z ichiga olishi mumkin:

- magsadni belgilash;

- tashkil etish;

- rejalashtirish;

- operativ va tartibga soluvchi garorlar;

- diagnostika nazorati;

- baholash tahlili;

Xalgaro marketingning logistika tizimi, birinchi ikkitasiga o‘xshash konseptual
simvolik tizim tuzilishi, ammo quyidagilarni hisobga olgan holda:

- bojxona masalalari;

- pul va moliyaviy farglar;

- xalgaro huqugning iqtisodiy va motivatsion subyektlaridagi farglar, umumiy
tarkibiy, iqtisodiy va marketing bilan birlashtirilgan.

Marketing logistikasi — bu xom ashyo, butlovchi gismlar va boshga ogimlarining
kelib chiqgish joyidan boshlab, materiallar va tayyor mahsulotlarning jismoniy
ogimlarini rejalashtirish, tezkor boshqarish va nazorat qilish va iste’molchilarning
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ehtiyojlarini eng samarali gondirish uchun yakuniy mahsulotlarni etkazib berish bilan
yakunlanadi.

Marketing logistikasi — marketing va logistika g‘oyalarini uyg‘unlashtirish
asoslangan. Bu erda marketing xizmatlari tomonidan shakllantirilgan buyurtmalar
portfeli asosida mahsulot assortimentini yuklash muammolari hal gilinadi, resurslar va
mahsulotlarning optimal harakatlanishi texnologiyasi aniglanadi, gadoglash va
mahsulot sifatiga standart talablar ishlab chigiladi, mahsulotlarning saralash markazlari
ishlab chigiladi, moddiy va mehnat resurslari, asbob-uskunalar va binolardan ogilona
foydalanish masalalari o‘rganib chiqiladi [2] .

Zamonaviy axborot texnologiyalari marketing logistikasida muhim rol o‘ynaydi:
kompyuterlar, kassa terminallari; tovarlarni kodlash; sun’iy yo‘ldosh orqali transport
vositasini kuzatish tizimlari; elektron ma’lumotlar almashinuvi va pul o‘tkazmalari
shular jumlasidandir. Shunday gilib marketing logistikasi xarajatlari tayyor mahsulot
tannarxining 30-40 foizini tashkil giladi.

Marketing logistikasining vazifasi ishlab chiqaruvchidan iste’molchigacha
bo‘lgan tayyor mahsulot oqimini boshqarishdir.

Marketing logistikasi — bu ishlab chigarish liniyasining tugashidan to bozorga
chigishigacha bo‘lgan tayyor mahsulot oqimi bilan bog‘liq bo‘lgan barcha harakat va
ombor faoliyatini tahlil gilish, rejalashtirish, tashkil etish va nazorat qgilish, shuningdek,
tarqatish kanallari, kompaniya va uning mijozlari o‘rtasidagi o‘zaro aloqani tashkil
gilish va osonlashtirishdir.

Ushbu ta’rif marketing logistikasining o‘zaro bog‘liq ikkita jihatini ochib beradi:

1) funksional, moddiy oqimning o‘tishi bilan bog‘liq (jismoniy tagsimot bilan);

2) tarqatish kanalini tanlash va uni boshgarish bilan bog‘liq bo‘lgan institutsional.

Marketing logistikasida quyidagi asosiy bosqgichlar ajratiladi:

- tizim magsadlarini belgilash;

- joriy holatni aniglash;

- muqobil tizim loyihalarini yaratish va ko‘rib chiqish;

- optimal tizim variantini tanlash, uni amalga oshirish va uni nazorat qilish.

1-jadvalda logistika va marketingni integratsiyalashuvi nugtai nazaridan
korxonada asosiy boshgaruv funksiyalarining umumlashtirilgan tuzilishini taklif
giladi.

1-jadval

Boshgaruv funksiyalarining marketing va logistika bilan integratsiyalashuvi

va korxonada ishlab chigarish-xo‘jalik faoliyatining asosiy yo‘nalishlari bo‘yicha.

Ne Funksiyaning tabiati Logistika | Marketing
1. | Korxonaning joylashuvi + +
2. | Mahsulotni ishlab chigish, ishlab chigarish assortimenti + +

tuzilishi, gqadoglash

3. | Ishlab chigarish jarayonlarini boshqgarish. +
4. | Uskunalarni tanlash va texnologik jarayonlarni ishlab chigish +
5. | Ishlab chigarish-xo‘jalik faoliyatini rejalashtirish +
6. | Transport va omborlar tarmog‘ini rejalashtirish + +
7. | Ichki va tashqi transportni boshgarish + +

. ________________________________________________________________________________________________________________|
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Ne Funksiyaning tabiati Logistika | Marketing
8. | Xomashyo zaxirasini boshgarish +

9. | Tovar zaxirasini boshgarish + +
11. | Ishlab chiqarishni material texnik ta’minoti +

12. | Mahsulotlarni ishlab chiqarish, iste’moliga tayyorlash +

13. | Tarqatish tizimida transport modelini tanlash + +
14. | Xizmatlarni rejalashtirish + +
15. | Xizmat ko‘rsatish tizimini boshqarish + +
16. | Ishlab chigarishda dispetcherlik xizmati + +
17. | Ta’minot jarayonida dispetcherlik xizmati +

18. | Sotish jarayonida dispetcherlik xizmati + +
19 | Ishlab chigarish va transport-ombor jarayonlarini proyektlash + +

Logistika talabga ega bo‘lgan tovar massasining iste’molchiga jismoniy
harakatini ta’minlaydi. Logistika integratsiyasi

kerakli mahsulotni kerakli joyga, kerakli vaqtda minimal xarajatlar bilan yetkazib
berish imkon beradi, ya’ni. "Logistikaning olti qoidalari" ga rioya qilishni ta’minlaydi.

Jadvalda keltirilgan yettita marketing savoli (7 ta savol — 7Q) va logistikaning
yettita qoidasi (7 Rait — 7R) o‘rtasida o‘xshashlik keltiramiz.

2-jadval

Marketingning yetti savoli va logistikaning yetti goidasini solishtirma

jadvali.

Ne Etti savol (7Q) Ne Etti goida (7R)
1. | Qanday tovar zarur 1. | Zarur tovar

2. | Qayerda 2. | Zarur bo‘lgan joyda

3. | Qachon 3. | Zarur bo‘lgan vagtda

4. | Qanday migdorda 4. | Zarur hajimda

5. | Qanday sifatda 5. | Zarur bo‘lgan sifatda

6. | Qanday narxlarda 6. | Minimal xarajatlar bilan

7. | Kimga 7. | Zarur bo‘lgan iste’molchiga

Marketing mahsulot tagsimotini tashkil etishga tizimli yondashish vazifasini
qo‘yadi: mahsulotni tagsimlashni samarali tashkil etish bilan ushbu jarayonning har bir
bosgichi muvozanatli va mantigiy tuzilgan umumiy tizimning ajralmas gismi sifatida
rejalashtirilgan bo‘lishi kerak.

Birog, mahsulotni tagsimlash jarayonini barcha ishtirokchilarining texnik va
texnologik integratsiya usullari marketingning emas, balki logistikaning asosiy
o‘rganish predmeti hisoblanadi.

Marketing bozorni o‘rganish, reklama qilish, xaridorga psixologik ta’sir
ko‘rsatish va boshqalarga garatilgan.

Logistika, birinchi navbatda, materiallarni tashish uchun texnik va texnologik
jihatdan bog‘langan tizimlarni yaratishga qaratilgan.

Marketing va logistika o‘rtasidagi eng muhim farqlar 3 — jadvalda keltirilgan.
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3-jadval
Marketing va logistika sohasidagi tadqiqot ob’ekti va predmetining qiyosiy
tavsifi.
Ne | Taggoslash sohasi Marketing Logistika
Tadqiqot ob’ekti Muayyan tovarlar va | Ushbu bozorlarda moddalar ogimi
xizmatlarni bozori va | aylanishi. Ishlab chigarish, tijorat faoliyati
konyunkturasi. (tadbirkorlik), ogim jarayonlari sifatida.

Tadqgiqgot predmeti

Sotish uchun tovarlar
yoki xizmatlarning
bozor xatti-harakatlarini
optimallashtirish.

Materiallar ogimini boshqarish
jarayonlarini  optimallashtirish. Ishlab
chigarish va tijorat faoliyatida tovarlar
ogimi jarayonlarini optimallashtirish.

Tadgigot metodi

Bozor konyunkturasini,

aniq tovar va
xizmatlarga bo‘lgan
talab va taklifni

o‘rganish usullari.

Materiallarni  o‘tkazuvchi  sxemalarni
yaratishga tizimli yondashuv, shuningdek,
ishlab chigarish va igtisodiy tizimlarni
rejalashtirish va boshqarishda-hammaga
tanish usullardan foydalanish. Umumiy
tizimlar nazariyasi, kibernetika,
operatsiyalarni tadqiq qilish, prognozlash
usullarini sintez qgilish — mikro va makro
yondashuvlar.

Yakuniy natija

Ishlab chigarish va sotish

bo‘yicha tavsiyalar
kompaniya strategiyasi va
taktikasi: nima ishlab
chigarish kerak

qaysi hajmda, qaysi
bozorlarga va qaysi
muddatda. Qanday

imtiyozlar bo‘lishi mumkin?

Logistika magsadlariga javob beradigan
tizimlar loyihalari: to‘g‘ri  mahsulot,
kerakli migdorda, kerakli sifatda, kerakli
joyda, kerakli vagtda va minimal
xarajatlar. Ishlab chigarish va tijorat
faoliyatining  umumiy  xarajatlarini
kamaytirish. Targatish muammolarini
optimallashtirish.

Fanning qo‘llanilish
lyerarxiyasi (sfera)

Firma va kompaniyalar
darajasi

Xalq xofjaligida sanoat sohasi, firma va
kompaniyalar darajasi

XULOSA VA TAKLIFLAR
Shunday qilib, quyidagicha xulosalar chigarish mumkin:

1. Korxonaning

xXizmat

ko‘rsatish

siyosatini

ishlab  chiqish logistika

xizmatlarining butun majmuasi uchun standartlarni belgilash va ularni baholashning
asosiy ko‘rsatkichlarini aniqlashni o‘z ichiga oladi. Har bir iste’molchi segmenti yoki
har bir mijoz uchun xizmat ko ‘rsatish darajasi individual ravishda belgilanadi.

2. Mijozlarga xizmat ko‘rsatish darajasini baholash uchun qabul qgilingan asosiy
ko‘rsatkichlarni nazorat qilish va doimiy monitoring qilish, ko‘rsatkichlar monitoringi
usullarini tanlash va belgilash, ushbu ko‘rsatkichlarning miqdoriy qiymatlarini
rejalashtirish va ularni o‘lchash natijasida haqiqiy ko‘rsatkichlarni olish.

3. Mijozlarga xizmat ko‘rsatishni nazorat qilish va monitoring qilishning olingan
natijalarini tahlil gilish xizmatlar ko‘rsatishning haqiqiy natijalarida rejalashtirilgan
ko‘rsatkichlardan chetga chiqish sabablarini aniqlashni o‘z ichiga oladi.
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4. Rejalashtirilgan xizmatlar ko‘rsatkichlariga rioya qilmaslikning aniglangan
sabablari logistika bo‘limining xizmatlar ko‘rsatish bilan bog‘liq jarayonlarni
rejalashtirish darajasida yoki o‘z vaqtida tartibga solishga (to‘g‘rilashga) majbur giladi.
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OMBORLARDA LOGISTIKA JARAYONLARINI BOSHQARISHNIHUHI'
XORIJUM TAJRIBAJIAPH

Boymatov O‘tkirbek Tilovmurod o‘g‘li

Termiz injener — texnologiya instituti

“Transport munosabatlari va logistika™ kafedrasi o‘qituvchisi
utkirbekboymatov92@gmail.com

Annotatsiya
Har bir mamlakat igtisodiyotining rivojlanishida uning qon tomiri bo‘lgan
logistika tizimi juda muhim ahamiyatga ega ekanligi ushbu magolada tadgiq gilingan.
Samarador logistika tizimi ichki bozorda tayyor mahsulot va xom-ashyo harakatini
optimallashtirish orgali tovar va xizmatlarning xaridorlar uchun qulay sharoit va arzon
narxlarda yetkazib berilishini ta’minlaydi, bozordagi raqobatni rag ‘batlantiradi. Tashqi
bozorda esa mamlakatning iqtisodiy raqobatbardoshligini oshiradi va jahon
igtisodiyotiga  integratsiya  jarayonini tezlashtiradi. Rivojlanib  borayotgan
mamlakatimiz uchun samarador logistika tizimini tashkil gilish juda ham muhim.
Hozirgi paytda tovarlarni saglash va tashish logistika faoliyatining muhim
tarkibiy gismi hisoblanadi. Ularni amalga oshirish giymati kompaniyaning logistika
xarajatlarining 12% dan 40% gacha qismini o‘z ichiga oladi.
Kalit so‘zlar: logistika ombor, binolar soni, ularning hajmi, joylashuvi, ma’lum
bir saglash tizimidan foydalanish, parvarish gilish, nazorat qilish.

AHHOTALIUA

B naHHOW cTaThbe M3y4aeTcs, YTO JIOTUCTUYECKAash CUCTEMA, SBIISIONIAsCS €€
KU3HEHHON CUJION, HIMEET OUYE€Hb BaXKHOE 3HAYCHHUE B PA3BUTUU SKOHOMHKHU KaKIOU
ctpanbl. ONTUMU3UPYS JABUKEHHUE TOTOBOM NPOIYKIMU U ChIPbS HA BHYTPEHHEM
pbiHKe, 2h(EKTUBHASA JIOTUCTUYECKAass CUCTEMa 00ECIeurnBaeT JIOCTAaBKy TOBApOB U
YCIIYT Ha BBITOJHBIX YCIOBUSX M [0 HU3KUM LIEHAM JJIsl MOKyNaTeIeh, CTUMYJIHPYET
KOHKYPEHIIMIO Ha pblHKE. Ha BHEIIHEM pBIHKE 3TO MOBBIIAET HSKOHOMHYECKYIO
KOHKYPEHTOCTIOCOOHOCTh CTpaHbl U YCKOPSIET MPOIECC HHTETpAIllid B MHUPOBYIO
DKOHOMHMKY. JJI1 Hamiel pa3BHBAIOIICHCSA CTPaHbl OYEHb BAXXHO OPraHU30BATh
3 PEKTUBHYIO CUCTEMY JIOTUCTUKH.

B HacTosiiiee BpeMsi XpaHEHUE U TPAHCIIOPTUPOBKA IPY30B CUUTAETCS] BAXKHON
COCTABIIAIOLIEN JJOTUCTHYECKOMN AeATENbHOCTH. CTOMMOCTD X PeaIu3aliy BKIOYAET
ot 12% 1o 40% norucTuyeckux 3aTpaT KOMITAHUH.

KuiroueBbie cj10Ba: JJIOTUCTUYECKUH CKIIaJ, KOJIMYECTBO 3AaHU, UX pa3Mep,
PacmoJioKeHHe, UCTIOIb30BaHUE ONPEIECIICHHON CUCTEMbI XpaHEHHS, 00CITyKUBaHUE,
KOHTPOJIb.

Abstract

This article studies that the logistiks system, which is its lifeblood, is very
important in the development of the economy of each country. By optimizing the
movement of finished products and raw materials in the domestic market, an effective
logistiks system ensures the delivery of goods and services on favorable terms and at

low prices for buyers, and stimulates competition in the market. In the foreign market,
____________________________________________________________________________________________________________________|
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this increases the country’s economic competitiveness and accelerates the process of
integration into the world economy. For our developing country, it is very important to
organize an effective logistiks system.

Currently, storage and transportation of goods is considered an important
component of logistiks activities. The cost of their implementation includes from 12%
to 40% of the company’s logistiks costs.

Keywords: logistiks warehouse, number of buildings, their size, location, use of
a specific storage system, maintenance, control.

KIRISH

Logistika —bu moddiy ogimlarni harakatini boshqgarish sohasi bo‘lib, uning asosiy
magsadi turli korxona va tashkilotlarni, aholini tashishga bo‘lgan ehtiyojlarini o‘z
muddatida, belgilangan hajmlar va assortimentda eng kam xarajatlar bilan yetkazib
berishdan iborat jarayondir. Hozirgi bozor ragobati sharoitida iste’molchilarni
tashishga bo‘lgan ehtiyojini eng samarali texnologiyalarni qo‘llagan holda qondirishda
logistika va ombor xmyjaligini samarali tashkil etish muhim omil hisoblanadi. Shuni
hisobga olgan xolda omborlarda logistika jarayonlarini boshgarishning Xxorijiy
tajribalarini keng o‘rganish va xalqaro amaliyotdan O‘zbekistonda qo‘llash bo‘yicha
tavsiyalar ishlab chiqish muhim tadqiqot yo‘nalishlaridan hisoblanadi.

ADABIYOTLAR SHARHI

Rus olimi T.M. Ponomareva nuqtai nazaridan. Omborxona logistikasi — bu
korxonaga kiradigan, gayta ishlanadigan va chigadigan materiallar ogimini saglash,
rejalashtirish, boshgarish va nazorat gilish fanidir.

Rossiyalik igtisodchi olim professor G.L. Bagiev ozining "Ombor logistikasi"
asarida omborlarni korxona faoliyatini samarali boshgarishning asosiy omillaridan biri
sifatida garagan [3].

Dosent F.Xojaev “O‘zbekiston Respublikasi eksportini rivojlantirishda logistik
boshgaruvni takomillashtirish” PHd ilmiy darajasini olish uchun yozgan
dissertatsiyasida yetishtirilgan qishloq xo‘jaligi mahsulotlarini yil davomida eksportini
ta’minlashda omborlarning ahamiyatini o‘z tadqiqotida matematik hisob kitoblar
yordamida asoslab bergan.

Dosent v.b. Po‘latxo‘jaeva D.M. va S.Salixovlarning “Omborxona logistikasi”
o‘quv-qo‘llanmasida ombor xo‘jaligida ishni tashkil qilish tartibi, omborlarning
jihozlanishi, omborlarda mehnat xavfsizligi va omborlarda tovar moddiy boyliklarini
qabul qilish va saqlash tartiblari to‘g‘risida tadqiqotlar olib borganlar.

1) biznes logistikasi bo‘limi, jumladan metodologiya; marketing faoliyati bilan
birga keladigan barcha turdagi ogimlarni optimallashtirish (takomillashtirish)
nazariyasi va usullarini oz ichiga olgan;

2) marketing tizimi ishlab chigaruvchidan ma’lum bir xaridorga mahsulot yoki
xizmat bilan birga keladigan barcha turdagi ogimlarni sintez giladigan, tahlil giladigan
va optimallashtiradigan usullar to‘plami bo‘lib u marketing tizimining sub’ektlari
o‘rtasida o‘zaro alogalarni bog‘lab turadi.

Ushbu ikkala ta’rif ham tegishli vositalarning mazmuni va ko‘lamini mohiyatini
I ——
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har tomonlama aniglaydi. Bu tushuncha A.l. Semenenkoning 1999 vyilda logistik
omborlarning igtisodiy samaradorligi asarida ham keltirib o‘tilgan [5].

Klassik iqtisodiy nazariyalar va global geosiyosiy muammolar va ingirozli
vaziyatlar  kontekstida transport Xxizmatlarini  rivojlantirishning zamonaviy
konsepsiyalari turli sohalar va iqtisodiyot tarmoglari faoliyatiga, birinchi navbatda,
milliy manfaatlarni ta’minlash uchun strategik "yutuq" bo‘lganlarga nisbatan faol
muhokama qilinmoqda. Bir necha o‘n yillar davomida iqtisodiy integratsion guruhlar
faoliyati muhokama gilingan asosiy masalalar transport va yuk tashish modellari
bo‘ldi. Logistika iqtisodiy fanning eng muhim yo‘nalishlaridan biri sifatida iqtisodiy
materiya ogimini tashkil etishning qonuniyatlari va tamoyillarini va ushbu
gonuniyatlarni ishlab chigish nugtai nazaridan va uning zamonaviy modellarga
"Integratsiyalashuvi™ tamoyillarini o‘rganadi va nazariy va tashkiliy-amaliy,
innovatsion tadbirkorlik ilmiy gizigish uyg‘otadi.

Asosiy to‘siglar sifatida U. Baumol[1] quyidagilarni nazarda tutgan: birinchidan,
nostandart mahsulotlarga innovatsiyalarni kiritish bilan bog‘liq masalalar;

iIkkinchidan, tadbirkorlikni tavsiflash va uni oddiy matematik shakllardan
foydalanishga imkon bermaydigan rasmiy optimallashtirish modellarini ishlab
chigishda noaniglik va nomuvofiglik. Rasmiy optimallashtirish cheklangan va
innovatsion tadbirkorlikni tahlil gilish uchun noqulay vositadir.

METODOLOGIYA

Tadqiqotning uslubiy asosini transport xizmatlari ko‘rsatish tizimini
takomillashtirish sohasidagi xorijiy va o‘zbekistonlik olimlarning ilmiy ishlarida
bayon etilgan fundamental tushuncha va qoidalar tashkil etadi. Muallif, shuningdek,
ilmiy jamoalarning transport xizmatlarini ko‘rsatish tizimini takomillashtirish,
transportning barcha turlaridan cheklangan va cheksiz foydalanish sharoitida ulardan
foydalanish samaradorligi muammolarini o‘rganish, shakllantirish, foydalanish
sohasidagi tadgiqotlar natijalariga tayanadi.

Iqtisodiyotda tovarlarni tashish va iste’mol qilishning yangi yo*‘nalishlarini ishlab
chiqish, davlat organlari hisobotlari va statistik ma’lumotlar, qonunchilik va me’yoriy-
huquqiy hujjatlar, O‘zbekiston kompaniyalarining uzoq muddatli rivojlanish dasturlari
va hisobotlari shular jumlasidandir. Tadqiqot jarayonida funksional yo‘naltirilgan
gidiruv, iqtisodiy va statistik tahlil, prognozlash va modellashtirishning turli usullari
va vositalaridan foydalanildi.

TAHLIL VA NATIJALAR

Jahon amaliyotida logistika omborlar to‘rt sinfga bo‘linadi.

1. "A" sinfi — bu eng zamonaviy omborlarni 0z ichiga oladi. Ular bir qavatli,
ship balandligi kamida 10 metr. Pollar changga garshi goplama bilan goplangan,
videokuzatuv mavjud. "A+" kichik klassi yanada qat’iy talablarga javob beradigan eng
ilg‘or binolarni 0‘z ichiga oladi.

2. B sinfidagi omborlar ko‘p gavatli bo‘lishi mumkin va ularning ship balandligi
4 dan 8 metrgacha o‘zgaradi. Pollarning sifati uchun hech ganday mezon yo‘q.
Yong‘inni oldini olish uchun signalizatsiya va yong‘inni o‘chirish tizimi o‘rnatilgan.
____________________________________________________________________________________________________________________|

WWW.MARKETINGJOURNAL.UZ 38



"B+" darajasi logistik omborlar xarakteristikalari bo‘yicha "A" sinfiga yaqin.

3."C" sinfidagi omborlar respublikaning aksariyat hududlarida eng keng
tarqalgan turi  hisoblanadi. Binolar shipining balandligi 4 metrga teng, ular
shamollatish tizimi bilan jihozlangan va isitiladi, ombordagi harorat +8 dan +14 °C
atrofida saglanadi.

4. "D" toifali omborlar ishlab chigarish binolarida va podvallarda joylashgan
bo‘lishi mumkin. Isitish tizimi har doim ham o‘rnatilmaydi, lekin harorat va havo
namligini tartibga solish tizimi mavjud.

Omborlar, shuningdek, texnik jihozlarga ko‘ra ham tasniflanadi. Ushbu mezon
bo‘yicha ular quyidagi guruhlarga bo‘linadi.

1. Mexanizatsiyalanmagan — tovarlarni ko‘chirish, buyurtmalarni yig‘ish va
gabul qilish va jo‘natishni gayd etish bo‘yicha barcha ishlarni odamlar bajaradi;

2. Qisman mexanizatsiyalashgan — tovarlarni tashishda eng katta jismoniy kuch
talab giladigan vazifalar texnologiya yordamida hal gilinadi;

3. Mexanizatsiyalashgan — yuklar uskunalar yordamida ko*chiriladi;

4. Avtomatlashtirilgan — avtomatlashtirilgan boshgaruv tizimiga ega omborlar.
U operatsiyalarni hisobga olish, xodimlar uchun vazifalarni belgilash va
ko‘rsatkichlarni tahlil qilish bilan bog‘liq funksiyalarni bajaradi. Shu bilan birga,
omborning samarali faoliyat ko‘rsatishida xodimlarning roli katta bo‘lib qolmoqda —
ular tovarlarni jo‘natish va qabul qilishda, buyurtmalarni yig‘ish va gadoglashda
ishtirok etadilar;

5. Robotlashtirilgan — liniya xodimlarining ba’zi vazifalari robotlarga
topshiriladi. Bir necha yil oldin Rossiyada to‘liq robotlashtirilgan omborlar paydo
bo‘lgan edi, ular yuqori ish intensivligi va maxsus harorat sharoitlarini talab giladi.

Bugungi kunda V36ekucromma faoliyat olib logistika omborxonalar duch
kelayotgan giyinchiliklar, birinchi navbatda, mamlakatdagi va dunyodagi igtisodiy va
siyosiy hodisalar bilan bog‘liq. Ular mehnat bozoriga, xorijiy IT-yechimlar va
uskunalarning mavjudligiga, iste’molchi talabining o‘zgarishiga ta’sir qiladi.

Hozirgi vaqtda ombor logistikasi sohasidagi asosiy muammo — bu malakali
mutaxasislarning etishmasligi — 2023 yilda respublikamizdagi logistika
kompaniyalarining 50 foizi bunga duch keldi. Bu chet ellik ishchilarning gisgarishi va
elektron tijorat va tarqatishning tez o‘sishi tufayli xodimlarni ko‘paytirish zarurati bilan
bog‘liq. Bir xil darajada ishlash va ish izlovchilar nazarida jozibadorlikni oshirish
uchun ish beruvchilar xodimlarning mehnat sharoitlarini yaxshilashga majbur bo‘ladi.

Respublikamizdagi logistika kompaniyalar omborlari faoliyatidagi yana bir
giyinchilik — bu tovarlar aylanmasini baholash.

Bundan tashqari, so‘nggi yillarda tovarlarni identifikatsiya qilish bilan bog‘liq
muammo paydo bo‘ldi. Yetkazib beruvchilarning o‘zgarishi va natijada mahsulot
matritsasi, aynigsa elektron tijorat sohasida markalash sifati yomonlashdi va mahsulot
ma’lumotlarining aniqligi pasaydi. Bu ularni tanib olishni giyinlashtiradi va ombor
ishiga ta’sir qiladi.

Mahsulot matritsasidagi o‘zgarishlar boshqa muammoni keltirib chiqaradi —
etkazib beruvchilar tovarlarning yuqori o‘lchovli xususiyatlari hagida ma’lumot
bermaydilar. Bu gabul gilishda shakllantirilishi kerak bo‘lgan paddonlar sonini to‘g‘ri
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hisoblash, ombor maydonini turli xil mahsulot guruhlarini saglash uchun zonalarga
bo‘lish va ekspeditorlik hududida bo‘sh joyni tagsimlashni qiyinlashtiradi.

Har qanday logistika tizimini oladigan bo‘lsak, uning tuzilishi quyidagi
funksional yo‘nalishlarni o‘z ichiga oladi:

J
. Logistikani boshga funksional sohalari
4

1-rasm. Logistika kompaniyasining omborxona tizimi.

Logistika omborxona xo‘jaligisa ombor — bu mahsulotni qabul qilish,
joylashtirish, jamlash, saqlash, gayta ishlash, chiqarish va iste’molchilarga yetkazib
berishni o‘z ichiga olgan murakkab texnik tuzilma (bino, turli jihozlar va boshqa
qurilmalar) sifatida garaladi.

Bu umumiy ta’rif har ganday omborga mos keladi. U ombor logistikasi faoliyati
bilan bog‘liq asosiy tushunchalarni o‘z ichiga oladi, lekin yana bitta tushuncha, ya’ni
xavfsizlik aks ettirilmagan. Xavfsizlik deganda tovar-moddiy zaxiralarning saglanishi
va yaxlitligiga, shuningdek, korxonaning umumiy faoliyatiga ta’sir etuvchi tashqi va
ichki omillar majmui tushuniladi.

Buni hisobga olgan holda ta’rifni quyidagicha shakllantirish mumkin: ombor —
bu tovar moddiy boyliklarini qabul qilish, saqlash va tarqatish uchun mo‘ljallangan,
jismoniy ajratilgan, qo‘riglanadigan joy.

Ombor logistika jarayonlari murakkab va katta migdordagi mehnat va xarajatni
o‘z ichiga oladi. Tovar moddiy boyliklarini yetkazib berish, gayta ishlash va
iste’molchi buyurtmalarini bajarish funksiyalarini to‘liq muvofiglashtirish zarur.
Keling, asosiy bosqichlarni sanab o‘tamiz:

Omborni zaxira bilan ta'minlab turishga xizmat giluvchi
operatsiyalar

Yuklarni gayta ishlash va hujjatlarni rasmiylashtirishni
osonlashtiradigan operatsiyalar

Iste'molchi buyurtmalari bo'yicha tovarlarni sotishni
osonlashtiradigan operatsiyalar

2-rasm — Ombordagi logistika jarayonlarining asosiy bosqichlari
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Keling, omborni zaxiralar bilan ta’minlashga yordam beradigan birinchi
bosqichni ko‘rib chigaylik.

1-jadval — Omborni zaxiralar bilan ta’minlab turishga xizmat qiluvchi
operatsiyalar.

1. Omborni tovarlar zaxirasi | Iste’molchi buyurtmalarini to‘liq qondirish sharti bilan
bilan to‘ldirish ularni samarali gayta ishlash imkoniyatiga muvofig omborni
tovarlar bilan to‘liq ta’minlaydi.
2. Kelib tushadigan tovarlar | Tovarlarni qabul qilish va qayta ishlashning to‘liq ritmi
hisobi va nazorati mavjud ombor hajmidan maksimal darajada foydalanishga,
zaxiralarni saglash uchun zarur shart-sharoitlarni yaratishga
va ularni saglash vagtini gisgartirishga yordam beradi.

Yuklarni qayta ishlash va hujjatlar bilan bog‘liq operatsiyalarni o‘z ichiga olgan
jarayonning ikkinchi bosqichini ko‘rib chigaylik:

2-jadval — Yuklarni gayta ishlash va hujjatlarni rasmiylashtirishni
osonlashtiradigan operatsiyalar.

1. | Kelib tushadigan | Kiruvchi yuklarni tushirish avtomobil yoki temir yo‘l
yuklarni gabul qilish | platformalarida va konteyner maydonchalarida amalga
va tushirish oshiriladi. Yaxshi jihozlangan platformalar, yuklash va tushirish

uskunalarini to‘g‘ri tanlash yuk tushirishni tez va minimal
xarajatlar bilan amalga oshirish imkonini beradi.
2. | Omborda — yuklarni | Omborning turli joylari o‘rtasida yukning harakatlanishini

ortish/tushirish va | ta’minlaydi.
joylashtirish

3. | Yuklarni joylashtirish | Optimal saglashning asosiy tamoyili — saglash maydoni
va saglash hajmidan samarali foydalanish hisoblanadi.

Ombor logistikasini ganday optimallashtirish mumkin

Quyidagi optimallashtirish bilan bog‘liq bo‘lgan xatarlardan himoyalanish va
jarayonni gayta qurish uchun ajratilgan byudjet doirasida gqolishga yordam beradigan
ba’zi tavsiyalar berilgan.

Moliyaviy optimallashtirish rejasini tuzishda siz barcha xarajatlarni o‘ylab
ko‘rishingiz kerak. Yechimni sotib olishdan tashqari, pudratchining ishi uchun mablag*
ajratish va xodimlarni rag‘batlantirishga magsadga muvofiq hisoblanadi. Bundan
tashgari, unumdorlikning vagtinchalik pasayishi tufayli kamrog foyda olishga
tayyorlanishingiz kerak. Yangi logistika tizimlari va texnologiyalarini o‘zlashtirishda
bu muhimdir.

Kompaniya gaysi optimallashtirish vositasini tanlamasin, uzoq muddatli samarani
ko‘rsata olmaydi. Uni saqlab qolish uchun tizimni rivojlantirish, yangilash va texnik
xizmat ko‘rsatishga muntazam ravishda mablag® sarflashingiz lozim bo‘ladi.
Optimallashtirish uzog muddatli jarayon bo‘lib, bir martalik xarajatlar bilan
cheklanmaydi. Ombor ko‘rsatkichlarining optimal nisbatini izlashda buni hisobga olish
kerak.
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buyurtmalarni yaxlitlash }

iste'molchilar buyurtmalarini
ortish/tushurish

bo'shgan taralarni yig'ish va
gaytarish

iste'molchilar buyurtmalarini
bajarilishini nazorat gilish

omborning axbarot ta'minoti

3-rasm — Iste’molchi buyurtmalari portfeli bo‘yicha tovarlarni sotishni
osonlashtiradigan operatsiyalar

Optimallashtirishni amalga oshirayotganda, qo‘shimcha xarajatlarni talab
qiladigan qadamlar ishlashga sezilarli ta’sir ko‘rsatishni aniq bo‘lsa ham, siz ajratilgan
byudjetdan tashgariga chigmasligingiz lozim. Ularning keskin o‘zgarishlari
modernizatsiyaning keyingi bosgichida dastlabki rejaga amal gilish uchun kamroq
mablag* va motivatsiya bo‘lishiga va bu jarayonda muvaffaqiyatsizlikka olib kelishi
mumkin. Shunday qilib, oldindan ko‘zda tutilmagan harakatlar natijasida yuzaga
keladigan ta’sir zararsizlantiriladi. Agar siz rejaga amal qilsangiz, natija darhol
sezilmaydi, lekin u barqgaror bo‘ladi va behuda xarajatlar xavfi sezilarli darajada
kamayadi.

XULOSA VA TAKLIFLAR

Ombor logistikasini samarali tashkil etish nafagat korxonaning biznes

jarayonlariga chuqur kirib borishni, balki buning uchun bozorda mavjud yechimlarni
o‘rganishni ham talab giladi. Professional maslahatchilar kompaniyani moliyaviy xav{-
xatarlarga duchor qilmasdan o‘zgartirish vositasini tanlash va amalga oshirishga
yordam Dberadi — ular biznesning o‘ziga xos xususiyatlari va mijozning xohish-
istaklaridan kelib chiggan holda variantlarni taklif giladilar va jarayonni gayta
qurishning barcha bosqichlarida unga hamroh bo‘lishadi.
Korxonada ombor nima uchun kerak, degan savol mahsulot ishlab chigarish bilan
shug‘ullanadigan har ganday tadbirkor uchun paydo bo‘lmasligi kerak. Jarayonning
to‘g‘ri tashkil etilishi savdo bozorini kengaytirish, mijozlar sonini ko‘paytirish va
yakuniy iste’molchi uchun mahsulot sifatini yaxshilash imkonini beradi. Ammo shu
bilan birga, jarayonni tashkil etishga alohida e’tibor berish kerak. Bu masalada tom
ma’noda hamma narsa muhim: binolar soni, ularning hajmi, joylashuvi, ma’lum bir
saqlash tizimidan foydalanish, ta’mirlash, nazorat qilish.
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YOQILG‘I-ENERGETIKA TARMOG‘INING IQTISODIY
SAMARADORLIGINI BAHOLASH VA OSHIRISH YO‘NALISHLARI

Qo‘ziyeva Nilufar Norxidirovna
Termiz davlat universiteti o‘qituvchisi

Annotatsiya

Mazkur maqolada korxona innovatsion salohiyatini funksional blok bo‘yicha
tavsiflaydigan ko‘rsatkichlar tizimi, yoqilg‘i-energetika kompleksi faoliyatining
iqtisodiy samaradorligiga ta’sir etuvchi asosiy omillar bahosi keltirilgan, yoqilg‘i-
energetika tarmog‘i faoliyatini rivojlantirish o‘ziga xos xususiyatlari yoritilgan,
yoqilg‘i-energetika tarmog‘i faoliyati samaradorligini oshirish bo‘yicha vazifalar
ko‘rsatib berilgan.

Kalit so‘zlar: energiya xavfsizligi, energiya ta’minoti, elektr energetika, yoqilg‘i-
energetika, igtisodiy samaradorlik, uzatish, sotish, bozor tamoyillari, iqtisodiy
mexanizmi, issiglik elektr stansiyalari, issiglik elektr markazlari, mintagaviy energiya
bozori, vertikal integratsiya, tariflar, tartibga solish usullari, boshgaruv usullari,
igtisodiy xatarlar.

AHHOTALUA

B nanHHOM crarthe cucTrema IOKa3arelel, XapaKTepHU3yIollas WHHOBALMOHHBIN
MOTEHUHAT TPEANPUATUS 1O (PYHKIHMOHAIBHBIM OJIOKaM, OIICHKAa OCHOBHBIX
(akTopoB,  BAMSIOIIMX HA  DKOHOMHYECKYHO  3(()EKTUBHOCTHh  TOIUIMBHO-
OHCPIrCTUYCCKOTO KOMILICKCA, 0COOEHHOCTH Pa3BUTHA TOHHI/IBHO-BHepFeTH‘{eCKOﬁ
CCTHU, a TaKXKXE€ IIOKa3aHbl 3aJadyd IIOBBIIIICHUA B(b(l)eKTI/IBHOCTI/I TOIIJIMBHO-
SHEPTETUYECKOMN CETH.

Kagur  cy3aap: DHEpreTuyeckas  0e30MacHOCTh,  IHEProcHabKeHUe,
AIIEKTPOIHEPTHsI, TOILUIUBO U DHEPrus, SKOHOMHUYECKass 3(P(HEeKTUBHOCTh, Nepenaya,
C6I>IT, PBIHOYHBIC IIPUHIIUIIBI, DKOHOMUYECKHUMN MCXaHHU3M, TCIIOBLIC JJICKTPOCTAHIINH,
TCIJIOOHEPT€TUUECKUE LICHTPHI, PETUOHAIIBHBIN DHEPreTUYECKUM  PBIHOK,
BEPTUKAJIbHASL UHTETpAlUs, Tapudbl, METObI PErYJIUPOBAHUS, METObI YIIPABJICHHUS,
9KOHOMHMKA PUCKHU.

AHHOTALIUA

In this article, the system of indicators describing the innovative potential of the
enterprise by functional block, the assessment of the main factors affecting the
economic efficiency of the fuel and energy complex, the specific features of the
development of the fuel and energy network, and the tasks for increasing the efficiency
of the fuel and energy network are shown.

Key words: energy security, energy supply, electric power, fuel and energy,
economic efficiency, transmission, sale, market principles, economic mechanism,
thermal power plants, thermal power centers, regional energy market, vertical
integration, tariffs, regulatory methods, management methods, economic risks.

KIRISH

Jahon tajribasi shuni ko‘rsatadiki, iqtisodiyotning globallashuvi, qayta
tiklanmaydigan resurslarning qisqarishi, suyuq uglevodorodlar va qattiq yoqilg‘i turlari
_______________________________________________________________________________________________________________________|
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jahon bozorlarida ragobatning kuchayishi sharoitlarida, iqgtisodiyotni samarali
innovatsion  rivojlantirishni  ta’minlash  uchun  mavjud texnologiyalarni
zamonaviylashtirish, yangi texnologiyalarni ishlab chigish va joriy etish, shuningdek
dunyo yoqilg‘i-energetika kompleksi korxonalarida muqobil energiya manbalaridan
foydalanish tobora muhim ahamiyat kasb etmoqda. Dunyo mamlakatlari yoqilg‘i-
energetika kompleksi iqtisodiy samaradorligi holati shuni ko‘rsatadiki, bugungi kunda
energetika sohasida turli innovatsion texnologiyalarni ishlab chigish va joriy etishda
XXR, Germaniya, AQSH va Yaponiya kabi mamlakatlar yetakchilar hisoblanadi.
Xitoyda YOEK tarmog‘idagi kapital qo‘yilmalar umumiy hajmining deyarli 6,3%,
Germaniya — 5,1%, AQSH - 4,5%, Yaponiyada — 3,5% energetika kompleksida
innovatsiyalarni joriy qilish va rivojlantirishga yo‘naltiriladi[1].

Jahonda yoqilg‘i-energetika tarmog‘ini iqtisodiy rivojlantirish yuzasidan keng
gamrovli ilmiy izlanishlar olib borilmoqgda. Xususan, yoqilg‘i-energetika tarmog‘ini
yanada samarali rivojlantirish masalalariga majmuaviy yondashish, yoqilg‘i-
energetika tarmog‘ini samarali rivojlanishini ta’minlaydigan iqtisodiy yondashuvlarni
shakllantirish bo‘yicha olib borilayotgan tadqiqotlarda yoqilg‘i-energetika tarmog‘i
rivojlanishining ijobiy ta’sirlari qayd etilgan, shunga garamay, ushbu ta’sirlarning
yo‘nalishi va ko‘lami bo‘yicha kompleks fikr shakllanmagan. Shundan kelib chiggan
holda, yoqilg‘i-energetika tarmog‘i faoliyatining iqtisodiy samaradorligini
oshirishning nazariy-metodologik asoslarini takomillashtirish bo‘yicha qo‘shimcha
izlanishlar olib borish lozimligini belgilaydi.

So‘nggi yillarda yoqilg‘i-energetika  kompleksini iqgtisodiy jihatdan
rivojlantirishga alohida e’tibor garatilmoqda. O‘zbekiston Respublikasi Prezidentining
2019-yil 27-martdagi “O‘zbekiston Respublikasida elektr energetika tarmog‘ini
yanada rivojlantirish va isloh gilish strategiyasi to‘g‘risida”gi Qaroriga asosan [2],
“O‘zbekenergo” AJ negizida bir-biradan mustaqil bo‘lgan, “Issiqlik elektr stansiyalari”
A, “O‘zbekiston Milliy elektr tarmoglari” AJ va “Hududiy elektr tarmoqlari” AJ
tashkil etildi. Shu bilan bir gatorda, respublika energetika sohasida samarali boshgaruv
tizimini tashkil gilish va sohani jadal rivojlantirish, uning ragobatbardoshligi va
investitsiyaviy jozibadorligini oshirish maqgsadida, O‘zbekiston Respublikasi
Prezidentining 2019-yil 1-fevraldagi “O‘zbekiston Respublikasi yoqilg‘i-energetika
tarmog‘ini boshqarish tizimini tubdan takomillashtirish chora-tadbirlari to‘g‘risida”gi
PF 5646-sonli Farmoni qabul qilindi. Mazkur farmonda, O‘zbekiston Respublikasi
yoqilg‘i-energetika tarmog‘ini yanada rivojlantirishning ustuvor yo‘nalishlari etib
quyidagilar belgilangan [2].

ADABIYOTLAR TAHLILI

“Energiya xavfsizligi” tushunchasi borasida bir gancha iqtisodchi olimlar
tomonidan ilmiy tadgigotlar olib borilmoqda. Energiya xavfsizligi hozirgi kunda eng
ko‘p muhokama qilinadigan mavzulardan biri bo‘lib hisoblanadi. Lekin “Energiya
xavfsizligi” tushunchasi bo‘yicha umumiy qabul qilingan yagona ta’rif yo‘q. Shuning
uchun ham “Energiya xavfsizligi” yoki “Energiya ta’minoti xavfsizligi” tushunchalari
amaliyotda ko‘p ishlatiladi. [3].
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Tadgigotda  yoqilg‘i-energetika  kompleksi ~ korxonalari  innovatsion
rivojlanishining milliy iqtisodiyotga ta’siri, iqtisodiy o‘sish va aholi bandligini
oshirishning jadal harakatlantiruvchi omili sifatidagi xususiyatlari tadqgiq etilgan.
Mazkur yo‘nalishda olib borilgan izlanishlarni umumlashtirgan holda tadqiqotda
yoqilg‘i-energetika kompleksi korxonalarining rivojlanish darajasini baholashda
metodologik yondashuvlar, jumladan, innovatsion, texnologik, tizimli yondashuvlar
tahlil qilinib, ulardan sanoat korxonalari faoliyatini samarali rivojlantirishda
foydalanish imkoniyatlari nazariy jihatdan tahlil qilinib, tegishli xulosalar
shakllantirilgan. Shu bilan birga, energiya arzonligi uchun xalqaro ko‘rinishdagi
maxsus standart mavjud emas, u mamlakatlar o‘rtasida yalpi ichki mahsulot (YAIM),
inflyatsiya darajasi va aholi jon boshiga ko‘ra o‘rganiladi[4].

Energiya eksport qiluvchi mamlakatlar uchun talabning xavfsizligi,
ta’minotning ishonchliligi va xavfsizligini ta’minlash kabi muhim bo‘lishi mumkin.
Ushbu mamlakatlarda igtisodiyot va davlat budjeti energiya eksportidan keladigan
daromadlarga juda bog‘liq. Masalan, neft sanoati bo‘yicha Saudiya Arabistoni
YAIMning 42 foizini, budjet daromadlarining 87 foizini va eksportning 90 foizini
tashkil etadi [5].

Birog ishlab chigaruvchilar va iste’molchilar o‘rtasida narx darajasi va
kashfiyotning optimal sur’ati borasida ziddiyatli fikrlar paydo bo‘lishi mumkin.
Energiya iste’molchi mamlakatlarni birlashtiruvchi Xalgaro Energetika Agentligi,
energiya xavfsizligi tushunchasini — energiya manbalarini arzon narxda olish va
uzluksizligini ta’minlash, deb hisoblaydi [6].

METODOLOGIYA

Yoqilg‘i-energetika tarmog‘i faoliyatining iqtisodiy samaradorligini oshirish
muammolarini tahlil etish bilan shug‘ullangan milliy va xorijlik olimlarning ilmiy
izlanishlari natijalari mazkur tadgiqotning nazariy-uslubiy bazasi sifatida xizmat qildi.
Magolani tayyorlashda abstrakt va analitik mushohada, qiyosiy va omilli tahlil,
indikativ, tanlanma kuzatuv, taqgoslash, igtisodiy-statistik va boshga usullardan
foydalanildi.

TAHLIL VA NATIJALAR

Bugungi kunda neft, gaz va ko‘mir yoqilg‘i sanoatining asosiy qazib olish
mahsulotlari hisoblanadi. YOEMda qattiq yoqilg‘i sifatida qazib olinadigan ko‘mir
qidirib topilgan va sanoat zaxiralari bilan ta’minlangan yoqilg‘i resursi bo‘lib, ko‘pgina
mamlakatlarda u milliy energetika bargarorligini  belgilaydi. Hozirgacha
O‘zbekistonda qidirib topilgan ko‘mir zaxiralari bir necha yuz yillarga yetadi.
Ko‘pgina mamlakatlarda ko‘mirning narxi neft va gazga nisbatan ancha past bo‘lib,
elektr energiyasining ko‘mir hisobiga ishlab chiqariladigan ulushi AQSHda 52%ni,
Germaniyada 53%ni, Xitoyda esa 78%ni tashkil etadi. Dunyo tog‘-kon sanoat
majmuasining holatini tahlil etgan holda shuni ta’kidlash mumkinki, bir yillik mahsulot
ishlab chigarish hajmi 0,8-0,9 trin. dollarni tashkil etib, jumladan, uning 70%:i yoqilg‘i-
energetika resurslariga to‘g‘ri keladi.

O‘zbekiston Respublikasida milliy igtisodiyotni modernizatsiyalash sharoitida
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asosly yetakchi muammolardan biri tabiatdan foydalanish, yoqilg‘i-mineral homashyo
bazasini rivojlantirish va yer osti boyliklaridan foydalanish samaradorligini oshirishga
ogilona yondashishdir. Ushbu holatni aniglashda quyidagi omillar yuzaga keladi [7]:
ichki bozorda yoqilg‘i-energetika resurslariga talabning mavjudligi, igtisodiy va
Ijtimoiy muammolar, YOEMning davlat tomonidan boshqarilishi va rivojlanishini
qo‘llab-quvvatlash mexanizmlarining to‘g‘ri boshqarilish darajasi. Yoqilg‘i-mineral
xomashyo bazasi rivojlanishiga to‘sqinlik qiluvchi omillar qatoriga quyidagilarni
kiritish mumkin: geologik qidiruv ishlarining gisqarishi bilan bog‘liq holda zaxiralar
hajmining kamayishi, neft, gaz va ko‘mirni qazib olish sharoitlarining qiyinlashuvi va
murakkablashuvi, shuningdek, energiya tashuvchilarining jahon narxlari
konyunkturasi va transport xarajatlarining ortishi. Bularning barchasi mamlakat
YOEM rivojlanish strategiyasini gqaytadan ko‘rib chiqgishni taqozo etadi [8].

Yugqorida keltirilgan ma’lumotlardan ma’lumki, igtisodiyotimiz rivojida YOEM
yetakchi o‘rinni egallab, uning kelajakda ham xuddi shu o‘rinni egallab turishi uchun
igtisodiy-ekologik rivojlanishning optimal variantlarini ishlab chigish magsadga
muvofig. Bunda majmuada atrof-tabiily muhit bilan bevosita uzviylikda faoliyat
yurituvchi ko‘mir sanoatining iqtisodiy faoliyatini ekologiyalashtirish bo‘yicha chora-
tadbirlarni amalga oshirish bir gator ijobiy natijalarga erishish imkonini beradi.
Yoqilg‘i resurslarini qazib olishning ekologik darajasini oshirish bo‘yicha texnik-
texnologik tadbirlar ishlab chigishda 2 ta asosiy tamoyilga yondashish zarur:

1. Istalgan yangi yaratiladigan yoki qo‘llaniladigan kon qazib chiqarishning
texnika va texnologiyasiga qo‘yiladigan asosiy talab uning so‘zsiz ekologik
xavfsizligidir.

2. Insonni o‘rab turgan tabily muhitni saqlab qolish mineral resurslarni qazib olish
jarayonida xo‘jalik faoliyatidagi istalgan texnokratik qarordan shubhasiz ustuvorlikka
ega[9].

Yoqilg‘i-energetika majmuasi korxonalari faoliyati murakkab va turli ishlab
chigarish jarayonlaridan iborat bo‘lib, iqtisodiy-ekologik rivojlanish masalalarini
majmuaviy hal etishni taqozo etadi. Asosiy e’tiborni korxonalar faoliyatining igtisodiy,
tashkiliy, boshgaruv va ekologik dasturlarini birgalikda tizimli yondashuv asosida
amalga oshirish orqali olinadigan ijobiy samarani yanada oshirishga garatish lozim.
Shu sababli, aynigsa, yoqilg‘i-energetika majmuasining ko‘mir sanoat tarmog‘i
faoliyatini iqgtisodiy-ekologik rivojlantirishning integratsiyalashuvini ta’minlash
yo‘nalishlarini asoslash va uning uslubiyotini ishlab chiqish muhim ilmiy masala
hisoblanadi.

Ichki mubhitni tahlil gilish va uning innovatsion salohiyatini baholash detalli va
diagnostik ko‘rinishda amalga oshirilishi mumkin. Ichki muhitni detalli tahlil qilish va
korxonaning innovatsion salohiyatini baholash innovatsion loyihani asoslab berish
bosgichida amalga oshiriladi. Tizim hagida axborot olish imkoniyati cheklangan
holatlarda diagnostik yondashuv qo‘llaniladi, ya’ni diagnostika innovatsion loyiha
yo‘nalishlarini aniqlash va resurslar salohiyatini baholashda faoliyat modellari va
rivojlanish masalalari bo‘yicha ochiq bo‘lgan ko‘rsatkichlar doirasi bo‘yicha amalga
oshiriladi.

Baholash uchun quyidagi baholash ko‘rsatkichlari agregatlarini ajratib ko‘rsatish
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mumkin: mahsulotga oid; funksional; resursga oid; boshqaruv; tashkiliy ko‘rsatkichlar.
Ichki muhitning innovatsion salohiyati uchun bazaviy baho tizimning innovatsion
imkoniyatlarini belgilab beradigan funksional agregat hisoblanadi. Ushbu agregat
bo‘yicha ko‘rsatkichlar 1-jadvalda keltirilgan.

1-jadval

Korxona innovatsion salohiyatini funksional blok bo‘yicha tavsiflaydigan

ko‘rsatkichlar [10]

Guruhlar Ko‘rsatkichlar
— Ishlab chigarilayotgan mahsulotning ilmiy hajmdorligi (sotuv hajmida ITTKI
E xarajatlari salmog‘i)
_§ § Patentlar, litsenziyalar, nou-xau xarid gilish xarajatlari
g é Innovatsion firmalar xarid gilish xarajatlari
X 2 Jahonda yoki tarmoqda yuzaga kelgan amaliyotga muvofig innovatsion sikllar
'3 bosqgichida xarajatlar strukturasi
Innovatsion ishlanmalarni rivojlantirish fondlari mavjudligi va hajmi
c Yangi mahsulotga talab yoki ehtiyojni anglab yetish vagtidan uni bozorga yoki
c .% iste’molchiga katta hajmda yetkazish vaqtiga gadar bo‘lgan davr
g’% . Yangi mahsulot yoki texnologiyani ishlab chigish jarayonining davom etish
Sz = muddati
-S % E Yangi mahsulot ishlab chigarishni tayyorlash jarayonining davom etish muddati
SEx Yangi mahsulotni ishlab chigarish siklining davom etish muddati
2 = £ Marketing tadqiqotlari asosida bajarilgan ishlanmalar salmog‘i
§ _‘xf g Ishlanmalar umumiy miqdorida tijorat nugtayi nazaridan muvaffagiyatli
[= % loyihalar salmog‘i
= Muvaffagiyatli marketing siyosati tufayli bozorda muvaffagiyatga erishgan
© ITTKI bo‘linmalari innovatsion ishlanmalari salmog‘i
o= Mabhsulotning yangilanish dinamikasi ko‘rsatkichlari (umumiy hajmda ikki
2 = yildan o‘n yilgacha chigarilgan mahsulot salmog‘i)
S = ._ Xarid gilingan (sotilgan) yangi texnologiyalar migdori
23 = Fan-texnika mahsulotlari eksporti hajmi
;_“ “_% Asbob-uskunalarni yangilash koeffitsiyenti, jumladan, tamomila yangi asbob-
uskunalar negizida

Mugqobil energiya manbalarining energetik salohiyati yugoridir. Ammo ulardan
keng foydalanish ma’lum bir qiyinchiliklar — noan’anaviy energiya manbalaridan
foydalanish bo‘yicha texnik qarorlarning tajriba-sanoat tavsifi va iqtisodiy cheklovlar
bilan bog‘liq [11]. Dunyoda bunday texnologiyalarni qo‘llashning samarador va arzon
qiymatli misollari juda ko‘p, ammo ulardan foydalanish ushbu sohada ilmiy-texnik
garorlarning gimmat ekanligi bilan baholanadi (2-jadval).

2-jadval
Turli texnologiyalar asosida elektr energiyasini ishlab chigarish giymati[12]
Elektr energiyasini hosil Elektr energiyasining
gilish usuli giymati, sent/kVt.soat
Ko‘mirda ishlaydigan issiqlik elektr stansiyalari 2,0
Shamol energiyasi 6,4
Geotermal energiya 5,8
Biomassa energiyasi 6,3
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Elektr energiyasini hosil Elektr energiyasining
gilish usuli giymati, sent/kVt.soat
Bug* asosida ishlovchi gaz turbinalari 4,8-6,3
Atom elektr stansiyalari 12,5
Fotoelementli quyosh batareyalari 28,4

Demak, yuqoridagi fikrlardan kelib chigib, xulosa gilish mumkinki, YOEMning
ko‘mir sanoat tarmog‘ini iqtisodiy-ekologik rivojlantirish variantlarini shakllantirish
va ishlab chigarish quvvatlarining takror ishlab chigarish hamda ijtimoiy-ekologik
xarajatlarini minimallashtirishning maqgsadli funksiyasi orgali tuziladigan iqtisodiy-
matematik model asosida amalga oshirish amaliy ahamiyatga egadir. Shuning uchun
ko‘mir qazib olishda integratsiyalashgan iqtisodiy-ekologik tizimlarni joriy etish va
foydalanishning samaradorligini baholash usullarini ishlab chigish magsadga
muvofiqdir [13].

Yoqilg‘i-energetika kompleksi faoliyatining iqtisodiy samaradorligini
baholash ko‘rsatkichlari

|

Yangi texnologiyalardan
foydalangan holda xarajatlarning
barcha turlarini hisobga olib,
igtisodiy natijani hisoblash
Texnologiyaning asosiy va yangi
versiyasi uchun uzog muddatli
xarajatlar koeffitsiyenti
Birlamchi va yangi texnologiya
varianti yordamida ishlab
chigarilgan mahsulotning bir
birligiga nisbatan yillik xarajatlar
migdori
Yangi texnologiya eksport uchun
mahsulot ishlab chiqgarishni
ko‘paytirayotgan bo‘lsa, yillik
igtisodiy

1-rasm. Yogqilg‘i-energetika kompleksi faoliyatining iqgtisodiy
samaradorligini baholash ko‘rsatkichlari
Manba: muallif tomonidan tizimlashtirilgan.

Uslubiyatga texnik-texnologik innovatsiyalarni joriy gilishdan olingan va ishlab
chiqarish xarajatlarining tejalgan summasiga teng bo‘lgan yillik iqtisodiy samarani
hisoblab chigish tamoyili asos gilib olingan. Bu tamoyil asosida ushbu korxonalar ichki
muhiti obyektlariga multiomilli yondashuvdan foydalanadigan va yer qa’ridan
foydalanishning differensiatsiya qilingan ko‘rsatkichlaridan foydalanishni hisobga
oladigan yoqilg‘i-energetika kompleksi faoliyatining iqtisodiy samaradorligini
baholash ko‘rsatkichlari taklif etildi (1-rasm).

2015 — 2022-yillar davomida yoqilg‘i-energetika majmuasida gazni gazib olish
sur’atlari oshganligini kuzatish mumkin. Neft qazib chigarish va mos holda uni gayta
ishlash sur’atlari pasayganligi qayd etilib, yildan-yilga ko‘mirni qazib olish va shunga
muvofiq elektr energiyasini ishlab chigarish sur’atlari ortishi kuzatilgan (3-jadval).

3-jadval
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Yoqilg‘i-energetika tarmoqlari bo‘yicha umumiy mahsulot
hajmining o‘sish sur’atlari (o‘tgan yilga nisbatan foiz hisobida) [14]

Tarmoq 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021 | 2022 | 2015-2022
Elektr

energe- 102,7 | 101,1 | 103,0 | 101,3 | 102,2 | 105,8 | 110,3 | 103,0 | 133,1
tikasi

Ko*mir 982 | 1085 | 953 | 1092 | 1100 | 904 | 1113 | 1044 | 1281
Neft qazib | 11 3 | 1009 | 1045 | 977 | 919 | 1129 | 962 | 937 99,5
chigarish

Neftni

qayta 90,7 | 100,9 | 941 | 1054 | 99,9 | 930 | 97,2 | 989 81,1
ishlash

Gaz 1103 | 100,3 | 109,7 | 99.8 | 969 | 1125 | 1015 | 1005 | 1347

Elektr energiyasini ishlab chigarishda foydalaniladigan tabiiy gaz va neft
mahsulotlarining o‘rnini bosish, respublika yoqilg‘i-energetika balansi tuzilmasida
ko‘mir wulushining oshishi magsadga muvofiqligi ko‘mir sanoatining ustuvor
rivojlanishining asosiy omili bo‘lib xizmat qiladi.

YOEMning kelgusidagi iqtisodiy-ekologik rivojlanishiga turtki beruvchi
omillardan biri innovatsion-investitsion jarayonlar ekanligi shak-shubhasizdir.
Sanoatning yoqilg‘i-energetika sektorida innovatsion-investitsion jarayonlarning
xususiyatlarini o‘rganish yoqilg‘i sanoati faoliyati samaradorligini oshirishning asosiy
yo‘nalishlarining O°‘zbekiston iqtisodiyotini modernizatsiyalash siyosatiga muvofiq
bo‘lishini belgilab beradi. 2010 — 2017-yillarda yoqilg‘i-energetika tarmoglarida
mahsulot turlarini ishlab chigarish dinamikasini o‘rganish tahlili shuni ko‘rsatdiki,
majmuaning rivojlanishi turg‘un bo‘lib (4-jadval), yoqilg‘i resurslarini qazib olish
quvvatlarining ortishi ekologik zarar yetkazish holatlarining o‘sish imkonini yaratadi.
Shuning uchun majmua faoliyatida innovatsion-investitsion jarayonlar igtisodiy-
ekologik chora-tadbirlar bilan integratsiyalashgan holda olib borilishi magsadga
muvofigq. Bugungi kunda yoqilg‘i resurslari bozori konyunkturasi o‘zgaruvchandir.
Bunga sabab nafagat neft narxidagi keskin o‘zgarishlar, balki energiya
tashuvchilarning kamayib borishi ham taalluglidir.

4-jadval
Yogqilg‘i-energetika tarmoglarida mahsulot turlarini
ishlab chigarish dinamikasi [15]

Mabhsulot

turlari 2010-y. | 2011-y. | 2012-y. 2013-y. | 2014-y. | 2015-y. | 2016-y. | 2017-y.

Ko‘mir,
ming t
Elektr

energiyasi,
min.
kVt/soat
Neft,
ming t

3629,4 | 3844,8 | 3753,0 4090,0 4396,8 | 3488,0 | 3867,3 | 4038,6

51976,3 | 52806,2 | 52999,6 | 54618,6 | 55766,0 | 57658,1 | 59100,5 | 60092,3

2017,9 | 19016 | 15717 1279,8 1031,3 | 1000,1 867,9 806,0
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Mahsulot

turlari 2010-y. | 2011-y. | 2012-y. | 2013-y. | 2014-y. | 2015-y. | 2016-y. | 2017-y.

Gaz
kondensati, | 2019,5 | 18356 | 17654 1887,4 1835,8 | 1728,0 | 1747,5 | 1961,7
ming t
Avtomobil
benzini, 1413,8 | 1323,2 | 1237,2 1164,3 1068,1 | 1064,0 | 1134,3 | 1106,2
ming t
Dizel
yoqilg‘isi, | 1127,9 | 1052,0 | 1009,3 1125,3 982,1 1286,4 | 1008,3 962,9
ming t
Mazut,
ming t
Suyultirilga
n gaz, 369,8 365,4 382,1 559,6 606,8 836,3 654,9 692,9
ming t

321,7 278,3 255,2 202,3 143,7 89,8 93,4 111,4

Investitsiya kiritish jarayonlarini faollashtirish, uning zaxiralaridan foydalanish
darajasini oshirish iqtisodiyotdagi mavjud tanglikdan chiqib ketishga sabab bo‘lishi
kerak. Faqgat shu yo‘l bilan iqtisodiy islohotlar davri mobaynida investitsion zaxiralar
shakllanishining yangi yo‘nalishlari, iqtisodiyotning aniq sektorida qayta ishlash
bazasining ortib borishiga asos bo‘lib xizmat giladi.

Yugqorida aytib o‘tilganlarni, shuningdek, yoqilg‘i-energetika kompleksi milliy
igtisodiyotning tizim hosil giluvchi strukturasi hisoblanishini e’tiborga olgan holda,
qayd qilish mumkinki, u iqtisodiy o‘sishni rag‘batlantirishi va bu bilan aholi
farovonligini oshirishga xizmat gilishi mumkin, ishda muallif tomonidan matematik
modellashtirish va mamlakatlararo regressiya tahlili yordamida YAIM va yoqilg‘i-
energetika kompleksining rivojlanishi o‘rtasidagi o‘zaro bog‘liglik (2007-2017-yillar
uchun VEF ma’lumotlari asosida) tadqiq etildi. Tadqgiqotlarning ko‘rsatishicha, EAPI
(Energy Architecture Performance Index) indeksining musbat o‘sishi mamlakat
igtisodiyoti uchun ham, YAIMning barqaror o‘sishi uchun ham juda muhim
hisoblanadi

Dunyoda yoqilg‘i-energetika resurslarining gazib olinishi, energiya iste’moli
bo‘yicha statistik ma’lumotlarning tahlili shuni ko‘rsatdiki, energiya manbalari orasida
ko‘mir yetakchi o‘rinlarni saqlab qolaveradi (5-jadval). Shu sababli, asosiy xom ashyo
sifatida qazib olinayotgan ko‘mir bilan birga ikkilamchi resurslar va ko‘mirni qayta
ishlash natijasida hosil bo‘ladigan texnogen resurslar miqgdori ortishi tabiiy.

5-jadval
Dunyoda energiya iste’molining prognozi [16]
Energiya manbai Yillar

2020 2025 2030 2035 2040
Neft, min. t 4377 4531 4650 4738 4820
Tabily gaz, min.t n.e. 3650 4010 4360 4745 5050
Ko‘mir, min.t n.e. 4317 4480 4648 4851 5027
Atom energiyasl, 680 752 840 901 940
min.t n.e.
Gidroenergiya, min.t n.e. 995 1087 1180 1256 1288

WWW.MARKETINGJOURNAL.UZ 51



Energiya manbai Yillar
2020 2025 2030 2035 2040
Qayta tiklanadigan energiya
manbalari, 507 685 871 1085 1310
min.t n.e.
Jami, min.t n.e. 14526 15545 16549 17576 18435

Foydali gazilmalardan ogilona va majmuaviy foydalanish, ularni gayta ishlashni
kengaytirish va ikkilamchi xom ashyo resurslaridan keng foydalanish, mineral
xomashyoni gazib olish va qayta ishlashda yo‘qotishlarni gisqartirish, konlarni to‘la
qayta ishlash, “foydali” chigindilardan foydalanish — konlarni o°zlashtirishdagi asosiy
va doimiy e’tirof etilgan yo‘nalishdir. Umuman, ko‘mir va tabiiy gaz qazib olishda
konlardan mineral xomashyoni gazib olish koeffitsiyenti 80-85%ni tashkil etadi. Qazib
olish jarayonida topilgan neft zaxiralarining 60-70%i konlarda qolib ketadi [17].
Qurilish materiallari uchun esa bu ko‘rsatkich 30-40%ni tashkil giladi. Barcha hollarda
mutaxassislar foydali qgazilmalarni gazib olish koeffitsiyentini oshirish imkoni
borligini ta’kidlaydilar.

Yoqilg‘i-energetika tarmog‘ining iqtisodiy samaradorligini baholash va oshirish
yo‘nalishlari quyidagicha:

1. Samaradorlikni baholash:

Iqtisodiy ko‘rsatkichlar tahlili: Umumiy daromad, xarajatlar, sof foyda, kapitalning
rentabelligi kabi ko rsatkichlar orqali samaradorlikni baholash.

Ishlab chiqarish samaradorligi: Yoqilg‘i va energiyaning iste’moli, chigarilgan
mahsulot hajmi bilan taggoslanishi kerak.

Investitsiyalar gaytishi: Investitsiya kiritilgan loyihalardan gaytgan daromad va
vaqt oralig‘i asosida baholanadi.

Sohaviy samaradorlik: Umumiy iqtisodiyotga ta’sir, yaratilgan ish o‘rinlari va
milliy daromadning o‘sishi nuqtayi nazaridan tahlil qilinadi.

2. Igtisodiy samaradorlikni oshirish yo‘nalishlari:

Texnologik modernizatsiya: Energiya sarfini kamaytirish va mahsulot ishlab
chigarish jarayonlarini yaxshilash uchun yangi texnologiyalarni joriy qgilish.

[lgor boshqaruv wusullarini qo‘llash: Tizimli va to‘g‘ri boshqaruv orqali
jarayonlarni optimallashtirish, xususan, resurslardan samarali foydalanish.

Innovatsiyalar: Yangiliklarni joriy qilish, energiya samaradorligini oshirishga
garatilgan ilmiy-tadgiqot ishlarini qo‘llab-quvvatlash.

Ekologik samaradorlik: Atrof-muhitga salbiy ta’sirni kamaytirish va energiya
manbalarini diversifikatsiya gilish.

3. Investitsiya muhitini yaxshilash:

Qonunchilikni takomillashtirish: Investorlar uchun qulay sharoitlar yaratish,
investitsiyalardan himoya va barqarorlikni ta’minlash.

Moliyaviy resurslardan foydalanish: Qarz mablag‘lari, xususiy sektor
investitsiyalari va davlat subsidiyalarini samarali jalb gilish.

4. Ta’lim va malaka oshirish:

Kadrlar tayyorlash: Zamonaviy bilim va malakaga ega mutaxassislar tayyorlash
orgali sohaning raqobatbardoshligini oshirish.
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lImiy-tadqiqotlarni qo‘llab-quvvatlash: Ilmiy va innovatsion tadgigotlar orgali
yoqilg‘i-energetika tarmog‘ini rivojlantirish.

Mazkur yo‘nalishlar orqali yoqilg‘i-energetika tarmog‘ining iqtisodiy
samaradorligini yanada oshirish va milliy iqtisodiyotga katta hissa qo‘shish mumkin.

XULOSA VA TAKLIFLAR

Muxtasar qilib aytganda, YOEK tarmoglari korxonalari faoliyati samarali
rivojlanishining muammolarini kompleks tahlil qilish shuni ko‘rsatadiki, resurs
soliglari energetika kompleksi tashkilotlarining rentabellik darajasiga katta bosim
o‘tkazadi. Korxonalarning samarali rivojlanishini ta’minlaydigan muhim omillardan
biri sifatida yetarli darajadagi moliyaviy resurslarning mavjudligini inobatga olib,
ushbu muammoning yechimlaridan biri sifatida energetika kompleksi korxonalari
faoliyatining faollashuvi va jadallashishi uchun qo‘shimcha pul mablag‘larini
ajratishga garatilgan solig yukini pasaytirish mexanizmi taklif gilinadi.

Shuningdek, yoqilg‘i-energetika tarmog‘i faoliyatini rivojlantirish uchun uchun
quyidagi chora-tadbirlar amalga oshirish lozim:

- barcha energetika sohasi bo‘yicha samarali huquqiy bazani shakllantirish, tabiiy
monopoliyalar faoliyatini boshgarish, muvofiglashtirish va monitoring qilish;

- tegishli davlat organlari tomonidan igtisodiyotning barcha tarmoglari va aholini
to‘liq darajada ishonchli energiya bilan ta’minlash bo‘yicha kafolat va nazoratni
ta’minlash;

- energetika sohasida energiya resurslarining strategik zaxiralarini samarali
boshgarishni ta’minlash, qayta tiklanadigan energiya manbalarini rivojlantirish;

- energetika sohasining eskirgan texnologik bazasini modernizatsiya gilish, ilmiy-
texnik va energetika sohasida investitsiya siyosatini samarali amalga oshirish;

- energetika sohasida zamonaviy xavfsizlik standartlarini ishlab chigish, ekologik
xatarlarni kamaytirish va tabiiy ofatlarning oldini olish bo‘yicha davlat nazorati
mexanizmini ishlab chigish.

Shunday qilib, ko‘rsatib o‘tilgan chora-tadbirlarni amalga oshirish natijasida
Yoqilg‘i-energetika tarmog‘i faoliyati samaradorligini oshirish, ishlab chigarish va
moddiy resurslar tejamini ta’minlash, xizmat ko‘rsatishning jadallashuvi hamda
xarajatlarining kamayishi va igtisodiyot tarmoglarini rivojlanishiga olib keladi.
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3®PEKTUBHOCTH CTPATEI'Mii UHTEPHET-MAPKETHUHT A B
"KMJIUIIHO-KOMMYHAJIBHOM XO3SIMCTBE

Kaxpamonos Xypummaxkon Hlyxpar yriiu
PhD, u.0. nonierra kadeapsr «Mapketuary TIOY

AHHOTaHI/IH. B cratbe IMOAHATHI BOIIPOCHI, KaCAOIMUCCA HHTCPHET-MAPKECTUHI'A
B Y30€KuCTaHEe U €ro INPpUMCHCHHA B COBPCMCHHBIX PCAIMAX I IPOAAXKHU H
IPOJIBMKEHUS YCIYT JKWIUIIHO-KOMMYHAIBHOTO cekTopa. [lopoOHO paccMOTpEeHBI
HHCTPYMCHTBI COBPCMCHHOI'O MHTCPHCT-MAPKCTHUHI'A, 4 TAKKC MCTOIbI IIPOBCACHHA
BCCBO3MOXXHBIX MAPKCTUHI'OBBIX I/ICCJIC,ZIOBaHHﬁ B CC€TH I/IHTepHeT. PaCCMOTpeHLI
CYHICCTBYIOINMUC Ha Cel“OI[HSIHIHI/Iﬁ ACHb MHHCTPYMCHTBI HHTCPHCT-MApPKCTHUHIA,
IMPOBCACH aHaJIn3 HJIaT(l)OpM JId BECACHUA MapKeTHHFOBOﬁ ACATCIBbHOCTH, JaHa
OLICHKA UX 3(P(HEKTUBHOCTH C YUYETOM HBIHEIIHEN CUTyalluy Ha PIHKE KOMMYHAJIbHBIX
YCIYT B Y30€KUCTaHE U €r0 0COOEHHOCTEH.

KuiroueBbie €Ji0Ba: HWHTEPHET-MApKETUHT, HH(POPMALMOHHOE MPOCTPAHCTBO,
nH(popManusi, KOMMYHUKATUBHBIE (DYHKIINH, )KUITUITHO-KOMMYHAJIBHOE XO3SIICTBO.

Annotatsiya. Magqolada O‘zbekistonda Internet-marketing va uni uy-joy
kommunal sektori xizmatlarini sotish va ilgari surish uchun zamonaviy vogelikda
qo‘llash bilan bog'lig masalalar ko'tarilgan. Zamonaviy Internet-marketing vositalari,
shuningdek Internetda barcha turdagi marketing tadgiqotlarini o‘tkazish usullari
batafsil ko'rib chigilgan. Bugungi kunda mavjud bo‘lgan Internet-marketing vositalari
ko‘rib chiqildi, marketing faoliyatini olib borish uchun platformalar tahlil gilindi,
O<zbekistondagi kommunal xizmatlar bozoridagi mavjud vaziyat va uning
xususiyatlarini hisobga olgan holda ularning samaradorligi baholandi.

Kalit so‘zlar: Internet-marketing, axborot maydoni, axborot, kommunikativ
funktsiyalar, uy-joy kommunal xo'jaligi.

Abstract. The article raises issues related to Internet marketing in Uzbekistan and
its application in modern realities for the sale and promotion of housing and communal
services. The tools of modern Internet marketing, as well as methods of conducting
various marketing research on the Internet, are considered in detail. The existing
Internet marketing tools are considered, the analysis of platforms for conducting
marketing activities is carried out, their effectiveness is assessed taking into account
the current situation in the public utilities market in Uzbekistan and its features.

Key words: internet marketing, information space, information, communication
functions, housing and communal services.

BBEJIEHUE

B ycroBusx JUHAMUYHOTO pa3BUTHS LHUQPPOBBIX TEXHOJOTMH U UX
MIPOHUKHOBEHUS B pa3iMuHbie chepbl OU3HECa, KIIUIIHO-KOMMYHAJILHOE XO03SIICTBO
(OKKX) Tarke cTamkuBaeTcsi ¢ HEOOXOAMMOCTHIO aJanTalMid W BHEIPEHUS
COBPEMEHHBIX TOJX0JIOB K YMNPABJICHUIO U KOMMYHUKaIMU. MHTEpHET-MapKEeTHHT,
SBJISIICH BaXKHBIM HMHCTPYMEHTOM B apceHajieé COBPEMEHHBIX OW3HEC-CTpaTeruii,

npeaoCTaBIICT YHHUKAJIBbHBIC BO3MOXXHOCTH [JIA ITOBLIIICHUSA 3(1)(1)CKTI/IBHOCTI/I
I ————
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YOpPABJICHUS]  KUIBIMU  KOMIJIEKCAMM W YJY4YIIEHUS  B3aUMOJCUCTBHUS  C
NOTPEOUTEISIMU YCIIYT.

bricTpas nudpoBuzaius ob1IecTBa U paclpoCTpaHEHUE WHTEPHETA OKAa3bIBAIOT
3HAUNUTEIBPHOE BIIMSIHUE Ha IOBEIECHHUE NOTpeOuTeneil. MHTepHeT cTal OCHOBHBIM
KaHaJOM TONyuyeHus: HHQPOpMAIMH, BKIIOYas TOHUCK U BHIOOP YMNPaBISIOUINX
KOMIIaHUH, 9TO MOTYEPKUBACT HEOOXOAMMOCTH aKTUBHOTO UCIIOJIb30BAHUS IIU(PPOBBIX
WHCTPYMEHTOB U TUIaT(HOPM s IPUBJICUCHUS U YACPKAHUS KIMEHTOB.

B ycnoBusx pactyiero uHTepeca K BOmpocam Mpo3payHOCTH U OTBETCTBEHHOCTH
CO CTOPOHBI YIPABJISIONIMX KOMIAHWM, WHTEPHET-MAPKETUHT MPEJOCTABIISICT
MHCTPYMEHTHI 111 OTKPBITOTO U 3P(HEKTUBHOTO OOIIeHUs ¢ KiaueHTaMu. ConanbHbie
CETH, OT3bIBBI M PEUTHUHTH WUTPAIOT BAXHYIO POJIb B (DOPMUPOBAHUU pEMyTalUU
KOMITaHUHU U JIOBEPHUSI CO CTOPOHBI MOTpeOUTENEH.

Tema untepuner-mapkerunra B cdepe KKX axrtyanbHa, NMOCKOJBKY JaHHOE
HaIlpaBJ€HUE MAapKETUHIa HaNpsSIMyl0 CBS3aHO ¢ LU(poBU3alMed oOlecTsa u
pa3BuTheM MHTepHEeTa, KOTOPBIH ¢ KaXIbIM TOJJOM UMEET BCe OOJIbIIEE 3HAUEHUE, KaK
B DKOHOMHKE, TaK U B Apyrux cepax xu3zHu. OgHaKo, JaneKko HEe BCE MPEeaNpUsATUs
cephl KUIUIIHO-KOMMYHAIBHBIX YCIYyT OCO3HAIOT BaKHOCTh 3TOI0 MHCTPYMEHTA U
TO, Ka&K OH MOXET MOBJIUATh HAa 3(PPEKTUBHOCTH KOMMEPUYECKOWU JEATEIbHOCTH
NpeanpusATas. ITO B CBOIO OYepeab 00yClaBIMBAE€T HEOOXOIMMOCTh MOHUMAHMS
MEXaHU3MOB €ro pabdoTbl UM HWHCTPYMEHTOB, NPHUMEHEHUE KOTOpBIX Hauboiee
1e1ecoo0pa3Ho B JaHHOW OTPACIIH.

AHAJIN3 TEMATUYECKOM JINUTEPATYPBI

BrepBble MHTEpHET-MapKETHHI CTajl NpUMEHATbCA B 90-X romax MpoOILIOro
CTOJIETUSI, UMEHHO TOTJA CAMTBI, HA TOT MOMEHT IIOJHOCTBIO TEKCTOBBIC, HA4YJIN
pacrpoCTpaHATh pekiIaMy O ToBapax M yciyrax [l]. IIpoummio Bcero HeCKOJBKO
JECSATKOB JIET, U IHTEepHEeT cTan He IPOCTO JONOJHUTENBHBIM HHCTPYMEHTOM JIS ITPO
IBWKEHUS TOBapoB. B  HEKOTOpPBIX OTpacisiX OH NPAKTUYECKH BBITECHUI
TPaJAULIMOHHBIA MapKETHHT.

WNHTepHET HENpEepPHIBHO Pa3BUBAETCA U MMAPALIETbHO U3MEHSET METObI BEICHUS
Ou3zHeca W MPOABMKEHUS NPOAYKUMH, CHWXas mOpu 3ToM 3aTparbl. CerojaHs
KOMMEpCAaHTaM MPUXOJUTCA pPa3BUBaTh €ILIE OAWH THUM JACSITEIIbHOCTH, WHTEPHET-
MapKeTHHI, TO €CThb IUIAHUPOBAaTh, IPOBOJAUTH AHAIW3, KOHTPOJb, OpPraHU3aLHIO,
pa3pabaThiBaTh CTpPATETUIO JUIs IOMCKAa BO3MOXKHOCTEM MOAJEp)KaHUS CBA3M C
KJINEHTaMH [TOCPENCTBOM ceT IHTEpHET U B KOHEYHOM HUTOT€ 3aBOEBAHUE PBIHKA.

[TosiBieHUEe W CcTpeMUTENBHOE pa3BUTHE MHTEpHETa NMpuBENO K TOMY, YTO Ha
JaHHBIA MOMEHT CYLIECTBYET IpobsieMa (OpMUPOBAHUS LEIOCTHOTO OMPEICICHHUs
WHTEpPHET-MapKeTUHIa. M3HadanpHO, B MEpUOJA  3apOXKACHHUS KOMMEPUYECKOU
nearenbHocTd B CetH, TO ecTh B KOHIE 20 Beka, UHTEPHET-MAPKETUHT ONIPEACISIICA
JUIIb KakK I@POBEIAEHUE pEKIAMHBIX KaMmmnaHui mnocpencrBom HHrepHera [2].
Hekoropast 4acTh y4eHBIX TpPaKTOBaJla MHTEPHET-MApKETUHT elle Oosee y3KO, Kak
OaHHEpHasi peKyiamMa WM BoOOIle U30eranu omnpeaeraeHue Toro, 4To Ha caMoM Jelie
MO/Ipa3yMeBaeT MoJ| co00il TaHHOE OHSITHE.
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B. Xo0JMOropoB naer OIpeAeceHHEe HWHTEPHET-MAPKETUHIA KaK KOMIUIEKC
METOJIOB, MO3BOJISIONIMX BiajaebllaM BeO-pecypcoB mpoaBurath ux B Cetu u Tem
CaMbIM IIPOJIBUIaTh TOPIOBYK) MapKy M H3BJIEKaTbh TEM CaMbIM JOINOJHUTEIBHYIO
npuObLIb I CBOUX MpeanpusThii [3].

HecmoTtps Ha BbIlIECKa3aHHOE, JOCTATOYHO OIPEAEICHHO MOXHO yTBEPXKAATh,
YTO OCHOBHOE€ BHHUMAHHE YJCIEHO HHTEPHET-PEKIaME, a HE MAapKETUHIOBBIM
MCCIIEIOBAHNSIM UHTEPHET-IIPOCTPAHCTBA.

Cy11ecTBEHHBIM TPOPHIBOM BIIEPE] MOXKHO CUUTATh MOJAXOM, KOTOPBIA ObLI
chopmynupoBad B.B. lukom, A.D. PogmonoBeiMm u M.I. Jlyxenkum. WHTepHeT-
MapKETHHT ObLI ONPENEICH KaK KOMILIEKC Mep, MPEAHA3HAYE€HHBIX JJIs1 UCCIIE0BAaHNUs
CeTEBOT0 pblHKA VIHTEpHET, a Tak)Ke JAJIs ITPOIBMKEHHUSI U IIPOJIAXKH TOBAPOB U YCIYT C
[IOMOIIBIO COBPEMEHHBIX TEXHOJOIMH. B COOTBETCTBUM C JaHHBIM OIIPEACIICHUEM,
MOYKHO CJHeNaTh BBIBOJ, UTO CYIIECTBYET HEOOXOIUMOCTbh HCIOJIb30BAHUS
ITOJTHOLICHHBIX MapKETHHIOBBIX HCCICHOBAHUW JUIA YCIIEIIHOW JEATENBHOCTH IIO
MIPOABMKEHUIO TpoayKuuu B Cetu [4].

E.A. Iletpuk TOXX€ NPUBOASA OIPENECICHUE HHTEPHET-MAPKETUHIA B CBOUX
paboTax BBIJAEISET MAapKETUHIOBBIE MCCIIEIOBAHUS KAK HENOCPEACTBEHHYIO cdepy
NEATEIIbHOCTH HUHTEPHET-MAPKETHHTA, & KPOME TOTO, OIpeAenseT u cam MHTepHeET, Kak
HOBOE IIPOCTPAHCTBO I BEACHUS DKOHOMHUYECKOU NESITENBHOCTH, KOTOPOE, B CBOIO
ouepelb, HMMEET HWHbIE OHM3HEC-TIPOLEcChl W OW3HEC-MOJIEIH, OTJIUYHBIE OT
KJIaccudeckoro om3Heca [5].

HNHTEepHET-MapKETUHI — 3TO COBOKYIIHOCTb MEPONPUATUMN, HAIPABICHHBIX HA
IIOBBILIEHNUE PEUTUHIA UHTEPHET-PECYPCa B CETH, YBEINYCHUE ITOCEIIAEMOCTH U, KaK
CJIEJICTBUE, MPHUBJICUCHUE HOBBIX KIMEHTOB M POCT KOMIAHUU. [ 0003HAUeHUs
KOHKPETHBIX JIEWCTBUI, HAIIPABJICHHBIX HA YJIYYIICHHE BUIUMOCTH CaiiTa B BbIIAYe
IIOMCKOBBIX CHUCTEM, MCIOJIb3YIOTCS TEPMHHBI «IIOUCKOBAasi ONTUMHU3ALUD) WIH
«TIPOJBHKECHUE CANUTay.

OOBIYHO TJIaBHOM 3a/aueil BeO-MapKETHHTAa CUUTAIOT JOCTHXKEHUE BBICOKOTO
yycia nocerutene B cytku. OIHAKO, caMOe TJIaBHOE — ATO MPUBJIEYb HAMOOJbIIIEE
YHUCJIO KJIMEHTOB U3 LIEJIEBOTO CETMEHTA PhIHKA.

Ucropust pazutuss MapketuHra cgepbl KKX CylecTBEHHO OTIMYaeTCsl OT
MapKeTHHTa B LIEJI0M, 4yTo oOycnaBnuBaeT ero cnenuduky [6]. B nepuog CCCP pbiHOK
KUWIMIIHO-KOMMYHAJIbHBIX YCIYr ObUI 3aHAT MPEINPHUATUSIMU MOHOIOIUCTAMHU,
KOTOpBIE OOCITY>KUBAJIM ONpPEIEIEHHOE rOCYJapCTBOM KOJIMUYECTBO MOTpeOUTENeH, a
NOTPEOUTENN B CBOIO OYepe/b HE UMENH BbIOOpA MPEANpPUSTHs, COOTBETCTBEHHO HE
ObLIO U HEOOXOUMOCTHU B MPOBEACHUN MAaPKETUHTOBBIX KOMIIAHUHN U UCCIIEJOBaHUH,
B TIOCJIE/IHEE AECATUIIETHE TOCYAapCTBO aKTUBHO MpoBoauT pedopmannto KKX s
MOCTETICHHOTO TIepexo/ia 3Toi cepbl kK 3h(HEKTUBHOMY PHIHOYHOMY XO3SIICTBOBAHUIO
[7].

Takum 00pa3oM BO3HUKIM YHOPABIAIONIME KOMIAHUHU, KOTOPBIE BBICTYHAIOT
MOCPETHUKOM MEXKy MOCTaBIIMKAMHU M MOTPEOUTENIIMU U pabOTalOT Ha OCHOBAaHUU
muueH3ud. Takke BO3HHMKIM TOBAPUIIECTBA COOCTBEHHMKOB >KHIIbsl. T€M CaMbIM Y
noTpeduTeneil mosiBUIICS BbIOOp, @ C HUM MOSBUJIACh U HEOOXOAMMOCTb pPa3BUTHUS
Mapketunra B cepe XKKX
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Marketing jurnali 2024-yil, avgust. Ne6-son
METOA0JIOI'USI HAYUYHOI'O HCCJIEJOBAHUA

Teopetnueckoit 6a30if Hay4HOTO UCCIEIOBAHUS TOCTYKWJIA TEOPETHKO-
METOJMYECKUE MOAXO0Jbl K ONPENEIICHUIO MAPKETHUHIA B KWIMIIHO-KOMMYHAJIbHOM
XO03sIICTBE, METO0JIOTUN Y(PPEKTUBHOTO YIPABICHUS MApPKETHUHIOM B YINpPaBICHUU
KIIAITHBIM (OHIIOM Topoja, 0O0CHOBaHHBIE B HAYYHBIX TPyAaX OTEUYECTBEHHBIX U
3apyOeXKHBIX YUCHBIX.

HccnepoBanue NPUKIAIHBIX ACHEKTOB YIPABJICHHS MAapKETUHIOM JKWIJIMILHO-
KOMMYHAJIbHOTO XO3sIiiCTBa IPOBEJEHO C HCIIOJIB30BAHUEM OHMIMPUUYECKUX U
TEOPETUYECKUX METOJOB IO3HAHUS TaKUX, KaK HaOJIO/IEHUE, CPaBHEHHUE, aHAJN3,
KJIacCUPUKaLus, aHATUTUYECKON U CTaTUCTUYECKOM TPYNIUPOBKHU.

AHAJIN3 U PE3YJIBTATBI

B nenom, mapkerunr JKKX M0OXKHO 0XapakTepu30BaTh Kak MPOLECC Pa3pabOTKH
U TPOABWKEHUSA YCIYI, CBA3aHHBIX C YJIYYIICHUEM OJKWUIMIIHBIX YCJIIOBUH
noTpeduTeneil, BOJOCHAOKEHUEM, IIOCTABKOM 3JIEKTPOSHEPIHH, OTOIUICHHEM,
yOOpKOM NPUIOMOBBIX TEPPUTOPUN M TOAJAEPKAHUEM JOMOB B HaJJIEkKaLIEM
COCTOSIHUM, TapU(PHOU MOJUTHUKOW, AHAIM30M OCYIIECTBISIEMBIX YCIYr, a TaKKe
MOJIEPKAHUIO TTOJIOKUTENBHON OIIEHKH KOMITAHUH CO CTOPOHBI MOTpeOUTENEH.

VYnpasinenne MapkeTuHrom B JKKX cOCTOMT M3 HECKONBKHMX HanpaBJIEHUU, a
VMEHHO YNPaBJICHUE MAPKETUHIOBOW JESITEIbHOCTHIO MOCTAaBIIUKOB yciayT JKKX u
OpraHu3aluii MOCpeTHUKOB (puc 1).

YupasieHue MapKeTHHIOM
B KHJIMIIIHO-KOMMYHa/1bHOM Xo03s1iicTBe (KKX)

VYipaBieHrue MapKeTUHIOBOM VYrpasineHne MapKeTUHIOBOM
JEATEIbHOCTBIO IPEAIPUATHI- JEATEIBbHOCTBIO0 OpraHU3aIMii-
MIPOU3BOUTENEH KAITUITHO- IIOCPETHUKOB IIPETOCTABICHUS
KOMMYHAJIbHBIX YCIYT KUJIUIIHO-KOMMYHAJIBHBIX YCIIyT

Puc. 1. Ctpykrypa ynpasiaenusi MapkeTuHrom B ;KKX

Cneunduky ymnpaBieHUsI MapKeTHHIOM B cdepe >KUIMIIHO-KOMMYHAJIbHBIX
YCIYT MOXKHO OXapaKTE€pU30BaTh HEBO3MOKHOCTBIO HCIIOJIIB30BAHUS MPSIMOTO
MapKeTHUHTa U MPUMEHEHHUEM MapKETUHT-MHUKCA B YCIOBUIX KBA3UPbIHKA.

Komnnexe mapkernnra B JKKX npucyTCTBYET, OAHAKO OH PEAU3YETCS IyTEM
MOMCKa M aJaNTallid WHCTPYMEHTapus K creuu@uke ASSITENbHOCTU U YCIOBUSMU
B3aMMO/JICUCTBUSL C BHEIIHEW cpenod [8]. MapKeTHHrOBble HMCCIEAOBAHUS TaKXKe
UTPaIOT BXKHYIO POJIb B YCIOBUSX coBpeMeHHOTO pbiHKa JXKKX, obecnieurBasi OCHOBY
U TIPUHATHST KOMMEPYECKHX PELIEeHUN W MO3BOJIsIs 3(PPEeKTUBHEE YIOBIECTBOPATH
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noTpeOHOCTH  TMOTpeduTenel, TeM  camMbiM  COXpaHssl U TOBBINIAs
KOHKYPEHTOCIIOCOOHOCTH MPEATNPHUATHSI.

B xonTekcre JKKX MapKeTHHrOBBIE NCCIIENOBAHUS IPAKTUYECKU HE OTIIMYAKOTCS
OT aHAJOTHYHBIX B JPYIHX OTpacisix U cdepax KOMMEPUYECKOH AeATeIbHOCTH U
BKJIIOYAIOT B ce0s cOop, 00paboTky W aHanu3 uUHGOpMAIMU O TOTPEOUTENSIX U
KOHKypeHTax. B  pe3ynbTaTte  MapKETUHIOBBIE  HCCIEAOBAaHUS  IO3BOJSIOT
YOPaBJISIIOMENR KOMIIAHWU TOJIy4YaTh aKTyalbHbIE CBEICHUS O COCTOSHHHM BHEIIHEH
Cpelbl MpeanpusaTHs, UHPOPMaLUIO O MpodiieMax, NOCTYMHBIX pecypcax, u4To JaeT
BO3MOXHOCTh BBICTPOUTH MOCIEAOBATEIILHOCTh JIEUCTBUM W OMPEACIUTh METOIbI
penIeHus pooieM.

CoBpeMeHHbIE THTEPHET-MAPKETUHIOBbIE HHCTPYMEHTHI TO3BOJISIIOT COOUpPATh U
aHAIM3UPOBaTh OOJIbIINE 00bEMBI JAHHBIX O MOTPEOUTENSAX, UTO CIIOCOOCTBYET OoJiee
TOYHOMY TapreTUPOBAHUIO PEKJIaMHBIX KaMITaHHUH u YIIYUIICHUIO
MEPCOHAIM3UPOBAHHOTO OOCITYKUBAHMS. DTO MOKET IPUBECTH K TOBBIILICHUIO YPOBHSA
YAOBJIETBOPEHHOCTH KIIMEHTOB U ONTUMHU3allMA BHYTPEHHUX MPOIIECCOB.

MapKkeTUHIOBBIE HCCIIEOBAaHUS B cepe >KWINIIHO-KOMMYHAJIBHBIX YCIYT B
3aBUCUMOCTH OT LN MOApa3AesItOT HA HECKOJIBKO BUOB:

— PECypCHBIU aHaJIU3;

— MOHHUTOPHHT COLMAIIBHO-D)KOHOMHYECKOTO MOJIOKEHHS,;

— HCCIeAoBaHUE NOTPEOUTENBCKOTO PhIHKA;

— MOHUTOPUHT KOHKYPEHIIUU;

—  COLMAJIbHBIA MOHUTOPUHT (0OpaTHasi CBSI3b C HACEJICHUEM);

— KOMIUIEKCHBI MapKETHUHIOBBIA aHAIN3 MyHULUIAIBHBIX OM3HEC-TIPOEKTOB.

ITo meTogam cOopa nHpopmanuyu MapKeTUHIOBbIE uccienoBanus B chepe KKX
IIO/IPA3/ICISIOTCS Ha:

— 1mojeBble (OCHOBaHHbIE Ha cOope, 00pabOTKE W aHaau3e MEePBUYHOU
uH(popmanun);

— KaOuHeTHble (TpeAnojararlue HM3yuyeHHe ¢ OLEHKY BTOPUYHOM
uHpopmanun);

— KOMOWHHpOBAHHBIE.

[ToneBsie uccnenoBaHus NPOBOAATCS B (hopMe HAOIIOAEHUS, SKCIIEPUMEHTA JIN0O
onpoca. KabuHeTHsie, B CBOIO 04Yepe/lb, ObIBAIOT BHEIIHUMU U BHYTPEHHUMH.

HemanoBaxxnyto ponb B wmapketuHre JKKX 3aHMMarOT MapKETHHTOBBIE
KOMMYHUKAIIMU, TO €CTh IPOLECCHI, CBIA3HBbIE C Mepeaadeid MHPOpMalUU IEIeBOU
aygutopuu. llemeBoil  ayautopuen — ympaBiSIONIEH — KOMIAHUM  SIBJISIFOTCS
MOTEHIMANbHbBIE M peajbHble NoTpeduTenu. TakuM 00pa3oM C MOMOUIBIO
MapKETUHIOBBIX ~KOMMYHUKAIIMM  JOCTHTaeTCs peau3alus B3auMOJEHCTBUS
NPEANPUATHS C TPyNIaMH 3aUHTEPECOBAHHBIX B COTPYIHUYECTBE CTOPOH. OT TOro
HACKOJIBKO 3((PEeKTUBHO BHICTPOCHA CHCTEMa KOMMYHHUKALUN 3aBUCUT BEPOSTHOCTD
ITOJIOKUTEIBHOIO OTKJIMKA HA MAPKETHHIOBYIO KAMIIAHUIO.

JInst MapKeTHHTOBbIX KOMMyHHUKami B JKKX cyIecTByroT u NpuMeEHSIOTCS Kak
TpaauIIMOHHbBIE 0 (IIailH TOUKH KOHTAKTa, TaK M OHJIAIH.
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Oddunaiin Touku koHTakTa BKiItoyaroT: CMU, Gpoltopsl, BEIBECKH, JIUCTOBKH,
OroyIeTeHH, MaMATKH, OPUC KOMITAHUU U (PUPMEHHAS OAeKa COTPYIHIUKOB. OHIaltH
TOYKH KOHTAKTa BKJIFOYAIOT: COLIMATIBHBIE CETH, KOHTEKCTHAS PEKJIaMa, YaThl U KaHaJIbI
B MECCEH/IXKEpaX, BUACOXOCTUHTU U Jipyrue [9]. OTnnyue MHTepHET-MapKETUHTA OT
TPAJULIHOHHOIO 3aKJIK0YAETCSA TOJIBKO B TOM, YTO OH OCYIIECTBISAETCS B BUPTYaJIbHOU
cpene. OQHaKo, HECMOTPS HA 3TO y NPEANPUATUN KAaK CPEIHEro, TaKk M MaJloro
ousHeca, Bkirovass npeanpusatusi chepsl KKX, Bo3HHKaeT OonblIoe KOIUYECTBO
TPYAHOCTEMN B MPOIIECCE NEPEX0/IA B OHJIAKH.

NuTtepHeT 0051a1a€T HECKOJIBKUMU CIIENU(PUIECKUMU OCOOCHHOCTAMM, KOTOPBIE
OTJINYAIOT BEJICHUE MAPKETHUHIa B CETH OT aHAJIOTUYHBIX MPOLIECCOB B TPAIULIMOHHOM
mapketunre. Hanpumep, nadopmanuu korga-iu0o OTIpaBIECHHAS B CETh HE MOXET
OBITH B MOCJIEYIOIIEM OKOHYATENIBHO YIaJIeHa, 3TO SABJISICTCS U IUIFOCOM, U MUHYCOM
st ipennpusitust chepor yeayr [10]. Takke mapkeTHHroBas komnanusi B MlHTepuere
o0JaaeT TakUM KAaueCTBOM KaK TMIEPBU3YalbHOCThb. D()PPEKTUBHOCTH BUPYCHOIO
MapKETHHTa TAKXKe Bo3pacTaeT. Kpome Toro, CKOpOCTh paclpoCTpaHEHUs PEKIIAMHOTO
COOOIIEHUS JOBOJBHO BBICOKA, YTO YCJIOXHSET MPOLECC MPOTHO3UPOBAHUS
PE3yJIbTATOB MAPKETUHTOBOM KOMIIAHUH.

Hecmotpss Ha 3HauWTeNnbHBIM NOTEHIMAN HWHTepHeT-MapkeTuHra B JKKX,
CyIIECTBYET HEAOCTATOK CHUCTEMATU3UPOBAHHBIX HCCIICIOBAHUM, ITOCBSIIIEHHBIX
olleHKe 3(PGEKTUBHOCTU PA3JIMYHBIX CTpAaTerHii B 3TOW 00JacTH. DTO CO3AaET
MOTPeOHOCTh B MPOBEJEHWM HAYYHOT'O aHajin3a, KOTOpbI MOr Obl MpPEIOCTaBUTH
MPAKTUYECKUE PEKOMEHJALMU ISl YIPABISIOMMNX KOMIIAHUN IO ONTUMM3ALHNHN UX
MapKETUHTOBBIX IMOJIXO0/I0OB.

[Ipu wucnonb30BaHUK TPAAUIIMOHHOTO MAapKETHUHTa HEOOXOIUMO OOJIbIIIOe
KOJIMYECTBO 3aTpaT, KOTOPHIE 3a4acTyl0 HEMOCHJIbHBI OOJbIIE MYCTY MPEANPUSTAN
chepnt XKKX. Ognako, B UHTepHETE MHOTHE BOIIPOCHI PEIIAIOTCS TOpa3ao ObICTpee U
JIelIeBsie, YeM B TPaaUuIIMOHHOM o IiaitH MapKeTHHTE.

CnenyeT OTMETHTh, YTO B KOHIEMIMHU YIPaBJIEHUS B3aWMOOTHOIICHUSMH C
MOTPEOUTENSAMU JIeNaeTCsl OOJIBIINI aKIEHT HA KOMMYHUKATUBHYIO COCTABIISIIONILYIO,
YeM B KJIACCMYECKON Teopur MapkeThuHra. OCHOBOM TAaKTMYECKOTO IIAHUPOBAHUS
KOMMYHUKAIIMH C IIEJIEBBIMU IPYNIaMU SBJISIFOTCS:

— KOJIMYECTBEHHBIN M KaYECTBEHHBIN COCTAaB I1€JIEBBIX CETMEHTOB (OTIpeIeICHHE
MOTPeOHOCTEH, YPOBHS MPUTS3AHUHN, TTOKYATEIHCKOM CIIOCOOHOCTH U T. 11.);

— CTPYKTYypa U CoJiepKaHNe KOMMYHUKAITMOHHBIX 00paIlieHu;

— BBIOOp HauMMeHee 3aTPaTHBIX KaHajJOB KOMMYHHUKAIUM, pachpeiencHue
PECYPCOB YNPABIAIOLIEH OpraHu3aluu.

[TockonbKy J10OBIE M3AEPKKH, B TOM YHCIIE PEKIAMHOTO XapakTepa, JOJIKHBI
3aKJ1a/IbIBATHCS B TOJJOBYIO CMETY M COTJIACOBBIBATHCA C JKUJIbLIAMHU, OOJIBIINE 3aTPAThI
Ha KOMMYHUKAIIUOHHBIE MEPOIPUATHS MPAKTUUECKH UCKIIOYeHBI. [loaTomMy mepen
YIPaBJISIONIEH OpraHu3aIuell TakKe CTOUT CIOXKHAs 3a/1ada moucka 3()QPEeKTUBHBIX
HU3KOOIOPKETHBIX TUIOIIAI0K B3aUMOICHCTBUS C TIOTPEOUTEIISIMH.
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3AK/TIOYEHHUE

[lonBoast wurtorn paboOTHIl, CTOMT OTMETUTh, YTO H3yueHHas mpobiaema
JICUCTBUTENBHO KpaiiHe axTyanbHa. CoBpeMeHHble moTpedutenn TpeOyloT OT
KOMITAaHUM UATH B HOTY C TEXHOJOTMYECKUM Iporpeccom. B nenom 3a nocnegnue 20
JeT TMOTpeOuTeNb KapAUHAJIBHO TOMEHSJICS, W3MEHWIOCh TOTPEOUTEIbCKOE
MOBEJEHUE, TPeOOBaHMS K KOMIIAHWSAM M OTHOILIEHHE K pekiame. Ho Hapsnmy c
BBICOKUMH TpeOoBaHUsIMH, WHTEpHET NPEeAJIOKUI COBPEMEHHBIM MPEINPHUITHIM
Maccy BO3MOXKHOCTEH: HOBBIE MHCTPYMEHTBI, BO3MOXHOCTb OBICTPOrO U JIETKOIO
paciIipeHHtsl, JKOHOMUIO CPEJICTB Ha MPOJIBUKEHHUE, TECHBIN KOHTAKT C IOTPEOUTEIEM
UT. I

Cdepa XKKX cunraercss KOHCEpBATUBHON M 3aKpbITOW HOBBIM TEXHOJOTHSIM
OTPACIbIO, XapAKTEPU3YIOLIEHCS 3HAYUTEIbHBIM TEXHOJIOTMYECKUM OTCTaBaHUEM U
Heno(puHaHCUpOBaHUEM. DPPEKTUBHOCTh PA3BUTHUSL YMHBIX TEXHOJIOTUHN B KUJIMIIHO-
KOMMYHAJIbHOM CEKTOpPE€ MOJHOCTBIO ONPEAEIISIETCS 3alpocaMu U MPEeANOYTEHUSIMU
MOTpeOuTENel, CTENEHbI0 MX YIOBIETBOPEHHOCTH W BOBJIICUEHHOCTH B PA3BUTHE
JAHHOTO CEKTOpa, MpU ITOM OTOOp, (PUHAHCUPOBAHUE M BHEAPEHHE YMHBIX
TEXHOJIOTHI B yNPABICHHE MHOTOKBAPTHUPHBIMHU JIOMaMHU Je-I0pe HEBO3MOXKHBI O€3
COIJIaCOBAHMS C KWJIbLIAMH Ha OOIIKX COOpaHUSX COOCTBEHHUKOB.

[Toatomy pazBuTre YMHBIX TEXHOIOTHM Ha phIHKE JKKY MOXET HATH TOJIBKO O
IyTH BHEAPEHUS B pabOTy YIPaBIAIOIIEH OpraHU3alMi COBPEMEHHBIX HHCTPYMEHTOB
MapKeTHHIa B3aMMOOTHOIIEHUMN, BBISIBICHUS aKTyalbHBIX MOTPEOHOCTEHN KUTEIEH U
KOHCTPYMPOBAHUsI KOHKPETHBIX YMHBIX TEXHOJIOIMI, COOTBETCTBYIOIIMX 3allpocam U
OKHJIaHUSM LIEJIEBBIX AYJUTOPUH.
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SANOAT KLASTERLARINING RAQAMLI TRANSFORMATSIYASI
VA ISTIQBOLI RIVOJLANISH TENDENSIYALARI

Mamadaliyev Anazxon Ziyodillayevich
Namangan muxandislik-qurilish
instituti dotsenti v.b., PhD

Annotatsiya

Butun dunyo bo‘ylab ishlab chiqgarish tarmogqlari “Sanoat 4.0 inqilobi ostonasida
turibdi, bu jismoniy va virtual olamni birlashtiruvchi paradigmadir. O‘zbekistonda
shakllanayotgan sanoat klasterlari jumladan, to‘qimachilik klasterlari ham global
ragamli tayyor bo‘lolishi uchun aniq strategik yo‘nalishlar kerak. Ushbu maqolada
O‘zbekiston to‘qimachilik va tikuvchilik sanoatini raqamli transformatsiyalashdagi
asosiy muammolarni aniqlashga qaratilgan. Ushbu tadqiqot to‘qimachilik va tikuv-
trikotaj sanoatining ragamli transformatsiyaga o‘tishdagi asosiy to‘siglarni aniglash va
ularni yumshatish strategiyasini taklif qilish bo‘yicha asosiy yondashuvlarni belgilab
berishga yordam beradi.

Kalit so‘zlar: sanoat, transformatsiya, klaster, ragamlashtirish, strategiya,
raqamli transformatsiya, to‘qimachilik, tikuv-trikotaj.

AHHOTALIIUA
[Ipon3BOACTBEHHBIE CETH IO BCEMY MHUPY HAxXOIATCSA Ha IOPOTe PEBOJIIOLINAH
«Aunpyctpus 4.0» — napaaurMel, oObEIUHSAIOMIEH (PU3HYECKUI W BUPTyaIbHBIN

MUpbl. UTOOBI TEKCTHIIbHBIE KJIAacTepbl, (popmMupyoomuecs B Y30€KHCTaHE, ObLIM
rJ100a7IbHO TOTOBBI K HU(POBBIM TEXHOJIOTUAM, HEOOXOAUMBI YETKHE CTPATETMUECKHE
HarpaBjeHus. B JgaHHOW cTaThe CTaBUTCS 3ajladya BBISIBUTH OCHOBHBIE IPOOJIEMBI
nudpoBoit  TpaHchopMalMK  TEKCTUIBHOH HM  IIBEHHOM  MPOMBIIUICHHOCTH
V36ekucrana. DTO HUCCIEIOBaHHE IIOMOTAET OMNpPENEIUTh OCHOBHBIE MOIXOABI K
BBISIBIICHUIO OCHOBHBIX TIPEMSATCTBUH Ha MyTd MOUGPOBOKM  TpaHchopMaluu
TEKCTWIBHOM W IIBEWHOM MPOMBIIUIEHHOCTA UM NPEIJIOXKUTh CTPATETHUH UX
YCTpaHEHHS.

KurouesBbie CJIOBA: POMBILIIEHHOCTh,  TpaHchopmalus, KJIacTep,
uudpoBu3ays, crpaterus, Hupposas TpaHchopmanus, TEKCTUIb, IIUThE-BI3aHHE.

Annotation

Manufacturing networks around the world are on the brink of the Industry 4.0
revolution, a paradigm that combines the physical and virtual worlds. In order for the
textile clusters forming in Uzbekistan to be globally digital ready, clear strategic
directions are needed. This article aims to identify the main problems in the digital
transformation of the textile and clothing industry of Uzbekistan. This study helps to
identify key approaches to identify key barriers to digital transformation of the textile
and apparel industry and propose mitigation strategies.

Keywords: Industry, transformation, cluster, digitalization, strategy, digital
transformation, textile, sewing-knitting.

I ————
WWW.MARKETINGJOURNAL.UZ 63



KIRISH

Mustagqillik yillarida O‘zbekiston Respublikasida ragamli transformatsiyalashuv
bo‘yicha ko‘plab islohotlar amalga oshirilgan bo‘sa-da, aynan sanoatni
raqamlashtirish e’tibordan chetda qolgan. Raqamli transformatsiyalashuv bo‘yicha
asosiy islohotlar 2019-yildan boshlangan. Jumladan, O°‘zbekiston Respublikasi
Prezidentining 05.10.2020-yildagi PF-6079-son “Ragamli O‘zbekiston 2030~
strategiyasini tasdiglash va uni samarali amalga oshirish chora-tadbirlari to‘g‘risida”gi
Farmoni bu borada tashlangan ilk gadamdir. Ushbu farmonda “igtisodiyotning real
sektori tarmoglaridagi korxonalarda boshgaruv, ishlab chigarish va logistika
jarayonlarini avtomatlashtirish bo‘yicha 280 dan ortiq axborot tizimlari va dasturiy
mahsulotlar joriy etilishi”’[1] belgilab olingan.

To‘qimachilik sanoatini ragamlashtirish jarayonlari jahon miqyosida to‘rtinchi
sanoat ingilobiga mos amalga oshirilayotgan sanoat tarmoglaridan biri hisoblanadi.
Chunki, innovatsiyalar borasida asosiy tarmoqlar sifatida to‘qimachilik sanoati va
moda industriyasi o‘ziga xos o‘ringa ega. Birog ragamli transformatsiya imkoniyatlari
keng bo‘lsa-da, uning xavfi ham yuqori hisoblanadi. Mazkur murakkab landshaftda
ehtiyotkorlik va uzog muddatli strategiyalarni ishlab chigish ustivor tadgigot
yo‘nalishidir.

ADABIYOTLAR SHARHI

Sanoat 4.0 birinchi uchta sanoat inqilobidan farqli o‘laroq, aslida paydo
bo‘lishidan oldin yaratilgan. XVIII asrning oxirlarida boshlangan birinchi sanoat
inqilobi (Sanoat 1.0) bug® quvvati va mexanizatsiyalashgan ishlab chigarishga yo‘l
ochgan. Ikkinchisiga esa, energetika sanoatini rivojlanishi bilan bog‘lik bo‘lib, yigiruv
va mato to‘qish uchun elektr dastgohini ixtirosi bilan boshlangan. Taxminan 1870 va
1970-yillarda boshlangan keyingi ikkita sanoat ingiloblari mos ravishda ommaviy
ishlab chigarish va axborot texnologiyalari orgali amalga oshirilgan.[2] Sanoat 4.0
kiberfizik tizimlar (CPS), narsalar interneti (loT), radiochastota identifikatsiyasi
(RFID), katta ma’lumotlar (big data), sun’iy intellekt (artificial intelligence), aqlli
sensorlar, bulutli texnologiyalar to‘plamini birlashtirish orqali amalga oshirilishi
kutilmoqda.

Sanoatni ragamli transformatsiyasi, vertikal, gorizontal va oxirigacha
integratsiyalashgan holda “Sanoat 4.0”ga ishlab chigarish tarmoqlarining
o‘zgartirilishi natijasida samaradorlik 55% gacha va foyda 15% gacha oshirishi
prognozlagan.[3] Umuman olganda ishlab chigarishning barcha tizimlarni ragamli
texnologiyalarga moslashtiriladi, sensorlar, aktuatorlar va dasturiy ta’minot tizimlari
bilan to‘ldiriladi, bu esa ma’lumotlarni tezroq va real vaqtda qayta ishlash va uzatish
imkoniyatini beradi. Qaror gabul qilish sun’iy intellekt va mashinani o‘rganish
yordamida interaktiv tarzda amalga oshiriladi.[4]  Klasterlarni to‘rtinchi sanoat
inqilobiga yordam beruvchi vosita sifatida ko‘rib chiqish borasida Go6tz va
Jankowska[5] tadqiqot olib borgan. Sanoat 4.0 an’anaviy tarmogqlarning kuchli
tomonlarini ilg‘or internet texnologiyalari bilan birlashtiradi. Sanoat 4.0
virtualizatsiya, markazlashtirish va tarmoqlar tashkil etish orqgali ishlab chigarish
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landshaftlarini o‘zgartirishni talab etadi.[6] U to‘liq integratsiyalashgan va aqlli virtual
muhitning paydo bo‘lishini nazarda tutadi. Sanoat 4.0 klassik tarmogqlarning kuchli
tomonlarini ilg‘or internet texnologiyalari bilan bog‘laydi va ishlab chiqarish vaqtini
gisqartirib, samaradorlikni oshiradi.[7] Sanoat 4.0 tushunchasi ostida turli
konsepsiyalar yotadi jumladan, sensorlar va avtonom tizimlar bilan jihozlangan sanoat,
0°z-0°‘zini optimallashtirish va avtonom garor qabul qilish qobiliyatiga ega aqlli zavod
va fabrikalar; aqli mahsulot va sun’iy intellekt bilan ishlovchi individuallashtirilgan
mahsulot va xizmatlarni ishlab chiqish; butun ta’minot va ishlab chigarish zanjirlarini
tashkil etuvchi global ta’minot zanjiri va.x.k.[8] Umuman olganda “Sanoat 4.0”ning
asosly xususiyati global virtual faoliyat va uning amaliy ifodasi sifatida garash
mumkin. Ragamlashtirish va klasterlar o‘rtasidagi munosabatlarga oid tadqiqotlar
Barbara J. Eleonora Di M.[9] tomonidan o‘rganilgan. Maqolada to‘rtinchi sanoat
inqilobi davrida klasterlar xorijiy shuba korxonalar uchun ganday jozibador bo‘lishi
mumkinligini ko‘rib chigadi. Klasterlarning to‘rtinchi sanoat industriyasi bosqichiga
o‘tishidagi asosiy to‘siqlarni o‘rganish borasida eng yaxshi tadqiqot Majumdar
(Majumdar et al., 2021) tomonidan olib borilgan tadgigotdir. Unda klasterlarni Sanoat
4.0 ga moslashuvi bo‘yicha jami 14 ta omillarga e’tibor qaratadi. Ular quyidagilar:
malakali xodimlarning yetishmasligi, xodimlar uchun yugori malaka talablari, Sanoat
4.0 ni jorty qilish uchun tashkiliy va jarayonning murakkab o‘zgarishlari, tatbiq
etishning yuqori narxi, menejmentning tushunishi va majburiyatlarining yo‘qligi, IT
infratuzilmasi va Internet qamrovining yo‘qligi, uzluksiz integratsiya va moslik
muammolari, B8 ta’mirlashni qo‘llab-quvvatlash tizimi yetarli emasligi, Sanoat 4.0
uchun davlat tomonidan qo‘llab-quvvatlash va siyosatning yo‘qligi, tatbiq etish uchun
uslubiy yondashuvning yo‘qligi, Sanoat 4.0da loyihalarni boshqgarish va
budjetlashtirish bo‘yicha tajriba yo‘qligi, Sanoat 4.0da investitsiyalar uchun xavflarni
boshqarish vositalarining yo‘qligi, Sanoat 4.0da zaif tadqiqot va ishlanmalar va
muvaffaqiyatsizlikdan qo‘rqish kabilar.

Shunday qilib, Sanoat 4.0 ishlab chigarish jarayonlarini virtuallashtirish va
modullashtirishga olib keladi, CPS va loT asosida resurslarni rejalashtirish tizimi
(ERP), ta’minot zanjiri boshqaruvi, mahsulotning hayot aylanishini boshqgarish va
boshqa dasturiy ta’minot tizimlari bilan birgalikda moslashuvchanlikka erishadi.[10]
Bundan tashqgari, xufiyona igtisodiyotga barham beradigan ragamli kuzatuv amalga
oshiriladi.

METODOLOGIYA

Mazkur tadgiqotda  to‘rtinchi  sanoat inqilobi  davrida  klasterlar
transformatsiyalashuv jarayonlaridagi asosiy to‘siglar va muammolar rivojlangan
sanoati klasterlarini tahlili asosida amalga oshiriladi. To‘qimachilik sanoatida ragamli
transformatsiyani amalga oshirish bosgichlari mavjud imkoniyatlar doirasida ishlab
chigiladi.

TAHLIL VA NATIJALAR

O‘zbekiston to‘qimachilik sanoati ragamli transformatsiyaning boshlang‘ich
bosqichdadir. Klasterlarni raqamli transformatsiyasi bo‘yicha jahon va mamlakatimiz
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olimlari tomonidan ko‘plab tadqiqotlar amalga oshirilgan.

O‘zbekiston to‘qimachilik sanoati yalpi ichki mahsulotning 4% va sanoat ishlab
chiqarishiga 14% hissa qo‘shish orqali iqtisodiyotida juda muhim rol o‘ynaydi.
Ragamli O‘zbekiston — 2030 dasturi doirasida belgilangan asosiy vazifalar quyidagilar:

paxta-to‘qimachilik klasterlari texnikalarining agrotexnik tadbirlarni “onlayn”
nazorat qilish tizimlarini joriy qilish;

paxta-to‘qimachilik klasterlari ekin maydonlarini sug‘orish jarayonlarini
avtomatlashtirish;

paxta-to‘qimachilik klasterlarining moliyaviy-xo‘jalik jarayonlarini
avtomatlashtirishga garatilgan axborot tizimni joriy etish;

Biroq, to‘gqimachilik sanoatida ishlab chiqarishida ragamli texnologiyalardan
foydalanish amaliyoti keng. Jumladan, sensorli tikuv dastgohlari, radiochastotani
bo‘yash texnologiyalari, smart — lazer bichish uskunalari shular jumlasidandir. Biroq,
tikuv-trikotaj sanoatining aksariyati moliyaviy resurslar, axborot texnologiyalari (IT)
infratuzilmasi va malakali kadrlar bilan bog‘liq kamchiliklar va muammolari mavjud.
Agar ushbu to‘siglar aniglanmasa va ularni bartaraf etish strategiyalari ishlab
chigilmasa, to‘qimachilik va tikuvchilik sanoati ragamli transformatsiyaning
afzalliklaridan foydalana olmaydi. Shu sababli, to‘qimachilik va tikuvchilik sanoatida
Sanoat 4.0 ni gabul qilish va joriy etishdagi to‘siglarni o‘rganish va bu to‘siglarni
bartaraf etish uchun asoslarni ishlab chigish muhimdir,

2015-2019-yillar davomida Kklasterlarning innovatsiyalarni targatish sohasida eng
yugori reyting natijalari rivojlangan mamlakatlar hisoblangan AQSH (15), Germaniya
(7), Xitoy (6) va Yaponiyada (5) to‘g‘ri kelgan bo‘lsa. Rivojlanayotgan mamlakatlar
ichida Xitoy, Hindiston va Turkiya eng yaxshi 50 ta klasterga ega bo‘lgan davlatlar
sifatida gayd etish mumkin.

Eng muhim natijalar sifatida quyidagilarni e’tirof etish mumkin: ragamli
kommunikatsiya sohasidagi innovatsiyalar TOP-20 klasterlarining 8 ta’sirida eng
yuqori ulushga ega bo‘lgan, jumladan “San Diego, CA” klasterida 33,5 %, “Shenzhen—
Hong Kong—Guangzhou” klasterida 28.5 foiz, “Seoul” klasterida 17,2 foiz, “San Jose—
San Francisco, CA” klasterida 11,2 foiz, “Beijing” klasterida 21,1 foiz, “Shanghai”
klasterida 19,2 foiz, “Seattle, WA” klasterida 13,2 foiz, “Munich” klasterida 12,6
foizni tashkil etgan. Kompyuter texnologiyalari sohasi bo‘yicha patent
shartnomalarining 40,1 foizi “Seattle, WA klasteri hissasiga to‘g‘ri kelgan.1

Tahlil natijalaridan ko‘rinib turibdiki, klasterlar Sanoat 4.0 rivojlanishiga ta’sir
giladigan asosiy xab vazifasini o‘tamoqda. Ular nafaqat universitet, ilmiy-tadgigot
institutlari yoki yuqori malakali ishchi kuchi kabi ma’lum bilim atributlariga ega
bo‘libgina qolmay, hamkorlikda innovatsiyalarni rivojlantirish, innovatsiyalar
diffuziyasi va to‘planish mexanizmlarini ham ta’minlaydi. Chunki “Sanoat 4.0”’ning
asosly komponenti bo‘lgan innovatsilar aynan klasterlar tomonidan yaratiladi va
targaladi.

To‘rtinchi sanoat inqilobiga muvaffaqiyatli o‘tish klasterlarga xos bo‘lgan shart-
sharoitlarni talab giladi, chunki har bir klasterda o‘zaro ishonch, umumiy me’yorlar va

1 Source: WIPO Statistics Database, March 2021.
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gadriyatlar mavjud. Sanoat 4.0 uchun ilmiy-tadgiqgot, ishlab chigarish, logistika va
marketingga asoslangan AT infratuzilmasining aglomeratsiyasining virtual
konsentratsiyasi shakllanadi. Shuning uchun klasterlarni ragamli transformatsiyaga va
to‘rtinchi sanoat inqgilobini amalga oshirishga qaratilgan zamonaviy sanoat
siyosatining eng muhim tarkibiy gismi sifatida garalishi lozim.

“Sanoat 4.0” ishlab chiqarish infratuzilmasini rivojlanishini  ragamli
transformatsiya bilan gayta qurollantirish lozimligini belgilab beradi. Ragamlashtirish,
tarmoq yaratish va innovatsiyalarga asoslangan iqtisodiyotga o‘tish har qanday
klasterlar uchun eng muhim yo‘nalish sifatida garalishi lozim. Sanoat klasterlari
mamlakatlarning “Sanoat 4.0”ga o‘tishini uchun innovatsion markazlarga aylanishi
lozim.

“Sanoat 4.0”da ilmiy tadqiqot markazlari, universitetlar va boshga ta’lim
muassasalarining rolini ham e’tibordan chetda qoldirib bo‘lmaydi. Akademik
yuksaklikka erishishdan tashgari, amalga oshirilayotgan ta’lim dasturlari sanoat
klasteri talablariga moslashishi lozim. Shuningdek,  ta’lim muassasalari sanoat
Klasterlari bilan yagindan hamkorlik qilishlari kerak. Tayyorlanayotgan kadrlar
klasterlarning malaka talablariga to‘liq mos kelishlari lozim.

Ta’lim, fan va ishlab chiqarish o‘rtasidagi yaqin hamkorlik milliy innovatsion
tizim xususiyatiga bog‘liq bo‘ladi. DUI tamoyiliga asoslangan — "o‘rganish, qo‘llash
va o‘zaro ta’sir qilish" yoki STI — fan va texnologiyaga asoslangan innovatsiyalar.
Hozirda O‘zbekiston oliy ta’lim muassasalari faoliyati “Universitet 3.0” konsepsiyasi,
ya’ni ta’lim, fan, innovatsiya va ilmiy-tadgiqotlarni tijoratlashtiruvchi modeli asosida
ishlashga o‘tmoqda. Bu bosgich texnologiyalar transferini shakllantiradigan tizim
hisoblanadi. Fikrimizcha, “Sanoat 4.0’da oliy ta’lim “Universitet 4.0.” konsepsiyasi
asosida “zamonaviy sanoat va mintaqaviy muammolarni hal qila oladigan universitet”
konsepsiyasi asosida faoliyat yuritishi lozim.

So‘nggi yillarda sanoatda integratsion jarayonlarni boshgarishda blokcheyn
texnologiyasidan keng foydalanilmogda. Blokcheyn texnologiyalarning asosiy
xususiyati markazlashmaslik va o‘zgarmaslikdir. Bu boradagi tadqiqotlar asosan ikki
yo‘nalishga garatildi. Ulardan biri biznes talablarini gqondirish uchun blokcheyn va
loT(Buyumlar interneti) ga asoslangan ishlab chigarish tizimlaridan. Mazkur
texnologiyalar to‘qimachilik klasterlari faoliyatida  samaradorligini oshirishga
yo‘naltirilgan va faoliyat monitoringi va real vaqtda mahsulotlar sifat kafolati
muammolarini hal qilish uchun “Blokcheyn” dan foydalangan holda aqlli shartnomalar
orgali ishlaydigan tadqgigot ishlanmasi taklif etiladi. Ushbu taklif gilingan yechim
to‘qimachilik ishlab chigaruvchilariga har bir mahsulotning samaradorligi va sifatini
oshirishga yordam beradi.

Shuningdek, 10T texnologiyasi orgali avtomatlashtirilgan ma’lumotlarni kiritish,
Blokcheyn- ning markazlashtirilmagan, o‘zgarmas, tekshiriladigan va kuzatilishi
mumkin bo‘lgan xususiyatlari tufayli mijozning ishlab chigaruvchiga nisbatan
ishonchliligi va ishonch qobiliyatini qozonishga yordam beradi.

Ma’lumki transformatsiya uchun ma’lum vaqt va ko‘plab resurs talab etiladi.
To‘qimachilik sanoati ragamli tarsformatsiyaning barcha bosqichlariga tezkor
moslashuvchan hisoblanadi. Sababi, mazkur tarmoqgning o‘ziga xos bo‘lgan ustun
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jihatlari mavjud. Taklif etilgan to‘qimachilik sanoatini ragamli transformatsiyalashuv
bosqichlari qanday vositlardan foydalanish bo‘yicha strategik yechimni taqdim etadi.
Taklif etilgan bosqgichlar bo‘yicha amalga oshiriladigan faoliyatlar amaliy faoliyat
boshlagan platformalar faoliyatini kengaytirishga ham yordam beradi. Shu nuqgtayi
nazarda to‘qimachilik sanoatining raqamli transformatsiyasining asosiy yo‘nalishlari
1-rasmda aks etgan.

Bosqgichlar Vazifalar Vositalar va natijalar
I I
Ragamli Ilg‘or ragamli Blokcheyn, sun’iy intellekt,
transformatsiyani  |—»| texnologiyalarga |
gabul gilish investitsiyalar mashina o‘rganish, narsalar interneti
I
Ragamli infratuzilmaga mavjud IT tizimlarini modernizatsiya gilish; yangi
infratuzilmani N investitsilar va |, raqa_mh pIatfgrmgIarpl yaratlsh_; IUI’|I raqamll vo§ItaIarn|
S resruslarni ishlab chigarish jarayonlariga integratsiya gilish
rivojlantirish .
yo‘naltirish
I
B2B va B2C kengroq auditoriya, jismoniy do‘konlar bilan
Elektron tijoratni bo‘yicha

bog‘liq xarajatlarni kamaytirish, mijozlar bilan
mulogotni yaxshilash, market place, cotton
blockcheyn

gabul giling ) platforamlar ]
faoliyatini yo‘lga

an‘vich

Investitsiyalardan foydalanish samaradorligini
monitoring gilish, ERP, CRM

“Xom ashyodan

Kuzatuv tizimlarini tayyor
joriy etish 7| mahsulotgacha”  |™*]  va boshga vositlar. Dizayn va ishlab chigarish
kuzatuv tizimlari sifatini oshirish. Ishlab chigarish tannarxini
pasaytirish. Samaradorlikni o°sishi, yangi mahsulot
. o Chigindilarni kamaytirish
Barqaror ishlab chiqarish

rivojlanishga e’tibor |—»{ ~ Jarayonlarini L 1 energiya samaradorligini oshirish, netZero
garatish optimallashtirish

ga o‘tish bo‘yicha aniq maqsad belgilash

1-rasm. To‘qimachilik sanoatining raqamli transformatsiyalashuv jarayonlari
bosgichlari*

“O‘zto‘qimachiliksanoat” uyushmasi  o°‘z faoliyatini “Yagona darcha” tizimi
orqali konsalting xizmatlarini ko‘rsatish yo‘nalishiga o‘zgartirishini blokcheyn smart
shartnomalar asosida amalga oshirilishi transformatsiyalashuv jarayonlarini
tezlashtirish imkoniyatini beradi. Shu munosabat bilan uyushmada nafagat ishlab
chigarish formatini o‘zgartirishni ta’minlovchi loyihalarni: tejamkor modellardan aqlli
ishlab chiqgarishga, ragamli zavodlarga, yakuniy foydalanuvchi manfaatlarini hisobga
olgan holda mahsulot yaratishga, IT-texnologiyalardan foydalanishga va hokazolarni
qat’iy qo‘llab-quvvatlaydi va ilgari surish talab etiladi.

Smart shartnomalar to‘qimachilik mahsuloti uchun blokcheyn va IoT-ga

L Muallif ishlanmasi
[
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asoslangan klaster faoliyatida biznes jarayonlarini  va mahsulotni jismoniy
harakatlarini kuzatish tizimi muhim gismi tarkibiy gismi hisoblanadi. Butun tizim
Smart kelishuvlar orgali klasterlar faoliyatida samarali axborot almashinuvchini
ta’minlashga qaratiladi.

Smart shartnoma — bu markazlashtirilmagan, o‘zgarmas va tekshiriladigan
raqamli protokollar hisoblanadi. Smart shartnomalarda vogea ma’lum sharoitlarda
avtomatik ravishda ishga tushiriladi. Bu blokcheyn tarmoglarida biznes protokollarini
kuzatishga yordam beradi.

Taklif etilgan blokcheyn va 10T- ga asoslangan kuzatuv tizimimizning biznes
jarayonini belgilaydigan algoritmlarni ham ishlab chigish lozim. Yuqorida aytib
o‘tganimizdek, ishlab chiqaruvchi va mijozlar ishlab chigarish mahsulotlariga qarshi
aqlli shartnomalar tuzadilar. Ishlab chigaruvchi va mijozlar mahsulot ishlab chigish va
o‘zaro muloqotga ko‘ra biznes aloqalarini o‘rnatish uchun mazkur tizimdan
foydalanadi. Elektron mahsulot kodi (EPC) universal identifikator sifatida ishlab
chigilgan bo‘lib, u dunyoning istalgan nuqtasida va har doim har bir jismoniy obyekt
uchun noyob identifikatsiyani ta’minlaydi. Ushbu EPC kodi mahsulotni kuzatish
uchun RFID tegida saglanadi. Ushbu tizimlardan samarali foydalanish birlamchi xom
ashyo (paxta tolasi), ip yigiruvchilar, gazlama, trikotaj va tikuv mahsulotlari ishlab
chiqarish, B2B mijozlar va B2C iste’molchilar kabi har bir biznes jarayoni o‘zining
noyob identifikatori va kriptografik ravishda tayinlangan ragamli shaxsiy kalitdan
foydalangan holda tizim bilan o‘zaro bog‘lanadi va ular bir biri bilan samarali
kommunikatsiya gilish imkoniyati beradi.

XULOSA VA TAKLIFLAR

Sanoat 4.0.ga o‘tish va raqamli transformatsiyalashuv darajasini oshirish uchun
to‘qimachilik sanoatida ishlab chiqarish, fan va ta’limning kuchli integratsiyasiga
erishishi lozim. Ushbu 3 tomonlama harakat o‘zaro ta’sir spiralini hosil qgiladi va
innovatsiyalar transferiga keng yo‘l ochildi.

Ko‘pgina to‘qimachilik va tikuvchilik korxonalari joylashgan chekka hududlarga
ham ilmiy tadgigot markazlari va hukumat tomonidan e’tibor garatilishi lozim.
To‘qimachilik va tikuvchilik sanoati Sanoat 4.0.ga o‘tish va ragamli transformatsiya
uchun avvalo tashkiliy va texnologik o‘zgarishlar, xavflarni boshqgarish kabi
masalalarni qayta ko‘rib chiqishi magsadga muvofiq. Tarmoqqga xizmat qiluvchi oliy
ta’lim muassasalari faoliyatini yanada rivojlantirish, ularda AKTga ixtisoslashgan
mutaxassislarni ko‘paytirish lozim. Davlat tomonidan sanoat tarmoqlari xodimlari
uchun raqamli transformatsiyalashuvi bo‘yicha malaka oshirish dasturlariga e’tibor
garatishi, shuningdek, Sanoat 4.0 ni amalga oshirish xarajatlarini subsidiyalash orgali
sanoatni rivojlantirishi va to‘siglarni bartaraf etish uchun doimiy xamkorlik alogalari
o‘rnatishi lozim.

To‘qimachilik klasterlari va Oliy ta’lim muassasalari Sanoat 4.0ga yo‘naltirilgan
ilmiy-tadgiqot va ishlanmalarni amalga oshirishi, axborot tizimlari va
texnologiyalarning uzluksiz integratsiyasini amalga oshirish uchun hamkorlik
qilishlari kerak. To‘qimachilik klasterlari va OTMlarning o‘zaro hamkorligi AT,
sensorlar texnologiyasi, katta ma’lumotlar, sun’iy intellekt va analitika sohalarida
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kengaytirilishi lozim.

Har bir ishlab chigarish sanoati o‘ziga xos xususiyatga ega bo‘lganligi sababli,
yuqoridagi takliflardan boshga sanoat tarmoglarida ham foydalanilishi magsadga
muvofiq.
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YIIPABJIEHUE UHBECTUILIUSMU B PASBUTHUE YEJIOBEYECKOI'O
KAIIUTAJIA KAK ®AKTOP IIOBbILLIEHUA
KOHKYPEHTOCIIOCOBHOCTH NPOMBIIIJIEHHBIX IPEANPUATUM

TuaasaxoakaeB A3U3X0H AJTOXOHOBHY
Huctutyr TMC, PhD. npodeccop.

AHHOTALUA

B cratbe paccmarpuBaercs oreHka 3¢GGEKTUBHOCTH HWHBECTHIIMNA B
YEeJIOBEUECKHI KamuTajd Ha [pUMEpe OTJejJa MAapKETUHra MPOMBIIUIEHHOIO
NpeanpuaATHs. AHalIW3 BKIIOYAET JBa aCHEKTa: COCTaB COTPYJHHKOB OTHAENA U
OTHOCHUTENBHBIN KO3(PPHUIMEHT pyKOBOIANIMX KaapoB. Kpome Toro, Ha ocHOBE
MEPBOHAYAJIbHBIX HMHBECTUIMN W JEHEKHOTO MOCTYIUIEHHS, a TaKXe JaHHBIX O
K03 (UIIMEHTE KOHKYPEHTOCIIOCOOHOCTH PaOOTHUKOB, CTAThs MPEAJIAraeT METOUKY
JUISL  ONPENEICHUS ONTUMAJIBHOIO HCIIOIB30BAaHUSA YEJIOBEYECKOTO KaluTaia.
[IpennoxkeHHble METOJBl U IMOAXOJAbl HANpPABJICHbl HA PAallMOHAIBHOE YIIPABICHUE
CpeICTBaMH, IUIAHMPOBAaHME MHBECTULMH Ha  Oyayliee M TOBBIIICHHE
KOHKYPEHTOCIIOCOOHOCTH MPOMBILIUIEHHBIX MPEANpHUATHH uepe3 ONTUMaJbHOE
HCITOJIB30BAHUE YEJIOBEYECKOIO KalUTAalIa.

KuroueBbie  cJjioBa: HMHBECTUIMUM B YEJIOBEUYECKUH KaNMTall, OIEHKA
3((PEKTUBHOCTU HHBECTULUH, KOIPPUUHUEHT PEeHTAO0ETIbHOCTH WHBECTULUN, OTIEN
MapKeTUHra,  (UHAHCOBBIE  TOCTYIUIEHUS,  ONTHUMAJIbHOE  HCIIOJIb30BAHUE
YeJI0BEYECKOIO KanuTasia, KOHKYPEHTOCIIOCOOHOCTb, YKOHOMHUYECKAs
3 PEKTUBHOCTD, pa3BUTHE YEIOBEYECKOrO KaruTalia

Annotatsiya

Magolada sanoat korxonasining marketing bo'limi misolida inson kapitaliga
investitsiyalar samaradorligini baholash ko'rib chigiladi. Tahlil ikki jihatni 0'z ichiga
oladi: bo'lim xodimlarining tarkibi va boshgaruv xodimlarining nisbiy nisbati. Bundan
tashqari, dastlabki investitsiyalar va pul ogimlari, shuningdek, xodimlarning
ragobatbardoshlik koeffitsiyenti ma'lumotlariga asoslanib, maqola inson kapitalidan
optimal foydalanishni aniglash metodologiyasini taklif giladi. Taklif etilayotgan usul
va yondashuvlar mablag‘larni oqilona boshqgarish, kelajakka investitsiyalarni
rejalashtirish va inson kapitalidan optimal foydalanish orgali sanoat korxonalarining
ragobatbardoshligini oshirishga garatilgan.

Kalit so‘zlar: inson kapitaliga investitsiyalar, investitsiyalar samaradorligini
baholash, investitsiyalar rentabelligi koeffitsiyenti, marketing bo'limi, moliyaviy
daromadlar, inson kapitalidan optimal foydalanish, ragobatbardoshlik, iqgtisodiy
samaradorlik, inson kapitalini rivojlantirish

Abstract
The article examines the evaluation of the effectiveness of investments in human
capital using the example of the marketing department of an industrial enterprise. The
analysis includes two aspects: the composition of the department's employees and the
relative ratio of management personnel. In addition, based on the initial investment and
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cash receipts, as well as data on the employee competitiveness coefficient, the article
proposes a methodology for determining the optimal use of human capital. The
proposed methods and approaches are aimed at rational management of funds, planning
investments for the future and increasing the competitiveness of industrial enterprises
through the optimal use of human capital.

Keywords: human capital investments, investment efficiency evaluation, return
on investment coefficient, marketing department, financial receipts, optimal use of
human capital, competitiveness, economic efficiency, human capital development

BUAEHUA

B ycnoBusix coBpeMeHHOW — rioOaiu3allid  SKOHOMUYECKOE  pa3BUTHE
XapaKTEepU3yeTCsl YCUICHHEM KOHKYPEHUUH B IESITEIBHOCTH MpEanpuaruil. B stom
COPEBHOBAHHH TOJILKO CaMbI€ YCIICIIHbIE XO35UCTBYIONINE CYOBEKTHI MOTYT JOCTHYb
BBIOpPaHHOM 11e/1H.

I'myGokue CTpyKTypHBIE MpeoOpa3oBaHUsS OCYIIECTBISIOTCS B DSHEPIETHUKE,
HeTerazoBoM, reoJoruyecKoM, TPAHCIOPTHOM, JOPOKHOM, CEIbCKOM U BOJHOM
X035IMCTBE, MUTHEBOM BOJIOCHA0KEHUH U TEIJIOCHAOXKEHUU U IPYTuX oTpacisax. B 12
BEIYILIMX OTPacCisX MPOMBIIUICHHOCTH YCKOPEHHBIMU TEMIIAMU PEaU3yI0TCs
MpOTpaMMbl MOJICPHHU3ALIMM U TOBBIIICHUS] KOHKYPEHTOCIIOCOOHOCTU. B pesyinbrare
SKOHOMHUYECKUI POCT B MPOULIOM Toxay coctaBui 5,6 %. OO0beM Hpou3BOJICTBA
MPOMBIIIJICHHOW MPOAYKIMU yBenudwics Ha 6,6 %, skcnopra Ha 28 %. Hamm
30JI0TOBAJIIOTHBIE PE3EPBBI YBEINYUIUCH Ha 2,2 MiipA. nosutapoB CHIA no 28,6 mupg.
notapoB CIIA B Teuenue 2019 roaa [1].

[To nanubm Lentpobanka, B 2022 roy 30J10TOBAIOTHBIE pe3EPBhI Y 30€KUCTaHa
YBEIIMYUIIUCH 32 Mecsl] Ha 935,6 muuioHa qojapoB U Ha 1 maprta gocturiu 35,36
Muwmmapaa aojuiapo CIIA. YBennueHne BajJoBBIX PE3EPBOB MPOU30LUIO 3a CYET
aKTUBOB B MHOCTpaHHOU Bamtore (yBenuuenue Ha 983 mun. momn. CIIIA). 3anace
30J10Ta yMeHbIIIIIKCH Ha 50,4 maH. goutapos CIIA [2].

AHanu3 JIUTepaTyphl.

[To mHenuto DnBuHCCOHAa U MbpanoyHa [3], «4EIOBEYECKUN KamuTal SIBJISIETCS
CTpaTEruM4eCcKUM PE3EPBOM MPEANPUATHS, TO3BOJISIONIUM MMOTYyYaTh JOTOJIHUTEIHHBIN
JI0XOJ1 KaK COOCTBEHHUKY, TaK U MPEANPUSATHUIO.

3apyOexxnbie dkoHOMHUcTamM, TakuMu Kak K.KoBambuyk, W.Dpumas,
E.®puMeHoB mpoaHaiM3upOBaHbl HAYYHBIE MOJIXO0IbI K COJAEPKAHUIO XapaKTEPUCTUK
YeJI0BEYECKOr0 KanuTaia U MPejIoKeHO pacCMaTPUBATh YEJIOBEUECKUN KalUTall KaKk
COBOKYMHOCTh HWHTEJICKTYaJIbHBIX CIIOCOOHOCTEH ¥ HaBBIKOB, NPUOOpPETAEMBIX
YEJIOBEKOM B MPOIECCe O0YyUECHHSI U TPAKTUUECKON JAESTEIHHOCTH, YTO TTO3BOJISIET KaK
— COOCTBEHHUKY KamuTaia, a MPEANpHUsATHE MOIy4YaeT JOTMOTHUTEIBHBINA TOXO ] TPH
7 ()EKTUBHOM €ro HCMOJIb30BAaHUM B MPOU3BOJICTBEHHOW IEATEIHHOCTU, a TaKKE
MOBBINIAET KOHKYPEHTOCIIOCOOHOCTh MpeaAnpusTus [6].

ITo MHEHHIO aMepukaHcKoro skoHomucra P. Illuiiepa, yenoBeyecknuii Karura
cocraBisier 72,1 % wnanmonanbHOTO OorarctBa CIIIA. Kak m oOBIUHBIN KammmTal,
YeJI0BEYECKHE CIIOCOOHOCTH, 3HAHUS U HABBIKA UMEIOT CBOMCTBO HaKaruIMBaThes [4].
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Kpome Toro, ux ¢dopmupoBaHue U pa3BUTHE TPEOYIOT OOJIBIIMX BPEMEHHBIX,
TPYJOBBIX, MAaTEPHAIBHBIX U (PUHAHCOBBIX PECYPCOB, T.€. BIIOKEHUMN, KaK CO CTOPOHBI
JUYHOCTHU, TAK U MPEANPUATHS.

METOAO0JIOI'Us

OcHOBHOM MTPOOIIEMOI1, C KOTOPOH CTATKUBAIOTCS COBPEMEHHBIE X031 CTBYIOIINE
CYOBEKTHI, SIBISETCA OLEHKA 3(PPEKTUBHOCTH MHBECTUIIUN B YETOBEUYECKHUM KalUTAal.
NHBecTULIMM B YEJIOBEUECKUN KaUTal UMEIOT PsAJl XapaKTEPUCTUK, OTIMYAIOIIUX UX
OT IPYTUX BUJOB UHBECTUIIUH:

1. Otgaya OT BIIOKEHUI B YETOBEYECKUI KaNUTaJl HAMPSAMYIO 3aBUCUT OT CPOKa
€ro HOCUTEJS (JUTUTETLHOCTH TPYAOBOTO CTAaXKa).

2. YenoBedecKui KanmuTaa COCOOEH HE TOJIBKO K (PU3MYECKOMY U MOPATHLHOMY
W3HAIIMBAHWIO, HO M K HAaKOIUICHHUI0O W BOCIPOM3BOJACTBY. (OeciieHuBaHue
YEeJIOBEYECKOr0 KalHTalla OIpPEIEseTCs, BO-TIEPBbIX, ECTECTBEHHBIM H3HOCOM
(cTapeHneM) opraHu3Ma 4eJloBeKa U €ro cuneuupuiecKUMH NCUuXo(pu3n0I0rnYECKUMHU
(YyHKUMSIMH, BO-BTOPBIX, YPOBHEM MOPAIBHOTO (3KOHOMHYECKOT0) H3HOCA
BCJICJICTBUE YCTAPEBAHMS 3HAHUN WM U3MEHEHHUS LIEHHOCTU 00pa30BaHMUs.

Hakonnenune d4enmoBeyecKoro KamurTaiga OCYIIECTBISIETCS B MpOLEcce
MEPUOINYECKOM TEPEenOoAroOTOBKM paOOTHUKA M HAKOIUIEHHS MPOU3BOJICTBEHHOIO
onbiTa. IIpyM HEnmpepbIBHOM OCYLIECTBIECHUU HTOrO0 MPOLECCa KAUYECTBEHHbIE U
KOJIMYECTBEHHBIE XapaKTEPUCTUKU (Ka4€CTBO, BEIMYMHA, CTOUMOCTD) YEJIOBEYECKOIO
KanuTasaa MOCTOSHHO YJIyYIIatTCs.

3. Bo3HHKaeT «B3aUMHBIA MYJIbTUIUIMKATUBHBIA 3PdekT» B (HOpMUPOBAHUU
yenoBevyeckoro kanuraia. CyTh €ro 3akilfo4aeTcsi B TOM, UYTO B Ipoliecce oOydeHus
COBEPUICHCTBYIOTCS M YBEJIMUMUBAIOTCS HE TOJBKO XaPAKTEPUCTUKHU YUAIIErOCs, HO U
€ro CIOCOOHOCTH, KOTOPbIE MPAKTUKYIOTCS, a 3aTEM IPUBOIAT K YBEIMUEHUIO JOXO/I0B
IIEPBOT0O ¥ BTOPOTO MOPsJIKA.

4. Tlo cpaBHEHHMIO C BJIOXKEHUSMH B JPYrH€ pas3jinyHble (POpMBI KamuTasia
BJIO’)KCHMSI B YEJIOBEUECKUW KaluTaj SBIIAIOTCS HauOoyiee BBITOAHBIMH KaK C TOYKHU
3pEHUs OTIAEIBHOrO PabOTHUKA, TAK U C TOYKH 3PEHUS YIIPABICHUS MPOMBILIIEHHBIM
npeanpusaTueM [S].

[Ipu BIOXEHUU JIEHET B YEJIOBEUECKHUI KamuTal y PYKOBOJCTBA MPEANPHUATUS
BO3ZHMKAET PsIJi BOIIPOCOB, CBSI3aHHBIX € 3()()EKTUBHOCTHIO BIIOKEHUIA:

» OKymnaroTcs U BJIOKCHUS (KAKOBO BIUSHUE BIIOKCHHH B YEIIOBEUCCKHM
KanuTan)?

» Kakux pe3ysbTaToB MOXKHO OKUIATh OT HHBECTHIINN?

» CKOJIbKO BaM HY)KHO OyJIeT HHBECTHPOBAThH?

» KakoBbl HHBECTHIIMOHHBIC BO3MOKHOCTH?

» pa3BUBaTh UEJIOBEUCCKUH KalWTal KaK OICHHUTHh IICJIeCOO00Pa3HOCTh
WHBECTULIAI?

CeromHst CyHIECTBYET MHOXECTBO PA3NMYHBIX MOAXOJOB K YIPABICHUIO
MHBECTULIMSIMU B  4YelloBeueckuit kanutan. [ns sddexktuBHOr0 ynpapiieHUs
MHBECTUIMAMU B yenoBeueckuil kanutan FO.DuueHi [6] npeyiaraet UCHoJIb30BaTh
KO3 PUIeHT:
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[P-R-Z+L]

KOHC= (1)

I'me: P — mpuObuib mpennpusTus;

R — BanoBbIe pacxo/Ibl MPEaPHUITHS;

Z — (houp ormiaTel Tpyaa.

O.I'. Baransu [6] mpennaraet ciaeayomryto Gopmyiry 3pGeKTHBHOTO YIpaBICHUS
WHBECTUIUSMU:

G = T 2)

['ne: Xk — 00beM 4enoBeuecKoro KaruTaia Ha KOHEIl Ieproia;

XN — 00beM YeIOBEYECKOT0 KanuTaaa Ha Hayallo Mepro/a;

Y — MHBECTUIIMU KOMITAHUU B YEJIOBEUECKUI KaMUTal.

Jnst  pacyera 3HaueHHsT Y  PEKOMEHIYETCS  YUYUTHIBaTh  CIEAYIOIIHNE
COCTABJISIIONIIME: pacxoibl Ha MpodecCHOHATBHYI0 MOATOTOBKY, OOpa3oBaHUE,
oOydenue u T. 1. OHAKO aBTOPHI HE YUYUTHIBAIOT TAKOW SKOHOMUYECKUIN MMOKa3aTeNb,
KaK CyMMa JICHEe)KHBIX MTOCTYIUICHUH OT SKOHOMUYECKOH JIeSITEIbHOCTH pa0OTHUKOB B
pe3ysibrare uHBecTHUMKA. Ha oOCHOBE 3TOro MOXHO cAenaTh BBIBOZ, 4YTO
UCIIOJIb30BAaHUE MPEMJIOKEHHBIX METOJIOB HE JA€T MOJHOM BO3MOYKHOCTH ISt
3¢ PeKTUBHOTO yIpaBieHUsl, IJIAHUPOBAHUSI, OPraHU3AIIMU U KOHTPOJIS MHBECTULIUM B
YeJI0BEYECKUM KaluTall COTPYITHUKOB KOMIIAHUU.

AHAJIN3 U PE3YJIBTATDBI

B rtabmuue 1 npuBeaeH cocTaB COTPYAHUKOB OTAENa MApKETHHIa
MPOMBIIUIEHHOTO MPEANPUATHS, a B TaOIHIEe 2 — OTHOCUTENIbHBIA KOA(P(UIIMEHT
PYKOBOJAIIMX KaapOB OTAENa MApKETHUHIa IMPOMBINUIEHHBIX HOpeanpusatui [8], a
TaKXke cyMma J0X0J0B paboTHUKOB B 2017-2019 romax oTpa)keHbl OCYIIECTBICHHbIC
B 2017 rogy WHBECTUIIMM Ha Pa3BUTHUE YEJIOBEUECKOI0 KamuTajla U JCHEKHbBIC
CpeACTBa MX JIMYHBIE JaHHbIE C YKa3aHUEM CYMMbl W HMX JOXOAbl OT
npeanpuHuMaresbckoi aesitensHocty B 2017-2019 romax.

Taoauna 1
COprI[HHKI’I 0TACJIA MAPKECTHUHI'A IPOMBIINIJICHHOI'O NPEANIPUATHS
Ha3zBanue 10/J:KHOCTH Kon Ha3Banue 10JI:KHOCTH Kon

HavanbHuk otaena MapkeTuHra

1 DKOHOMMCT-MApPKETOJIOT 1-i1 KaTeropuu 4
3aMecTUTEIb HaYaJIbHUKA OTJIelIa

2 DKOHOMHCT-MAPKETOJIOr 1-ii KaTeropuu 5
DKOHOMHCT-MApPKETOJOr 1-i
KaTeropuu 3 DKOHOMHUCT-MapKETOJIOr 1-i Kareropuu 6
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Tadoauna 2
JIn4HbIe JaHHBbIE COTPYIHHUKOB OT/1€JIa MAPKETHHI A MPOMBIIIJIEHHOT 0

npeAnpuATHS
= C =
E ” >< -
JIOJIKHOCTD EE 2o =8 EE% §§ 258 = &
z3|zE[88 |EE¢ 2 | E=Egce
S s=| s=| E5 T 2o 32 83 Ea
g c2les| EE | E=zY 2| 5SEiz
g < B “Q"-e-s“j =] & == :(,:sqc
2 28| 25| E & g =qQO SED| JEZ3SQ
] E = E 53 o = T g = = E‘ g il o
22| 2 &l 8 53 2 = Sss33
§S[8°|=2 [z:&¢ 22 | Z2EES
E. = 5 # 2 Q -
PykoBogutens oTaena
MapKeTHHIa 30 3 7 0,64 357000-00 |  29000-00 15000-00
3aMecTuTeNh HaYaIbHUKA
orjena 30 3 5 0,52 280000-00 |  43789-00 35250-00
DKOHOMHCT-MapPKETOJIOT
1-i1 kateropuu (1) 28 2 4 0,57 168000-00 | 41500-00 26353-00
OKOHOMHCT-MapKeTOJIOT
1-i1 xkateropuu (2) 25 2 2 0,54 213000-00 | 31240-00 18400-00
OKOHOMHCT-MapKETOJIOT 26 1 4 0,57 241000-00 |  36800-00 25900-00
1-ii kateropuu (3)
OKOHOMHUCT-MapKETOJIOT 28 3 3 0,47 256000-00 | 32100-00 20060-00
1-it kateropuu (4)
Bcero 1515000-00f 214429-00| 140963-00

Jls11 000CHOBAaHHOCTH MHBECTULIMN B YEJIOBEUECKUI KamuTald NpeaupUsTUs U
3((EKTUBHOCTH  €ro  OLEHKM NpearaeTcsi HUCHOJb30BaTh  KO3(PPUIMEHT
pPEHTA0EIbHOCTH HWHBECTULMN KaK OTHOLIEHHE CYMMbl CPEAHETOJIOBBIX JEHEKHBIX
MOCTYIJIEHUHA OT 3KOHOMHMYECKOW AesTeNbHOCTH 3a mATh jJeT (2017-2019 rr.). Ha
CyMMY NIEpBOHAYaJIbHbIX NHBECTULINH.

n QTR:
HT = NxUI!LL- (3)
I'me: UILI — cymMMa niepBoHaYaIbHBIX HHBECTHIIHIA,
QTR% —~ CyMMa JICHSKHBIX CPEJACTB, TMOJYYCHHBIX OT SKOHOMHYECKON
NEATEIbHOCTHU 3a 2 KBApTall;
N — mepuoa OLICHKH CYMMbI JIEHEKHBIX TMOCTYIUICHHM, MOJY4YEHHBIX OT
SKOHOMMYECKOM JAESATETLHOCTH KaXI0r0 paOOTHHUKA.
on QTR X @7 1000,
UL,
['me: UIL1 — cymma nepBoHaYaIbHBIX HHBECTHUIINN; (4)
@;

— OILICHKA KOHKYPEHTOCITIOCOOHOCTH COTPYTHUKOB;

QTR —n - cymMMa JIeHET, MOTyYEHHBIX OT SJKOHOMUYECKOM JIEATEIBHOCTH 32 PAJL
JIET.

Ha ocHoBe mnpeminoxkeHHON (GOpMyIbl MOXHO OTCICKUBATH JUHAMUKY
OKYyIaeMOCTH WHBECTHUIIMH 3a OIpEIENCHHbI Mepuoj coTpyaHUkoB. CpenHee
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3HaYeHue S(PGEeKTUBHOCTM B HOPMATHBHON (opme, CBeleHHs O CTaxke paboTh
COTPYAHUKOB W KOX(P(UIIMEHTE KOHKYPEHTOCIIOCOOHOCTH TO3BOJISIOT PACCUUTATH
ONTUMAJBHOCTh HCIOJIb30BAHMS YEJIOBEUECKOTO KamWuTajda TMpU  HCIOJHEHUHU
COTPYJIHUKOM (PYHKIIMOHATBHBIX 00sI3aHHOCTEH MO TOaMm.
B Tabnumne 3 mpencrtaBieHa oOlieHKa KOHKYPEHTOCIIOCOOHOCTH COTPYIHHKOB
OTJIeJIa MAPKETUHTa IPOMBIIIJICHHOTO PEIPUSITHS.
Tadauua 3
OueHka KOHKYPEHTOCIHOCOOHOCTH COTPYIHUKOB OT/I€J1a MAPKETHHIa
NPOMBIILIEHHOT0 NPeINPUATHS

Cpenneedy Ouenka
T'on HKUMOHUP | KOHKYPEHTO-
OBaHHUe CIOCOOHOCTH
Io3un 2015 2016 2017 2018 2019 CBP @
KO/
TG =7 (as x CBP)
5
1. | omenka (Y) 0,796 0,831 0,842 0,702 0,831 0,8 0,66
2. | omenka (Y) 0,762 0,793 0,803 0,641 0,721 0,74 0,55
3. | omenka (Y) 0,716 0,807 0,739 0,563 0,781 0,72 0,38
4. | ouenka (Y) 0,808 0,761 0,626 0,536 0,743 0,715 0,41
5. | onenka (Y) 0,651 0,717 0,751 0,548 0,701 0,69 0,317
6. | omenka (Y) 0,612 0,51 0,632 0,507 0,649 0,54 0,21
7. | onenka (Y) 0,462 0,547 0,541 0,471 0,562 0,49 0,20
8. | omenka (Y) 0,491 0,593 0,441 0,394 0,524 0,47 0,21
9. | omenka (Y) 0,639 0,537 0,702 0,490 0,651 0,60 0,409
10. | ouenka (V) 0,581 0,635 0,682 0,454 0,591 0,59 0,339

Hcnonb3yss mnepBOHayadbHbIE WHBECTULHUU M JCHEKHBIE MOCTYIUICHUS OT
sKoOHOMHUYeCcKOi aesTenbHocTH B 2016-2019 romax, a Taxke wuHGOPMAIHMIO O
Kod(PUIMeHTEe KOHKYPEHTOCIOCOOHOCTH PAOOTHUKOB B OIPEACIICHHBIN TMEeproj
MOYXHO OIpPEACIUTh ONTUMAJIbHOE HCIOJIb30BAHUE YEJIOBEUECKOro KamuTaiga B
MPOIIECCE BHIMOTHEHUS (PYHKIIMOHAJIBHBIX 33]1a4.

QTR X ¢
# = —— x 1009%,
UIL % (5)
I'me: UIL — cymMma mnepBoHaYaldbHBIX HMHBECTHIIMH; (@ — PEHTHHTOBBIN

KOd(DPUITMEHT KOHKYpeHTOCIIOCOOHOCTH cOoTpyAHuKOB; QTR — cymma neHEXHBIX
MOCTYIUIEHUM OT SKOHOMUYECKOU JearesbHocTh B 2016-2019 rr.

OO0beM TMepBOHAYAIBHBIX BIIOKEHUN B PAOOTHHKOB M O0BEM IUIAHUPYEMBIX
BJIO)KCHHMI Ha JNajbHEHIee Pa3BUTHE YEIOBEUECKOTO KarnTajaa MOYKHO ONPEICIUTh,
HCITOJTB3YSI HH(POPMAIIHIO 00 ONITHUMAaJILHOM MCIIOJIb30BAaHUH YEJI0BEUYECKOTO KaruTaia
KaXJIbIM U3 HUX (TabI. 4).
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Taoauna 4

O0beM MHBECTHIIMI, 3ATVIAHUPOBAHHBIX HA JajbHelillee pa3BUTHE
YeJI0BEYEeCKOr0 KanuTaiaa

Kon Joxoanocts [Cymma nenesxxnsbix | HauanbHblil | AnekBaTtHocTh | O0beM HHBeCTHIIMIA,
MO3MIUM [MHBECTULU,| moOCTyNIeHu# 00bem HCIOJIb30BAHUS | 3aMJIaHUPOBAHHBIX
n (%) 0T IKOHOMHUYECKOI | HHBECTULIMH |Ye/I0BEeYeCKOro Ha JajIbHelIee
JesiTe IbHOCTH UIL KanurTajia, 3 pa3BuTHE
B 2017-2019 rr. 4eJI0Be4eCKOro
kamutana TEF (4 x 5):
100
1. 19,0 39986-00 42090-00 62,79 26428-00
2. 16,1 35250-00 43789-00 44,26 19381-00
3. 11,3 23153-00 40978-00 21,79 8905-00
4. 12,7 26353-00 41500-00 26,04 10807-00
5. 8,6 18352-00 42678-00 13,62 5813-00
6. 6,3 12989-00 41234-00 6,61 2726-00
7. 6,1 12014-00 39389-00 6,11 2407-00
8. 6,9 14073-00 40791-00 7,25 2956-00
9. 12,7 27904-00 43943-00 25,98 11416-00
10 10,8 22648-00 41940-00 18,31 7679-00

[To BenuumHEe peHTAOCIBPHOCTH UHBECTUIIMM COTPYAHUKOB OT/IC/Ia MapKETHHTa
MOXHO Pa3JeiIUuTh Ha KATErOpUU IO CICAYIOIIMM KpPUTEPHUAM: «3PEHEKTUBHOCTD
unBectunuit» (16-19 %); «locrarounas a3 extuBHOCTS HHBECTUIHI (8,512 %), a
TaKke «HEMHBECTUIIMOHHAs 3PheKTUBHOCTHY (<8,5 %) (Tabn. 5).

Tabauuna S
Kaaccupuxanus meHeaxepos 1o 3pPpeKTUBHOCTH HHBECTHLIUH

Kpurepuu onpeaejieHusi Kareropuu Juana3oH 3ppekTuBHOCTH YucjieHHOCTh
MeHeKepa uHBecTumii (%) MEHe/:KepoB
«OPPEeKTUBHOCTh HHBECTULIUII» 16-19 2
«390¢(hHeKTUBHOCTh UHBECTUIIMH 8,5-12 3
JOCTaTOYHAas»

«HeahhekTHBHOCTE WHBECTHUITHIN <8,5 % 5

» OCYIICCTBJICHUE PallMOHATBHOTO U 3((PEKTUBHOTO yIPABICHHS CPEACTBAMU

B pPa3BUTHM YCJIIOBCUYCCKOI'O KalluTaJja pa6OTHI/IKOB,

WHBECTHIIMHA Ha OyayIIUe TICPUOIBI;
» OIpENCIICHAE ONTHUMAJIBLHOTO WCIOJIh30BAaHUS YEJIOBEUECKOTO KaIrnTasia
COTPYAHHKOM Kak (hakTopa TIOBBIIICHUS KOHKYPEHTOCIOCOOHOCTH
MIPOMBITTUICHHBIX TPEIITPUSITHI;
» Knaccudukarys MeHeKEpOB 10 3P (HEKTUBHOCTH HHBECTUPOBAHHS.

CIIMCOK UCHOJIb30BAHHOM JIUTEPATYPHI

1. http://uza.uz/oz/politics/zbekiston-respublikasi-prezidenti-shavkat-mirziyeev-ning-
oliy-25-01-2020
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RAQAMLI IQTISODIYOTDA ELEKTRON TIJORATNI RIVOJLANTIRISH
ISTIQBOLLARI

Parpiyeva Malika Muxamadjonovna
TATU, Menejment va marketing kafedrasi assistenti
E-mail: malikaxonparpieva83@gmail.com

Annotatsiya

Magolada ragamli iqtisodiyotda elektron tijoratni  rivojlantirishning
imkoniyatlari, afzalliklari, kamchiliklariga va mamlakatimizda ragamli iqtisodiyot
sharoitida elektron tijoratning o‘rni va ahamiyati, uning rivojlanish bosqichlari,
kelajakda rivojlanish imkoniyatlari to‘g risida fikr-mulohazalarga ta’rif berilgan bo‘lib
ushbu sohaning dunyoni rivojlangan mamlakatlari migyosida tarixiy rivojlanish
bosqgichlari o‘rganilgan. O°zbekistonda ragamli iqtisodiyotning rivojlanganlik darajasi
tahlil gilingan hamda rivojlangan mamlakatlar tajribasi asosida bu sohani yanada
rivojlantirish, mavjud kamchiliklarni bartaraf etish yo‘llari bayon qilingan.

Kalit so‘zlar: ragamli iqtisodiyot, elektron tijorat, elektron bozor, axborot-
kommunikatsion texnologiyalari, internet tezligi, vyalpi ichki mahsulot,
raqobatbardoshlik, intensiv rivojlanish, masofaviy ta’lim, onlayn darslar, yuqori
samaradorlik, kompyuter savodxonligi.

AHHOTALIUA

B craree omnmcaHbl BO3MOXHOCTH, NPEUMYIIECTBA, HENOCTATKH Pa3BUTHA
AJIEKTPOHHOM KOMMEPLHUHU B YCIOBUSX LHU(PPOBOM SKOHOMHUKH, pOJIb U 3HAUYECHUE
AJIEKTPOHHOM KOMMEPLIMHU B YCIOBUSIX IIU(PPOBOI SKOHOMUKH B HAILIEH CTpaHE, STalbl
€€ pa3BUTHs, @ TAKXKE IIEPCIIEKTUBBI TAJILHEUIIIETO Pa3BUTHSL YTOU OTPACIIN. U3y4arOTCs
ATanbl UCTOPUYECKOTO pa3BUTHUs B Maciutadax crpad. [IpoaHanu3upoBaH ypOBEHb
pa3BUTUS MUGPOBOH APKOHOMHUKH B Y30EKHCTaHE W OIMCAHBI IMYTH JaJbHEHUIIETO
Pa3BUTHS 3TOI0 CEKTOPA U YCTPAHEHMSI UMEIOIIUXCS HEJOCTATKOB HA OCHOBE OIIbITA
Pa3BUTBIX CTPaH.

KiroueBble cioBa: 1U@poBas 5SKOHOMHUKA, 3JEKTPOHHAs KOMMeEpIus,
AJIEKTPOHHBIN PHIHOK, WH()OPMAIIMOHHO-KOMMYHHUKAIITMOHHBIE TEXHOJIOIMH, CKOPOCTh
uHTepHeTa, BBII, KoHKypeHTOCIOCOOHOCTh, MHHTEHCUBHOE Pa3BUTHE, JUCTAHIIMOHHOE
oOydeHue, OHIaiH-KypChl, BbICOKas 3(P(HEKTUBHOCTh, KOMITIOTEPHAs TPAMOTHOCTb.

Abstract

The article describes the opportunities, advantages, disadvantages of the
development of electronic commerce in the digital economy, the role and importance
of electronic commerce in the digital economy in our country, the stages of its
development, and the future development opportunities of this industry. stages of
historical development on the scale of countries are studied. The level of development
of the digital economy in Uzbekistan was analyzed and ways to further develop this
sector and eliminate existing shortcomings were described based on the experience of
developed countries.

Keywords: digital economy, electronic commerce, electronic market,

information and communication technologies, internet speed, GDP, competitiveness,
I ——
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intensive development, distance learning, online courses, high efficiency, computer
literacy.

KIRISH

Mamlakatimiz yangi iqtisodiy bosqichga ko‘tarilishi oqibatida barcha sohalarda
keng ko‘lamli ishlar amalga oshirildi. Axborot texnologiyalarining rivojlanishi
ogibatida elektron tijorat tizimi ham yangi bosqichga ko‘tarildi. O‘zbekiston
Respublikasi Prezidenti Sh.M.Mirziyoyevning 2020-yil 5-oktabrdagi “Ragamli
O‘zbekiston — 2030 strategiyasini tasdiglash va uni samarali amalga oshirish chora-
tadbirlari to‘g‘risida”gi PF-6079-son Farmonida “Elektron tijorat va elektron to‘lovlar
tizimini rivojlantirish magsadida quyidagi tadbirlar amalga oshiriladi: axborot-
kommunikatsiya texnologiyalarini, shu jumladan mijozlarni masofadan aniglash
tizimlarini joriy etish orgali masofaviy bank xizmatlarini rivojlantirish; xalgaro
elektron tijorat standartlari va zamonaviy axborot xavfsizligi talablariga rioya qilish
uchun elektron tijoratni rivojlantirishning huquqgiy asoslarini, shuningdek, mavjud
standartlar va elektron tijorat qoidalarini takomillashtirish va yangilash; ragamli
infratuzilmani rivojlantirish, mobil va simli Internet jahon axborot tarmog‘i qamrovi
va tezligini yanada oshirish orgali elektron tijorat platformalariga shaxsiy ragamli
uskunalardan ulanish imkoniyatlari va ko‘lamlarini oshirish va hokazolar” amalga
oshirish belgilab berilgan.

Ragamli igtisodiyot bu igtisodiy, ijtimoiy va madaniy alogalarni ragamli
texnologiyalarni qo‘llash asosida amalga oshirish tizimidir. Ba’zida u internet
igtisodiyoti, yangi igtisodiyot yoki veb-igtisodiyot degan terminlar bilan ifodalanadi.

Ragamli iqgtisodiyot bu noldan boshlab yaratilishi lozim bo‘lgan gandaydir
boshqgacha igtisodiyot emas, bu yangi texnologiyalar, platformalar va biznes modellari
yaratish va ularni kundalik hayotga joriy etish orgali mavjud igtisodiyotni yangicha
tizimga ko‘chirish deganidir. Ragamli iqtisodiyotning bir qancha afzalliklari hamda
ijobiy tomonlari mavjud. Masalan, axborot-kommunikatsion texnologiyalarining
rivojlanishi inson uchun eng gimmatbaho bo‘lgan vaqtni tejashga, undan unumli
foydalanishga ko‘maklashishi mumkin. Biron bir kitobning chop etilgan ko‘rinishini
sotib olish shu kitobning elektron formatini sotib olishdan gimmatroqga tushadi.
Bundan ko‘rinadiki, biz axborot-kommunikatsion texnologiyalarining rivojlanishi
orgali pul mablag‘larimizni ham qisman tejab qolishimiz mumkin. Kommunal
to‘lovlarni amalga oshirish uchun banklarda soatlab navbat kutib turishimizga hojat
qolmaydi, istalgan joydan turib, istalgan ishni amalga oshirishimiz mumkin bo‘ladi.
Uyda o‘tiradigan yoki yosh bolali ayollarimiz uchun ham bu ancha qo‘l keladi. Ular
uy yumushlarini bajargan holda, uylaridan chigmay turib, onlayn savdo bilan
shug‘ullanib, pul topish imkoniyatiga ega bo‘lishlari mumkin. Bundan tashqgari, ushbu
texnologiyalardan ta’lim sohasida ham unumli foydalanish mumkin bo‘ladi. O‘quvchi
va talabalarning davomatini nazorat qilish, darslarni o‘zlashtirish natijalari hamda
yutuglaridan xabardor bo‘lish imkoniyati tug‘iladi.

Raqgamli iqtisodiyotga o‘tish albatta, ishlab chiqgarish samaradorligining
oshishiga, kompaniyalar raqobatbardoshligining o°‘sishiga, ishlab chiqarish
xarajatlarining kamayishiga, yangi ish o‘rinlarining yaratilishiga, yangi zamonaviy
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kasblarning paydo bo‘lishiga ta’sir etmay qolmaydi. Qisqacha qilib aytganda, raqamli
iqtisodiyotning rivojlanishi hayotimizni ijobiy tomonga o‘zgartirishi mumkin.[2]

ADABIYOTLAR TAHLILI

Mamlakatimizda 2030 yilgacha barcha sohalarda ragamli transformatsiyalashuv
jarayonlarini jadal amalga oshirish va bu orgali mamlakat iqtisodiy qudratini
mustahkamlash, jahon hamjamiyatida o‘z o‘rnini munosib turish vazifalari ham
belgilangan. Shu yo‘sinda raqamli iqtisodiyot va elektron tijorat tushunchasiga
oydinlik Kiritib olamiz.

Ragamli igtisodiyot — bu jarayonlarni tahlil gilish natijalaridan foydalanish va
katta hajmdagi ma’lumotlarni qayta ishlash asosida turli xildagi, texnologiyalar, asbob-
uskunalar, tovar va xizmatlarni saqglash, sotish va yyetkazib berish samaradorligini
jiddiy ravishda oshirishga imkon beradigan, ragamli texnologiyalarga asoslangan
elektron biznes va elektron tijorat bilan chambarchas bog‘liq igtisodiy faoliyat, hamda
shu faoliyat natijasida ishlab chiqgariladigan va sotiladigan ragamli tovarlar, xizmatlar
yig‘indisidir. Ba’zida u internet iqtisodiyoti, yangi iqtisodiyot yoki veb-iqtisodiyot
degan terminlar bilan ham ifodalanadi.

Elektron tijorat (e-tijorat, ingl. “e-commerce”) — bu internet orgali savdo-sotiq
amaliyotlarini tashkil etish. Elektron tijoratga hozirgi eng katta internet auksioni va
do‘koni bilan misol gilishimiz mumkin. Bugungi kunga kelib, elektron tijorat —
O‘zbekiston iqtisodiyotida keng ko‘lamli ishlarni amalga oshirdi va mamlakatdagi
mavjud holat, muammolar va istigbollarni o‘rganishga zamin yaratildi.

Igtisodiyot va jamiyatning “ragamlashtirish™ jarayoni (ingliz tilida —
“digitization” ya’ni, raqamlashtirish, ba’zan esa “digitalization” ya’ni
raqamlashtirilishi ma’nosini bildiradi) haqida gapirganda, birinchi navbatda,
terminologiyaga aniqlik kiritish kerak. Keng ma’noda "ragamlashtirish" jarayoni,
odatda, ragamli texnologiyalarni keng qo‘llash va assimilyatsiya qilish tashabbusi
bilan boshlangan ijtimoiy-iqtisodiy o°zgarishni anglatadi. Ragamli iqtisodiyot
tushunchasiga bir gator ta’riflar berilgan. Jumladan, professor V.Ivanov "Raqamli
igtisod — haqigatimizni to‘ldiradigan virtual muhit," deb ta’rif bergan [2]. Professor
D.Kungurovning fikricha, "ragamli iqtisod" atamasiga ikkita — klassik va an’anaviy
yondashish mavjud. Ragamli texnologiyalar asosida igtisodiyotning va elektron tovar
va Xxizmatlar eksklyuziv domen tavsiflovchi ragamli igtisodiyot: birinchi yondashuv
"klassik" deb nomlanib, klassik misollar — teletibbiyot, masofaviy ta’lim, dori-
darmonlarni sotish (filmlar, televizorlar, kitoblar va boshqgalar). Ikkinchi yondashuv:
"ragamli iqtisod" ilg‘or ragamli texnologiyalardan foydalangan holda iqtisodiy ishlab
chigarishdir. M.L. Kalujskiy ragamli iqtisodiyot — iqgtisodiy internet faoliyati,
shuningdek, shakllari, usullari, vositalari va uni amalga oshirish aloga muhitidir, deb
ta’riflagan [3]. Manbalarda keltirilishicha “Ragamli iqtisodiyot” iqtisodiyotning
bunday turi ma’lum darajada amalda ishlaydigan turdagi model hisoblanadi. Ragqamli
igtisodiyot — bu ishlab chigarish kompleksi, inson uchun hayot va qulaylikni
ta’minlaydigan mahsulot va xizmatlarni yaratadigan ishlab chiqarish tizimi bo‘lib, u
yerda ma’lum bir kiber-jismoniy (kiberfizicheskaya) tizim paydo bo‘ladi. Fikrimizcha,
ragamli iqtisodiyot bu ishlab chigarish kompleksi insonlar uchun qulayliklarni
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ta’minlaydigan mahsulot va xizmatlarni yaratadigan virtual muhit bo‘lib, ragamli
texnologiyalardan foydalangan holda iqtisodiy ishlab chigarish tizimi sanaladi [3].
Ragamli iqtisodiyotga bo‘lgan qiziqish jamiyat va iqtisodiyotda ro‘y bergan jiddiy
o‘zgarishlar tufayli sezilarli darajada o‘sdi. Zamonaviy texnologiyalar va platformalar
mijozlar, hamkorlar va davlat tashkilotlari bilan shaxsiy mulogotni minimallashtirish
hisobiga korxonalar va jismoniy shaxslarga xarajatlarni gisqartirishga yordam berdi,
shuningdek, o‘zaro muloqotni yanada tez va oson yo‘lga qo‘yishga imkoniyat yaratdi.

Hozirgi kunda ragamli iqtisodiyot tushunchasi bir gator mamlakatlarning
iqtisodiy nazariyasi va amaliyotida paydo bo‘ldi. Bu ragamli texnologiyalarning jadal
rivojlanishi, axborot sohasida ingilob va igtisodiyotning globallashuv jarayonlarini
tezlashtirish bilan ajralib turdi. Ulardan foydalanish samaradorligi ortib borayotgan
bilimga aylantirildi va ijtimoiy-igtisodiy alogalar tobora kengayib bormoqda.

Ragamli igtisodiyot ikki xil turli tushunchalarni ifodalash uchun ishlatiladi.
Birinchidan, ragamli igtisodiyot — bu rivojlanishning zamonaviy bosgichi hisoblanib,
u ijodiy mehnat va axborot ne’matlarining ustuvor o‘rni bilan tavsiflanadi.
Ikkinchidan, ragamli iqtisodiyot — bu o‘ziga xos tushuncha bo‘lib, uning o‘rganish
obyekti axborotlashgan jamiyat hisoblanadi. Bugungi shiddat bilan rivojlanayotgan
global iqtisodiyot sharoitida raqamli iqtisodiyot o‘z rivojlanishining boshlang,,ich
davrida bo‘lib, zamonamizning raqamli axborot bosqichiga butunlay o‘tishi atiga bir
necha yilni tashkil etadi.

Mamlakatimiz Prezidenti Shavkat Mirziyoyev takidlaganidek, “Taraqqiyotga
erishish uchun ragamli bilimlar va zamonaviy axborot texnologiyalarini egallashimiz
zarur va shart. Bu bizga yuksalishning eng qisqa yo‘lidan borish imkoniyatini beradi”.

METODOLOGIYA

“Raqamli iqtisodiyot” atamasi birinchi bo‘lib 1995-yilda Don Tepkott
muallifligida chop etilgan “Raqamli igtisodiyot: tarmoqli intelekt asrida va’da va xavf-
xatar” (The Digital Economy: Promise and Peril in the Age of Networked Intelligence)
nashrida alohida tushuncha sifatida istiloh etilgan. Ushbu nashrda ragamli
igtisodiyotning asosiy tarkibiy gismlariga fundamental innovatsiyalar (yarim
o‘tkazgichlar, protsessorlar), asosiy texnologiyalar (kompyuterlar) va bog‘lovchi
infratuzilmalar (internet va telekommunikatsiya tarmogqlari) ajratib ko‘rsatiladi.
Ragamli igtisodiyot ikki xil turli tushunchalarni ifodalash uchun ishlatiladi.
Birinchidan, ragamli igtisodiyot — bu rivojlanishning zamonaviy bosgichi hisoblanib,
u ijodiy mehnat va axborot ne’matlarining ustuvor o‘rni bilan tavsiflanadi.
Ikkinchidan, ragamli igtisodiyot — bu o°ziga xos tushuncha bo‘lib, uning o‘rganish
obyekti axborotlashgan jamiyat hisoblanadi. Bugungi shiddat bilan rivojlanayotgan
global iqtisodiyot sharoitida ragamli iqtisodiyot o°‘z rivojlanishining boshlang‘ich
davrida bo‘lib, zamonamizning raqamli axborot bosqichiga o‘tishi atiga bir necha o‘n
yilni tashkil etadi.

Axborot texnologiyalarining tezlik bilan rivojlanishi iqtisodiyotda ham o°z aksini
topmasdan golmaydi. Hozirgi kunda iqtisodiyotda, aynigsa zamonaviy marketing
sohasida erishilayotgan yutuglar negizida aynan axborot texnologiyalari turli
segmentlarining yuqori darajada rivojlanganligi va samarali qo‘llanishi yotadi.
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O‘zbekiston iqtisodiyoti ham bundan mustasno emas albatta. Yaqqol misol sifatida
axborot texnologiyalarining bir qator segmentlari masalan, ma’lumotlar yetkazish
tarmogqlari, axborot internet-resurslari va ular orasidagi elektron hujjat almashuv,
internet marketing tizimlari, biznes va tijoratning bargaror rivojlanayotganini keltirish
mumkin. O‘zbekiston uchun axborot texnologiyalarini rivojlantirish yangi iqtisodiy
alogalarni ta’minlashda muhim ahamiyat kasb etadi. Lekin bu jarayon, axborot
texnologiyalari sohasida ta’lim standartlarining oshishi, milliy telekommunikatsiya
tarmoglarining modernizatsiyalashuvi, huquqgiy bazaning shakllanishi ogibatida
vujudga keladigan jamiyatning ma’lum darajadagi informatsion tayyorligi mavjud
bo‘lgan holatdagina sodir bo‘ladi.

O‘zbekiston iqtisodiyotining ham bosqichma-bosgich rivojlanishi ogibatida
biznes faoliyatini yuritishning yangi prinsiplari, aynigsa, elektron tijoratning ahamiyati
juda oshdi.Bugungi kunga kelib, har bir internet foydalanuvchisi elektron tijorat
so‘zining ma’nosini tushunishga harakat qilib ko‘rgan. Hali o‘zining uzoq tarixini
qurishga ham ulgurmagan bunday faoliyat bilan bog‘liq AQSh bozorlarida yiliga
o‘rtacha 1,5 — 2 trln. AQSh dollari migdorida mablag‘lar aylanadi. “Elektron tijorat”
termini EDI (Elektronic Data Interchange — ma’lumotlarni elektron almashish),
elektron pochta, internet, intranet (kompaniya ichida axborot almashish) va ekstranet
(tashqgi dunyo bilan axborot almashish) kabi texnologiyalarni o‘z ichiga oladi. O‘z
navbatida Elektron tijorat tizimini uch sinfga bo‘lish mumkin:

» Chakana savdoni tashkil qilish bo‘yicha (biznes-iste’molchi, B2C);

» Biznes hamkor bilan aloqalar o‘rnatish (biznes-biznes, B2B);

» Iste’molchilar o‘rtasidagi savdo (iste’molchi-iste’molchi, C2C).

Elektron tijorat kundan — kunga tovar va xizmatlar assortimentini oshira
boshlagan sari alohida shaxslarni, korxonalarni, sohalarni, davlat muassasalarini va
nihoyat davlatlarni bir hamjamiyatga birlashtirib, hamkorlarning o‘zaro ta’siri axborot
va telekommunikatsion texnologiyalar yordamida samarali va to‘siglarsiz
kelishuvlarga erishishiga imkon berdi.

Jahon amaliyotining ko‘rsatishicha, ragamli iqtisodiyotning yalpi ichki
mahsulotdagi ulushi, shu davlatdagi rivojlanish ko‘rsatkichlaridan biri bo‘lib
hisoblanadi. Tabiiyki, bu ko‘rsatkich rivojlangan mamlakatlarda yuqori.

Ragamli igtisodiyotning yalpi ichki mahsulotdagi ulushi AQSHda — 10,9 foizni,
Xitoyda — 10 foizni, Hindistonda — 5,5 foizni tashkil etgani holda, O‘zbekistonda 2
foizdan ham oshmaydi. Ushbu sohani rivojlantirish hozirgi zamon talabiga aylanib
bormoqda.

Ragamli igtisodiyotni rivojlantirish  O‘zbekiston uchun, uning dunyo
migyosidagi ragobatbardoshligini belgilab beradigan muhim, strategik ahamiyatga ega
vazifa bo‘lib, bu davlatimizga ushbu sohani rivojlantirish uchun zarur bo‘lgan shart-
sharoitlarni yaratib berish, bu jarayonni rag‘batlantirish zarurligini ko‘zda tutadi.

O‘zbekistonda raqamli iqtisodiyotni rivojlantirish uchun imkoniyatlar, shart-
sharoitlar yetarlicha, biroq rivojlanish bosgichi juda sekin bormogda. Bunga sabab
bo‘layotgan bir gancha omillar mavjud bo‘lib, ularning eng asosiylari internet tezligi
va sifatining pastligi, ko‘plab sohalarda monopoliyalarning mavjudligi, axborot
texnologiyalari sohasidagi qonunchilikning zamondan ortda golganligi, kompyuter
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savodxonligi darajasining pastligi, axborot texnologiyalari mutaxassislarining
yetishmasligi, axborot texnologiyalari xavfsizligining yetarli darajada emasligidir.

“Raqamli iqtisodiyot” atamasi ilmiy amaliyotga ispaniyalik va amerikalik
sotsiolog, axborotlashgan jamiyatning yetakchi tadgiqotchisi Manuel Kastels
tomonidan kiritilgan. Bu borada u o‘zining “Axborot davri: iqtisod, jamiyat va
madaniyat” nomli uch jildli monografiyasini chop etgan. Hozirgi vaqtga kelib, ragamli
iqtisodiyot nazariyasi to‘laligicha hali shakllanmagan va ko‘pchilik iqtisodchilar
tomonidan keng miqyosda o‘rganilmoqgda. Ilmiy adabiyotlarda hozirgi zamon “Yangi
ragamli iqtisodiyoti” turli xil atamalar bilan nomlanadi. Masalan, “Postindustrial
iqtisodiyot” (D.Bell), “Axborotlashgan iqtisodiyot” (O.Toffler), “Megaiqtisodiyot”
(V.Kuvaldin), “Axborot va alogaga asoslangan iqtisodiyot” (I.Niiniluto),
“Texnoiqtisodiyot yoki ragamli iqtisodiyot” (B.Geyts), “Bilimlarga asoslangan
iqtisodiyot” (D.Tapskott). Mark Porat birlamchi va ikkilamchi igtisodiyot sektorlari
orasiga farq kiritgan amerikalik olimlardan biri bo‘lib hisoblanadi.

Birlamchi sektor aniq igtisodiy baholanishi mumkin, chunki u bevosita bozor
giymatini yaratadi. Ikkilamchi sektor igtisodiyot uchun muhim hisoblansa-da, ammo
uni igtisodiy baholashni amalga oshirish ancha mushkul amal hisoblanadi, chunki u
kompaniyalar va davlat korxonalari ichidagi axborot faoliyatini o‘z ichiga oladi.
Globallashuv sharoitida raqamli igtisodiyot tendensiyalarining o‘zgarishini rossiyalik
olim N.S.Revenko ham o‘rgangan, ragamli iqtisodiyotni shakllantirish, rivojlantirish
va takomillashtirish masalalari bilan esa V.M.Bondarenko shug‘ullangan.

1-jadval
Ragamli igtisodiyotga berilgan ta’riflar
Ne Ta’rif Ta’rif manbasi
1 Elektron iqtisodiyot (ragamli, web, internet | Wikipedia: https://ru.wikipedia.
igtisodi) — elektron biznes va elektron tijorat | org/wiki/E-economy
bilan bog‘liq, ragamli texnologiyalarga
asoslangan iqtisodiy faoliyat, ular tomonidan
ishlab chigarilgan va sotilgan elektron tovar va
xizmatlar
2 Tarmoq iqtisodiyoti (virtual, ragamli, elektron) | Glossary.ru: http://www.glossary. ru/cgi-
- elektron tarmogqlar (ragamli | bin/gl_sch2.cgi?RRIylig9! qutusoqg

telekommunikatsiyalar) yordamida amalga
oshiriladigan iqgtisodiy faoliyat. Texnologik
nuqtai nazardan, tarmoq iqgtisodiyoti gonuniy
bo‘lgan muhitdir

3 Ragamli iqgtisodiyot — bu shunday iqtisodiy | http://kremlin.ru/acts/ bank/41919
faoliyatki, unda ma’lumotlar raqamli shaklda
bo‘ladi. Ular har xil turdagi ishlab chigarish
samaradorligini oshirishlari mumkin.

4 Ragamli igtisodiyot — bu ragamli rivojlanish | http://www.fingramota.org/
bilan bog‘liq bo‘lgan kompyuter | teoriyafinansov/item/2198-
texnologiyalari. Bunga quyidagilar kiradi: | chtotakoetsifrovaya-ekonomika
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Ne Ta’rif Ta’rif manbasi

onlayn xizmatlar, elektron to‘lovlar, onlayn
savdo, krossfanding va boshqgalar.

5 Ragamli iqgtisodiyot — bu ragamli axborot- | http://www.tadviser.ru/index.php/
kommunikatsiya texnologiyalaridan | Article3AdigitalEconomyofRussia
foydalanishga asoslangan igtisodiy, ijtimoiy va
madaniy alogalar.

6 Ragamli igtisodiyot — bu tijorat magsadida | http://www.tpinauka.ru/2018/02/
foydalaniladigan global iqgtisodiy faoliyat | Skripko.pdf

tarmog‘i.
7 Ragamli iqgtisodiyotning oddiy igtisodiyotdan | https://sof.uz/uz/post/ragamli-
farqi. igtisodiyot-hagida-nimalarni-bilish-

kerak

Tadgigotning magsadi ragamli iqgtisodiyotning mohiyatini yoritish, uning
afzalliklari va kamchiliklarini aniglash, hamda O‘zbekistonda ushbu sohani yanada
rivojlantirish bo‘yicha ilmiy takliflar va amaliy tavsiyalarni ishlab chigishdan iborat.

Tadqgigot metodlari. Magolani tayyorlash jarayonida dialektik, tahlil va sintez,
induksiya va deduksiya, ilmiy abstraksiya, monografik kuzatuv, tizimli va qiyosiy
tahlil usullaridan foydalanildi. Asosiy natijalar. Ragamli igtisodiyot atamasini birinchi
eshitganimizda, “raqamli iqtisodiyot” o‘zi nima? U gayerdan kelib chiqgqan? degan
savollar tug‘ilishi tabiiy. “Raqamli iqtisodiyot” tushunchasining kelib chiqish tarixini
0‘rganadigan bo‘lsak, ragamli iqgtisodiyot juda uzoq bo‘lmagan vaqtda, 1995 — vyili
Massachusets universitetida faoliyat yurituvchi amerikalik olim Nikolas Negreponte
tomonidan aniglangan. U axborot-kommunikatsiya texnologiyalarining intensiv
rivojlanishi orgali eski igtisodiyotdan yangi iqtisodiyotga o‘tishda qanday o‘zgarishlar
kuzatilishi mumkinligini aytib o‘tgan. Yuqorida aytib o‘tilganidek, hozirgi vaqtga
kelib, ragamli iqtisodiyot nazariyasi to‘laligicha hali shakllanmagan va ko‘pchilik
igtisodchilar tomonidan keng miqyosda o‘rganilmoqda. “Ragamli” davlatlar — ya’ni
ragamli iqtisodiyot yuksak rivojlangan davlatlar bugungi kunda Norvegiya, Shvesiya
va Shvesariya hisoblanadi. AQSh, Buyuk Britaniya, Daniya, Finlandiya, Singapur,
Janubiy Koreya hamda Gongkong ragamli igtisodiyot rivojlangan davlatlar 10 taligiga
kiradi. Ushbu davlatlar tajribasini o‘rganib chiqish va bular asosida harakatlanish
ko‘zlangan maqsadga tezroq erishishga yordam beradi[4].

Zamonaviy taraqqiyotning keyingi istigbolida katta hajmli ma’lumotlar bilan
ishlash texnologiyalari (Big Data), sun’iy intellekt, neyrotexnologiyalar, kvant
texnologiyalari, buyumlar interneti, robototexnika va sensorika, ragamli elektron
platformalar, bulutli va mobil texnologiyalar, virtual va qo‘shimcha reallik
texnologiyalari, kraudsorsing, blokcheyn texnologiyalari, kriptovalyutalar va ICO, 3D-
texnologiyalari singari ragamli texnologiyalar hal giluvchi ahamiyat kasb etmoqda.
Ragamli iqtisodiyot hozirgi mavjud sohalarning yarmidan ko‘prog‘ida beqiyos

Y P.ZXashimov. Z.F.Faxriddinova. O '‘zbekistonda raqamli iqtisodiyotni rivojlantirish istigbollari. —  “AXBOROT TEXNOLOGIYALAR

1QTISODIYOTI” jurnal.
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o‘zgarishlar keltirib chiqarishi ta’kidlanmoqda. Jumladan, Jahon banki ekspertlari
fikricha, tezkor internetdan foydalanuvchilar sonining 10 foizga ko‘payishi milliy
igtisodiyotlar yalpi hajmini har yili o‘rtacha 0,4-1,4 foizga oshirish imkonini beradi.
Dunyoda ragamli iqtisodiyot o‘sishining sur’atlari yiliga deyarli 20 foizni tashkil
etmoqda. Taraqqiy etgan davlatlarda ragamli igtisodiyotning yalpi ichki mahsulotdagi
ulushi 7 foizga yetgan. Ular hozirning o‘zida raqamli iqtisodiyotning joriy qilinishidan
juda katta naf ko‘rishmoqda. Xususan, Amerika Qo‘shma Shtatlari yiliga 400 milliard
AQSh dollaridan ko‘proq ragamli xizmatlarni eksport gqilmogda. Mazkur davlat yalpi
ichki mahsulotining 5 foizidan ko‘prog‘i bevosita internet va axborot-
telekommunikatsiya texnologiyalari bilan bog‘liq sohalarga to‘g‘ri keladi. 2025
yilgacha AQSh sanoatni ragamlashtirishdan qo‘shimcha 20 trln. dollar daromad olishi
kutilmoqda. Bunday iqtisodiy samaradorlik, ayniqsa iste’mol tovarlari ishlab chiqarish
(10,3 trIn. dollar), avtomobil sanoati (3,8 trin. dollar) va logistikada (3,9 trin. dollar)
yuqori bo‘lishi ta’kidlanmoqda. Turli tadqiqotlar natijalari bo‘yicha raqamli
igtisodiyotning dunyo iqtisodiyotidagi salmog‘i 4,5-15,5 foizni tashkil etadi. Jahon
axborot-kommunikatsiya texnologiyalari sektorida yaratilayotgan qo‘shilgan
qiymatning deyarli 40 foizi va blokcheyn texnologiyalari bilan bog‘liq patentlarning
75 foizi Amerika Qo‘shma Shtatlari va Xitoy Xalq Respublikasi hissasiga to‘g‘ri
keladi.

Jahon iqtisodiyotining globallashuvi va texnologik rivojlanish sharoitida
O‘zbekistonning iqtisodiy rivojlanishini raqamli iqtisodiyotsiz tasavvur qilish qiyin.
Tadqiqotlar natijalariga ko‘ra, 2022-yilga kelib global YalMning chorak gismi ragamli
sohada bo‘lishini taxmin qilinmoqda. Lekin, xalgaro axborot kommunikatsiya
texnologiyalari rivojlantirish indeksi bo‘yicha O‘zbekiston 170 dan ortiq davlat ichida
103-o‘rinni egallab turishining o‘zi mamlakatimizda bu sohada hali o‘z yechimini
kutayotgan masalalar va qilinishi lozim bo‘lgan ishlar ko‘pligidan dalolat beradi.
Davlatimiz rahbarining ta’kidlashicha, “yurtimiz xalqaro axborot kommunikatsiya
texnologiyalarini rivojlantirish indeksi bo‘yicha 2019-yilda 8 pog‘onaga ko‘tarilgan
bo‘lsa-da, hali juda ham orgada. Aksariyat vazirlik va idoralar, korxonalar ragamli
texnologiyalardan mutlaqo yiroq, desak, bu ham hagiqat. Albatta, ragamli igtisodiyotni
shakllantirish kerakli infratuzilma, ko‘p mablag® va mehnat resurslarini talab etishini
juda yaxshi bilamiz. Ragamli texnologiyalar nafagat mahsulot va xizmatlar sifatini
oshiradi, ortigcha xarajatlarni kamaytiradi. Shu bilan birga, meni juda gattiq tashvishga
soladigan va bezovta qiladigan eng og‘ir illat — korrupsiya balosini yo‘qotishda ham
ular samarali vositadir. Buni barchamiz teran anglab olishimiz darkor. Davlat va
jamiyat boshqgaruvi, ijtimoiy sohada ham ragamli texnologiyalarni keng joriy etib,
natijadorlikni oshirish, bir so‘z bilan aytganda, odamlar turmushini keskin yaxshilash
mumkin”.

XULOSA VA TAKLIFLAR

O‘z o‘mida qayd etib o‘tish lozimki, mamlakatimiz hayotida ragamli
igtisodiyotning ayrim elementlari allagachon muvaffagiyat bilan faoliyat
ko‘rsatmoqda. Jumladan, hujjatlar va kommunikatsiyalarning ommaviy ravishda
ragamli vositalarga o‘tkazilishini hisobga olib, elektron imzoga ruxsat berish, davlat
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bilan muloqot qilish ham elektron platformalarga o‘tkazilmogda. BMT Bosh kotibi
Antoniu Guterrishning ta’biri bilan aytganda, “raqamli iqtisodiyot yangi xavf-
xatarlarni vujudga keltirishi mumkin, shu jumladan, kiberxavfsizlikka tahdidlar,
nogonuniy iqgtisodiy faoliyatning yengillashuvi, shaxsiy hayot daxlsizligini buzilishi
bilan bog‘liq sabablarni keltirish mumkin. Yangi qarorlar gabul qilish hukumatlar,
fugarolik jamiyati, akademik guruhlar, ilmiy hamjamiyat va texnologik sektorlarning
hamkorlikdagi harakatini talab etadi”.

Raqgamli iqgtisodiyotni yanada rivojlantirish maqsadida quyidagi yo‘nalishlarga
alohida e’tibor qaratilishi lozim:

1. Ragamli iqtisodiyotga butkul o‘tish uchun yetarlicha shart-sharoitlar yaratib
berilishi darkor. Jumladan,

> yangi axborot-kommunikatsion texnologiyalarni yaratish;

> mamlakatdagi kompyuter savodxonligini oshirish;

> ushbu sohada faoliyat olib boruvchi malakali kadrlar sonini ko‘paytirish;

> respublikaning barcha tarmoq va sohalarida ragamli iqgtisodiyotning
qo‘llanilishini rag‘batlantirish;

> internet tezligini oshirish va sifatini yaxshilash;

> mamlakatning chekka hududlariga ham internet xizmatlarining yetib

borishini ta’minlash.

2. Ragamli igtisodiyot nima uchun zamon talabiga aylanib borayotganligi va
uning istigbollari, imkoniyatlari hagida va fagatgina blokcheyn texnologiyalari hamda
kriptovalyutalardan iborat emasligini aholiga tushuntirish ham muhim sanaladi.

3. Elektron tijorat (onlayn savdo) ishtirokchilari o‘rtasidagi raqobatni qo‘llab-
quvvatlash, yanada rivojlantirish uchun rag‘batlantirish tizimini ishlab chiqish va
amaliyotga joriy qilish lozim.

4. Yosh kadrlarni ushbu sohaga jalb etish, “Ragamli” davlatlarning oliygohlarida
o‘qitib, malaka oshirishlariga ko‘maklashish yaxshi natijalarga erishishga imkon
yaratishi mumkin.

Bugungi kunda O‘zbekiston sharoitida raqamli igtisodiyotni rivojlantirishning
gonuniyatlari, tendensiyalari va imkoniyatlarini, xususan, axborot texnologiyalarining
igtisodiyotning turli sohalariga kirib borish darajalarini ilmiy asosda o‘rganish
nihoyatda dolzarb ahamiyat kasb etadi. Vatanimiz taraggiyoti va istigboli,
mamlakatimizda keng ko‘lamda amalga oshirilayotgan islohotlarning muvaftfaqiyati
milliy iqtisodiyotimizga yangi innovatsiyalarni joriy gilishga bevosita bog‘liqdir. Shu
sababli ragamli iqgtisodiyotni rivojlantirish, uning iqgtisodiy, siyosiy, ijtimoiy va
huquqiy asoslarini ilmiy-amaliy jihatdan tadqiq etish muhim ahamiyatga ega.
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JAHON BOZORLARI RIVOJLANISHINING ELEKTRON TIJORAT
STRATEGIYALARIGA TA’SIRI

Xakimdjanova Dildora Kamilevna
Muhammad al-Xorazmiy nomidagi TATU,
“Menejment va marketing” kafedrasi katta o‘qituvchisi

Annotatsiya

Ushbu magolada jahonda elektron tijorat strategiyalarining rivojlanishi va nazariy
garashlar, jahon bozorida elektron tijorat strategiyalarining ahamiyati, jahon elektron
tijoratining rivojlanish istigbollari hagida ma’lumotlar keltirilgan. Undan tashqari
jahon bozorlari rivojlanishining elektron tijorat strategiyalariga ta’sirini tahlil qilish
haqida ma’lumotlar keltirilgan.

Kalit so‘zlar: Elektron tijorat, axborot tarmog‘i, elektron tijorat bozori, axborot-
kommunikatsiya texnologiyalari, onlayn marketing, global elektron tijorat, to‘lov
tizimi, onlayn savdo, mobil aloga, an’anaviy va elektron sotuvchi, global onlayn savdo.

AHHOTALINA

B nanHOl cTaThe mpencTaBieHa MHPOpPMaLUsS O Pa3BUTHH U TEOPETHUYECKUX
B3IJIJ1aX HAa CTPATErHMH 3JIEKTPOHHOM KOMMEPLIMM B MHUpPE, O 3HAUYECHUU CTpaTerui
AJIEKTPOHHOM KOMMEPIIMM HAa MUPOBOM PBIHKE, a TAK)KE O MEPCHEKTUBAX Pa3BUTHUSA
rJ1I00aJIbHOM 3JIEKTPOHHON KoMMepuuu. Kpome Toro, npeacTtasieHa HHPOpMalus 1Mo
aHaIu3y BIUSHUSA pPa3BUTHS MHUPOBBIX PBIHKOB Ha CTpaTeruud 3JIEKTPOHHOU
KOMMEPLHUU.

KuioueBbie cjioBa: DJIEKTPOHHA KOMMEPIHS, HH(OOPMAIIMOHHASI CETh, PHIHOK
AJIEKTPOHHOM KOMMEpPIHUH, HH(POPMAIMOHHO-KOMMYHUKAIIMOHHBIE TEXHOJIOTHH,
OHJIAalTH-MApPKETUHT, TJ100anbHas 3JIEKTPOHHAs KOMMEpLMs, IUIaTeXHas CHUCTEMa,
OHJIAWH-TOPTOBJISI, MOOWJIbHAS CBSA3b, TPAJAMIIMOHHBIA U DJIEKTPOHHBIM MPOJABEIL,
ri00anpHasi OHJIAMH-TOPTOBIIS.

Abstract

In this article presents information about the development and theoretical views
of e-commerce strategies in the world, the importance of e-commerce strategies in the
world market, and the prospects for the development of global e-commerce. In
addition, information is provided on the analysis of the impact of the development of
world markets on e-commerce strategies.

Keywords: E-commerce, information network, e-commerce market, information
and communication technologies, online marketing, global e-commerce, payment
system, online commerce, mobile communications, traditional and electronic seller,
global online commerce.

KIRISH

Ma’lumki, dastlab biror bir ishning yoki mahsulotning vujudga kelishiga nimadir
turtki bo‘ladi. Elektron tijorat yetkazib beruvchilar va ularning biznes mijozlari
o‘rtasida buyurtmalar yoki schyot-fakturalar kabi biznes hujjatlarini almashish uchun
standart sifatida paydo bo‘ldi. Bu kelib chiqishi 1948-1949- yillarga to‘g‘ri keladi.
____________________________________________________________________________________________________________________|
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Berlin blokadasidan so‘ng va teleks orqali buyurtmalarni havo orqali tashish. Birinchi
umumiy standart 1975 yilda nashr etilishidan oldin keyingi o‘n yilliklar davomida turli
sohalar tizimni ishlab chiqdi. Natijada kompyuterlar o‘rtasida elektron ma’lumotlar
almashinuvi (EDI) standarti ko‘pgina oddiy elektron biznes operatsiyalarini bajarish
uchun yetarlicha moslashuvchan hisoblanadi. 1991 vyilda Internetning keng
qo‘llanilishi va World Wide Web paydo bo‘lishi va 1993 yilda unga kirish uchun
birinchi brauzer paydo bo‘lishi bilan ko‘pchilik elektron tijorat Internet orqali amalga
oshirilib boshladi.

Smartfonlarning global targalishi va tezkor keng polosli Internet ulanishlarining
mavjudligi bilan ko‘pchilik elektron tijorat mobil qurilmalarga, jumladan planshetlar,
noutbuklar va soatlar kabi taqiladigan narsalarga o‘tganligiga guvohmiz. Innovatsion
va aqlli texnologiyalarni joriy etish natijasida yuzaga kelgan yangi global o‘zgarishlar
savdo bozoriga, shuningdek, ularning ishtirokchilariga ta’sir ko‘rsatdi. Axborot
tarmog‘i iqtisodiyoti deb ataladigan ehtiyojlarni qondirish uchun tovarlar va
xizmatlarni ilgari surishning yangi texnologik hodisasi mavjud. Axborot tarmog‘i
igtisodiyoti — bu bozor ishtirokchilari yoki iqtisodiy agentlar o‘rtasida Internet yoki
boshqa elektron virtual vositalar orqali munosabatlar mavjud bo‘lgan butun bir global
tizim bo‘lib, u har ganday mamlakat yoki sanoatning samaradorligini oshiradi. Axborot
va tarmoq iqtisodiyoti bir nechta elementlarni o‘z ichiga olgan yirik tizim bo‘lib,
ulardan birini elektron tijorat deb atash mumkin. Elektron tijoratni o‘rganish xorijiy
mamlakatlarda ham amaliy, ham ilmiy nuqtai nazardan uzoq vaqtdan beri dolzarb
bo‘lib kelgan. Elektron tijoratni tovarlar va xizmatlarni sotib olish va sotish yoki
Internetning elektron tarmog‘i orqali pul yoki ma’lumotlarni uzatish deb atash
mumkin. Elektron tijoratni nafagat savdoning oddiy turi sifatida tushuntirish mumkin,
uning tushunchasi kengroq va innovatsion axborot texnologiyalaridan foydalanishga
asoslangan. Shuningdek, u bir nechta biznes jarayonlaridan iborat bo‘lgan
marketingdagi eng yirik tizimlardan biridir. Amalda, elektron tijorat o‘zining
jozibadorligi va samaradorligini ko‘rsatdi, chunki u kamroq xarajatlarni talab qiladi
yoki umuman talab gilinmaydi, shuning uchun mijozlar xizmatlarni farglash va har
ganday iste’molchiga samarali xizmat ko‘rsatish qobiliyatiga ega bo‘lgan katta
bozorga osongina kirishlari mumkin.

Ma’lumki jahonda yuz bergan pandemiya juda ko‘p o‘zgarishlarga olib keldi.
Covid-19 tufayli 2015- 2020-yillar oralig‘ida onlayn elektron tijorat savdolari 140%
ga oshdi va eng katta bozorlar AQSh va Xitoy ekanligini ta’kidlash kerak. Shuningdek,
elektron tijorat sohasidagi mutaxassislarning fikricha, 2025-yilga borib elektron
tijoratda chakana savdo hajmi 7,4 trillion dollarga yetishi mumkin. Elektron tijorat
bozorining yetakchi ishtirokchilari: Amazon.com, Inc JD.com, Inc Apple, Inc Alibaba
Walmart, Inc Ebay Inc The Home Depot Otto GmbH& Co Priceline.com Groupon, Inc
2020 yilga kelib Xitoy bozori eng yirik elektron bozorga aylandi. Dunyodagi savdo
bozori, uning hajmi 2,780 mird. Xitoy bozori yaqin 3-4 yil davomida o°‘zining yetakchi
mavaqeyini saqglab golishi va 2025-yilga borib o‘sish sur’ati 88,5 foizgacha yetishi
kutilmoqda. Elektron tijorat bozorida ikkinchi o‘rinni 2020-yilga borib daromadi 840,2
milliard dollarni tashkil etgan Qo‘shma Shtatlar egallagan. Dunyodagi uchinchi yirik
elektron tijorat bozori Yevropa bo‘lib, umumiy daromadi taxminan 385,34 milliard
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dollarni tashkil etadi, bunda Fransiya, Buyuk Britaniya, Ispaniya va Germaniya
yetakchilik qiladi. Qayd etilgan mamlakatlarda elektron tijoratning jadal o°‘sishi
nafaqat Internetga kirish imkoniyati, balki kirishdagi to‘siglarning kamayishi bilan
ham bog‘liq bo‘lishi mumkin. COVID-19 pandemiyasi biznes va iste’molchilarni
raqamli tizimga o‘tishga, onlayn platformalarda mavjud bo‘lgan tovarlar va
xizmatlarga tobora ko‘proq kirishga undadi.

Bugungi kunda aynan axborot-kommunikatsiya texnologiyalari iqgtisodiy
taragqiyotning hal giluvchi omili bo‘lib xizmat qilmoqda. Elektron tijorat bilan bog‘liq
masalalarni o‘rganishda quyidagi hal giluvchi omilni ajratib ko‘rsatish kerak — amalga
oshirilishi yoki tuzilishi Internetda amalga oshiriladigan va tomonlarning jismoniy
ishtirokisiz sodir bo‘ladigan tijorat bitimining mavjudligi. Natijada, xizmat yoki
mahsulotga egalik huquqi bir ishtirokchidan boshqasiga o‘tadi. Elektron tijorat (tijorat)
quyidagi operatsiyalarni gamrab oladi:

- onlayn marketing;

— tovar yyetkazib beruvchilar bilan internet alogalari;

— sotishdan keyingi xizmat — to‘lov tizimi;

— logistika va tovarlarni yyetkazib berish. Yugoridagi barcha elementlar asosiy
havoladan — Internetdagi tijorat bitimidan mahrum bo‘lib, elektron tijorat jarayoni
doirasidan tashqarida yotadi va bu holda elektron tijorat turlari deb atash mumkin
emas. Hozirgi vaqgtda elektron tijorat texnologiyalaridan foydalanishning iqgtisodiy
samarasi ijobiy va ijobiy o‘sish dinamikasiga ega. Ijtimoiy taraqqiyotning hozirgi
bosqichida ushbu faoliyat sohasi inson hayotining ajralmas gismi hisoblanadi. Elektron
tijorat ko‘plab afzalliklarga ega bo‘lib, bu xizmatlar va tovarlar narxining pasayishiga
olib keladi. O‘z navbatida, bu onlayn savdo hajmini oshirishga yordam beradi.
Zamonaviy ma’lumotlarni uzatish tizimlaridan foydalanish tufayli tijorat
operatsiyalarini amalga oshirish qulayroq bo‘ldi. Masalan, hujjatlarni almashish
jarayoni sezilarli darajada soddalashtirildi: bosma narx-navolar, schyot-fakturalar,
birja kotirovkalari, xarid buyurtmalari va boshqa hujjatlar o‘rniga kontragentga
elektron versiyalar yuboriladi. Xuddi shunday holat elektron pul o‘tkazmalari
(to‘lovlar) sohasida ham shakllandi. Mijozlarning hisobvaraglarini kreditlash va
debetlash bo‘yicha moliya institutlari o‘rtasida samarali o‘zaro hamkorlik mexanizmi
yaratildi va faoliyat ko‘rsatmoqda. Onlayn savdo kichik va o‘rta tashkilotlarga yirik
korporatsiyalar bilan muvaffagiyatli ragobatlashish imkonini beradi. Amerika
Qo‘shma Shtatlarida Internetdan faol foydalanadigan kichik tashkilotlar o‘z faoliyatida
Internetdan foydalanmaydiganlarga garaganda 46% tezroq kengayadi.

2008-yilgi jahon moliyaviy-igtisodiy ingirozi Internetda kichik biznes
rivojlanishining sabablaridan biriga aylandi. 10 tagacha ishtirokchi ishtirok etadigan
loyihalar soni sezilarli darajada oshdi. Ishbilarmonlik faolligining umumiy pasayish
tendensiyasiga qaramay, ushbu segmentdagi o‘sish to‘xtamadi. Buning sababi,
tadbirkorlik faolligining umumiy pasayishi va xodimlarning gisgarishi sharoitida
ayrim yosh mutaxassislar 0‘z bizneslarini ochishga qaror qilishdi. Bundan tashqari,
Internetda biznes boshlash katta investitsiyalarni talab gilmaydi. Ushbu afzallik onlayn
savdoni barcha xo‘jalik yurituvchi subyektlar — ham kichik, ham yirik biznes uchun
jozibador qiladi. 2008 yildagi inqiroz ko‘plab tadbirkorlik subyektlarini radikal

WWW.MARKETINGJOURNAL.UZ 91



choralar ko‘rishga majbur qildi — xodimlarni gisgartirish, xodimlarni ishdan
bo‘shatish va budjetni gisqartirish. Ko‘pgina kompaniyalar qimmat tashqi reklamalarni
sotib olish imkoniyatiga ega emas edi. Shu munosabat bilan, shuningdek, xizmatlar va
tovarlarni ilgari surish imkoniyatlari nuqtayi nazaridan katta salohiyat tufayli
Internetning roli sezilarli darajada oshdi. Onlayn savdo asta-sekin jahon
igtisodiyotining ajralmas gismiga aylanib bormogda. Ammo mikrohududlarda yangi
yo‘nalishni rivojlantirish turli sur’atlarga ega. Segmentning mutlaq yetakchisi Osiyo-
Tinch okeani mintagasi hisoblanadi. Onlayn savdo aylanmasi bo‘yicha Shimoliy
Amerikadan ikki baravar ko‘p aylanmaga ega bo‘lgan Xitoy hisobiga). Bu tendensiya
asosan Osiyodagi rivojlanayotgan mamlakatlarning faol iqtisodiy o‘sishi va
axborotlashtirish bilan izohlanadi. Shu bilan birga, yangi bozor an’anaviy chakana
savdoga nisbatan kamroq shaffof va madaniyatli. Bu ko‘p jihatdan virtual
texnologiyalarning xususiyatlariga bog‘liq. Biroq, onlayn savdoning global tabiati
o‘sishning kuchli haydovchisi va ayni paytda ushbu sektorni qonuniylashtirish uchun
samarali moliyaviy va huquqiy vositalarni yaratishga asosiy to‘siq bo‘lib xizmat qiladi.
Ayrim hollarda vujudga kelayotgan tovar-pul munosabatlarini bir davlat hududida
amalda bo‘lgan qoidalar va qoidalar bilan tartibga solish qiyin. Yurisdiksiyadan gat’iy
nazar, transchegaraviy va ichki onlayn savdoni yagona tamoyillar asosida tartibga
solish zarurati yagqol namoyon bo‘ladi. Ammo bugungi kunga kelib, davlat tomonidan
tartibga solishning yagona amaliyoti mavjud emas. Shu bilan birga, ko‘plab
mamlakatlarda milliy (mahalliy) ishlab chigaruvchilar va onlayn-riteylerlarni
rag‘batlantirish uchun protektsionistik choralarni ommalashtirish tendensiyasi aniq
kuzatilmoqgda (AQSh va bozorni 0‘z-0‘zini tartibga solish kursini olgan boshqa ba’zi
davlatlar bundan mustasno). )

Onlayn savdo hajmlari haqida gapirganda, keling, quyidagi fikrlarga e’tibor
qaratamiz. Shunday qilib, eMarketer ekspertlarining ma’lumotlariga ko‘ra, 2015 yilda
bu ko‘rsatkich 1,8 trillion dollar darajasida edi. 2014 yilga nisbatan uning o‘sishi 17,7
foizni tashkil etdi. 2016 — 2017 — yillarda sektor o‘sishi biroz sekinlashdi. O‘sishning
eng kuchli omillari quyidagilar bo‘lishi mumkin:

— Internetning kirib borishi (aynigsa, mobil aloga) — iste’molchilarning xarid
gobiliyatining oshishi (asosan Osiyo-Tinch okeani mintagasidagi rivojlanayotgan
mamlakatlarda). Soha mutaxassislarining fikriga ko‘ra, sezilarli o‘sishga nomoddiy
tovarlarning elektron savdosi orgali erishish mumkin (yiliga taxminan 20-25%), bu
bozor mutaxassislari tomonidan onlayn savdoning umumiy hajmida deyarli hisobga
olinmaydi. Buni bugungi kunga qadar rivojlanayotgan onlayn savdo bozori
ko‘rsatkichlarini hisobga olish va baholashning yagona xalgaro amaliyoti
rivojlanmaganligi bilan izohlash mumkin. Davlatlarning xizmatlar va tovarlarning
onlayn savdosi bozoridagi o‘rni beqiyos darada ekanligi ma’lum. Remarkety
ma’lumotlariga ko‘ra, Xitoy 2017 — yilda dunyodagi eng yirik onlayn savdo bozoriga
aylandi. O‘sishning asosiy omili mamlakat aholisidir.

Global elektron tijorat savdosi gariyb 6 trillion AQSh dollarini tashkil etadi, bu
butun dunyo bo‘ylab chakana savdoning 19,5 foizini tashkil giladi.

Ba’zi mamlakatlar elektron tijoratni gabul qilishda sezilarli darajada oldinda
yoki orgada, buni siz ushbu postda ko‘rasiz. Agar siz qaysi mamlakatlarda elektron
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tijorat eng ko‘p sotilishi haqida qizigsangiz, siz to‘g‘ri joydasiz. Biz sizga dunyodagi
eng yaxshi elektron tijorat bozorlarini, shuningdek, elektron tijorat eng tez
rivojlanayotgan mamlakatlarni va jami chakana savdoga nisbatan onlayn savdo ulushi
eng yuqgori bo‘lgan mamlakatlarni ko‘rsatamiz.

Xitoy juda katta farq bilan dunyodagi birinchi elektron tijorat bozori bo‘lib,
yiliga 3 trillion dollardan ortiq elektron tijorat savdosini ishlab chigaradi, bu butun
dunyo bo‘ylab onlayn savdolarning yarmidan ko ‘pini tashkil giladi.

Keyingi o‘rinda AQSh 1 trillion dollardan ko‘proq yillik elektron tijorat sotuvi
bilan keladi — ta’sirchan, ammo Xitoy har yili gilgan ishining uchdan bir gismi.
Shundan so‘ng, keyingi yirik elektron tijorat bozorlariga sezilarli pasayish kuzatiladi.

AQSh Buyuk Britaniya Yaponiya Germaniya Fransiya Janubiy Koreya Kanada
Rossiya davlati Xitoyning global elektron savdo sohasida yetakchi o‘rinlarini saglab
golish va oshirish so‘nggi bir necha yil ichida XXR iqtisodiyotining yuqori o‘sish
sur’atlaridan dalolat beradi. shuningdek, ularning saglanishi va yanada o‘sishiga oid
ekspert prognozlari. Ba’zi mamlakatlar allagachon Xitoy onlayn-do‘konlari tomonidan
tagdim etilayotgan xizmatlar va tovarlarning nisbatan yugori sifatli va arzon bozoriga
proteksionistik to‘siqlarni o‘z ichiga oladi. Ekspert prognozlariga ko‘ra, kelgusi bir
necha yil ichida global onlayn savdo bozorida sezilarli o‘sishni kutish kerak. Marketer
ekspertlari 2019 — yilga kelib savdo hajmi 3,5 trillion dollargacha o‘sishini bashorat
gilmoqda. Shu bilan birga, onlayn savdoning global chakana savdodagi ulushi 2015 —
yildagi 8-9 foizga nisbatan 12 foizgacha oshadi.

Jahon elektron tijorat bozori yilining o‘sishi onlayn savdo sektori o‘sishining
asosiy omili yangi Internet foydalanuvchilari, asosan mobil Internet foydalanuvchilari
(planshetlar, smartfonlar) doimiy ravishda Kirib kelishidir. Shuningdek, har ganday
operatsiya va tranzaksiyalar uchun, agar ularni global tarmoqqga o‘tkazish mumkin
bo‘lsa, xarajatlarni minimallashtirish uchun jamiyatni ragamlashtirishning umumiy
global tendensiyasini hisobga olish kerak. Marketer ekspertlari yagin kelajakda
xaridlar soni sezilarli darajada oshishini, shu jumladan, bozor ishtirokchilari o‘rtasidagi
narx raqobatining kuchayishi hisobiga bashorat gilmogda. Buning sababi shundaki,
onlayn iste’molchilar turli sotuvchilarning narxlarini (jumladan, bozor formatida)
solishtirish imkoniyatiga ega bo‘lib, bu an’anaviy va elektron sotuvchilar tomonidan
muntazam va tez-tez o‘tkaziladigan aksiyalarning haydovchisi bo‘lib xizmat qiladi.
Mutaxassislarning fikricha, Xitoy global onlayn savdo bozorida yetakchilikni davom
ettiradi (yiliga 26%), asosan eksport chakana savdosi hisobiga. Rivojlanayotgan
boshga mamlakatlar: Hindiston (24%), Indoneziya va Janubiy Koreyada (20% dan
ortiq) yuqori o‘sish suratlari kutilmoqda. Ushbu hududlarda o‘sishning asosiy omillari
demografik vaziyat (yuqori aholi) va mobil Internetning Kirib borishi hisoblanadi.
Rivojlangan mamlakatlar (Yaponiya, Germaniya, Buyuk Britaniya, AQSH)
bozorlarining o°sishiga mobil sotuvlar sezilarli ta’sir ko‘rsatadi

Ebay, Amazon va Alibaba kabi onlayn bozordagi global o‘yinchilarga kelsak,
ularning rivojlanishi tez sur’atlar bilan davom etayotganini ta’kidlaymiz. Ular
bozorning muayyan segmentlariga mo‘ljallangan loyihalarni joriy etish, shuningdek,
boshqga onlayn o‘yinchilarni sotib olish orqali 0‘z pozitsiyalarini mustahkamlaydi .
Onlayn tijoratning rivojlanishi va kengayishi tezrog globallashuvga va tezlashtirilgan
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axborot almashinuviga olib keladi. Shu bilan birga, onlayn-tijoratni rivojlantirish
igtisodiy rivojlanishning asosiy global tendensiyalaridan biridir.

1-jadval.
Rivojlangan davlatlarda elektron tijoratning rivojlanishi
Ne Davlatlar Ma’lumotlar
1 Xitoy 2023 - yilda elektron tijorat savdosi.3,02 trillion dollar

Xitoydagi eng yaxshi elektron tijorat brendlari: JD.com (yillik savdo 132,76 milliard
AQSh dollari), Tmall (yillik savdosi 22,19 milliard AQSh dollari), VIP.com (yillik
savdo 16,38 milliard AQSh dollari)

2 AQSh 2023 - yilda elektron tijorat savdosi: 1,16 trillion dollar
AQShdagi eng yaxshi elektron tijorat brendlari

Amazon (yillik savdosi 130,27 milliard dollar)

Walmart (yillik savdosi 52,40 milliard AQSh dollari)
Apple (yillik savdosi 30,99 milliard AQSh dollari)

3 Buyuk Britaniya 2023 —yilda elektron tijorat savdosi: 195,97 milliard dollar
Buyuk Britaniyadagi eng yaxshi elektron tijorat brendlari
Amazon Buyuk Britaniya (yillik savdosi 15,36 milliard AQSh dollari)
Sainsbury’s (yillik savdosi 7,04 milliard AQSh dollari)
Tesco (yillik savdosi 7,04 milliard AQSh dollari)

4 Yaponiya 2023 - yilda elektron tijorat savdosi: 193,42 milliard dollar
Yaponiyadagi eng yaxshi elektron tijorat brendlari
Amazon Japan (yillik savdosi 12,83 milliard AQSh dollari)
Apple (yillik savdosi 3,61 milliard AQSh dollari)
Yodobashi (yillik savdosi 2,50 milliard AQSh dollari)

5 Janubiy Koreya 2023 —yilda elektron tijorat savdosi: 147,43 milliard dollar
Janubiy Koreyadagi eng yaxshi elektron tijorat brendlari
Coupang (yillik savdosi 18,25 milliard AQSh dollari)
Himart (yillik savdosi 1,34 milliard AQSh dollari)

SSG (yillik savdo 1,33 milliard AQSh dollari)

6 Hindiston 2023 - yilda elektron tijorat savdosi: 118,90 milliard dollar
Hindistondagi eng yaxshi elektron tijorat brendlari

AJIO (yillik savdo 2,15 milliard AQSh dollari)

Reliance Digital (yillik savdosi 1,37 milliard AQSh dollari)
JioMart (yillik savdosi 1,24 milliard AQSh dollari)

7 Germaniya 2023 - yilda elektron tijorat savdosi: 97,32 milliard dollar
Germaniyadagi eng yaxshi elektron tijorat brendlari
Amazon DE (yillik savdosi 16,10 milliard dollar)

OTTO (yillik savdo 5,06 milliard AQSh dollari)

Zalando (yillik savdosi 2,92 milliard AQSh dollari)

8 Indoneziya 2023 —yilda elektron tijorat savdosi: 97,14 milliard dollar
Indoneziyadagi eng yaxshi elektron tijorat brendlari

JD (yillik savdo 1,02 milliard AQSh dollari)

Blibli (yillik savdosi 697,4 million AQSh dollari)

Orami (yillik savdosi 372,0 million AQSh dollari)

9 Kanada 2023 —yilda elektron tijorat savdosi: 82,81 milliard dollar
Kanadadagi eng yaxshi elektron tijorat brendlari

Amazon CA (yillik savdosi 11,51 milliard AQSh dollari)
Walmart (yillik savdosi 4,15 milliard AQSh dollari)
Costco (yillik savdodan 2,55 milliard dollar)

2023 — yilda elektron tijorat savdosi: 82,81 milliard dollar
Kanadadagi eng yaxshi elektron tijorat brendlari
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Ne Davlatlar Ma’lumotlar

Amazon CA (yillik savdosi 11,51 milliard AQSh dollari)
Walmart (yillik savdosi 4,15 milliard AQSh dollari)
Costco (yillik savdodan 2,55 milliard dollar)

10 Fransiya 2023 — yilda elektron tijorat savdosi: 79,36 milliard dollar
Frantsiyadagi eng yaxshi elektron tijorat brendlari
Amazon FR (yillik savdosi 5,14 milliard AQSh dollari)
Shein (yillik savdosi 1,75 milliard AQSh dollari)

Veepee (yillik savdosi 1,57 milliard AQSh dollari)

Eng tez rivojlanayotgan elektron tijorat bozorlari

Endi elektron tijorat eng tez rivojlanayotgan mamlakatlarga garaylik.

Janubiy-Sharqiy Osiyo sotuvlar o°sishi bo‘yicha 10 ta eng yaxshi elektron tijorat
bozorida ustunlik giladi va umuman mintaga 2023 — yilda 18,6% o°sish bilan elektron
tijorat uchun eng tez rivojlanayotgan mintaqadir. Filippin 24,1% o‘sish bilan eng tez
rivojlanayotgan elektron tijorat bozorlari ro‘yxatini boshgaradi. Keyingi o‘rinlarda
Hindiston, Indoneziya, Malayziya va Tailand. AQSH allagachon dunyodagi ikkinchi
yirik elektron tijorat bozori bo‘lsa ham, u hali ham elektron tijoratning o‘sishi bo‘yicha
birinchi o‘ntalikka kiradi, bozor 2023 —yilda 10,5 foizga o‘sadi. Quyida dunyo bo‘ylab
eng tez rivojlanayotgan elektron tijorat bozorlarini rivojlanishini ko‘rishimiz mumkin.

2-jadval.
Dunyo bo‘ylab eng tez rivojlanayotgan elektron tijorat bozorlari o‘sishi
No Davlatlar Foiz
1 Filippin 24,10 foizga o‘sdi
2 Hindiston 22,30 foizga o‘sdi
3 Indoneziya 20,00% o°‘sish
4 Malayziya 18,00% ga o‘sish
5 Tailand 16,00% gacha
6 Meksika 14,20 foizga o‘sdi
7 Argentina 14,00% ga o‘sdi
8 Vetnam 12,50% ga o°‘sish
9 Janubiy Koreya 10,60 foizga osdi
10 AQSh 10,50% ga o‘sdi

XULOSA VA TAKLIFLAR

Zamonaviy dunyoda iqtisodiyotni rivojlantirishning eng muhim yo‘nalishlaridan
biri bu elektron tijoratdir. Elektron tijorat — bu igtisodiyotning jadal rivojlanayotgan
sohasi bo‘lib, inson faoliyatining barcha sohalariga kirib borishini osonlashtiradi.

Hozirgi vaqtda elektron tijorat bir necha yil davom etadigan intensiv o‘sish
bosqichida. U elektron ma’lumotlar almashinuvi, pul o‘tkazmalari, to‘lov tizimlari,
marketing, bank, sug‘urta va boshqa elektron xizmatlarni o‘z ichiga oladi.
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2020 yilgacha elektron tijoratning rivojlanishiga faol internet foydalanuvchilari
sonining ko‘payishi ta’sir ko‘rsatdi. 2021-yil yanvar oyida dunyo bo‘ylab 4,66 milliard
Kishi internetdan foydalanadi, bu o‘tgan yilga nisbatan 316 million (7,3 foiz) kopdir.
Shuningdek, elektron tijoratning rivojlanishiga pandemiyaning ham ta’siri bo‘ldi va u
quyidagi omillarni keltirib chigardi:

eOflayn xaridlarni cheklash;

eMasofaviy ishlashga o‘tish va bu bilan bog‘liq holda aholining yirik
shaharlardan chiqib ketishi;

¢0zig-ovqgat yyetkazib berishga bo‘lgan talabning ortishi.

e]ste’molchilarning do‘konlarda tovarlar sotib olish imkoni yo‘q edi, shuning
uchun izolyatsiya paytida odamlar onlayn xarid qilishga o‘rganib qolishdi.

Hozirgi vaqtda elektron tijorat jahon savdo aylanmasining nisbatan kichik gismini
(10-20%) egallab turibdi, birog u har ganday mamlakatning savdo va iqtisodiyotining
eng dinamik rivojlanayotgan segmentlaridan biri bo‘lib, ragamli o‘zgarishlarning
zamonaviy texnologiyalarga ta’sirini tavsiflaydi.

Elektron tijoratni rivojlantirishning asosiy yo‘nalishlari quyidagilardir: savdo,
marketing va sotishni rag‘batlantirish sotishdan oldingi ishlar, dastlabki kelishuvlar,
yetkazib berishni moliyalashtirish va tijorat operasiyalarini sug‘urtalash (buyurtma
berish, qabul qilish, to‘lash) mahsulotga xizmat ko‘rsatish va birgalikda mahsulot
ishlab chiqarishni qo‘llab-quvvatlash, tagsimlangan qo‘shma ishlab chigarishdan
foydalanish. umumiy va xususiy Xizmatlar biznes boshgaruvi (lisenziyalar va
ruxsatnomalar olish, soliglar, bojxona va h.k.) transport, transport texnologiyasi va
materiallari umumiy xaridlar elektron tovarlarning avtomatik savdosi buxgalteriya
hisobi nizolarni hal gilish va boshqalar. To‘lov davri, elektron tarzda amalga oshirilishi
mumkin. Bojxona va soliq majburiyatlarini bajarish bo‘yicha vakolatli markazlar,
shuningdek, statistika organlari bilan o‘zaro hamkorlik allagachon yaxshi yo‘lga
qo‘yilgan. Biroq, elektron tijoratning bir qismi bo‘lgan xavfsizlik, intellektual mulk
huquglari, huquqiy muammolar va tartiblar kabi ba’zi masalalar haligacha
noanigligicha golmoqda.
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O‘ZBEKISTON VA OSIYO-TINCH OKEANI MINTAQASI
MAMLAKATLARI TASHQI SAVDOSINING RIVOJLANISH
TENDENSIYALARINI BAHOLASH

Rahimov Said Abdulloh Saminjon o‘g‘li
TDIU, magistranti

Annotatsiya

Mazkur maqolada O‘zbekiston va Osiyo-tinch okeani mintagasi mamlakatlari
tashqgi savdosining rivojlanish tendensiyalari statistik tahlil gilingan. Osiyo-Tinch
okeani iqgtisodiy hamkorligi (APEC) mamlakatlarining umumiy tashqgi savdosi
ko‘rsatkichlari Birlashgan Millatlar Tashkilotining Savdo Ma’lumotlari Bazasi (UN
COMTRADE) va Xalgaro Savdo Markazi (International Trade Centre, ITC)
statistikasi ma’lumotlari asosida o‘rganilgan. O‘zbekistonning Osiyo-tinch okeani
mintagasi mamlakatlariga eksportini oshirish bo‘yicha taklif va tavsiyalar berilgan.

Kalit so‘zlar: tashqi savdo, Asia-Pacific Economic Cooperation (APEC)
Aggregation(APEC), Birlashgan Millatlar Tashkilotining Savdo Ma’lumotlari Bazasi
(United Nations Commodity Trade Statistics Database, UN COMTRADE), Xalgaro
Savdo Markazi (International Trade Centre, ITC), eksport, import, savdo
tendensiyalari.

AHHOTALINA

B 1aHHON cTarbe CTAaTUCTUYECKH IPOAHAIM3UPOBAHBI TEHJCHLWH DPa3BUTHS
BHEUIHEW ToproBiu Y30ekucraHa U CTpaH A3HMaTCKO-THXOOKEaHCKOrOo pEruoHa.
[Toka3aTenn COBOKYIHOW BHEIIHEW TOPrOBJIM CTpaH A3MaTCKO-THUXOOKEaHCKOro
sKOHOMHUYEeCKOro corpyaHuuectBa (ATIC) u3yueHbl Ha OCHOBE CTAaTUCTHKU basbl
toproBeix fanHbIx OOH (UN COMTRADE) u MexyHapogHOTO TOProBOTo IIEHTpa
(ITC). bpumn naHbl TpeAJIOKEHUS W PEKOMEHJALUMU MO0 YBEIUYEHHUIO 3KCIOpPTa
VY30ekucrtana B cTpanbl A3MaTCKO-THXOOKEaHCKOTO PErroHa.

KuiroueBbie  cjioBa:  BHEWIHSS — TOProBisA,  A3HMAaTCKO-THXOOKEaHCKOE
skoHOMHUYeckoe coTpyaHuuectBo (ATOC), baza naHHBIX CTaTUCTUKH TOPTOBIH
celpbeBbiMU TOBapamu Opranuzaiuu OO0beaumHeHHbix Hammit (UN COMTRADE),
Mexnaynaponnbiii Toprossiid eHTp (MTLI), sxcriopT, UMNOPT, TOProOBbIE TEHICHLIUU.

Abstract

This article statistically analyzes the development trends of foreign trade of
Uzbekistan and the countries of the Asia-Pacific region. The indicators of the total
foreign trade of the countries of the Asia-Pacific Economic Cooperation (APEC) were
studied based on the statistics of the United Nations Trade Data Base (UN
COMTRADE) and the International Trade Center (ITC). Proposals and
recommendations on increasing Uzbekistan's exports to the countries of the Asia-
Pacific region were given.

Keywords: foreign trade, Asia-Pacific Economic Cooperation (APEC)
Aggregation (APEC), United Nations Commodity Trade Statistics Database (UN
COMTRADE), International Trade Center (ITC), export, import, trade trends.
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KIRISH

O‘zbekiston jahonning ko‘plab rivojlangan va yetakchi mamlakatlari bilan
siyosiy-diplomatik, savdo-igtisodiy va madaniy aloqgalar o‘rnatib, ikki va ko‘p
tomonlama manfaatli alogalarni rivojlantirishga yuqori e’tibor garatib kelmoqda.
Mamlakat tashqi iqtisodiy salohiyatini aniglovchi eng muhim iqtisodiy ko‘rsatkichlar
esa tashqi savdo ko‘rsatkichlari bo‘lib, mamlakatning tashqi iqtisodiyot sohasidagi
islohotlarda uni oshirish masalasi doimiy kun tartibiga qo‘yilgan. Bu borada
O‘zbekiston Respublikasi Prezidentining 2023-yil 11-sentyabrdagi PF-158-son
“O‘zbekiston — 2030 strategiyasi to‘g‘risida”gi Farmonida ‘“2030-yilga gadar
igtisodiyot hajmini 2 barobar oshirish va “daromadi o‘rtachadan yuqori bo‘lgan
davlatlar” gatoriga kirish” ustivor maqsad sifatida qabul qilingan.“O‘zbekiston —
2030 strategiyasi doirasidagi yana bir asosiy magqgsad sifatida “Jahon savdo
tashkilotiga to‘laqonli a’zo bo‘lish” belgilangan.[1] Mazkur magsadlarni amalga
oshirish uchun mamlakatda tashqi sadosini rivojlanishining mavjud holati va
tendensiyalarini doimiy ravishda o‘rganib borish zaruriyati mavjud.

ADABIYOTLAR SHARHI

O‘zbekistonning jahon miqyosidagi tashgi savdo  alogalari umumiy tarzda
qit’alar shaklida ko‘rib chigilishi bilan bir gatorda tadqgigotlar olib borilgan
bo‘lsada, ularning salmog‘i umumiy tashqi savdo bilan bog‘liq bo‘lgan tadqiqotlarga
nisbatan kamroqdir. Birog mamlakatimiz olimlari tomonidan bu borada bir gator ilmiy
tadgiqotlar olib borilgan, jumladan, Sodikov Z. tomonidan O‘zbekiston igtisodiyotini
yanada erkinlashtirish jarayonida tashqi savdo va undagi sheriklarning ulushi
borasidagi muammolarning o‘ziga xos jihatlari tahlil gilingan. Aniglangan
muammolarni bartaraf etish bo‘yicha takliflar ishlab chiqgilgan.[2]

Mustafakulov Sh. 1., Ismailova N. S.lar O‘zbekistonning Jahon savdo tashkiloti
(JST)ga kirishini faollashtirishda muhim omil va qulay sharoit yaratish vositasi bo‘lishi
mumkinligini ta’kidlaydi. O‘zbekiston Respublikasining JSTga a’zo bo‘lish borasidagi
hozirgi paytdagi amaliy harakatlarini mamlakatimizning bu borada o‘z oldiga qo‘ygan
magqsadiga erishishidagi muhim qadam sifatida baholangan.[3] JSTga a’zolik bo‘yicha
MDX mamlakatlari olimlari tomonidan ham tadgiqotlar olib borilgan, jumladan
mamlakatning JSTga a’zo bo‘lishi munosabati bilan tashqi savdo siyosatini amalga
oshirish usullarini o°zgartirish masalalari Ye.G[4]., Kushlina V.1.[5], Perskoy V.V .lar
tomonidan o‘rganilgan.[6]

O‘zbekistonda iqtisodiy integratsiyani rivojlantirish va uning samaradorligini
oshirish omillari Sh.Zaynutdinov tomonidan o‘rganilgan.[7] Unda integratsiya
jarayonlarini kengaytirishda davlatning roli, ushbu jarayon ishtirokchisi bo‘lgan
korxonalarning samaradorligi va integratsiyasini oshirish yo‘llari tahlil gilinadi.

O‘zbekiston Respublikasi tashqi savdo siyosatini milliy iqtisodiyot barqarorligi
sharoitida modernizatsiyalashning asosiy yo‘nalishlari Zufarova N.A tadqiqotlarida
o‘rganilgan[8] Nazarova R.R. tomonidan O‘zbekistonda tashqi savdoni tartibga
solishning innovatsion mexanizmlari tadgigot gilingan.[9]
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Mazkur tadqiqotda asosiy e’tibor O‘zbekistonning jahon iqtisodiyoti bilan
integratsiyasi sharoitida tashqgi savdoni yanada erkinlashtirish, mamlakatlar bilan
savdo-iqgtisodiy alogalarni kengaytirish usullari va vositalarini tagdim etishgan.

METODOLOGIYA

Mazkur tadqiqotda O‘zbekiston va Osiyo-Tinch okeani mintagasi mamlakatlari
bilan tashqi savdo aylanmasi ko‘rsatkichlari xalgaro statistika tashkilotlari
ma’lumotlari asosida statistik tahlil qilinadi. Tashqi savdoni rivojlanish tendensiyalari
va unga omillar ta’siri o‘rganiladi. Tashqi savdo aylanmasi ko‘rsatkichlari prognozlash
modellari asosida 2030-yilgacha bo‘lgan qiymatlari aniglanadi.

TAHLIL VA NATIJALAR

Osiyo-Tinch Okeani iqgtisodiy hamkorlik tashkiloti (APEC) 1989-yilda butun
Osiyo-Tinch Okeani mintagasida erkin savdo va iqtisodiy hamkorlikni rivojlantirish
maqgsadida tashkil etilgan mintagaviy iqtisodiy forumdir. 2024-yil holatiga ko‘ra,
APECga a’zo davlatlar: Avstraliya, Kanada, Xitoy Xalq Respublikasi, Gonkong,
Indoneziya, Yaponiya, Janubiy Koreya, Malayziya, Meksika, Yangi Zelandiya, Papua-
Yangi Gvineya, Peru, Filippin, Rossiya, Singapur, Tailand, Amerika Qo‘shma
Shtatlari, Vetnam hisoblanadi.

Tashkilotning asosiy magsadi Osiyo-Tinch Okean mintagasida ochiq va erkin
savdo hamda investitsiyalar uchun sharoit yaratib berish, atrof muhitni muhofaza gilish
yuzasidan kuch-g‘ayratlarni muvofiglashtirish. Osiyo-Tinch Okean iqtisodiy
hamkorligi mamlakatlarida integratsiya jarayonlari mintagada sanoati rivojlangan
davlatlar uchun 2010-yilgacha va rivojlanayotgan mamlakatlar uchun 2020-yilgacha
ochiq va erkin savdoni ta’minlash va qo‘llab-quvvatlashni,a’zo mamlakatlarning izchil
sur’atda o‘sishi, bir tekis rivojlanishi va milliy barqgarorligiga erishish uchun yaqgin
hamkorlik qilishni nazarda tutadi.O‘zbekiston bugungi kunda OsiyoTinch okean
mintagasi mamlakatlari bilan siyosiy-igtisodiy va ilmiy-madaniy hamkorlikni
kuchaytirishga doimo intilib kelgan va bu boradagi say-harakatlar rivojlanishda davom
etmoqda.

O‘zbekiston va Osiyo-Tinch okeani mintaqasi mamlakatlari o‘rtasidagi tashqi
savdo aloqgalari so‘nggi yillarda sezilarli darajada rivojlanmoqda. Bu mintaqga iqtisodiy
hamkorlik va integratsiya jarayonlariga katta e’tibor qaratmoqda.

Osiyo-Tinch okeani igtisodiy hamkorligi (APEC) tashkiloti bu jarayonda muhim
rol o‘ynaydi. APECning asosiy maqgsadi mintaqada ochiq va erkin savdo hamda
investitsiyalar uchun sharoit yaratishdir! O‘zbekiston bu mintaga mamlakatlari bilan
siyosiy-igtisodiy va ilmiy-madaniy hamkorlikni kuchaytirishga intilmoqda.?

O‘zbekistonning bu mintaga bilan hamkorligi nafaqat savdo, balki texnologik
rivojlanish va infratuzilmani yaxshilash sohalarida ham amalga oshirilmoqda.
Masalan, yapon kompaniyalari bilan birgalikda bir nechta qo‘shma korxonalar tashkil
etilgan.®

! https://uz.wikipedia.org/wiki/Osiyo-tinch_okean_igtisodiy_hamkorligi.
2 https://gomus.info/oz/encyclopedia/o/osiyo-tinch-okean-igtisodiy-hamkorligi.
3 https://yuz.uz/uz/news/markaziy-osiyo-davlatlari-bilan-dostona-hamkorlik-ozbekiston-tashgi-siyosiy-faoliyatining-
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1-jadval

Osiyo-Tinch okeani igtisodiy hamkorligi (APEC) mamlakatlarining jahon
eksporti va importidagi ulushi

Ko‘rsatkichlar 2019-yil 2020-yil 2021-yil 2022-yil 2023-yil

Jahon mamlakatlari jami 18761,8 17515,0 22154,1 24719,8 23291,1

eksporti, mlrd. AQSH

dollari
APEC mamlakatlari 9406,8 8972,3 11353,3 124749 11792,3
eksporti, mlrd. AQSH

dollari
eksportdagi ulushi, % 50,1 51,2 51,2 50,5 50,6

Jahon mamlakatlari jami 19097,1 17726,0 22455,3 25406,4 23553,5
importi mlrd. AQSH dollari

APEC mamlakatlari 9595,1 9013,6 11409,3 12557,0 11684,0
importi, mird. AQSH
dollari
Importdagi ulushi 50,2 50,8 50,8 49,4 49,6

Manba: UN COMTRADE va ITC statistikasi asosidagi ITC hisob-kitoblari — https://translate.google.com/.
Bunda xizmatlar eksporti va re-eksport inobatga olinmagan.

1-jadval ma’lumotlariga ko‘ra APEC mamlakatlarining jahon eksportidagi ulushi
o‘rtacha 50% atrofida sagqlangan, 2021 va 2022-yillarda eng yuqori bo‘lgan (51,2%).
2023-yilda u 50,6% ga kamaygan. Bu APEC mamlakatlarining jahon eksportidagi
ulushi asosan o‘zgarmasligini ko‘rsatadi, ammo 2023-yilda biroz kamaygan. APEC
mamlakatlarining jahon importidagi ulushi ham o‘rtacha 50% atrofida saqlangan,
2022-yilda eng past darajaga tushgan (49,4%). 2023-yilda u 49,6% ga oshgan. Bu
APEC mamlakatlarining jahon importidagi ulushi ham aniq bir o‘sish ko‘rsatganligini
va boshqa yillarga nisbatan biroz yomonlashganini ko‘rsatadi. APEC
mamlakatlarining eksporti ham 2020-yildan 2021-yilga ko‘tarilgan, keyin 2022-yilda
yana o‘sgan. Ammo 2023-yilda gayta kamaygan. Jahon mamlakatlarining jami importi
2020-yildan keyin katta o‘sishga erishgan, 2023-yilda 23553,5 milliard AQSH
dollariga kamaygan. APEC mamlakatlarining importi ham 2020-yildan keyin o‘sgan,
lekin 2023-yilda kamaygan.

APEC mamlakatlarining eksport migdori yoki ulushi jahonning umumiy eksport
hajmining bir gismini saqlab tursa-da, 2023-yilda kamaygan. Bu, global igtisodiy
siyosiy holatlar hamda savdo shartlarining o‘zgarishi bilan bog‘liqdir. APEC
mamlakatlarining import miqdori 2020-yildan keyin o‘sishda davom etgan, ammo
2023-yilda qayta kamaygan. Bu, global ta’minot zanjirlarining o‘zgarishi yoki
mamlakatlar o‘rtasidagi geosiyosiy vaziyatlar sabab yuzaga kelayotgan tashqi savdo
bilan bog‘liq to‘siqlar sabab bo‘lgan.

Tahlil natijalaridan ma’lum bo‘ladiki, APEC mamlakatlarining global savdo
miqgdoridagi ulushlari asosan bargaror, ammo iqtisodiy sharoitlar yoki savdo siyosati
o‘zgarishlari ularning savdo ko‘rsatkichlariga ta’sir ko‘rsatishi mumkin. Ushbu
holatlar mazkur mamlakatlar bilan O‘zbekistonning tashqi savdosini rivojlantirish
bo‘yicha aniq strategik yo‘nalishlarni belgilash magsadga muvofigligini anglatadi.

ustuvor—xonalishi
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2-jadval
O‘zbekiston respublikasining tovarlar eksport ko ‘rsatkichlari

Ko‘rsatkichlar 2017-yil 2018-yil 2019-yil 2020-yil 2021-yil 2022-yil
Jami eksport, ming
AQSH dollari 10079210 10920700 14344696 13127295 14034977 15286928
Jami APEC
mamlakatlari bo‘yicha
eksport, ming AQSH

dollari 2902250 3899633 3927371 2508033 3580307 4564199
Jami eksportda APEC

mamlakatlari ulushi, % 28,79 35,71 27,38 19,11 25,51 29,86
Shu jumladan,

Rossiya 1453672 1636681 2067207 1161766 1703536 2599858

Jami eksportda
Rossiyaga gilingani
ulushi, % 14,42 14,99 14,41 8,85 12,14 17,01
Manba: ITC calculations based on UN COMTRADE statistics since January, 2022.- https://www.trademap.org/.
Bunda xizmatlar eksporti va reeksport inobatga olinmagan.

2-jadval ma’lumotlariga ko‘ra O‘zbekistonning jami eksporti 2017-yilda
10079210 ming AQSH dollarini tashkil etib, 2023-yilda 15286928 ming AQSH
dollariga yetgan va tahlil yillari gariyb 151 foizga oshgan. Jami APEC mamlakatlari
bo‘yicha eksport esa 2017-yilda 2902250 ming AQSH dollarini tashkil etgan bo‘lib,
uning jami O‘zbekiston respublikasi mahsulotlari eksportidagi ulushi esa 28,7 foizni
tashkil etgan. 2022-yilga kelib esa APEC mamlakatlari bo‘yicha eksport xajmi
4564199 ming AQSH dollariga yetgan va jami eksportning 29,86 foiz hissasiga to‘g‘ri
kelgan. APEC mamlakatlari bo‘yicha jami eksportning asosiy qismi Rossiyaga amalga
oshirilgan. Jumladan, jami eksportda Rossiyaga gilingani ulushi 2017-yilda 14,42
foizni tashkil etgan bo‘lsa, 2022-yilda 17,1 foizni tashkil etgan. Umuman olganda
O‘zbekistoning APEC mamlakatlariga tovarlar eksporti hajmi bargaror va rivojlanish
tendensiyalariga ega bo‘lib, mustahkamlanib borayotganligidan dalolat beradi.

Agar APEC mamlakatlari importi va O‘zbekistoning mazkur mamlakatlarga
qilingan eksportini rivojlanishiga e’tibor garatilganda mazkur mamlakatlar bozorida
O‘zbekistoning munosib qirib borayotganligini ko‘rish mumkin. 3-jadvalda 2017-
2023-yillarda Jahon importi, APEC mamlakatlari jami importi va O‘zbekistonning
APEC mamlakatlariga eksporti ko‘rsatkichlari keltirilgan.

3-jadval
APEC mamlakatlariga importida O°zbekistoning ulushi, giymatlar min AQSH
dollari
Ko‘rsatkichlar 2017-yil 2018-yil 2021-yil 2022-yil
Jahon importi 17796858,07 |  19666235,32 19097074,8 | 1772597891 | 2245526241 | 2540635684
APEC
mamlakatlari jami 8905278,312 | 9871653454 | 9595060,194 | 9013606,803 | 11409348,39 125569586
importi
Jami APEC
HETTE E TR 2902,25 3899,633 3927,371 2508,033 3580,307 4564,199
O‘zbekistoning
eksporti
O‘zbekistoning
; 0,0326 0,0395 0,0409 0,0278 0,0314 0,0363
ulushi, %

O‘zbekistonning APEC mamlakatlariga eksporti 2017-yildan 2019-yilgacha
o‘sdi, 2020-yilda pandemiya ta’sirida pasaydi, ammo 2021 va 2022-yillarda gayta
I ——
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o‘sdi. Bu O‘zbekistonning eksport salohiyati va APEC mamlakatlari bilan savdo
alogalarining yaxshilanishini ko‘rsatadi. O‘zbekistonning APEC mamlakatlaridagi
ulushi 2017-2019-yillarda ortdi, ammo 2020-yilda pandemiya ta’sirida pasaydi. 2021
va 2022-yillarda ulush qayta o°sdi, lekin o‘rtacha qiymatlar kamroq bo‘ldi.

Jahon importi o‘sishda davom etmoqda, lekin pandemiya davrida gisga muddatli
pasayish kuzatildi. APEC mamlakatlari importi 2020-yil pandemiyasi ta’sirida gisqa
muddatli pasayishni boshdan kechirdi, ammo keyingi yillarda tiklandi va osdi.

O‘zbekistonning eksporti APEC mamlakatlariga 2017-2022-yillarda o‘sishga
moyil bo‘ldi, lekin 2020-yilda pandemiya sababli gisga muddatli pasayish kuzatildi.
O‘zbekistonning APEC mamlakatlaridagi ulushi umumiy importga nisbatan kichik va
o‘zgarmagan bo‘lishi mumkin, lekin 2021 va 2022-yillarda bir oz o‘sish kuzatildi.

O‘zbekistonning APEC mamlakatlariga eksportidagi ulush hali ham juda kichik,
lekin o‘sish tendensiyasi mavjud. Savdo strategiyalarini takomillashtirish va eksportni
diversifikatsiya qilish orgali bu ko‘rsatkichni oshirish mumkin.

XULOSA VA TAVSIYALAR

APEC (Osiyo-Tinch Okeani iqtisodiy hamkorligi) mamlakatlari bozorlari bir
qator o‘ziga xos xususiyatlarga ega, bu xususiyatlar iqtisodiy, siyosiy va madaniy
omillardan kelib chiqadi. Jumladan O‘zbekistonning APEC mamlakatlari bilan
samarali  savdo-igtisodiy munosabatlarini amalga oshirish uchun quyidagi
xususiyatlarga e’tibor qaratishi lozim:

APEC mamlakatlari global iqgtisodiyotning katta qismiga ega. Ular jahon
importining va eksportining muhim gismini tashkil etadi.

O‘sish Tendensiyalari: Ko‘pgina APEC mamlakatlari tez rivojlanayotgan
iqtisodiy bozorlar bo‘lib, ularning iqtisodiy o‘sish sur’atlari yuqori.

APEC mamlakatlarida raqobat yuqori bo‘lib, ko‘plab xalgaro va mabhalliy
kompaniyalar faoliyat yuritadi. Bu, mahsulot va xizmatlarning sifati va narxlarini
doimiy ravishda yaxshilashni talab giladi.

Ragobatbardosh  bozorlar innovatsiyalar va texnologik  rivojlanishni
rag‘batlantiradi, bu esa yangi mahsulotlar va xizmatlarni tagdim etishni talab qiladi.

APEC mamlakatlari orasida rivojlangan (masalan, AQSh, Yaponiya) va
rivojlanayotgan (masalan, Indoneziya, Filippin) bozorlar mavjud. Bu iqtisodiy o‘sish
darajasi va savdo imkoniyatlarini ta’sir qiladi.

Bozor sementatsiyasi igtisodiy rivojlanish darajasiga garab farg giladi, bu esa turli
mahsulot va xizmatlar uchun talablarga ta’sir qiladi.

Ko‘pgina APEC mamlakatlari siyosiy va iqtisodiy barqarorlikni saqlashga
intiladi, bu esa biznes muhitini yaxshilaydi.

Ba’zi mamlakatlarda siyosiy yoki iqtisodiy noaniqliklar bo‘lishi mumkin, bu
investitsiya va savdo qarorlariga ta’sir qiladi.

APEC mamlakatlarida savdo tariflari va to‘siqlari turlicha bo‘lishi mumkin. Ba’zi
mamlakatlar savdo to‘siglarini kamaytirish uchun ko‘p tomonlama va ikki tomonlama
savdo shartnomalarini imzolamoqda.

Mahsulotlar uchun sertifikatsiya va standartlarga moslashish talab gilinishi
mumkin, bu bozor kirishining muhim omillaridan biridir.
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APEC mamlakatlarida madaniy xilma-xillik mavjud, bu esa iste’molchi
xohishlari va talablarini shakllantiradi. Mahsulot va xizmatlarni mahalliy bozor
talablariga moslashtirish zarur.

APEC mamlakatlarida ragamli savdo va e-tijoratning o‘sishi kuzatilmoqda, bu esa
onlayn savdo va xizmatlar uchun yangi imkoniyatlar yaratmoqda.

Texnologik yangiliklar va innovatsiyalar, xususan, sun’iy intellekt, blokcheyn, va
raqamli to‘lovlar, bozor talablarini o‘zgartirishi mumkin.

APEC mamlakatlari geografik yaqinligi savdo yo‘nalishlari va logistika uchun
muhim ahamiyatga ega. Ular o‘rtasidagi transport va savdo aloqalari ko‘plab
imkoniyatlarni yaratadi.

Umuman olganda APEC mamlakatlari bozorlari global igtisodiyotda katta rol
o‘ynaydi, yuqori raqobatbardoshlik, turli iqtisodiy rivojlanish darajalari va madaniy
farglar kabi xususiyatlarga ega. Savdo va investitsiya strategiyalarini ishlab chigishda
ushbu omillarni hisobga olish va bozorning o‘ziga xos xususiyatlariga moslashish
muvaffagiyatli tashqgi savdo operatsiyalarini amalga oshirishda yordam beradi.

Yuqgoridagi o‘ziga xos xususiyatlarni inobatga olgan holda O‘zbekistonning
APEC mamlakatlari bilan savdo-igtisodiy hamkorlikni oshirish va ushbu
mamlakatlarga eksport imkoniyatlari oshirish bo‘yicha quyidagilarga ahamiyat
garatishi lozim:

1. Tashqi savdo strategiyasini takomillashtirish:

APEC mamlakatlaridagi raqobatbardosh sektorlarga e’tibor qaratish lozim.
O‘zbekistonning eksport imkoniyatlarini aniglab, bu mamlakatlarda talab yuqori
bo‘lgan mahsulotlar va xizmatlarni ishlab chiqish talab etiladi. Bunda zamonaviy
marketing  tadqgigotlari  asosida APEC  mamlakatlarining  bozor talab
dinamikasi,iste’molchilar xohishlarini va import bozoridagi tendensiyalarni chuqur
o‘rganilishi lozim.

2. Tashqgi Savdo siyosatini takomillashtirish:

APEC mamlakatlari bilan ikki tomonlama savdo shartnomalarini tuzish yoki
mavjud shartnomalarni yangilash, savdo to‘siglarini kamaytirish va tariflarni
pasaytirish. Bu borada O°‘zbekistonda so‘ngi yillarda ko‘plab faoliyatlar amalga
oshirildi. Biroq, jahonda yuz berayotgan siyosiy begarorliklarni inobatga olgan holda
hamkorlik alogalarini yanada mustahkamlashga ahamiyat garatish talab etiladi.

Yana bir asosiy talablar, APEC mamlakatlarining import standartlari va
sertifikatsiya talablariga mos keladigan mahsulotlarni ishlab chigarish. Mahsulot
sifatini oshirish uchun xalgaro standartlarga rioya gilishi lozim.

3. Infrastruktura va transportni yaxshilash:

Yaxshi logistika va transport infratuzilmasini yaratish, tashish xarajatlarini
kamaytirish, vaqgti-vaqti bilan yyetkazib berish jarayonlarini optimallashtirish lozim.
Savdo logistika tizimlarida, bojxona masalalarida savdo to‘siglarni kamaytirish va
soddalashtirish talab etiladi.

5. Mahsulot Diversifikatsiyasi:

O‘zbekistoning asosiy e’tibori eksport gilinayotgan mahsulotlar va xizmatlarni
diversifikatsiya gilish, yangi va innovatsion mahsulotlar ishlab chigishdir.
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O‘zbekistonda eksportni diversifikatsiya qilishga yuqori ahamiyat qaratilmoqda.
Birog nafagat yangi bozorlarga Kirib borish, balki innovatsion mahsulot turlari
bo‘yicha eksportni faqat APEC mamlakatlari bilan cheklamasdan, boshqa
mintagalarda ham kengaytirish talab etiladi.

O‘zbekiston mahsulotlarini xalqaro bozorda tanitish va brendni rivojlantirish
uchun marketing strategiyalarini ishlab chigishga ham ahamiyat garatilishi lozim.
Buning uchun birlamchi strategik yo‘nalish APEC mamlakatlarining yetakchi
brendlari bilan alogalarni mustahkamlash va mazkur brendlar ostida O‘zbekistonda
mahsulot ishlab chigarish lozim.

O‘zbekistonning APEC mamlakatlari bilan tashqi savdo ko‘rsatkichlarini
yaxshilash uchun umumiy strategiyani ishlab chiqish va har bir bo‘limda aniq
magsadlar qo‘yish muhim. Bu, 0‘z navbatida, eksport hajmini oshirishga va xalgaro
bozorda ragobatbardoshlikni kuchaytirishga yordam beradi.
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Abstract

E-commerce has revolutionized the way businesses operate, allowing them to
reach a global audience and conduct transactions electronically. With the rise of e-
commerce, e-stores have become an essential component of the digital economy,
providing a platform for businesses to showcase and sell their products or services
online.

As e-commerce continues to grow and evolve, it is crucial for businesses to
analyze and optimize their e-stores to ensure they are meeting the needs and
expectations of their customers. E-store analysis involves assessing various aspects of
an e-store’s performance, user experience, and market position to identify areas for
improvement and drive growth.

Keywords: digital services, ecosystem, online shopping, convenient payments,
Uzum.uz Market, payment, delivery, pickup point.

Anotatsiya

Elektron tijorat korxonalar faoliyatini rivojlantirishda yuqori ahamiyatga ega
bo‘lib, ularga global auditoriyani gamrab olish va tranzaktsiyalarni elektron tarzda
amalga oshirish imkonini beradi. Elektron savdo maydonchalari elektron tijoratning
o‘sishi bilan raqamli iqtisodiyotning muhim tarkibiy qismiga aylandi, bu biznes uchun
0°‘z mahsulotlarini yoki xizmatlarini onlayn tarzda namoyish etish va sotish uchun
platformani ta’minladi.

Elektron tijorat o‘sishda va rivojlanishda davom etar ekan, korxonalar o‘z
mijozlarining ehtiyojlari va istaklarini qondirish uchun elektron savdo maydonchalari
faoliyatini tahlil qilish va optimallashtirish juda muhimdir. Elektron savdo
maydonchalari faoliyatini tahlili  o‘sishni rag‘batlantirish, elektron do‘konning
ishlashi, foydalanuvchi tajribasi va bozor pozitsiyasining turli jihatlarini baholashni oz
ichiga oladi.

Kalit so‘zlar: raqamli xizmatlar, ekotizim, onlayn xaridlar, qulay to‘lovlar,
Uzum.uz bozori, to‘lov, yyetkazib berish, gabul gilish punkti.

AHHOTALUSA

AOCTpaKkTHBIH DIJIEKTPOHHAS KOMMEPIUS IPOH3BEIa PEBOJIIOIHMIO B TOM, Kak
paboTal0T KOMIaHUH, MMO3BOJIUB UM OXBaTUTh TIOOATBHYIO ayAUTOPHUIO U TPOBOAUTH
TPaH3aKIMH B 3JIEKTPOHHOM BHE. C pa3BUTHEM AJICKTPOHHOU KOMMEPIIUM UHTEPHET-
MarasuHbl CTajdd Ba)XHbBIM KOMIIOHEHTOM IIU(PPOBON HSKOHOMHUKH, TMPEIOCTABIIASL
NPEANPUATHAM TUIaTGOopMy TSl AEMOHCTPAIIUU U MTPOJIaYKU CBOMX TOBAPOB UJIU YCIIyT
B HTepHEeTe. [T0CKOIBKY 2JIEKTPOHHAS KOMMEPIIMS ITPOIOIKAET PACTH U PA3BUBATHCA,
IJI1 KOMIAaHWW KpalHE BaXXHO AHAIM3UPOBATH M ONTHUMHU3UPOBATH CBOM HHTEPHET-
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Mara3uHbl, YTOObI YOEIUTHCS, UTO OHU COOTBETCTBYIOT MOTPEOHOCTSIM M OXKUJIAHUSAM
CBOMX KJIMEHTOB. AHAJIU3 UHTEPHET-Mara3uHa BKJIIOYAeT B C€Os OLEHKY pa3iMYHbIX
aCIIEKTOB NIPOW3BOAUTENBHOCTA HMHTEPHET-Mara3vHa, IO0JIb30BaTEIbCKOTO ONbITA U
PBIHOYHOM MO3HIIMU VISl OTIpeeTICHHs 00MacTel Il YIyqIIeHUS! U CTUMYTHPOBAHHUS
pocra.

KuroueBble cjioBa: nudpoBbie CEPBUCHI, SIKOCUCTEMA, OHJIANH-IIIOTIHHT, YIOOHbIE
matexu, Uzum.uz MapkeT, oruiara, JOCTaBKa, IIyHKT BbIJIa4M 3aKa30B.

INTRODUCTION

There are several stages involved in conducting a thorough analysis of an e-store
in the context of e-commerce. These stages may include traffic and user engagement
analysis, conversion rate analysis, user experience evaluation, competitive analysis,
customer reviews and feedback analysis, A/B testing, inventory and sales analysis,
market research and customer segmentation, SEO analysis, social media and digital
marketing analysis, mobile experience analysis, among others. Each stage of the
analysis process provides valuable insights into different aspects of the e-store’s
performance. For example, traffic and user engagement analysis can help businesses
understand how users are interacting with their e-store and identify popular pages
orareas for improvement. Conversion rate analysis can help businesses track how
many users are completing desired actions on their e-store, such as making a purchase
or filling out a form. User experience evaluation is another critical stage in the e-store
analysis process.

METHODOLOGY

E-commerce, short for electronic commerce, refers to the buying and selling of
goods and services over the internet. It involves conducting commercial transactions
electronically, enabling businesses and consumers to engage in online transactions
without physical interaction. E-commerce has revolutionized the way businesses
operate and has become an integral part of the global economy.

E-commerce can take various forms, including business-to-consumer (B2C),
business-to-business (B2B), consumer-to-consumer (C2C), and consumer-to-
business (C2B). B2C e-commerce involves businesses selling products or services
directly to individual consumers. B2B e-commerce focuses on transactions between
businesses, such as suppliers selling products to retailers. C2C e-commerce involves
individuals buying and selling products or services among themselves, often through
online platforms or marketplaces. C2B e-commerce occurs when consumers provide
products or services to businesses, such as freelance work or user-generated content.

Global Reach: E-commerce allows businesses to reach a global audience,
transcending geographical boundaries and time zones. It provides opportunities to
expand customer bases and access new markets.

Convenience: Online shopping offers convenience to customers, enabling them
to browse and purchase products or services anytime and anywhere. It eliminates the
need to visit physical stores, saving time and effort.

Cost Savings: E-commerce can reduce operational costs for businesses, as it
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eliminates expenses associated with maintaining physical storefronts, such as rent,
utilities, and staffing. It also facilitates efficient inventory management and order
fulfillment.

Personalization: E-commerce platforms often leverage customer data to provide
personalized shopping experiences. Through techniques like recommendation
systems and targeted marketing, businesses can tailor offerings to individual
preferences, enhancing customer satisfaction.

In addition to these benefits, e-commerce also offers several other advantages
for businesses and consumers alike. For example, e-commerce enables businesses to
scale their operations quickly and efficiently. With an online presence, businesses can
reach new customers, expand their product offerings, and grow their revenue without
Incurring significant additional costs.

ANALYSIS AND RESULTS

Uzum.uz is a digital services ecosystem. They are developing a digital services
ecosystem to facilitate business growth, online shopping, convenient payments, and
help with other day-to-day household tasks. They combined a range of services to
create a unique user experience.

Uzum.uz Market is an online store in Uzbekistan that offers a wide range of
products including electronics, household appliances, children’s goods, clothing and
footwear, home goods, sports equipment, beauty and health products, books, pet
supplies and more. They offer installment payments for up to 12 months and delivery
within 1 day. Uzum.uz Market also has daily discounts and promotions.

Uzum.uz Market has a shopping app available on Google Play with over 1
million downloads and a 4.5-star rating based on over 25K reviews. The app offers
convenient features such as installment payments for up to 12 months, daily discounts
and promotions, low prices on their entire product range, the ability to return products
within 10 days and secure online payment.

Uzum.uz Market is part of a unique ecosystem of digital services in Uzbekistan
that includes Capitalbank, Uzum Nasiya installment service, Uzum.uz.uz Market
online marketplace with a wide range of products and fast delivery, as well as Uzum
Bank digital bank. In 2023, Uzum.uz Market became the most recognizable shopping
platform in the country with 91% of respondents recognizing the brand and over half
demonstrating unaided awareness of the brand within six months since its launch.

Here is more detailed information about Uzum.uz Market, an online store in
Uzbekistan:

Uzum.uz Market is a one-stop shop for all your needs. You can find a wide
variety of products, including electronics, clothing, home goods, groceries, and more.
Uzum.uz Market offers fast and convenient delivery. You can have your order
delivered to your door in as little as 24 hours.

Uzum.uz Market has a wide range of payment options. You can pay with cash,
credit card, or debit card.

Uzum.uz Market offers a satisfaction guarantee. If you are not satisfied with your

purchase, you can return it for a full refund.
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Here are some of the benefits of shopping at Uzum.uz Market:

Convenience: Uzum.uz Market offers fast and convenient delivery. You can
have your order delivered to your door in as little as 24 hours.

Variety: Uzum.uz Market has a wide variety of products, including electronics,
clothing, home goods, groceries, and more.

Affordability: Uzum.uz Market offers competitive prices on a wide range of
products.

Customer service: Uzum.uz Market has a team of experienced customer service
representatives who are available to help you with any questions or concerns you may
have.

If you are looking for a convenient, affordable, and reliable way to shop online,
Uzum.uz Market is a great option. With a wide variety of products to choose from
and fast and convenient delivery, Uzum.uz Market is the perfect place to find
everything you need.

Here are some additional details about Uzum.uz Market:

Uzum.uz Market was founded in 2022 by a team of experienced entrepreneurs.

Uzum.uz Market is headquartered in Tashkent, Uzbekistan.

Uzum.uz Market has a team of over 100 employees.

Uzum.uz Market has over 3,000 sellers on its platform.

Uzum.uz Market has delivered over 1 million orders.

Uzum.uz Market is committed to providing its customers with a safe and secure
shopping experience.

By registering or being in the Uzum.uz Market, the Buyer, Seller and / or site
visitor expresses his unconditional consent to the Privacy Policy and the conditions
for processing his personal data specified therein.

Personal data in the context of this Privacy Policy is any information recorded
on electronic, paper and (or) other tangible media that relates to a specific individual
or makes it possible to identify him.

Processing is understood as any action (operation) or set of actions (operations)
for the collection, systematization, storage, modification, addition, use, provision,
distribution, transfer, depersonalization and destruction of personal data, using
automation tools, computers or without using such tools. . These types of operations
include collection, recording (or other fixation), systematization (archiving),
accumulation, storage, clarification (updating, changing), extraction, use, transfer
(provision, access), comparison, depersonalization, blocking, deletion, destruction of
personal data. The specified provisions of the Policy include the cross-border transfer
of personal data. Cross-border transfer of personal data is carried out on the territory
of foreign states.

Uzum.uz Market makes its service in such a way that the processing of personal
data is minimized.

In some cases, we have to transfer your personal data to third parties in
accordance with the requirements of applicable law. This happens, for example, when
there is reason to suspect that a crime has been committed or that our website is being

misused.
|
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Uzum.uz Market will store your personal data for as long as necessary to achieve
the purpose for which it was collected or to comply with legal and regulatory
requirements.

The Seller's obligations to transfer the Goods and other obligations related to the
transfer of the Goods arise from the moment of confirmation that the Goods are in
stock. If, after payment for the Goods, it is found that the Goods are not in stock, the
Seller has the right to cancel the Order.

Wholesale and retail trade carried out in the form of electronic commerce is
regulated by the Regulations on the procedure for the implementation of wholesale
and retail trade activities, approved by the Decree of the Cabinet of Ministers of the
Republic of Uzbekistan dated November 26, 2002 No. 407, the Rules of Retail Trade

in the Republic of Uzbekistan, approved by the Decree of the Cabinet of
Ministers of the Republic Uzbekistan dated February 13, 2003, No. 75 and the Rules
for the implementation of electronic commerce, approved by the Resolution of the
Cabinet of Ministers of the Republic of Uzbekistan dated June 02, 2016, No. 185.

The Buyer fully understands the meaning and consequences of his actions in
relation to the conclusion and execution of the contract concluded with Uzum.uz
Market for the provision of services for the delivery of Goods, as well as the contract
for the sale of Goods with Uzum.uz Market.

The product is presented on the site through sample graphic images, which are
the property of the Marketplace. Due to the different technical characteristics of the
monitors, the color of the Product may differ from that shown on the website. The
appearance of the Product may differ from that described on the site. The presence of
the Goods on the web page of the Seller is not a guarantee of its availability.

Payment for orders on the Marketplace is carried out in cash and non-cash funds
by transfer through payment systems.

The Buyer makes payment in favor of Uzum.uz Market, which acts on behalf of
the relevant Seller with the involvement of an authorized payment acceptance
operator or an electronic money operator and is the recipient of the payment as an
agent of the Seller.

In cases provided for by applicable law, when paying for an Order on the
Internet, a cash receipt is sent to the email address specified by the User when placing
the Order. The price of the Goods (works, services) is indicated in the national
currency — in Uzbek soums and includes value added tax.

Upon receipt of the Order, the Buyer is obliged to present the Uzum.uz Market
Code sent by SMS or a barcode generated in the application. If the sent and presented
Code match, Uzum.uz Market has the right to issue the Order to the person who
presented it. In order to check the exclusion of fraud during the delivery of a prepaid
Order, the administrator of the Uzum.uz Market pickup point or the courier has the
right to require the Buyer to present an identity document of the Buyer.

The order is stored at the Point of issue of orders for 5 days from the date of its
receipt.

The Buyer's failure to appear at the Order Pickup Point within the period

specified in clause 3.19 of this Agreement and the failure to perform other necessary
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actions to accept the Goods upon courier delivery are considered as the Buyer's refusal
of the Goods. In this case, the Order is returned and the funds paid for the Goods are
returned. The Buyer has the right to refuse the Goods of good quality at any time
before its transfer, and after the transfer of the Goods, if the Goods do not have any
defects, but did not fit in size, color, technical characteristics and other reasons, the
Buyer has the right within 10 calendar days from the date of purchase (for food - 24
hours) return, exchange non-food goods of good quality for a similar one from the
Seller, where it

was purchased, and receive a refund.

Return of Goods of good quality is possible provided that the goods have not
been used, the packaging with a barcode (QR-code), factory labels, tags, seals are
preserved, the presentation, consumer properties, as well as a document confirming
the fact and conditions of purchase the specified Goods.

Buyers should be familiar with the list of non-food products of good quality that
cannot be returned or exchanged for a similar product, which is regulated by
applicable law.

Goods for the prevention and treatment of diseases at home (sanitary and
hygiene items made of metal, rubber, textiles and other materials, medical
instruments, appliances and equipment, oral hygiene products, spectacle lenses, child
care items, medicines).

Personal hygiene items (toothbrushes, combs, hair clips, hair curlers, wigs,
hairpieces and other similar products).

Perfumery and cosmetic products.

Textile goods (cotton, linen, silk, woolen and synthetic fabrics, goods from non-
woven materials such as fabrics - ribbons, braid, lace and others); cable products
(wires, cords, cables); building and finishing materials (linoleum, film, carpets, etc.)
and other goods sold per meter.

Sewing and knitwear (clothing and knitted underwear, hosiery and gloves).

Products and materials in contact with food, made of polymeric materials,
including those for single use (tableware and tableware and kitchen utensils,
containers and packaging materials for storing and transporting food products).

Household chemicals, pesticides and agrochemicals.

Furniture (furniture sets and sets).

Products made of precious metals, with precious stones, made of precious metals

with inserts of semi-precious and synthetic stones, faceted precious stones.

Automobiles and motorcycle goods, trailers and numbered units for them;
mobile means of small-scale mechanization of agricultural work; pleasure boats and
other watercraft for domestic purposes.

Technically complex household goods for which warranty periods are
established (household metal-cutting and woodworking machines; electrical
household machines and devices; household radio-electronic equipment; household
computing and duplicating equipment; photographic and film equipment; telephone
sets and facsimile equipment; electric musical instruments; electronic toys).

Animals and plants.
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If defects are found in the Goods, if they were not specified by the seller, the
Buyer, at his option, has the right to:

demand replacement for the Goods of a similar brand (the same model and (or)
article);

demand a replacement for the same Goods of a different brand (model, article)
with a corresponding recalculation of the purchase price;

demand a commensurate reduction in the purchase price;

demand free elimination of defects in the Goods or reimbursement of expenses
for their correction by the Buyer or a third party;

refuse to fulfill the contract of sale and demand a refund of the amount paid for
the Goods.

At the request of the Seller and at his expense, the Buyer must return the
defective Goods. The Buyer has the right to present the listed requirements to the
Seller in relation to the defects of the Goods, if they are discovered during the
warranty period or the expiration date. In cases where the warranty period is less than
six months and the defects of the Goods are discovered by the Buyer after the
expiration of the warranty period, but within six months from the date of transfer of
the goods to the Buyer, the Seller shall be liable if the Buyer proves that the defects
of the Goods arose before its transfer to the Buyer or for reasons that have arisen up
to this point. After the expiration of the warranty period, the Seller is not responsible
for any defects in the goods.

Since Uzum.uz Market is not entitled to establish a warranty period. It is set by
the manufacturer or the Seller. In cases where the defects of the Goods are discovered
by the Buyer after the expiration of the 14-day period or the warranty period
established by the seller (manufacturer), if it is not established, then within six
months, the Buyer has the right to present the requirements listed in this clause to the
Seller if he proves that defects of the Goods arose before its transfer to the Buyer or
for reasons that arose before that moment.

Delivery of the Goods to the Buyer is carried out at the address and within the
time agreed upon when placing the Order, or the Buyer independently picks up the
goods at the specified, when placing the Order, the Uzum.uz Market pickup point.

The exact cost of delivery of the Goods is determined at the time of placing the
Order and cannot be changed after agreement by the Buyer.

Disadvantages of order execution:

non-compliance of the Goods with the description in the card / wrong size / color.

incomplete packaging of the Goods;

empty packaging of the Goods;

the absence of one or more Goods in the Order;

The product arrived with mechanical damage / traces of use / damaged, etc.

If the Buyer has not checked the Order in the pickup point, Uzum.uz Market is
only responsible for the shortcomings in the execution of the Order if the Buyer
proves hat they arose before the receipt of the Order.

In cases where the Buyer returns the Goods and requires a refund, the Seller

refunds the money to him in accordance with this Agreement and in accordance with
________________________________________________________________________________________________________________|
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the procedure established by the legislation of the Republic of Uzbekistan.
Uzum.uz Market is an online marketplace in Uzbekistan that sells a wide variety
of products, including electronics, home goods, clothing, and food. The company was
founded in 2018 and is headquartered in Tashkent. Uzum.uz Market offers free
shipping on orders over 10,000 UZS and accepts payments via credit card, debit card,
and cash on delivery.

Global Rank Country Rank Category Rank
Uzbekistan Computers Electronics and
Technology
Total Visits Bounce Rate Page per Visit Avg Visit Duration(min)

31IM 52.76% 7.33 04.35

@ vzum market

Figure-2. Statistics of Uzum.uz (Ranking, Visits And Usage)*

Uzum.uz market is one of the largest online trading platforms in Uzbekistan,
which is currently booming. It ranks 14,045 in the world, 17 in Uzbekistan, and the
number of visits and users in the international ranking. In the electronics and
technologies products market, however, it is the site with the most users in the short
term. Thus, the total number of visits to the market is 3.1 million, relying on March
Statistics. The number of visits per page alone accounts for 52.76% of total visits.
And also each user uses an average of 7.33 pages on the site. And the time of use of
the site is on average 04.35 minutes. Uzum.uz Market sales platform is currently one
of the fastest and fastest growing platforms in the Uzbek market. The above statistics
are a clear example.

3.5M
3.1M
. . 2.7M
Visits per
Month .

@ vzum market
Feb. 2023 March. 2023 April. 2023

Figure-2. Total visitors of Uzum.uz in 3 months, February to April®
Uzum.uz Market is a rapidly growing online trading platform in Uzbekistan. It
ranks 14,045 in the world and 17 in Uzbekistan in terms of the number of visits and

! https://www.similarweb.com/website/uzum.uz/#overview
2 https://www.similarweb.com/website/uzum.uz/#overview
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users. In the electronics and technology products market, it has the most users in the
short term. The total number of visits to the market is 3.1 million based on March
statistics, with 52.76% of total visits being to the page alone. Each user uses an
average of 7.33 pages on the site and spends an average of 04.35 minutes on the site.
Uzum.uz Market is one of the fastest-growing sales platforms in the Uzbek market.

In addition to its impressive growth, Uzum.uz Market is also a leader in the
number of visits to its site. In the last 3 months, there were 2.7 million visits in
February, 3.5 million in March and 3.1 million in April. The marketing strategies that
have been implemented continuously in recent months have contributed to an increase
in the number of users of the Uzum.uz Market.

CONCLUSIONS AND RECOMMENDATIONS

The present thesis explored the theoretical foundations and analysis of an
electronic store in e-commerce, with a focus on the example of Uzum.uz marketplace
in Uzbekistan. The study aimed to provide insights into the concept and organization
of an electronic store, drawing from international experiences and analyzing the
specific case of Uzum.uz. The research also discussed the stages of e-store analysis
in e-commerce and highlighted the prospects for using the Customer Journey
Mapping (CJM) approach.

Throughout the thesis, it became evident that an electronic store plays a crucial
role in the e-commerce landscape, offering a platform for businesses to reach a wider
audience and providing consumers with convenient access to a diverse range of
products and services. The theoretical foundations emphasized the importance of
understanding the key elements involved in setting up and managing an electronic
store, including website design, product catalog, payment systems, customer support,
and logistics.
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KOHIEIIIHWU UCITOJNBb30BAHUSA IUPPOBBIX UHHOBAIIMOHHBIX
TEXHOJIOT UM JJ151 IOBBIIIEHUS Y®P®EKTUBHOCTH
BAHKOBCKOM JEATEJIbHOCTH KOMMEPYECKUX FAHKOB
Y3BEKUCTAHA

IHapnueBa PabHo AOaypacy/ioBHA
CTapIINil MpenoaBaTeNb Kapeapsl
«udposas sxonomuka», TI'DY

Hopo6oesa Haduca JpkuHoBHA
CTapUINii IpernoaBaTeb Kadeapsl
«udposas sxonomuka», TI'DY

Aboaynaesa Ucvurya Capaop Kuszu
Crynent ¢akyiabTeTa HUGPOBONA SKOHOMUKH U
uH(pOpMaIMOHHBIX TexHoorui, TTOY

AHHOTALINA

[{u¢poBble OAHKOBCKHE TEXHOJIOTHH, UX CTPYKTYpa U 3JIEMEHThI B OaHKOBCKOI
cucreme PecriyOnnku Y30eKuCTaH MIMPOKO OCBEIIEHBI B 3TON CTaThe. bblN U3yUyeHbl,
MPOAHATM3UPOBAHBl HAYYHBIC B3TJISAJBI 3apyOCKHBIX W OTCUECTBEHHBIX YUYCHBIX Ha
O0AaHKOBCKHE TEXHOJOTHMHM M BBICKAa3aHbl aBTOpCKHE MHEHHs. Taxxke mpeiararorcs
BO3MOXXHOCTH IIMPOKOMACIITA0OHOTO BHEAPEHUS NHU(PPOBBIX TEXHOJOTHH U WX
AJIIEMEHTOB B OAHKOBCKYIO CHCTEMY, UX NPEUMYIIECTBA M HAMpPaBJICHUS 7S €e
COBEPIIICHCTBOBAHUS

KuroueBble ciioBa: KOMMeEpYEeCKHd OaHK, LUQpPOBbIE OaHKH, OAHKOBCKHE
TEeXHOJOTHH, HWHPOPMAIIMOHHBIE TEXHOJOTHH, MOOWIBbHBIM OaHKuHT, bompime
naHHbIe, 6a3upoBanue gaHHBIX, O01ako, CRM (ympaBieHue B3aUMOOTHOIICHUSIMU C
KJIMEHTaMH).

Annotatsiya

Ragamli bank texnologiyalari, ularning tuzilishi va O‘zbekiston Respublikasi
bank tizimidagi elementlari ushbu maqgolada keng yoritilgan. Xorijiy va mahalliy
olimlarning bank texnologiyalari bo‘yicha ilmiy qarashlari o‘rganilib, tahlil qilinib,
muallifning fikr-mulohazalari bildirildi. Shuningdek, bank tizimiga ragamli
texnologiyalar va ularning elementlarini keng miqgyosda joriy etish imkoniyatlari,
ularning afzalliklari va uni takomillashtirish yo‘nalishlari taklif etiladi.

Kalit so'zlar: tijorat banki, ragamli banklar, bank texnologiyalari, axborot
texnologiyalari, mobil banking, Katta ma'lumotlar, ma'lumotlar bazasi, Cloud, CRM
(mijozlar bilan munosabatlarni boshgarish).

Abstract

Digital banking technologies, their structure and elements in the banking system
of the Republic of Uzbekistan are widely covered in this article. The scientific views
of foreign and domestic scientists on banking technologies were studied, analyzed and
the author's opinions were expressed. Also, the possibilities of large-scale
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implementation of digital technologies and their elements in the banking system, their
advantages and directions for its improvement are proposed.

Keywords: commercial bank, digital banks, banking technologies, information
technologies, mobile banking, Big Data, data basing, Cloud, CRM (customer
relationship management).

BBEJAEHHUE

Hcnonp3oBanne  mU(POBBIX  TEXHOJOTHMM  KOMMEpPUECKMMHM  OaHKamH
V30ekucrana Ttpebyer TpaHchopMaluu OaHKOB, B TEPBYIO OYepellb, CO3JaHUs
M(ppoBBIX OAaHKOB, a 3aTeM 3TO IO3BOJISIET MOBBICUTH 3(P(HEKTUBHOCTH PAOOTHI
CYILIECTBYIOIIUX OAHKOB, YJIYUIIUTh KAYECTBO OOCITYKUBAHUS U CHU3UTh OAHKOBCKHUE
u3niep kK. HeoOXoauMo TMpUHSATH JOMOJIHUTENIbHBIE MEphl IS TOBBIILICHUS
NOMYJISIPHOCTU (PUHAHCOBBIX YCIIYT, paCIIMPEHUs MPOHUKHOBEHUS 0AaHKOB B PETUOHBI
U o0ecrieyeHus: MpeIOCTaBICHUSI OJJHOTUITHBIX YCIYT BO BCEX HACEJICHHBIX IMyHKTaX.
HeoOxoaumMo OpHUHATH ONEPATHBHBIE MEPHI MO BHEAPEHUIO WMH()OPMALMOHHBIX U
()MHAHCOBBIX TEXHOJOTM B OAHKOBCKYI0 CHCTEMY Ha OCHOBE COBPEMEHHBIX
CEPBUCHBIX PEIICHHI, 00eCeYNTh HaJIekKaAI[yI0 HH()OPMAIIMOHHYIO 0€30MMaCHOCTh U
CHU3UTH BIIMSIHUE YEJIOBEUYECKOro (pakTopa Mpu OKa3aHUHM (PUHAHCOBBIX ycIIyT. Takxke
B U(POBBIX OaHKaX OyAyT MaKCHUMallbHO aBTOMAaTU3UPOBAHbI OAHKOBCKUE YCIYTH U
CO3]aHbl CUCTEMbI CAMOYTIPABIICHUA JIJIs1 KIMEHTOB OaHKOB. OCHOBHBIM TpeOOBaHUEM
nuppoBoro OaHKMHTAa HA CErOJHAIUIHUN JeHb sBiserca. B uyactHocTH, VYKa3
[Ipesunenta Pecrybnuku Y36exuctan ot 28 sHBaps 2022 roma Ne I1dD-60 "O
CTpaTeTuu pa3BUTUS HOBoro Y30ekucrana Ha 2022-2026 romsl" Ttpebyer
(bopMHpOBaHUs COBPEMEHHON 0AHKOBCKOM CUCTEMBI B Halllel CTPaHEe, OCYIECTBICHUS
KOMIUIEKCHBIX M3MEHEHUI B OAHKOBCKOW CHUCTEME, HAIlPaBJICHHBIX Ha IOBBIIICHUE
MHBECTUIIMOHHON NPUBIEKATEILHOCTH CTPAHbl. OTMEYAIOTCS OaHKU W BHEJIPEHUE
HOBBIX CTaHJAPTOB OAHKOBCKOTO OOCITYKUBaHUS, paJuKaIbHas pefopma OaHKOBCKOU
CUCTEMBI, TpaHchopmalus OaHKOB, COBpeMEHHasi OAHKOBCKAs MPAKTUKA, yITPaBICHHUE
¥ BHEJIPEHHE HOBBIX ycIIyr.

JUTEPATYPHBINA OB30P

B Hacrosimiee BpeMsi OCHOBHBIE BOINPOCHI HCCIEAOBAHMM 3apyOeXHBIX H
OTEUECTBEHHBIX ABTOPOB, MPEAMETOM KOTOPBIX SIBISIOTCS HU(PPOBbIE (PUHAHCOBBIE
YCIYTH, CBS3aHbl C OMNPEIACICHUEM TOHATUS UU(PPOBBIX (PUHAHCOBBIX YCIYT,
BBISIBIICHUEM NPEeUMYIIeCTB UudpoBu3auuu sl  (PUHAHCOBOM  MHAYCTPHH,
000CHOBaHUEM HETOJHOIICHHOCTH (DUHAHCOBOM T'PaMOTHOCTH 0e3 Iu(POBBIX
KOMIIETEHIINH, a TaK’Ke C BBISIBJICHUEM BBI30BBI U PUCKU LIU(PPOBOH TpaHchopMaluu
(hMHAHCOBBIX YCIIYT KaK ISl OTACIBHBIX CYOBEKTOB (PMHAHCOBOTO PhIHKA, TaK U JUIS
skoHOMUKH B 1enoMm. B uactHoctu, C. Kap6o-Bamsepne, K. Kan, ananusupys
3¢ (HEeKTUBHOCTh AMEPUKAHCKUX M €BPONEUCKHUX IUIATEKHBIX CUCTEM, MMOAYEPKUBAIOT
pOJIb OHJIANH-O0AHKOBCKHMX MPOAYKTOB M HE BHMIAT YIpoO3bl A HUX CO CTOPOHBI

' Vka3 Ilpe3unenta Pecy6nuku Y30ekucran ot 28 ssuBapst 2022 r. Yka3 Ne [10-
60 «O ctpareruu pa3BuTHs HOBOTO Y30ekuctana Ha 2022-2026 roasiy.
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kpuntoBamoT [1]. A. OwmapuHu, paccmarpuBas IM(PpoByr0 TpaHCHOPMAIUIO
OAHKOBCKUX YCIYT, OOOCHOBBIBAET MECTO HOBBIX TEXHOJOTMUYECKHUX IUIaTGopMm B
ctpanax CpenmusemHomopbsa [2]. T. Axwucap, K. TyHail mog4epKuBarOT pacTyIIyIO
3¢ ()EKTUBHOCTD ANEKTPOHHBIX 0aHKOBCKUX ycayr [3]. McciaenoBanue, MpoBEACHHOE
®. JIubana-Kabanunesicom B Mcrmanum, noka3plBaeT pacTylIMil UHTEpeCc Ou3Heca U
HaceJeHusl K 3ToMy cerMeHTy [10]. DneKTpoHHbIN OaHKWHT aKTUBHO Pa3BUBAETCS B
A3suu [4], Appuxke u Ha bamxaem Boctoke [5].

AHAJIN3 U PE3YJIBTATBI

OcHoBHass 4yacTh. (OCHOBHBIE HaNpaBlICHUs WHHOBALIMOHHOTO Pa3BUTHUS
upoBoro 0aHka, KOTOPbIE ONMPEACISIIOT MYyTH U3MEHEHHUM B JEATEIbHOCTH OaHKOB,
MOXXHO OOBEAMHUTH B TPHU TPYIIbI: BO-MIEPBBIX, 3TO OMpENEsSeT Trio0amnu3aius
(bMHAHCOBBIX PHIHKOB - IEPEXOJ K €AMHOMY PHIHKY (DMHAHCOBBIX yCiIyr. Bo-BTOpBIX,
nubepanu3anus. W HEPEeryJIMpOBaHHbIC HAlMOHAIBHBIX (DUHAHCOBBIX PBHIHKOB
MPHUBENYT K TMOSBICHUIO HOBBIX HEOAHKOBCKUX KOHKYPEHTOB (HOBBIX MOCTABIIHMKOB
0ankoBckux TexHosoruit Open banking, FinTech, Banking-A-A-Service). B-tpeTbux,
nepexo/i K riio0adbHO UHTETPUPOBAHHBIM TEXHOJIOTHYECKUM cuctemaMm (MHTepHeT)
MO3BOJUT C(HOPMHUPOBATH OOILYIO TJI00AIBHYIO CETh.

B nestenbHOCTH OaHKOB pa3BUTHIX cTpaH, Takux kak CIIIA, Espona u fAnonus,
HCIIONB3YIOTCS AJIEMEHTHI COBPEMEHHOM OAHKOBCKOW MOJENH, Takue Kak bosbline
nannbele (big data), 6a3upoBanue maHHbIX (data base), O6mako (cloud technology),
CRM (ympaBneHue B3auMOOTHolleHUsMH ¢ kiueHTtamu), APPi  Banking,
UCKYCCTBEHHBIM  WHTEJJIEKT 0OaHKOB Mbl  pa3BuBaemcsi BMmecte ¢ IT-
cektopoM. Texnomoruss Big Data (Goisblive naHHBIE) MpeACTaBiIsieT coOOW Habop
METOJIOB U MHCTPYMEHTOB 11 00pabOTKH 0OJIBIINX 00BEMOB CTPYKTYPUPOBAHHBIX U
HECTPYKTYPUPOBAHHBIX JTAHHBIX U SBJISICTCS aJbTEPHATHBOUM TPAJIUIIMOHHOMN cUCTEMe
yopasieHus 0azamu gaHHBIX. TexHonorusi Big Data mo3Bossier kKoMMepyecKum
O6ankam obecrieunBaTh 3Q(HEKTUBHOCT ONEPALNN C AKTUBAMU M TPUHUMATH TOYHBIC
pelieHus 1o yrnpasieHuio puckamu. [Inpokoe ucnonap3oBaHue HASHTUDUKATMOHHBIX
KapT, SBISIOMIMXCA 3JEMEHTOM OOJBIIMX JIAHHBIX, CIOCOOCTBYEeT OOMEHY
uH(popmanuen Mexay OaHKaMu, TMOBBILIEHUIO KauecTBa OOCITYKUBAHUS U CO3JAHUIO
HOBBIX OAHKOBCKHX CEPBUCOB.

[udpoBoit TexHOJIOTMEN, IUPOKO HCIOIB3YEMON B COBPEMEHHOM OaHKOBCKOM
MpaKTUKE, SBIAETCS TEXHOJOorus OazupoBaHusi HaHHBIX (data base). TexHomorus
0a3upoBaHUsl JAHHBIX COCTOMT M3 OJIOKOB, pAacCIHOJOKEHHBIX B OIpeIeIeHHON
MOCJIEZI0BATEILHOCTH Ha OCHOBE OIpe/ieleHHbIX NnpaBui. CylIEeCTBYIOT OTKPBIThIE U
3aKpbIThIE CEeTH 0a3MpOBaHUS JAHHBIX, U YYACTHUKU OTKPBITOM CETH MOJIHOCTHIO HE
UACHTU(PUIIUPOBAHBI, & Y MEHEIKEpa CETEBBIX MpPaBUJ He OyJeT BEpXHEro 3BeHa. B
3aKpBITON CeTH 0a3MpPOBaHUS JAHHBIX ONPECICHBl KPUTEPUH WICHCTBA, U yUYACTHUK
MMEET BO3MOXKHOCTH IOJIb30BAThCS CETEBBIM CEPBHCOM TOJBKO TOTAA, KOTAAa OH
COOTBETCTBYET ITHM KPUTEPHSIM.
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Big Data: o6bnacTu npumeHeHus
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1-pucynok. Texnosiorus Big Data no3BoJisier koOMMepUYecKUM GaHKaM

O6naunbie Texnosoruu (cloud technology) - 3To xpanenue, cOop u nepenaya
pPEeCypcoB KOMIIBIOTEPHOM CUCTEMBI, B YAaCTHOCTH JJAHHBIX (00JIauHOE XpaHUIUIIIE), 03
IPSIMOTO aKTUBHOTO KOHTPOJISI CO CTOPOHBI MOIb30BaTess. Kak mpaBuio, 3TOT TepMUH
UCIIOJIB3YETCsl I OIUCAaHUs ILIEHTPOB OOpaOOTKU JaHHBIX, KOTOPBIE JIOCTYITHBI
MHOTHM Mojb3oBarensiM dyepe3 Mutepuer. Ceroanst B Oonbimmx obiakax (yHKIUU
4acTO paclpeAesioTCs C IEHTPAIbHBIX CEPBEPOB M0 HECKOIBKUM MECTOMOI0KEHHSIM.
Ecnu coeaunenue ¢ moJjip30BaTeieM HaXOAUTCS OTHOCUTEIBHO OJM3KO, €ro MOXHO
ONpEeNeNUTh KaK TOorpaHu4HbId cepBep. OOilayHble TEXHOJOTMU MOTYT OBITh
OTpaHUYeHbl OJIHOM oOpraHuzanuei (KOpmopaTUBHOE OO0JaK0) WJIM MOTYT OBITh
JOCTYIHBI HECKoJIbkuM opranuzanusaMm (CouuanbHoe o0jako). COBMECTUMOCTDH C
00JJaYHBIMH TEXHOJIOTHSIMHA U COBMECTHOE MCTIOJIh30BAHUE PECYPCOB AJIS TOCTHKEHUS
HSKOHOMMHU 3a CYET MaciTada.

OO6navyHple TEXHOJIOTHH TTO3BOJISIOT KOMIIAHHUSIM U30€KaTh HIIM MUHUMU3HPOBATh
sarpatel Ha WT-uHpacTpykTypy, TMO3BOJSAS KOPIOPATHBHBIM IPUIOKECHUSIM
paboTaTh ObICTpEE, YTO YJIy4yllaeT YNpaBICHUE MW YMEHBIIAET KOJIUYECTBO
OTIEpAIIMOHHBIX OIMMOOK MPH MEHBIIMX 3aTparax Ha OOCTy>KMBaHWE, a TaKKe
no3Bossier UT-komanmam ObICTpee HAcTpawiBaTh U Pa3BEPTHIBATH PECYPCHI IS
YAOBJIECTBOPEHUS] MEHSIOIIMXCS M HEOXKUJAHHBIX MoTpeOHOocTell. mo3BossieT.CRM
(Cucrema ympaBiieHHS B3aMMOOTHOIICHUSMH C KJIHEHTaMH) - 3TO COBPEMEHHAs
CTpaTerus ynpaBlieHUsS OTHOIEHUSIMUA MEXIY KOMMEPUYECKUM OaHKOM U KIIUEHTaMH B
paMKax COBPEMEHHOW 0aHKOBCKOM MoOJieNH. JTa CHCTEMa OXBAaThIBACT MPHUBIICUCHUE
KJIMEHTOB, OOCIYyXMBaHHE KIUEHTOB U YyJlepkanue kineHtoB. CRM-cucrema
MO3BOJISIET CETMEHTUPOBATHh THICAYM KIIMEHTCKUX aKKayHTOB B COOTBETCTBHM C X
MOJIE3HOCTHIO M O0ECIEYMBACT YCIOBHUS I THIATEILHOTO M3y4YEHUS AAHHBIX, YTO
MO3BOJIICT CO3/AAaTh YETKYIO KapTUHY JI0XO/I0B U PacX0JI0B KJIUCHTA.

Manbie U cpemHue OaHKH, KOTOpPbIE HAXOIATCS B JKECTKOM KOHKYPEHIIMH C
KPYIHBIMM KOMMEPYECKMMH OaHKaMH, ITOJy4aT BO3MOXKHOCTh YKPENHTh CBOHU
npeuMyIiiecTBa Ha (uHaHCOBOM phiHKE ¢ momombio CRM-cuctembr. MiMeHHO
Omarogaps 3TOW CUCTeME Majible M CpeHHe OAHKU MMEIOT BO3MOXHOCTH HAMPSMYIO
oOmaTecs C KIMeHTaMH. B pesynbrare 3T OaHKHM WMEIOT BO3MOXKHOCTH TOYHO
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OLICHUBATh CIPOC KIMEHTOB Ha (PMHAHCOBBIC YCIYI'HM M M3MEHEHHUS B UX CIIPOCE Ha
¢unaHcoBbie ycmyrd. OOBIUHO. KpyMHHbIE KOMMEpYECKHMe OaHKH HUMEIOT Ooee
pa3BUTHIE BHyTpEHHHE HMH()OPMAIMOHHBIC CHCTEMBI, YeM Mallble W CPEJHUE OaHKH.
Takum oOpa3zom, Manble u cpenHue OaHKKM OyAyT MMETh TOYHYIO HWH(MOPMAIHIO O
CBOEM TIOJI0KCHUH, YCTAHOBUB TPSIMYIO CBSI3b C KJIMECHTaMH.

3BOHKM —

AHANMUTUKA MPOOAXK

MMCbMA ——
N MAPKETWHIA

3asBKM

C CAUTOB
W COLICETEN

MPOLIECChI MO PABOTE
C KIIMEHTAMM

* 3A0AYN

* AHANTUTUKA

* MECCEHIOXXEP
* MHTErPALMK

2- pucyHok. CRM cuctembl ynpaBJjieHUsl B3AaUMOOTHOIIEHUSIMH €
KJIMEeHTaMHU

BoeiBoabI M nipeioxkeHusi. B MUpOBOIl MpakTUKe OaHKH JI€TAl0T 3HAUYUTEIbHBIE
WHBECTUIIMM B MHQPPOBbIE TEXHOJOTHH. OTH WHBECTUIIMU TIOMOTAIOT OaHKaM
3¢(HEeKTUBHO  HCMONB30BaTh  BO3MOXHOCTH  MEPEAOBBIX  TEXHOJOTMHA IS
MPEIOCTABIICHUS YCIYT KIUEHTaM U COTPYTHUKAM.

[IpeoOpazoBanue OaHKOB B HaIlle CTpaHE W HCIOJb30BaHUE MUQPPOBHIX
TEXHOJOTHM, a Takxke pa3BUTHE LU(PPOBOH SKOHOMHMKH, H3YYEHHE IEPEJOBOIrO
MEXIyHapOAHOTO ONbITa OAaHKOBCKOM AESITETbHOCTH U BHEJIPEHHE HOBBIX BHUJIOB
OAHKOBCKUX YCIyT W TPOAYKTOB sBIsOTCA 3amauamu [lpesupenra PecnyOnuku
V36ekuctan Ne na "Her. PF-5992 or 12 mas 2020 roma "O crpareruu
pedopmupoBanus 0aHKOBCKOM cuctembl Pecnybmuku Y36ekuctan Ha 2020-2025
roziel", Ne PF-6079 ot 5 oxTs16pst 2020 roga, yreepxknaronieit Ctpareruto "[{udposoit
V30ekuctan-2030" u obecneunBaroieid ee 3PPEKTUBHOCTb, XOTS 3TO OTPAXKEHO B
yKazax o Mepax mo peanm3anuu OIHAKO CYHIECTBYET Psii MPOoOJeM, CBS3aHHBIX C
MCTIOJIb30BaHNEM WHHOBAIIMOHHBIX U IIU(PPOBBIX TEXHOJIOTHI: KIHUEHTHI HE 001aJatoT
JOCTaTOYHBIMA 3HAHUSAMH W HAaBBIKAMH B  HCIIOJIB30BAHMU CHUCTEMBl TIpU
WCTIOJIb30BaHUHU JUCTAHIIMOHHBIX OAHKOBCKUX YCIYT UM WHTEpHET-OAHKMHTA; YTO B
OTJAJICHHBIX pallOHaX PErMOHOB HEAOCTATOYHO pa3BUTa WH(GPACTPYKTypa CBSI3H;
u(pPOBbIE TEXHOJOTHH, IIUPOKO HCIOJIb3YyEMbIE B MEXKIYHAPOJIHOM OaHKOBCKON

npakTuke - TexHonoruu Big Data u Data Basing He BHeIpeHBI B MPaKTUKy OaHKOB
____________________________________________________________________________________________________________________|
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Halen pecnyOnuKH; HeC(HOPMHUPOBAHHOCTh CUCTEMBI noKa3aTeseH,
XapakTepu3yrommx MacmTadbl U 3((EKTUBHOCTh HCIOJB30BAHUS IHU(PPOBBIX
TEXHOJIOTMd B~ OaHKOBCKOW  CHCTEME€;  OTCYTCTBHE€  MpaBOBOW  0asbl,
peraaMeHTHPYIOIIeH MPAKTUKY UCIIOB30BaHUs HIU(POBBIX TEXHOIOTUN B OAHKOBCKOM
cuctemMe. be3 mnpaBoBoil 0a3bl, pErIaMEHTHUPYIOIIEH MPAKTUKY HCIOJIb30BAaHUS
U(POBBIX TEXHOJOTHH B OAHKOBCKOM CHUCTEME, TOCYIapCTBO HE MOXKET B TOJHOU
Mepe OCYLIECTBIIATH CBOIO KOHTPOJIbHYIO (DyHKITMIO Yepe3 LleHTpanbHblil OaHK.

J1ist perieHust BIlI€yKa3aHHBIX TPOOJIEM HaM CIIEyeT pean30BaTh CIEIyIONIUe
NPEAJIOKEHUS U MEPBI:

Bo-nepBbix, Hamelr PecnyOnuke criemyeT BHEIPUTh B JEATEIBHOCTD
KoMMepueckux OaHkoB TexHosioruu Big Data m Data Basing, koTopble SBISIOTCS
MIUPOKO MCHOJIB3YeMbIMU IU(MPOBBIMU TEXHOJIOTHSIMU B OaHKOBCKOM MPAKTUKE
pa3BuThIX cTpad. [Ipu sTom:

Texnonorust Big Data:

®[IOBBIIIAET TOYHOCTh OLEHKH KPEIUTOCIIOCOOHOCTH KIIMEHTOB

®103BOJISIET;

e [IPEOTBPAILACT PA3IIMYHBIE BUbI HE3AKOHHBIX TPAH3AKIINIA;

® CJIY)KHUT peanu3alii yCIEITHON MApKETUHTOBOM CTPATETHH;

®[103BOJISIECT YJIYYIIUTh KAYECTBO TUCTAHIMOHHOTO OAHKOBCKOTO OOCITYKUBAHHUS.

HenocraTouno ONPEAEIATH KPEJIUTOCIIOCOOHOCTh bu3uYecKuX  JIUIl
KOMMEpYECKUMH OAaHKaMU Ha OCHOBE CKOPUHIOBOU Mojienu, pazpadoranHoil KATM,
TOJIbKO Ha OCHOBE WX naoxoaa. [IoToMy 4TO Ha MX CHOCOOHOCTH MOTACUTh KPEAUT
MOTYT BAMATh MHOTHE (DaKTOPBI, TAKUE KaK BO3pPaCT, 00pa30BaHNE, MECTO KUTEIbCTBA.
OcHoBHbIE npeuMyIiecTBa TexHooruu Data Basing:

©(e30ITaCHOCTb;

e ICLICHTPAJIN3ALINS;

®[1PO3PAvYHOCTB;

eiCIIOJIHEHUE O€3 3aTpaT BPEMEHU U CPE/ICTB;

® MTHOBEHHO M HAJI€KHO;

®BBICOKO LIEHUTCS

Bo-BTOpBIX, HEOOXOAMMO CO34aTh OTAEJIbHYIO 3aKOHOJATENbHYIO 0a3y,
pPErJIaMEHTUPYIOUIYI0 NPAKTUKY HCIOJb30BaHUA LU(PPOBBIX TEXHOJOTUH B
OaHKOBCKOM cucteMe. JlaHHBIH 3aKOHOJATENbHBIM JOKYMEHT PETJIaMEHTHPYET BCE
oTepaliu, CBs3aHHbIe C HU(POBBIMU AKTUBAMH, OCYILIECTBIISIEMbIE Uepe3 OaHKOBCKYIO
CUCTEMY (IIEHEXKHBIE TIEPEBOJBI, TOPIOBJIA KPUNTOAKTUBAMH, ILIATEXH IO
00s3aTEIHCTBAM IO CMAPT-KOHTPAKTaM U T.1I.).

B-Tperbux, HeoOxoaumMo chopMUpPOBATh CUCTEMY TOKa3aTesiel, OMUCHIBAIOIINX
MacmTadbl ¥ 3 (HEKTUBHOCTH UCTIOIH30BaHUS ITU(POBBIX TEXHOJIOTHI B OAHKOBCKON
cucreMe. JlaHHas cucTremMa IIOKasaTejled JOJDKHA  BKIKOYAaThb HE  TOJIBKO
KOJIMYECTBEHHBIC, HO M KAYECTBEHHBIE MOKA3ATENH.

B-ueTBepThIX, MaNbIM U CpeJHUM OaHKaM Halledl pecryOJIMKHM HEOOXOIUMO B
MEPBYIO OUYEPeb MOJHOCTHIO BHEIPUTH yIOCTOBEPEHHUS JINYHOCTH 17151 (PU3UUECKUX U
IOPUIMYECKUX JIMIl M HadaTh ucnojb3oBaTh CRM-cuctemy. 310 00YCIIOBIEHO TeM,
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YTO BO3pOCIas PUHAHCOBAsK yCTOMUYUBOCTh U YPOBEHD JINKBUTHOCTH KPYITHBIX OAaHKOB
JaCT UM B OyIyIIIeM CHJIBHOE KOHKYPEHTHOE TPEUMYIIECTBO. ITO MOKET MIPUBECTH K
CYIIECTBEHHOMY CHWXEHHUIO TMO3UIMNA MajbiX U CpeJHUX OaHKOB Ha ()MHAHCOBOM
PBIHKE.
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UHTEJJIEKTYAJIbHBIA AHAJIN3 BOJIBIIIUX JTAHHBIX:
HUCCIEAOBAHHME INPOLIECCOB CBOPA U OBPABOTKH HA
MHNPEAIIPUATUAX

Kyanamesa Haprusza Komoomaaun kusu
pokropant TI'II,
AHHOTANUS
B »T0if cTaThe paccMaTpuBarOTCS Mporecchl coopa U 00pabOTKH OOIBITUX
JAHHBIX Ha MPEINpHUATHSAX. B HeM mpeacTaBieH MOAPOOHBIA aHATN3 COBPEMEHHOU
JTUTEPaTyphbl, ONPEACIICHbI KIIFOYEBbIE METObI, UCIIOJIb3YEMbIE B UHTEIJIEKTYaIbHOM
aHaJM3€e JIaHHBIX, 1 PACCMOTPEHO BJIIUSHHE dTUX IIPOIIECCOB Ha Ou3Hec-onepanuu. B
HCCJICIOBAHUM TAKXKE MPEIaratoTcsl MPaKTUUECKUE PEKOMEHIAIIUM 10 TOBBIIIEHHUIO
() PEKTUBHOCTH MHTEIJICKTYAJIbHOTO aHaIM3a JJAHHBIX B KOPIIOPATUBHOM Cpejie.
Karwuessbie ciosa: bonpiime nanHeie, VHTEIEKTyallbHBIA aHAIW3 JAHHbIX,
Co6op nmannbix, O6pabdoTka nanHbiX, [Ipennpusarus, MammaHoe oOydenue, busnec-
aHaJUTUKA, AHAJINU3 TaHHBIX

Annotatsiya

Ushbu maqola korxonalarda katta ma'lumotlarni yig'ish va qayta ishlash
jarayonlarini ko'rib chigadi. Qo‘yilgan muammo bo‘yicha adabiyotlar batafsil tahlil
kumHaam, ma'lumotlarni olishda qo‘llaniladigan asosiy texnikalar aniglanadi va ushbu
jarayonlarning biznes operatsiyalariga ta'siri o'rganmiamu. Tadqiqot shuningdek,
korporativ muhitda ma'lumotlarni qidirish samaradorligini oshirish bo'yicha amaliy
tavsiyalarni taklif giladi.

Kalit so'zlar: Katta ma'lumotlar, ma'lumotlarni gazib olish, ma'lumotlarni gazib
olish, ma'lumotlarni gayta ishlash, korxona, mashinani o'rganish, biznes razvedkasi,
ma'lumotlar tahlili

Abstract

This paper examines the processes of collecting and processing big data in
enterprises. It provides a detailed analysis of the current literature, identifies key
techniques used in data mining, and examines the impact of these processes on business
operations. The study also offers practical recommendations for improving the
effectiveness of data mining in an enterprise environment.

Keywords: Big Data, Data Mining, Data Collection, Data Processing,
Enterprises, Machine Learning, Business Intelligence, Data Analysis

BBEJAEHHUE

B coBpemeHHBIX yCNOBHUSX BeAeHHUS OW3HECA CIOCOOHOCTHh HCMOJIB30BaTh U
aHAJIM3UPOBaTh OOJIbIINE OOBEMbI JAaHHBIX CTaja BAKHEHIIMM MPEUMYIIECTBOM.
WNuTennextyanpHblii aHanu3 Oonpmmx JaHHbIX (Big data mining) - mnporecc
U3BJICUCHHS] LIEHHOW MH(pOpMAIMM W3 OOUIMPHBIX MACCHBOB JAHHBIX - IO3BOJISIET
NPEeNNpUITHSIM MPUHUMATh 00OCHOBAHHBIE PELICHUs, ONTUMU3UPOBATH ONEPALUU U
COXPaHATh KOHKYpPEHTHblE mpeumyinectBa. [lo mepe TOro kak mNpeAnpusATUS
TeHEPUPYIOT U COOMPAIOT OrPOMHBIE OOBEMBI JAHHBIX U3 PA3NUYHBIX MCTOUYHUKOB,
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HOTpeOHOCTh B I(PPEKTUBHBIX METOAAX HWHTEIJIEKTYaJbHOTO aHajiu3a JaHHBIX
CTAaHOBUTCS Bce OoJiee akTyaidbHOW. B 3TOW cTarbe paccMaTpHUBAIOTCSI MPOLIECCHI,
CBA3aHHBIE CO CcOOpoM W 00pabOTKOW OOJBIIMX JAHHBIX Ha MNPEANPUITHIX,
OCBEIIAIOTCS UX 3HAUECHHE, MPOOJIEMBI U JTyYIINE TPAKTUKH.

AHAJIN3 JIMTEPATYPbBI

Konnenmust 601pIMx JaHHBIX BO3HUKIIA B OTBET HA PACTYIIUNA 00beM, CKOPOCTh
U pa3HooOpaswe MaHHBIX, TEHEPUPYEMbIX MHU(PPOBHIMA TEXHOJOTHSIMU. PanHue
UCCJICJIOBAHUSI, TIOCBSIICHHBIE OOJIBIIMM JIaHHBIM, OBLIM COCPEIOTOYCHBI Ha
TEXHUYECKHUX aCTEKTax, TAKUX KaK BO3MOXXHOCTH XpaHECHHS B 00paboTku. OHAKO B
MOCJICIHEE BpeMs IOSBWIOCH OOJbIEe JUTEPATyphl, TOCBSIIEHHON W3yYCHHUIO
CTpPaTEru4eCcKOro 3HaUeHUs OOJIBIINX JIAHHBIX B OM3HEC-KOHTEKCTE.

B nureparype M0OKHO BBIICIUTh HECKOJBKO KITIOUEBBIX TEM:

1. Metoapl cbopa manHbIX: Jljis cOopa AaHHBIX MCHOJB3YIOTCS Pa3IMYHbBIC
METO/IbI, BKJIIOUasi BeO-aHaIN3, JaHHBIC TATYMKOB, 3aMMCHU TPAH3aKIIMI U aHAJIUTUKY B
COIMAJILHBIX CEeTsAX. BhIOOp MeTO/1a 3aBUCUT OT TUIIA JAHHBIX U OU3HEC-1IeJICH.

2. WuctpymenTsl oOpaboTku nmanHbix : Hadoop, Apache Spark u apyrue
1aTGOPMBI pacrpeeICHHbIX BBIYUCICHUN MIUPOKO UCMHOJB3YIOTCS AJisl 00paOOTKU
OOJIBIIIUX MACCUBOB JAHHBIX. DTH UWHCTPYMEHTHI TTO3BOJIIOT KOMITAHUSIM YIIPABIIATh
JAHHBIMU U aHAJIM3UPOBATH UX B OOJIBIIMX MacHITabax.

3. MamuHHOoe 00y4eHUEe U UCKYCTBEHHBIM MHTEIUIEKT: AJITOPUTMBI MAIITUHHOTO
oOyueHHs Bce dalle IPUMEHSIOTCS B HHTEIUICKTYaJlbHOM aHaJIW3€ JaHHBIX IS
BBISIBJICHUSI 3aKOHOMEPHOCTEM M TIPOTHO3UPOBAHUSA pe3yiabTaTtoB. MHTerpamus
HMCKYCTBEHHOT'O MHTEJIJICKTA C aHAJIUTUKOM OOJIBIIIKMX TAHHBIX €I11e OOJIbIIe paciupuia
BO3MO>KHOCTH MIPEANIPUITUI B IPUHATHU PEIICHUI, OCHOBAHHBIX Ha JAHHBIX.

METOAO0JIOI'Us1

B »TOM wmcciienoBaHMM HCIIONB3YETCS CMEMIAHHBIM MOAXO0J, COYETAOIINN
KAueCTBEHHbIE U KOJIMYECTBEHHBIE METOJbl HCCIAEAOBAHUS Ui aHanu3a cOopa u
00paboTKK OOJbIIMX OOBEMOB JAHHBIX HA MpeanpusaTHsaX. KauecTBeHHBIM acmekT
BKJIFOYAE€T MHTEPBBIO CO CIIELMAIMCTAMU 110 00padboTke naHHbiX, U T-MeHemxepamMu u
Ou3HEeC-aHATUTUKAMHU, YTOOBI MOJTYYUTh MPEACTaBICHUE O NMpodiemMax M MpakTUKax
MHTEJUJIEKTYJIBHOTO aHajn3a JaHHbIX. KOIM4YeCcTBEHHBINM acleKT BKI04YaeT onpoc 50
NPEANPUATAA JJI1 OLEHKU SPQPEKTUBHOCTH UX CTPATETMd HMHTEIJIEKTYyalbHOTO
aHaJau3a JaHHBIX.

COop 1aHHBIX:

NHurepBbro: [IpoBeeHO ¢ KIIFOUEBBIMHM 3aHWHTEPECOBAHHBIMU CTOpoHaMu Ha 10
MPEANPUATUSIX U3 PA3HBIX OTpPaACIIEH.

Omnpoc: ITpoBoautcs cpenu 50 mpennpuaTHii, OCHOBHOE BHUMAHUE YAEISETCS
MHCTPYMEHTaM, METO/IaM U pe3yJibTaTaM aHAJIN3a JaHHBIX.

AHali3 JaHHBIX:

KauectBennblii aHanmu3: TemaTndeckwii aHAIN3 CTEHOTPAMM HMHTEPBBIO IS
BBISIBJICHUS OOIIMX NPOOJIEM U CTPATErHil.
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KonnuectBenHbiii ananu3: CTaTUCTUYECKUM aHAIW3 OTBETOB Ha OIIPpOCHI IJIA
OLICHKH 3(1)(1)6KTI/IBHOCTI/I Pa3JIMIHBIX MCTOAOB MHTCIUICKTYAJIbHOT'O aHAJIN3d JaAHHbIX.

PE3YJIBTATDI

WuTennekTyanbHbli aHan3 OONBIIUX TaHHBIX - 3TO CIIOXKHBIN MPOIECC, KOTOPBIH
BKJIIOYaET B ce0s1 cOop, 00paboTKy, aHAIHM3 U U3BJICYCHHE HH()OPMALIUU U3 OTPOMHBIX
00BbeMOB JaHHBIX. Ha mpeampusTusx 3TOT MpoLecc HEoOXOAMM [Jisl MPUHATUA
pellleHri, OCHOBAaHHBIX Ha JAHHBIX, ONTHMHU3ALMU ONEpalii M MOJy4YeHUs
KOHKYPEHTHBIX  TIpeumyiiectB.  Bor  0030p  KJIIOYEBBIX  KOMIIOHEHTOB
MHTEJUIEKTYaJIbHOTO aHaIn3a OOJIBIINX JaHHBIX B KOPIOPATUBHOM KOHTEKCTE:

1. COo0p naHHBIX

Ucrounuku: Ilpennpustusi coOUparOT AaHHBIE U3 PA3IWYHBIX HCTOYHHKOB,
BKJIIOYAsl JJaHHBIE O TPAH3AKIIMAX, B3aUMOJICHCTBUM C KIMEHTaMH, COLIMAJIbHbIC CETH,
JaTYUKU U MHOTOE JIpYyTOE.

Texnomorun: COOp [aHHBIX OCYIIECTBISIETCS C HCIOJB30BAHUEM TaKUX
TEXHOJIOTUM, KaK ycTpoiictBa MuTepHeTa Beiet, CRM-cuctemsl, Be6-ananutuka, API
Y PeLICHHUS JIJIs] XPaHWITUII JaHHBIX.

[IpoGiembr: COOp AaHHBIX B OOJBIIMX MAacIITadaX MOXET OBITh CIOKHOU
3a/1aueil M3-3a OTPOMHOTO O0OBhEeMa, Pa3HOOOpa3vs U CKOPOCTHU Tepeadyu JaHHbIX.
ObecrieueHne KadecTBa, AKTYadbHOCTH W TOYHOCTH JAHHBIX HMMEET pEIIaroliee
3Ha4YEHHE.

2. XpaHeHue JaHHBIX

Xpanuwnuma gaHHblX: CTPYKTYpUPOBAHHBIC JIaHHBIE YAacCTO XpaHITCS B
XpaHWJIUIIAX  JIAHHBIX,  KOTOpbIE  ONTHUMHU3UPOBAHbI IS  TOBBIIICHUSA
MIPOU3BOJUTENILHOCTH 3alIPOCOB U CO3/1aHUSI OTUETOB.

Xpanunuia AaHHbIX: HecTpyKTypHpOBaHHBIE WIM TOJIYCTPYKTYpPUPOBAHHBIC
JaHHBIE OOBIYHO XPAHSTCS B XPAHWINIIAX JAHHBIX, KOTOPbIE MPEIOCTABISIOT THOKHE
pEIIeHuUs I XpaHeHUsI.

O6mnaynoe xpaHwiuie: MHOrME NPENNnpusiTUS HUCHONb3YIOT 00JayHbIe
mnatdopmel, Takue kak AWS, Google Cloud unu Azure, nns xpaHeHUs OOJBIINX
00BEMOB JJAaHHBIX U YNPABJICHUS UMH, UCIIONIB3Ys MPEUMYIIECTBA MaCIITaOUPyEeMbIX
pEIIeHUH Il XpaHEHUS TaHHBIX.

[Ipo6nembl: DPdhekTuBHOE YNpaBIeHUE MACCUBHBIMU HaOOpaMM MaHHBIX H
obOecrieueHre uX O€30MAaCHOCTH TPU OJHOBPEMEHHOM O00ECIEYeHHH OBICTPOTO
JOCTYTa U U3BJICUEHHUS SABIISETCS CEPbE3HON MPOOIIEMOIA.

3. O6paboTKa JTaHHBIX

[TakeTHas o6padoTka: [Ipu 3TOM HaHHBIe 00pabaTHIBAIOTCS OOIBIIMME OJIOKaAMHU,
YTO MOJIE3HO IS 3ajlay, He TpeOyromux o0pabOTKH JaHHBIX B PEAIbHOM BPEMEHH.
[IIupoxo ucnons3yroTes Takue Texnonoruu, kak Hadoop u Apache Spark.

[ToTokoBast o6padoTka: Jlyis 0OpabOTKM JaHHBIX B PEKUME PEATTbHOTO BPEMEHHU
UCIIOJIb3YIOTCS MHCTPYMEHTHI MOTOKOBOM 00paboTku, Takue kak Apache Kafka,
Apache Flink u AWS Kinesis, kotopsle 00padaThIBalOT HENPEPBIBHbIE MOTOKU
TaHHBIX.
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ETL/ELT: Ilpoueccsl u3BiedeHus, mnpeodbpazoBanus, 3arpy3ku (ETL) wmm
W3Bneuenwnst, 3arpysku, mpeoOpaszoBanus (ELT) wucmomp3yroTcs i1 OYMCTKH,

peoOpa3zoBaHusl U 3arpy3KH TAHHBIX B COOTBETCTBYIOIIUE CUCTEMbI XPaHCHHUS.
AHanUTHKA OONBIIMX JTAHHBIX
Big data analytics

OcobeHHOCTH DOIBIIHX

J— [TpoGneMel B HENPEPEIBHOM ayIHTE boneumioii paspeIB aHHBIX
* 00BEM *  KOH()IUKTYIOUIHE JaHHEIE, *  HACHTH(HKALNS,
* paznoodpaszue ®  HEMOIHBIC JaHHEIE, *  LEN0CTHOCTE,
* CKOpOCTB ¢ JJaHHEBIC C PA3THYHLIMH * COTNACOBAHHOCTE,
®* JNOCTOBCPHOCTE H,TLCIITI‘I(I]I‘IK&TOE}E[MH, L] |-;(}1|[jl;j|,~|m;;|||_[|,-|51_’1|_,.|1(}1;:1"|_,1
* JlaHHBLIE B pa3HLIX (hopMarax, .

ArperupoBanie JaHHbIX

HEAOCTORCPHLIC TaHHLIC,
ACHHXPOHHEIC NAHHLIE,

NOHCK .’:‘-B.I.LII'IEI]IPOBB.IIIILIX AAHHBIX,
ayauT EBLTJHLPPOEBIIIIBIK JAaHHBIX,
AYIHT ArperHpoBaHHEIX TaHHEIX

4. AHanu3 1aHHBIX

Meronbl HMHTEIUIEKTYaJbHOTO AaHAJIW3a JaHHBIX : Takhe MeToApl, Kak
KJlacTepu3auus, Kiaccuukamnus, perpeccuss U H3yuyeHUE MpaBWII acCOLMalUH,
WCITOJIB3YIOTCS JUISl BBISIBJICHHS 3aKOHOMEPHOCTEW U TEHJCHUUHI B JaHHBIX.

MammnaHoe oOyueHue: AJTOpUTMBI  MAIIMHHOTO  OOy4yeHus, BKJIIOYas
KOHTPOJIMPYEMOE, HEKOHTPOJIUPYEMOE U MOAKPEIUItonee 00ydyeHre, IpUMEHSI0TCS
ULl TOCTPOCHMSI MPOTHOCTUYECKUX MOJAENEd W TOJYy4YeHHUS aHAJIUTHYECKOM
uH(popmanuu.

WNuctpymentst: [Ipeanpuarust HCIONb3yIOT TaKue MHCTPYMEHTHI, Kak Python (c
takumMu Oubnuotekamu, kak Pandas, Scikit-learn), R, SAS u Apache Mahout nus
aHanau3a JaHHbIX.

5. Buzyanuzanuusi TaHHbBIX

Nuctpyments: MHCTpyMeHTHI Buzyanu3anuu, Takue kak Tableau, Power BI u
D3.js moMoraroT npeacTaBuTh aHATUTUYECKHUE JaHHbIE B BU3YaJIbHOM (opMmaTe, YTo
o0Jjieryaer JuiaM, NPUHUMAIOIIUM PEIeHUs], IOHUMAaHHUE CII0KHBIX HAOOPOB JaHHBIX.

Nudpopmannonnsie nanenu: Ilpenmpustus dacto co3aaroT MHPOPMALMOHHBIE
MaHeNIu JJI8 MOHUTOPMHIra KiroueBblx mokaszarened u KPI B pexume peanbHOTO
BPEMEHU.

6. bezonacHOCTh U KOHPHUIECHIIMATIBHOCTh JAHHBIX

CootBercTBUEe TpeOoBaHusiM: ObecnieueHre COOIOIEHUS TaKUX HOPMATUBHBIX
aktoB, kak GDPR, CCPA u HIPAA, umeer pemaroiiee 3HaueHUEe MpU 00padOTKe
KOH(DUICHIIMAJIBHBIX JIaHHBIX.

Mepsi 6e3onacHoCTH: J1J1s1 3aIIUTHI TAHHBIX OT HECAHKIIMOHUPOBAHHOTO I0CTYyTa
M B3JIOMOB HCIOJB3YIOTCS METOAbl IIM(PPOBAHMS, KOHTPOJA JOCTyna H
AHOHMMU3ALNH.

7. IIpoGneMbl 1 peKOMEHIAITNH.
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MacmrtabupyeMocTs: YmpaBieHHe MacimTaboM OOJIBIIMX JaHHBIX SIBIISETCS
CIOXHOW  3amaued, W  TNPEANpPUATHSIM  HEOOXOIMMO  HWHBECTUPOBATH B
MacmTabupyeMyto HHOPACTPYKTYPY U HHCTPYMEHTHI.

VYmpainenue AaHHbIMHA: Pa3paboTka YETKUX TOJUTHK YIIPABICHUS JaHHBIMU
nomMoraer oOecrneYuTh KayeCcTBO JAaHHBIX, O€30MacHOCTb U  COOTBETCTBHE
TpeOOBAHUSIM.

Tamantel: [IpuBnedenne n yaepxanne KBaTA(DHUIIMPOBAHHBIX CIICIIMAIMCTOB TI0
00paboTKe MaHHBIX, HHKEHEPOB U AHAJUTUKOB HMMEET BaXXHOE 3HAYCHUE JIs
YCHEIIHOTO aHaju3a 0OJIbIINX 00HEMOB IAHHBIX.

8. Ilpunoxenus

AHanmu3  motpeOHocTel — kiaueHTOoB  :  [lpenmpusitus ~ MCHOJB3YIOT
MHTEJUICKTYaJbHBIN aHamu3 OOJbIINX 00bEMOB JaHHBIX JJI TOHUMAHUS MOBEICHUS,
PEeAnoOYTeHUN U HACTPOCHU I KJIMEHTOB.

OnepannonHas 3¢pGHeKTUBHOCTS : UHTEIIeKTyalIbHBIN aHAIW3 IaHHBIX TTOMOTaeT
ONTHMH3UPOBATH OIEPaIlii, CHU3UTh 3aTPaThl U yJIYYIIATH YIPABJICHUE [IETTOYKAMU
MOCTaBOK.

VYnpasnenue puckamu: [IporHo3Hasi aHaJIMTUKA UCIOJIB3YETCS ISl BBISIBJICHUS
MOTCHITUATBHBIX PUCKOB M MIX YTIPEKIAIONIETO CHIKEHUS.

NunoBanuu: Ananutuyeckas UH(poOpMaIus, OCHOBaHHasl Ha JAHHBIX, TTO3BOJISET
pa3pabarbiBaTh HOBBIE MPOIYKTHI U YCIYTH, CIOCOOCTBYSI BHEIPEHUIO MHHOBAIIHIA.

[logBonst WTOr, MOXKHO CKa3aTh, YTO HHTEJUICKTYaJIbHBIA aHajdu3 OOJIBIINX
JAHHBIX Ha MPEANPUITHSIX - 3TO KOMIUIEKCHBIN MPOIECC, KOTOPHIN BKIIIOYAET B CeOs
cOOp OrpoMHBIX OOBEMOB JaHHBIX, WX A(PPeKkTuBHYIO0 00pabOTKy, aHaIu3 MJis
noxydeHus: uHpopmManuu U oOecreyeHue HUX O€30MacCHOCTH U COOTBETCTBUS
TpeOOBaHUsIM. DTOT TMPOIECC SBISETCS OCHOBOMOJATAIONUM [UJIsl  pa3paboTKu
CTpaTeruii, OCHOBaHHBIX Ha JTAHHBIX, U JIOCTIXKCHHSI OM3HEC-1IeJie B COBPEMEHHYIO
U(PPOBYIO AMOXY.

OBCYKJIEHME

Pe3ynbrarel 3TOro  MCCIENOBaHUSA  MOJUYEPKUBAIOT  BAXKHEHIIYIO  pOJIb
MHTEJUIEKTYAJIbHOTO aHajau3a OOJIbIIMX JaHHBIX HA COBPEMEHHBIX MNPEINPHUSATHUSX.
OddexTuBHBIM cOOp U 00pabOTKa JTaHHBIX HEOOXOAMMBI ISl TMOJTYUYCHHS MOJE3HOU
uH(popmanuu, cnocoOCTByOMIEH pocty OuzHeca. OgHako nMpoOIeMbl, BBISIBICHHBIE B
ATOM HCCIEAOBaHUM, OCOOCHHO CBSI3aHHBIE C KAYECTBOM JIaHHBIX W WHTErpanuent
HOBBIX TEXHOJIOTMM, MOJYEPKUBAIOT HEOOXOAMMOCTH IMOCTOSHHBIX WHBECTUIUN B
UHDPACTPYKTYPY NaHHBIX U PA3BUTHE HABBIKOB.

HccnenoBanue TakKe MOKa3bIBAE€T, YTO, XOTSA IEPEIOBbIE MHCTPYMEHTHI U
QITOPUTMBl MOTYT 3HAYUTENIBHO PACIIMPUTH BO3MOKHOCTH HHTEJUIEKTYaJIbHOTO
aHaJlM3a JaHHBIX, UX YCIEIIHOE BHEApeHue TpedyeT KOMIUIEKCHOIO MOoJaXoja. JTO
BKJIIOYAET B ce0sl HE TOJHKO BHEAPEHHUE MPaBUIIbHBIX TEXHOJIOTMHA, HO M Pa3BUTHE
KYJIbTYpbl, OCHOBaHHOM Ha TaHHbBIX, B OPraHU3aI1U.

BbIBO/IbI
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WNHTennekTyalbHblii aHaau3 OOJBIIMX JAHHBIX - HEOTHEMJIEMbBI KOMIIOHEHT
KOPIOPaTUBHOM  CTpaTeruu B 300Xy IUGpoOBbIX TexHomorui. I[lockombky
MPEANPUATHS TPOJOJKAIOT T€HEPUPOBATh OIPOMHBIE 00BEMBI JAHHBIX U MOJIAraThCs
Ha HUX, CIOCOOHOCTH 3((HEeKTUBHO cOOHpaTh, 00pabaThIBaTh U AHATU3UPOBATH ITU
JaHHBIE CTAHET KIIIOYEeBBIM (paKTOpOM ycrexa. B mccnenoBanum aemaercss BHIBOJ O
TOM, YTO MPEANPHUATHUS TOJDKHBI PeIIaTh MPOOIEMbl, CBSI3aHHBIE C KAUECTBOM JaHHBIX,
KOH(UICHIIMATFHOCTBIO U HEXBATKOW HABBIKOB, YTOOBI B MOJIHON MEpe peann30BaTh
MOTEHIMAJ MHTEJJIEKTYyaJIbHOTO aHAJIN3a OOJIbIINX TaHHBIX.

WNHBecTupyiiTe B KadecTBO JaHHBIX: [IpenmpusatusM cienyer yIensaTh
OPUOPUTETHOE BHUMAaHHE HMHHMIMATHBAM B OOJAcCTH KadyecTBa JIaHHBIX, YTOObI
rapaHTUPOBATh TOYHOCTh, COIVIACOBAHHOCTh U HAJIEAKHOCTh COOMPAEMBIX JaHHBIX.

Buenpure nepenoBele cpenctBa 00paboTku JaHHbIX: KommanusiM ciemyer
U3YyYUTh BO3MOXHOCTb BHEJIPEHMSI IEPEIOBBIX CPEACTB 00paOOTKU JaHHBIX, TAKUX KaK
Apache Spark, g pacuvpeHusi CBOMX BO3MOKXHOCTEW MHTEIIEKTYaJbHOTO aHAJIA3a
JaHHBIX.

Pa3BuBath KynbTypy, OCHOBAaHHYIO Ha JaHHBIX : OpraHuzanuu JOJIKHBI
pa3BUBaTh KyJIbTYpy, B KOTOPOH LIEHUTCS TMPUHATHE PELICHUH, OCHOBAHHBIX HA
JAHHBIX, MPU TOAJIEPKKE IMOCTOSIHHOTO OOYyYEeHHs] M MOBBIILICHHS KBaJIM(DUKAIUN
COTPY/IHHUKOB.

Pemenue npobnem koHpuaeHuumanbHocTh: [lpeanpusTis HOMKHBI BHEAPSTh
HAJEKHbIE  CUCTEMbl  YNpaBi€HHUs  JaHHBIMU  JJs  peuleHus  [poobsieM
KOHQUICHIMAIBHOCTY U OOecnedeHusi  COOJIIOJIEHUST  COOTBETCTBYIOLIMX
HOPMATHBHBIX aKTOB.
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CHALLENGES AND PROSPECTS FOR THE DEVELOPMENT OF
EHEALTH SERVICES

Mirzarakhimova Aziza Bakhrom qizi
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Abstract

In this scientific work defines e-health as a set of technologies used through the
Internet, through which medical services are provided to improve the quality of life
and facilitate the provision of medical services. One of the key findings was the
identification of the four most common practices used and the most widely used
technologies associated with eHealth.

Key word: E-health, telemedicine, knowledge management, accessibility of
medical services, patient-centric system, artificial intelligence.

Annotatsiya

Ushba ilmiy magolada elektron sog'ligni saglashga hayot sifatini yaxshilash va
sog'ligni saglash xizmatlarini ko'rsatishni osonlashtirish uchun tibbiy xizmatlar
ko'rsatiladigan Internetga asoslangan texnologiyalar to'plami sifatida ta'rif berilgan.
Asosiy topilmalardan biri elektron sog'ligni saglash bilan bog'liq to'rtta eng keng
targalgan amaliyot va eng ko'p qgo'llaniladigan texnologiyalarni aniglash edi.

Kalit so‘zlar: Elektron sog'ligni saqlash, telemeditsina, bilimlarni boshgarish,
tibbiy xizmatlardan foydalanish imkoniyati, bemorga yo'naltirilgan tizim, sun'iy
intellekt.

Abstract

In this scientific work defines e-health as a set of technologies used through the
Internet, through which medical services are provided to improve the quality of life
and facilitate the provision of medical services. One of the key findings was the
identification of the four most common practices used and the most widely used
technologies associated with eHealth.

Keyword: E-health, telemedicine, knowledge management, accessibility of
medical services, patient-centric system, artificial intelligence.

INTRODUCTION

Digital change has been particularly challenging in healthcare as there is an
increasing demand for services due to an ageing population and the emergence of new
diseases. Thus, investment in new treatments is necessary to ensure that everyone has
equal access to the healthcare system. E-health includes practices such as medical care
and telehealth that use electronic technology to provide health resources, services and
information.

Mobile health or health care consists of the use of mobile devices so that patients
can request services electronically, use applications to check information, and manage
or monitor treatment or problems or other health-related issues. Telehealth can be
defined as the use of telecommunication technology to facilitate care and education for
patients and professionals working in the field.
I ——
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E-health has become an integral part of the healthcare system as it solves a number
of problems in medicine, including reducing errors and providing more efficient
services with more accurate results [1]. Such is the case with the use of electronic
medical records, which stores all patient information, preventing inappropriate
administration of medication during care and ensuring that the patient is treated quickly
and comfortably [2]. However, its realisation depends on adequate planning and
strategies so that virtual health care can be performed [3].

METHODOLOGY

The theoretical and methodological basis of the study was formed by the
theory of servicisation, the theory of digitalisation, the theory of public health, the
views of domestic and foreign scientists in the field of health economics, the
generalisation of which made it possible to interpret telemedicine services in a
meaningful way and to propose the author's methodological approach to the analysis
and evaluation of the market of telemedicine services in the conditions of digitalisation.
The study used general scientific methods of synthesis, comparative, systemic,
functional analysis, time series analysis, index method, extrapolation method, methods
of induction, deduction, systematisation and generalisation.

ANALYSIS AND RESULTS

The success of eHealth in a country is related to several factors, including user
adoption and the types of infrastructure, systems and governance used [4]. Meanwhile,
there are four stakeholders involved in the outcomes: entrepreneurs, health care
providers, patients, and those responsible for health insurance and care policies [5]. In
order to effectively implement the use of health information technology, eHealth
strategies must be implemented in an integrated manner, including the development of
norms, laws or regulations. This situation is valid whether in telemedicine and health
care, or in specific categories such as electronic health records or health literacy - e-
learning (health education) [6].

The eHealth strategy has three main components:

— knowledge management;

— tools and methods;

— policies.

These components work to consolidate health systems with support networks and
science and technology production, manage infrastructure and human resources,
reduce barriers to accessing health services, and promote community integration [7].
Some barriers to eHealth include the difficulties faced by both health-care providers
and patients in using systems and applications, and ensuring the security and privacy
of user data transmitted through these systems.

Another eHealth challenge is interoperability between systems. That is, new
eHealth systems must interoperate with existing systems, and there must be a standard
electronic language between hospitals (or clinics) to facilitate communication and data
exchange, as well as formal agreements on how the system should work in a
standardised way. In addition, the cost of implementing eHealth also presents
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challenges that may make it impossible to implement such systems. This is due to the
high level of investment required to purchase equipment to implement more
sustainable methods [8] than traditional systems that store paper records, along with
the cost of employing specialised Information Technology (IT) support staff to keep
systems up and running and to purchase software.

In researching this topic, two studies related to eHealth were found with a general
approach. However, such studies do not fully cover all eHealth practices, which
distinguishes this study from previous work on this topic. Although scientific
publication databases contain a wide range of studies on eHealth, there are gaps in
knowledge related to this topic, justifying the need for this review.

According to WHO, the success of telemedicine development depends primarily
on the level of economic development: the vast majority of existing telemedicine
services are provided in the highest income countries. The most economically
developed countries tend to have sufficiently developed technology and information
and communication infrastructure, freedom in the allocation of resources within the
health-care system, and greater support for experimentation and research into new
approaches to health care. This creates the potential for more formalised and systematic
development and implementation of telehealth solutions. Telemedicine initiatives in
lower-income countries are informal, not part of a structured telemedicine programme,
but remain as part of occasional remote links between local specialists and consultative
health facilities [9].

The professional medical community is also ambivalent about digital health care:
some believe that remote patient support will increase the number of medical errors,
while others believe that it will help to clarify diagnoses in difficult clinical cases in a
timely manner and will provide greater opportunities for processing MRI, CT and
morphological studies, enabling high-quality conclusions to be obtained and providing
economic benefits.

Innovations from other economic sectors are firmly entrenched in modern
healthcare. These include a value-oriented and careful financial approach, a maximally
transparent process of providing medical services, machine building, and marketing.
Telemedicine, cito-medicine (express diagnostics), and projects based on artificial
intelligence (Al) have taken leading positions.

During the study of this topic we analysed foreign experience of e-health
development and according to the results of the analysis we came to the conclusion
that the following types of this system will be developed prospectively:

1) Patient-centred eHealth. A caring attitude to the patient and support in any
matter is the area that has become the most actively developing. And apart from
physical health, no less important today is psychological health. As the traditional
model in the healthcare system has changed and continues to improve, the doctor-
patient tandem is a priority today. The patient's opinion, voice and experience have
become very important in choosing a particular medical facility. In the modern world,
in addition to the rating and equipment of the clinic, qualification and professionalism
of the doctor, comfortable trusting relationships between the doctor and the patient are
taken into account.
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After quarantine, the demand for personalised medicine increased. These
personalised tactics have become a major global trend and will continue to dominate
in 2024. At the core of e-health is convenience, accessibility and, as a result, lowering
the cost of healthcare services. Clinic marketers are actively involved in the process: it
Is possible to offer a patient blood sugar tracking, comprehensive treatment of chronic,
autoimmune, oncological diseases, as well as personalised recommendations from
attending physicians on nutrition, therapeutic exercises, etc. By the way, there is a
growing number of clinics where DNA analyses are performed. Thanks to this, it is
possible to learn about health risks and make an individualised plan of preventive
measures.

2) Cito-medicine e-health system. Rapid diagnostics has become an important and
priority area in many clinics. Fast and accurate diagnostics helps to identify pathology
and, without losing precious time, to proceed to further examinations or necessary
treatment. But, of course, cito-medicine is impossible without innovative methods and
professional equipment. The method is attractive for patients by one-time processing
of analyses, ultrasound, X-ray, CT, MRI results. And the use of modern technologies
allows to prolong and save life, especially in the case of severe diseases. Today, a
patient can visit a general practitioner or paediatrician, take the necessary tests and
iImmediately receive the necessary scheme for treatment or further diagnostics.

3) Telemedicine. Telemedicine is no longer a new trend, but it is still actively
developing. It always stands out favourably among competitors and meets all the
expectations of patients. In addition to various applications, online consultations, there
are devices that collect the entire anamnesis of the patient. For example, for patients
with diabetes mellitus, a portable device performs an assessment analysis of blood
glucose, which makes their lives much easier.

4) Sovereignty, digital security. After the pandemic and due to the difficult
geopolitical situation in the world, it became clear that sovereignty is needed in various
sectors of the economy, including healthcare. But along with the implementation of
major projects, the issue of information security has arisen.

5) Artificial intelligence, robotisation. Today, you don't see anyone with digital
assistants any more - they are also actively used in medicine. In polyclinics, digital
assistants analyse protocols and help attending physicians (most often therapists) to
make the right diagnosis. The assistants form an ‘independent’ opinion, request
additional information if required, and provide disease dynamics.

CONCLUSIONS AND SUGGESTIONS

The conducted analysis allows us to make some generalisations of interest for our
study: the typical basis for further study and search for new approaches to the
modelling of the medical information system from the position of its influence on the
socio-economic state are the information processes and the presented models of the
healthcare system. Thus, the modelling of information processes of the healthcare
sphere is relevant at present and is aimed at reforming the healthcare system, which
will regulate the processes of digitalisation of the medical information system at all
state levels.
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Annotatsiya

Mazkur magolada mahalliy davlat hokimiyat organlariga transport xizmatini
ko‘rsatishda tashkiliy-igtisodiy baholash, uning iqtisodiy ahamiyatini aniglashda
firmografik tahlilni amalga oshirishga garatilgan bo‘lib, unda tadqiq etilgan asosiy
masala xizmatlar sifatini oshirishga qaratilgandir.

Kalit so‘zlar: davlat boshgaruvi va mahalliy davlat hokimiyat organlariga
transport xizmatini ko‘rsatish, transport iqtisodiyoti, tashkiliy-iqtisodiy mexanizm,
firmografiya.

AHHOTALINA

JlaHHas cTaThsd MOCBSIIEHA HAa OPraHU3ALMOHHO-3KOHOMHMYECKYIO OLICHKY
OKa3aHMs TPAHCHIOPTHBIX YCIYT OpraHaM MECTHOTO CaMOYTNpPaBIIEHHUs, ObLI IPOBEIECH
dbupmorpaduueckuii aHaau3, OCHOBHOM BOIPOC, UCCIICAYEMbIA B HEM, HAIPaBJICH HA
ITOBBIIIIEHNE Ka4eCTBA YCIYT.

KuiroueBpie c€JjI0BA: OKa3aHWE TPAHCHOPTHBIX YCIYI OpraHaM MECTHOM H
rOCyJJapCTBEHHOM  BJACTH, TPAHCIOPTHAasE  JKOHOMHKA,  OPraHU3alMOHHO-
SKOHOMHUYECKUN MeXaHu3M, (pupmorpadus.

Abstract

This article is devoted to the organizational and economic assessment of the
provision of transport services to local governments, a firmographic analysis was
carried out, and the main issue studied in it is devoted to the improving quality of
services.

Key words: provision of transport services to local and state authorities,
organizational and economic mechanism, firmography.

KIRISH

Davlat boshgaruvi va mahalliy davlat hokimiyat organlari faoliyati jamiyatni
ganday tizimda boshgarish va unga xizmat gilish bilan bir gatorda aholining turmush
tarzi, yashash sharoiti, shuningdek ijtimoiy-igtisodiy holatini aniglash, tahlil gilish,
boshqgarish, nazorat gilish va yanada yaxshilashga intilishi bilan tavsiflanadi. Davlat
hokimiyat organlariga ko‘rsatiladigan eng muhim xizmatlardan biri sifatida
avtotransport vositalariga xizmat ko‘rsatish deb e’tirof etish mumkin. Bugungi kunda
har bir boshqaruv va mahalliy hokimiyat organi xodimini xalq bilan uyg‘unlikda
ishlashi ta’minlanmasa, aholining turmush tarzi hamda iqtisodiy samaradorligi
oshmaydi. Shunga ko‘ra, ular bilan doimiy uzviy alogada bo‘lish va qo‘llab-quvvatlash
magsadida avtotransport vositasidan foydalangan holda, hududiy aholi punktlarining
istiqomat qilish sharoitini tahlil gilish hamda nazorat gilishda operativ olib borilishini
ta’minlash uchun xizmat mashinalaridan keng foydalaniladi. Bunda esa, xizmat
____________________________________________________________________________________________________________________|
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mashinalariga bo‘lgan ehtiyoj oshadi va buning natijasida iqtisodiy samaradorlikka
erishiladi.

Mahalliy brendlar avtomobillarining sifati va ishonchliligining past darajasi
dunyodagi yetakchi avtomobillar bilan solishtirganda, ishlab chigaruvchilar mazkur
maqsadga yo‘naltirilgan jarayonlarni ketma-ket amalga oshirish uchun AQSHning
tajribasiga ko‘ra, standart sanoat kodini (standart industrial code-standart, SIC) tatbiq
etishini taqozo etadi. Bu o‘z navbatida SIC kodi orqali hokimiyatning boshgaruv
hududi doirasida baholash usulini tizimlashtirishga xizmat ko‘rsatadi.

ADABIYOTLAR SHARHI

Tadgigot davomida xorij tajribasiga nazar tashlaganda, mazkur mavzuga yaqin
mutasaddi rahbarlar tomonidan transport xizmatlarini qo‘llab-quvvatlash, yuqori
tabagali rahbarlarga transport xizmatini ko‘rsatish, jamoat transportlari xizmatini
takomillashtirish singari jihatlarni D.Rahm, B.Fields, J.L.Farmer, M.L.Zwald, A.A.
Eyler, K.V. Goins, M.Fellesson, M.Friman, H.Zhang, Y.Bi, F.Kang, Z.Wang,
K.Bickerstaff, R.Tolley, tadgiqot ishlarida yoritganlar.

X.X.Xikmatov, B.S.Ziyadullayev, [.N.Sharipova, O.B.Tursunov, A.Yo‘Ichiyev,
J.G*ofurov, G.Z.Manapova, M.D.Abdumannapova  kabi mahalliy iqtisodchi
olimlarning ilmiy izlanishlarida transport vositalarini tartibga solishni boshqarish,
xalgaro koridorlarni munosib boshqgarish, transport sohasida kadrlar kasbiy
kompetensiyasini oshirish samaradorligi, transport xizmatlari shakllanishi va unga
ta’sir etuvchi omillarni kategorial hamda klasterlash nuqtai nazaridan ilmiy
yondashuvlar hamda ilmiy nazariy mulohazalar keltirilgan.

Ingliz igtisodchi olimasi hamda nufuzli marketolog X.Meyning xizmat
mashinalarining ustunlik va kamchiliklariga qaratilgan risolasida bergan ta’rifiga
ko‘ra, xizmat mashinasi xodimga uning ish faoliyatini yurituvchi korxona yoki
tashkiloti (ish beruvchisi) tomonidan berilgan va shaxsiy magsadlarda foydalanish
mumkin bo‘lgan avtomobil nazarda tutiladi. Meyning fikriga ko‘ra, turli ma’muriy
organlar kompaniya avtomobillari haqidagi ma’lumotlarni konfidentsialligini
saglashga va uning ma’lumot sifatida so‘ralishini taqiqlashga intilishlari xizmat
mashinalariga ko‘rsatiladigan xizmatning juda muhimligini ifodalaydi.*

Buyuk Britaniya iqtisodchi olimi Kristofer Roberts davlat boshgaruvi va
mahalliy davlat hokimiyat organlariga avtotransport vositalari yordamida xizmat
ko‘rsatishda ekologik holatni inobatga olish zarurati va uning iqtisodiy asoslarini
keltirib o‘tgan. Bu tashqi siyosiy kuch va undagi salbiy o‘zgarishlarni yumshatib,
tezkor yo‘q qilishga qaratilgan taktik rejalarni gamrab olishga doir mulohazani ilgari
surgan. 2

Xizmat avtomashinalariga katta yashirin subsidiyalar beradigan mamlakatlarda
xizmat avtomobillari uchun imtiyozli soliq rejimini bekor gilish, hozirda borish giyin

! Bépbeccon M., PobGeprc K. BuusiHue ciyxeOHBIX aBTOMOOWIEH Ha BiajeHue aBroMoOuiem // TpaHcmopTHble
uccnenoBanus, 4acth A: [lomuruka u npaktuka. — 2023. — T. 176. — C. 103803.

wetenschappelijk tijdschrift voor onderzoek over Brussel/The Journal of Research on Bproccene. — 2019.

2 Mbii X., Dpmanc T., Xooprman H. KopnopaTusHble aBTOMOOUIIH: BEIBIEHUE TIPOOIEM H 33724 HAIOTOBOH CHCTEMBI
//Bproccennckue uccaenoanus. La revue scientifique pour les recherches sur Bruxelles/Het wetenschappelijk tijdschrift
voor onderzoek over Brussel/The Journal of Research on Bproccere. — 2019.
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bo‘lgan pullik yo‘llarni nomukammal, ammo yuqori samarali almashtirish bo‘lishi
mumkin. Mazkur tushunchani asosiy mexanizmi iqtisodchi olim va davlat arbobi
B.Borger tomonidan ilgari surilgan bo‘lib, uning asosida Belgiya davlati davlat
boshgaruvi va mahalliy davlat hokimiyat organlari xizmat mashinalari uchun andoza
olishdi. !

TADQIQOT METODOLOGIYASI.

Mazkur tadgigot natijalarining ilmiy ahamiyati ishlab chigilgan uslubiy takliflar,
IImiy asoslangan tavsiya hamda tegishli xulosalar davlat boshgaruvi hamda mahalliy
davlat hokimiyat organlarida transport xizmatini rivojlantirish tizimi, shuningdek
uning faoliyatiga innovatsion va ragamlashtirilgan texnologiyalarni tatbiq etishni
tashkiliy-igtisodiy baholash asoslarini takomillashtirishdan iborat.

Tadgigot ishining amaliy ahamiyati davlat boshgaruvi hamda mahalliy davlat
hokimiyat organlariga transport xizmatining tashkiliy-iqtisodiy mexanizmini yanada
taraqqiy ettirish, shuningdek ularni strategik boshqaruvini samarali yo‘lga qo‘yish,
yashil igtisodiy faoliyat asosida mexanizmni faollashtirish va shu singari chugur ilmiy
tadgiqotlardan amaliy foydalanish imkoniyati bilan tavsiflanadi.

Avtomobillardan keng foydalanish jamiyatga qulaylik va harakatchanlik kabi
ko‘plab foyda keltiradi. Biroq, hukumatlar avtomobillardan foydalanishni faol
ravishda cheklashlari kerakligi hagida munozaralar davom etmoqda. Ushbu
dissertatsiya ishining maqgsadi avtomobillardan foydalanish bilan bog‘liq tashqi
xarajatlarni, igtisodiy ogibatlarni va potensial texnologik yutuglarni hisobga olgan
holda bunday choralarni qo‘llash va ularga qarshi sabablarni tahlil qgilishdir.

R.Koso portugal igtisodchi olimi hukumat avtotransport xizmatidan voz
kechishni taklif etgan va bu tabagalashuvni oldini olishiga nisbatan bir nechta
sabablarni ilmiy-nazariy jihatdan shakllantirgan:

1. Tashqi xarajatlar. Avtomobillar turli xil tashgi xarajatlarga, jumladan,
ifloslanish va atrof-muhitga zarar yetkazishga hissa qo‘shadi, masalan, global isishga
olib keladigan issigxona chiqindilarining ko‘payishi. Ushbu salbiy tashqi ta’sirlar
odamlarning sog‘lig‘iga zarar yetkazadi, turmush darajasini pasaytiradi.

2. Tirbandliklar. Avtomobildan foydalanish ko‘pincha tirbandlikka olib keladi,
natijada sayohat vaqgtini uzaytiradi va samaradorlikni pasaytiradi.

3. Baxtsiz hodisalar bilan bog‘liq xarajatlar. Avtohalokatlar jamiyatga sog‘ligni
saglash xarajatlaridan tortib, mulkiy zarar va hayotni yo‘qotishgacha bo‘lgan katta
xarajatlarni keltirib chigaradi. 2

Birog nemis olimi Tollerning fikriga ko‘ra, hukumatlar avtomobillardan
foydalanishni rad etish chora-tadbirlani qo‘llab-quvvatlashlari lozim. Buning sabablari
sifatida quyidagilarni keltirganlar:

1. Avtotransport vositasidan optimal foydalanishni baholashda qiyinchilik.
Avtomobildan foydalanishning ideal darajasini aniglash juda giyin.

! Anne Beeson Royalty, Tax preferences for fringe benefits and workers’ eligibility for employer health insurance,
Journal of Public Economics, Volume 75, Issue 2, 2000, Pages 209-227, ISSN 0047-2727

2 Del Coso R., Solis J. Relation between nonlinear refractive index and third-order susceptibility in absorbing media
/IJOSA B. —2004. — T. 21. — Ne. 3. — C. 640-644.
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2. Igtisodiy ta’sir: Avtomobil sanoati bandlik va iqtisodiy faoliyatning muhim
manbai hisoblanadi. Qattiq tartib-qoidalar yoki rag‘batlantiruvchi faoliyatlar orqali
avtomobildan foydalanishni cheklash sanoat ishlab chigarishi va daromadlarini
kamaytirishi mumkin, bu esa ishsizlik darajasi va hukumatning huquqiy xarajatlarining
oshishiga olib kelishi mumkin.

3. Texnologik yutuglar. Avtomobil texnologiyasidagi yutuglar avtomobildan
foydalanish bilan bog‘liq salbiy tashqi ta’sirlarni yumshatish potensialini taklif qiladi.
Hukumatlar  texnologik  innovatsiyalarni  rag‘batlantirishni  avtomobillardan
foydalanishni cheklash o‘rniga, ularning salbiy ta’sirini bartaraf etish vositasi sifatida
ko‘rib chiqishi mumkin. *

Yugoridagi fikr-mulohazalarning tashkiliy-igtisodiy asoslarini milliy igtisodiy
infratuzilmadagi xususiyatlardan kelib chiggan holda baholash tizimida alohida tadgiq
etishni talab etadi.

TAHLIL VA NATIJALAR.

O‘zbekiston bozorida hozirda uning dinamik rivojlanishi bilan bir vaqtda
avtomobil ishlab chiqaruvchilar o‘rtasidagi raqobat kuchayganligi avtomobilning
asosly xususiyati hisoblanadi. Asosiy muammo — bu ragobatbardoshlikka bardosh
berish sanaladi. Bunda firmografiya muhim ahamiyat kasb etadi. Shu bilan bir gatorda
shuni e’tirof etish joizki, firmagrafiyada kompaniyaning o‘ziga xos xususiyatlari va
demografik ko‘rsatkichlari, masalan, haymi, sohasi, geografik joylashuvi va garor
gabul giluvchilar inobatga olinsa, demografiyada shaxslarning yoshi, jinsi, daromadi
va ma’lumoti kabi ko‘rsatkichlariga e’tibor qaratadi.

Firmografiya odatda B2B (business to business) sohasida kompaniyaning
mahsulot yoki xizmatga potensial mosligini yaxshirog tushunish va marketing va
sotish strategiyalarini moslashtirish uchun ishlatiladi, demografik ma’lumotlar esa
odatda individual iste’molchilarning xususiyatlari va ehtiyojlarini yaxshiroq tushunish
uchun B2C (business-to-consumer) maydonida qo‘llaniladi. Firmografik va
demografiyani tushunish korxonalarga magsadli bozorini yaxshiroq tushunishga
yordam beradi va muvaffagiyatga erishish imkoniyatlarini oshiradi. Bizning
holatimizda mahalliy hokimiyat organlariga xizmat ko‘rsatish bo‘lgani bois G2B
hamda G2G ga to‘g‘ri keladi.

G2B (Government to Business) — bu biznesni qo‘llab-quvvatlash va
rivojlantirish magsadida ijroiya hokimiyat va tijorat tuzilmalari o‘rtasidagi onlayn
o‘zaro hamkorlik uchun dasturiy ta’minot va apparat vositalari to‘plamidir. G2B
sinfiga davlat organlarining axborot veb-saytlari, elektron xaridlar tizimlari va
boshgalar kiradi. Firmografik segmentatsiyaning afzalliklaridan biri kompaniya
resurslaridan ogilona foydalanishdir. Sementatsiya savdo va marketing harakatlarini
faqat eng ko‘p qiziqish uyg‘otadigan va sotib olish uchun yetarli resurslarga ega
bo‘lgan mijozlarga yo‘naltirishga qaratilgan.

Standart sanoat kod (SIC) tasnifi tizimi mamlakatdagi korxonalarning iqtisodiy
faoliyati bo‘yicha tasniflovchi raqamli kod sifatida, davlat idoralari, tadqiqotchilar va

! Téller A. E. Driving bans for diesel cars in German cities: The role of ENGOs and Courts in producing an unlikely
outcome //European Policy Analysis. — 2021. — T. 7. — Ne. 2. — C. 486-507.
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tahliliy xizmat ko‘rsatish korxonalari tomonidan turli sohalardagi iqtisodiy faoliyatni
tahlil gilish, shuningdek solishtirish uchun foydalaniladi. Bu davlat boshgaruvi hamda
mahalliy davlat hokimiyat organlarining tashkiliy-igtisodiy boshgaruv faoliyatini
yengillashtirish, shuningdek nazorat funksiyasining kuchaytirilishiga turtki bo‘ladi.
AQShning SIC tajribasini  mamlakatimizning iqtisodiy infratuzilmasiga
moslashtirish orqali tatbiq etishda uni milliy “Standart tarmoqning iqtisodiy tasnifi”
sifatida takomillashtirish davlat boshgaruvi hamda mahalliy davlat hokimiyat
organlarining avtotransport vositalaridan foydalanish asosida ijtimoiy-iqtisodiy
vazifalarini bajarilishini ta’minlashga xizmat qiladi. Buning uchun korxonalarning
xizmatidagi avtotransport vositalarining kodlashtirilishi talab etiladi, biroq SIC, NTEE
(Soligdan ozod gilingan tashkillotning milliy taksonomiya kodlari-AQSh tajribasi),
UNSPSC (BMTning standart kodeksi va xizmatlari-BMT tajribasi), GICS (Global
sanoat tasnifi standarti-xalgaro moliya bozori tajribasi)dan farqli o‘laroq, uning tasnifi
iqtisodiy jihatlarga qaratilgan bo‘lishi tavsiya etiladi. Bu o‘z navbatida mazkur
tasnifning xizmat sohasida firmografiyani rivojlantirishga ta’siri bilan izohlanadi.

i Soha ragami

j-raxmquaqam‘] Mulk shakli

! Korxonaning tarmoqdagi

tartib ragami [ Korxonaning yashil

| iqtisodiyotdagi salohiyatini
[ tavsiflovchi ragam

v v - X N

hsubeend 4+ ) 7 ) o

1-rasm. Standart tarmoqgning igtisodiy-tasnifiy kodlashtirilishi (SNEC-Standard
network economic classification)!

Mazkur kodlashtirishda soha va tarmoq ragamiga ko‘ra ajratilishi mamlakatda
mavjud soha va tarmoqlarning soniga ko‘ra chegaralanadi. Mulk shakliga ko‘ra,
korxonaning mulki emas balki uning tashkiliy tuzilmasi nazarda tutiladi, ya’ni: 1-
AJ; 2-MChJ; 3-DUK; 4-ShK; 5-QK; 6-YaTT, agar aralash bo‘lsa, u holda dastavval
jamiyat tasnifi, so‘ngra korxona tavsifi qayd etilishi lozim. “SamAvto” MChJ QK
misolida bu holat (2-MChJ va 5-QK) 25 soni orqali ikki xonali songa ega bo‘ladi va
kodlashtiriladi.

Korxonaning tarmogdagi ragami uning nechanchi tartib ragamida turishini
ifodalaydi va bu sarhisob har bir viloyatda alohida olib borilishi magsadga muvofiqdir.
Korxonaning yashil iqgtisodiyotdagi salohiyatini tavsiflovchi ragam korxonaning
ekologik mahsulotlar va ekologik texnologiyaga egaligini izohlaydi. Bunda fagatgina
uch son orgali ragamlashtiriladi: 0-an’anaviy va ekologik jihatdan
takomillashtirilmagan texnologiyaga asoslanadi; 1-yarim ekologik va yarim an’anaviy
texnologiya asosida xizmat ko‘rsatadi; 2-ekologik texnologiya asosida ishlab
chigaradi. Uning natijaviyligi firmografik samarani keltirib chigaradi.

L Muallif ishlanmasi
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Firmografiya fagatgina korxonalarning faoliyati hamda xususiyati bilan bog‘liq
ma’lumotlarni to‘plash va aniqlashdan emas, balki bozor segmenti doirasida amalga
oshiriladigan G2B xizmatini ta’minlash maqgsadida hamkorlar hamda raqobatchilarni
ham aniglashga xizmat giladi.t

1-jadval
SNEC uchun firmografoskopik baholash?
Ne Baholash Baholash mezoni Mezon tavsifi
ko‘rsatkichi
nomi
Sifat RZ = 1— (T-1) R? Rg-sifat ko‘rsatkichi; T-kuzatishlar soni; b-
ko‘rsatkichiga a— (T — k) baholanadigan parametrlar; R-korxonaning
ko‘ra (T — 1)SSM sifat ko‘rsatkichiga egaligining
approksimativ =417 m davomiyligi; SSM-Mahsulotning
baholash standartial ~ sifat  ko‘rsatkichi; YSM-
qo‘shimcha sifat ko‘rsatkichi
Kesishgan lyy =f"—f™, 14,-indeksli ko‘rsatkichlarning kesishuvi;
tekshiruv f*-firmografik omillarning nisbati; f™-
firmografik omillarning asl sifat tavsifi;
Axborot mezoni | AIC e- axborotning modelli parametrlari vektori
(An Information | = 2k — 2In(l(e]Y)) (k omillar bo‘yicha); Y-hagigatda tashkiliy
Criterion) 3 ko‘rsatkichlar vektori; L- logarifmik
ehtimollik funksiyasi;

Firmografiya uchun SNECning faollashtirilganidan samarali foydalanishda
maxsus baholash tizimini ishlab chiqishni taqozo etadi. Bu o‘z navbatida
approksimativ aniglik, kesishgan tekshiruv hamda ekspert baholash orqali
firmografoskopiyani baholashda qo‘llaniladi. Firmografik baholashning k-baholangan
parametrlar hamda firmografik omillarning nisbatini aniglash magsadida firmografik
omillarni tadgiq etish va uni jadvallashtirish zarurati yuzaga keladi (2-jadval).

2-jadval

Toshkent shahrida SNEC uchun firmografoskopik tahlil ko‘rsatkichlari,
2023y, foizda

Ne | Baholash ko‘rsatkichi 2019 | 2020 | 2021 | 2022 | 2023 | Me’zon tavsifi
nomi
1. | Sifat ko‘rsatkichiga ko‘ra 46 44 67 77 79 0-24 % past; 25-44 % o‘rta
approksimativ darajasi quyi; 45-74% o‘rta yuqori;
75-90% yuqori; 90-100% o‘ta
yugori.
2. | Kesishgan tekshiruv 34 37 41 44 52 0-44 % past; 45-74% o‘rta;
75-100% yugori.
3. | Axborot me’zoni 23 23 29 29 34 0-44 % past; 45-74% o‘rta;
(An Information Criterion) 75-100% yugori.
4
! Muallif fikri.

2 Muallif ishlanmasi.
3 Akaike H. Factor analysis and AIC //Psychometrika. — 1987. — T. 52. — C. 317-332.
4 Akaike H. Factor analysis and AIC //Psychometrika. — 1987. — T. 52. — C. 317-332.
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Mazkur jadvalda sifat ko‘rsatkichiga ko‘ra approksimativ darajasi transport
xizmati uchun 2019 yilda 46 foizni tashkil etgan bo‘lsa, 2019 yilda Covid-19 tufayli
biroz pastlagan, biroq 2021-yildan 2023-yilga qadar keskin o‘sish sur’ati kuzatilgan
bo‘lib, bunda O‘zbekiston “Taraqqiyot 2030 strategik chora-tadbirlari hamda e-
hukumat singari ragamli va biznes modellarning tatbig‘i mahsuli kuzatiladi. Biroq,
avtotransport vositalarining xizmati sifatini oshirishda ishonchlilik va kutilgan
ko‘rsatkichga xos bo‘lishini ta’minlashda tashkiliy-igtisodiy = mexanizmni
takomillashtirishga garatilgan dasturiy vositalar ishlab chigish talab etiladi.

Kesishgan tekshiruv asosida avtotransport xizmatining mobilligi hamda ijtimoiy-
igtisodiy, shuningdek tashkiliy-igtisodiy jihatdan mutanosiblikni ta’minlashga
garatilgan darajasi 2019-yildan 34 foizdan 2023-yilda o‘rta darajani tashkil etib, 52
foizga yetgan. Birog, bunda o‘zaro transport vositalarining firmografik samarasini
oshirishda omillarning ta’sirini kuchaytirish ahamiyati oshadi, shunga ko‘ra uning
transformatsion jarayonlardagi ishtirokini oshirish lozim. Axborot me’zoniga ko‘ra,
baholash natijasida transport xizmatining salmog‘i 2019-yilda 23 foizni tashkil etgan
bo‘lsa, 2023-yilga kelib keskin o‘zgarishlarsiz 34 foizga qadar oshishi kuzatiladi.
Bunda avtransport vositalaridagi firmografik axborotning yetarli emasligi tufayli,
transport xizmatida uning tadbig‘ini kengaytirish talab etiladi.

XULOSA VA TAKLIFLAR

Toshkent shahar hokimligi qoshidagi “Avtotransport vositalariga xizmat
ko‘rsatish” DUK mutasaddi tashkilotlarga xizmat ko‘rsatishda barcha mavjud tashkiliy
hamda iqtisodiy ma’lumotlarni qo‘lda kiritadi. Bu o‘ta noqulaylik hamda hisobotlarni
shakllantirishda murakkabliklar keltirib chigaradi. Shu bilan bir gatorda, ularning
nazorat funksiyasi sustlashib qoladi. Shunga ko‘ra, mazkur muammoni bartaraf etishga
garatilgan chora-tadbirlashni ishlab chigish zarur sanaladi. Buning uchun firmografik
tahlildan foydalanish o‘rinli sanaladi.

Firmografiyani tushunish va undan foydalanish orgali korxonalar B2B sohasida
muvaffagiyatga erishish imkoniyatlarini oshirishlari va magsadli bozorining
dinamikasini yaxshiroq tushunishlari mumkin. Firmografik segmentatsiya Kkatta
mijozlar bazasini yaxshiroq magsadli sotish va marketing harakatlariga ega bo‘lish
uchun kichikrog segmentlarga guruhlash uchun ishlatiladi. Masalan, kompaniyalar
guruhini 50-100, 100-250 va 250-500 ishchilari bo‘lgan kompaniyalar guruhiga bo‘lish
mumkin. Agar sotuvchi o‘z mahsulotini to‘g‘ri mijozlar segmentiga ushbu segmentga
mos keladigan xabar bilan taklif qilsa, mijoz sotib olish ehtimoli ko‘proq bo‘ladi.
Boshga tomondan, agar sotuvchi segmentga ular uchun jozibali bo‘lmagan xabar bilan
murojat gilsa, mijozlar sizning elektron pochtangizni ochilmagan holda goldiradilar
yoki veb-saytingizni tark etadilar. Turli xil mijozlar segmentlari turli xil narsalarni
xohlaydi va ularga muhtoj, shuning uchun bir xil umumiy xabarlar orgali daromadni
oshirish giyin.

FOYDALANILGAN ADABIYOTLAR RO‘YXATI:

1. https://gov.uz/oz/toshkent/pages/about/ Toshkent shahar hokimligi rasmiy
veb sayti ma’lumotlari
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3. O‘zbekiston Respublikasining 02.09.1993 yildagi 913-Xll-sonli “Mabhalliy
davlat hokimiyati to‘g‘risida”gi Qonuni.
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5. “Avtotransport vositalariga xizmat ko ‘rsatish” DUK ma’lumotlari
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ASSESSMENT OF ECONOMIC IMPACTS OF CLIMATE CHANGE IN
UZBEKISTAN

Qobilov Alisher Urinovich
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Tashkent State University of Economics

Abstract

Situated in the Central Asia, Uzbekistan is considered a vulnerable country to
climate changes. As climate change is a global issue, the analysis of the climate-
economic relation of Uzbekistan is estimated in comparison with other countries. This
research paper overview the relationship between climate change and economy. The
results indicate that despite delicate situation regarding climate change, Uzbekistan is
progressing to improve readiness for further negative consequences of the
phenomenon.

Keywords
Climate change, economic stability, agriculture, economic security, temperature
levels.

Annotatsiya

Markaziy Osiyoda joylashgan O‘zbekiston Respublikasi iqlim o‘zgarishlariga
nisbatan zaif davlat hisoblanadi. Iglim o'zgarishi global muammo bo'lganligi sababli,
O'zbekistonning iglim-igtisodiy munosabatlari tahlili boshga mamlakatlar bilan
solishtirish orgali baholanadi. Ushbu maqola iglim o'zgarishi va igtisodiyot o'rtasidagi
bog'liglikni ko'rib chigadi. Natijalar shuni ko'rsatadiki, iqlim o'zgarishi bilan bog'lig
nozik vaziyatga garamay, O'zbekiston ushbu hodisaning keyingi salbiy ogibatlariga
tayyorgarligini oshirishga harakat gilmoqda.

Kalit so'zlar
Iglim o'zgarishi, iqtisodiy barqarorlik, gishlog xo'jaligi, igtisodiy xavfsizlik,
harorat darajasi.

AHHOTALUSA

V306ekucrad, pacnoioxkeHHbli B lleHTpanbHON A3uM, cuuMTaeTCs CTPaHOW,
yS3BUMOM K U3MEHEHUI0 Kkiaumarta. [locKoiabKy H3MEHEHHEe KiuMara SBIISICTCS
r100aabHOM TPoOJIeMOM, aHATN3 KJIMMATO-9KOHOMUYECKUX OTHOIIIEHU ¥Y30eKkucTaHa
OIICHUBAETCSl B CPAaBHEHUM C JPYTUMH cTpaHaMu. B 3Toll uccienoBarenbckoi pabote
paccMaTpUBaETCs CBSI3b MEXKIYy M3MEHEHHUEM KJIMMaTa U DKOHOMUKOM. Pe3ynbrarsl
MOKA3bIBAIOT, YTO, HECMOTPS Ha JACIHMKATHYIO CUTYAIMI0 B OTHOIICHUU U3MEHEHUS
KJIMMaTa, Y30€KHCTaH MPOTPecCCHUpPYET B TMOBBIIIEHUH TOTOBHOCTU K JAIbHEUIIINM
HETAaTUBHBIM TOCJIEJICTBUSIM 3TOTO SIBJICHUS.

KroueBbie cjioBa
H3meHenne xiMMara, SKOHOMHYECKass CTaOMJIBHOCTB, CEJIBCKOE XO3SHMCTBO,
HPKOHOMHUYECKass 0€30MaCHOCTh, YPOBHHU TEMIIEPATYPHI.
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INTRODUCTION

Negative changes in the environment can threaten humanity at various levels. It
Is known that global average temperature has risen and changing climate has caused
many discussions. On a planetary scale, rising temperatures can be dangerous for its
inhabitants, plants and animals. Wildfires caused by climate change can turn green
forests into ash, reduce animal species, and cause people to evacuate their homes.
Climate change affects all countries. Earth's temperature has been rising since the
Industrial Revolution. Although natural variability plays a role, the preponderance of
evidence shows that human activity, particularly the emission of heat-trapping
greenhouse gases, is one of the main factors driving the warming of the planet.

Relative to other scientific metrics, Earth's temperature is remarkably intimately
related to the world economy. A delicate situation is being played out as our planet
warms, with certain industries perhaps benefiting and others facing major upheavals.
In order to navigate a future shaped by climate change, it is imperative to comprehend
this complex link.

Agriculture is one of the industries that is most directly impacted economically
by temperature rise. Traditional growing seasons can be thrown off by warmer
temperatures, which can result in crop failures in certain areas and open up new growth
prospects in others. This change could jeopardize food security and destabilize food
prices, especially for vulnerable populations in emerging nations. Furthermore, severe
weather conditions like droughts, which are made worse by climate change, can
completely destroy agricultural output, affecting the world's food supply and leading
to financial difficulties.

Today, other relatively debated issue that many countries including Uzbekistan
has started facing is climate change. Modern monitoring data on the state of the climate
system show that the number of days with high air temperature is increasing throughout
Uzbekistan, in all seasons of the year. In this regard, the issue has been focused in
recent years, action plan to transition to a "green" economy and ensure "green" growth
in the Republic of Uzbekistan until 2030, approved by the decision of the President of
the Republic of Uzbekistan No. PD-436 of December 2, 2022, in order to provide, as
well as increase the effectiveness of measures to reduce the risk of natural disasters and
increase resilience to climate change.

LITERATURE REVIEW

According to the analysis by scientists at NASA's Goddard Institute for Space
Studies (GISS), the average global temperature on Earth has risen by at least 1.1°C
since 1880. The main upward trend of the warming has occurred since then. The Global
Temperature Anomaly of 2022 relative to 1951-1980, and the last 9 years were known
to be the warmest years®.

The impact of the climate shifts can be seen globally in different scenarios from
long lasting draughts to extreme weather conditions such as floods. In 2013, the [IPCC’s

I NASA. (n.d.). World of change: Global temperatures. NASA.
https://earthobservatory.nasa.gov/world-of-change/global-temperatures
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report made an accent on the overall impact of climate change of economic
development. Global greenhouse emission has been continuously rising and
accounting for 49 mil. Tons in 2019%. Climate change is predicted to have serious
consequences on developing countries if measures are not taken to reach carbon
neutrality.

Economic outcomes such as agricultural output, and important economic
resources, such as water and human health are directly affected by climate factors. In
addition, climate crisis indirectly affects huge variety of economic activities, such as
energy production, manufacturing and other spheres (Arent et al., 2014).

The impact of climate change on economies globally has already caused serous
debates. Considering the complexity of assessing the relationship between climate
shifts and economic stability and security the task may face difficulties even on
fundamental level: the type of mechanisms through which economic stability is
affected by climate shifts, identifying and investigating the scope of influence is
significantly huge and complex. This is obvious in the following review of literature.
Much research has been done on the relationship between the climate and agriculture
(Deschenes and greenstone 2007; Guiteras 2007). Most important but less discussed
are classical ideas in economic growth which the relationship between development
and temperature.

It is vital to consider the following primary directions of activity in order to
guarantee the environmental safety of sustainable development under market relations
conditions: a new level of environmental and nature utilization; an ecologically sound
assessment of productive forces; the development of agriculture, industry, energy,
transportation, and utilities; the sensible and all-encompassing use of natural resources;
the neutralization of waste, disposal, and use of secondary resources (Abdulkosimov,
2019).

The unrelenting irrigation of crops high in water content is the reason for the Aral
Sea's progressive disappearance in Central Asia. The agriculture industry is facing a
growing number of complex, multifaceted issues in recent years. Unpredictable and
abrupt fluctuations in the climate have further confounded coping strategies associated
to market output and risk (Bobojonov, 2014). Finding ways to control risk and use
water more efficiently are crucial issues in the area as it relates to climate change.

Finding effective water-saving techniques is necessary to address the water
shortage in dryland locations in particular considering the side effects of climate
change. The impact of water uses and land management strategies on water
productivity in Uzbekistan was examined by Uzbek and foreign scientists. One of the
main problems with furrow irrigation's low water consumption efficiency rates is that
it must be fixed for better water management. The research findings show that
technology can help to reduce the significant difference between low and high-water
productivity values as well as the role of legislative incentives if of huge importance
(Mirshadiev, 2018).

! World Resources Institute. (n.d.). https://doi.org/10.46830/wripub
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There are two types of empirical study on the connection between financial
stability and climate disasters. First, according to Noth and Schiiwer (2017), financial
risks will rise in response to climate disaster losses. They investigate how natural
disasters linked to climate change affect bank risk and discover that in impacted
locations, natural catastrophes greatly raise the operational risk faced by banks.
Second, there is little evidence that damages from climatic disasters have a detrimental
effect on financial stability (Murshed et al., 2021; Cavallo et al., 2013). They contend
that there is little correlation between natural disasters brought on by climate change
and the financial stability and economic prosperity of wealthy nations.

In conclusion, there is a serious risk to economic security from climate change on
all fronts. The study emphasizes how urgent it is to combine adaptation and mitigation
actions. Through an awareness of the complex effects and the application of
preemptive measures, decision-makers can strengthen economies and guarantee a more
stable future for everybody.

METHODOLOGY

It should be noted that there is no single correct methodology, but rather an
attempt was made to link the research question and chosen methods together. With
the help of chosen method, deep understanding of the analysis of climate-economy
relationship is made for future policy recommendation.

In the purpose of obtaining proper results for the research, the analysis of
qualitative data collected using quantitative and non-quantitative methods. Statistical
descriptive and inferential methods are used for achieving the objectives. Diagrams,
data tables and visualization methods help to enrich the understanding ways of
ensuring economic security in the face of climate change.

ANALYSIS AND RESULTS

By 2050, Uzbekistan—currently the most populous nation in Central Asia—iIs
predicted to have more than 50 million citizens. A reformative new development model
Is being pursued due to the combination of being highly dependent on diminishing
natural resources and rapidly increasing population in need of employment and skills.
Uzbekistan is currently undergoing extensive changes with the goal of making the
nation an upper-middle-income nation with a contemporary economy driven by the
private sector. After seven years, policy frameworks are getting better, but there is still
more work to be donel.

On April 19, 2017, Uzbekistan submitted its Intended Nationally Determined
Contribution to the UNFCCC Secretariat, so signing the Paris Agreement. On October
2, 2018 (Law of the Republic of Uzbekistan No. 491), the nation accepted the Paris
Agreement, making the INDC the nation's first NDC2.

The Country Climate and Development Report (CCDR)
Zhttps://wwwé4.unfccc.int/sites/ndcstaging/PublishedDocuments/Uzbekistan%20First/IND C%20Uzbekistan%2018-04-
2017 _Eng.pdf
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According to the INDC, the Republic of Uzbekistan aims to increase its efforts to
address climate change in the long run until 2030. This would enable it to cut particular
greenhouse gas emissions per GDP unit by 10% from 2010 levels by that date.

Uzbekistan, a Central Asian nation nestled amidst towering mountain ranges and
vast deserts, boasts a climate as diverse as its landscapes. Understanding average
temperature and rainfall patterns across this region is crucial for appreciating its unique
ecosystems and the challenges posed by a changing climate.

Average temprature and rainfall in

Uzbekistan
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32° 40 mm
24° 32 mm
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Figure 1. Average monthly temperature and rainfall in Uzbekistan, 1991—
20221

Dominated by a continental climate, Uzbekistan experiences significant seasonal
variations. Summers are long, hot, and dry. Average temperatures soar to a scorching
27.2°C (81°F) in July, with highs exceeding 35°C (95°F) in major cities like Tashkent.
This period sees minimal rainfall, often less than 25 mm (1 inch) per month, creating
arid conditions. Conversely, winters are cold, particularly in the north, where
temperatures can plummet to -8°C (18°F) on average. Precipitation levels rise slightly
during this season, with March being the wettest month, receiving around 66 mm (2.6
inches) on average.

Climate change poses a monumental challenge for nations around the globe. Its
impact isn't uniform, with some countries more vulnerable than others. The Notre
Dame Global Adaptation Index (ND-GAIN)2 emerges as a crucial tool in navigating
this complex landscape. Analysis of the ND-GAIN ranking system, its significance,
and its limitations in understanding a nation's preparedness for a changing climate is
important.

The ND-GAIN index ranks countries based on two key dimensions: vulnerability
and readiness. Vulnerability assesses a country's exposure, sensitivity, and capacity to

1 WBG Climate Change Knowledge Portal (CCKP, 2022). Climate Data: Historical. Available at:
https://climateknowledgeportal.worldbank.org/country/uzbekistan

2 Universitx of Notre Dame 520212. Notre Dame Global Adaﬁtation Initiative.
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adapt to the negative effects of climate change across six life-supporting sectors: food,
water, health, ecosystems, human habitat, and infrastructure. Readiness, on the other
hand, evaluates a nation's ability to leverage investments and translate them into
concrete adaptation actions. These are further broken down into economic, governance,
and social readiness sub-components.

Table 1.
The ND-GAIN Ranking of Uzbekistan, 1996-20211
ND-GAIN Ranking
Year 1996 | 1997 | 1998 | 1999 | 1900 | 2001 | 2002 | 2003 | 2004 | 2005 | 2006 | 2007 | 2008
Ranking 87| 86| 83| 88| 88| 88| 85| 88| 94| 103| 117 | 111 | 108
Year 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021
Ranking 107 | 113| 116 114| 108| 99| 98| 93| 89| 80| 76| 76| 72

The analysis of the climate profile of Uzbekistan has been made and it analyzes
country’s position according to ND-GAIN Index. According to ND-GAIN Index,
Uzbekistan ranked at 83 in 2020. The ND-GAIN Index shows Uzbekistan’s
vulnerability to climate shifts and global issues in combination with its preparation to
progress resilience. The aim of the index is ND-GAIN ranking is to support public and
private sector better implement investments in reply to sudden global issues ahead. As
of today, Uzbekistan improved its position ranking at 72.

A nation's score decreases with increasing vulnerability and increases with
readiness to strengthen its resilience. Norway is ranked first and gets the highest score.

Table 2.
The main tasks of the agrarian policy of the Republic of Uzbekistan
The main tasks of the agrarian policy of the Republic of Uzbekistan

ensuring the country's food security,
providing the population and
industry with agricultural products

implementation of structural changes in
agriculture  as well as increase
productivity in agriculture and maintain
economic efficiency of the network

increase the standard of living of the
rural population

implementation of structural changes in
agriculture

increase in  foreign exchange
earnings due to increase in export of
agricultural products

strengthening the competitive

environment in agriculture

to moderate the distribution of
incomes coming to the agricultural
economy among other sectors

improvement of rural infrastructure and
market relations in agriculture;

The ND-GAIN ranking serves several significant purposes. Firstly, it provides a
valuable comparative framework for policymakers. By pinpointing a country's

! University of Notre Dame (2021). Notre Dame Global Adaptation Initiative. Available: https://gain.nd.edu/our-

work/country-index/
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strengths and weaknesses in both vulnerability and readiness, the index helps prioritize
areas for improvement.

Ensuring food security for any country in the face of climate change is one of
the most serious issues today. The frequency and severity of droughts can destabilize
agricultural production and undermine food security. The frequency and severity of
droughts can destabilize agricultural production and undermine food security.

In the Republic of Uzbekistan, agricultural reform is being implemented in very
difficult conditions. These conditions may include:

- obsolescence of technical base of agriculture;

- the fact that the price parity for agricultural and industrial products has not
developed in a favorable condition for the agricultural economy;

- insufficiently developed market infrastructure in agriculture;

- relatively low purchasing power of the rural population;

- limited opportunities to bring cheap and high-quality machinery and equipment
for agriculture;

- decrease in supply (production of some) of agricultural chemicals, mineral
fertilizers:

- relatively high rate of inflation in the first years of independence;
- decrease in the quality of land and water resources.

CONCLUSIONS AND RECOMMENDATIONS

In the face of escalating climate change, ensuring economic security has become
an imperative for governments, businesses, and individuals worldwide. Climate change
poses multifaceted challenges to economic stability, ranging from disruptions in food
and water systems to increased healthcare costs and the displacement of populations.
This article explores the various dimensions of economic security in the context of
climate change and outlines strategies for mitigating risks and building resilience.

Impacts of Climate Change on Economic Security:

- Disruption of Food and Water Systems: Climate change can lead to shifts in
precipitation patterns, extreme weather events, and the degradation of land and water
resources, affecting agricultural productivity and food availability. This disruption can
contribute to food insecurity, malnutrition, and increased vulnerability to poverty.

- Impact on Insurance and Financial Markets: Climate-related risks pose
challenges for insurance markets by increasing premiums and reducing coverage
options, while also affecting financial markets through asset devaluation and
investment uncertainty.

- Displacement and Migration: Climate-induced environmental changes,
including droughts, and desertification, can force populations to migrate in search of
safer and more sustainable living conditions, leading to social, economic, and political
challenges for both origin and destination areas.

Uzbekistan agrees with the international community that every attempt should be
made to stop climate change. Uzbekistan has updated and strengthened its
commitments (NDC) under the Paris Agreement for the period until 2030 based on the
ability and responsibility and taking into account the nation's transition to a resource-
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efficient "green" development model, which is based on the decarbonization of the
economy and the ongoing socio-economic reforms in the country. Through the creation
of a roadmap for 2030, the nation is putting into practice a national strategy for the
transition to a green economy, with the following goals in mind:

— double the GDP's carbon intensity and energy efficiency indicator;

— further develop renewable energy sources to increase their share to 25% of total
power generation;

— guarantee that up to 100% of the population and economic sectors have access
to modern, affordable, and reliable energy supply;

— upgrade the infrastructure of industrial enterprises to ensure their sustainability
by increasing energy efficiency by at least 20% and by expanding the use of clean and
environmentally friendly technologies and industrial processes;

— achieve land degradation neutrality;

— greatly increase the water use efficiency in all economic sectors;

— expand the production and use of motor fuels and vehicles with improved
energy-efficiency and environmental performance, as well as develop electric
transport;
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